





Sanomais

a strong European media company.
We operate in more than 20 coun-
tries, offering an inspiring working
environment for nearly 20,000
people. In 2010, our net sales
amounted to EUR 2,761 million.
Measured in net sales, Sanoma is
among the top 15 media compa-
nies in Europe. Sanoma's shares
are listed on the Nasdag OMX
Helsinki.

Sanoma has three areas of busi-
ness: media, learning and retail.
We are among top 5 consumer
magazine publishers and number
6 in providing learning materials
and solutions in Europe. In Finland,
we are present in all fields of media.

SANOMA IN BRIEF & CONTENTS

Our retail operations include kiosks,
bookstores, movie theatres and
trade services.

We meet the changing needs of
our customers and business envi-
ronment by constantly developing
our products and services. This in-
novative approach ensures our sus-
tainable growth and profitability.

Sanoma provides millions of
people with information, education,
entertainment and experiences,
every day, in their own languages
and respecting local cultures. Our
strengths include having the lead-
ing position in chosen businesses
and markets, strong brands and
competitive products.
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In line with its stated strategy, Sanoma is one of the
leading media companies in Europe.

We have consistently invested in growth
and improved our profitability over the years. Our
strategy is based on a strong market share and
requires determination, consistency, hard work
and controlled risk-taking.

The acquisition of VNU's magazine operations
in 2001 was an important step towards growth
and becoming more international. And that's
exactly what has happened: since then we have
made over 100 acquisitions.

At the same time, there have been very signifi-
cant changes in the media landscape, the most
notable perhaps being the way that digital distri-
bution channels are challenging traditional ones.

Content production is our primary
strength and focus area at Sanoma. Although
distribution channels are transforming, consum-
ers —that is, readers, viewers and listeners — have
the same basic needs: information, education and
entertainment.

As the Sanoma Group internationalises and
reaches an ever broader market, its business units
will grow and require more resources to develop
even further. This means we need to increasingly
focus on our core businesses.

To see this trend in practice, just look at the
exchange of Welho's cable network operations for

a strategic share of the telecommunications group
DNA. After the deal, Sanoma assumed an exciting
new role in the converging digital world.

Our focus on core businesses will continue and
grow stronger.

My ten years as President and CEO of the
Sanoma Group have flown by.

I have had the honour and privilege of helping
the company internationalise and adapt to the
new media world. | now leave Sanoma in good
shape to my successor. The future holds many
challenges and opportunities.

I would like to take this opportunity to thank
our customers for their trust in our products and
services. | would also like to thank our sharehold-
ers and other stakeholders, as well as the Board of
Directors and Chairman Jaakko Rauramo for their
support and co-operation.

Above all, | would like to thank each and every
one of my colleagues: all that we have achieved,
we have achieved together.

Thank you for a fascinating journey together!
The journey continues.

Hannu Syrjanen
President and CEO until 31 Dec 2010
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Hannu Sgrjéinen, who was appointed
President and CEO of Sanoma in the spring of
2001, withdrew from his post at the end of 2010.
Under his leadership, the Group has grown and
developed remarkably, consolidating its position
among the leading European media companies.
Sanoma has a significant European market posi-
tion in magazine and learning material publishing
in particular.

Sanomaisa genuinely international media
company — the only one of its kind in Finland. Its
net sales are almost tenfold compared to those of
the second largest media company in the country.
Sanoma's profitability has been strong through-
out the 2000's and beyond, and it plays a key role
in digital media, both in Finland and in many other
European countries.

One of the reasons behind Sanoma's success
and strong development is its highly competent
management group. | would like to thank Hannu
Syrjanen for his excellent contribution. With his
team, Hannu has laid a firm foundation for his suc-
cessor, Harri-Pekka Kaukonen. | would also like to
extend my warmest welcome to Harri-Pekka and
wish him every success at the helm of Sanoma.

We belong to the absolute top class in
know-how in magazines, newspapers, learning
materials and television on the European level. In
the field of digital media, we have excellent and
exciting opportunities.

Sanoma is ready to embrace these opportuni-
ties with a restructured organisation: at the begin-
ning of 2011, Sanoma Magazines and Sanoma
Entertainment were integrated to create a new
division, Sanoma Media. Now we are even better
equipped to develop digital projects, innovate and
fully exploit the opportunities presented by televi-
sion, online and print media.

Even though innovation and the internet hold
fascinating potential, we must also continue to

focus on our core businesses and key products.
We will improve our most successful products
systematically and use their strong brands wisely
and effectively also in the digital world.

The future offers interesting opportunities
for Sanoma Learning & Literature as well: along
with innovation, the Division has the potential to
become a trailblazer in the digital world. It is also
essential to see that learning is much more than
educational materials and tap into the business
opportunities in the field at large.

In terms of geography, we can strengthen our
presence in Europe, and the Far East will offer new
potential. Of our current markets, Russia is highly
interesting because of its size and economic
growth, which are in a class of their own.

In Finland, Sanoma News has a very strong
position, which we can reinforce by using new
technological and digital opportunities wisely.
The future looks much brighter for Sanoma
News than for newspapers in general because of
the Division's strong market position and digital
expertise.

Anything is possible when our creative
and highly competent employees further develop
our company, facilitating growth. We can still
improve our high-quality training system, includ-
ing the Sanoma Academy, and make Sanoma an
even more attractive employer. This attraction

is enhanced by our healthy and highly valued
corporate culture.

Sanoma's attraction is also supported by the
great social significance of our business. The
content we create is based on freedom of speech, a
value fundamental to democracy. We respect local
cultures, contributing to preserving and further
developing national cultures and languages. Our
mission is to be the market leader in satisfying
people's need for information and education and for
an easier and happier life.



Paid services present the greatest chal-
lenges. Funded by advertising, media content is
increasingly free for customers, who often feel
that all content can also be reused freely. This
inevitably means that less professionally edited
content will be available, which is unfortunate
for culture, education and democracy. Faced with
gloomy outlooks, publishers are putting their
hopes on electronic readers to facilitate paid con-
tent and new types of attractive advertising.

So far, publishers have paid too much atten-
tion to increasing visitor numbers and the ensuing

A new era begins

anoma has developed strongly dur-
ing the past years. Its products and
services keep attracting millions of
customers every day. This is a good
starting point for future development.

We will continue focusing our business
operations and concentrate on media and
learning, and increasing sales within our on-
line business. We are looking for new business
opportunities: strengthening digital opera-
tions, promoting innovation, and increasing
co-operation also externally are the means
to reach organic growth. At the same time,

advertising volumes. The allure of free content,
however, is deceptive and may lead to a dramatic
decrease in publishing and publishers. Only the
strongest will survive, and the transition will re-
sult in paid content. Sanoma is among the strong-
est, but | sincerely hope that publishers have the
wisdom and willpower to think ahead and resist
the siren song of free content.

Jaakko Rauramo

Chairman

we will continue to foster and develop our
strong, familiar brands.

Our success depends on skilled people.
Our personnel play a key role when we strive
to create new services and markets through
innovation. Sanoma is full of professional,
enthusiastic and creative people. I am very ex-
cited to start my journey as the new President
and CEO of Sanoma.

Harri-Pekka Kaukonen
President and CEO as of 1 Jan 2011
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Digital media offer consumers and ad-
vertisers an exponentially growing selection of
different solutions. According to Global Entertain-
ment and Media Outlook: 2010-2014, a report
published by PwC, the key driver for the change
is ongoing evolution in consumer behaviour.

Already a year ago, the recession was
predicted to boost digital services, but the pace
of change has exceeded all expectations. This
development also highlights the speed at which
consumers are embracing new media experienc-
es. One example is the great success of tablets
or high definition (HD) services in the field of TV.

According to the estimates, the global
entertainment and media market increased by
2.6% in 2010, after having decreased by 3.0% in
2009. The growth rate is accelerating, predicted
to rise to more than 4% in 201 1. Growth is being
boosted primarily by advertising, a sector that
suffered from the recession more severely than
media consumption in general.

Key drwers for the change
in the media landscape

ANNUAL REPORT 2010

The digital sector recorded the highest growth
rates, with online advertising increasing by
approximately 9% in 2010. The growth rate pre-
dicted for 2011 is even higher: 11%.

Media moves along with the consumers.
Consumer behaviour — both customers' and
advertisers' —is changing rapidly together with
the technological development. The multi-front
digital revolution offers consumers an astonish-
ing abundance of choice. The number of televi-
sion channels, for example, has multiplied in a
short period of time. The content can be available
in print, online, on mobile devices as well as on
tablet devices. Consumers will have the key role
in developing new products.

Consumers' interest in mobile solutions is
increasing extremely rapidly, even though the
penetration of mobile services varies greatly by
country. In addition, consumers are more willing
than before to pay for flexible mobile services

Changes in consumer behaviour

Technological advances

Accelerating digital transformation

* Increasing fragmentation of
markets and consumers



that make life easier. Advertisers can combine
different media and devices in new ways, creating
countless marketing options.

The rise of social networking is not to be
forgotten. Media consumption is once again
becoming a collective social experience. The
combination of social networks, digital media and
mobility enables consumers to share their views
and opinions in various ways and media. Users

MEDIA MARKET DEVELOPMENT IN EUROPE

USD millions

may and will be increasingly engaged in the
media content production.

Digital media and fragmented media markets cre-
ate more opportunities than before. Most of the
growth comes from digital services, but tradi-
tional channels will continue to constitute most of
the revenues in the near future. New and widely
differing revenue models will be needed in future
to enable high-quality content.
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Our strategic objectives are:

«  Bethe market leader in chosen businesses
and markets

« Strengthen our focus on organic growth

+  Restructure our business operations according
to changing customer needs

+  Develop our organisation further and exploit
synergies across the Group

Our focus areas are:

Media

+ We will continue to grow in print and digital
media by taking good care of the core busi-
ness and becoming a stronger digital player.

Learning

+ We will constantly strengthen our position as
a leading European provider of learning
solutions. We will reach this
position by M&A and organic growth.

In retail, we are creating innovative retail
concepts and are focusing on developing our kiosk
operations and trade services.



Mission
To be the market leader in

satisfying people's needs for
information and education and

for an easier and happier life V i S i O n

To be the media company
of opportunities and
operational excellence

Strategic goal

To be one of the leading media
companies in Europe, with a
focus on sustainable growth

and profitability

Values

Dynamism

Our success is based
on dynamic thinking
and execution

Creativity Reliability
Creative work Creativity and

is the essence of reliability form the
communications basis of all our actions




Trghier focus on core businesses

n 2010, Sanoma focused on its core
businesses and restructured its busi-
ness operations by divesting Finland’s
largest cable TV operator Welho and
integrating its TV, radio and online gaming
operations — in the shape of Sanoma Enter-
tainment — with Sanoma Magazines.
Following the EUR 200 million divest-
ment of the Welho business in June, Sanoma
became the second-largest owner of the
Finnish telecommunications group DNA with
a 21% stake in the company. This strategic
holding provides Sanoma with valuable op-
portunities in the growing convergence that
is shaping the media and telecommunications
businesses.
In November, Sanoma announced that
it will integrate its divisions Sanoma Enter-
tainment and Sanoma Magazines, to create
Sanoma Media, with effect from 1 January
2011. This move enables the Group to lever-
age its TV and video expertise, which has

Our long-term growth target remains to grow net
sales faster than the growth of GDP in our main
operating countries and to achieve a EBIT margin of

been limited in reach to the Finnish market
so far, in the broader European marketplace.
New synergies can be generated with the
nearly 300 magazine titles as well as with
Sanoma’s leading online assets in many Euro-
pean countries.

12%. We will continue to carefully manage our bal-
ance sheet and target for a net debt to EBITDA ratio
below 3.5 and an equity ratio within 35% to 45%.

Target level 2010 (2009)
EBIT margin, % * 12 8.9(8.3)
Net debt/EBITDA <3.5 1.5(2.6)
Equity ratio, % 35-45 45.7 (41.4)
Gearing, % <100% 63.8 (79.4)
Capital expenditure, EUR million <100 85.7 (83.4)
Net sales growth, % Faster than GDP growth -0.2 (-8.7)

in main operating countries

Consumer media online revenues

EUR 240 million by 2012

151.0(132.2)

Dividend policy, %

Over half of the Group result for the

59.4 (122.0) **

period distributed in dividends

ANNUAL REPORT 2010

* Excluding non-recurring items
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‘Tremendously important'is how

Sven Heistermann, Sanoma's Chief Strategy
Officer, describes the significance of innovation
for the Group's future and in ensuring that it can
deliver on its promise of truly sustainable growth
and profitability.

We want to be sure that we are able to serve
our customers very well also in the future by
developing the existing portfolio, gaining an even
deeper understanding of customers and closely
working together with them, building new types

Chief Strategy Officer

of services and searching for adjacent markets.
Our employees play a key role in enabling this
development, and we are also looking for external
partners with whom we can do new business.

"The thousands of employees who work for
Sanoma around Europe are extremely creative,"
he says, "and we believe that, by tapping into
this resource pool in new ways, we will realise our
innovation intent and generate significant new
streams of revenue."

A number of tools will be used to promote and
enable innovation and organic growth, including
dedicated financial incentives related to growth,
a specific fund to support and finance innovative
ideas, expanded employee training modules, a
revitalised Sanoma Awards programme, and new
ICT tools for sharing ideas online.

ANNUAL REPORT 2010
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In 2010, Sanoma made a good operational result, thanks to efficiency
measures as well as the market recovery in Western Europe and Russia.
In 2011, we want to improve our strong market positions further.

ANNUAL REPORT 2010

Sanoma's operating profit excluding
non-recurring items amounted to EUR 245.4 mil-
lionin 2010. The recovering advertising markets
improved the result of our magazine, newspaper,
TV and online operations, and the learning busi-
ness also improved its profitability. The efficiency
improvement measures executed in 2009 further

contributed to the improvement of our profitability.

At the end of 2010, Sanoma had some 15,400 em-
ployees (FTE), i.e. some 1,300 less than a year ago.

Good dividend gield is one of the key char-
acteristics of the Sanoma share. In 2010, Sanoma
distributed 59% of the result for the period in
dividends, the dividend yield being 6.8%.

NET SALES, EUR MILLION
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IN 201 1, Sanoma's net sales and operating profit
excluding non-recurring items are expected to be
at the previous year's level. Both net sales and
operating profit are affected by the development of
advertising and private consumption in the Group's
countries of operation. The current outlook is based
on the assumption that the advertising markets

in the Group's main operating countries will grow
somewhat in 2011.

The focusin developing our operations will be
on new structures enabling better co-operation,
emphasising innovation and scaling up our digital
efforts. These are examples of how we actively
seek organic growth.

CASH FLOW FROM OPERATIONS, EUR MILLION
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Key figures

2010 2009 %
Net sales, EUR million 2761.2 2767.9 -0.2
Operating profit excluding non-recurring items, EUR million 245.4 229.5 6.9
% of net sales 8.9 8.3
Operating profit, EUR million 392.7 195.4 101.0
% of net sales 14.2 7.1
Result for the period, EUR million 297.3 107.1 177.6
Return on investment (ROI), % 16.2 8.9
Equity ratio, % 45.7 41.4
Net gearing, % 63.8 79.4
Dividend payout ratio, % * 59.4 122.0
Effective dividend yield, % * 6.8 5.1
P/E ratio 8.8 24.0 -63.5
Market capitalisation, EUR million 2628.0 2536.5 3.6
Number of employees at the end of the period (full-time equivalents) 15 405 16 723 -7.9
* Year 2010 proposal of the Board of Directors
STABLE DIVIDEND PAYER
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Cash flow from operations/share
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We have an extensive business portfolio of
products and services for both consumers and
corporate customers. Our customers need content
—we provide that for all channels.

Sanoma's business can be divided into three
areas: consumer media, learning solutions and re-
tail. In all these areas the Sanoma Group responds
to the ever-changing customer needs by trans-
forming and developing its business operations.

Sanoma wants to enhance its leading posi-
tions in consumer media in chosen markets. This
is achieved by utilising the strong print, online
and TV assets, Sanoma's trusted brands as well
as good customer relations. In the learning busi-
ness, Sanoma aims at strengthening its position

NET SALES BY DIVISION

26% 12%
OPERATING PROFIT EXCLUDING
NON-RECURRING ITEMS BY DIVISION
55% 20% 1%

as a leading European provider of learning solu-
tions by bringing added value to the customers
through new, innovative solutions. In retail, Sano-
ma wants to secure future growth by constantly
developing concepts, in kiosks and bookstores in
particular.

Until the end of 2010, the Sanoma Group com-
prised five divisions: Sanoma Magazines, Sanoma
News, Sanoma Entertainment, Sanoma Learning
& Literature and Sanoma Trade. As of 1 January
2011, a new division was established: Sanoma
Media integrated Sanoma Entertainment and Sa-
noma Magazines. Sanoma Media now creates the
paramount share of the Group's net sales compris-
ing 46% of the total.

@ sanoma Media
@ sanoma Trade
Sanoma News

Sanoma Learning & Literature

@ Sanoma Media
@ Sanoma Learning & Literature
Sanoma News

Sanoma Trade



Sanoma

MEDIA
Net sales EUR million 1300
Operating profit EUR million * 146
Personnel *x 5419

Sanoma Media publishes
around 300 magazines and
a multitude of websites
and applications. It includes
Sanoma's TV and radio
operations. The Division,
operating in 12 European
countries, actively reaches
out to an audience of mil-
lions of consumers and aims
to strengthen its market
leading positions in each of
the markets it operates in.

*EBIT excluding non-recurring items

§3Sanoma

Sanoma

NEWS
Net sales EUR million 438
Operating profit EUR million * 47
Personnel #x 2016

Sanoma News is the lead-
ing newspaper publisher

in Finland. Its printed and
digital products have a
strong presence in the lives
of their readers. In addition to
Helsingin Sanomat, the larg-
est daily in the Nordic region,
Sanoma News publishes
other national and regional
newspapers and it is also one
of the most significant digital
media players in Finland.

*% Personnel at the end of the period (FTE)

NET SALES DISTRIBUTION

000000

Retail Advertising
sales

Subscription Single

sales copy sales

Learning

Sanoma

LEARNING & LITERATURE

Net sales EUR million 350
Operating profit EUR million * 53
Personnel #x 2656

Sanoma Learning

& Literature, operating in 14
countries, is a leading European
provider of learning materials and
solutions in print and digital for-
mat. The Division has growing in-
ternational business information
and language service operations.
Sanoma Learning & Literature is
also the leading general literature
publisher in Finland.

Other

Sanoma

TRADE
Net sales EUR million 726
Operating profit EUR million * 19
Personnel #x 5149

Sanoma Trade is a retail
specialist operating in five
countries. Its strengths lie

in a thorough understand-
ing of customers' needs and
solid concepts. Sanoma Trade
serves its customers in 200
million annual sales contacts
at kiosks, bookstores and
movie theatres. The trade
services business is a strong
link between publishers and
retailers.

ANNUAL REPORT 2010



Sanoma's well-known brands connect
with millions of people at every stage of life, pro-
viding them with information, education, enter-
tainment and inspiration, every day of the year.
We have operations in over 20 countries.

We are market leaders in most of our opera-
tions. We can offer the best for our customers:
the most compelling content, the best brands to
advertise in, the most inspirational methods for
learning. Market leading positions offer stability to
our employees and investors.

Sanoma's roots run deep in its operating coun-

strong online assets across borders, and com-
bining our print, TV and online assets in a fresh
way, we are able to offer our readers, viewers and
listeners something completely new. We are also
actively looking for possibilities to expand our
operations through acquisitions.

Combined with efficient distribution, our
market leadership, high-quality products and ser-
vices, as well as our ability to really listen to our
customers help us reach our goal: to be one of the
leading European media companies — a company
of opportunities and operational excellence.

tries in the European media markets: our products
have been existing in Finland, the Czech Republic,
Belgium, the Netherlands and many more coun-
tries for over 150 years. Sanoma generates about
half of its revenues from outside Finland, the
most important countries being the Netherlands,
Belgium, Russia and Hungary.

We want to grow our operations: through
innovative new concepts, leveraging our existing

NET SALES BY GEOGRAPHIC AREA

@rinland
@ The Netherlands
51% 23% 9%

Russia, Ukraine and CEE

Other countries

Finland (9213) The Netherlands (2555) language services movie theatres

Bl services digital media learning solutions trade services
bookstores learning solutions magazines

digital media magazines Poland (936)

general literature press distribution Lithuania (1043) learning solutions
kiosks . kiosks

language services Hungary (1389) movie theatres

learning solutions digital media trade services Belgium (684)
magazines learning solutions digital media
movie theatres magazines learning solutions
newspapers Estonia (967) magazines
printing Russia (1330) bookstores

trade services Bl services digital media

TV and radio digital media . kiosks
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Finland

Russia

UK

@ Estonia

The Netherlands

Belgium
Lithuania Latvia
Poland
The Czech
Republic
Slovenia
@ Croatia Hungary
Ukraine
Romania
Serbia
@ Bulgaria

In addition, the business
digital media . digital media . Bl services information provider Esmerk
kiosks . magazines 0 language services operates in France, Germany,
magazines Malaysia and Sweden and the
trade services language services provider

. digital media . digital media AAC Global in China, Denmark,
. magazines . magazines Norway and Sweden.

kiosks Bertmark operates in Sweden.
movie theatres
trade services . magazines

Number of personnel in Swe-

den 107, Malaysia 31, Germany
digital media . digital media 15, France 15, China 4 and
magazines . magazines Denmark 1.
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noma Media
-

19.3%

growth in afyertising
revenue further
strengthened Me Naiset's
position as the second
biggest magazine title in
Finland measured by media
sales. Finland's biggest
women'
numbe
sales of

(TNS LIGE

Sanoma Magazines Finland's customers have voted
the company's Media Sales organisation the best in
Finland for the third time in row in 2010. In the

photo Sales Manager Paula Peltola is presenting
new solutions to L'Oréal Finland's Division Director

Marko Kulta and Marketing Manager Katja Ahonen.






SANOMA MEDIA

A broader palette of capabilities

NET SALES BY BUSINESS

4%

16%

@ The Netherlands

@-rinland

CEE

Belgium

Other businesses
Including Sanoma

Entertainment
and Aldipress

) ANNUALREPORT 2010

“The Division went from strength to
strength in 2010," says Eija Ailasmaa, President
and CEO of Sanoma Media. "We started the year
cautiously after the recession-related challenges
of 2009. By the second half, however, our busi-
ness was already moving ahead and we recorded
a very positive performance for the year as a
whole."

Progress was most marked in Western Europe,
where Sanoma Magazines was able to grow its
market share in Finland, the Netherlands and
Belgium. The Russian business also experienced
a strong economic comeback. The strength of
Sanoma Magazines' portfolio and the power of
its brands proved a critical asset. "The way our
business bounced back in 2010 is really down to
our best brands. In many cases they are now even
stronger than they were before the recession,"
says Ailasmaa.

"One of our top performers was the Finnish
women's title Me Naiset, which increased its read-
ership, circulation and advertising revenue in an
otherwise stable market," says Ailasmaa. "Libelle
is also a very dynamic force, further strengthened
with exciting line and brand extensions. In the
Netherlands, we introduced Libelle Academy, a
new way for people to learn and improve capa-
bilities around typical Libelle topics. In Belgium,
Libelle has embarked upon a super brand strategy
to leverage the brand, introducing new specials,
new events, and even licensing the brand to pro-

duce Libelle bread. Another strong brand is Cos-
mopolitan. In 2011, we'll be publishing ten local
editions, now also in Croatia through Adria Media
Zagreb. And Cosmo Russia remains in a class of
its own. Their annual Shopping Night has drawn
more than 120,000 Cosmo Girls in a single night,
and the Cosmo-branded credit card surpassed the
magic number of 200,000 subscribers."

Focusing on strong brands is also a strategy
that is working for online and mobile media.
“NU.nl, for example, has become a ubiquitous
news brand in the Netherlands, it's everywhere,"
says Ailasmaa. "This has continued over into
tablets and smartphones, where NU.nl is quickly
building a similarly dominant position as in online.
Traditional newspapers are lagging behind in
comparison."

But the overall performance in online was very
satisfying as well. "Online has traditionally been
one of our fastest growing activities. The reces-
sion decreased its growth pace, but the develop-
ment both in sales and profitability is now once
more very good," says Ailasmaa.

"One of the most high-profile devel-
opments highlighting the changes shaping the
media landscape in 2010 was the launch of the
iPad," says Ailasmaa. "The iPad, the other tablets
that are following, as well as the spread of smart-
phones, are opening up what could be an exciting
new era in publishing. Although it's still too early
to judge its impact or which publications are likely
to gain the most, | believe we need to get on board
early —and that's what we're doing. I've been very
impressed by how our editorial teams are embrac-
ing the new opportunities offered by tablets in
terms of for instance richer content and more
interactivity." Viva and Autoweek in the Nether-
lands, Cosmopolitan in Russia, Goedele in Belgium
and Gloria in Finland were just some of the titles
to launch iPad editions in 2010. In addition, >



SANOMA MEDIA

OPERATING PROFIT EXCLUDING
NON-RECURRING ITEMS,

NET SALES, EUR MILLION EUR MILLION PERSONNEL (FTE)
1500 1156 1238 1247 1111 1300 150 . 126 140 133 113 146 6000 5008 5322 5900 5191 5419
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* Excluding Sanoma Entertainment and Aldipress that were integrated into Sanoma Magazines to form Sanoma Media as of 1 January 2011

Adduicted to Libelle

he primacy of the reader is key in

the magazine business, but few have

pioneered brand success quite as

far as the Flemish women’s lifestyle
magazine Libelle, which has spin-offs, exten-
sions, sponsored events, crossovers to television
and the web. Inge Bubbe, a new mother at 39
and devoted Libelle reader, shares her insights.

“When I started reading Libelle at seven,
I was already interested in fashion. I would
report to anybody who would listen about the
shoes, trousers, dresses and the other cloth-
ing I had seen. As long as I can remember my
grandmother and aunts have read Libelle.
With the birth of my first child last Septem-
ber, the Libelle lifestyle has continued to
open up. I now read all the motherhood and
baby-related articles in Libelle Mama! and
in the Mama & Co section on the Libelle.be
website.

No other magazine on the Belgian market
measures up to Libelle in terms of its warm
and cosy feeling. Without doubt my favourites
are Monique’s recipes and the ‘The Little
Black Dress’ in the fashion section. The ‘Help
Line’ is full of useful tips; I recently clipped
out an article on inheritance for a friend. I've
tried a few of the interior décor and do-it-
yourself ideas.

I buy the cooking spin-off Libelle Lekker!
off the rack. It is the best food magazine on
the Belgian market. It’s 100% Flemish, uses
local ingredients, and includes international
recipes, tips and culinary tricks. Yesterday I

served a simple Libelle recipe for meatballs
with tomato sauce to my two nephews (ages
2 and 3). My sister-in-law remarked she had
never seen them eat with such gusto! Libelle

has made a huge difference in how I shop for
food. I now distinguish potato varieties and
prepare broths in advance. In the morn-
ing, our whole family enjoys Libelle Lekker!
bread.

My husband, a magazine addict, also
reads Libelle from cover to cover. He fortu-
nately likes Libelle Mamal, too, so we share.”
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already over forty iPhone apps have been
launched, as well as applications for other mobile
platforms. "This has been an ongoing process,"
says Ailasmaa, "with each app building on the
experience gained with the previous one. This

is driven by the so-called Apps Factory that we
established in Hungary on the back of our existing
digital capabilities there.

"The dedicated team in Budapest has been
involved in most of our app launches and we have
had roving ambassadors going from country to
country. This has really speeded things up and
proved a good way to stay ahead of the game. And
we really are at the forefront: the Hungarian Story
and the Dutch Viva iPad apps were ranked as the
second and third best apps in the world out of
more than 1,000 newspaper and magazine apps
in 2010. In Hungary, the number of iPhones in use
equals the number of downloaded Sanoma apps,
so you could almost say there is not an iPhone
without a Sanoma app on it!"

Internally, enterprise resource planning (ERP)
and other ICT expertise is being increasingly
shared between different countries to promote
best practices and reduce duplicated investments.
Local teams can also draw on the resources of the
Advertising Research Centre, based in Belgium, to

provide more comprehensive support for advertis-
ers. "We are really making headway this way, be-
coming a more integrated company and contribut-
ing to synergies," Ailasmaa comments.

The decision to create Sanoma Media by
integrating Sanoma's international magazine, on-
line & mobile media and TV operations was a very
important one for the Group and very much in line
with its vision of the media future, according to
Ailasmaa. "It reflects the media convergence that
we're seeing all around us, and will give us access
to new opportunities. Our integrated business will
give a completely new growth platform in multiple
markets across Europe across different media
platforms. | believe Sanoma Media represents a
perfect fit and a major step forward, bringing our
agendas much closer together."

"The challenge in 201 1 willbe to
continue nurturing Sanoma Media's existing
businesses and actively explore new opportuni-
ties, while keeping a firm check on costs," says
Ailasmaa. "In particular, we'll be developing our
strategy to utilise our expanded media portfolio.
We are especially aiming to expand in audio-
visual. We believe that media should be inspiring
and enjoyable, serving consumers where and
when they want. That's why we want to use our
strong consumer insight to service them and our
business-to-business clients in their various me-
dia choices, creating a growth platform for many
opportunities. Sanoma Media really is a company
of opportunities!"

0 Please read more: Sanomamedia.com

Apps factory boosts development

Sanoma Media has set up an international
App Development Programme, to boost mobile
and tablet application development and lever-
age international learnings. The programme
includes the set-up of a in-house app develop-
ment centre in Hungary to produce mobile ap-
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plications for the whole Division and to build
up internal expertise and software databases.
The App Development Programme efficiently
combines expert knowledge with a short time-
to-market, allowing Sanoma Media to launch
proven concepts quickly across its markets.


http://www.sanomamedia.com/

Integration of magazine publishing,

TV, radio and online services

Mood for Magazines

Sanoma Digital
The Netherlands

Woonbeurs Amsterdam
Consumer fairs

Press distribution

EPN International
Jervi
SBPP

Average sold

NETHERLANDS  perioate”

Libelle 445 475

Donald Duck 308 067

Margriet 252 612

Linda 159 993

Story 128 500
RUSSIA

Cosmopolitan 767 333

Men’s Health 178 250

Good Housekeeping 218 000

Yes! 103 167

Popular Mechanics 145 500
HUNGARY

Story 246 237

Nok Lapja 239 990

Szines RTV 200 230

Best 117 896

Meglepetés 98 566
BELGIUM

Libelle 226 300

Humo 214 200

Story 163 4,00

Flair 160 900

TeVe-Blad 137 400
FINLAND

Aku Ankka 308 837

ET-lehti 237 248

Kodin Kuvalehti 174 546

Me Naiset 147 995

Hyva Terveys 126 464

Suomen Rakennuslehti
Egmont Kustannus

Central Europe
Sanoma Budapest
Sanoma Media Praha

South East Europe
Netinfo (Bulgaria)

Sanoma Bliasak Bulgaria
Sanoma Hearst Romania
Sanoma Digital Romania

Sanoma Media Ukraine
Russia and CIS

Sanoma Independent Media

Adriatic Region
Adria Media Ljubljana
Adria Media Serbia
Adria Media Zagreb

Hansaprint
Printing
Unique visitors
(monthly average)
NETHERLANDS
nu.nl 54 805 000
startpagina.nl 43 9444 000
weblog.nl 26 948 000
kieskeurig.nl 24 609 000
sportweek.nl 23 053 000
HUNGARY
startlap.hu 1 169 000
nok lapja cafe.hu 207 000
story.hu 169 000
figyelonet.hu 166 000
hotdog.hu 140 000
BULGARIA
vbox.bg 4 808 000
abv.bg 4 477 000
gbg.bg 1 702 000
vesti.bg 1 281 000
svejo.bg 1 004 000

SANOMA MEDIA

Nelonen Media
TV and radio operations

Sanoma Games

-

President and CEO
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Television holds its own
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"Only a couple of years ago, many pre-
dicted that television would die, but these predic-
tions have turned out to be premature. The fact is,
television is leading advertising growth among the
major media," says Anu Nissinen, President of
Sanoma Entertainment.

According to Nissinen, the living picture is
such a strong element that television has not just
survived, it has positively thrived in the changing
media landscape. Amid this transformation, how-
ever, it is important to stay tuned in to the chang-
ing business environment, as well as the needs of
consumers and advertisers.

"On the basis of our strengths, we must be
able to create carefully designed, comprehensive

solutions for different platforms and user groups,"
says Nissinen.

The Sanoma Entertainment business consists
of Nelonen Media, a Finnish company specialising
in television and radio operations, and Sanoma
Games, which produces online game services. The
product portfolio includes eight television channels
and two radio channels.

Television channels continued to perform
strongly in 2010, with the lifestyle channel Liv
attracting the highest number of new viewers.
Launched initially on the cable network, Liv began
broadcasting on the terrestrial network in Decem-
ber 20049.

President



"Our main channel, Nelonen, has held its own
very well," Nissinen says. "We have successfully
launched Finnish versions of popular international
formats, such as Clash of the Choirs, Talent and
Come Dine with Me. Hit shows also include Tourist
Guides, which is based on a Finnish programme
format."

Television shows are complemented by multi-
channel concepts for viewers and advertisers.
These concepts can cover several TV and radio
channels, as well as online services.

In addition, the concepts are supported by
Ruutu.fi, a popular web TV service that enables
viewers to catch up with television programmes
at a time of their choosing. The service also offers
access to bonus clips and other material related to
television and radio shows.

"I believe that web TV will continue to grow.
Internet-enabled television sets will increase in
popularity, as will other terminals, such as tablet
devices. Tablets will make an excellent device to
watch television on," says Nissinen.

The internet and social media

offer new opportunities to introduce interactive
services. The Radio Rock Facebook group is an
excellent example: the group has almost 100,000
fans, making it one of the most popular fan sites in
Finland.

"Social media also create unexpected phenom-
ena that can be used as a basis for new products
and concepts," Nissinen points out.

Understanding the changing needs of viewers
and advertisers is a core competitive strength that
enables accurately targeted services.

SANOMA MEDIA

NELONEN MEDIA'S
MARKET SHARES

"It's crucial for all employees to see and understand
the big picture. This understanding is essential to
content production and other operations, and all
processes must be adjusted accordingly," Nissinen
stresses.

15.1%

Successful game services also require an
awareness of customers' needs. Sanoma Games of-
fers some of the most popular online game services
in Finland, including the Liigaporssi fantasy league,
which was created in collaboration with the quality
tabloid llta-Sanomat.

"The fantasy hockey league is a prime example
of a concept that includes multiple products offered
by the Sanoma Group," Nissinen says.

The strategic objective of Sanoma
Entertainment is market leadership in its chosen
target groups in commercial television and radio
markets. In game services, Sanoma Entertainment
seeks concepts that can be expanded internation-
ally. A good example is Liigapdrssi, which has been
localised in Finland, Sweden and Germany.

At the beginning of 2011, sanoma
Entertainment and Sanoma Magazines became
Sanoma Media. According to Nissinen, combining
Sanoma's TV and online game operations with its
international magazine, online and mobile busi-
nesses offers interesting new opportunities.

"Sanoma can use its Finnish television ex-
pertise internationally and strengthen its market
position in Europe. Existing services can be comple-
mented with entirely new media products. | think
we have only seen the beginning."

ANNUAL REPORT 2010

National viewing share in Finland

@ Commercial viewing share in Finland
@ Share of Finnish TV advertising

Share of Finnish radio advertising
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Sanoma News

oma News'
oroducts reach

of all Finns

of the capital
region

of 30-39-year-olds

Finnish consumers have twice chosen
Helsingin Sanomat’s customer service
as Finland’s best phone service in a
survey carried out by Taloustutkimus.
Sanoma News’ joint customer service
receives approximately 800,000 calls a
year. Pictured is Sales Representative
Sanna Lintunen.
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Growth through
a multi-channel approach
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"We laid the foundation for a success-
ful 2010 by investing in improvements during
the recession," says Pekka Soini, President of
Sanoma News.

Sanoma News clearly demonstrated its per-
formance potential in 2010. The market improved
in March and exceeded all growth expectations
throughout the rest of the year. The Division
witnessed multi-channel growth, with both print
and digital media significantly improving their
performances. For example, in the daily newspa-
per Helsingin Sanomat job advertising and real
estate advertising showed double digit growth,
and the Oikotie.fi online classified service recorded
staggering growth of almost 100%.

As aresult of the improvements implemented
during the recession, Sanoma News was in a good
position to increase its advertising market share in
2010. The Oikotie.fi service, for example, assumed
the role of market leader in online job advertising
in Finland, and llta-Sanomat increased its share of
the quality tabloid market. In other words, finely-
tuned business operations and the improved mar-
ket made it a year of success for Sanoma News.

NET SALES BY BUSINESS

43%

24% 15%

@ Helsingin Sanomat
@ Other businesses
Other publishing

llta-Sanomat

As the largest media company in
Finland, Sanoma News can push forward with
superior product development. With net sales of
EUR 45 million, digital media constitutes about
10% of the net sales of Sanoma News. It is worth
noting that digital media alone would make Sano-
ma News a significant media company in Finland.

"We've reached a point of critical mass, which
creates synergy benefits for content production
and technical development, as well as sales and
marketing," points out Soini.

The Online Performance Unit offers advertis-
ers analyses and tools for targeting advertising at
very precise and specific groups in digital media.
To take a concrete example, this means that car
advertising can be targeted at people who have
been reading car-related articles or clicking car
advertisements before.

llta-Sanomat demonstrated its flexibility and
innovation by publishing a number of hugely pop-
ular supplements. The extremely popular Winter
War edition in 2009 sold around 110,000 copies,
and the hit product in 2010 was the supplement
about former Finnish President Urho Kekkonen.

Unique weekly
visitors
week 3/2011

lltasanomat.fi 1772573

HS. fi 1299 830
Taloussanomat.fi 673 006
Huuto.net 619 289
Oikotie.fi 444 577
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OPERATING PROFIT EXCLUDING
NON-RECURRING ITEMS,

NET SALES, EUR MILLION EUR MILLION PERSONNEL (FTE)
457 481 475 429 438 61 68 57 | L7 2329 2373 2449 2306 2016
600 70 3000
500 60 2500
400 50 2000
300 40 1500
30
200 20 1000
100 10 500
0 0 0
‘06 '07 '08 '09 10 ‘06 '07 '08 '09 '10 ‘06 '07 '08 '09 10

One-stop shopping

tarting in August 2010, Sanoma

News embarked on a new cross-

media sales initiative that provides

customers with one source for all
advertisement needs. The goal for Sanoma
News is to be the cross-media sales leader in
Finland by 2013.

This effort is no small undertak-
ing, as the portfolio includes 730 different
products, which, when added together, form
media combinations in the tens of thousands.

One of the customers to benefit from
cross-media sales is Kesko, a company that op-
erates in the food, home and speciality goods,
building and home improvements, and car
and machinery trades. Kesko has about 2,000
stores engaged in chain operations in the Nor-
dic and Baltic countries, Russia and Belarus.

For a company this diverse, concen-
trating sales means having one discussion
partner for its weekly advertising needs.

“The fact that a Sanoma News representa-
tive understands not just one publication but
a larger spectrum of media channels opens a
broader range of possibilities for us,” says
Ari Rissanen, Marketing Manager, Kesko
Food Ltd. Kesko Food manages four popular
K-food store chains in Finland.

“I also see that it provides new ave-
nues for Sanoma News. Increased advertising
is possible when representatives of Sanoma
News can explain to customers the complete
package of offering possibilities.”

The history between the two compa-
nies goes back 70 years, with the founding of

Kesko. Co-operation started in the 1940s with

printed advertisements in newspapers but has

since moved also to the digital environment.
As media widens to include the online

forum, Kesko is now looking into new ways
to engage customers. How Kesko customers
respond to advertisements that include video
streams, for instance, means the two parties
have to co-operate ever closer.

“As Sanoma News enters into new ser-
vices, it is important that we have discussions
on how we can best serve our target market.
We understand our customer base and Sano-
ma News understands media. Communication
between us is vital,” Rissanen smiles.

“Because the Sanoma News media outlets
are attractive to readers all over Finland makes
it also an attractive place for us to advertise.”
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President

Innovation can also come from the combi-
nation of existing resources. The Omakaupunki.fi
website is a new product concept that enables an
exceptionally high degree of reader participation.
The content for the site is created in co-operation
with the editorial offices of the free sheet Vartti
and Helsingin Sanomat.

In 2009, the online financial daily Taloussano-
mat was integrated into the quality tabloid llta-
Sanomat, which created synergy benefits. The
Taloussanomat.fi website attracted more visitors
than the competition, considerably improving its
performance during 2010.

"The decision to combine these two media

Major digital player

ANNUAL REPORT 2010

products has been a success. Taloussanomat
creates a new kind of financial content for Ilta-
Sanomat, and llta-Sanomat.fi in return brings
more visitors to the Taloussanomat.fi website,"
explains Soini.

In addition to efficient resource management,
the multi-channel approach requires focus. With
this in mind, Sanoma News sold the Lehtikuva pic-
ture agency to the Finnish News Agency (STT) and
transferred the Esmerk business information and
media monitoring company to Sanoma Learning
& Literature. In addition, Sanoma News sold five
local papers to the Lansi-Savo Group.

"These transactions allow us to focus on our
core businesses, and the new owners are able to
offer more opportunities for further development,"
says Soini, clarifying the reasoning behind the
strategy.

In addition to content, sanoma News has
also applied the multi-channel approach to sales.
The Cross Media Sales unit has developed into a
one-stop service that helps advertisers to choose

Sanoma News increases its share of digital
operations and creates new sources of rev-
enues by enhancing ils product and service
portfolio.

Sanoma News is a major digital opera-
tor: at EUR 45 million, digital media repre-
sents about 10 % of its net sales. Oikotie.fi,
now the leading recruitment site in Finland,
recorded the highest increase in online adver-
tising revenues.



the right mix of channels to get their message
across. The unit also creates and offers service
packages based on customers' needs, which guide
all product development directly and concretely.

Correspondingly, content producers always
consider how specific content works in different
channels. The journalists of the food section of
Helsingin Sanomat, for example, can produce an
article for the printed version and a recipe for the
website and include both in a book.

The emergence of new devices adds to the
selection of channels. Recently, Helsingin Sanomat
became available on Apple's iPad on the same week
the device was officially introduced in Finland.

"Brands become increasingly important, and
the challenge we face is to introduce products that
customers are willing to pay for. New products
cannot survive on advertising income alone," says
Soini.

However, these changes also create opportunities
for media companies, and large media companies
are better positioned to develop solutions rapidly
for new devices.

"Naturally, we will adapt to all leading systems
that are introduced on the market," Soini says.

The new media world calls for structural
changes and new competencies. The new sales
organisation, which was introduced in August,
offers customers comprehensive solutions in ad-
dition to advertising spots. The work of salespeo-
ple has changed considerably due to technological
advances, as has the work of journalists.

"In response to the transforming media land-
scape, we offer our employees continuous oppor-
tunities for basic training and further professional
development," says Soini.

e Please read more: Sanomanews.com

The leading newspaper
publisher in Finland

Helsingin Sanomat
Daily newspaper and its
supplements

Radio Helsinki

Local radio station

llta-Sanomat
Tabloid and its
supplements
Veikkaaja
Sports and
betting weekly

Taloussanomat
Financial information

Eteld-Saimaa
Kouvolan Sanomat
Kymen Sanomat
Uutisvuoksi

Local paper

Metro
Vartti

Oikotie.fi
Huuto.net
Auto2y4.ee
Keltainenporssi.fi

SANOMA NEWS
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SANOMA LEARNING & LITERATURE

Continuing the transformation

NET SALES DISTRIBUTION

@ Non-digital
Digital

.Goods/books

Services
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"We made clear progressinall areas
of the business during 2010," says the CEO of
Sanoma Learning & Literature, Jacques Eijkens,
"with increased sales and a stronger result over-
all compared to 2009. Although we can thank our
continued emphasis on keeping costs in check
and improving internal efficiencies, our next
generation renewed digital offerings for teachers
and pupils are definitely paying off."

In May 2010, Polish-based Young Digital
Planet (YDP), a leader in educational software
and e-learning technology, became 100%
Sanoma-owned following the buyout of the com-
pany's minority shareholder.

"This further strengthens our already strong
position in Poland, where textbook publisher
Nowa Era is continuing to build on its excellent
success in responding to the needs brought
by the curriculum reform at the primary and
secondary school levels in 2009. Our school
management systems offering is also doing well
in the country. Now with the change at YDP, we
will be even better placed to leverage our existing
resources in one of Europe's largest educational
markets."

NET SALES BY BUSINESS

@ Learning

@ Literature and other businesses

Language services

Sanoma also took its first step in the learning
business in the Russian market in 2010, setting
up a joint venture in Moscow with a leading local
educational publisher to develop new generation
teaching materials for three subjects, drawing on
Sanoma's digital expertise.

In language services, AAC Global con-
tinued to pursue its commitment to being close
to its customers by opening an office in China,

its first outside its core operations around the
Baltic Rim. Its B2B offering was also consolidated
with the transfer of the business information and
media monitoring service provider Esmerk from
Sanoma News.

"“In general literature, major restructuring
took place at WSOY," continues Eijkens.

"This was driven by a desire to provide a solid
foundation for future growth and development
that will benefit the company's long-term pub-
lishing capabilities and ultimately be in the best
interests of its authors and its readers. | believe
that WSOY is now significantly better prepared
for the future across its offering, whether in fic-
tion or non-fiction, in audio books, or e-books."

[ 4
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OPERATING PROFIT EXCLUDING
NON-RECURRING ITEMS,
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Oput helps teachers manage theur time

ext Wednesday will be sports
day at school. Messages such
as this were once memorised
by schoolchildren as notes for
their parents. Then came notebooks into
which teachers pasted printed messages.

Tiina Korhonen knows from experience
how much time and energy communication
can consume. As vice-principal of Koulumes-
tari School in Espoo, she has strived to im-
prove collaboration between the school and
homes. Today, teachers write messages for
parents in electronic notebooks. With their
own user IDs, parents and pupils can access
these notebooks from the Opit online service.

“Teachers can send messages to parents
anytime and anywhere, making their job eas-
ier,” Korhonen says. Urgent messages can be
sent to parents’ mobile phones, and teachers
and parents can also communicate by e-mail.

Created by WSOYpro, the Opit service of-
fers collaboration tools that were developed
in co-operation with users. Based on teach-
ers’ needs, the service includes a calendar
with a space booking function, as well as
blogs and chats.

Korhonen knows what she is talking about
as she is currently working on her doctoral
thesis concerning the use of information tech-
nology for collaboration between schools and
homes. For her thesis, Korhonen has inter-
viewed teachers, pupils and parents.

Parents are particularly pleased with the
online portfolios that children can use to dis-
play their school projects. Pupils can also pub-

lish images and reports about school events.
“The Opit service offers elementary

school students a safe environment for learn-
ing how to use social media,” Korhonen
explains. Although parents joined the system
only recently, the Opit service has offered
Finnish schools an e-learning environment
for ten years. The service includes tools and
content that can be used to study different
subjects at school and at home. According
to Korhonen, the Opit online service turns
things like multiplication tables into fun
games.

“Children keep asking when they can
play again.”

ANNUAL REPORT 2010
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“By continuously
Innovating our
offerings, we
can provide our
customers with
the best solutions
for their needs
and create the
best foundation
for our future
growth.”

Innovation has been a central factor
behind our approach to meeting the evolving
needs of teachers, schools and students for some
time, and is something that Jacques Eijkens wants
to foster even more in the future —in line with
Sanoma's overall emphasis on innovation.

¢ companies are transferring more and
trategic functions closer to growing

is and more cost-efficient locations.
ching e.g. a new production facility in
erging country has many challenges.
of the most critical ones is lo oversee
ansfer of all the needed knowledge and
spertise.

AAC Global has on top of its standard
services built a solution to facilitate this

P o
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Jacques Eijkens
CEO

"We're seeing a process of transformation un-
derway in the world of learning, and it's one that
we want to help lead by maintaining a dynamic
dialogue with the teaching community and un-
derstanding how we can provide schools with the
best solutions. While the traditional textbook will

cilitates the knowledge transfer

type of knowledge transfer. The solution
includes content creation, wide-scale trans-
lation and localisation work, multimedia
learning and for example business simula-
tions. The end result is accelerated transfer
of critical knowledge to ensure smooth ramp-
up of operations in new locations.



continue to be a vital teaching aid for many years
to come, other tools, particularly digital ones, are
becoming more important all the time.

"New technology is obviously part of the equa-
tion, because it often drives new opportunities,
and for sure it helps to make teachers' work easier
or learning more rewarding for children and young
people. But where it can really help is facilitating
the provision of more personalised teaching, and
that's what we're focusing on."

Reflecting this focus, theinternet-based
Opit service in Finland, which combines an elec-
tronic learning environment with high-quality
content, was extended in 2010 with a new parents
module to enhance the parent/teacher/school
relationship. In the Netherlands, a new online
testing module has been introduced for pupils in
secondary schools.

"The response to the new addition to the Opit
system from both parents and teachers has been
very positive. In the Netherlands, the new module
has helped save time for teachers and proved
motivational for students as well."

While concepts like these have the potential
for application in Sanoma's other markets, Eijkens
stresses solutions will be difficult to export as such.

"Individual markets are too different for this,
but our expertise and resources enable us to take
what we learn in one market, in terms of concepts
and platforms, and adapt it to the needs of others,
creatively — and we have a constantly evolving
solutions roadmap for doing just that," he says.

Sanoma has taken the initiative for an in-
novation programme to foster the transformation.
Simultaneously a new leadership programme will
be launched which is intended to promote leader-
ship skills among senior and middle managers to

manage the transformation. The programme will

be rolled out in 2011.

In terms of future goals, Eijkens says
that the Division continues to be aiming at becom-
ing one of the top three in learning in Europe.

"Our goal for language services is to further
strengthen AAC Global's multilingual content
management capabilities. We want to ensure that
international companies can continue to rely on us
in dealing with the challenges associated with do-
ing business in sometimes very different cultures
around the world.

"“In general literature, we want to use the
benefits of the reorganisation to revitalise WS0Y's
offering, attract new authors, develop new mar-
keting initiatives and above all, win new readers."

0 Please read more: Sanoma-Il.com

SANOMA LEARNING & LITERATURE

A leading learning material and solutions
provider in Europe, the leading language
services provider in Nordic markets and the
leading general literature publisher in Finland.

Malmberg

The Netherlands
Nowa Era

Poland
NTK-Perfekt
Hungary

WSOYpro

Finland

Van In

Belgium

Young Digital Planet
Poland

Sanoma Learning Russia
Russia

AAC Global

Finland, Sweden,Denmark,
Norway, UK, Russia, China
Esmerk

Finland, UK, Sweden, Germany,
France, Russia, Malaysia

WSOY (general literature)
Finland

Bertmark
Sweden

Bookwell (printing house)
Finland

Kirjakeskus (logistic centre)
Finland
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SANOMA TRADE

Major changes in the making

NET SALES
BY BUSINESS

12 %

@ Kiosk operations

@ Trade services*

Bookstores

Movie operations

Sanoma Trade sowed the seeds of com-
prehensive concept reform in all its businesses
during 2010.

Sanoma Trade's largest business, kiosk opera-
tions, serves as the role model for this reform. In
2010, the Division tested new kiosk concepts that
will mean customers can enjoy wider selections
and new products, such as deli snacks. The best
of the concepts being tested will be adopted and
introduced around Finland during 201 1, with the
goal of transforming the entire kiosk chain within
the next three years.

“Concept development will continue as we aim
to improve our performance kiosk by kiosk. Each
newly revamped kiosk should be better than the
previous one," says Timo Manty, President and
CEO of Sanoma Trade.

The concept reform is based on adjusting prod-
uct selections to meet local demand: each kiosk
must provide services that are closer to the actual
needs of its own customers. Although selections
will be local in nature, they will still have the same
core elements, that is, gaming products, conveni-

customer encounters and best location.

In Finland, the new legislation on opening
hours will affect the location of kiosks. Large stores
are now allowed to open their doors on Sundays,
which, in some areas, has changed customer be-
haviour dramatically.

"“As aresult of the changes in customer
streams, we will relocate many of our kiosks within
the next two years," explains Manty.

Unregulated opening hours have affected the
sales of individual products at kiosks. Despite
reduced visitor numbers, however, total sales were
as high as those reported in 2009, although this
was mainly because of the success of new services.

Suomalainen Kirjakauppaiis also under-
going reform. The bookstore chain is modernising
its stores, applying many of the principles used in
the kiosk concept reform. The bookstore reform in-
volves new services that will be tested in a number
of pilot stores. Product selections will be adjusted
on the basis of customer feedback, meaning less
popular products will be replaced with those that
are considered more desirable.

ence goods, delicacies, services, entertainment,
deli snacks and gifts. Kiosks will also continue to
share the same strategic goals: best concept, best

* Excluding Aldipress that was transferred
to Sanoma Media as of 1January 2011

Among other new ideas, the first pilot bookstore
featured theme-based product displays. Art books »
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New experiences in bookstores

n November 2010, a Facebook friend

of Sanna-Liisa Kiiskinen suggested

that she visit the revamped Suoma-

lainen Kirjakauppa in Kuopio, her
hometown. This was the beginning of a lively
discussion. Someone on Facebook had already
tested the new sofas. Someone else — someone
who didn’t usually frequent bookstores —
confessed that she had not been able to resist
visiting the new-concept store.

Kiiskinen was at once curious, enthusiastic,
but also a little sceptical. She had heard, for ex-
ample, that the new furniture was black, even
though Suomalainen Kirjakauppa, the largest

bookstore chain in Finland, had been previ-
ously known for its red colour scheme.

“The interior and atmosphere had been
completely revamped, and very successfully
so,” says Kiiskinen. After immersing herself in
the visual first impression, she noticed other
changes, such as theme-based product displays
where art supplies were placed beside art
books or hobby supplies near children’s books,
and so on.

Kiiskinen believes that the new product
displays may lead to impulse purchases. “At
least I always seem to realise that the products
on special display are exactly what I need,” she
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says with a laugh.

Suomalainen Kirjakauppa is also offering
a new experience for those on the lookout for
a particular product. In addition to the profes-
sional store personnel, customers can now also
turn to an in-store search engine for help.

“The search engine is an excellent tool.
You can search for the product selection by
book title or author,” Kiiskinen explains.
Instead of confusing shelf numbers, the search
engine displays the product’s location in the
store by way of a store map.

Other highly popular new features also
include the e-book service points. Trained em-
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ployees familiarise customers with electronic
readers and help them download content, such
as books, magazines and newspapers.

After handling, trying and comparing
products in a bookstore, customers can contin-
ue to shop online. This is one of the key goals
of the Suomalainen Kirjakauppa bookstore
concept reform, which is based on extensive
research into customers’ needs and future
behaviour. Suomalainen Kirjakauppa will take
careful note of customer feedback at the pilot
stores in Kuopio and the Helsinki area before
implementing the revamped concept in more
than 60 bookstores as well as the online store.
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and art supplies, for example, were placed in the
same area. The new concept also included cafeteria
services and an express service area near the store
entrance. The concept reform will sweep through
the majority of the bookstore outlets over the next
three years.

In addition, the online sales and store sales
organisations were combined in support of the
multi-channel approach.

"With the increasing popularity of e-books, the
multi-channel approach will become even more
important. Physical stores and the online store
depend strongly on each other," says Manty.

Movie theatres are about to enhance the
consumer experience in a major way. Finnkino has
decided to digitalise all of its theatres, and although
this is a large investment, it will eventually reduce
costs and strengthen the company's market posi-
tion.

Despite the lack of blockbusters in 2010,
Finnkino's theatres in Finland attracted more
moviegoers than in the previous year. Trends
that started a few years ago, 3D movies and new
content in movie theatres in the form of, for exam-
ple, live concert broadcasts, have increased their
popularity and helped to grow the sales in Finland
in 2010. Many of Finnkino's earlier innovative offer-
ings, such as Kids' Sunday and Baby Bio, have also
become regular programme features.

OPERATIONAL INDICATORS 2010 2009 The popularity of 3D movies can also be seen
in the Baltic countries, where, however, the difficult
181 328 194 692 economic situation and increased competition
impacted sales in 2010.

President and CEO

Number of customers in kiosks,
thousands

Number of customers in

bookstores, thousands 1214 7239
The expansion of the trade ser-
e s 9877 9501 vices business from press distribution to other
logistics services and in-store marketing is the
Z‘i‘;’r‘ill’fu'ﬁ":nc)"’f:‘izzgde(spress 336 753 350186 * fourth major reform taking place in the Division.
Every day, Sanoma Trade delivers magazines,
* Including Aldipress newspapers, books and collectibles to about

number of marketing services

noma Trade's trade services business ising to many different suppliers, which
st few years expanded its continued to strengthen its position
press distribﬁtion into between the supplier and the reta
ndising and marketing logistics. In This development will go on also
n lo logistic services, the unit offers Jfor the number of different mark:

today the entire chain of below-the-line ad- is growing.
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18,200 outlets in Finland, the Baltic countries and
Romania. In the future this highly sophisticated
distribution system can be used even wider.

"We are continually exploring new product
groups, as we can transport practically any small
item," Manty says.

Point-of-sale services present other consider-
able growth opportunities. Two years ago, Sanoma
Trade acquired Printcenter, a company specialising
in product promotions. Its product offering is now
being expanded.

Multinational presence offers sanoma
Trade great benefits, including innovation poten-
tial. Many new ideas can be transferred to other
countries, as is or customised, depending on the
local need. Suomalainen Kirjakauppa, for example,
is undergoing a concept reform that originates
from its Estonian subsidiary. Information technol-
ogy, ticket sales systems and online services have
benefited from similar synergies.

"International experiences help us gain wisdom
and better understand our markets. Many major
innovations begin by taking small steps," Manty
points out.

However, with market leadership too far out
of sight, Sanoma Trade decided to discontinue its
operations in Russia.

In Estonia, the Division combined five sub-
sidiaries under the same roof, which will create
synergy benefits in sales, marketing, management
and location — the effects of which should be visible
already in 201 1. Moreover, a large company is able
to offer better training opportunities for its employ-
ees than separate and smaller units.

The success of the reforms relies on
the enthusiasm of employees. As Sanoma Trade
will undergo a transformation over the next two
to three years, change management is an integral
part of all personnel training programmes.

Employees have contributed to planning for
change, and Sanoma Trade will offer both for
the kiosk and bookstore personnel store-specific
training programmes and other training events to
facilitate easy adjustment. Finnkino will be launch-
ing a new training programme, Cinema Pro, which
prepares employees for customer service in the
experience industry.

Timo Manty believes that all reforms foster
employee commitment.

"New ideas motivate and inspire people. We are
promoting openness and dialogue in the organisa-
tion to support innovativeness."

President as of 15 February 2011.

0 Please read more: Sanomatrade.com

International chain expert

R-kioski
Finland
R-kiosk
Estonia

Narvesen Baltija
Latvia

Lietuvos Spauda
Lithuania
R-kiosk
Romania

Press distribution
Lehtipiste
Finland
Lehepunkt
Estonia
Preses Serviss
Latvia
Impress Teva
Lithuania
Rautakirja Romania
Romania

Merchandising
Printcenter
Finland

Marketing logistics
Postituspojat
Finland

Suomalainen Kirjakauppa

Finland

- Yliopistokirjakauppa
Finland

— Lukiolaisten Kirjakauppa
Finland

— Reader's
Finland

- Suomalainen.com

Rautakirja Estonia
Estonia

- Apollo

— Videoplanet

—  Filmipood

Finnkino

Finland

— Forum Cinemas
Estonia

— Forum Cinemas
Latvia

— Forum Cinemas
Lithuania

SANOMA TRADE
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In 2010, we focused on the future:
how to best turn in-house innovation into growth.
At the same time, we concentrated on creating the
best possible work environment and opportunities
for professional development for our personnel in
the changing media landscape. In 2010, the Group
employed nearly 20,000 people. "After the reces-
sion, the atmosphere in the Sanoma Group has
been positive, marked by a genuine collaborative
spirit," says Ritva Vuorinen, Human Resources
Director, Compensation and Benefits.

"We seek to remove borders between units
and divisions, and we are clearly headed in the
right direction. Of course, there have been mo-
ments that have presented challenges for change
management."

Training is important in the Sanoma Group,
because the changing business environment calls
for improved working methods. "Training at the
Sanoma Academy, as well as other personnel
development activities," says Tuula Jokipaltio,
Human Resources Development Director, "focuses
on turning change into opportunity."

Current themes at the Sanoma Academy
include the new role of the journalist. JOPO is a
new training programme that provides journalistic
managers with the leadership skills needed in the
changing media landscape. The latest course at
the Sanoma School of Journalism is also intended
for journalists already working for the Group. The
Media 2020 training programme, which began in
January 2011, offers journalists better tools for
exploiting the opportunities offered by the trans-
forming media sector.

Product Manager

Staff Writer

The third Media Sales Trainee Programme — also
known as the toughest sales school in Finland
—was launched in January 2011 to bring new
talent to the Sanoma Group. "The earlier two
programmes met all expectations. All graduates
currently work in manager-level sales positions in
the Group," Jokipaltio says.

Sanoma offers equal opportunities for
women, men, and all employees of different ages,
backgrounds and positions. The objective is to en-
sure equal employment terms and working condi-
tions, fair distribution of duties, equal training and
career building opportunities and pay based on
objectively applied common criteria.

Sanoma's remuneration principles
have been developed to conform to the strategic
and operational business goals, and to promote
the attainment of its objectives. Non-financial




Media sales 1s about
Jinding solutions

y year as a trainee was all

about learning: new prod-

ucts, colleagues and custom-

ers,” says Taru Suikkari, who
graduated from the first Media Sales Trainee
Programme, offered in 2008.

Suikkari worked in four different sales
organisations in the Sanoma Group. Her
training periods in the tabloid Ilta-Sanomat,
the daily Helsingin Sanomat as well as the
Sanoma Kaupunkilehdet business unit of free
sheets and Sanoma Online Ad Sales famil-
iarised her with most of Sanoma’s Finnish
media. Practical training was complemented
by training sessions focusing on professional
development.

Since completing the Media Sales Trainee
Programme, Suikkari has worked as an Ac-
count Manager in Sanoma Online Ad Sales.
“With all of Sanoma News’ over 40 online and
mobile services at our disposal, we are able
to offer solutions to a wide variety of needs,”
Suikkari says.

Account Manager

Career steppingsmnes

hen Sanoma bought the

consumer magazine publishing

operations from the Dutch

media group VNU in 2001,
Sander Stallinga had just started as a man-
agement trainee. Over the next couple of
years he held various positions in sales and
marketing for magazines at Sanoma Uit-
gevers.

“After joining AutoWeek as Marketing
Manager, I participated in the JUMP pro-
gramme in 2006. Not only did the training
help to improve my managerial and personal
skills, but also improved my understanding
of Sanoma and our corporate strategy,” says
Stallinga.

Today Stallinga is the publisher for the
Dutch news site NU.nl and all its related sites:
Dnews.de, Belegger.nl and Zie.nl. In August
2010, he started in the SEP programme and
after finishing two of the four SEP modules,
he finds the training to be both high level
and inspiring.

Publisher

“As part of the SEP programme we are
working in teams on concrete business plans
for new, innovative products,” Stallinga says.

ANNUAL REPORT 2010 4—
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rewards form an important part of the total reward
system. Non-financial reward elements include
development and learning opportunities, recogni-
tion of achievement, empowerment and flexibility
in working arrangements.

A more innovative corporate culture will be
one of the focal points in rewarding performance
in 201 1. "Remuneration in general, and the short-
term incentive system in particular, will support
innovation-based operations. This also serves to
identify and develop working methods that foster
an innovative culture," says Vuorinen.

Innovation is one of the criteria for the Sanoma
Awards, which are granted annually to employees
or teams whose ideas helped improve the Group
and its operations. In 2010, the winning projects
were an electronic direct marketing register, a
web TV service and the launch of a new type of
magazine. The winning teams were all granted
EUR 12,000, and the rest of the finalists received
EUR 3,000 each.

Useful tools

Jor journalistic managers

eporter, executive producer
Minna Uusi-Eskola is enthusiastic
after the first module of the JOPO
training programme. She is one of
the approximately 20 employees attending the
training for journalistic managers.
The internet has increased the pace of
news production. This is evident also in
the newsroom of the TV channel Nelonen,
where Uusi-Eskola has worked for about 12
years. “The online age prompted a change
in our way of thinking. We need to consider

whether the internet brings new viewers to TV

broadcasts or vice versa, or whether these two
media work independently,” Uusi-Eskola says.
Uusi-Eskola has worked in a managerial
position for about eight years. “From a super-
visor’s perspective, the problems in different
editorial offices are similar,” Uusi-Eskola says.
In her opinion, discussions about daily chal-
lenges in different parts of the Group were
the most rewarding aspect of the programme.

Organisational changes stress the significance of
an inspiring atmosphere and wellbeing at work.
The Sanoma Group uses personnel surveys to
identify and prioritise development needs at the
workplace. The Group carries out such surveys in
its Finnish units every two years, with the next
one scheduled for 2012. "The results of the 2010
survey were good: our employees are happy with
and committed to their work," says Vuorinen.

Executive Producer

The programme offered practical tools that
can be used to gain new perspectives on
tough situations. The participants also col-
lected feedback from their colleagues. “This
feedback gave plenty of food for thought:
What am I good at, and where do I see room
for development?”



PERSONNEL BY COUNTRY, 31 DEC 2010 *
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The Netherlands, 2555
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Croatia, 142
Ukraine, 133
Serbia, 111
Sweden, 107
UK, 58
Slovenia, 43
Malaysia, 31
France, 15
Germany, 15

China, 1
Denmark, 1

[
o
o
([ ]
[
[
[
.
.

* Joint Ventures' personnel
included in full

AVERAGE NUMBER OF EMPLOYEES

2010 M rull-time equivalents
I Headcount
2009
2008
2007
2006
0 5000 10000 15000 20000
PERSONNEL BY DIVISION
Media 4048 | - Men
News ICTAii08 B women
Learning & Literature  [EI 1965
Trade 243 _
Parent Company [] 37 137
0 2000 4000 6000 8000

Project Manager

Project Coordinator

ANNUAL REPORT 2010

49



o0

ANNUAL REPORT 2010

High-quality content, satisfied employ-
ees and transparent operating methods are the
cornerstones of corporate responsibility for a
dynamic media company such as Sanoma. Our
publishing operations are based on independence
and freedom of speech, as defined in our Princi-
ples of Business Conduct. It is important that our
products and services respect and highlight the
cultures and customs of our operating countries.

Corporate governance in Sanoma is
based on a clear organisational structure, specifi-
cally defined powers and responsibilities, and
consistent planning and reporting systems and
guidelines. The Board of Directors confirms all
Group-wide policies, such as Sanoma's business,
management and risk management principles.

In the autumn of 2010, we surveyed our
stakeholders on which aspects of corporate
responsibility they valued the most. According to
the responses, these were employee wellbeing,
editorial integrity, good corporate governance
and environmental care. These and other aspects

will be discussed in more detail in Sanoma's first
GRI (Global Reporting Initiative) based Corporate
Responsibility Report. GRI is the world's most
widely used corporate responsibility reporting
framework.

To support the freedom of expression,
research into journalism and culture, the Board

of Directors of Sanoma with the approval of the
Annual General Meeting donates part of Sanoma's
earnings each year to a variety of projects and
foundations. In 2010, Sanoma supported Finn-
ish higher education by contributing to the Aalto
University Foundation. Funds were also allocated
to the Helsingin Sanomat Foundation and the
WSOY Literature Foundation. In addition, Sanoma
entered into a three-year agreement with the
John Nurminen Foundation in support of the Clean
Baltic Sea project. The agreement includes finan-
cial support and media visibility.

Sanoma strongly believes that lit-
eracy is the foundation for culture, civilisation



and further development. Therefore we actively
promote literacy and media literacy. The Suoma-
lainen Kirjakauppa bookstore chain, for example,
supports the education of children and youth
in various ways. For more than ten years, the
bookstore has co-operated with Save the Children
Finland, a charity improving children's rights all
over the world. Additionally, Helsingin Sanomat
supports women's literacy in developing countries
through Women's Bank.

For the seventh year in a row, Sanoma's
magazines campaigned against breast cancer.
In the Netherlands and Belgium, Sanoma Media
publishes the Pink Ribbon magazine, designed to
promote breast cancer awareness. Over the years
the annual Pink Ribbon magazines in the Neth-
erlands alone have raised over EUR 4.5 million for
the Pink Ribbon Foundation.

Minimising environmental impacts
and increasing environmental awareness are
integral to our corporate responsibility. The carbon
footprint calculations prepared for the daily Hels-

Lightening the load
Jor Polish schoolchildren

owa Era, the Polish learning

materials and solutions provider,

has introduced the Lightweight

Schoolbag campaign to the
integrated teaching segment.

In Poland, a country where school lockers
are not common and teachers tend to give
homework every day, pupils are required to
carry all their books with them. A typical
schoolbag can weigh anywhere from 5 to 7
kg, and concerned doctors are reporting that
under the burden of so many books the back-
bones of growing children can be damaged.

In response, Nowa Era decided to equip
all first-graders using its textbooks with a

ingin Sanomat and the tabloid llta-Sanomat have
helped our newspaper publishers further develop
their operations. Published in early 2010, the
calculations showed that subscribing to a daily
newspaper in printed form constitutes less than
one percent of a person's annual carbon footprint.

As a company, our greatest environmental
impacts come from use of paper, other materials
and energy, and product transportation. Paper,
our most important raw material, is renewable,
biodegradable and recyclable. Our Paper Procure-
ment Principles ensure that we use responsibly
produced paper.

You can read more about the environmental
effects of our printed products and electronic
channels in our Corporate Responsibility Report.
The report also discusses other environmental
concerns and includes information on paper and
electricity consumption at Sanoma.

0 Please read more: Sanoma.com

second and completely free set of textbooks.
Pupils now have one set of books at home for
homework and another set at school for the
classroom.

As there is no need to carry books all day,
children’s schoolbags are much lighter, taking
the strain off their backs. What’s more, Nowa
Era is already working on a new opening in
this much appreciated campaign. The idea
is to substitute traditional textbooks with a
multimedia e-publication that pupils would
be able to use at home on their computers.

A solution of this kind would not only save
paper, but also make home learning a lot
more fun.
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ROBERT CASTREN

ANNET ARIS

Jaakko Rauramo

born 1941, M.Sc. (Tech.), D.Sc. (Tech.) h.c. (Helsinki
University of Technology)

Chairman of the Board of Sanoma, Chairman

and CEO 2001-2005 and member since 1999.
Term ends in 2012.

Joined the Sanoma Group in 1966. Served as
President and CEO of SanomaWSO0Y 1999-2001,
President of Sanoma Corporation 1984-1999 and
was elected to its Board in 1979, Sanoma Corpora-
tion's Executive Vice President, General Manager
of the Newspaper division and General Manager at
Sanomaprint, among others. *

Annet Aris

born 1958, Dutch, M.Sc. (Land planning and opera-
tions research), MBA INSEAD

Sanoma Board member since 2009, term

endsin 2012.

Adjunct Professor of Strategy and Management at
INSEAD since 2003. Visiting Professor at a variety
of European universities since 2004. Prior to that,
worked for McKinsey & Co. 1985-2003.

Board memberships, companies

Hansa Heemann AG (Germany) (Vice Chairman

of the Supervisory Board), V-Ventures BV (the
Netherlands) (Supervisory Board), ASR Nederland
(Supervisory Board)

Robert Castrén

born 1957, B.Sc. (Econ.)

Sanoma Board member since 2001,

term ends in 2011.

Serves as Sales Director at UPM-Kymmene Cor-
poration. Held various marketing positions with

JANE ERKKO

ANTTI HERLIN

UPM-Kymmene Corporation and its predecessor,
Kymmene Oy, since 1991. Prior to that, worked for
Finnpap and Lamco Paper Sales, among others.
Served at Sanoma Corporation's Board as member
1994-1999 and Vice Chairman 1999-2002. *

Jane Erkko

born 1936

Sanoma Board member since 1999,

term ends in 2011.

Served as member of Sanoma Corporation's Board
1990—-1999 and as Vice Chairman of the Board of
Helsinki Media Company Oy 1995-1999.

Board memberships, companies
Oy Asipex Ab (Finland)

Antti Herlin

born 1956, D.Sc. (Econ.) h.c. (The State University
of Economics and Finance of St. Petersburg), D.Sc.
(Econ.) h.c. (Helsinki School of Economics), D.Sc.
(Art and Design) h.c. (University of Art and Design
Helsinki)

Sanoma Board member since 8 April 2010,

term ends in 2013.

Chairman of KONE Corporation since 2003. Mem-
ber of the Board of KONE Corporation since 1991,
Vice Chairman 1996—2003% and CEO 1996—2006.

Board memberships, companies

Holding Manutas Oy (Finland) (Chairman),
IImarinen Mutual Pension Insurance Company
(Finland) (Supervisory Board) (Vice Chairman),
KONE Corporation (Finland) (Chairman), Security
Trading Oy (Finland) (Chairman), Solidium Oy
(Finland), YIT Corporation (Finland)



SIRKKA HAMALAINEN-
LINDFORS

PAAVO HOHTI

Paavo Hohti

born 1944, Ph.D., Professor

Sanoma Board member since 1999,

term ends in 2011.

Managing Director of the Council of Finnish
Foundations since 2004. Served in the Finn-

ish Cultural Foundation 1980—-2004. Previously
served as member of WSOY's Supervisory Board
1991 -1994 and as Vice Chairman 1994—-1999. *
Sirkka Hamaldinen-Lindfors

born 1939, D.Sc. (Econ.), D.Sc. (Econ. & Bus. Adm.)
h.c. (Turku School of Economics and Business
Administration)

Sanoma Board member since 2004,

term ends in 2013.

Served as member of the Executive Board of the
European Central Bank 1998—2003 and as Gov-
ernor and Chairman of the Board of the Bank of
Finland 1992—-1998, among others.

Board memberships, companies
Investor AB (Sweden), KONE Corporation (Finland)
(Vice Chairman)

Seppo Kievari

born 1943

Sanoma Board member since 2003,

term ends in 2013.

Served Sanoma Corporation 1966—2004 as
President and Publisher of Sanoma's newspapers
as well as Executive Vice President of Sanoma
Corporation and Senior Editor-in-Chief of Helsingin
Sanomat, among others.

Board memberships, companies
Hameen Sanomat Oy (Finland)

RAFAELA SEPPALA SAKARI TAMMINEN

SEPPO KIEVARI

Rafaela Seppala

born 1954, M.Sc. (Journalism)

Sanoma Board member since 2008,

term ends in 2011.

Served as SanomaWSO0Y Board mem-

ber 1999-2003, President of Lehtikuva Oy
2001—-2004, Project Manager at Helsinki Media
Company Oy 1994-2000, Sanoma Corporation
Board member 19941999, among others. *

Sakari Tamminen

born 1953, M.Sc. (Econ.)

Vice Chairman of the Sanoma Board

since 2009, Sanoma Board member since 2003,
term ends in 2012.

President and CEO of Rautaruukki Corporation
since 2004. Served Metso Corporation 1999-2003
as Senior Vice President and CFO, Executive Vice
President and CFO, and Deputy to the President
and CEO. Previously served as Executive Vice
President and CFO, as well as Senior Vice Presi-
dent and Chief Financial and Accounting Officer of
Rauma Oy, as Vice President, Finance of Rauma-
Repola Oy's Engineering Industry, and as Finan-
cial Manager of Metal Industry division of Oy W.
Rosenlew Ab.

Board memberships, companies
Varma Mutual Pension Insurance Company (Fin-

land)

* No board memberships in other companies

e Please read more: Sanoma.com

ANNUAL REPORT 2010

o3


http://www.sanoma.com/Default.aspx?l=3

o4

ANNUAL REPORT 2010

Harri-Pekka Kaukonen in various editorial positions at llta-Sanomat.

born 1963, M.Sc. (Tech.), D.Sc. (Tech.) Board memberships, companies

President and CEO, the Sanoma Group Huhtamaki Corporation (Finland), Outotec Oyj (Fin-

Chairman of the Executive Management land), Solidium Oy (Finland) (Vice Chairman)

Group of Sanoma since 1 January 2011.

Served Fazer Group 2003-2010 in various posi- Jacques Eij kens

tions e.g. as Executive Vice President, Managing born 1956, B.Sc. (Econ.)

Director of Fazer Bakeries & Confectionery Busi- CEO, Sanoma Learning and Literature B.V.

ness Area and Managing Director of Fazer Russia. Member of the Executive Management

Previously worked for McKinsey & Company Group of Sanoma since 2006. Director of

1992-2003, last years as a Partner. the Sanoma Learning & Literature division.
Served as CEO of Sanoma Learning and Literature

Board memberships, companies B.V. since 2004, Malmberg Investments 2001—

Evli Bank Plc (Finland) (Vice Chairman) 2004 and Educational Information Group (part of
VNU) 1998-2001. Joined Malmberg B.V. in 1981

Eija Ailasmaa (part of Sanoma Learning and Literature since

born 1950, M.Pol.Sc. 2004) and served in various management and

President and CEO, Sanoma Media B.V. marketing functions.

Member of the Executive Management

Group of Sanoma since 2000. Director

of the Sanoma Media division.

Joined Sanoma Group in 1973. Served as President
and CEO of Sanoma Magazines B.V. 20032010,
as President of Sanoma Magazines Finland Oy
2001—2003 and Helsinki Media Oy 2000-2001,

as Executive Vice President and General Man-
ager, Magazines at Helsinki Media Company Oy
1998-2000. Previously served as Vice President,
Publishing at Sanoma Corporation's Sanomaprint
and Helsinki Media Company Oy, as Editor-in-
Chief of the family magazine Kodin Kuvalehti, and



Sven Heistermann

born 1972, M.Sc. (Tech.)

Chief Strategy Officer (CSO), the Sanoma Group
Member of the Executive Management

Group of Sanoma since 2009.

Previously worked as Principal at Booz Allen
Hamilton, a leading management consulting firm,
1998-2008 leading projects related to strategy
development in communications, multimedia,
internet and high-tech industries.

Kim Ignatius

born 1956, B.Sc. (Econ.)

Chief Financial Officer (CFO), the Sanoma Group
Member of the Executive Management

Group since 2008.

Served TeliaSonera 2000-2008 e.g. as Executive
Vice President and CFO. Previously worked as CFO
and a member of the Executive Board of Tamro
Corporation, among others.

Timo Manty

born 1960, M.Sc. (Econ.)

President and CEO, Rautakirja Ltd

Member of the Executive Management

Group of Sanoma and Director of the

Sanoma Trade division 2009-15 February 2011.
Served Sanoma Trade as Senior Vice President

of Special Trade Division 1998-2008. Previously
served as Managing Director of Finnkino Oy, Exec-
utive Vice President of Suomalainen Kirjakauppa

Oy, Vice President of Lehtipiste and in managerial
capacity in Hartwall Oyj and Suomen Unilever Oy.

Board memberships, companies
Revenio Group Oyj

Pekka Soini

born 1957

President, Sanoma News Ltd

Member of the Executive Management

Group of Sanoma and Director of the

Sanoma News division since 1 April 2010.
Served in various positions in Helsingin Sanomat
since 1980 e.g. as President 2004-2010 and as
Marketing Director 1998—-2004.

Board memberships, companies

Esan Kirjapaino Oy (Finland), Karkimedia (Finland)
(Chairman), Neo Industrial Oyj (Finland) (Vice
Chairman)

0 Please read more: Sanoma.com
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Eija Ailasmaa (Chairman), born 1950
President and CEO, Sanoma Media
Clarisse Berggardh, born 1967

CEOQ, Sanoma Magazines Finland
Michiel Buitelaar, born 1962

Chief Digital Officer, Sanoma Media
Koos Guis, born 1947

CEO, Sanoma Magazines International
Aimé Van Hecke, born 1959

CEO, Sanoma Magazines Belgium
Dick Molman, born 1954

CEO, Sanoma Uitgevers

Anu Nissinen, born 1963

President, Sanoma Entertainment
Walter van der Schaaff, born 1958
CFO & Vice President, Sanoma Media

Sanoma News

Pekka Soini (Chairman), born 1957
President, Sanoma News

Titta Halme, born 1968

President, Sanoma Kaupunkilehdet
Pekka Harju, born 1962
President, Sanoma Digital Finland
Pia Huhdanmaki, born 1969
Senior Vice President, Administration,
Sanoma News

Jarmo Koskinen, born 1961
President, Sanoma Lehtimedia

Ari Kurenmaa, born 1967

Senior Vice President, Finance, Sanoma News

Pekka Laakeristo, born 1955
President, Sanoma Data

Mikael Pentikdinen, born 1964
Publisher and Senior Editor-in-Chief,
Helsingin Sanomat

Tapio Sadeoja, born 1958

Publisher and Senior Editor-in-Chief, Illta-Sanomat

Marja-Leena Tuomola, born 1962

Senior Vice President, Business and digital
operations development, Sanoma News
Ismo Vuoksio, born 1963

President, Sanomapaino

Sanoma Learning & Literature
Jacques Eijkens (Chairman), born 1956
CEO, Sanoma Learning & Literature

Jyri Ahti, born 1962

CSO, Sanoma Learning & Literature
Karel Das, born 1961

CFO, Sanoma Learning & Literature
Mark Marseille, born 1963

CHRO, Sanoma Learning & Literature
John Martin, born 1970

CO0Q, Learning

Tuomo Rédsédnen, born 1969

CO0O, Language Services

Sanoma Trade

Hellevi Kekéaldinen (Chairman), born 1953
President, Rautakirja (as of 15 Feb 2011) SVP,
Finance and Administration, Rautakirja

Timo Manty, born 1960

President and CEO, Rautakirja (until 15 Feb 201 1)
Jari Heino, born 1965

Senior Vice President, Kiosk Operations

Liisi Jauho, born 1968

Senior Vice President, Movie Operations
Raimo Kurri, born 1953

Senior Vice President, Trade Services

Jukka Nikkinen, born 1962

Senior Vice President, Business
Development, Rautakirja

Jarmo Oksaharju, born 1961

Senior Vice President, Bookstores



Sanoma Group

President and CEQO Harri-Pekka Kaukonen
Ludviginkatu -8

P.0. Box 1229, oo101 Helsinki, Finland
Tel. +358 105 1999

Sanoma.com

Chief Strategy Officer Sven Heistermann
Tel. +31 23 556 6445

Chief Financial Officer Kim Ignatius
Tel. +358 105 195120

Chief Legal Officer Merja Karhapaa
Tel. +358 105 19 5053

Communications

Tel. +358 105 19 5062, fax +358 105 19 5068

communications @ sanoma.com

Office of the Chairman
Chairman Jaakko Rauramo
Erottajankatu 11 A

P.0. Box 1229, oo101 Helsinki, Finland
Tel. +358 105 1999

Sanoma Media B.V.

President and CEO Eija Ailasmaa
Jachthavenweg 124, 1081 KJ Amsterdam
P.0. Box 90484, 1006 BL Amsterdam
The Netherlands

Tel. +31 20 851 2100

Sanomamedia.com

Sanoma News Ltd
President Pekka Soini
Toolonlahdenkatu 2, Helsinki

P.0. Box 95, 00089 Sanoma, Finland
Tel. +358 9 1221

Sanomanews.com

Sanoma Learning and
Literature B.V.

CEO Jacques Eijkens

Magistratenlaan 138

P.0. Box 99, 5201 AB 's-Hertogenbosch
The Netherlands

Tel. +31 73 628 7528

Sanoma-ll.com

Rautakirja Ltd

(Sanoma Trade)

President Hellevi Kekaldinen
Koivuvaarankuja 2

P.0.Box 1, o141 Vantaa, Finland
Tel. +358 9 852 81

Rautakirja.fi, Sanomatrade.com
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Production Sanoma Magazines
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