SANOMA MAGAZINES INTERIM REPORT July-September 2009

Sanoma Magazines' strong brands have been able to outperform market development in its key
markets.
Efficiency improvements are becoming visible: Sanoma Magazines' EBIT excluding non-recurring

items developed clearly better in the third quarter than in the two previous quarters.

Sanoma Magazines prepares for the future by reorganising its Dutch print and online operations.
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Sanoma Magazines, operating in 13 European countries*, is a leading publisher of magazines and
has a strong presence in digital media. The company actively reaches out to an audience of 290
million consumers at every life stage, and aims to strengthen its market leader positions in each of

the markets it operates in.

Sanoma Magazines is a Division of Sanoma Corporation, a strong European media group operating in

diverse fields of media in more than twenty European countries.

* Sanoma Magazines is active in Belgium, Bulgaria, Croatia, Czech Republic, Hungary, Finland, the Netherlands,

Romania, Russia, Serbia, Slovakia, Slovenia and Ukraine.

Net sales 266.1  304.0 -12.5 804.2 907.9 -4 1,246.8
Operating profit excluding non- 27.9 31.6 -11.6 75.0 126.3 -27.1 138.9
recurring items

- % of net sales 10.5 10.4 9.3 13.9 1.1
Operating profit 23.1 31.6 -26.8 68.9 102.8 -45.5 85.7
Capital expenditure 17.8 19.9 -10.7 26.8
Average number of employees at the end of the period FTE 5,355 5,911 -9.4 5,900
Average number of employees FTE 5,521 5,668 -2.6 5,731

*1n 2009, the non-recurring items included in the second quarter EUR 1.3 million and in the third quarter EUR
0.2 million Sanoma Magazines Belgium's restructuring expenses and in the third quarter EUR 4.6 million
Sanoma Magazines Netherlands' restructuring expenses. In 2008, the non-recurring items included EUR 23.5

million capital gain from the divestment of movie distributor R.C.V. Entertainment in the first quarter.

Number of magazines published 298 333
Magazine copies sold, thousands 280,874 312,835
Advertising pages sold 37,788 49,123

* Including joint ventures
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Sanoma Magazines' net sales in January-September amounted to EUR 804.2 (907.9) million, 11.4%
less than in the comparable period. The general economic situation affected advertising sales in all
operating countries with Sanoma Magazines International's net sales being impacted the most. The
Division's net sales adjusted for changes in the Group structure were down by 12.2%. Of the
Division's net sales, 18% (17%) came from Finland. In July-September, the Division's net sales
decreased by 12.5% to EUR 266.1 (304.0) million due mainly to weakening sales in Sanoma

Magazines International.

The Division's advertising sales decreased by 24% in January-September and represented 28%
(32%) of net sales. The economic downturn has hit Sanoma Magazines International's advertising
revenues in particular. The Division's online advertising sales were on the comparable period's level.
Sanoma Magazines' circulation sales decreased by 4% and represented 61% (57%) of the Division's
net sales. Subscription sales remained stable during the first nine months and even increased
slightly in the Netherlands, Belgium and Finland. Single copy sales declined, mostly in the CEE

countries.

In January-September Sanoma Magazines Netherlands' net sales amounted to EUR 354.5 (371.7)

million, due to weaker print advertising sales than in the comparable period.

According to Nielsen Media Research, the consumer magazine advertising market in the Netherlands
decreased by 17% in January-August 2009. However, Sanoma Magazines Netherlands' strong
brands outperformed advertising market development both in print and online. New assets
contributed to Sanoma Magazines Netherlands' online advertising growth of over 7%. In total,
advertising sales represented 26% (27%) of Sanoma Magazines Netherlands' net sales. Sanoma
Magazines Netherlands also improved its market position in the readers' market. Its circulation
revenues were almost at the comparable period's level, even though some titles have been
discontinued during the year. Subscription sales in particular developed positively. Managing the
Division's key titles is important in all markets and in the Netherlands, one of the most popular
women's weeklies, Margriet, was renewed in July to further strengthen its position in the readers'

and advertising markets.

Sanoma Magazines Netherlands has decided to simplify its organisational structure and will combine

all printed products under Sanoma Uitgevers and all online operations under Sanoma Digital
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Netherlands. This enables Sanoma Magazines Netherlands to better respond to the needs of the

consumers and advertisers, share knowledge internally and improve efficiency.

Sanoma Magazines International's net sales in January—-September were EUR 152.8 (224.3) million.
The economic downturn has affected Sanoma Magazines International's sales strongly. The reported
net sales were also clearly affected by the negative translation effects of especially Russian Rouble
and Hungarian Forint. Advertising sales decreased in all countries, especially in Russia, Hungary and

Ukraine.

Sanoma Magazines International reacted quickly to changing market conditions at the beginning of
the year and discontinued a number of unprofitable magazine titles, which also lowered advertising
sales, in particular in the Czech Republic. In total, advertising sales represented 48% (55%) of
Sanoma Magazines International's net sales. Circulation sales were clearly below the comparable
period. This is also partly attributable to the reduced number of magazines published and, in some
cases, the number of issues. The publication frequency of various titles has been adjusted in order to

save costs.
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