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Norway’s largest local media company 
Founded in 2012: A new company from merger of A-pressen and Edda Media 

Owned by the Amedia Trust, a self-governing foundation, since 2016 

73 newspapers; 72 local titles* and 1 national

5 printing plants in Norway and 6 printing plants in Russia

Owns 20% of MittMedia, Sweden’s largest local media company with 28 newspapers

11 distribution companies in Norway

Number of employees: 2,095 (Norway: 1,713)

*EOY 2018, 63 local titles



467m
Digital ad growth 

+ 40 % 
NOK 427 mill  

Digital subscriptions 

+ 30 % 
212,000

Weekly reach 

+ 30 % 
2.2 mill

EBITDA 2018:

¤48m 
$55m

¤44m, $50m

NOK
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Growing across the board
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Increase in logged-in share of page views

Increase in younger customers

Improved per customer revenue on digital 
subscriptions

Profitable paper positions through cost 
adjustments

Increase in registered users tied to a 
subscription

53 %

Increase in # of digital subscriptions 77,000
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61 %

435,000

60

61 %

159,000

1,950

69 %

540,000

62

2016 2017

digitally active, registered users tied to a 
subscription

of digital subscriptions purchased by customers <50 
years

logged-in page views on the local papers 

digital subscriptions

average yearly NOK in digital ARPU 
$235/¤210 for 2019

out of 64 newspapers profitable in 2018

2019*

76 %

212,000

2,040

69 %

680,000

63

* January 2019. Includes Nettavisen
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Get them 
to log in

1



From data to value

1.2m registered user accounts 
And growing. 30% of all adult Norwegians. Deep demographic data on all

570,000 weekly logged-in users 
And growing. Deep demographic data on all

1,000 user touchpoints logged per second



Deep demographic & 
interest data on 

every single 
user Enabling us to 

model
those who 

aren’t  
logged in

aID: “Norway’s largest media panel”
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Set the right diagnosis 
& offer the right medicine
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First: The more you read, the less you churn

16

Reads plus-stories less than every other day: 
7-12% churn

Reads plus-stories more often than every day:
5-6% churn

Reads every day:
3-4% churn



Organization, leadership and culture  
crucial for succeeding with everything else

Write enough well-read stories every day 
More than anything else to keep and recruit subscribers

Be first on breaking news 
Crucial to make subscribers and non-subscribers revisit

Produce the right videos 
 There’s a substantial willingness to pay on certain video content, and 

it should be a natural part of your journalism 

Hit the right target groups  
to recruit young subscribers and other crucial target 

groups in your most important geographies

New formats 
Podcasts, Voice, 
Instagram, etc.Amedia’s 

hierarchy 
of editorial 
needs
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Since 2016, we’ve 
been working 
closely with our 
newsrooms

1919

● On organizational issues, including leadership and 
culture 

● On how to make the content more relevant to 
readers

● On explaining Amedia’s strategy and making the 
editors own the strategy 

● We work to empower the editor-in-chief. The editor 
is the key to engage the entire newsroom



Meet the editorial development department

‣ The editorial development department’s 
main task is to support the newsrooms to 
improve their editorial content and attract new 
audiences 

‣ The department has expertise in editorial 
management, data journalism, video, 
data analysis and qualitative analysis

‣ 9 of 11 employees in the department have a 
journalistic background and have 
previously worked in local media 

‣ “Data is our superpower”



# of "Plus" 

stories in 

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

Curiosities
Accidents/incidents

Food

CarTravel Crime/police/legal

Real estate
School Healthcare and social

Transport/commuting

Finance/business

Other sports
Football

Politics/public sector

Culture

Outdoors

Culture was 
largest content 

category, but 
only 2,6% of 

“Plus” content 
was being read

2015 
analysis in 
subscriber 

base

2015: Editorial/readership analysis

Avg. share of aID-users with access reading story within category [%]
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Interest: Avg. share of  read stories in category per  user w access to subscriber content
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# of "Plus" 

stories in 

selection Sports

Culture, arts & entertainment

Politics

Education

Nature and 
environment

Crime, law and justice

Transport

Medicine & health

Housing and real estate

Disaster, accident and 
emergency incident

Labour

Leisure

Weather

Publishing fewer stories than 
interest indicates

Publishing more stories than 
interest indicates

Economy, business and finance



Average numbers aren’t telling the whole story

24

Average

Median

Stories categorised with “Politics”



What do we find when 
we look closer?  
In the case of politics:

The stuff that works: 

● Revelations – the stories politicians and administrators 
don’t want you to read

● Stories that explain how politics have direct 
consequences in people’s lives

● Stories where we get to meet those affected by the 
policies 

The stuff that doesn’t: 

● Politicians that want to spread a message/campaigning 
● Archive photos

25



Visible, concrete 
consequence

How many are directly affected? 
How many can identify with those affected?

Lena is on stage when a classical 

children's book becomes theatre

Here’s Drammen’s eagerly 

awaited botique shop

New toll stations can cost you  
almost 200 dollars a year

For Mette and Øyvind, the dream 

home has become a nightmare

Visible, concrete consequences



How many are directly affected? 
How many can identify with those affected?

Municipality heading 

towards deficit in 2018

Municipality heading 

towards deficit in 2018. 

May close school

May close school. Children 

face 70 kilometre bus ride 

every day

How to make an important story well-read

Visible, concrete 
consequence



Average readership per story category (in percentage of logged-in subscribers), 2016 vs. 2018

Sport  

Culture 

Society & education 

Politics 

M
edicine and health 

Crim
e, law

 and justice 

Transport 

Econom
y, business and finance 

Housing and real estate

Doubled readership in politics, higher readership in all categories
2016-2018: 



Feeding the beast
Write enough well-read stories every day 

More than anything else to keep and recruit subscribers



The “plus”-reader 
Our most important editorial metric

Subscribers “Plus”-readers

Share of subscribers reading “Plus”



Volume actually matters: 
On a good day, we publish a host 

of stories that appeals to different 
subscribers

Sports, Society (parent’s perspective)

Crime
Accident

Urban development

Weather

Sports/crime

Local businesses

Food security

Real estate

Public transport

Elite sports

Real estate

20  
“plus”-stories 

read by more 
than 1,000 

subscribers

Subscribers “Plus”-readers

Share of subscribers reading “Plus”



A poor day: we fail when we 
have too little to offer

32

March 9th:  
12 “plus”-stories 
read by more than 
1,000 subscribers

Subscribers “Plus”-readers

Share of subscribers reading “Plus”
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Readership tracks the amount of well-read stories a newsroom writes every day

● Bergensavisen started the 
year publishing about 10 well-
read articles a day and ~8,000 
plus readers 

● In the end of year, BA wrote on 
average 14 well-read articles 
pr. day reaching an average of 
11,000 plus readers a day



Side

And “plus”-readership tends to correlate with development of subscriptions

● A rise in plus readership 
means that new subscribers 
establish a reading habit 
and become loyal 

● Sales are worth little, long-
term without an increase in 
readership

417 sales a week, 
Slow growth in readership, 
slow growth in subscribers 
~8-9% churn

445 sales a week, 
Fast growth in readership, 
Fast growth in subscribers 
~6-7% churn



Hit the right target groups

Recruit young subscribers and other crucial target groups 
in your most important geographies



Growth is now coming from our younger readers

● Sales/churn by age cohort 

● New sales, February 2019
(numbers are indicative for levels 
since summer 2018)



Best-selling stories more and more often contain younger sources

37

195 sales (RB) 144 sales (TB)

121 sales (BA) 116 sales (BA) 114 sales (BA) 110 sales (Nordlys) 109 sales (Hadeland)

137 sales (Nordlys) 122 sales (Nordlys)143 sales (FB)
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Relationship between 
share of female 
names in articles
and share of 
female 
subscribers across 
Amedia’s 19 largest 
newspapers

Gender equality in sources sell subscriptions



Side 40

Newsrooms are able to follow which 
stories female readers tend to read



Segments Age + gender + geo

Start 14/3

End

Gender and age as basis for tests on personalisation 
(It seems to work quite well)



Key takeaways



Data is transforming the business 
Controlling the data is a prerequisite for insight 

Prioritise organization and news first  
There’s a hierarchy of needs in editorial development – make sure you prioritise right 

Better journalism leads to better results 
Amedia’s 2018 EBITDA: ¤48m/$55m and 13% margin 


