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Weekly
Publisher Titles Circ.
1 Trinity Mirror 234 15.8m
2 Newsquest Media Group 212 10.6m
3 Northcliffe Newspapers 105 9.0m
4 Johnston Press 241 8.3m
5 Associated Newspapers 7 6.4m
6 Guardian Media Group 44 2.6m
7 Archant 62 2.4m
8 The Midland News Association 19 2.1m
9 Independent Newspapers (Regionals) 27 1.5m
10 Scotsman Publications 6 1.2m

Source:  Total weekly circulation, Newspaper Society, July 2003

fish4 – owned by four leading regional newspaper groups

fish4’s owners
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Recruitment: No. 1

Site Unique users

fish4jobs        817k

GoJobsite 673k*

Total Jobs        628k

Workthing        422k

PlanetRecruit    239k

Peoplebank      138k

Homes: No. 2

fish4 market positions

Source: NORAS – winter 2003

*Source: ABC-e July 2003

Used cars: No. 2

Site     Unique users

Autotrader     2,200k***

fish4cars         358k**

Exchange & Mart  270k*

Site Unique users

Rightmove         1,658k

fish4homes   777k

Asserta 425k

Property Finder 209k

Source: fish4, ABC-e, Estate Agency News 
(Publisher’s statement) Sept 2003

* Source: Publisher’s statement July 2003

** Source: fish4 Sept 2003

*** Source: ABC-e May 2003
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Finntech: Online classified JV technology company

www.finn.no www.fish4.co.uk www.thisislondon.co.uk

50% 

Finn.no     
(Norway)

25%

Associated 
Newspapers Limited

Finntech    

25% 

fish4            
Limited
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Aims

• Knowledge sharing

• Best practice sharing

• Operational benchmarking

• Business intelligence

• Commercial relationships (if/when 
relevant)

Adexalliance

Members

• Hebbes (Concentra)

• Oikotie (Sanomat)

• AutoTrack.nl (Wegener)

• JobTrack.nl (Wegener)

• FINN (Scibsted & partners)

• Swissclick

• This Is London (Associated 
Newspapers)

• fish4
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UK classified revenues

Source: Advertising Association, company reports & accounts, Deloitte & Touche analysis, fish4 estimates

9%£130m£1,475mTotal
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Recruitment
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Online % of 
print

Forecast online 
2003

Regional press 
2002
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Market 
revenues

Time

Early 
adopters

Disappointment/
recession Mass take up

We are 
here!

UK online market development
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Source: Monster Worldwide 

82%18%2002

84%16%2001

91%9%2000

94%6%1999

NewspapersInternet

US print newspaper and online 
recruitment market share

US print newspaper and online 
recruitment market share

US recruitment market

Consistent levels of online revenue during the US recession has led to a dramatic 
market share increase for the online segment

US print newspaper and online 
recruitment revenue ($bn)

US print newspaper and online 
recruitment revenue ($bn)
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1999 2000 2001 2002

Media used by employers to attract staff (%)Media used by employers to attract staff (%)

Online

Local
newspaper

Trade press

Agency

National
newspaper

Note: Online include jobsites, the Internet, e-mail and corporate websites
Source: Key Note e-recruitment report 2003; Chartered Institute of Personnel and Development 

Media used by UK recruiters
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% of job site users who have applied for a job 
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Response to UK recruiters

Source: NORAS survey 2003; ABC Source: NORAS survey 2003; ABC
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17%
of UK vacancies filled after advertisement            

seen online in 2002

Vacancies filled online

Source: Enhance Media (producers of the NORAS survey)



12Source: fish4 study with a major estate agency chain, 9th-15th April 2002

Response to estate agents

Agent’s own website

26%

Source of telephone calls and emails for major estate agency chainSource of telephone calls and emails for major estate agency chain

Regional newspapers

39%

Web portals

35%
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Portfolio management at fish4
Portfolio of verticals – jobs, homes, cars

Portfolio of m
edia –

print, online, iDTV, m
obile

Brands        
and  

marketing

Production Products Sales

Brands        

and  
m

arketing

Production
Products

Sales
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The portfolio of verticals

Production Products
Brands and    
marketing Sales

++++++++++++Benefit 
level

Team could lack focus 
– generalist not 
specialist approach

Mixed brand message 
might not be clear

Could be seen as non-
specialist in each 
market

Products could lack 
focus

Added complexities 
could overwhelm 
benefits

Risks

Display sales (e.g. 
banners, sponsorship) 
across all 3 sites

Common clients, e.g. 
advertising agencies, 
financial sector clients

Scale (e.g. sales team, 
traffic)

Common brand

Shared advertising 
costs

Some common 
products, e.g. 
directory listings

Common database, 
software, site 
hosting, etc

Single operations 
team

Potential 
benefits
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The cross-media sales challenge

15Est. 1,000

fish4 sales staffPrint sales staff

Recruitment sales staff: fish4 versus its print owners

Production Products Brands  and    
marketing

Sales
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Key cross-media sales issues:

• Online sales strongly outbound; print inbound

• Value of print sale much greater than online

• Many potential online customers not in print

• Many print sales people still sceptical of online

• Many print operations lack effective CRM

• Some online customers do not want to buy their online advertising from a 
newspaper

• Some online customers want to buy national/multi-regional campaigns rather 
than local 

Operational sales challenge

Production Products Brands  and    
marketing

Sales
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Online versus print ads

Production Products
Brands  and    
marketing Sales

• With the physical limitations of print removed 
agents are free to create high quality ‘rich’ 
descriptions of properties and therefore generate 
more and higher quality leads

• A more detailed, online-specific advertisement can 
double the response generated for an estate agent

• Electronic upload allows clients to increase the 
amount of detail they provide

Upload 
from print

Same house 
uploaded 
electronically 
to Rightmove
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Evolving approach to online recruitment sales

Production Products
Brands  and    
marketing Sales

?80%100%Conversion

£60 - £100

(£200 - £300 if online-only 
sales)

£5 - £35Rate leveragePricing

Requires stronger sales 
approach
Assumptive and additional 

upsell to be trialled

fish4 mentioned in all sales 
calls as part of portfolio
fish4 on invoice
fish4 price on ratecards
Clients can and do opt out

fish4 not necessarily 
mentioned in sales calls
No reason/incentive for 

clients to opt out

Sales 
approach

Existing print sales teams 
and/or specialist online sales 
teams

Existing print sales teamExisting print sales teamSold by

Online specific ad
28 days online
Enhanced formatting
Extra keywords
Client can change copy online

Print ad online
7 days

Print ad online
7 days

Product

Explicit assumptive              
sell

Bundled sale Premium online 
product
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Remit

• Sales to clients who want a 
national or multi-regional buy

• In particular, sales to consultancies 
market

• Sales in non-shareholder territories

• Inbound calls to fish4

Remit of fish4 recruitment sales team

Production Products
Brands  and    
marketing Sales

Head of 
recruitment 

sales

Direct 
Team 

X5

Consultancies 
Team 

X6

Agency 
Team

X3
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• CareerBuilder is fish4jobs equivalent in US

• Owned by three major newspaper groups: Gannett, Knight-Ridder 
and Tribune 

• No. 2 to Monster - $150m in revenues in 2003

• Owners have experienced difficulties adapting print sales culture to 
online sales

• Currently piloting combined print and online sales at CareerBuilder in 
addition to newspaper sales

• However, US newspaper culture and organisation quite different in 
style to Europe

The CareerBuilder approach
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Production Products
Brands  and    
marketing Sales

The Times Group
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Marketing portfolio benefits

Local newspaper 
brand  and/or                  

local online brand

Local 
specialist brand

Classified 
specialist brand

Unique proposition 
to users and clients

+ =

homesfish4

jobs

cars

Production Products
Brands  and    
marketing Sales
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Combination products

Production Products Brands  and    
marketing

Sales
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Internet ad – NOK 399 
for 30 days 

Newspaper + Internet: Different  prices according to 
which newspaper is chosen and number of print ads
chosen. Starting prices are shown (including 2 
printads for Aftenposten) 

2 choices

Production Products Brands  and    
marketing

Sales
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Before After

Production Products Brands  and    
marketing

Sales
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• Unique to integrated print and online business

• Print for attention and interest

• Online for depth and qualification of interest

• Combined print and online reach beats online-only sites – print and 
online audiences complementary

• Sold online – low sales cost

• Customer responsible for copy and setting

• Reduced errors and credits

• Enhances print as well as online products

Benefits of combination products
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Adverts to local newspapers, print products, local web sites, fish4homes, IDTV etcAdverts to local newspapers, print products, local web sites, fish4homes, IDTV etc

Our vision for classified publishing

50 homes 
online daily

Estate 
agent

50 homes to be advertised daily

fish4homes IDTV NewspapersLocal 
web sites

New print 
products

Classified 
advertising
database 10 homes in

paper weekly

Multi-media sales operation

SMS/mobile

Production Products Brands  and    
marketing

Sales
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Production Products Brands  and    
marketing

Sales
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Production Products Brands  and    
marketing

Sales
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• Benefits to fish4
– Quality data
– Timely
– Full inventory upload from 

clients

• Benefits to newspapers
– Cost savings
– Streamlined processes
– Reduced lead times on print
– Move sales reps over to more 

added value selling

YesYesNoClear sales 
focus on print

NoNoYesCopy collection

Yes

Yes

No

New role

Yes

Yes

No

Value 
added?

Revenue 
potential?

YesAccount 
management

NoSelling the 
value of online

YesAdministration 
of upload

Old roleRole

Salesmen role under electronic uploadSalesmen role under electronic upload

The changing role of sales reps

Production Products Brands  and    
marketing

Sales
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Finntech and Adexalliance

Robert Steen
Managing Director

Finntech/Adexalliance
Grensen 5/7, Oslo, Norway

P.b.: 1178 Sentrum, 0107 Oslo, Norway
Tel: (47) 22 82 78 61
Mob: (47) 91 74 37 35
Email: robert@finn.no


