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Stroer #1 in OOH & Digital

A St r °well- digersified
product portfolio

A Focus on highest ad
subsegments

A Stréer outperforming total
ad market

A Clear market leader in

Display & Mobile

Strategic update

A From analogue to digital

A Five key strategic areas

A New management team
Digitisation

A Content

A Evolution of media

A Value Creation

A Local markets

A Strategic Roadmap
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A Cash flow on more detail
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A P&L in more detail

A Organic growth explained
A ROCE

A M&A

A Financing costs

A Segment Digital

A Transparency

A Governance
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Q1 2016 Financials in more

detalil

A P&L

A Org. growth

A Stroer Digital

A Product Segment Digital
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A Stréer OOH International
A FCF
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A Summary
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Well diversified product portfolio 20151 with focus on premium

Digital Billboards?
Desktop/Mobile, Video, Network with regional
Transactional and local density
Megalight/
MEHE Scroller?
XXL poster Rotating, backilit
7% posters at traffic hubs
4%
Street
Furniture 28% BlowUp Y

Urban ad culture,

Jall Trains, Busses
CityLight Poster

1) To be renamed as Large Formats 4 I STROER



Stroer: Focus on highest growing Ad Sub Segments

Advertising Market

Str°er 6s Focus

(in %, CAGR 2015-2018)*

Video
Display/Mobile

OoH

Radio / TV
Magazines

Newspaper

ca. + 2%

ca. -2%

ca. -3%
A

Market @: 2%

. A Video
\ A TOP3 WEB TV with 650m video views (incl. social
\ media)
\ A Leading public video network in Europe with 3bn
% views per month

/A Display/Mobile
/ A # 1 German Sales House

__________ / (>600 exclusive websites access to around

5,000 more in extended network, 35 - 40% of
revenues based on own digital websites)

A Transactional
A Leading statistics portal worldwide - Statista
A Various strong subscription revenue models

A OoH
A # 1 marketer in Germany
A 230,000 advertising faces
A ~50% market share

*Source: Video, Display/Mobile i PwC; OOH, Radio, TV, Magazines, Newspaper i Zenith OptiMedia/GroupM 5 I STROER



Stroer outperformed the total Ad Market & OoH Market

Media Market Breakdown

Str°%er 6s OB8Hdre Meyonéd 8%

Stroer /
OoH market 44% 46% 44% 46% 50% 52% ‘ . _

° ° ’ ° ° ’ A Print market share (magazines and
OoH / newspapers) is constantly declining
Total market 4.1% 4.7% 5.6% 5.8% 6.0% 6.3%* p

A Out of Home market share is continuously
20.000 - - 600 growing, in 2015 exceeds radio advertising

18.000 CAGR (2010-15) Stroer: + 4% 00 )
e 16.000 - A Online overall is still showing massive
% 14.000 - s growth in advertising spendings
< 12.000 '
10.000 300
8.000 - B Print
6.000 - [ AR TV
. I : 40% = Radio
2.000 - = Cinema
0 - -0 ®m Qutdoor

2010 2011 2012 2013 2014 2015 *

Total Market
Stroer Revenue in EURM
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o
o
o
|
=
o
o

Internet
Total German ad market m Stroer Germany OoH spend

Source: Nielsen, ZAW, FAW; *2015 is an estimate 6 I STROER



Clear German Market Leader in both Display & Mobile (1/2)

Online

935.5
EURmM

SDG

935.5 EURmM

Media Impact 400.5 EURmM

UIM 367.5 EURmM
SevenOne Media 346.6 EURmM
IP Deutschland 250.6 EURmM
ebay Adv. Group 228.4 EURmM
Forward Adgroup 113.7 EURmM
1Q 106.8 EURmM
Yahoo! DT. 97.8 EURmM

Source: Nielsen Gross Billings 2015 (Deutschland); WITHOUT Adscale and TubeOne!

Mobile

94.5
EURM

SDG 94.4 EURmM

69.0 EURmM

Media Impact

Seven 33.7 EURM

Gruner 29.8 EURmM
Forw 21.2 EURmM
YOC AG 20.0 EURmM
IP Deutschland 19.4 EURmM
IQ 17.1 EURmM
UIM 13.2 EURmM
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Clear German Market Leader in both Display & Mobile (2/2)

Monthly Net Reach of 83.4%* 0

A # 1 for both mobile and display (>600 websites) 0

;)U A 17 Channels of websites with strongest and most
= consistent premium portfolio in the market (examples)
8‘ :1: " " Dnline BORSE > ONLINE gutefrage.net FURSIE
STROER TOTAL 44.0 =" ['EE
# 5 JO,,E TATER pp oNUNE o @ 1w
i : PROMINMAGR
Interactive Media | | 37.8 QC_J FLASH [RGEN S @ NetDoktor
United Internet | | 35.6 & Muisllealﬂl KINQ petra
Stroer Digital 35.2 ®GIGA net immonet.de FrankiurerRundschau ia
1 \
Axel Springer 34.9 0
1 | A Market share of roughly 17% of total German
FIOMSEE | | 54.5 Display/Mobile/Video Market** allows full leverage of
Forward AdGroup 33.7 C_DI i tech acquisitions
1 0 A Fully developed own tech stack to monetize own
Group 28.3 ~ rd i .
| Qo and 3 party inventory out of one hand:
OMS 28.1 8 A Adserver, DMP, DSP, SSP i in integrated ecosystem
Gruner+Jahr 6.6 T UUs Q A Continuously improving data depth and quality from
sales house, own content assets as well as
20 30 40 50 E-commerce and subscription business

* AGOF digital facts 2015-07; Basis: Adults, 14+, Unique Users (Online-User); ** Basis: OVK 8 I STROER
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What ha-om analoge to digital Times

A Digitisation reduces entry barriers for many business models
across value chains in all industries

A Innovative intermediate business can be short-term extremely
successful; on the long-run, intermediate businesses are not
sustainably successful

A Companies with vertically integrated value chains push out
Intermediate business models

11 I STROER



