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Company statements

Strategic
choices

Strategic
choices

Vision

Values

Mission

Chaining Internationalisation
Renewal Mergers & Acquisitions

The winning team
in newspaper and online media
The winning team
in newspaper and online media

For individual freedom and well-being

Freedom and pluralism of journalism
Team play
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Online media becomes stronger business in Alma Media

Printed media continues to be a healthy business in Alma Media
Product development of printed newspapers

Chaining ensures profitability

Expansion of newspaper chain

Online media’s double-digit growth continues
Classified Marketplaces

Online business intelligence

Newspaper online services

Internationalization
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Total online sales & online media sales, rolling 12 months
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Alma Media Marketplaces
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Vision of the online Marketplaces

To be the market leader in real estate, used car, recruitment and heavy 
equipment marketplaces in Finland

To create a European wide media on real estate and heavy equipment 
marketplaces

To create an Eastern European wide media on used car market places
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Benefits for the advertisers
The best supply of potential customers 

IT support for their own marketplaces 

The best customer service 

Benefits for the advertisers
The best supply of potential customers 

IT support for their own marketplaces 

The best customer service 

Superior media service offerings in high value product categories

Car, real estate, recruitment, heavy equipment marketplaces

High value product transactions justify higher media spending

Focus on online marketplaces, supported by print products in brand development

Superior media service offerings in high value product categories

Car, real estate, recruitment, heavy equipment marketplaces

High value product transactions justify higher media spending

Focus on online marketplaces, supported by print products in brand development

Business rationale of the online marketplaces

Benefits for the consumers
Top of mind brand 
The biggest marketplace in terms of
supply and quality content
Superior usability

Benefits for the consumers
Top of mind brand 
The biggest marketplace in terms of
supply and quality content
Superior usability
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Products of the online Marketplaces



95.8.2005Etunimi Sukunimi 95.8.2005

2004

1998

2006

2005

1996
2001

2006

2006

Current operations in Europe
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Marketplaces expansion schedule until Q3/2006

City24.ee

Q1 05 Q2 05 Q3 05 Q4 05 Q1 06

City24.lv City24.lt

Motors24.ee

Q2 06

Motors24.lv

City24.uaCity24.ee

Q1 05 Q2 05 Q3 05 Q4 05 Q1 06

City24.lt

Motors24.ee

Q3 06

City24.pl

Objektvision.se

Bovision.se
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Dimensions of the product offerings (Etuovi.com and Mascus.com)
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Etuovi.com (real estate)
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Market share of Etuovi.com (total real estate classified market)
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Monster.fi (recruitment)
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Market share of Monster.fi (total recruitment classified market)
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Autotalli.com (cars)
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Market share of Autotalli.com (total car classified market)
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City24 (real estate in the Baltics)
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Mascus.com (heavy equipment)
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Key success factors of the online Marketplaces

Quality content (360º scenes, daily automatic data transfers)

Cost per Click (CPC) pricing model (Etuovi, Autotalli)

Growing internet advertising (broader target groups) > new customers

Increasing volumes in new markets 

Customer need for more efficient marketing

Tools for the customers’ internal processes

Cost effective model to enter the new markets
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Attractive place to 
advertisers and 

consumers

Attractive place to 
advertisers and 

consumers

Business model of the online marketplace

Printed product
Creates visibility to
dealers and online

marketplace

Printed product
Creates visibility to
dealers and online

marketplace

Better content
Deals with advertisers

bring objects to
database

Better content
Deals with advertisers

bring objects to
database

Increasing traffic
Marketplace

advertising in high
traffic websites

Increasing traffic
Marketplace

advertising in high
traffic websites
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Revenue model of the online marketplace

Pricing modelPricing model

Cost per click (CPC)

Monthly customer/user fee 
Fixed fee/time-based

Project fee

Cost per click (CPC)

Monthly customer/user fee 
Fixed fee/time-based

Project fee

Sources of incomeSources of income

Customer fees

Banner sales
Platform sales

Project sales

Customer fees

Banner sales
Platform sales

Project sales
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Growing business and increasing profits in Marketplaces
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