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SLIDE 1  
(front page) 
 
Thank you for the invitation. I am very pleased to be here. 
 
First a few words about Schibsted.  
Schibsted is one of the leading media companies in Europe. 
We have extensive online businesses – media, online marketplaces and other – with no 1 
positions in many EU member states; such as France, Italy and Spain, in addition of course to 
Sweden. A cornerstone of our business is ‘news media’. In Sweden, where I am the CEO, we 
have several news sites, including the leading one; Aftonbladet. 
 
I think that the proposed regulation is of great importance; it will affect  

•   what we can offer to our consumers,  
•   the ability of European companies to compete with the global players; and 
•   ultimately, this is about democracy. The proposal might in fact impact the free and 

independent European press heavily. 
 
 
SLIDE 2 
We are in the eye of the storm… 
 
Only a few years back our main competitors were other local media companies. This situation 
has changed dramatically the last few years. We face huge and increasing competition from the 
big global players 
 
→  It is now crucial to get in place rules that secure a level playing field. Something that we 
do not have today. 
 
 
SLIDE 3 
Advertising revenues fund European media  
 
Our industry knows many business models - paywalls, premium content and free content with 
advertising. Our experience and user surveys show that consumers of online news have a high 
acceptance for ads - at least ads that are relevant and not annoying. Of the digital revenues in 
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our Swedish publishing houses, only 20% is generated from user payment. 80 % is generated 
from ads. 
 
→ This shows that the very existence of European free press is dependent on our ability to 
deliver effective advertising to the advertisers.  
 
 
SLIDE 4 
The proposal favors already dominant players 
 
Today, a major part of advertising revenues goes to the global players: Around 60% of the 
digital advertising in Sweden goes to Facebook and Google, and they are continuously gaining 
market share. Their strong position is tightly linked to their access to data. Data driven 
advertising is much more valuable -  of course relevant ads are much better for both 
advertisers and consumers. 
 
What is important to have in mind is that the global players are in a better position to meet the 
proposed rules. Publishers are, in contrary to the global players, dependent on working with 
third parties to deliver ads. These third parties could be media agencies (like GroupM or 
Starcom etc), technology vendors (like AppNexus or Adtech) and ad networks and performance 
marketing buyers (Criteo) to mention some examples.The global players can do everything “in-
house” and do not have to use third parties to assist them in this process. 
 
→ The proposal restricts the use of third party vendors and partners. In other words - what 
will happen in practice - is that this proposal strongly favors the large global players. 
 
(Ref Art 8 of the proposed regulation re restrictions on the use of third party analytics) 
 
 
SLIDE 5 
We compete with the global players to ensure independent, pluralistic, and 
accessible European press – a key to tackle fake news. 
Data is vital to ensure relevant content to the user. 
 
In order to compete with the global players and thereby secure an independent European press 
– and also in turn also to tackle fake news efficiently – we need knowledge; data; about the 
consumers of our services. We need to: 
 
•   Learn about their behavior and interests, what they want. Only with this knowledge we can 

provide personalized and more relevant content and products.  
 
•   Also – we need to make sure that ads are as relevant as possible, that they are shown to the 

right segments of users, at the right time etc. 
 
So – to be clear, data is of course crucial in the context of advertising, but data is also vital in 
our product development and in order to provide personalized experiences online.  
 
I can mention that at Schibsted we are actually right now building a new media platform where 
personalization is one of the key features. 
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SLIDE 6 
We depend on our consumers’ trust 
 
If our consumers do not trust us, they will not let us have and use their data. Therefore, it is 
simple for us: We need data - so we need to make sure that our consumers trust us.  
 
That is why we focus strongly on privacy innovation:  
 
•   We strive to improve on transparency; communicate clearly why and how we collect and use 

data. This we must do in the context of our services - it will not be possible for users to 
understand when downloading a browser.  

 
•   And not only that: This is complex so we cannot have the basic expectation that consumers 

understand and actively take a stand and opt in. What is essential is to make sure that 
consumers efficiently can make choices and adjust how we use their data.  

 
In Schibsted we are actually building a privacy tool to facilitate for this. You can see it on the 
screen here. This is an investment to make sure that we earn our consumers trust going 
forward.  
 
(Ref Art 10 of the proposed regulation that states that the default is that consent will be given 
through web browser settings) 
 
 
SLIDE 7 
KEY TAKE-AWAYS 
•   Complex area – cannot have the basic expectation that consumers 

understand and actively take a stand and opt in 
•   Opt in via browsers (e.g. Google’s Chrome and Apple’s Safari) will make 

browsers gatekeepers to the Internet 
•   Need for flexible rules to promote user empowerment and 

transparency; to secure a level playing field; and to allow for innovation 
 
First of all, of course, this is a complex area 
→ We cannot have the basic expectation that consumers actively take a stand and opt in  
 
Also,  
→ Opt in via browsers will make the browsers – some of our main competitors – at he 
gatekeepers to the internet. This is not in the users´ best interest. Remember; Google is a 
browser (Chrome) and also Apple (Safari) is a browser. 
 
Finally, it is not the right answer to try to fix transparency and user empowerment in one – and 
just one – specific way.  
→ Instead, we must get in place flexible rules that ensure a level playing field and also 
incentivize innovation around privacy.  
 
 

 
*** 


