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advertising money in that. But I'll return to that. If you look at Sjællandske Medier it's Sealands and Copenhagen. If you 
 go outside Copenhagen, it's actually totally dominant. Because we have all the medias outside Copenhagen. So we have 
 four newspapers dailys around Zealand, and we have 41 or 42 weeklies. Which is free, advertising driven. We have three 
 which is printed newspapers, one of the biggest in Denmark, we have two radio stations. We have a TV production, we 
 have a digital bureau, which is kind of small, and we work with it ourselves. And, of course, a digital platform. And what's 
 interesting is that everything is under change. So if I had to put something out, it's under construction. And that's one of 
 my key findings is that I think it was Churchill who said, are we at the end of the beginning or the beginning of the end? 


I always feel that we are at the end at the beginning, because it seems like Oh, if we just get here then this prosperity, and 
 you get here you say Oh shit, we have to move on we have to be here. And so we are somewhere in a phase where we're 
 going from being a print company to being a digital one. All company media. We have a turnover this year will will grow 
 to more than 500 million danish kroner quite big in Denmark, but very small compared to some of the big ones. So we're 
 larger than you think. But small in influence, I will say so we're kind of humble about ourselves. We have every week we 
 have contact with the approximately 1 million Danes in Zealand so we're quite big, but that's not the issue for us is how 
 to kind of make a sustainable business model that works in the future. So that's the situation we're in.  In the core of us to 
 say that is, it's to have this unique selling point. And as I said, it was to find out into making journalism, which is unique. 


And that's what we focus on. I think we have around 100 180 journalists in our company, which is among the most in 
 Denmark.  And  that's  because  I  mean,  robots  and  everything  do  everything  else.  But  But  this  method  should  be 
 strengthened, I think, actually, people would buy that apart. If it doesn't work, we'll close the company. So so it's kind of 
 important that we change our business model. So we can capitalize on it. We have a very solid companies, I must stress 
 we have a I can take on 300 million, I mean, in Denmark is very solid. And we do have a very, very nice cash flows. But 
 that's not the important part is it's good to have this money, but it's to invest in tomorrow. So another part is that our 
 second part is, besides the journalism is that we want to have a direct connection to our customers. 


speaker 4  11:16 


One question. You say you have contact with customers, how many advertisers do you have?  


S1 11:28 


I think, it's only a number I've heard is about 18,000. And we and we are very interested, I mean, every time there's 
 somebody else talking our a case, it's getting a little bit problematic. And I can explain the way that until recently, I mean, 
 you just had to buy a small advertising medium or large one, all you want is buy an banner or something. But when we're 
 changing, I think the storytelling is more important. I mean, you cannot outsource your storytelling. So this, this customer 
 relation, I think, is absolutely crucial for us, even though they do self service, I think the interaction. And that's I'm coming 
 back to that because I've I'm so fascinated by AI, I am a nerd in every prospect, I love it. But in real life, people want 
 simple, useful things. So when everything gets exploded in that very advanced, nobody understands, it's just a lot less 
 than what I can understand. And if you get to the brain, they are looking for patterns. So if you have to test your product, 
 there's one thing if our sales persons are struggling, then the customers are lost. And I mean, nobody understands anything. 


So if we go back to that, and maybe we discuss it, but it's quite interesting that the possibilities to make analysis, and you 
 also have to look into we are making news. So I would never say be hopeful and that I'm interested in the temporary 
 Afghanistan. But in recent days, it's been Afghanistan all over the place. So what the AI have to understand it's still 
 dependent. I believe a lot of news is driven by what's happening. And the learning curve with that. I'm sure they'll make 
 out how to do it. But the brain works as this AI that wants to look at these patterns is complex is this issue, I will come 
 back. But the framework for this argumentation is, of course that everything is changing. One thing is very, very solid is 
 that we lost this, the the advertising sales for print is falling in between five and 10% per year. That's every year, and 
 they've been doing like this for for 25 years. And we're still surprised every year. (laughter) 


speaker 4  14:08 


How big part of the business is print at Sjællandske Medier? 


S1 14:10 


So so we have plus 500. If we have I think it's about 400 million for us. And the 125 million is subscription. So we're 
looking at structures that we want to convert, but actually we're seeing that the advertisement is rising again, because 
we're renewing the possibilities at Sjællandske and come back to that, but that's the balance. And some will say imbalance, 
but I think there's something I have a hard time understanding is that if you look at Coronavirus, we lost 70 million on 
that account. But the weekly newspaper with some said was dead. It was one out of at that time 37 that didn't make a 
surplus. So it's just a lot of bullshit out There, there's a lot of money in having, let's say, this is the kind of newspaper free 
and adfull. And if you do it very well, you have a good business case. And it doesn't smell that money continent, but it is 
actually a very strong advertising instrument. But of course, it cannot be alone. I mean, it's about time. So what we're 
doing and seeing is set, for example, one area for us where we're doing pretty well on digital service, the loss in in print 
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ads is compensated by by the digital sales. So so it's kind of, I mean, we have our journalists, we have to finance our 
 expenses. And then we just had to find out, I mean, you shouldn't say you have to read it in paper, we have to use it. It is 
 everywhere. So it's just trying to find out how we capitalize on the digital platforms. So that's the journey. And it's in that 
 case, very simple. But the the people selling it as being very strong in selling print. And it's not automatically being strong 
 selling digital. My point is that it's a disaster that our products have been so difficult. I mean, we're talking CPM, I don't 
 want to talk CPM, I mean, I want a package where you get an advertising here, you get a exposure here. And actually, it's 
 just stops there, of course, we have to document the effects. But it's we've been so fascinated by complicating things, so 
 our sales persons didn't understand it. So back to now we are trying to make packages. And what we're trying to do is 
 saying, okay, we have minor experience in that this also did this is that here, you can see the case. And if you have a 
 showpiece, then we can go to all the other hotels, or if you have, so people want to see, okay, if that's how they do it, I 
 want to copy that's maybe 95%. And then they can say I want a little bit more fun, no problem for us. But it's again, the 
 approach to customers. But I don't want to tell you about the market and the demand and the changes in the digital and 
 all that is just the fact that if we don't change our company, I think it's a matter of years before somebody has to take care 
 of it instead of me, and that would be a disaster.  So another thing that I just want to approach because I love of my 
 employees, we have more than 500 employees, but if you look at it, the print sales, so one of the challenges, and also 
 when you develop different departments, when it is good to have experience compared to knowledge. And I mean, he's 
 when when you have our print people they know exactly, and they have a lot of experience, but the value is actually 
 negative and telling people that all you know we can use is kind of different, difficult. So it's a lot of trying to find out 
 how to get the right people to have the right influence. In our company it is tradition that the more stars you have, the 
 more influence. And then the more you know, and it's different, it's the opposite. So the more stars you have, the less 
 influences you should have in development and the future. So that's kind of a challenge, because it's not the employees 
 that are the problem is the management, it's the leadership, it's the decision-making. And in my own company, I think 
 Martin and I agreed. And maybe the reason why he chose this path is that it was not that difficult to see what to do next. 


But to get to full approval of just doing it. It's not rocket science or anything. It was impossible. Everybody should have 
 an opinion, everybody should have been. And actually that is kind of culture and approach. And I think what I could only 
 say, remember to kind of look at yourself as a startup in a mindset because it doesn't take a long time before we get into 
 this. I know this is this is exactly what the customer wants. But maybe they did it once. Maybe they still do. But it's not 
 knowledge driven. I mean, it's driven by data is driven by other stuff. And what's fascinating and I always argue is that 
 they had this course and I think it's MIT. It was an interesting article, very old. Maybe it's not true, but it said that every 
 summer they have the summer course and the brightest people from all over the world from the biggest companies comes 
 in there. And then we have this assignment where they are asked to make a case about oil industry so should Shell for 
 example to this and that. And the argument is That, oh, this guy has been working in the oil industry for forty years. I 
 mean, he has this best, and they make solution stuff. And afterwards they did it, where they mix these people from different 
 parts. And there's never been one time where one specialist has beaten the wisdom of more. So it's kind of just making 
 teams to set up how to, I mean, of course you should structure it. But it's very interesting that the wisdom of crowds of 
 more people, actually, almost every time, except when I do it. (laughter) It's interesting. And that's what we're also trying 
 to do is that all these people who are very, very knowledgeable use it, but but it's very good to have more mixed people. 


20:53 


It's Morten, he has a question on the line.  


speaker 4  20:57 


Yeah. Hi Jens. So just one question, because I think you're right in regards to there's a lot of people with stars on the 
 shoulders that all have to make decisions, what you guys do with Sjællandske, and how do you maneuver that space, and 
 still pushing forward on innovation and you know, not not being too slow in innovating and testing out new ways to 
 generate revenue. 


S1 21:27 


I've been there for two and a half years, what I did was that I have learned one thing. Every company if you have not a 
sound economy, that could be that it's impossible to make. I think it's the basic. So so so for me, it's been a journey where 
we have improved our sales part, we're educated, we have made new products, we have made a new organization, saying 
that a little bit. We have got 100 new people in and they're still the same number of employees without having say that 
we have five everyplace, but we're trying to renew our making better assessment stuff. So so it's to secure growth in our 
turnover. So that's what we're doing. We've been buying some companies for around 200 million, which has been a very 
good supplement into our position. And they're very good to integrate that. And if you look at the development, well, 
Martin knows this but but I think actually, that's maybe my best part is I have very much experience in it. And maybe the 
best at keeping the head cool, keeping cool when everything looks very bad. So So this is kind of opposite making results 
through other people. But what we do at this time is that we try to squeeze out all the bad I call it legacy. So if you can't 
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tell them, but all the decision makers are almost not involved. before we're talking about looking at the right times. So we 
 start saying what is our purpose, so everything is done doing what we're doing now, is purposedriven, and it works so 
 very well. So I don't want to hear about what they think I want to hear what kind of purpose this has, but value creation 
 is that we want with that. And if you ask that in the beginning, it gets kind of more difficult for these people who wants 
 to dominate. And because they have five stars, so it's kind of just say what you want. So that's the first phase, so they get 
 they don't say anything, but they say good  luck. And then we have this very good people started working with using 
 expert, external help, then it kind of gets started. And what I find is that it's very important in every developer, I mean, if 
 you're on the floor, it is kind of knowing the purpose, and what mandate to ask, why am I in this process? They feel very 
 secure and know what they are. They're nothing. It is the best work. I mean, it's it's very motivating. I think motivation 
 releases a lot of results. So it's kind of kind of orchestrated. And then if you have the few You bet, the better. Of course, 
 there should be some, but kind of every time it becomes more than three, four, you have to say okay, now I have to buy I 
 have to form this dispute. It's just that I can see that suddenly. Everybody has an opinion and maybe right but the progress, 
 I mean, I'm, I'm looking for a sudden the progress of enough. And typically when you do too many people suddenly 
 divided up and we try to say what's the purpose now we have to find out and I say this is in the beginning of it, but we're 
 changing  everything,  at  Sjællandske Medier  the  headline  is media  as  a service.  So  what  I'm  saying  that  said,  Forget 
 everything we know. So we what we do with the company, nobody knows is it the company, but I've done quite a  lot 
 where we, we are not gonna have to operate as an digital, outsource ourselves as a first line or outsource, outsource, we 
 want to be perfect in knowing our customers and understanding our businessmodel and being specialists in this part. So 
 we are in our IT department. 


speaker 4  25:46 


first step, so with us as a partner, so I understand your company will have two main assets, one is that you are very good 
 at creating content, obviously, and the other asset that we are trying to leverage is to basically help you take your big 
 client lists, know your clients and then offer provide omni channel advertising for these. In that process, what what kind 
 of change, do you expect you have to do in order to have your sales teams go out and selling these advertising products. 


And how far are you in that progress? 


S1 26:33 


Not very far, I think. What we're doing is best practice, because we have some areas where now 10% of our turnover is 
 working very well. And that's kind of the best way to implement it the other places. What we're doing right now is that I 
 have been frightened, again, by looking and other media companies when when the head grows too big, then the Apple 
 is hard to get. Then it's getting heavy for the body. No, it's is that not? My point is that what we're trying to do is that we 
 want to put all the resources out to our we have five areas, six areas now the market areas, and we are not interested in 
 having third people sitting in the central part. So now we have worked with having the Lyngby where we have our digital 
 part, which is kind of we have at that the mantra at ours is that everybody should be able to sell our products. I mean, if 
 it's not possible they shouldn't be selling or making recommendations about our products are too difficult. I mean, nobody 
 will. 


speaker 4  27:56 


Is that part of the strategy that every commercial should be able to sell any product. 


S1 28:05 


It should be so plain. So it's packages sell it, if your husband says, Well, I'm interested in some more advanced, then it 
goes to this digital. And the last part is bureau where we have departments that so we kind of slice in three. And so this 
middle part is also the Knowledge Center, they should be they talk to you, and that doesn't work very well. And I think 
it's to do with coming back to the employees, this still an outcome in too many who are not capable of the new way we 
are working. But we can see that kind of a lot of them are looking for other jobs. We do assessment and I'm happy that a 
lot of them can actually learn it. But but it is it is three levels. And I think actually if you look at units, I would argue that 
they are much further ahead, I would argue so we're just starting with the in the field. And I'm kind of convinced that in 
two years, we'll I think we'll be one of the best at doing this. But it's just a very big change we're doing and I think maybe 
our products if you look at the TargAd Nexta. I'm surprised that if you have a young salesperson just entered the company 
seems like oh, that's fine. I'll do this. If they're falling and it starts being very complex that the customer didn't want the 
second one. I mean, it's it's becoming kind of an also generation. Again, this issue but but we are doing better and I think 
it's we also have something called the customer value program. It's very important, but it's where you go from sales to 
making consultant to companies so you ask actually, what what do you want? Then we have a solution for you. And I 
think it sounds pretty simple. But in our company, we've done too much sales. And it's nothing planned stuff. So so that's 
the journey we're at. But I think actually, I think we will say the Nexta have been a key issue for us, because we don't 
have a lot of inventory. So I probably thought that was, I mean, you can sell them, we will never make business, but 
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