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Results 9M 2017 
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(1) According to IFRS 11  
(2) Organic growth = excluding exchange rate effects and effects from the (de)consolidation and discontinuation of operations  
(3) EBIT adjusted for exceptional items, amortization of acquired advertising concessions and impairment losses on intangible assets (Joint ventures are consolidated proportional) 
(3) EBIT (adj.) net of the financial result adjusted for exceptional items and the normalized tax expense (15.8% tax rate in 2016 and 2017) 
(4) Cash paid for investments in PPE and intangible assets and cash received for disposals of PPE and intangible assets 
(5) Net debt = financial liabilities less cash (excl. hedge liabilities) 

 
EURm 9M 2017 9M 2016 ƶ 

Revenues 
Reported(1) 909.5 765.7 +19% 

Organic(2) 8.5% 7.4% +1.1%pts 

Operational EBITDA 208.9 177.8 +18% 

Operational EBITDA margin 22.7% 22.9% -0.2%pts 

EBIT (adjusted)(3) 133.0 113.0 +18% 

Net income (adjusted)(4) 107.1 89.3 +20% 

Operating cash flow 127.5 124.1 +3% 

Capex(5) 87.1 71.7 +22% 

30 Sep 2017 30 Sep 2016 

Net Debt(6) / Leverage Ratio 541.2 / 1.72 405.6 / 1.53 



Our Targets for 2017: Unchanged KPIs & Sustainable Performance 

Our KPIs and Guidance Statements 

~ 1.3 bnú Total Revenues 

mid to high single digit Organic Growth 

320 to 330 mú  EBITDA 

~ 145 mú Free Cash Flow 

> 175 mú Net Income Adj. 
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Strºer Groupôs Key Performance Indicators ï Guidance 2018*  

* Before application of IFRS 11 and IFRS 16 5 

Key KPIs Guidance 2018 

~ 1.3 bnú Total Revenues 

mid to high single digit Organic Growth 

320 - 330 mú EBITDA 

~ 1.5 bnú 

mid to high single digit 

~ 370 mú 

1 

2 

3 

Guidance 2017 



Complementing Integrated Brand-Performance-Sales Funnel 
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Location Based Reach  
(Out-of-Home) 

Content Based Reach 

& Interaction 
(Online) 

Dialog Marketing 
(D2D, Phone, Chat, Mail, CpO)  

 from mass audiences 

to in-depth customer 

profiles 

Data aggregation 

Sales conversion 

from brand 

advertising to 

CpO-driven sales 

Brand Sales 



Robust & Sustainable Growth Drivers 
in all Key Segments  

* 9M/2017; ** Source OVK: 9M/2017; *** 9M/2017; **** Source AGOF: 9M/2017 7 

Location Based Reach 

(Out-of-Home) 

Content Based Reach & 

Interaction (Online) 

Location Based Reach  
(Out-of-Home) 

Content Based Reach 

& Interaction 
(Online) 

Dialog Marketing  
(D2D, Phone, Chat, Mail, CpO) 

Key logics: 

1. Slightly growing and robust 

portfolio market share with 

growing audience through 

urbanization and mobility 

2. 53%* of revenues coming from 

local and regional business (vs. 

47% national ad market) 

3. Digitization is driving both 

inventory value, monetization 

potential and yield optimization 

 

1. Meanwhile dominant market 

leader amongst German players 

and consolidation opportunities 

beyond 30%** market share  

2. 49%*** of revenues coming from 

direct client relationships and 

direct programmatic sources 

3. Strong & highly profitable own 

assets in combination with 

344**** of the top 700 German 

websites 

 

1. Growing clientsó demand to 

manage & drive direct consumer 

contacts when GAFA is more 

and more controlling access 

channels 

2. Market fragmentation and lack of 

professionalization & scale is 

offering strategic opportunities 

3. Massive digitisation opportunities 

in combination with group 

synergies & 360° sales channels  



Clear Strategic Focus: Investing in Our Core Capabilities 
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1 

Doôs    V Donôts    U 

2 

3 

1 

2 

3 

4 

Accelerate digitization of 

location based reach inventory 

Leverage growing local sales force 

Strengthen dialog & 

performance marketing  

OoH international in competitive market 

e-Commerce beyond our core business 

Unsustainable arbitrage & 

pure intermediate models 

Stand-alone or pure international 

adtech investments 
4 

Integrated & dovetailed product portfolio, 

no stand alone solutions 
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9M 2017: Segment Perspective ï Ongoing Growth in Core Segments 
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Digital OoH Germany OoH International 

84.8 
98.1 

9M 9M 

+6.9% 

9M 

-13.6% 

+40.8% 

377.3 
352.8 

469.3 

333.4 

organic  

+1.4% 

EURm EURm EURm 

Growth rate 2017 2016 



Ströer Outperforming OoH & Total Ad Market 

Source: Nielsen Media Research, *Forecast 2017; **OoH market: Billboard, At-Retail-Media, Transport Media and Ambient Media, PV 11 

Advertising market OoH market** Ströer location based reach (OoH) 

EURbn EURbn 

 

+1% 
 

+7%  
 

+8% 

2017 Jan - Sep 

21,189 

2016 Jan - Sep 

20,989 

2017 Jan - Sep 

1,500 

2016 Jan - Sep 

1,400 

EURm 

422 

2016 Jan - Sep 

391 

2017 Jan - Sep 

* 

gross gross net 



Major newspaper advertiser turns to OoH 

to quickly spread broad brand campaign 
Very attention grabbing Heidi Klum collection  

City-Light-Poster and Mega-Light 

Strong New Business Development in Out-of-Home 
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Winter Wonderland and virtual reality 

application attract attention 
Big Banner, Station Tower, Mega Ground Poster 

and several event locations in five top stations during 

a campaign period of five weeks 

Digital unicorns 

using OoH to build 

reach in wider 

audiences 
Public Video, City-Light-

Poster and BlowUp 

Media 

Very performance 

oriented advertiser 

with no footprint in 

OoH suddenly 

using OoH to 

leverage new 

targets 

Lidl Zillertal Tourism Spotify 

mobile.de 



Perfect view with EuroEyes ï 

thanks to OoH and online 
Germanys largest eye clinic and eye laser center EuroEyes 

hosted an information event. Commuters were targeted with 

billboards and Mega-Lights. In addition, the target group was 

addressed with in-app display and native advertising.  

 

Continuous & On-going Regional and Local Sales Growth 
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Enhancing the local connection with 

creative OoH and online ads  
Bremen-based SWB Group, a public utility company with 

products and services for electricity and heat, improved its 

advertising presence by combining creative ideas with the 

new premium portfolio to form a successful campaign. 

Strategic consolidation of the client  
Billboards and advertising pillars were carefully planned 

around construction companies and sites to gain the attention 

of developers and construction firms. The OoH flight was 

enhanced with precise in-app-targeting around Zeppelins key 

accounts and specialist trade fairs.  

EuroEyes Zeppelin Rental SWB Group 


