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Who



Founded in 2012: A new company from merger of A-pressen and Edda Media 

Owned by Amediastiftelsen (Amedia Trust), a self-governing foundation, since 2016 
No divident requirements –�all profits channeled back into the business 

2,4 million daily readers – 507,000 subscribers 

64 newspapers; 63 local titles and 1 national

5 printing plants, 
11 distribution companies
Number of employees: 1,600
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Norway’s largest local media company

Bergensavisen

Haugesunds Avis

Tidens Krav

Oppland Arb.blad

Firda

Ringerikes Blad

Nordlys

Avisa Nordland

Rana Blad

Telemarksavisa

Drammens Tidende

Laagendalsposten

Finnmark Dagblad

FinnmarkenFinnmarksposten

Fremover

Lofotposten

Lofot-Tidene

Helgelendingen

Aura Avis

Avisa Nordhordland

Firdaposten

Aust Agder Blad Kragerø Blad Vestmar Porsgrunns Dagblad

Rjukan Arb.blad

Telen

TvedestrandspostenGjengangeren

Jarlsberg Avis

Bygdeposten

Eiker Bladet

Lierposten

Sande Avis

Svelviksposten

Arbeidets Rett

Hadeland

Østlendingen

Glåmdalen

Romerikes Blad

Smaalenenes Avis

Moss Avis

Fredriksstad Blad

Sarpsborg Arb.blad

Østlandets Blad

Østlands-Posten

Sandefjords Blad

Tønsbergs Blad

Lokalavisen Øyene

Røyken og Hurums

Akershus Amtstidende

Enebakk Avis

Halden Arbeider blad

Nordstrands Blad

Rakkestad Avis

Vestby Avis
Ås Avis

Indre Akershus Blad

Ringsaker Blad

Solungavisa

Hardanger Folkeblad

Kvinnheringen

Nettavisen



What



20172016

506,906
EOY, 2017

Record high number of subscribers



5,6%
Subscription growth YoY

Top 5: customer growth Top 5: growth in per cent

Growth # of subscribers

Bergensavisen 4,149 18,058

Fredriksstad Blad 2,066 20,200

Telemarksavisa 1,622 19,028

Romerikes Blad 1,590 28,091

Nordlys 1,376 21,772

Growth (%) # of subscribers

Bergensavisen 29.9% 18,058

Vestby Avis 15,7% 2,995

Fredriksstad Blad 11.4% 20,200

Telemarksavisa 9.3% 19,028

Finnmark Dagblad 9% 5,966

EOY 2017



Side
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…turning into real money



Side

Solid financial position, driven by subscriptions
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EBITDA 

Cashflow 

Debt 

Cash 

Equity ratio

¤51 mill (13.5%)  

¤46 mill 

¤0 mill 

¤55 mill 

56 % 

2017/per 31.12.2017



How



Norway’s local 
“public service broadcasters”



Subscribers  
>100 days

Subscribers  
<100 days

Subscribers  
on campaign

Engaged 
Non-subscribers

Non-engaged  
non-subscribers

Customer journey and critical transitions in customer relationship

!
!

!
Low churn

Medium churn

High churn

Advertising value Low subscriber value High subscriber valueLow value High value

Engage Subscribe Demonstrate value Maintain/increase value
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Clear correlation between visit frequency and subscription purchase:  
 
the more often we get non-logged in users to visit us, the higher the 
likelihood of them becoming subscribers.
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And once bought:  
if they visit, they stay

100 %
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25+ visits/week

10-25 visits/week

2-9 visits/week

<=1 visits/week

Weeks since sale

Inventory

Clear correlation between visit frequency of subscribers and retention:  
 
the more often we get subscribers to visit, the higher the likelihood of 
them remaining subscribers.



Writing the journalism 
our subscribers  
wanted to read  

In five easy steps



Step 1: Chase the reach that converts  
Reach among non-subscribers, fly-bys excluded
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1. Remove fly-bys from reporters’ dashboards/analytics



What we produced most of, turned out to be the least read

1% 2% 3% 4% 5% 6% 7% 8%

1.250

500

1.000

750

250

0

# of "Plus" stories1

Avg. share of aID-users reading story [%]1

Curiosities Accidents/incidents
Food

Car
Travel Crime/police/legal

Real estateSchool Healthcare and social

Transport/commuting

Finance/business

Other sports Football

Politics/public sector

Culture

Outdoors

Culture was 
largest content 

category, but 
only 2,6% of 

“Plus” content 
was being read

Analysis in 
subscriber base

Step 2: Editorial/readership analysis



1. Do your readers agree with your judgment of what’s valuable journalism? 
2. Do six pages of culture every Thursday equal six pages of excellent and 

interesting culture journalism? 

Our findings were not that e.g. Culture was the wrong subject to cover 

We were doing it wrong 
So how to do it right?



The need to “fill pages” and sources’ demands/anticipation of coverage 
turned out to be  important criteria for our newsrooms

0 

1,000 

2,000 

3,000 

4,000 

5,000 

2 weeks of stories, sorted by # readers per story

Average 
~1,000

We were producing a large number of stories 
that were hardly read 

Our tests showed several reasons why de-prioritization 
was challenging 

› Specific sections in the print newspaper, geographic or 
topical, creates a push to “fill the newspaper” –�and to 
produce stories without strong reader interest 

› Local anticipation of launch event coverage –
�especially in sports, culture and politics 

› The need to be seen as “on the ball” locally –
�especially during large sports- or culture arrangements

Stories in the long tail 
are only marginally read

The best stories are read 4-5 
times the average

# Readers 
per story



Write more about 
› Critical journalism that fills traditional news criteria 

› Strong and surprising stories about personalities in 
the culture field 

› Successes and failures 

› Arrangements as they happen: Image galleries 
documenting people attending 

› Running coverage of arrangements that are of clear 
interest to the community

Write less about 
› Pre-event and launch stories 

› Coverage of arrangements targeting a niche 
segment of your audience 

› Stories merely summing up what happened, how 
many attended and what happened on stage

Other success criteria 
› Fresh images of people 

› Good photo journalism documenting special 
situations from culture arrangements 

› Reviews:  
› Strong headlines 
› Strong opinions: A solid reviewer are bold in 

both ends of the scale 
› Relevance: The bigger the arrangement, the 

more interested readers

Recommendations for covering culture
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EntertainmentTheatre
Business

Culture newsMusic

Arts

Concert

Film

Festivals

Dance
Books & literature Picture galleries

14,502 articles tagged with «culture» from 1.1.2017 to 10.09.2017.

Readership of culture doubled in two years

Measure: Improve content quality / relevance

Avg. share of aID-users reading story [%]1

# of "Plus" stories1
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<<““The biggest change  
 in the last year:  

Nobody in 
management 

talks about the 
printed paper 

anymore” 

Rene Svendsen, 
Editor-in-chief, 

Fredriksstad Blad
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2. Prioritize stories because they are good - not because you need to fill print 
templates 



1. Remove fly-bys from reporters’ dashboards/analytics 

2. Prioritize stories because they are good - not because you need to fill print 
templates 

3. Use traditional journalistic criteria:�report the real story



Step 3: Combating clickbait

Icon (cc) Wilson Joseph, Noun Project

““The newspaper is at its worst when tabloid headlines 
give the wrong impression of the story. Especially when 
accompanied by pictures that misrepresent what the story is 

actually about. I think it speaks for the integrity of the 
newspaper when you chose to not do that. I think you should 

be better than that.” 

– 24 year old female reader, from a focus group in one of our newspapers 



Combating clickbait: Some stories read by less than half of those who click

50% of readers with <10 
second read time

Founders move to new facilities,  
extend services 

Words: 1,127 – Readers 455 –�Median read time 10 seconds



The stories with highest bounce rate, are the ones where the title actively hides who or what the story is about –�or where the 
story is from

Combating clickbait: Some stories read by less than half of those who click

56% of readers gone 
<10 secs

48% of readers gone 
<10 secs

45% of readers gone 
<10 secs



Combating clickbait: On January 1 we changed the definition of “read”
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202 readers 
(>10 sek reading time)

253 non-readers 
(<10 sek reading time)

Founders move to new facilities, extend services 
Words: 1,127 – Readers 455 –�Media read time 10 seconds



1. Remove fly-bys from reporters’ dashboards/analytics 

2. Prioritize stories because they are good - not because you need to fill print 
templates 

3. Use traditional journalistic criteria:�report the real story 

4. Only count a story as read, after it is read



It’s not the topic that matters when writing for younger audiences, but whether the stories are relevant
› Real estate, politics, 

culture, sport and 
business may be well 
read by younger 
audiences, depending on 
the story’s relevance to 
the demographic

Readers <45: 967  
Readers >45: 2,169  

Share <45: 30.8 % 

Culture: 
relevant for 

younger 
audiences

Culture: not 
relevant for 

younger 
audiences

Step 4: Target important age brackets 

Readers <45: 103  
Readers >45: 1,028  
Share <45: 9.1%



Age of interviewee tends to correlate with readers’ age bracket

Well-read in segment 25-34 Well-read in segment 35-44

Local 
crime

Local 
sports/
celebs

Local 
business



Dashboard

Demographic distribution, DT.no – digital, week 45, 2017 

22% of all customers 
39% of all new customers

Female        Male

All customers New customers

Step 4: Target important age brackets 



1. Remove fly-bys from reporters’ dashboards/analytics 

2. Prioritize stories because they are good - not because you need to fill print 
templates 

3. Use traditional journalistic criteria:�report the real story 

4. Only count a story as read, after it is read 

5. Younger readers do not care particularly about given topics –�but about the 
relevance of your stories to them



Subscriber reading v loyal non-subscribers
Step 5: Tie it all together



1. Remove fly-bys from reporters’ dashboards/analytics 

2. Prioritize stories because they are good - not because you need to fill print 
templates 

3. Use traditional journalistic criteria:�report the real story 

4. Only count a story as read, after it is read 

5. Younger readers do not care particularly about given topics –�but about the 
relevance of your stories to them 

6. Offer your newsroom the right analytics tool to act



Bonus step:  
Live video



Show it, don’t 
tell it – 
literally 

The role of live video



And do it 
everywhere



In 2016 we were 
Norway’s largest producer  

of live football 

347  
local matches 
streamed live 

Cheap productions: 1 camera, voice

Exclusive rights 
to stream live video from 

Norwegian 2nd division football, 
(local teams, third level)



1,500 matches 
produced

In 2017, we went 
all in

With 
more than



Women’s 
premier 
league

122 matches

2018



Ice hockey
1st division 

National youth team 
matches 

1st and 2nd division 
qualifiers/playoffs 

Highlights premier league

Total approx  

300  
matches

2018



Youth tournaments 
2018



Jan Feb Mars Apr Mai Juni Juli Aug Sept Okt Nov Des
Eliteserien
Toppserien
OBOS
PostNord
Regionsligaen
NM Cup
Futsal
GET
Ishockey 1. div
Grundigligaen
Norway Cup
Marbella
Lokale 
rettigheter

ÅRSHJULET 2018 - GRUNNPAKKEN OG 
LOKALPRODUSERT INNHOLD2018 in live sports – national and local



Does it work? Boy, does it!
Stories with most subscription sales, 2017 – 73% of top 25 story sales are live football

Newspaper Title Sales
1 (20+) Norway Cup (all purchases) Youth football 1,743

2 ta Kampstart 19.00: Her ser du Vaduz-Odd direkte (Europa Cup Qualifier) Men’s football 216

3 ba Se Dana Cup live her Youth football 161

4 oa Adidas Cup: Se kampene fra Vardal her fra kl. 9 Youth football 286

5 ba Direkte: Ove Helgesen Trophy Youth football 144

6 ba Anklagene hagler mot nettverk som lokker med store penger 128

7 ba Se lokaloppgjøret mellom Vaksdal og Dale her Men’s football 105

8 ba Slår tilbake etter fiasko 96

9 rb Direkte fra Dana Cup Youth football 90

10 ba Bileiere trodde de eide bilene. Så kom sjokkbeskjeden fra banken 84

11 ba Fant narkotika på ett av tre utesteder: «Alt som kan tas opp i nesen gir status» 84

12 ba – Jeg kunne tjene mellom 150.000 og 200.000 kroner per måned 79

13 ba Fra smuler til millioner 78

14 ba 14-åring brutalt banket opp av ungdomsgjeng 77

15 ba Blogger seg til millioner 75

16 nordlys De to Tromsø-parene selger omstridt helsekost for 16 mill. i året. Eksperter mener markedsføringen er «uetisk og kynisk» 73

17 havis Her ser du Avaldsnes - Barcelona live fra 17.45 (Champion’s league qualifier) Women’s football 72

18 an Bodø Cup: Se fotballfesten direkte Youth football 72

19 ba Subway-ansatte sier opp i protest etter lønnsrot 70

20 rb DIREKTE NÅ: LSK Kvinner tar i mot Manchester City på Åråsen – se kampen her! (Champion’s league qualifier) Women’s football 69

21 ba Hadde ikke hatt tilsyn på syv år. Ble stengt på dagen. 68

22 havis Regy Cup Live søndag: Youth football 67

23 ba Gutt (14) har fått nye trusler om juling etter BA-sak 66

24 ba Mandag strupes sentrum fullstendig 65

25 ba Foreldreraseri mot Paw Patrol-show 65



1. Remove fly-bys from reporters’ dashboards/analytics 

2. Prioritize stories because they are good - not because you need to fill print 
templates 

3. Use traditional journalistic criteria:�report the real story 

4. Only count a story as read, after it is read 

5. Younger readers do not care particularly about given topics –�but about the 
relevance of your stories to them 

6. Offer your newsroom the right analytics tool to navigate 

7. Local, live sports is a great differentiator



✅ Remove fly-bys from reporters’ dashboards/analytics 

✅ Prioritize stories because they are good - not because you need to fill print 
templates 

✅ Use traditional journalistic criteria:�report the real story 

✅ Only count a story as read, after it is read 

✅ Younger readers do not care particularly about given topics –�but about the 
relevance of your stories to them 

✅ Offer your newsroom the right analytics tool to navigate 

✅ Local, live sports is a great differentiator
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✅ Growth in subscriber base from 480,000 to 507,000 (5,6% growth) from January 1 to 
December 31 

✅ Subscription sales increased from 2,000 per week at start of the year to an average around 
5,000 by the end of the year (250% growth, week 1-2 compared w average q4)  

✅ Growth in digital subscribers from 110,000 to 160,000 (45,5% growth) from January 1 to 
December 31 

✅ Amedia is in better financial shape than ever. 2017 EBITDA at ¤51m (13,5%) is at record-
breaking levels with strong cash-flow – and the company is debt-free.

The punchline 
Better journalism leads to better results


