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Results Q1 2025

m€ Q1 2024 Q1 2025 A

Reported growth 453.4 475.5 +5%
Revenues

Organic growth® +8.9% +3.8% -5.1%pts
EBITDA (adjusted) 108.4 117.4 +8%
EBIT (adjusted) 34.7 39.7 +15%
Net income (adjusted)® 12.5 16.2 +30%
Free Cash Flow (adjusted) -24.4 -35.1 -44%
Capex 19.4 17.9 -8%

WExcluding exchange rate effects and effects from (de)consolidation and discontinuation of operations
@Adjusted for exceptional items and additional other reconciling factors in D&A (PPA related amortization and impairment losses),
in financial result and in income taxes 3 I STROER



Q1 2025 Market Dynamics: (D)OoH outperforming the global Ad Markets
German Ad Market with positive Momentum in the first three Months

Global Points of Reference Local German Peers |

Stroer Core Business
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Stroer outperforming legacy media and the OoH market, due to
strong digital focus

YoY .
growth rate O pp delta Stréer OoH vs. Legacy media market!

30%

ar

20%

10%

P 0
.0

0%

(10%)
(20%)
(30%) ° ROBUST GROWTH o o COVID o o ACCELERATING STRUCTURAL GROWTH 0
0
2015A 2016A 2017A 2018A 2019A 2020A 2021A 2022A 2023A 2024A
m | egacy media market ® OoH market u Stroer OoH Media

For strong reach / brand building competence, OoH is the medium of choice today

where legacy media more and more fail due to lack of reach.

Source: Company information; Company estimates; ZAW.
Note: ! Legacy media includes TV, Radio, Print, and Cinema. 5 I STROER



Stroer DOoH & OoH infrastructure shows high structural net revenue
retention of more than 100% combined with very low churn

NRR OF TOP 100 GERMAN OOH MEDIA CUSTOMERS!
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Q Churn of top 100 German OoH Media customers?

Note: NRR defined as revenue generated by customers in period n+1 divided by revenue generated by customers in period n for customers that
generate revenue both in period n and n+1; Churn defined as % of revenue lost from customers that generate revenue in period n but don't
generate revenue in period n+1; " Based on top 100 customers for 2023
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Stroer sustainable and growing customer demand is reflected in a
high revenue retention and sticky customer cohorts...

German OoH Media revenue (DOoH + OoH // w/o RBL)

by customer cohort (in %) Covid-19 pandemic
I
I
100% —
I
2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

m Cohort 2015 m Cohort 2016 Cohort 2017 m Cohort 2018 Cohort 2019 Cohort 2020 Cohort 2021 Cohort 2022 Cohort 2023 m Cohort 2024

Source: Company information 7 I STROER



... With accelerating demand driven by digital transformation

German DOoH Media revenue (w/o RBL) by customer cohort
(in %) Covid-19 pandemic

100% A

2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

m Cohort 2015 m Cohort 2016 Cohort 2017 m Cohort 2018 Cohort 2019 Cohort 2020 Cohort 2021 Cohort 2022 Cohort 2023 Cohort 2024

Source: Company information 8 I STROER



Programmatic DOoH is the Future of Out-Of-Home Advertising
ROIl-accretive through data-driven, highly targeted and real-time Campaigns
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Why programmatic DOoH carries

Traditional DOoH Programmatic DOoH significant potential
P Relies on general traffic Utilizes data analytics for detailed Informed decision-making and v,
nll Data Utilization patterns and location insights into audience engagement g

campaign optimization drives ROI

demographics and effectiveness

/0\ i . - . : Numerous data triggers Highly targeted and relevant ad

5\%/5 Audience Targeting Limited targeting options available for tailored content delivery at most opportune moments
®d : ) . . . Significant flexibility and v,

E&‘()E Advertising Speed Requires pre-booking of ad Real-time advertlsmg throggh. responsiveness to market

,[:; space automated purchasing/bidding conditions

of media plan in of marketers in Germany

0 . () /- believe PrDOoH offers the
33 /O Germany will include 94 /Omostinnovative

PrDOoH in the next . -
18 months advertising opportunities
of all media channels

Source: State of the nation, Programmatic DOoH 2024, VIOoH 9 I STROER



Successful programmatic cases studies

THE CHALLENGE

OUR SOLUTION

THE RESULT

DANONE - Broad contextual
programmatic targeting

L"OREAL - Drive to store of a premium

SHOP APOTHEKE - optimising video /
TV campaign using spatial media
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Increase the relevance of Actimel during the cold
season by reaching people in a context where the
immune system is particularly stressed.

In 6 major German cities, information on the nearest
drugstore is to be displayed in the ad to the nearest
metre, depending on the location. This gives passers-
by the impulse to shop in the immediate vicinity.

The DOoH campaign will only be played out in
those cities in which the advertising pressure target
(XRP) on TV was not achieved.

Time targeting - The ads were placed at train
stations at the well-known ‘rush hour’ times when
there are lots of people (and cold viruses) on the

platforms.

Drive-to-store Push mit Dynamic Creatives.

TV Boost solution from Aeos
(all eyes on screens)

Significant increase in purchase intention to
38% (I1x200). 60% spontaneous advertising recall
on digital screens.

From a single ad template, 133 customised DOoH ads
were automatically created and played out in the
immediate vicinity of drugstores. the campaign had a
significant reach and a positive impact on sell-out.

DOoH generates additional contacts and
increases the overall reach by 15ppt to 89%.

Source: Company information
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Programmatic digital demand as a growth engine for Stroer’s
core business ...

DOoH revenue share of the OoH Media Revenue share of pDOoH? in DOoH
segment?! 45%
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Source: own data  1OoH Media w/o revenue from Services 2Programmatic DOoH 11 I STROER



... supported by Software, Data and Al solutions

1
Upon a successful Between DSP and
trade, the SSP, an automated
?XE;E:;‘\“Q’%BGZNG advertisement of the trade of
= customer or the DSI.D STROER |SSp DOoH inventory
that won the playout is takes place (in real-
displayed time)
—> T D —
The DMP prOVIdeS 2 ‘................................é

finely detailed > . STROER |ssp

location-specific : : (Customer)
information for the DSP

pre-qualification of DMP
inventories based on :
. 1 = ‘
the advertisers L wa? 0S Siitions

goals

@ sse © osp

Supply Side Platform Demand Side Platform

Platform where the inventory is made Central technology for collecting, analyzing, Platform on the customer or agency side to
available for sale by the provider and activating data from various sources to purchase public video
specifically activate inventory

Source: Company information
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Stroer’s Al based Creative Analyzer launched in Q1 2025:

Our solution: Continuous further
Strder Creative development (in

Analyzer cooperation with our
experts and user

esmﬂ. Obersicht [2) \/ feedback) with Group IT.

Creative Hub

Access & Upload

(R Dbsmcht. {5} STROER
o =1 o via Power App Platform
Cré\tlve e STROER  Meine Motive - Details 9 Accessible for all Stréer employees (on request)
z

- =l .
¢ o J ) Creative Hub -
S O Zusammenfassung Bewertung (1-10] No self-service tool for customers.
(il et A Visuelle Klarheit und Asthetik Score: 7
Meine Motive Das Motiv sollte eine klare Visualitat haben {7)
 Das Motiv st Klar und leicht erkennbar, mit einem deutlichen Produktbild.
| Q FaQ 5 Die Hintergrundfarbe kénnte mit dem Produkt verschmelzen und den
Kontrastverringern.
Das Motiv sollte harmonische Asthetik haben (&) X . X . X
- Das Farbschema ist konsistent und nutzt Blau und Orange effektiv. | ( | b I h f )
y  Die florslen Elemente passen maglicherweise nicht zum Kaffee Thema und An a ys Is (avallable within a few minutes
verursachen leichte Disharmonie.
Das Motiv solfte eine Klare Sichtberkeit haben, mit einem deutlichen N Das Motiv sollte nicht zu laut, unordentlich, diffus oder iberladen sein (8) AnalySIS based on our 10 gO|den rules of OOH
Produktbild, das leicht erkennbar ist. Allerdings kiinnte die Hintergrundfarbe + Das Design ist sauber und nicht mit Elementen (berladen. .. g . . .
. . it dem Produk verchmeloenund den Koirast verrngern s itsolte | | 52 Die Tentplatzierun kénnte oben etvias gecrangt wirken, advertising. The motif is rated using a ranking (1-10)

eine mit arbschema, das

Blau und Orange effektiv nutzt, obwohl die floralen Elemente mbgiicherweise Verwenden Sie kriftige Farben und ansprechende Kontraste zur Betonung i i 1 1 1
o Bl ik ot g ersen et ity ver including a traffic light system based on a proprietary
Design ist sauber und nicht mit Elementen iiberladen, obwohl die Platzierung " Starker Kontrast zwischen Text und Hintergrund verbessert die Lesbarkeit. H H 1
STROER 4o Tt bt ; % LLP, which shows clearly where there is still room for

» Der orangefarbene Akzent kbnnte die subtileren Blautane Gberlagern.

Meine Motive Text und Hintergrund verbessert die Lesbarkeit, aber der orangefarbene

ki Akzent kiinnte die subtileren Blautane Oberlagem. Orangefarbene Akzente Farbige Akzente sollten im Einklang mit dem Hauptmotiv verwendet im proveme nt.
R Oersicht gy erganzen den blauen Hintergrund und die: kung, dach werden (6)
[0 Meine Motive * i 3 Einsatz von vomF Das + Orangefarbene Akzente ergénzen den blauen Hintergrund und die
Metiv verwendet eine begrenzte Anzahl von Elementen: Produkt, Text Loge, Produktverpackung,
‘ = -
Q'ma stats Took: Create Kaffeebohnen und Tesse, obwohl zusatzliche dekorative Elemente die 2 Ubermagiger Einsatz von Orange kénntevom Hauptprodukt ablenken, o
Einf it Gber Das Produkt ist:
hervorgehobens Element aber die L . Elemente und Komposition Score: 7
status Took: Creatve- 4 Aufmerksamkeit konkurrieren. Elemente sind gut getrennt, um Unordnung zu E rt
vermeiden, abwahl die Nahe des Tertes zum Produkt verbessert werden § X p (0]
Kénnte. Der Blick wird effektiv vom Text zum Produkt gelenkt, aber die *v Text und Botschaft Score: ¢
. s ook Creat Kennte den Bli . Das Pr cinen ¥ c c
via e-mail
Outum sty Toot: Creat . T
The result is prepared individually for the customer
sutus oot . . . . .
and enriched by adding context if required in
B |
= numbers and explanatory texts.
Bidnam
Datum s Toot
—

Source: Company information 13 I STROER



Average DOoH & OoH growth accelerated to double digit numbers
driven by the digital transformation

in2€8rr(1)m Y-0-Y growth OoH Media?
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Source: own data 'OoH Media w/o revenues from Services 14 I STROER
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Profit and Loss Statement Q1 2025

m€ Q1 2024 Q1 2025 A
Revenues 453.4 475.5 +5%
Organic growth +8.9% +3.8% -5.1%pts
EBITDA (adjusted) 108.4 117.4 +8%
Exceptional items -4.7 -2.5 +45%
EBITDA 103.8 114.9 +11%
Depreciation & Amortization® -76.9 -81.3 -6%
EBIT 26.9 33.5 +25%
Financial result® -18.3 -15.4 +16%
EBT 8.6 18.2 >+100%
Tax result® -2.6 -5.4 >-100%
Net Income 6.0 12.7 >+100%
Adjustments(®) 6.5 3.5 -47%
Net Income (adjusted) 12.5 16.2 +30%

(MThereof attributable to IFRS 16 in D&A 52.8m€ (PY: 51.4m€) and in financial result 7.6m€ (PY: 7.7m€)
@Tax rate according to IFRS is 29.9% (PY: 29.7%)
©®)Adjusted for exceptional items (+2.5m€) and additional other reconciling factors in D&A (PPA related amortization and impairment losses, +3.7mé€), in financial result (-1.2m€)

and in income taxes (-1.5m€) 16 I STROER



Free Cash Flow Perspective Q1 2025

me€ Q12024 Q1 2025 Comment
EBITDA (adjusted) 108.4 117.4

= Q1 cash flow influenced by seasonality and phasing

- Exceptional items 4.7 2.5 » Free Cash Flow (ad].) in Q1 below PY as higher earnings

EBITDA 103.8 114.9 contribution contrasted by working capital development
' ' (after strong Q4) and higher IFRS 16 lease repayments

Interest 14.2 1.7 » Increase in IFRS 16 lease repayments resulting from
- Tax 13.0 14.7 higher minimum leases (esp. RBL) and some phasing
effects
-[+ WC -19.0 -37.9
» Bank leverage ratio® with improvement compared to PY
-/+ Others -13.6 -11.2 and sequentially stable due to higher earnings despite an
increase in Net Debt (including the acquisition of RBL
Operating Cash Flow 44.0 39.3 Media in Q4 2024)
Investments (before M&A) -19.4 -17.9
224 228 210 214 218
Free Cash Flow (before M&A) 24.6 21.4 7808 8438 7942 8374 864.2
/MW Financial net debt
Lease liability repayments (IFRS 16)®@ -48.9 -56.5 . . . . . Leverage ratio®
Free Cash Flow (adjusted)® -24.4 -35.1 S 0 S e

(MNet debt and adj. EBITDA of last 12 month adjusted for IFRS 16
@Ppart of Cash Flow from financing activities; ®Before M&A and incl. IFRS 16 lease liability repayments 17 I STROER




Segment Perspective — OoH Media

m€ Q1 2024 Q1 2025 A

Segment revenue, thereof 181.9 209.8 +15.3%
OOH 106.3 115.2 +8.3%
DOOH 63.8 81.3 +27.5%
Services 11.8 13.3 +12.5%

EBITDA (adjusted) 73.1 86.3 +18.0%

EBITDA margin (adjusted) 40.2% 41.1% +0.9%pts

Comment

OoH Media with double-digit revenue and earnings growth in Q1 compared to PY, continuously outperforming the German advertising

market; organic growth of 12.8%
High single-digit increase also in OOH, but still driven in particular by DOOH

Development positively influenced by the acquisition of RBL Media in Q4 2024 and the federal elections
Earnings performance with over-proportional increase in EBITDA (adj.) also leads to margin improvement

18 I STROER



Segment Perspective — Digital & Dialog Media

m€ Q1 2024 Q1 2025 A
Segment revenue, thereof 203.4 206.2 +1.4%
Digital 95.8 98.1 +2.4%
Dialog 107.5 108.1 +0.5%
EBITDA (adjusted) 31.2 28.0 -10.5%
EBITDA margin (adjusted) 15.4% 13.6% -1.8%pts
Comment

» Digital and Dialog Media with low single-digit revenue growth in Q1

» Revenue growth in Digital driven by continued strong growth in programmatic sales as well as an increase at t-online in a generally very
challenging market environment

» Dialog overall at PY level, as Call Centers with double-digit growth rate can compensate for a revenue decline from direct marketing
activities
= Lower earnings in the quarter also due to direct marketing activities; Call Centers above and Digital Media at PY level

19 I STROER



Segment Perspective — DaaS & E-Commerce

m€ Q1 2024 Q1 2025 A
Segment revenue, thereof 92.0 90.9 -1.2%
Data as a Service 40.1 42.2 +5.2%
E-Commerce 51.9 48.7 -6.2%
EBITDA (adjusted) 12.2 11.4 -6.9%
EBITDA margin (adjusted) 13.3% 12.5% -0.8%pts
Comment

= Statista: Ongoing revenue growth in Q1 compared to PY due to continued expansion of business with existing and new national and
international customers

» Asam: Sales below high PY comps mainly in international wholesale distribution
» Q1 earnings impacted by sales development at Asam

20 I STROER
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Outlook

Q2

= Revenue growth in core business (OOH Media) up to mid single digit
against tough prior-year comps (+21% i.e. driven by the UEFA Euro 2024)
expected

= pDOOH and DOOH as main growth contributors established

= Digital & Dialog Media with stable revenues

= DaaS & E-Commerce with single digit revenue growth expected
H2

= Significant acceleration of group topline growth in H2 expected
Full-year

= Guidance for 2025 remains unchanged
Mid- / Long-term

= Double digit top-line growth (average) in our core business (OOH Media)




Financial Calendar 2025

Q2 2025 ' Q32025 ¢ Q4 2025 ¢

March
Publication of Preliminary
: November 11 Figures 2025 Ca)
August 13 Publication of
Publication of Half-Yearly Q3 Quarterly Statement
Financial Report
June 4
Annual Shareholder
Meeting

@ 23 I STROER






Disclaimer

This presentation contains “forward looking statements” regarding Stroer SE & Co. KGaA (“Stroer”) or the Stroer Group,
including opinions, estimates and projections regarding Stroer’s or the Stroer Group’s financial position, business
strategy, plans and objectives of management and future operations.

Such forward looking statements involve known and unknown risks, uncertainties and other important factors that could
cause the actual results, performance or achievements of Stroer or the Stréer Group to be materially different from future
results, performance or achievements expressed or implied by such forward looking statements.

These forward looking statements speak only as of the date of this presentation release and are based on numerous
assumptions which may or may not prove to be correct. No representation or warranty, express or implied, is made by
Stroer with respect to the fairness, completeness, correctness, reasonableness or accuracy of any information and
opinions contained herein.

The information in this presentation is subject to change without notice, it may be incomplete or condensed, and it may
not contain all material information concerning Stréer or the Stroer Group. Stréer undertakes no obligation to publicly
update or revise any forward looking statements or other information stated herein, whether as a result of new
information, future events or otherwise.
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