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# 1 in underpenetrated and attractive growth markets

#1in GERMANY FY 2010 Financials
Europe’s largest ad. market

+€ 531 MM Net Sales (+13%)
#1in TURKEY C+ +€ 127 MM Op. EBITDA (+27%)

Europe’s largest emerging market blowUP

#1in POLAND
Largest CEE market

#1 Giant Poster network in EUROPE . | Warsaw
(D, UK, E, Benelux) '

Stroer Poland

6%
13%
Sales
Breakdown

Stroer Turkey

7%

Stroer Germany

- Core markets
- blowUP media
® Regional HQ

2 90% of revenues from markets where we are at least double the size* of no. 2
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State-of-the-art product portfolio
with favorable margin and capex profile
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Stroer AG: 20 years of organic and acquisitive growth
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http://www.newsoutdoor.pl/index.php

Stroer highlights H1 2011

Ongoing structural shift to outdoor in Germany, Europe's biggest ad market

Sales focus on Top 200 advertisers paying off
= Relevance of digital products in product mix increasing
= Progress in foreign operations in spite of external effects & OPEX investments

7.3% Group organic revenue growth in H1 particularly fuelled by Germany

Recurring earnings (net adjusted income) up 41% in H1

EUR 22m capex fully cash flow financed allowing flat net debt vs. prior year-end

Stable contract portfolio




Who are structural winners and losers in the dramatically
changing media landscape?




Media inventory becomes commodity leading to increasing
fragmentation in all areas except...

TV Radio Magazines Outdoor advertising
1988 — 2008 1988 — 2008 1985 - 2009 2006 — 2009

No. of stations) No. of stations) (No. of magazines) (No. of sites in thousand)
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...In the OOH-sector where consolidation & innovation result in
better capitalisation
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Media fragmentation in all areas:
Single placements lose their value

Number of aired TV Spots to get 80% reach

» 2010
| 522 Spots
1965
10 Spots yi i, 9

» 2055
?

8 Source: MediaCom/GfK



Structural change through digitalization —
A challenge for content based ad channels

Explosion

of classic

inventory Channel Loss of
fragmentation mass media
effect

Advertising
channels

Loss of
mass reach

Less ad-
financed
content

Advertising

Shorter o
ad breaks Shrinking
ad size

1/1 page to b

Broadcasting
competes with
personal messages

Target group

Only relevant
messages are Less tolerance
perceived




Structural change through digitalization —
An opportunity for location based ad channels / outdoor media

Stable number
of airports,

No railway statio
fragmentation

Advertising
channels

Flexibility

Shorter in targeting /
Offline time to back
to online

Advertising

Mobile internet
driving work
mobilit

Mobile phones
driving pesonal
‘mobility

Target group
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In a digitalized
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The human eye processes more impressions than the ear
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JImages are fast impacts to the brain"

Advantages of image communication

,1he larger the image, the better the recall performance*
(Kroeber-Riel, W. (1996, Bildkommunikation)

in % Images Concrete words Abstract words

Short term / long term Short term / long term Short term / long term

Source: Kroeber-Riel, W.: Picture Communication; Paivio, A.: Imagery and Verbal Processes
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Take a close look at the iceberg!

Area of focus
to date
explicit

unaided ad recall
area

aided ad recall
Water-Line
Knowing

Spontaneous brand-awareness
implicit _
area spontaneous brand preference spontaneous Taking

in competitive environment brand preference
Constitutes the substance! P P

Virtually ignored o
Liking

spontaneous brand image
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Visibility

Image instead of tweet

Large instead of
miniature
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Reception

Reach people when
they are receptive
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Favorable German ad market 2011: !1,1,@}1,5,@1
NIELSEN data confirms structural shift to outdoor

= (Gross advertising market increases 4.6% in H1 2011
= Strongest growing media: Internet, cinema, poster

= Poster with above average growth of 11% and 25 BPS higher market
share at 4.2%

= Nielsen forecast H2 2011:
v Total German ad market with anticipated growth rate of up to 4%
v OOH market expected to outperform total ad market

Source: Nielsen Media Research 06/2011
20



Favorable German ad market 2011: niclsen
Promising development of TOP 200 in H1 2011*

= Nielsen -TOP 200 advertisers increased gross spend on poster by 19% yoy compared to
11% growth of TOP 200 spending across all media

= Market share of poster with Nielsen-Top 200 advertisers advanced from 3.4% to 4.0%

= Stroer’s best performing industries: FMCG, automotive and retail

Ry ws By v} :QPP“
vodafone °“°‘"’ jjfug@l qﬂs x%

~ BDFO0ee® DB
f “ Grar)  Shell etk @ Beiersdorf
L | mggz =~y PHILIPS
GOOgle @ Mercedes-Benz !% =N /
SATURN e-plus+ n — o e AIA o

gﬁ!&ERlA onrberlln . #M HARl.O

BASE ERGO picrosoft:

* Top 200 advertisers as defined by Nielsen Media Research
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Premium billboard rollout progressing well

= Focus on prime locations in major metropolitan cities _

= Rising number of new locations in addition to upgrade
of traditional boards 900 - 1,000
= Super-size locations with up to 3 displays in a row
allowing new creative concepts
= Increasing number of customers upgrading 480
campaigns with premium billboards
= Customer base further enlarged (selection):
vod%:ne
=QIPIRIT TOYOTA H1 2011 FY 2011
M =SPRI1 e Actual Target
Vorsprung durch Techt WL
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Out-of-home channel with growing network
and increasing demand

= More than 750 Screens installed and well on _

track for up to 1,000 by Dec 11
1,000
= Rollout focus now on top stations in Hamburg,
Cologne, Diisseldorf 1957
= Key national accounts driving order backlog:
N\ = .
miller | (intel)
P&G . Deutsche
Telekom August 2011 FY 2011
actual Target

26


http://www.hnip.net/imgLib/20061130_Procter_g_logo_drk_blu_300.bmp

Research Case Out-of-Home Channel. ﬁ
Significantly increasing brand preference for TOP 200 account

= tested product: After the OOHC campaign the tested

international chewing gum brand (TOP 200 account) Wm chewing gum product had a 4,23x higher
o
(11}
-
[
Ll
o

brand preference than competing brand 5

= |ocation:
Munich main station

= sample size:

423
3
303 310
200 respondants 247 270 “ “
= sample characteristic: .Jﬁﬂx“—f -
81 83
Brand 1

only non-buyers of tested product

Brand 2 Brand 3 Brand 4 Brand 5

= survey design:
interviews pre- and post campaign
spontaneous preference response (,deep impact)

m PRE campaign
B POST campaign

<+— WORSE
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Research Case Out-of-Home Channel: ﬁ
The channel screens fit the image of modern brands perfectly

= tested product: Screen with advertised chocolate...
international chocolate brand (TOP 200 account)
* locations: _ . ...fits the brand
Frankfurt and Stuttgart main stations
...shows range of the product
o ...lsmodern
= survey size: .
300 respon dants ...draws my attention
...Is top-quality
= survey design: ...s catehy
face-to-face interviews ...has lots on offer
...turns on my appetite
= campaign design: ...isappealing to me

4 flights in May/June

...Is informative

...bothersme
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Stroer Turkey: market development

= Favorable macro picture increasingly impacted by signs of overheating and adverse FX

= One-off effects (audiovisual reform and political campaigning) reduced OoH growth rate

= First phase of audience measurement POSTAR kicked off:

30
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Stroer Turkey: development of operations

= H1 organic revenue growth supported by strong regional and
giant poster business

= Margin decline due to one-off revenue impediments and
increased direct costs mainly due to concession scope effects

= Sales strategy in H2 directed towards customers with lower TV i
exposure with good progress

= Organic revenue growth in H2 difficult to anticipate given
low visibility and ongoing TV reform impacts

Megaboard, Ankara
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Stroer Poland: market development

= Solid GDP growth and fairly stable Zloty/EUR FX rate

= Bus shelter tender in Warsaw in progress (bidding consortium Stroer / AMS),
decision expected by year-end

= Audience measurement initiative POSTAR signed and rollout started

33
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Stroer Poland: development of operations

= Softer OOH market development continued in H1
leading to negative organic revenue growth rates

= Trading momentum improved after recent reinforcement
of management

= [ncreased business scope and cost synergies }'e
supported H1 margins -,

= [mproved trading environment expected in H2

!
i
i

City-Light-Poster, Warsaw
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Financials at a glance: .
Strong growth in topline and net adjusted income

€ Wl CHI2011 HI2010  Change

Revenues 282.3 2422  +16.6%
Organic growth 8 1.3% 10.0%

Operational EBITDA 59.8 52.4 +14.0%
Net adjusted income @ 16.5 11.7 +41.0%

Investments. 22.5 6.6 +238.3%
Free cash flow " 1.7 32  -46.3%

Net debt" 3193 3201 0.2%
Leverage ratio"® 2.4x 2.4x 0.0%

Notes: (1) Organic growth = excluding exchange rate effects and effects from the (de)consolidation and discontinuation of operations; (2) Operational EBIT net of the financial result adjusted for exceptional items, amortization of acquired
intangible advertising concessions and the normalized tax expense (32.5% tax rate); (3) Cash flows from investing activities excluding M&A; (4) Free cash flow = cash flows from operating activities less cash flows from investing activities;
3 (5) Net debt = financial liabilities less cash (excl. hedge liabilities), (6) Net Debt to LTM Operational Ebitda adjusted for full consolidation of Stréer Turkey



Stroer Group revenue:
Balanced increase across all product groups

€ MM
Reported % +21.4% Reported % +22.3% Reported % +19.4%
152.1 72.8
59.5
. 1 ?I“ . . I
20" o &l

u

H12010 H12011 H12010 H1 2011 H1 2010 H12011

= Growth in billboard largely due to consolidation effects in TR and PL
= German operations lifted street furniture sales mainly on the back of higher filling ratios
= Growth in transport revenues supported by double-digit increase in digital revenues
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Stroer Germany

High single digit organic revenue growth continues in H1

€ MM

Organic Growth
8.3% L

6.6%

! 1049 2078
7.5% !

107.9 115.9 E

Q22010 Q22011 H12010 H12011

% Margin
28.6% 30.9% 24.7% 26.3%
13.2%

16.4%

Q22010 Q22011 H12010 H1 2011

17,0

H12010 H1 2011

= Double digit growth of digital products supported by Out-of-Home-Channel sales
= 160 BPS margin lift due to higher share of premium products and moderate overhead increases
= Capex increase mainly caused by ramp-up of digital Out-of-Home-Channel network

" wlo Acquisitions
38




Stroer Turkey
Ongoing growth in a challenging environment

€ MM

Organic Growth % Margin
4.6% 6.3% 324%  27.5% 26.9%  18.0%
Z 32
4:3% : -36.0%
R ! 2,6
] 30/0 : I .
Q22010* Q22011 H12010* H12011 Q22010* Q22011 H12010* H1 2011 H12010 H1 2011

= Organic growth >6% despite adverse impact from audiovisual reform and elections in May/June
= Lower top line growth, changes in concession portfolio and adverse FX impacted Op. EBITDA
= Qverhead costs down on last year resulting from cost containment measures

© 100% view

39 " wlo Acquisitions



Stroer Rest of Europe®

&3 |blowUP
=

Margin improvements posted by Poland and blowUP operations

€ MM

Organic Growth

-13.9% -3.3%

25.1%

18.3%

Q22010 Q22011 H12010 H12011

14.2%

% Margin
17.5%

45.3%

5.8%

62.3%

1.5%

Q22010 Q22011 H12010 H1201M

0,8
.06 I

H12010 H1 2011

= Strong revenue growth partly due to scope effects from News Outdoor Poland acquisition
= BlowUP delivered solid high-singe digit organic revenue growth despite Q2 weakness
= Both operations contributed to a 170 BPS Operational EBITDA margin improvement

* blowUP Media Group and Stréer Poland
40 ** wfo Acquisitions
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We expect the macroeconomic development in our core markets

to be slower in the second half of 2011. While we remain confident
of achieving the forecast of mid to high single-digit organic growth
for the Group for the year as a whole, we now assume performance
will be at the lower end of this corridor due to the changed
macroeconomic situation. For the third quarter of 2011, we expect
organic revenue growth for the Group to be around 3%.

We will continue on our strategic course even in this phase and see
the growth projects through as planned, even though, in the short
term, this may make it more difficult to achieve an operating margin
on a par with the prior year. However, we expect that these
initiatives will generate significant earnings contributions from as
early as 2012 and continue to anticipate a positive medium-term
performance as a result.




Disclaimer

This presentation contains “forward looking statements” regarding Stréer Out-of-Home Media AG (“Stroer”) or Stréer Group, including opinions,
estimates and projections regarding Stroer ’s or 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 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 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 Stréer
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 Stroer Group. Stroer 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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