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This is Amedia
Norways largest publisher with 110 
newspapers and 20 partner newspapers

● Different geographies

● 2 million readers daily

● 580.000 digital only subscribers

● Newsrooms ranging between 
2 and 70 employees

● Recognized as one of Europe's most 
innovative media groups



This is Amedia
Norway's Largest Publisher: Amedia is the largest publisher of editorial media in Norway, owning 107 
newspaper titles and reaching over two million readers daily. 

Digital Transformation Leader: Recognized as one of Europe's most innovative media groups, Amedia has 
successfully increased demand for digital journalism, with nearly 90% of subscribers reading news digitally.

Digital Subscription Growth: By the end of 2023, Amedia’s owned newspapers had 684,000 subscribers, with 
over 68% being fully digital—a testament to the company's successful digital transformation efforts. 

Editorial Employee Base: Amedia employs over 1,300 editorial staff who are dedicated to delivering news, 
debates, and entertainment to readers across Norway.

Centralized Expertise: Amedia's centralized teams in Oslo handle IT, product development, technology, and 
editorial support, developing and maintaining tools, solutions, and services for readers, subscribers, 
advertisers, and newsrooms across its newspapers.



The problem:

Like many traditional news 
organizations, Amedia faces 
a fundamental industry 
challenge: we have more 
subscribers over 80 than 
under 40, threatening 
quality journalism in an 
increasingly digital world. 

623 000 
between 40 and 80

97 000 
over 80

96 000 
under 40



2021

2024

2018

The problem:

For years, Amedia had 
tried cracking the code on 
how to attract and retain 
more subscribers and 
readers under 40 with 
various analyses and 
projects. 



But despite our efforts:

 We still had more 
subscribers over 80 

than under 40



We realized that 
you become what 
you measure –
and that we had 
become experts at 
pleasing this group



They were dominating our dashboards, given that 
they represent the majority of our subscribers, 
and are the ones deciding what content is king󰛵



We had a radical idea: 

What if we ignore 
«the old folks» and 
let our subscribers 
under 40 decide?



We isolated metrics to exclusively focus on readers 
under 40, effectively making 90 percent of our 
subscribers invisible in our dashboards.

This data-driven approach aimed to:

● Understand younger reader preferences: By removing 
the influence of older subscribers, the experiment aimed 
to gain clearer insights into what content resonated with 
the younger demographic.

● Optimize content creation: This understanding would 
then be used to guide the newsrooms in tailoring their 
content to better cater to the interests of younger readers.

● Increase engagement and subscriptions: The ultimate 
goal was to drive growth in both traffic and subscriptions, 
particularly among the younger demographic, thus 
securing the long-term sustainability of Amedia's 
publications.

 

Our objective:



Halden Arbeiderblad:
10 reporters 
Subscribers: 8 000

Romerikes Blad:
30 reporters 
Subscribers: 30 000

The experiment, conducted at 
two newspapers, aimed to 
demonstrate that by focusing 
on the needs of younger 
readers, we could succeed in 
attracting and retaining them, 
ensuring a future for quality 
journalism in a changing media 
landscape.



Three key findings



1) The entire 
editorial team 
focuses on 
the young 
subscribers



Romerikes Blad completely 
changed the way they work 
and the topics they focus on 

Kindergarten/school/
upbringing/family life

Health/lifestyle/
relationships

Housing/ real estate

Local business/
work life/ career

Wallet stories/ 
consumer/ groceries

Mobility/ traffic / 
commuting

Our municipalities Crime



This involved a change in 
perspective, focusing on younger 
entrepreneurs and professionals 
rather than established 
middle-aged figures.

This strategic shift led to 
significant improvements in 
content quality and relevance. 

The newsrooms adjusted their 
editorial processes to prioritize 
topics and narratives that 
resonated with younger readers.

8 200 readers 
Only 6 % under 40

10 300 readers 
13 % under 40

Before: 

After: 



“
I have had to leave old 
habits behind - and 
have to say «no» to 
stories that don’t target 
young people's lives!

Thor Fremmerlid (59), journalist in Romerikes Blad 



“
I need to be more 
direct in asking «who 
cares?»  - and say 
«no» to making 
content that doesn’t 
matter

Jon Theodor Hauger-Dalsgard, 
News Editor, Romerikes Blad



2) Our  subscribers 
over 40 do not 
abandon us - 
they love the 
new content we 
give them



Luckily, the shift in focus did not 
alienate our older audience. We 
saw an increase in overall 
readership, demonstrating that the 
content resonated with a broader 
demographic. 

This suggests that the content we 
created for younger readers also 
appealed to older readers, who 
continued to engage with our 
publications.

10 000 readers 
Only 7 % under 40

14 200 readers 
12 % under 40

Before: 

After: 



3) While ignoring 
the majority, 
the minority 
grew



+ 30%
The results were notable. 
We saw an increase in 
overall readership and a 
significant boost in 
subscriptions, particularly 
driven by content targeting 
younger audiences. 

Romerikes Blad, one of the 
participating in the 
experiment, experienced a 
remarkable 30% growth in 
its under-40 demographic 
since the project's started 
nine months ago.

Start of project



“

Mads Storvik, Editor in Chief, 
Romerikes Blad’

Focusing exclusively on 
young subscribers has 
made our product better. 

It’s not a question of 
«daring» to try - but a 
question of daring not to! 
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