
Urban development 

The «Urban development» case shows how new business opportunities can be made by 
challenging whole industries and our own company. 
 

 $1 million net revenue, so far. 
 100 % hit rate 

 Urban development has become an important editorial branch, with it’s own vertical 
on Aftenposten.no 

 The first event hosted by Aftenposten 

 Established a great relationship between editorial and commercial departments in 
Aftenposten 

 We have sold out both sponsorships and tickets to all six Urban development 
conferences. 

 

At the beginning of June 2014 the first ever «Urban development conference» was hosted 
at The Astrup Fearnley museum in Oslo. In attendance were the editor in chief at 
Aftenposten, the Mayor of Oslo, and the citizens of Oslo. All gathered to listen to urban 
developers and politicians. All with a desire to know more about where the city of Oslo is 
heading, and as important, why it`s heading there. A perfect scene for advertising and a 
highly relevant editorial topic covered both before, during and after the conference. 
 

That day in June was a result of six hypotheses, all of which represented one question. 
«Why is Aftenposten not an option for the B2B industry?». We acknowledged a gap in our 
product line because we did not have products that met the needs of the customers. To find 
out why, we had to learn from leading companies in the B2B industry. With the help from 
Fredrik Loennecken, we developed an interview guide which we used in all of the ten 
interviews. In October 2013, we a printed list of Norway’s 500 largest companies, and 
spread it out over a table at Aftenposten. 10 of the companies were underlined and 10 
interviews with heads of communication were arranged. 
 

Some answers were different from industry to industry, but they had one thing in common: 
They all depend on political decisions, setting their causes on the agenda and getting 
goodwill from the public. After the ten interviews, the urban development industry was 
singled out because it matched our editorial profile and coverage of the topic. Judging by 
the answers they gave us, the ideal solution covering the communication goals and 
marketing objectives, did not exist.  
 

With the answers in hand, we started thinking about how we as a publisher could meet 
their needs. After several internal workshops, the urban development conference was 
outlined as a relevant concept both for the industry and Aftenposten. A conference, 
supported by the editorial staff at Aftenposten, would create a relevant arena that could 
bring together politicians, urban development experts, industry players, Aftenposten, and 
the citizens of Oslo. 
 

Eight months after these 10 interviews, a collaboration had been formed between editorial 
and commercial departments in Aftenposten. With this new approach, sponsor contracts 
and advertising worth more than 6 mill. NOK were signed, from companies which in October 
2013 had never before considered Aftenposten as a marketing channel. 
 



Urban development 

From the first minute of the project, the Challenger methodology ran like a thread 
throughout the whole project. From the beginning of the project in October, the following 
elements were key: 
 

 Research: Making hypothesis, researching the different industries and learning from 
ten interviews. 

 All of our questions had a hidden agenda: we knew that the industries had 
challenges when it came to communications and marketing. Our questions were 
constructed in a way that the companies performed a rational drowning on 
themselves. Because we did not have any products that met their needs, the rational 
drowning process also involved ourselves. 

 The interviews created a dialogue between us and the companies. We had done a 
thorough research which actually established a common ground. 

 We made a promise that we would keep them updated throughout the whole 
process. When we had gone through the data, we would involve them in the process 
of creating a relevant product that met their needs and matching our editorial 
profile.    

 The companies felt we all were moving in the same direction. We were working 
together as a team, so when we came back with an idea, they knew that we had met 
their needs and that the product matched the communication objectives. 

 The feedback after the first conference was fantastic. We gathered the Mayor of 

Oslo, key people representing the academic, and the citizens of Oslo. 


