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Increasing Media Transparency
For the first time Schibsted Media Group presents The Annual Editorial Report 2011.

In this report we will 
focus on the standards 
of journalism throughout 
the Schibsted Media 
Houses across Europe, 
and hopefully increase 
transparency in our 
editorial activities.

We firmly believe that 
increased transparency 
in journalism and 
journalistic methods 
will give strength to 
credibility and public 
trust in media.

Our goal is further to 
establish internal ethical 
guidelines on journalistic 
methods and publishing 
in all our media houses. 
We will also publish 
annual editorial reports 
from all media houses 
in Norway, Sweden, 

Estonia, Lithuania, 
Latvia, France and Spain. 
I this report the editors-
in-chief will present 
a yearly State of the 
Union article, describing 
editorial goals, 
challenges and results 
during the past year.

The editors meet twice 
a year in the Schibsted 
Editors Forum, 
discussing common 
challenges and different 
solutions. The aim is 
to increase quality and 
standards of journalism 
within the Group.

The 2011 report is put 
together from data 
collected on the eve of 
this year and the content 
is therefore somewhat 
limited. Our aim is to 

further expand the fact 
sheet of each title in the 
2012 report. Here we 
hope to focus more on 
our choice of sources, 
gender balance, editorial 
resources and payment 
to sources.

The Schibsted Editors 
Forum will follow the 
development in our new 
digital media industry 
and discuss the need for 
special ethical guidelines 
in this field.

The fundamental 
framework of the 2011 
Schibsted Editorial 
Report includes 
circulation, readership 
and online users.  We 
also report on the 
editorial responsibility, 
place of issue and 

frequency. Each media 
house report the total 
number of pages 
produced during the 
year and the ratio of 
editorial content versus 
advertisements. 

A clear mission of most 
Schibsted Media Houses 
is to secure independent 
news reporting and 
support democracy 
through the publishing 
of editorials, comments 
and debate articles. 
For this reason we also 
would like to report on 
the quantity of such 
content.

The Idea of publishing an 
annual editorial report is 
strongly backed by the 
Board of Schibsted.
The Schibsted Editors 

Forum and the Board 
agree that each editor-
in-chief should be 
given the opportunity 
to present the report 
once a year to the board 
of each media house.  
The report will not be 
regarded as a subject 
for the board decision, 
due to the principle of 
editorial independency. 
The editor-in-chief or 
publisher may however 
answer questions about 
matters of interest 
regarding publishing 
and journalism. The 
common annual editorial 
report likewise will be 
presented to the Board 
of Schibsted once a 
year by the president 
of Schibsted Editors 
Forum.
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We firmly believe that 
increased transparency in 
journalism and journalistic 
methods will give strength 
to credibility.

The Schibsted Media 
Group will not introduce 
a common code of 
editorial conduct 
for our newsrooms. 
We see the editorial 
code of conduct as a 
part of each editor`s 
responsibility, and the 
question is therefore 
closely linked to editorial 
independency. Schibsted 
Media Group will 
contain Media Houses 
of different publishing 
tradition, purpose and 
audience. The detailed 
guidelines should 
therefore have its roots 
in each newsroom 
and be given by each 
responsible editor or 
publisher.

However Schibsted 
Media Group will 
introduce some general 
editorial principles as a 
common framework for 
all Schibsted editors:

 A Schibsted editor shall 
promote the freedom 
of opinion and defend 
the democratic values of 

society, with full respect 
of human rights, equality 
and diversity.
 
A Schibsted editor have 
the personal and full 
responsibility for all 
content, including the 
advertising, and shall 
secure that media act 
with integrity in every 
respect.
 
A Schibsted editor has 
a free and independent 
role, and is entitled to 
independent leadership 
of the editorial 
department and editorial 
work and full freedom to 
shape editorial opinions 
within the frame of 
fundamental ideas of the 
medium.
 
A Schibsted editor 
should ensure a form of 
journalism that makes 
it clear to the reader 
what is reporting of 
information and facts, 
and what is the opinion 
of the medium.
 
A Schibsted editor will 

make it clear to readers 
what is independent 
editorial content and 
what is commercial 
promotion.
 
A Schibsted editor 
shall have full focus on 
editorial quality and 
credibility, and will 
establish ethical and 
journalistic standards 
according to this goal. 
The ethical guidelines 
should cover research as 
well as publishing.
 
A Schibsted editor shall 
protect the freedom of 
speech, the freedom 
of the press and the 
principle of access to 
official documents – as 
well as the free flow of 
information and free 
access to the sources.
 
A Schibsted editor will 
regard it as an important 
task of the press to 
protect individuals and 
groups against injustice 
and uncover matters 
critical to society.

Oslo, April 23rd 2012
Bernt Olufsen

President Schibsted Editors Forum
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The Press and the Pressure
Perspectives on the Ethics of the Media after 22/7

On either side of the 
bomb that went off 
spreading death and 
destruction in Oslo in 
the afternoon of July 
22 were the offices 
of two major media 
outlets: Verdens 
Gang, Norway’s 
largest tabloid, on 
the one side;  
Vårt Land, Norway’s 
leading Christian 
daily newspaper, 
on the other. In 
both places, the 
preparations for next 
days’ newspaper 
went ahead, as 
broken glass was all 
around, alternative 

offices had to be 
found, and laptops 
had to be balanced 
on knees as articles 
were written on 
the run. Those 
of us watching 
the Internet and 
television could 
follow reporters 
with cameras as 
they ran through 
the streets and 
continually reported 
on the happenings. 
The most dramatic 
and tragic domestic 
news story in years 
– possibly since the 
war – had just begun. 
And the press was 

on it, immediately.
In the following, I 
will reflect briefly 
on the role of the 
media in the light of 
22/7, with the ethics 
of the press as the 
focal point for my 
remarks.

Ethical challenges
To report on 
something as 
dramatic as mass 
killings, mostly of 
very young people, 
goes to the heart 
of the responsibility 
of the press: We 
need to know 
what is happening. 

By Henrik Syse, philosopher, Senior Researcher at the Peace Research Institute Oslo 
(PRIO) and member of the Norwegian Press Complaints Commission (PFU)



7

15:25:19   22.07.2011
VG BUILDING: The bomb exploded 100 meters 

from the VG Building in Oslo, damaging the 
outer glass panels. The staff was evacuated, 

nobody was hurt.
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Furthermore, the sort 
of transparency that 
only the press can 
offer ensures both 
that the voices of 
the victims – literally 
and figuratively – 
are heard, and that 
we can see how the 
person (or persons) 
who committed 
the misdeeds is 
(or are) tracked 
down and tried, 
hopefully minimizing 
the danger of a 
miscarriage of 
justice.
 
Yet, such events also 
throw up a number 
of ethical challenges. 
Let us name some of 
them:

Overexposure: There 
is a danger that 
the sordid details 
of such a tragedy 
get exposed to the 
extent of becoming 
a macabre sort 
of entertainment. 
Another danger 
lies in the victims 

of the event being 
reminded of the 
tragedy day after 
day, with no escape. 
Some may feel that 
the perpetrator 
gets too much 
attention. And the 
overexposure charge 
reminds us of the 
potential problem 
that one case simply 
gets too much 
attention when there 
are other cases, 
and other victims, 
deserving of similar 
coverage.

The dangers of 
immediacy: The 
press will compete 
to get the best 
angles and the most 
dramatic stories as 
quickly as possible 
after such an event. 
However, in the 
immediate aftermath 
of the event itself, 
those involved will 
often be in shock 
and have little 
control over what 
they say and how 

they appear. Also 
associated with the 
perils of the moment 
is an uncritical 
recounting of rumors 
and accusations.

Detailed pictures 
and stories: A 
case such as 22/7 
will produce its 
share of extreme 
images. Pictures 
are important 
to any modern 
media story. But 
such pictures can 
obviously become 
too gruesome and 
too personal. The 
same can be true of 
narratives: Are there 
depictions so cruel 
in their detail that 
they ought not to be 
published?

Copycat effect: The 
press should also 
ask itself whether 
certain descriptions 
of horrific acts can 
make them seem 
attractive, and thus 
work as an incentive 

for others to commit 
the same kind of 
acts. One way in 
which that can 
happen is when the 
culprit is portrayed 
in a heroic light; 
another is when, say, 
sexual aspects of an 
act (such as rape) 
are so vividly and 
alluringly portrayed 
that they make the 
crime seem almost 
desirable. 

These are just some 
of the challenges 
with which we are 
confronted as we 
enter into the press 
equivalent of what in 
warfare is known as 
the heat of battle.

Complaints
The Norwegian 
Press Complaints 
Commission (PFU, 
Pressens Faglige 
Utvalg) receives 
complaints from 
the public about 
Norwegian press 
behavior and 

coverage. A total 
of 42 complaints 
related to the 
press coverage 
surrounding 22/7 
have been received 
by the Commission 
as of late February 
2012. These have 
been related to 
pictures used and 
reactions expressed 
in the immediate 
aftermath of the 
tragedy; images 
and narratives 
around details 
related to the events 
and the ensuing 
investigation; and 
the total amount of 
coverage, to mention 
the main themes. 
The majority of the 
complaints have 
not led to verdicts 
that conclude that 
the code of press 
ethics has been 
violated. Below, I will 
mention some cases, 
including those that 
have been deemed 
to represent a 
violation of the code.
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Why does not such 
a massive pictorial 
focus represent a 
violation of press 
ethics, according 
to the commission? 
The commission 
refers to the right 

of the newspaper to 
prioritize a case of 
such magnitude and 
interest, and the right 
to choose relevant 
illustrations. While 
the commission 
recognizes the 

emotional stress 
that those touched 
by the 22/7 events 
must feel when they 
repeatedly encounter 
Mr. Breivik’s picture, 
it holds that it can 
nonetheless not be 

deemed wrong as 
such to use repeated 
images of him, as 
long as these images 
in themselves do not 
violate press-ethical 
standards.

The massive use of 
pictures, not least of 
the culprit himself, has 
been a mainstay in 
the public debate. The 
complaints lodged 
with the commission 
about this did not 
result in a verdict of 
having violated the 
code of press ethics. 

The complaint against 
Dagbladet, to mention 
one, was based on the 
fact that during the 
period from the 22/7 
events until the time 
of the complaint, 36 
of a total of 54 front 
pages had carried 
the image of Mr. 
Breivik. Dagbladet 
was not alone in its 
pictorial focus. (In 
some Norwegian 
communities, a 
campaign to turn 
around newspapers 
carrying Mr. Breivik’s 
likeness on the 
front page at the 
newsstands received 
some support and 
sympathy.)

CLOSE TO DEADLINE: Journalists of VG working with lap tops on their knees in nearby hotel suites.
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This conclusion leads 
to another important 
observation. In the 
case of an event 
such as 22/7, the 
total press coverage 
is enormous. That 
many react against 
such massive 
coverage is natural. 

Nonetheless, it is 
hard to accuse 
any one editor 
or publication of 
having violated the 
code of press ethics 
because of this. By 
this I am certainly 
not implying that 
it is impossible to 
violate the code of 
press ethics through 
sheer quantity or a 
mismatch between 
the seriousness 
of a case and the 
coverage it receives. 
But in a case such 
as this, it is the 
commission’s view 
that it is hard to get 
to that point from a 
press-ethical point 
of view, given the 

nature of the case, 
as long as each 
individual press story 
and illustration stays 
within the normal 
bounds of press 
ethics.

Two complaints 
that did result in 
a violation verdict 
were about front-
page newspaper 
pictures on 23/7 of 
an identifiable victim 
(identifiable at least 
to those who knew 
her), killed by the 
bomb blast in Oslo. 
The commission held 
that carrying such 
a shocking picture 
on the day after the 
attack, probably 
before many who 
knew her had been 
informed of her 
death (possibly even 
some in her close 
family, even if not 
the very closest), 
constitutes a clear 
violation of the 
code’s paragraph 
4.6: “Always consider 

how reports on 
accidents and 
crime may affect 
the victims and 
next-of-kin. Do not 
identify victims or 
missing persons 
unless next-of-kin 
have been informed. 
Show consideration 
towards people in 
grief or at times of 
shock.”

An additional 
violation verdict, 
related to the same 
paragraph, was 
directed against the 
Sogn og Fjordande 
local office of NRK 
(Norwegian National 
Broadcasting), 
for publishing an 
Internet article 
naming and quoting 
a young woman at 
Utøya less than an 
hour after she had 
been interviewed via 
cell phone during the 
actual massacre, and 
before it was clear 
that she had actually 
been killed shortly 

after having spoken 
to the reporter. The 
recounting of her 
extreme fright and 
the sort of chaos 
she found herself 
in, with her full 
name included, was 
considered by the 
Commission to have 
been of a nature 
indicating that it 
should not have been 
published, especially 
not at such an early 
point.
 
The use of 
images from the 
reconstruction that 
Mr. Breivik and the 
police went through 
at the island of 
Utøya, was, however, 
not found to be a 
violation of the code 
of press ethics. While 
the images of Mr. 
Breivik mimicking 
how he, for instance, 
pointed a gun at 
his victims were no 
doubt disturbing, 
they were used in 
a way that did not 

involve great detail 
or close-ups. Thus, 
the coverage was 
found to be within 
the code of press 
ethics.

Coverage in a 
regional local 
newspaper that 
included the name 
and picture of a 
young Utøya victim 
before he had been 
finally confirmed 
dead, was criticized 
by the Commission. 
Such a use of name 
and picture for a 
victim with the 
status of missing 
was not unique in 
itself, but the family 
in question had 
explicitly asked the 
newspaper not to 
have the boy’s name 
and image used 
until later, and the 
commission found 
this to be the kind of 
situation where the 
wishes of the family 
should have been 
respected.
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The final case so 
far to have resulted 
in a violation 
verdict (albeit a 
split decision) 
concerned a news 
website that brought 
quotes from police 
interrogations with 
Mr. Breivik, including 
details of how he 
fired his gun, ran 
after participants at 
Utøya, and planned 
his killings. The 
narrative was found 
by a majority in the 
commission to have 
been unnecessarily 
detailed, given the 
effect such coverage 
would predictably 
have on young 
people who had 

been on the island.

Perspectives
Where does all this 
leave us, as we look 
ahead?

Firstly, it must be 
remembered that 
ethics, after all, is 
more than press 
ethics. Most of the 
coverage in the 
Norwegian press 
may have been 
within the code of 
press ethics. It could 
nonetheless contain 
aspects that need to 
be discussed morally, 
especially as the 
events themselves 
recede into the more 
distant past. These 

aspects include the 
repeated use of 
images that in effect 
replay a deep-seated 
trauma in the lives 
of hundreds if not 
thousands of human 
beings.

Secondly, the press 
should think through 
how it spreads and 
analyzes rumors 
in the immediate 
aftermath of such 
an event. It is worth 
remembering that if 
Mr. Breivik had not 
been identified and 
caught until several 
days after the events, 
stories about Islamist 
terrorism would 
possibly (and not 

Training, discipline, and integration of ethical rules are keys to the right 
decisions in the Media battle
HENRIK SYSE, philosopher and member of the Norwegian Press Complaint Commission.

unnaturally) have 
dominated the news 
picture. 
Finally, in a living 
democracy, we need 
a free and critical 
press, but also a 
free and critical 
discussion of the 
press. Every day, 
when a newspaper 
or broadcast desk, 
or a web site, makes 
decisions about what 
to publish and how 
to do it, they play 
into the life blood 
of our society. They 
shape narratives, 
offer crucial spaces 
for debate, and help 
determine how we 
should move into the 
future. Anyone with 

(The views 
expressed in this 
article are purely 

those of the 
author and should 

not be taken to 
represent the 

Press Complaints 
Commission.)

such power must use 
it wisely, and must 
listen carefully to 
how the public views 
its choices. That 
should not reduce 
the freedom or take 
away the boldness 
of the press. But 
it should increase 
its humility and 
willingness to learn.
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THE EDITOR  Hilde Haugsgjerd
CIRCULATION Morning edition (Mon – Sat) 235 795
 Sunday edition  206 645
 Evening edition (Tue – Thu)  101 754
READERSHIP Morning edition 679 200
 Sunday edition  464 900
 Evening edition 310 800

ONLINE UV www.aftenposten.no   
 per week  343 995
 (autumn 2011) 
 Mobile editio 190 783

PLACE OF ISSUE Oslo, Norway
PAGES Morning edition 36 156
 Evening edition 7 020
EDITORIAL CONTENT 51,2%
 Evening edition 65,0%
EDITORIAL STAFF  302
 Foreign presence: London,
 Moscow, Brussels, Berlin, Amman,
 New York, New Dehli and Bejing
EDITORIALS  853
COMMENTARIES  1 800
DEBATE ARTICLES Print 4 320
 Online (exclusively) 360

FRONT PAGE: 
Aftenposten 
covered the Arab 
Spring developing 
across North 
Africa.

BOMB SCENE: Police and 
rescue personel were taking 
care of wounded people 
in front of the government 
building in Oslo on July 
22nd.  Photo: PAUL AUDESTAD

Aftenposten
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AFTENPOSTEN

Deadline,
22nd of July

The terrorist attacks in 
Oslo and at Utøya on 22 
July required much of 
our journalistic attention 
and resources, as did the 
many large and dramatic 
international stories that 
defined this year.

In the immediate 
aftermath of the terrorist 
attacks on 22 July, 
where 77 people were 
killed, almost our entire 
newsroom was involved 
in covering the story. 
We showed the physical 
effects of the attacks 
and told the survivors’ 

stories. 
Later, we put a 

spotlight on weaknesses 
in and critical 
aspects of the level 
of preparedness. We 
published stories on how 
the police investigation 
moved forward and 
described details of 
Anders Behring Breivik’s 
background. We 
contributed to creating 
a necessary debate 
around the court-
initiated psychiatric 
report on Anders 
Behring Breivik and on 

the role of psychiatrists 
in the legal proceedings.

We published 920 
news stories in the print 
edition from July 23 
until December 31. The 
online editions published 
approximately the same 
number of stories.

World crisis
By late 2010 
Aftenposten had gained 
access to the so-called 
“Cablegate documents” 
originally leaked to 
WikiLeaks. We wrote 
92 articles about key 

international issues 
based on information 
found in these American 
diplomatic reports. 

Our correspondent 
in the Middle East 
completed 25 trips 
around the region in 
order to report on the 
Arab Spring. Our foreign 
news department 
produced 628 articles on 
the various uprisings in 
the region.

Aftenposten also 
sent a team to Japan 
following the earthquake 
and tsunami that led to 

a nuclear emergency 
there.

The foreign news 
section worked in 
tandem with the 
financial news section 
throughout the year 
in order to cover the 
financial crisis in Europe. 
360 articles about this 
crisis were published 
in the print edition 
alone, with many more 
published online. 

Evaluation 
We evaluate all our 
products on a daily 

Rarely has our social mission been so clearly outlined for 
Aftenposten’s newsroom as it was in 2011.

THE EDITOR:  
Hilde 
Haugsgjerd is 
also leader of 
the Norwegian 
Press 
Complaint 
Commission,  
PFU
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basis, both during an 
open meeting for all 
our employees and, 
based on eight defined 
criteria, in an evaluation 
report. This report is 
sent electronically to 
all employees. Every 
department issues a 
daily report of their work 
according to similar 
criteria.

Every month 
Aftenposten conducts 
surveys and tests in 
order to see how our 
stories are read. The 
articles about the 
22 July attacks were 
consistently among the 
most-read stories in 
both the print and online 
editions.

Four times a year we 
conduct web-based 
interviews where we 
ask a selection of 
readers what they see as 
Aftenposten’s strengths 
and weaknesses. They 
usually reply that 
they think we are best 
on substantial news, 
particularly foreign 
news, and that we are a 

respected newspaper. 
When it comes to 
entertainment news, 
however, the score is 
poorer. The readers 
also feel that we don’t 
challenge them enough 
with strong opinions.

Our online edition, 
Aftenposten.no, is also 
regarded as a respected 
and trustworthy supplier 
of news, especially when 
it comes to significant 
stories from home and 
abroad. Aftenposten.no 
does not receive good 
scores for its use of 
interactive graphics or 
animations. 

Ethics 
Aftenposten follows 

the Ethical Code 
of Practice for the 
Norwegian press, 
known as «Vær varsom-
plakaten». In 2011 sixteen 
complaints against 
Aftenposten were 
taken up by the Press 
Complaints Commission 
(PFU). In one of these 
cases, the Commission 
ruled against us: the 

Norwegian System 
of Compensation to 
Patients, a national 
administrative body 
intended for patients 
who believe that they 
have suffered an injury 
as a result of treatment 
from the health service, 
complained that it 
had not been given an 
opportunity to respond 
to criticism levelled at 
the organization in an 
article.

A lawsuit has 
been filed against 

Aftenposten in a German 
court in relation to two 
WikiLeaks documents 
that were mentioned 
and published by us. The 
documents outline the 
minutes of a meeting 
between Berry Smutny, 
the former CEO of 
Germany’s largest 
satellite manufacturer, 
OHB-System, and the 
US Embassy in Berlin. 
Smutny is said to have 
expressed himself 
in negative terms 
regarding Galileo, the 
European satellite 
project, and lost his 
job as a result of the 
published documents. 
Aftenposten stands firm 
on our argument that we 
had the right to describe 
the contents of these 
articles on the basis 
that they contained 
information that was of 
clear public interest.

Development
Our Saturday and 

Sunday editions of 
the newspaper were 
relaunched with a new 

look and new content. 
The weekday editions 
were given a new 
design. Our priorities 
and Aftenposten’s 
unique profile have been 
highlighted to a greater 
extent than before. 
The online and mobile 
editions have been 
redesigned. Our aim 
was to create a common 
design idea for all our 
platforms while retaining 
each platform’s unique 
qualities.

During 2011 we 
launched Aftenposten 
as an iPad application 
and created an 
electronic version of 
the print edition for 
download. We launched 
a searchable, digital 
archive of our 150 years 
of articles and created 
a separate iPad app 
for A-magasinet, our 
weekly Friday magazine. 
We also launched the 
monthly magazine, K, 
Norway’s first magazine 
dedicated exclusively 
to a broad definition of 
culture.

Aftenposten 
shall, by 

using journalism 
of high quality, 
ensure freedom 
of speech and 
support the social 
and cultural shared 
responsibility.

Hilde Haugsgjerd, 
Editor-in-Chief.
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The Aftenposten correspond-
ent in Pakistan and Afghani-
stan received the International 
Reporter Award for her book 
on Pakistan. The journalists 
involved in covering the WikiLe-
aks story received the award 

for Best Scoop at the Schibsted 
Journalism Awards for their 
investigative work based on the 
embassy cables. 
Aftenposten.no received two 
awards from SNDS Scandinavia: 
Best of Scandinavian News De-

sign (online entries): an award 
for Excellence and one Bronze. 
Aftenposten’s digital package 
was given the Product of the 
Year Award by the editors of 
the Norwegian edition of PC 
World magazine.

Awards

NEW DESIGN: Aftenposten redesigned both print and online editions during 2011.

AFTENPOSTEN

EDITORIAL CRITERIA
In the newsroom’s daily life, 

Aftenposten mission statement 
is imposed through the editorial 
criteria. They are referred to as 
SSEU (OVEN in Norwegian), 
and they guide the editorial 
staff in their journalistic 
priorities.

S is for Surprising. This is our 
main news criterion – what is 
genuinely new information or is 
known only by a few?

S is for Significant. What is 
significant internationally, in 
the Norwegian society or for 
people’s lives?

E is for Engaging. What 
creates engagement among our 
readers and creates debate on 
public forums or around dinner 
tables?

U is for Useful. What provides 
knowledge about our society 
or topics that our readers care 
about?
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NEWSROOM: After evacuation 
on July 22nd the staff of 
Aftenposten established 
a temporary newsroom at 
Nydalen printing plant, in the 
outskirts of central Oslo. 
Photo: OLAV HASSELKNIPPE
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Aftenposten PublishingAftenposten PublishingAftenposten PublishingAftenposten Publishing

Current affairs magazine with international 
focus. Areas are politics, community, 
climate/environment, science, technology 
and culture. Also PDF version for tablet 
(iPad and Android). 11 issues per year.

Established 2008
Editor Tine Skarland
Readers 170.000

This magazine is pure culture, with 
emphasis on literature, theatre art, 
music, film/TV and architecture. 11 issues 
per year. iPad application.

Established 2011
Editor Kristin Valla
Readers 104 000

An inspiring and useful magazine for 
a new generation of cabin owners. 11 
issues per year.

Established 2006
Editor Pål Berg
Readers 102 000

INNSIKT 
(INSIGHT) 

K HYTTEMAGASINET 
(CABIN MAGAZINE) 

AFTENPOSTEN
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For women who wants to enjoy life as a 
mother. A useful feel-good magazine for 
mothers with children aged 0-10. 11 issues 
per year.

Taken over by Aftenposten 2007
Editor Hilde Rindal
Readers 66.000

Article based magazine emphasizing on 
the increasing interest for Norwegian food 
and Norwegian commodities. 8 issues/year.

Established: 2011
Editor Per A. Borglund
Reader numbers will be available fall 2012. 

MAMMA 
(MOM) 

MAT FRA NORGE 
(FOOD FROM NORWAY) 

In 2006 Aftenposten 
established a department 
for producing and 
publishing monthly 
magazines. 

The purpose of the business 
is to create growth and 
increase income from the 
media house’s existing 
clients/subscribers, as well 
as winning new readers and 
advertisers. 

All the magazines are 
spread nationally. They have 
their own websites and two 
of them are also available on 
tablets. 

The business is headed 
by Communication and 
Publishing Director Sverre 
Amundsen
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EDITOR-IN-CHIEF Trine Eilertsen
CIRCULATION (Mon- Sun) 79 467
READERSHIP Print 241 000
 Online (average 2011) 137 000
 Mobile (average 2011) 56 000

PLACE OF ISSUE Bergen, Norway
PAGES  31 954
EDITORIAL CONTENT  59,7%
EDITORIAL STAFF  188
 
Local offices in Oslo, Førde, Stord Correspondent in Brus-
sels (chared with Stavanger Aftenblad and Adresseavisen). 
Cooperation on foreign affairs with Politiken, Denmark.

CHRONICLES  360
DEBATE ARTICLES  13 000
CULTURE DEBATE  3 500
YOUTH DEBATE  15 000

FRONT PAGE: Over the last five years 39 people has 
lost their lifes in local trafficaccidents. This issue won 
the Schibsted Journalism Award.

THE NEWSROOM: The bt.no-newsroom with 
journalists/Vjs   Erlend Langeland Haugen (left), Pål 
Engesæter, Marianne Nilsen and Jo Hjelle.

Bergens Tidende
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The investigative reporting 
on the security police 
became an important 
contribution to the debate 
after July 22nd.
TRINE EILERTSEN, Editor-in-Chief.

Best in the west

Bergens Tidende 
complies with the 
Ethical Code of Practice 
for good journalistic 
conduct (Vær Varsom-
plakaten). In addition to 
this, Bergens Tidende 
has its own set of ethical 
guidelines, which was 
revised during 2011 to 
include standards of 
conduct on social media 
and depublishing/
anonymization of online 
stories.

Complaints
The Press Complaints 
Commission (PFU) 
received four complaints 

involving Bergens 
Tidende in 2011. 
Three of them where 
concluded in favour 
of Bergens Tidende, 
but the newspaper 
was criticized for its 
coverage of the trial 
against investor Tor 
Arne Uppstrøm. Three 
complaints were settled 
amicably.

Bergens Tidende was 
also involved in a court 
hearing during 2011. The 
newspaper was sued by 
a person interviewed in a 
news story published in 
2009. Bergens Tidende 

was acquitted and 
awarded legal costs by 
the Court of Bergen. The 
verdict was appealed.

Priorities
The terrorist attacks on 
22 July were a huge test 
for the editorial staff 
of Bergens Tidende. 
External and internal 
evaluations indicate 
that the reporting was 
good and fair according 
to ethical standards. 
The media house was 
praised for its decent 
treatment of survivors 
and relatives and for 
taking good care of the 

Bergens Tidende is the leading media house on the west coast 
of Norway. Our vision is to engage and to give insight to our 

readers every day.

BERGENS TIDENDE
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staff involved in the 
coverage. We quickly 
assigned a special unit 
for covering the story 
up to the trial of Anders 
Behring Breivik in the 
spring of 2012.

Coverage of the 
terrorist attacks became 
our most important 
commitment in 2011, 
and we consider our 
investigative reporting 
on the security police 
and the international 
counterterrorism 
network Global Shield 
as an important 
contribution to the 
debate after 22 July.

Other major news stories 
in Bergens Tidende 
during 2011 dealt with 
local elections, a series 
of stories on substance 
abuse and mental 
health, the prize-winning 
project ”Death on the 
Roads”, and coverage 
of Norwegian UN 
veterans’ struggle for 
compensation.

Competence
Bergens Tidende 
works systematically 
on the personal 
and professional 
development of its 
employees through 
performance 
evaluations. These 
normally consist of 
appraisal interviews 
between employees 
and their immediate 
superiors twice a year 
at which the setting 
of work standards 
and goals for personal 
and professional 
development are 
discussed.

The editorial work is 
evaluated on a daily 
and weekly basis on the 
basis of fixed criteria 
in the different groups, 
and every day on the 
intranet of the editorial 
department. We 
regularly select a Story 
of the Month and Story 
of the Quarter.

Innovation
A special site for hiking 
and personal fitness, 
”Sprek”, was launched 
during the summer of 
2011. After six months 
the service had 6500 
registered users, who 
have logged a total of 
40,000 walks/hikes. 
The core of the service 
is a database for great 
hikes in the county of 
Hordaland, with a social 
twist based on ”check-
ins”.

The business 
model is based on 
display advertising, 
sponsorships and 
user payment through 
personal challenges. 
The service has been 
very well received, and 
generated NOK 350,000 
in user payments during 
the first six months. 
The ”Sprek” service 
was nominated for the 
prize for best innovation 
at the Schibsted K3 
gathering in 2012, and 
received the prize for 
best innovation at the 

Schibsted Consumer 
Sales Awards.
The online service 
”Preik” was launched in 
the fall of 2011. This is our 
new vertical for blogs, 
debates and opinions. It 
soon became one of our 
most-visited verticals 
and an important tool to 
increase our stream of 
commentaries through 
social media.

Bergens Tidende 
redesigned the 
Sunday edition in May 
2011. In this edition 
we give priority to 
feature reporting, 
commentaries, analyses 
of foreign affairs and 
stories on research. We 
also have a regular page 
for reader dialogue 
where editors can 
respond to criticism 
from readers. The new 
Sunday edition has been 
well received.

Sponsorships
As a company, Bergens 
Tidende, sponsors 
several activities within 

sports and culture. To a 
great extent advertising 
is used as a currency 
in different kinds of 
sponsorships and 
cooperation agreements. 
The largest sponsorship 
is related to Brann 
Sports Club. The media 
house draws a strict 
distinction between 
sponsoring/marketing 
cooperation and 
editorial activities.



NORWAY

26

Schibsted Journalism 
Awards – 
Best Innovative Entry for 
”Death on the road”

The Golden Umbrella 
(local press award)  
for Global Shield stories

Picture of The Year
Most winning Media 
House

European Newspaper 
Design – 
Best regional newspaper

Awards

BEST IN EUROPE: 
Bergens Tidende 
won the European 
Newspaper Award for 
the second time in 2011. 
The BT design team 
Bente Ljones, Anneli 
Solberg, news editor 
Gard Steiro, Eir Stegane, 
Walter Jensen and Arne 
Edvardsen.

HISTORY: Bergens 
Tidende is well known 
for its art design and 
graphic illustrations. This 
is a double page from a 
special feature “When 
war came to Bergen”.

BERGENS TIDENDE
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Local newspapers

Editor Stig Erik Elliott
Place of Issue Kleppestø,  
 Askøy kommune
Circulation 5110 (Tue and Fri)
Readership print 14000
Online 3000
Editorial staff 6

Editor  Hallvar Tysse
Place of Issue  Arna,  
 Bergen kommune
Circulation  4647 (Tue and Fri)
Readership print  14000
Online  NA
Editorial staff  6 

Editor  Ståle Melhus
Place of Issue  Nesttun,  
 Bergen kommune
Circulation 4681 (Tue and Fri)
Readership print  19000
Online  2000
Editorial staff  5

ASKØYVÆRINGEN BYGDANYTT FANAPOSTEN

BERGENS TIDENDE
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Editor Hans Egil Storheim
Place of Issue  Knarvik,  
 Lindås kommune
Circulation  5363 (Tue, Thu, Sat)
Readership print 21000
Online 5000
Editorial staff  7 

Editor Elisabeth Netland
Place of Issue Straume, 
 Fjell kommune
Circulation 6053 (Tue, Thu, Sat)
Readership print  16000
Online 5000
Editorial staff 8 

STRILEN VESTNYTT
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VI har åpent 
når det 
passer DEG! 7-21.30

Setesdalsveien 90, Kristiansand
Gumpens Auto Vest as

TID FOR 
PERIODISK KJØRETØYKONTROLL?

21. mai 2011
Nr. 115 - Årgang 137
Løssalg kr. 20,- www.fvn.no

LØRDAG
ANNONSE

Mamma-
eksperten
Side 16

    Les i
god helg

� Pengegaver fra israelsvenner i Kristiansand 
og andre steder i Norge har finansiert denne
ulovlige bosettingen i hjertet av Vestbredden. 

� – Vi har å gjøre med en kolossal «land grab»,
som er finansiert av fromme norske mennesker,
sier ministerråd Tor Wennesland. Side 8-13 Del 1

BRAKKEBY: Alonei Shilo i Samaria, Vestbredden, er bygget på okkupert land som nybyggerne mener Israel har fått av Gud. FOTO: KJARTAN BJELLAND

Disse brakkene hindrer freden i Midtøsten

Israelsvenner på Sørlandet
betaler ulovlig bosetting

– Vi får aldri en god eldreomsorg før
politikerne våger å sette verdighet i
høysetet, sier Elizabeth S. Kjølsrud i
nasjonalt råd for sykepleieetikk. 

SIDE 7 DEL 1

Savner verdighet 
i eldrepolitikken

Sport – Dette er et nakkeskudd
for Start. De kan umulig ha tenkt
igjennom dette, sier Start-sjef Svein
Hovstad om kravet til de streikende
eliteseriespillerne. SIDE 34 DEL 1

Varmer opp til 
Norske talenter
SIDE 8May-Linda Magnussen

Trekksauer i
rødt, hvitt og
blått SIDE 42 DEL 2

Nært Spillernes krav «et 
nakkeskudd for Start»

EDITOR-IN-CHIEF Eivind Ljøstad

CIRCULATION (Monday-Saturday)  36 604

READERSHIP  Print 102 491 
 Online www.fvn.no 55 920
 Mobile 7 593

PLACE OF ISSUE Kristiansand, Norway

PAGES  24 504

EDITORIAL CONTENT  68.1%

EDITORIAL STAFF:  102
 Local offices in Mandal,
 Lyngdal, Lillesand and Valle

EDITORIALS  610
COMMENTARIES  156
DEBATE ARTICLES (print)  2135

FRONT PAGE: The story about norwegian friends of 
Israel financing illegal settlements was awarded with 
Sørlandets Pressepris 2011.

Fædrelandsvennen
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THE MULTIMEDIA NEWSROOM of Fædrelandsvennen is located in Kristiansand, the 
largest city in southern Norway, with 80.000 inhabitants.  
We have local offices in Mandal, Lyngdal, Lillesand and Valle.
Our distribution is 6 days a week, Monday – Saturday. Every Saturday we publish our 
own week-end magazine, God Helg.
Our readers can enjoy Fædrelandsvennen on print as well as online, www.fvn.no and 
mobile.



NORWAY

32

The project 
X-files has 
involved all 
departments 
in The Media 
House.

We move the South
Fædrelandsvennen 
complies with the Ethi-
cal Code of Practice for 
the Norwegian media 
industry (Vær Varsom-
plakaten). In addition, 
Fædrelandsvennen has 
its own set of ethical 
guidelines, which was 
revised in 2011 with re-
gards to social media.

Complaints  
and disputes
Fædrelandsvennen was 
reported to the Press 
Complaints Commission 
(PFU) on three accounts 
in 2011. One of the cases 
was settled prior to be-
ing processed in PFU. 
The remaining two were 
processed and resulted 
in full acquittal.

Journalistic assess-
ments and priorities
The terrorist attacks on 
22 July represent the 

one event that made 
the most profound 
imprint on the editorial 
department in Fædre-
landsvennen in 2011. 24 
youths from the south-
ern part of Norway were 
present on Utøya, of 
which four were killed. 
External and internal as-
sessments indicate that 
Fædrelandsvennen’s 
coverage was good and 
within our ethical guid-
elines. 

Other priorities in 2011 
were the local election, 
an award-winning series 
on the involvement of 
inhabitants of southern 
Norway in illegal sett-
lements in Israel, many 
articles about the new 
concert hall, Kilden, as 
well as the football club 
Start’s relegation from 
the Norwegian  Premier 
League.

Competence and  
evaluation
Fædrelandsvennen has a 
systematic program for 
employee development 
through two appraisal 
interviews between 
employees and their ma-
nagers per year, as well 
as continuous follow-up 
and feedback sessions. 
The editorial production 
is assessed daily on the 
intranet. “Best perfor-
mance” awards are an-
nounced each month in 
several categories

Innovation
2011 was truly a very 
special year in terms of 
innovation. Throughout 
the year we planned 
and worked on a digital 
quantum leap for our 
media house. The pro-
ject is called “X-Files”, 
and entails changing our 
subscription model to 

include all our platforms 
instead of print alone. 
This project involved all 
departments throughout 
our media house, and 
the launch is planned for 
the spring of 2012.

Sponsorships
Fædrelandsvennen 
sponsors many diffe-
rent sports, culture and 
humanitarian organiza-
tions. To a large extent 
advertising is being used 
as currency for various 
sponsorships and coo-
peration agreements. 
The largest sponsorships 
are for IK Start and the 
Kilden concert hall. The 
media house draws a 
clear distinction bet-
ween sponsorship/mar-
ket-oriented cooperation 
on the one hand and 
editorial independence 
on the other.

FÆDRELANDSVENNEN

EDITOR-IN-CHIEF: 
Eivind Ljøstad
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Press awards
Best Article of the Year, 
Sørlandets Pressepris

Best Photo of the Year, 
Sørlandets Pressepris

HAPPY REUNION:  
Sudanese Ruta Araya 
was denied a reunion 
with her son Marsa (2). 
One and a half year since 
she last saw him mother 
and son were finally 
reunited at Kjevik Airport 
outside Kristiansand. The 
picture was awarded with 
Sørlandets Pressepris 
2011. 
Photo: KJARTAN BJELLAND



NORWAY

34

Local newspapers

Editor  
Roar Osmundsen
Place of issue  
Søgne og Songdalen
Circulation  
3.009 (once a week)
Editorial staff   3,5 

Editor 
Kåre M. Hansen
Place of issue 
Mandal  
Circulation 
6.189 (Mon-Sat)
Editorial staff   12

Editor  
Ole Lunde-Borgersen
Place of issue  
Kristiansand 
Circulation  
49.000 (Thursday) 
Editorial staff   3  

Editor  
Sveinung W. Jensen
Place of issue 
Farsund og Lyngdal
Circulation 
5.897 (Mon-Sat)
Editorial staff   13

SØGNE & SONGDALEN 
BUDSTIKKE

LINDESNES KRISTIANSAND AVIS FARSUNDS AVIS

FÆDRELANDSVENNEN
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KILDEN BY NIGHT: The new consert hall og 
Kristiansand is a landmark on the waterfront. It is 
called ”Kilden” – ”The source” – and is sponsored by 
Fædrelandsvennen. Photo: KJARTAN BJELLAND
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EDITOR-IN-CHIEF Lars Helle (from 1 January 2012)
 Tom Hetland during 2011

CIRCULATION (Monday-Saturday) 63 283

READERSHIP Print 175 000
 Online 121 000

PLACE OF ISSUE Stavanger, Norway

PAGES  28 880

EDITORIAL CONTENT  63%
LOCAL CONTENT  60%

EDITORIAL STAFF 146

 Local offices in Egersund, Bryne,  Sandnes,  
 Jørpeland, Sand, Haugesund, Oslo.  
 Correspondent in Brussels.

EDITORIALS/ 
COMMENTARIES Print 930
 Online 180

DEBATE ARTICLES Print 2 565
 Online 550

CORRECTIONS Print  144

Stavanger Aftenblad
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PICTURE OF THE YEAR IN NORWAY: GRIEF OF JULY 22nd. Freelance photographer Tommy Ellingsen received the award Picture of the Year in 
Norway for his picture of Prime Minister Jens Stoltenberg hugging AUF leader Eskil Pedersen at Sundvolden near Utøya the day after. 
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A «glocal» perspective
The readers and users 
are mostly situated in 
and around the twin 
cities of Stavanger and 
Sandnes. Our main goal 
is to make the county 
of Rogaland bigger 
and the world smaller 
through a “glocal” 
perspective in our news 
coverage, debates 
and editorials. Our 
organizational values 
are “close”, “brave” 
and “wise”, based on 
liberal traditions and the 
values of free speech. 
Stavanger Aftenblad 
accepts and complies 
with the Norwegian 
media industry’s Ethical 
Code of Practice and the 
Declaration of Rights 
and Duties of the Editor.

Complaints
In 2011 the Press 

Complaints Commission 
received five complaints 
against Stavanger 
Aftenblad, though only 
one complaint was 
upheld. This related 
to the publication 
of a photo the day 
after the terrorist 
attacks in Norway. The 
Commission stated that 
one of the bodies in the 
photo was recognizable 
and in breach of the 
code of ethics.

The most focused event 
in the newsroom during 
2011 was the redesign of 
both the print and online 
editions. The newly 
designed editions were 
released on 9 May, and 
were applauded by the 
readers. Easy navigation 
and focus on content, 
insight, graphics and 

photos were the focal 
points in the redesign 
process.

Special unit
Stavanger is the oil 
capital of Norway. 
Stavanger Aftenblad 
aims to become 
Norway’s leading 
distributor of news from 
the oil/energy/climate 
sector. During 2011 a 
special unit was created 
to deal with this area. 
Seven skilled journalists 
are now prepared to 
perform this important 
work. 

The terrorist attacks 
were the main news 
event of 2011, and we 
used a lot of our editorial 
resources to cover the 
tragedy.

Stavanger Aftenblad is the leading media 
house in the southwestern 

part of Norway.

STAVANGER AFTENBLAD

EDITOR-IN-CHIEF: Lars Helle
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CLIMATE IN FOCUS: The potato harvest drowned in 
heavy rain on THE FIELDS OF Jæren last year. The 
farmer Helge Sele of Klepp walks about his 140 acres of 
potato land, hoping that some of the harvest still can be 
saved. Foto: LARS IDAR WAAGE
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Energy & Design

Awards

STAVANGER AFTENBLAD

Stavanger is the Energy 
Capital of Norway. Since 2007 
Stavanger Aftenblad has 
published a special section 
on the web named “Energy”. 
It`s a national news site for 
information about the oil- 
and gas industry, climate and 
renewable energy.

In 2011 Stavanger Aftenblad 

strengthened the focus in this 
field and the reditorial energy 
department now counts 
seven journalists. The publish 
in both in the print section 
and through the net site 
“Aenegry”, in norwegian and 
English.

During 2011 Stavanger 
Aftenblad was also redesigned 

as a print newspaper. At the 
same time a new editorial 
production system was 
introduced. The main goal 
was to create a style that 
lead readers to a better 
understanding, through new 
content and design elements 
on the pages. So far the new 
design seem to produce 
increased number of readers.

The energy section of 
Stavanger Aftenblad.

The PLUSS magazine of 
Stavanger Aftenblad.

Freelance photographer Tommy Ellingsen 
was honoured with the prestigious Picture 
of the Year Award in Norway for his work for 
Stavanger Aftenblad on covering the grief 
over victims of the terrorist attack at Utøya. 
Stavanger Aftenblad’s weekend supplement, 
Pluss, received two awards in the European 
Newspaper Awards competition for its 
coverage of the terrorist attacks.

There is a strong digital focus in the 
newsroom of Stavanger Aftenblad. During 
2011 development of the journalists’ digital 
competence was given high priority. Every 
morning the editors conduct a 15-minute 
oral evaluation of the previous day’s print 
and online editions, followed by an open 
discussion among the editorial staff. The 
digital aspects, including quantity and 
quality of the web TV, are now the main 
focus of the evaluations.

Digital focus
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INTERNATIONAL DAY IN INTERNATIONAL CITY: Mirjam and Sarah 
in their national costumes and Eirin and Tord in Norwegian traditional 
costumes on The International Day in Ytre Tasta kindergarten, 
Stavanger. Foto: MARIE VON KROGH
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EDITOR-IN-CHIEF Torry Pedersen

CIRCULATION Weekdays 211 588 (-21 708)
 Saturdays 286 390 (-22 957)
 Sundays 198 105 (-8 541)

READERSHIP VG Print 775 000 (-109 000)
 VG Net 1 728 000 (+144 000)
 VG Mobile 461 000  (+222 000)

 VG Media House 2 159 000 (+116 000)

PLACE OF ISSUE Oslo, Norway

PAGES  31 444

EDITORIAL CONTENT  75%

EDITORIAL STAFF  249

Regional offices in Tromsø, Trondheim,  Bergen, Krsitiansand, Fredrik-
stad. Foreign correspondents In New York,  London, Paris, Berlin.

EDITORIALS/ 
COMMENT ARTICLES Print 2 000
 Online 435

 DEBATE ARTICLES Print  8 000
 Online  4.8 million

Verdens Gang

FRONT PAGE: The identification of Anders Behring Breivik as the 
terrorist on July 23rd.
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IN CUSTODY: Anders Behring Breivik enjoyed the focus while being driven to his first court hearing. Photo: GØRAN BOHLIN
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Digital innovation   and print renewal 

It has been especially 
important to fortify 
our leading position 
within innovation and 
development of digital 
platforms. Although 
our print circulation has 
dropped dramatically, 
we are still Norway’s 
most-read newspaper 
both in print and online. 
We have also worked to 
strengthen our position 
as a leading arena for 
public debate. Every 
day we aim to set the 
agenda for the national 
news and «water-cooler 
chat» in Norway. 

The goal of Verdens 
Gang is to be a politically 

and economically 
independent daily 
newspaper for the 
whole country. Our 
basic guidelines date 
back to our certificate 
of incorporation from 
1945. The newspaper is 
founded on humanistic 
ideals and basic 
democratic values. 
The core values of the 
company are to be 
brave, popular and 
transparent. 

Ethics and legal matters
VG is edited according 
to the Ethical Code 
of Practice issued by 
the Norwegian Press 
Association and our 

internal guidelines. 
Twenty complaints 
were filed against VG 
to the Norwegian Press 
Complaints Commission 
(PFU) during 2011, but 
only two were upheld. 
We were cleared in the 
four cases considered 
after our coverage of the 
terrorist attacks. VG has 
not been found guilty on 
any grounds in any case 
in a Norwegian court of 
law in 2011. 

Editorial focus
The terrorist attacks 
on 22 July were by far 
the most important 
journalistic challenge for 
VG in 2011. We published 

The main goal for VG in 2011 has been to uphold and strengthen 
our position as a leading news, consumer, sports and 

entertainment provider – in all our channels.

VERDENS GANG

PUBLISHER: 
Torry 
Pedersen
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Especially 
important 
to fortify our 
leading digital 
position
TORRY PEDERSEN, 
Editor-in-Chief

Digital innovation   and print renewal 
thousands of articles 
and used enormous 
resources to provide our 
readers with the best 
coverage of this tragic, 
and historic, event.
  
We also put great effort 
into our coverage of 
international events 
such as the earthquake 
in Japan, the Arab 
Spring uprisings in 
the Middle East, the 
primary elections in 
the Republican Party in 
the United States, the 
Nordic Skiing World 
Championships and the 
Eurovision Song Contest.

Competence
Our editorial products 
are reviewed daily, first 
in each department, and 
then in an open review 
held by the Editor-in-
Chief in which the whole 
organization is invited to 

participate. We also have 
long-term evaluations 
in place. In 2011 we 
focused on developing 
digital competence 
among the journalistic 
staff. VG employees 
participate in various 
courses furthering 
their education, 
at universities and 
colleges with funding 
from VG (leadership, 
master’s degrees, video 
journalism, etc.). We also 
participate in courses 
organized by various 
organizations within 
Journalism in Norway 
(e.g. Mediebedriftene, 
Insitutt for Journalistikk, 
STUP, etc.) and in 
further education within 
Schibsted (leadership, 
sales, innovation, 
branding, etc.).

Development
An ongoing 

development project 
– VG 2011 – involves 
changes to all the 
main sections of our 
print edition. The goal 
has been to make 
the newspaper even 
more attractive to the 
readership groups 
we have identified 
as our main targets, 
and to contribute in 
differentiating the print 
edition from other 
platforms that publish 
news continuously.
The reader shall not 
be in doubt about 
which story is the main 
story of the day. On 
these leading pages 
we shall present our 
best story, with extra 
elements (e.g. facts in 
facsimile) and news 
analysis. Our coverage 
of foreign affairs was 
strengthened, with the 
best reportage and in-

depth explanations.

We designed clearer 
byline profiles and 
further clarified our 
views and commentary 
sections. We revived 
the classic interview 
and used design and 
graphics as a leading 
element on some of the 
bigger stories. Sunday is 
our new book day, with 
interviews with authors.

With “Picture of the 
Day” we make better 
use of the print format 
to give the best pictures, 
one of journalism’s 
most powerful tools, 
the space they deserve. 
The final pages of the 
newspaper, both the 
TV section and the two 
preceding pages, were 
renewed in both content 
and presentation. Over 
all the mix of the content 

now gives greater 
variety and more zest. 
Our new typeface, 
Knockout, gives the 
newspaper a more 
modern look, making it 
easier to create titles, 
also those dealing with a 
more sensitive topic.
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Awards

Sponsorships

VERDENS GANG

Picture of the Year: Two 
first prizes, one second 
prize

European Newspaper 
Award: Three awards 
for the special 
commemorative 

magazine published 
after the terrorist attacks

World Association 
of Newspapers: First 
prize XMA Cross Media 
Awards to VG+

European Newspaper 
Award: VG+ elected 
Best iPad/Tablet

Gulltaggen: Best mobile 
application to VG+

Consumer Sales 
Awards: VG+ Customer 
Experience of the Year
Media Awards of the 
Year (MBL): Two gold 
medals to VGTV, one 
gold to VG print

Scandinavian News 
Design: Bronze medal 
and honourable mention 

NONA (Norwegian 
Online News 
Organization): 
Honourable mention

VG works strategically and 
systematically with our 
sponsorships. VG engages in a 
large range of activities, from 
international top athletes such 
as the Norwegian ski jumping 
team and recreational sports 
events such as the Birkebeiner 

cross-country ski race to cultural 
events such as Øyafestivalen. We 
also organize the concert tour of 
our own “VG-lista” – Norway’s 
leading music chart – to four 
major cities. The event in Oslo 
is regarded as the country’s 
biggest concert.

GREAT SHOW: «VG-LISTA LIVE» is Norways largest concert.
Photo: KRISTER SØRBY/VG
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A SCOOP: The exclusive coverange in print and web TV of the murder scene reconstruction at Utøya created a media debate, but it 
was not regarded as a violation of press ethical code.
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VERDENS GANG

TV and Mobile
VGTV
During the course of 
2011 VGTV set a new 
standard for live web-
based TV. 

With over 350 live 
coverages, VGTV 
showed why online TV 
will challenge traditional 
TV media in the near 
future. VGTV was also 
the first in Norway to use 
the latest technology for 
live coverage. 

In addition to news 
coverage, VGTV had 
a vast entertainment 
segment, with 22 new 
series in 2011. VGTV is 
Norway’s biggest web 
TV channel in 2011, 
reaching 1.2 million 
unique viewers per 

week (+41% from 2010) 
and 3.2 million weekly 
viewings (+27% from 
2010).

VG Mobile
VG Mobile is by far the 
largest player in the 
mobile phone and iPad 
markets. The number of 
users increased by 96% 
in 2011, and a lot of new 
products were launched. 

Our iPad version, VG+, 
was launched as a 
subscription service at 
the end of June 2011, and 
has since been the app 
with the best turnaround 
on iTunes Norway. 

In December VG+ also 
became available on 
iPhone. 

VG Helg (our weekend 
features magazine) was 
published on the app 
every Saturday from 
September. 

In December we also 
launched a special 
feature on “Cooking for 
Christmas” on iPad. A 
travel special, VG Reise, 
will launch on iPad in 
February. 

VG Mobile also launched 
the very popular apps 
“Ski-VM” (Nordic Ski 
World Championship) 
and “Pent” (an app 
comparing weather 
forecasts), which were 
downloaded by 70,000 
and 200,000 users 
respectively.

DAILY EDITION:  
Our first paid 
editorial product 
on digital platform. 
Published on 
iPad and iPhone - 
updates through 
the day.
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WEEKEND FEATURES MAGASINE:  
Published on iPad every saturday since september -  

VG HELG now have a positive sales development.

ONESHOT 
MAGAZINES:  
Build on 
the same 
template as 
VG HELG, we 
have released 
severeal 
magazines 
for the iPad: 
Among them 
are «Cocking 
for Christmas» 
and a travel 
magazine. iPhone-Apps:  

When the 
Nordic Ski World 
Championship 
was held in 
Oslo 2011, VG 
launched the 
app «Ski-VM».

The app «Pent» 
compare 
different 
weather 
forecasts.

Nordic Ski World 
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EDITOR-IN-CHIEF Per Valebrokk

READERSHIP UV/week 602 000 (+10.2%)

PLACE OF ISSUE Oslo, Norway

EDITORIAL STAFF 14

EDITORIAL COMMENTS 115

DEBATE ARTICLES 256

FRONT PAGE: E24 spreading the news about Norways 
most recent gas field.

E 24.no
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BREAKING NEWS: E24 reporters have taken readership to record highs in 2011. Some of the E24 staff seen here clockwise from left: Sverre Rørvik 
Nilsen, Even Landre, Terje Normann, Anna Brander, Jo André Aakvik, Øyvind Henriksen.
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A digital overhaul

We need to maintain 
our number one digital 
position while at the 
same continuing to build 
brand awareness and 
direct traffic to the site.

Business, finance and 
economics play an 
increasingly important 
role in society. We 
want our readers to 
understand the effects 
of corporate and 
government actions and 
transactions on society 
and everyday life. This 
means telling often 
complex news stories in 
a way which both white- 
and blue-collar readers 

can appreciate.

2011 was an exceptional 
news year, and the 
European debt crisis put 
our core journalism at 
the centre of readership 
attention. At E24 we 
focused on three main 
areas of improvement 
last year:

Overhaul of the site 
(redesign)

Breaking news 

Interactivity and reader 
engagement

Redesign
E24 launched a 
complete overhaul and 
redesign of the site in 
February 2011. The site 
was given more space 
and lighter colours and 
more information was 
made easily available. 
We also changed our 
publishing platform 
from Escenic to Dr. 
Publish/Dr. Front. This 
has helped making our 
news coverage faster 
and more flexible. Our 
readers’ response has 
been an increase in page 
views per session and a 
higher click rate on ads.

E24’s long-term goal is to be Norway’s preferred source of 
business and financial news.

E 24

EDITOR-IN-
CHIEF:  Per 
Valebrokk
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To help our readers, 
we developed the E24 
debt map, an interactive 
graphical service where 
readers could go into more 
detail on a country-by-
country basis. 

EDITOR-IN-CHIEF:  Per Valebrokk

Breaking news
E24’s goal is to be first 
with breaking news, 
to give a full picture 
of major news stories 
and to set the agenda. 
To achieve this, we 
continuously focus on 
editorial processes and 
evaluations.

After several meagre 
years, 2011 proved to 
be the start of a new 
rush of exploration and 
discovery along the 
Norwegian coastline. 
Several large new 
oilfields were found, in 
particular the Skrugard 
field in the Norwegian 
Sea. At E24 we worked 
hard to tell the story 
from every perspective.

The European debt crisis 
was the major news 
story of 2011. Dismal 
news from Greece in 
particular was gradually 
overtaken by concerns 
that the crisis would 
spread to the much 
larger economies of 

Spain and Italy.
In an increasingly hectic 
and confusing story that 
ran for months on end, it 
was important not only 
to break the news and 
inform our readers of 
what was happening; it 
was also crucial to help 
them understand the 
fundamental problems 
of the Euro Zone. Behind 
all the noise and chaos 
of EU summits and crisis 
meetings, what was 
really the issue? 

To help our readers, 
we developed the 
E24 debt map, an 
interactive graphical 
service where readers 
could go into more 
detail on a country-
by-country basis. All 
the vital information 
regarding all the EU 
member states could 
be looked up (gross 
debt, GDP, interest 
rates on government 
debt, productivity, 
unemployment etc.).The 
debt map proved a 
huge success, with 

approximately 150,000 
unique visitors. The 
map was also exported 
to the Schibsted online 
sites Aftonbladet.se and 
20minutos.es.

Interactivity 
To differentiate E24 from 
our competitors and to 
enhance reader loyalty, 
we sought to increase 
interactivity and reader 
engagement throughout 
2011. 

Some examples:
In the autumn we 
covered the news in 
real time with the blog 
E24 Live, where readers 
could also comment 
and ask our journalists 
questions. An instant 
success, E24 Live had 
a peak readership of 
21,200 unique visitors 
per minute, more than 
3,000 reader questions, 
and a total readership of 
390,000 unique visitors.
 
Interactive graphs, such 
as the E24 debt map 
and the Årstaleguiden 

(searchable graphic 
overview of all speeches 
held by the head of the 
Norwegian Central Bank 
since 1922).

For the third year 
running, E24 held the 

competition Aksje-NM, 
where our readers could 
compete in a simulated 
stock market. With over 
9,000 participants, 
E24 doubled reader 
involvement compared 
with the previous year. 
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EDITOR-IN-CHIEF  Tom Staavi

CIRCULATION 44 419  (-942)

READERSHIP Magazine 393 000
 Online 57 903 UV/day
 Mobile 59 123 UV/week

FREQUENCY 11 per year +4 specials

PLACE OF ISSUE Oslo, Norway

PAGES  956 (specials) +368 

EDITORIAL CONTENT  76.8 %

STAFF: 16,6

EDITORIALS/
COMMENTARY ARTICLES: 59

EMPOWERING PEOPLE: Journalist Maria Lekve and the 
rest of the staff in the Dine Penger newsroom give their 
readers a better personal economy.

MAGAZINE COVER: Dine Penger advising people about 
pension and early retirement.

Dine Penger
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Helping people make
the right choice

Besides health, personal 
finance is the most 
important factor that 
limits most people’s 
freedom of choice. If we 
can help people to get 
the most out of their 
own financial resources 
in our different channels, 
they will have more 
choices available and 
therefore more freedom. 
People are different; for 
instance, some want to 
work less, retire early, 
take a year off, study, 

buy a cabin or a new 
car. Our goal is to show 
readers what options are 
available.

Editorial standards
Dine Penger abides 
by the Ethical Code 
of Practice issued by 
the Norwegian Press 
Association. But our 
journalists are trained 
to take a point of view 
and serve as advisors 
in matters concerning 
personal finance. This is 

As in previous years, our main goal in 
2011 was to help as many as possible to 

gain more individual freedom. 

DINE PENGER

particularly relevant for 
the magazine. Since a lot 
of our content is based 
on calculations done 
by our journalists, it is 
natural that we should 
also have an opinion. 
This is something that 
we never try to hide; in 
fact this is one of the 
main reasons that we 
have 400,000+ readers.

Ethics and legal matters
None of our work has 
been considered by 
the courts or the Press 
Complaints Commission 
during 2011. This may 
sound as if we have been 
too kind to the industry 
we cover, particularly 
the financial sector. 
But there has been no 
lack of threats of such 
action, which must be 
interpreted as a sign 
that we are operating 
on the borderline, as we 
should do, but that our 
journalistic standards 
measure up.

Focus and priorities 
Our editorial focus is 

EDITOR-IN-CHIEF:
Tom Staavi
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quite widespread, but 
we have particularly 
focused on the pension 
system after the state 
pension reform. It is 
when the reform is put 
into practice that people 
become acquainted 
with the new rules and 
must make choices 
accordingly.

Competence and  
evaluation
Our main evaluation 
consists of a panel of 
about 1,000 subscribers 
who receive a web-
based questionnaire 
after each edition of 
Dine Penger. All articles 
are tested in terms 
of both reading and 
likeness. In addition, 
we use the regular 
panel to obtain more 
general knowledge 
about their reading 
habits and needs. We 
have also tested lapsed 
subscribers in the same 
way to identify what 
they need to continue 
as a subscriber, and 
we also tested various 

covers (dummy pages) 
to determine sales 
potential.

The purpose of all these 
tests and evaluations 
is to add expertise 
to the editorial staff 
and to provide the 
management team with 
a solid foundation on 
which to base the design 
of the product, as well 
as to ensure that the 
entire editorial team is 
oriented towards the 
market. In an academic 
environment such as 
ours, there is always 
a danger of being too 
product-oriented and 
writing about what you 
think is important rather 
than what the reader 
considers important.
 
Product development
Our paper magazine 
and website is under 
constant development. 
I would also like to draw 
attention to three major 
projects that received 
development focus 
in 2011. Penger.no has 

been launched to help 
people find the best 
lending institutions. Dine 
Penger owns 30% of 
the company, and our 
staff has collaborated 
with the staff in Finn.
no to develop content. 
A project to develop 
our new website was 
launched in December 
2011. One of the main 
issues in this project is 
to include paid content 
on the site. Launch of 
the new site is planned 
for April. In October 
we produced a special 
issue that was sold 
together with VG. VG 
raised the price from 
NOK 12 to NOK 20 
and experienced that 
the newspaper sold 
approximately the same 
number of copies as in 
the periods before and 
after. 

We never try to hide our opinion
EDITOR-IN-CHIEF:

Tom Staavi

SPECIAL ISSUE: Dine Penger published four special 
issues in 2011. This one about pensions.
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EDITOR-IN-CHIEF Anne Lise Gjetvik
CIRCULATION 22 656
READERSHIP 144 000

MAISON INTERIOR MAISON FOOD & WINE DESIGN INTERIOR

Schibsted Forlag

EDITOR-IN-CHIEF  Cecilie Louise Berg
CIRCULATION 17 810
READERSHIP 122 000

EDITOR-IN-CHIEF Anne Lise Gjetvik
CIRCULATION 7 717
READERSHIP  68 000
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INTERIOR DESIGN: The Maison Interior magazine features beautiful norwegian homes.

Schibsted Forlag 
publishes a host of 
lifestyle magazines, 
sudoku and crossword 
magazines and cartoon 
series. 
The magazines are 
issued in Oslo but 

are distributed to 
between 2300 and 
3400 newsstands 
throughout Norway 
by Bladcentralen, a 
distribution company 
jointly owned by 
the main magazine 

publishers in Norway. 
Approximately 70% of 
the circulation comes 
from newsstand sales.

Total number of pages 
for the magazines was 
3,180.

Maison Interior: 7 
editions per year, 1,548 
pages, of which 62.5% 
was editorial content.

Maison Food & Wine: 
6 editions per year, 840 
pages, 71% editorial.

Design Interior: 6 
editions per year, 792 
pages, 73% editorial.
There are 11 members on 
the editorial staff.
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We are facing intense 
competition in  the 
magazine market
Anne Lise Gjetvik, publisher

Food, wine and interior design 
 The whole market saw 
a drop in newsstand 
sales in 2011. This also 
affected Maison Interior 
and Mat & Vin, both of 
which suffered a slight 
decrease in sold copies. 
Design Interior, on the 
other hand, showed 
a slight increase. We 
are very pleased to 
register that all the 
titles increased their 
readership.

Maison Interior
Particular attention was 
given to fine-tuning the 
sort of articles (homes) 
considered suitable 
for our readership 
and to improving 
the standard of 
photography. In 2011 we 
published two coffee-

table books: Norges 
vakreste sommersteder 
(Norway’s most 
beautiful summer 
houses) and Norges 
vakreste fjellhytter 
(Norway’s most 
beautiful mountain 
lodges).

Maison Mat & Vin  
(Food & Wine)
Keeping the competition 
at bay through 
continued focus 
on cultivating and 
developing high-quality 
editorial content at the 
right level of complexity 
for the magazine’s 
core readers as well as 
continuing the work 
on strengthening the 
magazine’s standing 
as a high-end yet 

accessible and enjoyable 
publication.

Design Interior
Carving out a new 
niche for the magazine, 
removing itself from the 
fierce competition in 
the main field of home 
decorating magazines 
and establishing itself as 
the preferred choice of 
the professional reader 
(architects/designers, 
etc.). This work started 
in October 2011 and will 
continue in 2012.

Intense competition
All the titles are facing 
intense competition. 
In the past six- seven 
years the number 
of interior titles has 
risen from seven to 

Increased circulation and readership figures were important 
and challenging goals for all the titles.

SCHIBSTED FORLAG
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fourteen. Maison 
Interior nonetheless 
had a steady growth 
in circulation until 2011, 
when almost the entire 
market saw a drop in 
single-copy sales.

Maison Mat & Vin, which 
is a food magazine, was 
established in 2004 as 
a daughter publication 
of Maison Interior. It 
has had steady, organic 
growth in readership, 
circulation and number 
of issues per year. It has 
manifested itself as the 
leading magazine for 
food and wine-lovers 
under the tagline “Joyful 
food for foodies”. In 
2011 four new titles 
were launched in direct 
competition with Mat & 
Vin.
 
Design Interior has 
suffered a fall in 
circulation since the 
title was acquired by 
Schibsted in 2006. 
A new management 
was appointed and a 
new strategy initiated 

in October. Design 
Interior will attempt to 
increase circulation by 
repositioning itself as 
more focused on the 
professional market.

One shots
In addition to the 
running titles, we have 
also published five 
one shots under the 
supervision of editor 
Kristin Ma Berg (total 
of 500 pages). The 
main idea behind these 
publications was to 
win our share of the 
traditionally large 
number of magazines 
sold around the major 
holidays, i.e. Easter and 
Christmas. Three issues 
were targeted at the 
Christmas season, one 
as a DIY magazine.

The ideas magazine 
JULEN 2011, circulation 
13,637, 100 pages, of 
which 90% was editorial 
content. Riding on the 
nostalgia trend, which is 
big in Norway right now, 

NOSTALGI, circulation 
7,048, 100 pages, of 
which 95% was editorial 
content, and one as a 
subsidiary under the 
Maison brand, Maison 
Advent & Jul, circulation 
14,500, 100 pages, of 
which 88% was editorial 
content. 

Two other magazines 
were also published 
as Maison subsidiaries 

(Maison Hage & Terrasse, 
circulation 8,200, 100 
pages, 80% editorial 
content, and Maison 
Høst & Halloween, 
circulation 5,000, 100 
pages, of which 82% was 
editorial content.

Integrity
All the magazines are 
edited in compliance 
with the integrity 
and ethical standards 

outlined in the Rights 
and Duties of the Editor 
(Redaktørplakaten) 
issued by the 
Association of 
Norwegian Editors. A 
strict distinction is made 
between editorial work 
and advertising.
There have been no 
complaints or legal 
matters regarding our 
publishing work.

ARCITECTURE: Design magazine featuring new homes.
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Den här bilden ska �nnas dold på dokumen-
ten för att en svart sida ska generera fyra 
plåtar annars blir det fel i överföringssyste-
met.
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BESTÄLL PÅ SYSTEMBOL AGET NR 71790    12,5%     
PALAZZO RÖD BOX 149:-/3 LITER FYND!

DN 22 maj 2011

AFTONBLADET AVSLÖJAR

AN
N

O
N

S

Demi Moore förkrossad!
DUMPAD
– FÖR UNG
BLONDIN!

Demi Moore förkrossad!
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Demi Moore förkrossad!
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Demi Moore förkrossad!
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fredag 7 oktober 2011
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Lars Johan Hierta
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Experten säker:
Läckan 
avslöjade
Nobel-vinnaren

Englund & Tranströmer.

SIDORNA 8, 9 och 10
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Här får birro
sin revansch

Steve JobS
hemliga arv

SIDORNA 16, 17 och 18

AFTONBLADET AVSLÖJAR

 SÅ
 FUSKADE
JUHOLT
med bidraget till sin

 BOSTAD

SPORTBLADET

SVERIGES
HEMLIGA
VAPEN
i rysaren i kväll

HEMLIGA
VAPEN
i rysaren i kväll

SUPER-
GUIDE TILL
MATCHEN

?

BOSTADBOSTADBOSTADBOSTADBOSTADBOSTADBOSTADBOSTADBOSTAD
fick 180 000  kr  –  måste betala tillbaka

NOBEL-EXTRA SSIDORNA 11, 12, 13, 14 och KULTUR

SIDAN 15

EDITOR-IN-CHIEF Jan Helin
PRINT CIRCULATION Fully payed: 245 168
(Mon – Sun) Discounted:  5 245
 Free: 21 322
 Total: 271 735

DIGITAL CIRCULATION Fully payed: 100 252
 Discounted: 9 734
 Free: 6 335
 Total: 116 321

READERSHIP Print + online daily 2,5 million

ONLINE USERS Daily unique browsers  1,82 million (+7%)
 UV per week 5,49 million (+7%)

MOBILE USERS Daily unique devices 420 000 (+190%)
 UV per week 1,04 million (+173%)

PLACE OF ISSUE Stockholm, Sweden.

PAGES Newspaper 16 848
 Supplements 28 000

EDITORIAL CONTENT Newspaper 79%
 Supplements 87,5%

EDITORIAL STAFF Stockholm 323
 London correspondent  1
 (Stringers in New York And Los Angeles)
 Staff in Stockholm is to be reduced  
 to 268 in 2012

EDITORIALS Print 365
 Online 110

COMMENTS Jan – Sept   1 283 000
 Oct – Dec Facebook, no statistics

DEBATE ARTICLES Print/online 365
 Online only 204

Aftonbladet
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ARAB SPRING: Opposition celebrating in Cairos Tharir square during the revolution in Egypt. Photo: URBAN ANDERSSON
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I no longer wanted to 
be the publisher of such 
anonymous hate.
Jan Helin, Editor-in-Chief.

The Front of 
Publishing

Aftonbladet’s readers 
chatted directly 
through our team on 
the ground with youth 
at Tahrir Square and 
quickly learned that 
most of the important 
information and news 
was being distributed 
via social media through 
the mobile phones of 
students.

Another way of 
looking at the digital 
revolution 2.0 was to 
follow Aftonbladet`s 
traffic: 300,000 unique 
visitors per week at the 
beginning of the year 
and 1.5 million unique 

visitors at year-end.
The big story of 

the summer should 
have been the United 
Kingdom’s own 
Watergate, when 
newspaper baron Rupert 
Murdoch shut down 
his News of the World 
tabloid. This is a story 
with deep implications 
for the relationship 
between state power 
and the media. It’s a 
story that provides 
ammunition for those 
in Sweden who want 
to restrict freedom of 
speech with further laws.

New press law
Next year Sweden is 
likely to pass a law 
dealing with intrusive 
photography. At the 
time of writing, the 
Council of State is 
deciding on a proposal 
regarding privacy 
infringements that may 
end up criminalizing the 
heart of all journalism: 
news tips.

But a lone Norwegian 
lunatic changed the 
world’s news agenda 
for a few dark summer 
weeks. This despicable 
man murdered 69 young 
people on Utøya for 

2011 was an intense year for news. It began dramatically – and 
hopefully – with the Arab Spring. 

AFTONBLADET
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political reasons. His 
manifesto turned tears 
of grief caused by his 
deed into shudders of 
disgust. The thoughts in 
his manifesto could be 
found in the anonymous 
comments sections of 
most large dailies; in 
fact, certain words and 
phrases were identical.

I no longer wanted 
to be the publisher of 
such anonymous hate. 
Aftonbladet eliminated 
anonymous comments 
shortly after the summer.

A publisher has a 
responsibility not to 
collaborate in the 
dehumanization of ethnic 
groups. The history 
of the 20th century 
and current European 
political developments 
demand that a publisher 
in the 21st century 
defends the equality of 
all human beings.

A rough autumn
The autumn was a heavy 
season for us internally 
at Aftonbladet. We 
trimmed the newspaper 

by 75 positions, 55 of 
which were editorial 
staff. We saw the same 
trend in all the large 
media groups in Sweden. 
2011 was a grim year for 
journalists. This is not a 
development that any 
media professional can 
applaud.

Big scoops
The news front was 
strong for Aftonbladet 
this autumn. The public 
dialogue centred largely 
on the revelation from 
Aftonbladet’s reporter 
Anette Holmqvist 
that the then Social 
Democratic party leader, 
Håkan Juholt, had 
claimed too much on his 
housing allowance.

Today nearly every 
revelation from 
journalists is immediately 
followed by criticism. A 
typical question for 2011 
was: Is everything really 
the media’s fault?

It’s healthy that the 
media is debated and 
questioned. Critical 
examination is also 

good in the long run for 
journalism. But there 
is a growing contempt 
for journalism that is on 
the verge of blaming 
the media for all 
shortcomings.

Winter began with 
a new big scoop from 
Aftonbladet. Secret 
recordings showed that 
the King’s friend, Anders 
Lettström, said he kept 
the King informed of his 
contacts with organized 
crime. This was in the 
wake of a year in which 
the glass wall separating 
the royal family from the 
media had shattered. 
It was painful for the 
royal family, and an 
exposure of the complex 
relationship between 
modern person-oriented 
media and an extremely 
person-oriented form of 
government. This also 
sparked off a debate. The 
media are too ruthless 
when it comes to our 
beloved royals. Anyone 
is free to hold this 
opinion. But we can’t call 
ourselves a democracy 

if the free press doesn’t 
report that the head 
of state’s friends have 
dealings with organized 
crime.

Readership
Aftonbladet has never in 
its history had so many 
readers as in 2011. Total 
readership in December 
was measured by Sifo/
Orvesto at 2.6 million 
daily readers. This 
can be compared to a 
readership of about 1.4 
million in 1970, when 
Aftonbladet’s print 
circulation peaked and 
when the daily press 
experienced a golden 
age, according to 
nostalgic souls. 

Nostalgia is and 
remains a denial of 
the more difficult, 
more painful, less 
comprehensible and 
more exciting present. 
The ability to grasp 
the present has made 
Aftonbladet Sweden’s 
largest newspaper. And 
today also the most 
profitable paper, along 

with Dagens Industri, 
the financial daily, in 
the Swedish newspaper 
market.

 If you combined the 
readership for the three 
competing evening 
papers – Expressen, GT 
and Kvällsposten – you 
would still lack a million 
readers compared to 
Aftonbladet’s reach. The 
combined financial result 
for these three papers is 
about a third of that for 
Aftonbladet.

This is proof to us 
that our strategy has 
been right: lead the 
news. Maximize digital 
reach, optimize the print 
business and focus on 
developing the digital 
business. Aftonbladet’s 
goal for 2012 is to 
continue to be Sweden’s 
largest and most 
committed news source 
for everyone who wants 
to stay updated, and to 
give you something to 
talk about. Join us for an 
exciting journey!
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Schibsted Journalism 
Awards, Best Storytelling, 
“Fighting for the Right 
to die”, Staffan Lindberg 
and Urban Andersson.

The Golden Pen, Svenska 
publicistklubben to Erik 
Niva. Per Wendels price 
to Anette Holmqvist for 
her story about Håkan 
Juholt and his apartment.

World press photo, 2nd 
price Spot news stories, 
Nicklas Hammarström.

Årets Bild, Photograph 
of the year, Magnus 
Wennman.

Årets Bild, Picture of the 
year, Peter Wixtröm.

Guldägget, Silverägget, 
“Livelöpet”.

Årets dagstidning, 
Marketing project of the 
year, Rockbjörnen.

Awards
Complaints and 
legal matters

AFTONBLADET

Complaints to Swedish 
Press Council: 17

Reprimands by Swedish 
Press Council: 5

Stockholms tingsrätt, 
(lower court) B 5323-07. 
Breach of the press law, 
convicted but an appeal 
had been lodged with 
the Supreme Court.

Svea hovrätt, B 3559-11. 
Concerning gaming/
betting advertisement, 
complaint dismissed.

Svea hovrätt, B 5760-10. 
Breach of the press law, 
complaint dismissed.

Stockholms tingsrätt, 
(lower court), T 10152-10. 
Civil action, complaint 
dismissed.

Eurovision Song Contest

SIME.

100-wattaren.

Stora Annonsördagen.

SvFF (Swedish Football 
Association), men, 
women, U21, youth 
activities.

SIF (Swedish Ice Hockey 
Association), men, 
women, U21, youth 
activities.

Swedish Hockey League 
– Elite series.

Swedish Ice Hockey 
Championships - S24.

ESK - Swedish Classic 
Circuit

Sponsor-
ships

UNDER HEAVY PRESSURE: Social democratic leader Håkan Juholt photographed 
during nightly crisis meeting. Photo: URBAN ANDERSSON
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BLUE AND YELLOW CELEBRATION: The 
Swedish National Team finally qualified for 
the European Football Championships.
Photo: JIMMY WIXSTRÖM
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EDITOR-IN-CHIEF: Lena K Samuelsson

CIRCULATION Monday-Sunday 18 600 (-7 200)

READERSHIP Print 491 000 (-2 000)

 Online users  
 at year-end 1 320 000

PLACE OF ISSUE  Stockholm, Sweden

PAGES  31 512

EDITORIAL CONTENT  na

EDITORIAL STAFF  175

EDITORIALS Print 1 100
 Blogs 600

DEBATE ARTICLES  1 650

FRONT PAGE: Svenska Dagbladet closely followed the 
endgame for Swedish car manufacturer SAAB.

NEWSROOM: The Svenska Dagbladet newsroom is 
located in the center of the new Schibsted building in 
Stockholm.

Svenska Dagbladet
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A year of change and 
earth-shaking news
Lena K Samuelsson, Editor-in-Chief

The best of Journalism
A new building, a new 
news organization, a 
new website, a new 
business section, a new 
iPad magazine – and 
renewed competition, 
on many levels, when 
both Dagens Nyheter 
and Dagens Industri 
relaunched their 
newspapers for the first 
time in many years.

As in 2010, it was a 
year of great editorial 
success, with an 
astounding amount 
of awards for our 
journalism. For instance, 
we won the prize for 
Best Investigative 
Journalism in Sweden 
for the second year in 
a row, we were voted 
Best Digital Newspaper 

and Best Mobile News 
Site of the Year, and 
we won and lots of 
design awards from 
the Society of News 
Design Scandinavia, 
ranked as the best-
designed newspaper in 
Scandinavia together 
with Politiken.

Earth-shaking news
But most of all, it was 
another year of earth-
shaking news that put 
our news organization to 
a tough test. We stood 
up to it, and in February 
2012 we were awarded 
both a Gold Medal and 
Best in Show for our 
coverage of the terrorist 
attacks in Norway by 
SNDS.

The year in news 
was dominated by 
domestic politics, with 
the crisis among the 
Social Democrats, the 
Arab Spring, Oslo and 
Utøya, the killing of bin 
Laden, the tsunami in 
Japan, the Euro crisis, 
the demise of Saab, 
the Nobel Prize to 
Tomas Tranströmer, the 
World Cup in soccer for 
women, etc.

Ethics and Complaints
SvD was not penalized 
by the self-regulatory 
PON in any matter.

Organization
The editorial staff took 
part in an extensive 
leadership program 
within SvD aiming to 

2011 was a year of change for Svenska Dagbladet. 

SVENSKA DAGBLADET
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strengthen the skills of 
our middle management 
and desk editors. Several 
people took part in 
Schibsted’s range of 
competence- building 
programs. Around 50 
people participated in 
external courses aimed 
at enhancing staff 
competence

A new vision
An intense project to 
formulate a new vision 
for SvD was launched at 
the end of the year and 
will be a strong strategic 
tool in the years to 
come.

Up to 95% of the 
editorial staff worked 
towards personal goals 
as well as the goals of 
the department.

Goals achieved
For the second year, all 
the departments had 
measurable editorial 
targets. Overall, we 
reached 63% of the 
goals. 

Among the goals 
achieved on the 
strategic agenda of the 
editorial management 
were:

Win awards for our 
editorial development.

Increase web traffic by 
more than 15%.

Strengthen the position 
of the business section 
SvD Näringsliv, in print 
and online.

Further achievements in 
the editorial targets:

Increased number of 
quotes in other media 
by 30%.

35% pre-produced 
pages.

2 innovative stand-alone 
info graphic spreads.

“BEST IN SHOW”:  The Society of News Design gave its most 
prestigious award to the Svenska Dagbladet coverage from the 
terror attack in Norway. This is a facsimile of the Culture section 
reporting on the award.



THE BALTICS
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PUBLISHER  Anvar Samost
EDITOR-IN-CHIEF Merit Kopli
CIRCULATION  57 361
READERSHIP:  Print average Monday-Saturday 186 000
 Online UV/week 880 000
PLACE OF ISSUE Tallinn, Estonia
 (Tartu supplement  
 8 pages 5 days a week)
PAGES  7 292
EDITORIAL CONTENT  77.3%
EDITORIAL STAFF  All editions 168

EDITORIALS &  
COMMENTS,
DEBATE ARTICLES:   3 040

Postimees in Russian 
CIRCULATION:  10 403

READERSHIP Print 51 000
 Online UV/week 144 000
PLACE OF ISSUE: Tallinn (5 days a week)
PAGES   4 192
EDITORIAL CONTENT 86%
EDITORIAL STAFF Print: 18 
 Online: 9

Den za dnjom (WEEKLY IN RUSSIAN)
CIRCULATION  11 366
READERSHIP  40 000
PLACE OF ISSUE  Tallinn

Postimees
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THE NEWSROOM: Journalists at work in the Postimees building in centrall Tallinn, the capital of Estonia.
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The priorities of Postimees 
are opinion and news
Merit Kopli, Editor-in-Chief

For free opinion and culture

Postimees’ goal was to 
be the biggest and most 
influential newspaper 
in Estonia during 2011, 
in both in Estonian 
and Russian, as well 
as to reduce the gap 
in readership from the 
main competitor in 
online media/portals. 
We also aimed to 
strengthen our editorial 
staff.
 
Postimees has always 
considered it important 
to adhere to the ethics 
of journalism and fair 
and just activities. 
Nevertheless, we have 

made mistakes. During 
2011 there were 11 
complaints handled by 
the Press Council. Two 
of them were rejected 
and one was settled. In 
three cases Postimees 
was considered right 
and on five cases 
the newspaper was 
condemned of violating 
ethical standards of 
journalism.
 
The priorities of 
Postimees are opinion 
and news (including 
business and foreign 
news). These are the 
spheres where we want 

to be the strongest. 
Every Saturday we have 
a 12-page supplement of 
opinion/commentaries/
essays and culture. 

Opinion leader
Postimees has a 
tradition of arranging 
an annual lunch for 
opinion leaders to 
which approximately 
200 people are invited 
and at which two-
three intellectuals are 
invited to speak. During 
the same event we 
announce the Postimees’ 
Opinion Leader of the 
Year. This year the 

Postimees’ goal was to be the biggest and most influential 
newspaper in Estonia during 2011, in both in Estonian and 

Russian, as well as to reduce the gap in readership from the 
main competitor in online media/portals.

POSTIMES
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title was awarded to 
Edward Lucas from The 
Economist magazine. 
We also have a tradition 
for selecting a Person 
of the Year and Cultural 
Locomotive for a 
person who has done 
something special in 
culture during the year.

Print renewal
Last September we 
started to work on 
layout renewal of 

the print edition, and 
concluded this work 
at the beginning of 
February 2012. The new 
design of Postimees 
is fresher and more 
modern. The next step in 
this process is the new 
design of the Russian 
edition and the online 
edition.
 
Our journalist Tuuli 
Koch won the Bonnier 
Prize for investigative 

journalism in 2011.

A friend of culture
For Postimees it is 
important to show 
our values and world 
view to our present 
and future audiences. 
For us, major cultural 
and sports events are 
primary targets of 
communication. As a 
sponsorship partner, 
Postimees is looking for 
the value in the massive 

amount of contacts we 
can provide. Instead 
of providing financial 
support we offer high-
level discounts for 
sponsored events. We 
pick events carefully; 
they should be either 
a big event with many 
visitors or a high-quality 
cultural event.

Postimees sponsors 
hundreds of sports and 
cultural events every 

year. Examples: Song 
of Freedom, a major 
cultural event with over 
50,000 participants, 
the World Cup in 
cross-country skiing in 
Otepää, which attracts 
approximately 10,000 
visitors.
Postimees was recently 
awarded the title 
of Culture-friendly 
Company of the Year by 
the Estonian Ministry of 
Culture.

THE PUBLISHER: Anvar Samost announces the Postimees` 
Opinion Leader of the Year.

THE REPORTER: Tuuli Koch of Postimes won the Bonnier 
Prize for Investigative Journalism.
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Eesti Meedia publications
POSTIMES

Õhtuleht
Linnaleht
Pärnu Postimees
Sakala
Virumaa Teataja
Järva Teataja
Valgamaalane

Kroonika
Naised
Teleleht
Nädal
Eesti Naine
Anne&Stiil
Jana
Pere ja Kodu
Kodukiri
Oma Maitse
Tervis Pluss
Saladused
Käsitöö

Kanal 2
Kanal 11
Kanal 12

Tabloid paper
Free paper
Local newspaper
Local newspaper
Local newspaper
Local newspaper
Local newspaper

General interest magazine
Women’s magazine
TV guide
TV guide
Women’s magazine
Women’s magazine
Women’s magazine (Rus)
Parents magazine
Home&garden magazine
Food magazine
Health magazine
Fiction magazine
Handcraft magazine

General Interest TV
Women’s TV
Men’s TV

6 x week
weekly
5 x week
5 x week
5 x week
3 x week
3 x week

weekly
weekly
weekly
weekly
monthly
monthly
monthly
monthly
monthly
monthly
monthly
monthly
monthly

live
live
live

51,200
80,000
13,000
9,200
6,500
4,300
2,800

23,000
17,000
33,000
15,000
19,000
11,000
4,000
14,000
16,500
6,500
9,500
4,000
6,500

share 16%
share 2%
share 1,5%

Väino Koorberg
Tiina Kangro
Peeter Raidla
Hans Väre
Aarne Mäe
Arnika Tegelmann
Sirli Homuha

Krista Lensin
Inga Raitar
Einar Ellermaa
Einar Ellermaa
Aita Kivi
Ester Kannelmäe
Natalja Saal
Kirsi Altjõe
Malle Pajula
Monika Kelle
Evelin Kivilo-Paas
Anne Lugima
Ele Praks

Olle Mirme
Mari-Liis Veskus
Jaanus Noormets

ESTONIA

Title Profile Frequency Circulation Editor
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15 minuciu
15min.lt

Žmones
Ji
Laima
Edita

Tvnet.lv

Free paper
Internet news site

General interest magazine
Women’s magazine
Women’s magazine
Women’s magazine

Internet news site

weekly
live

weekly
weekly
monthly
monthly

live

90,000
uv/m  834 088 

120,000
55,000
20,000
30,000

uv/m  544 290

Rimvydas Valatka
Rimvydas Valatka

Daina Žemaityte
Neringa Cerniauskiene
Gitana Bukauskiene
Ernesta Pakrosniene

Zita Lunde

LATVIA

Title Profile Frequency Circulation Editor

LITHUANIA

Title Profile Frequency Circulation Editor

TallinnTallinnTallinnTallinnTallinnTallinnTallinnTallinnTallinn

RUSSIARUSSIARUSSIA

RUSSIARUSSIARUSSIA

SWEDENSWEDENSWEDEN

BELLARUSBELLARUSBELLARUS

POLANDPOLANDPOLAND

LATVIALATVIALATVIA

ESTONIAESTONIAESTONIA

LITHUANIALITHUANIALITHUANIALITHUANIALITHUANIALITHUANIA

RigaRigaRiga

VilniusVilniusVilniusVilniusVilniusVilniusVilniusVilniusVilniusVilniusVilniusVilnius

THE BALTIC REGION: Eesti Meedia is now 
engaged in the publishing business in 
all the Baltic countries. Schibsted Media 
Group strongly support freedom of speech 
and independent media as an important 
contributor to democracy.



FRANCEFRANCE





FRANCE

84

EDITOR-IN-CHIEF Yvon MÉZOU 
CIRCULATION (Average Monday- Friday) 1 006 381
READERSHIP  4 280 000
ONLINE UV 20.minutes.fr (per month) 8 750 341
 Tablets: 42 953 
 Mobile: 1 509 992
PLACE OF ISSUE Paris, France

12 local agencies/areas of news coverage: Paris, Lille, Strasbourg, 
Nantes, Lyon, Toulouse, Marseille, Bordeaux, Rennes, Nice, Grenoble, 
Montpellier

EDITIONS 12 local (above cities) + 1 national* = 13
DISTRIBUTION  32 cities/urban areas, reaching 50% of   
 France’s population (32M out of 64M)  
 and 98% of the active urban population.

PAGES  69 768

EDITORIAL CONTENT  62.7%

EDITORIAL STAFF  106

65 in Paris, 40 in the regions ,1 journalist in Los Angeles
= 106 permanent staff +5 foreign correspondents

DIGITAL CONTENT

150 articles/stories published on website per day  
+ 100 news flashes/teasers

80,000 comments from readers per month 

11,000 blogs, including about 100 of high quality and activity 

20 minutes (France)
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HAND OUT: More than one million copies of 20 Minutes is distributed throughout France every weekday.
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The national edition
the areas covered.
By increasing our daily 
run by approximately 
120,000 copies in the 
geographical roll-out 
of the new edition, 
reaching a million copies 
distributed by the end 
of the year, 20 Minutes 
has built up a significant 
lead over its direct 
competitors (Métro and 
Direct Matin).

2011 was also a year 
for the re-energization 
of journalism and 
investigation on the 
ground following the 
cancellation of the 
subscription to Agence 
France Presse for print 
at the end of 2010. This 
is undeniably another 
stellar success of the 

year, enabling us as 
it did to enhance the 
quality of the editorial 
content, the relevance 
of the choices made, 
and above all perhaps, 
the professionalism 
of young journalists 
following their training – 
unfortunately mediocre 
– in France’s schools of 
journalism!

From now on, over 
90% of the journalistic 
content of 20 Minutes 
in print will be provided 
by the editorial staff 
and signed by in-house 
journalists. This is a 
striking example of 
positive savings given 
that cancelling the 
subscription enabled 
us to reduce costs 

and improve content 
when, for example, 
sending reporters and 
photographers abroad 
more often!

There have been other 
major changes: the 
facelift of our page 
layout at the beginning 
of the year, revitalization 
of the local offices 
through the replacement 
of numerous departures 
of “legacy” journalists, 
the setting up of a bi-
media team to handle 
political election news, 
the development of the 
Publishing Division and 
its commercial editorial 
products, the adoption 
of the 20 Minutes 
Editorial Charter, and 
more.

During 2011, 20 Minutes entered an ambitious program of territorial expansion, launching a national edition 
under the title “Edition France” across twenty new urban areas.

20 MINUTES

However, this project 
did not involve setting 
up new local offices and 
recruiting additional 
journalists to provide 
local news, but simply 
giving the daily an 

enhanced presence in 
medium-sized towns, 
providing generalist 
and national news 
of high quality and, 
consequently, with a 
common edition to all 

EDITOR-IN-CHIEF 
Yvon Mezou
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Fast-growing results 
2011 was marked by a 
sharp acceleration in 
audience growth for the 
20minutes.fr website. 
With a monthly average 
of nearly 8.8 million UV 
(Source: Médiamétrie) 
during 2011, representing 
an increase of more 
than 28% over 2010, the 
website succeeded in 
winning and keeping 
a place among the top 
three current news 
websites in France 
for ten months out of 
twelve.

The existence of a 
specialist agency in 
this field enabled 
us to devote 2011 to 
optimizing the site’s 
technical architecture 
to make it easier for 
Google to pick up its 
content. And from the 
editorial standpoint, 
in 2011 we were able 
to move the editorial 
team to a newswriting 
style to accommodate 
this. Search engine 
contribution to site 

traffic rose to over 
37% from 2010 to 2011, 
accounting for nearly 
35% of the entire 
20minutes.fr audience.
Other projects were 
initiated around CRM 
and newsletters, and 
these will emerge during 
2012.

Mobile development
2011 was a year marked 
by the development 
of 20 Minutes’ mobile 
applications. The mobile 
website was overhauled 
during the year. Every 
smartphone user can 
now call up the latest 
news in real time, second 
by second, anywhere. 
These developments 
have led to very sharp 
growth in the mobile 
audience – more than 
123% compared with 
2010 – with mobile visits 
accounting for 50% of all 
web visits every day.

The first version of our 
iPad application was 
totally rethought in 
October 2011. The new 

version, which is 100% 
connected, gives major 
prominence, in real 
time, to images, video 
and services. This new 
version has been totally 
overhauled with:

An image-based “cover” 
presenting the latest 
news in photo form,
Navigation for access 
to the latest news via a 
“news wall” with three 
key themes (General 
News, Sports, and 
Entertainment),

Ease of access to all our 
images and slideshows 
and our services (TV 
guide, weather, games, 
PDF files, etc.).
With nearly 200,000 
applications 
downloaded, the 
new iPad application 
has received a highly 
positive welcome from 
users, generating 74% 
growth in audience 
as measured by visits, 
compared with 2010. 

TV services
As part of our strategy 
for innovation and 
brand development plus 
proximity to our readers/
web users, we launched 
the development of 20 
Minutes applications 
for the connected TV 
services of Toshiba, 
LG, Samsung and 
Philips. The application 
is 100% constructed 
around images and 
real-time access. 
Access to content is 
via photos, with major 
prominence for our 
slideshows and our 20 
Minutes TV section. 
It will be possible to 
call up all 20 Minutes 
video programmes, 
the rewind option for 
political and cultural 
interviews, and our 
partners’ programmes 
(AFP, France 24, etc.). 
The release of these 
applications is planned 
for the first half of 2012.

Facebook application
Given that French 
internet users spend 
over seven hours of their 
time on Facebook every 
week, 20 Minutes had no 
option but to ensure that 
it had a permanent and 
highly “social” presence 
in this social network. 
A presence not based 
simply on a “fan” page 
and links to our website, 
but on the development 
of a dedicated 
Facebook application 
totally useable within 
Facebook. Web users 
do not appreciate 
being “given the run-
around” from site to site. 
With this application, 
we are offering web 
users the option of 
keeping themselves 
informed in real time 
while remaining in their 
preferred social network 
and continuing to chat 
with their friends. This 
application was released 
in a beta version in 
March 2012.
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LILLE

VALENCIENNESVALENCIENNESDOUAI

AMIENS

REIMS METZ

STRASBOURGSTRASBOURG
NANCY

MULHOUSEMULHOUSE

DIJON

PARIS

ROUEN
CAEN

LE MANS
RENNES

NANTES
ANGERS TOURS

ORLÉANS

LYON

GRENOBLEGRENOBLE

NICE-CANNESNICE-CANNES

AVIGNON

TOULON
MARSEILLE

MONTPELLIERMONTPELLIERTOULOUSE
PAU

BORDEAUX

BAYONNEBAYONNE

CLERMONT-FERRAND

ST.ÉTIENNE

Print edition
Head office: Paris
12 Local agencies/areas 
of news coverage: Paris, 
Lille, Strasbourg, Nantes, 
Lyon, Toulouse, Marseille, 
Bordeaux, Rennes, Nice, 
Grenoble, Montpellier

Editions: 12 local (above 
cities) + 1 national* = 13

Distribution: 32 cities/
urban areas, reaching 
50% of France’s 
population (32M out of 
64M) and 98% of the 
active urban people.

20 MINUTES
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10 YEARS – The Staff celebrated  the 20 Minutes anniversary on March 22nd. 2012 in a Parisian Night Club.
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EDITOR-IN-CHIEF Arsenio Escolar Ramos

CIRCULATION 704 802 (+ 2 384)

READERSHIP Print 2 120 000 (-159 000)
  Online 14 903 425 (+ 2 363 617)
 (Worldwide Spanish- 
 speaking audience per month)

PLACE OF ISSUE Madrid, Spain
 Regional editions in 15 cities

PAGES All editions  78 308

EDITORIAL CONTENT   61.4%

EDITORIAL STAFF Print  70
 Online  27
 + 2 foreign correspondents 

ENTRIES IN 20 MIN BLOGS   3 959

DEBATE ARTICLES PRINT   350

IN MEMORY OF STEVE JOBS: 20 Minutos front page 
marked the death of Apple founder Steve Jobs.

20 Minutos (Spain)
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THE NEWSROOM: Journalists of 20 Minutos working side by side in the main Madrid newsroom. 
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The impact of crisis
We were confronted 
with the challenge 
to maintain and even 
increase the quality 
of both newspapers 
despite having fewer 
resources than du-
ring the previous year. 
The drop in revenues 
(-16.1% at 20minutos 
and -5% at 20minutos.
es) also forced us to cut 
back on forecast spen-
ding during the year.
 
In 2011 there were extra-
ordinary events both in 
Spain (worsening of the 
economic crisis, the debt 
crisis, social unrest, local 
and regional elections 
in May and a general 
election in November) 
and in the world (Arab 
revolutions, bin Laden’s 
death, WikiLeaks) that 
obligated the editorial 

team to make an ex-
traordinary effort. The 
result was good: we 
learned how to respond 
to those demands by 
increasing productivity 
and team efforts, and we 
received many acknow-
ledgements.

Market change
The global economic cri-
sis that was unleashed in 
2008 and that has been 
especially harsh in Spain, 
has seriously affected 
the press sector, parti-
cularly the free press. In 
2009 one of our com-
petitors, Metro, disap-
peared; another, ADN, in 
2011. The remaining two 
free dailies (20minutos 
and Que!) have had to 
reduce their resources. 
In 2007, 20minutos had 
128 people working in 

our editorial depart-
ment; in 2011, only 70. At 
20minutos.es, 58 people 
in 2007 and 27 in 2011.

The cuts, including 
the volume of copies 
(1,074,801 average daily 
copies in 2007 and only 
704,820 in 2011) dama-
ged our image and 
reputation, especially 
with specific adverti-
sers and some political 
and economic elites. 
We overcame this with 
various initiatives.

Actions
-Emphasizing our posi-
tion as an independent, 
citizen-centred diary 
that understands infor-
mation as a public ser-
vice and that is also col-
laborative, counting on 
continuous activity with 

2011 was an intense year at 20minutos and 20minutos.es in editorial terms. 

20 MINUTOS

EDITOR-IN-
CHIEF: Arsenio 
Escolar Ramos
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our readers.
-Increasing the demands 
on ourselves to tack-
le great news events 
(Spanish Revolution, 
elections, Oscar Awards, 
Goya Awards, Champi-
ons League, etc.).
-Giving priority to inves-
tigative journalism and 
our own exclusive infor-
mation. 
-Setting up newsroom 
breakfasts with VIPs, 
gatherings that became 
the source of exclusive 
info. Among the dozens 
of attendees were the 
president of the Par-
liament, a government 
VP, and several former 
ministers in the previous 
centre-left government.

Style guide 
As for the ethics code, 
best practices and legal 
issues, in September, we 
started working on the 
creation of a style ma-
nual for all editorial staff. 
Until now, we haven’t 
had a specific docu-
ment for these issues, 
and we worked with the 

industry standards that 
are endorsed by the 
Madrid Press Associa-
tion and the Federation 
of Press Association of 
Spain. They are based on 
simple principles that all 
of our journalists know 
and that are monitored 
by our managers: do 
not violate any laws to 
obtain information (il-
legal phone taps are in-
conceivable); check all 
delicate or controver-
sial information with all 
involved parties; protect 
the right to rectify when 
a person or corporation 
rightly claims so; non-
invasion of people’s 
private lives; protection 
of the identity of minors; 
protection of security 
forces (in photos for 
instance); and protection 
of victims of domestic 
violence, etc.

In our twelve years in 
this market, we haven’t 
had even one relevant 
case of non-fulfilment of 
these norms; the system 
has worked. But now our 

style guide will regu-
late not only the ethical 
norms for gathering in-
formation but also many 
aspects of daily life in 
the newsroom, including 
those that reinforce our 
identity as an indepen-
dent, neutral, non-bias-
ed media outlet.

Legal 
We currently have three 
cases in the courts:
-A penal lawsuit for al-
leged slander and defa-
mation of the National 
Driving School Confe-
deration for info that 
we published after an 
investigation. Currently 
pending trial, no date 
set.
-A civil suit for the pro-
tection of the right to 
honour and reputation, 
filed by three nightclub 
doormen because of 
some of our own info on 
mafias in which these 
three were mentioned. 
Currently pending trial, 
no date set.
- A civil suit for the 
protection of the right to 

honour and reputation, 
filed by a private party 
after an opinion article 
written by a freelance 
collaborator. The suit is 
disputed by us and awai-
ting sentencing. 

Product development 
In reference to product 
development, we have 
done the following:  
Los Magazines, full-
colour, stapled magazi-
nes. Six were published 
during the year: Live 
Earth (March), Fashion 
(April), Motor (May), 
Trips (June), Live Earth 
(September), Gifts 
(December). They are 
high-quality editorial 
products that also ear-
ned money. 
At the end of the year 
we began a complete 
revamping process 
in the content and 
design of 20minu-
tos and a permanent 
monthly supplement as 
well. Both projects 
will be executed in 2012.

At 20minutos.es in 2011, 

we worked on: 
• Development of 
the ECO concept for 
social media, launched in 
November 2010.
• Being the fastest with 
breaking news about the 
major events of the year. 
• Increasing our unique-
ness as the media outlet 
that is different from the 
competitors. 
• Exploiting exclusives 
and their impact to the 
full. For example, one 
piece based on WikiLe-
aks caused a debate in 
the Senate. 
• The addition of nine 
new quality blogs with 
great potential for high 
traffic.
• Involving ourselves in 
social networks. 
• Improving the control 
of users’ comments with 
new tools.
• At year-end, preparing 
the major editorial pro-
jects for 2012: Launching 
a product for Latin Ame-
rica and also a mobile-
based product for young 
people.
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Awards
20 MINUTOS

Schibsted Journalism 
Awards 2011  
- Finalist in Best Scoop 
category.

The ONA Prize (Online 
News Association)  
- 20minutos.es finalist in 
the category General 
Excellence in Online 

Journalism,  
Non-English, Large 
Site. Boston, September 
2011.

Award for 20minutos 
from the Association 
for the Prevention of 
Traffic Accidents for 
our public service work 

to help reduce the num-
ber of victims. Barce-
lona, June 2011.

Prize to 20minutos/ 
20minutos.es from the 
National Commission 
for the Rationalization 
of Timetables. San Se-
bastian, November 2011.

FICOD 2011 - Award to 
20minutos.es for  
Best Innovative Pro-
ject. Madrid, November 
2011.

Award for the Promo-
tion of Mobility.  
Bilbao, November 2011.

Ecovidrio Environmen-
tal Award  
- Madrid, November 2011.

Award - Association for 
Visual Disability,  
Barcelona. 

BLOG JURY: 20 Minutos.es contain nearly 4000 blog 
entries. This is the jury of 20Blogs Award.
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Asturias
43.000 daily readers
17.394  daily copies

Coruña
31.000 daily readers
13.440 daily copies

Vigo
23.000 daily readers
9.778 daily copies

Valladolid
27.000 daily readers
9.771 daily copies

Madrid
879 .000 daily readers
273.586 daily copies

Córdoba
36.000 daily readers
9.768 daily  copies

Sevilla
122.000 daily readers
36.248 daily copies

Málaga
74.000 daily readers
26.800 daily copies

Granada
36.000 daily readers

9.761 daily copies

Murcia
39.000 daily readers

9.849 daily copies

Alicante
29.000 daily readers

9.875  daily copies

Valencia
92.000 daily readers
36.087 daily copies

Barcelona
477.000 daily readers
180.769  daily copies

Zaragoza
108.000 daily readers

33.876 daily copies

Bilbao
77.000 daily readers
27.801 daily copies

Source audience : EGM, 3º rolling annual 2011 Copies:  P.G.D. January – December 2011

20minutos: 15 di�erent print editions in 15 cities of Spain. Monday to Friday. In August, no edition
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The 2007 Barcelona Manifesto
The Forum is based on 
the principles of The 
Tinius Trust, securing the 
editorial independency 
and quality in Schibsted 
publications.

The Forum consist 
of approximately  40 
editors responsible 
for Schibsted print 
and digital products. 
We meet twice a year 
to discuss common 
challenges, share 
experiences and best 
practices and case 
studies  in the world of 
publishing.

The Forum also 
nominate an editor 
to take part in the 
discussions within the 
Schibsted Board as an 
observer.  In the June 
8th  2011 session in Oslo,  
Lena K. Samuelsson 

(Editor-in-chief of 
Svenska Dagbladet) 
was appointed as a new 
observer to the board 
for a period of two years.

Schibsted Editors 
Forum was established 
in 2007 in Barcelona, 
where the editors 
representing  all media 
houses wrote The 
Barcelona Manifesto of 
Schibsted:

The Goal for Schibsted 
Editors’ Forum is to:

 
Protect and strengthen 

the standards of quality 
journalism within 
Schibsted.

 Secure and develop 
editorial influence on the 
decision making within 
the company.

Defend journalistic and 
democratic values from 
internal and external 
pressures.

Promote product 
development by sharing 
of experiences and Best 
Practice within and 
outside the group.
 
Foster a culture of 
journalistic creativity 
aiming at constant 
innovation, product 
leadership and sound 
financial returns.
 
Aim for the best 
possible journalism 
by understanding the 
audience and their 
needs .

Members
Members of the Forum 

are Editors-in-Chief 
and their Deputies of 
Aftonbladet, Svenska 
Dagbladet, VG and 
Aftenposten; Editors-
in-Chiefs of other major 
newspapers which are 
controlled by Schibsted; 
Editors-in-Chiefs of the 
multimedia sites within 
these media houses. 

The Executive 
Committee has the 
authority to decide of 
membership outside of 
these principles.

In June 2011 the 
Forum decided that 
membership is due 
to approval of each 
Editor-in-Chief, 
regardless of position 
and responsibility within 
each media house. 

A Schibsted Editor:

Should be appointed by 
the board.
 
Has a free and 
independent role.

 Has the personal and 
total responsibility 
for the content within 
the whole publication 
including advertising.

Our Values

The Schibsted Group 
builds on humanistic and 
democratic values.

 As editors we shall 
fully respect the human 
rights and equality.

 

The Schibsted Editors Forum is a watchdog, guarding the ideal principles of publishing 
within the Schibsted  Media Group.
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FIRST FORUM: The first Schibsted Editors Forum was held in Barcelona on November 14th, 2007.
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The Executive Commitee
We respect that creative 

ability within our editorial 
staff is strengthened 
through integrity, a good 
working environment and 
diversity.

 We follow Schibsted’s 
guidelines to good editorial 
leadership.

Our Activities

We will take a leading 
role in understanding 
changes in media usage.

 We will apply our 
knowledge in developing 
traditional and new media.

 We will work constantly 
for improvement, 
developing talent, 
entrepreneurship and 
leadership in our creative 
organisations

 We will work for a solid 
financial business model 
in order to secure quality 
journalism in the future

 We will act as a “watch 
dog”, guarding issues 

regarding press, ethics, 
journalistic principles and 
standards throughout the 
Schibsted Group

 
We will support the 

Editors from improper 
internal and external 
pressure and conflicts 
violating our journalistic 
values

 We will elect two 
members for the jury of 
the Schibsted Journalism 
Award

Our Organization

 The members of the 
Forum should meet at 
least once a year.

 The Executive 
Committee consists of four 
members.

The Editor who 
represents the Editors 
in Schibsted’s Executive 
Board is to be President of 
the Executive Committee.

All members of Schibsted 
Editors’ Forum are 
electable.

Bernt Olufsen,  
Schibsted ASA (president)

Arsenio Escolar Ramos, 
20 Minutos

Merit Kopli,  
Postimees

Martin Jönsson,  
Svenska Dagbladet



Apotekergaten 10
PO BOX 490, Sentrum

N0-0105 Oslo, NORWAY
www.schibsted.no






