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Capital Markets Day Berlin 2017: Agenda & Focus Areas

Morning Session: 10:00 - 13:00

Afternoon Session: 14:00 - 16:00

10:00

10:15

10:45

11:15

11:45

12:00

12:40

Welcome & Agenda for the Day

Strategic Update & Long-term Perspectives

Group Development & Business Segments

Q&A

Coffee Break

Financial Steering @ Stroer

Q&A

Board

Udo

Christian

Udo &
Christian

Bernd

Bernd

14:00

14:25

14:40

15:05

15:20

15:45

15:55

OoH & Digital Content: Location-based &
content-based Audiences

Inside our Clients: Q&A

Local & National Sales: Convenience and
Customer Journey Solutions

Q&A

Update on Statista: Accelerating Growth &
International Rollout

Q&A

Summary & Wrap-up

Christian

Christian
& Gregor

Robert &
Christian

Udo &
Christian

Friedrich

Bernd &
Friedrich

Board
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The Media Industry Yesterday 2006 , Today 2016 and Tomorrow 2026

Digitisation & Globalisation will drive massive further Change

Start of the digital media age Halftime

4

RN y ® - y WALR A ~ ‘ >
Yesterday 0 Today 0 Tomorrow e
(2006) (2016) (2026)

= Separate media silos & and = Accelerating digital distribution of = Global tech & data based
distribution of content linked to content breaks up physical silos companies dominating the global
physical media channels =  Growing dominance of global media market

=  Online media still driven locally, (tech) platforms with strong = | ocal heroes dominating local
search as only global platform network effects media markets

4| STROER



Tectonic Changes within the Global Advertising Landscape
Example: Germany

Net Revenues per ATL Medium in m€ - Basis: ZAW Annual Report (incl. projections for 2016)

mE€ O 2.000 4.000 6.000 8.000 10.000 12.000 14.000 16.000 18.000 20.000
2006
Newspapers incl. Weeklies, Sunday Papers and Supplements; Display (inc. Mabile), Video,
freebie Weeklies, Magazines; Trade Press, Directories Search, Social
2016

TV m Radio+Cinema ® Print OoH = Digital

Sources: ZAW, BVDW/OVK, Statista/ZenithOptimedia, Schickler, PWC 5 I STROER



Tectonic Changes within the German Advertising Landscape

Net Revenues per ATL Medium in m€ - Basis: ZAW Annual Report (incl. projections for 2016)

mE€ O 2.000 4.000 6.000 8.000 10.000 12.000 14.000 16.000 18.000 20.000

2006

2016

TV m Radio+Cinema ® Print OoH = Digital

Sources: ZAW, BVDW/OVK, Statista/ZenithOptimedia, Schickler, PWC 6 I STROER



We are going to see a drastically changed Media World in the Future

Current Market Situation (2016) vs. Future Scenario (2026) in a “Fully Digital World”

% O 10 20 30 40 50 60 70 80 90 100

24 4 6 8 20
2016 .
TV Radio OoH Local Digital Google / Facebook

Massive cross-media-consolidation Further over-proportional

and need for un-substitutable (hyper-) local growth vs. total market but also
products and sales skills limitations for over-standardisation

2026 ~50

50 : 50

mLocal Content & Location based Players m Global Tech & Data driven Players

Sources 2016: ZAW, BVDW/OVK, Statista/ZenithOptimedia, Schickler, PWC; Numbers for 2026: schematic illustration of macro trend ¥4 I STROER



Two Key Business Approaches with a very different Profile

LOCAL ~ G'GLOBAL
= | ocal market specification know-how = Global tech-based standardisation
= |ocal execution quality = Global premium content rights
= | ocal do-it-for-you solutions with strong = Global data-supported network
local client access effects
Strong barrier to entry Strong barrier to entry

8| STROER



Digitisation & Globalisation re-structuring the complete Media Market

Standardisation & Tech Play

Global Business: Global
Worldwide Champions

Regional Business:
e.g. Europe

Local Business:
e.g. Germany

Hyper-Local Business: Local
e.g. State or City Heroes

\4

Local Market Specification
Know How + Execution Quality

9| STROER



Our business.segments-have a.clear&
consistent local hero profile:

» |ocal market Know-how is key
» execution-quality & do-it-for you‘fecus
= diversified rights portfolio

= high markeét entry barriers



Milestones of Stroer Strategic Development

1990: Foundation 2006: German 2016: German
of Stroer City OoH Market Online Market
Marketing consolidated consolidated

. Scroller DSM DERG Multi-
Acquisition Acquisition Touchpoint
g . o~ \%

\./
| i i o o= ‘ | :

EINFACH MAL

GROSSE FAHRT GEHEN

1990 1995 2004 2005 2010 2011 2013 2015 2017

11 I STROER



Successful Execution of our Strategy over the last Years

Current Market Position of Stréer Group within the two Focus Areas (2016)

mTV m Radio+Cinema = Print m OoH m Local Digital Content Google, Facebook & Global content

OoH: Stroer Market Share Local Digital Content: Stréer Market Share

more than 90% more than 80%
national coverage: audience coverage:
almost impossible massive potential

to substitute in for digital plan

OoH plans over-weight!

Sources: ZAW, BVDW/OVK, Statista/ZenithOptimedia, Schickler, PWC 12 I STROER



@ Our Online Consolidation Strategy is constantly evolving
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January — from Axel Springer: o
aufeminin Group

e.g.

Onmeda.de aufeminin

8.2m UUs, strengthening women and health vertical

February — from Funke Group: 9

Funke Digital Assets

e.g.

Jbum-burgeE'-~’;~=?Abunhhlull WAZ  "USSIWEGER
Berliner «&. Morgenpost DERWESTEN

4.9m UUs, strengthening news & local products

March — from Bauer Group
Bauer Xcel Assets

e.g.

WUNDERWEIB

BRAVO . ,
COSHOPOUTAN P Ry

14.3 UUs, strengthening women & car vertical

April — Data Joint Venture with Otto Group Media

Over 60 e-commerce platforms, e.qg.

oTro

Eiinfach alles fiir lhr Kind

Y va ll‘.i.:bxg

= CINOUCH

QUELLE.

T

. ABOUT
limango L

bon o
e privileg “Hermes

mirapodo G/ wab

www.quellede

3PAGEN  “Acermann  <Schiatuen

= Combining the largest digital sales
house (>45m UUs) and the largest
data provider (>25m CRM profiles)

= Kick-off with 10 lifestyle segments in
combination with age, gender,
shopping habits and price sensitivity

= High impact branding formats in brand
safe context (,made in Germany")

13 I STROER



Stroer Is alreadysthe local hero In digital
national sales and runs the by far
biggest German online portal

by reach at the same time


http://www.google.de/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&ved=0ahUKEwjfgIiJkL3TAhVMQBQKHTH0APwQjRwIBw&url=http://www.elektrobike-online.com/know-how/e-bike-reichweite-alles-was-sie-zum-thema-e-bike-und-reichweite-wissen-muessen.1313038.410636.htm&psig=AFQjCNFqMLYrNMfOAEDCp4MUlHUvyFwnZg&ust=1493124420022020

Strong Market Position: No 1 Saleshouse & No 1 Portal

Ranking Online Saleshouses Ranking Online Portals

+25% vs. No. 2, +26% vs. No.3 +38% vs. No. 2, +39% vs. No. 3

sreoen o [N F - onioe | -+

United Internet Media | 36,9 BILD 20,8

Media Impact 36,5 gutefrage.net 20,7

BurdaForward 34,1 eBay.de 20,4
SevenOne Media 32,7 WEB.de 19,8

Source: AGOF12/2016; Unique Users in million (adults 14+) across all devices (Desktop&Mobile),



Extending & enriching 3rd Party Inventory with 1st Party Content +

Public Reach

Digital Publishing: Content based Reach

Y \
\

\\:\.\:\.\\‘\' NS , Q

NN
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= Well-positioned and highly profitable assets
covering general interest, special interest as
well as lucrative B2B areas

= Optimizing traffic with own proprietary
toolbox of Public Video distribution, video
production unit, mobile (monetisation)
expertise and transactional services

= Creating new products by combining online

and mobile reach with public media
platforms

16 | STROER



© Our Out-of-Home Infrastructure goes more and more Digital

Out of Home: Location based Reach

= Qver 25,000 individual long-term contracts

on private & public ground as well as long-
term partnerships with Deutsche Bahn
(Stations) and ECE (malls)

= Unique monetisation model via national,
regional, local as well as programmatic sales
units allow outperforming any competition

= Merging both data management platforms
and adtech solutions from digital with
(increasingly digital) Out-of-Home

= Roadside digitisation just started

>230k Sites

17 I STROER
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= \We attract online budgets by plugging
Public Video into opline tech ecosystems

= Our rogadside progfj S fecuUs on SMBS &
nuee-cﬁ’me o)

ovelf Z)/o of
= We do @ot nll!all eeX|st|ng [EeVENUES

on analpgue sites argd benefit frog-tiTe
structural decline of'‘content me




© Both Online & Out of Home supported by strong National Sales

National Ad Sales: Cut-throat Competition

= High share of owned and operated inventory
in combination with a huge number of
exclusive deals & partnerships ensure
iIndependence as well as top quality products

= No. 3 position amongst German ad sales
houses allows premium access to key clients
and accelerates market consolidation

= Unique combination of No. 1 OoH and No. 1
German online position: merging two
structurally growing and almost un-
substitutable advertising media

#1 German
Online & OoH

20 I STROER



@ Our long-term structural Growth Driver: Full-Service for SMBs

Local Marketing Services: Do-it-for-You
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Only nation-
wide Setup

Unigue nation-wide and constantly growing
local and regional salesforce fuelled by long-
term recruitment and a roll-out strategy

Combination of owned & operated as well as
3" party products delivers the gross margin
to re-finance the OPEX-intense organisation

High share of signage and subscription
business ensures sustainable long-term
recurring revenues while our current market
penetration is still low

High OoH market share and broad mix of
digital product modules allows full service to
SMBs who look for external partners to
manage their (digital) marketing presence
out of one hand

21 I STROER



Stroer‘s successful local hero strategy is
addressing the market challenges

1. Leveraging the incremental potential of
digitisation for OoH

2. Online: }o“i\ of 1st & 3" party §or
inventory * integration at public media reachsss

i ~=Ro-it-for-you services for Sy

Sales Force for local ad producis

\ ')
t and focused digital
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How we are reporti
~ of our businesss

Full
segm

"/
o> U

.
’V

=

pareney down torsub-

gments-on product level with
car growth & margin drivers!

SN ~
63'\
SN
975055
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Segment “Digital”’: Revenue Streams & reported Products

Display (Desktop & Mobile)

~45% of revenue

= Monetisation of digital traffic (both
mobile and desktop) via display
advertising

= Strong German No.1 position with
exclusive 3rd party inventory as
well as own assets (~ 35-40%)

= To agencies, direct clients, SMBs

Basis: 2016/2017

Video (Multiscreen)
~20% of revenue

Monetisation of video views across
home/desktop, mobile and public
screens

Dedicated video specialists for
own assets as well as sales house
and product/tech development

To agencies, direct clients, SMBs

Transactional
~35% of revenue

Monetisation of traffic of own
assets via affiliate and
performance marketing offers
Dedicated subscription models &
SMBs marketing services

Own e-commerce models and
integrated shopping concepts

o5 I STROER



Key Dynamics of the German Online Market at the Moment

65 b Desktop (Display) Mobile Video Market-Dynamics
65% <15%> <—20% ——> & Trends

Desktop display market 0
slightly declining (-5%) — but
on the basis of higher CPMs

for premium inventory

On-going shift from desktop
to mobile traffic with currently
+40% growth: money follows

eye-balls

“Classic
I/O-Business”
(@))
(@)]
O\O

Video (+15%) with still
growing demand but
meanwhile too much low
quality inventory

Accelerating shift to

programmatic and data-
driven solutions

On-going technological
innovation and market
fragmentation regarding new
products

“Programmatic
& Performance*
w
<
>

Source: PWC, OVK, GroupM, Vivaki 26 I STROER



Our Digital Monetisation is addressing the changing Environment

STROER Desktop (Display) Mobile Video Key Elements of our
65% <150> <—200%—> strategic Setup
Premium sales house with o
growing inventory and a
n concept driven approach
& £ 65% STROER | digital media Desliies) [n-geiie
5 —> < specialists for mobile and
Oom video growth (cross-device
0 incl. Public Video)
STROER | mobile media Leveraging DMP platform, 9
STROER | primetime proprietary group data and
growing data partnership
business
Q% STROER Integrated own tech stack a
© g —> < for full control of monetisation
Ew in combination with selective
S §35% 3" party solutions
S5 only fully ®
Coao nly fully integrated player
o o —> STROER STROER < across all digital market
2 % segments and in conjunction
with No. 1 OoH position

Source: PWC, OVK, GroupM, Vivaki 27 I STROER



Sub-Segment “Display (Desktop & Mobile)”: 23% Mobile

Display (Desktop & Mobile)

~45% of digital revenue

= Monetisation of digital traffic (both
mobile and desktop) via display
advertising

= Strong German No.1 position with
exclusive 3rd party inventory as
well as own assets (~ 35-40%)

= To agencies, direct clients, SMBs

Source: UU in Mio. acc. to AGOF df 2016-12 (Base: agel4+)

Desktop
AGOF Ranking

Media Impact

United Internet
Media

SevenOne
Media

BurdaForward

30,9

30,4

28,4

27,7

Mobile (MEW & App)

STROER | digital

Media Impact

G+J e|[MS

Burda Forward

United Internet
Media

AGOF Ranking

21,8
21,4

20,1

18,6

28 I STROER



Mobile in-App-Monetisation: Scalable Full Service (1)

Product Innovation “Panorama Ad” for e.g. Opel/GM & Lidl

DU HAST a1

LGN (AT STARKE EIGENMARKEN. |

nnnnnnn

29 | STROER



Mobile in-App-Monetisation: Scalable Full Service (2)

Gamification for e.g. L’Oreal / Men Expert

. f . o . 4 0
{ ® R

eeeee Vodafone de F 09:28 38%NE >

& menexpert.de (¥

LOREAL
MEN EXPERT

6 PRODUKTE

ZUM PRODUKTFINDER

30 I STROER



Mobile in-App-Monetisation: Scalable Full Service (3)

Modular advertising media production

Headline 1

Wir sind auch im Urlaub fiir Sie da:
z.B. mit der DAK Auslands-Hotline.

Logo Headline 2

DAK

Gesundheit

Beste Versorgung fiir Sie wie zu Hause:
z.B. mit dem DAK Europa-Service.

Hand 1 PNG Hand 2 PNG

{N .49 403253 25 900




Mobile in-App-Monetisation: Scalable Full Service (4)

Product Innovation “Panorama Ad” for DAK Insurance

s
| . \ : \ £
= Full creative gets visible by
moving the smartphone
= Al's>1.7 Mio
= |nteraction Rate: 12%
= CTR:2.3%
l
-

32 I STROER



Acquisition Seeding Alliance: Further Focus on Mobile & Native (1)

Example: AdIn format on Desktop & Tablet Devices

~ -« QAllgemeine 3eitung

. E fressanrse
i olutioniert die Mobilindustrie
- s

von alien snderen 357 Was m

Adimpressions

- Do e Dot g o b b iHEEH
s (¢ 25.000.000
e E

haben, um 24 begeisem und

CTR
| 0,26% |

Automatic &

After clicking, the

sterltlalls content is shown =
.. . Earned Media
Content + Text- A Distribution of t€aSer .o an original full
Image SEEDING content at the same L S 3,5%
- time in all relevant . FrankfurterRundschau Ko~ ’
& nat've P Frankfurt Rhein-Main Politik Wirtschaft Panoram: |
Anzeige o e ’ No. of Publishers
Ein Auto revolutioniert die rn e
Mobilindustrie Erolgreich grinden  © 134
e e o KFW Eoertlai

Sidtirol Balance Engagem. Avg.
e
B
' < at
v-Kam 7 @ 72sec.

TR

Kommt der Scheich, geht die
Moral

Von Thomas Geisen | @

33 I STROER



Acquisition Seeding Alliance: Further Focus on Mobile & Native (2)

Example: AdIn format on Mobile Devices

A% Postbank

Content&TeXt_ A IIIIIIIIIIII>

SEEDING

Imag

Automatic & scalable
distribution of native

teaser at the same time
in all relevant media

Wer jetzt energetisch
sanieren muss
Ab 2016 gelten erneut verscharfte Regeln fir die

von 2 von
Bestandsimmobilen mussen jetzt unter
bestimmten Umstanden bei Heizung und
Warmedammung nachrusten

Bezirksvertreter sehen
BfB-Austritte gelassen

| Brackwede/Senne/Sennestadt. Auch wenn es
innerhalb der Biirgergemeinschalt fir Bielefeld

(BfB) machtig geknallt hat - wie berichtet, sind
Ratsmitglied und Bezirksvertreter Alexander von

After clicking, the content is
shown like an original full
content. shareable & native.

= o (O @

Neue
Sanierungspflichten
beim
Gebrauchthauskauf

Deutschlands Gebaude missen kinftig weniger und
umweltfreundlichere Energie verbrauchen, so will es die
Bundesregierung. Erreicht werden soll das durch den Einsatz
energieeffizi und klimasch der Technik zum Heizen
und 2ur Warmwasserbereitung sowie durch eine verbesserte
Warmedammung. Die Anforderungen dafir sind in der

Energ| parverordnung (EnEV) festgelegt. Ihre aktuelle
Fassung ist am 1. Mai 2014 in Kraft getreten. Demnach
erhohen sich die energetischen Mindestanforderungen fur
Neubauten ab dem 1. Januar 2016 um 25 Prozent. Die EnEV
nimmt aber auch die Eig von Bestands

beim Energiesparen in die Pllicht - und das bereits in diesem
Jahr.

Adimpressions

15.000.000

(@]
—|
];U

0,46%

Earned Media

2,2%

No. of Publishers

35

Engagem. Avg.
| @ 81sec. |

34 | STROER



Sub-Segment “Video (Multiscreen)”: 60% Public Video

Video (Multiscreen) Desktop & Mobile

~20% of digital revenue

= Monetisation of video views across = Video production unit (>50
home/desktop, mobile and public pieces per day) accelerating
screens video traffic on 1st party

= Dedicated video specialists for inventory (desktop & mobile)
own assets as well as sales house = Integration of MCN video

and product/tech development
= To agencies, direct clients, SMBs

traffic to offer multi-screen
products including social

Basis: 2016/2017

Public Video

Adserver based technology
enables programmatic Public
Video campaigns and drives
yield optimization & efficiency

First online DSPs (Active
Agent, Mediamath, AdForm)
connected

35 I STROER



Addressable Public Video: Solutions for all Market Segments

Product access for specialist OoH agencies, digital & full service agencies, direct clients and DSPs

: . . Programmatic Buying
Full Service Self-Service DSP-SSP Interface

Booking via Stroer Booking by Agency / Client Full Automation
e, =2 & T ke
[ J
= Location-based planning (historic model) = More granular = Audience = Marketplace = Public Video Supply Side Platform (SSP) connected
= Booking via email or phone (I/O) bookable based plans Standardised via API with all key Agency Demand Side Platforms
= Smallest bookable unit (time): hourly units down to with pre- packages for (DSP) and Trading Desks
= Smallest bookable unit (regional): city or area and defined GRP- fixed and = Automatic request, planning, booking, execution as
indoor location (Mall/Station) screen level levels promo-prices well as reporting

unchanged broadcasting logics

NEW from Q4/2017! NEW since Q3/2016!

36 I STROER



Sub-Segment “Transactional”: 75% Content & Advertising Driven

’ M. Asam
‘ 15%

Transactional Performance Advertising & Digital

‘? RegioHelden @ omneo
STROER |5

mobile performance

statista®a BonvCHANGE

~35% of Revenues Subscription Commerce

= Monetisation of traffic of own = Lead generation = Trade with products in
assets via affiliate and = Affiliate Marketing specific verticals
performance marketing offers : = Clear focus — in line with

= Dedicated subscription models & : E’Cegf;()r[r)nezg;g)e METLEURE content assets and marketing
SMBs marketing services L . toolkit — own beauty & health

= Own e-commerce models and = Local Digital Services vertical with strong growth
integrated shopping concepts »  Subscription perspective

Basis: 2016/2017 37 I STROER



Traditional CpX Advertising Business: Click-out to Online-Shops

(-' @ | www.t-online.de/shopping/id_44530964/grosse-groessen-mode-xd.html ¢ || CCprstir "B O 3 A

Telekom T Online E-Mail MagentaCLOUD Hilfe & Senvice Kundencenter w Mehr

/.\ SHOPPING PREISVERGLEICH SPECIALS GUTSCHEINE

= Esprit = Markenmode =Mode XXL =PeterHahn =s.Oliver = Technik

ENTDECKEN SIE TRENDIGE MODE IN GROSSEN GROSSEN

E1 ¢ | Qprstir

DAMEN HERREN MARKEN BODYLOVE

Shirts & Tops «  Unterkategorie ~  Preis « | Farbe ©  GréBe

Happy Sp
Neue Friihjahrstrends ab
GroRe 42 bei happy-size.de

[

wi

=

=

w

=]

7]

] ] [ o0 2

z

MODEAS G

Shée( 34,99 € 29,99 € 29,99 € 29,99 €
. Shirt mit Allover-Print Jersey-Top mit Zipfelsaum Shirt gestreift mit Stern-Print Shirt gestreift
Shopping Shop i,' Sara Lindholm Angel of Style Janet & Joyce Janet & Joyce

Herren-Lederjacken in Basics Rﬂgded: Unsere
UbergréRen und extra-lang Styles fiir die kw Saison

Entdecken Sie Marken-Jacken von Trapper, Milestone  Tolle Pullover, Shirts, Jeans uv.m Cg‘l grofien

> Jetzt Shopy

u.v.m. auf hirmer-grosse-groessen.de. Grofen jetzt neu bei c-a.com.




Leveraging Portal Traffic & Audience Fit: Check-out inside Portal

E-Mail MagentaCLOUD Mie & Serace

m
l * * Online Shop Produktsuch hog m 512 * * Online Shop rooukisuch m
v
» JETZT LOS SICHERN! BESTSELLER FITNESS TRACKER
Galerle  Liste Somenung
Warsiosr

" TELEXOM LOGIN

4 A\

d ® sWoH Hews

opny ¥ AL

"5 € bs 100 € 59,90 € 69,90 € 113,00 €
115,00 € 153,00 € 175,00 €
0
Glécksspiel kann (D Polar FT7M Schwarz/Rot JAWBONE UP3 Activity Tracker  FitBit Charge HR large Schwarz
- . . At-o-One sichtig machen . ¢ Acer G6 G236HLBbd 58.4cm/23"  STL LED-2421 61cm/24" HD ready Grundig Vision 22 VLE 822 SG - ’ " "
Schauspiel-Legende tot . Flash Ploye - < ) Black Full HD - LCD-TV - Schwarz LED-Fernseher - LCD-TV LCD-TV - 85,9cm /22 Zoll - 1080p - < i AT i e iics . s
s . 1 in Stealibury " 88,4cm/23" - 200 cd/m’ 1920x1080 - 61cm/24" - 1920x1080 1080p Energleeff.klasse: A —E “ ey UP3 - Bluetooth 4.0 BLE. Lidon Polymer 38mah. Charge HR - L, Bluetooth 4.0, Schwarz
Manfred Krug ist im Alter e R MMISTE S5 - 1080p - Energ @) Polar FT7, Schwarz, Rot. Polyamid, Polyursthan Jetail
von 79 .Jahren= gestorbenl e P zalando PN Bidschimagonsle 2461 cm) FUIHD LED TV, 192011080 Grund 22\AE 522 56, FUIHD-TV. ) i
p— i 20" TNLED, 192061080, 200c4m2, 5ms. . De Foms
xR -.w- o -\.. st ot @) Amasomte oy WO Angetote 918 en oz o W

| B2 - BB -
Bhommen e g0

Migseason Saie sparen

MagentaCLOUD

T ooy e 5]

% SMARTWATCHES
S Galerte  Liste Sotiering  Prels sufsteigend
c Hersteller I
® o :
Fitbit Blaze \ K
=
Werden See stivoll fit. Mit deser Preisspanne
Wattch sind innovative Qo ('D
e e - —Y
520 657,00 € 511,00 € 490,00 €
169,00 € E 25 € bs a0 Produkttarbe
(@] iRobot Roomba 876 Karcher 1.439-410.0 Karcher K 7 Premium Full Control
A I i
S K @ e o [e——
225,00 € 227,00 € 279,00 € QJ » SV7-2200W,220-200W/50-60KZ 3000 W, max. 60 °C. Teleskopqrit. Full
) tigen : Contro, . Deta
Samsung Gear $2 Schwarz Samsung Gear S2 Wei, Huawei Watch Classic —
'U Lederarmband Silber j

DEAL DER -

WOC H E Eimgebautes Mikrofon S

LG 55* FULL HD-TV Bitte wahien 4
i = LN :
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Display (Desktop & Mobile)

~5% Revenue Growth

Further market consolidation
(organically/un-organically)
Massive mobile growth

Tech stack for programmatic and
data driven advertising

Local sales: growing potential of
small and mid-sized clients

Video (Multiscreen)
~10-15% Revenue Growth

Strong structural growth of video
products across all our platforms
Unique multiscreen approach
including integrated ad-serving
Focussed video strategy for own
content assets as well as growth
of MCN TubeOne

Segment “Digital”’: Reported Products & Growth Drivers

Transactional
~15-20% Revenue Growth

Growth of subscription business
with e.g. Statista or BodyChange
Strong growth of digital marketing
services for SMBs (locally)
Diversification of content revenues
via e-commerce models and
affiliate revenues

40 I STROER



Segment “OoH Germany”: Growth Opportunities in all Areas

Large Format
~50% of revenue

Leveraging dominant market
leader position for national
branding campaigns as well as
local & regional signage business
Sub-segmentincludes traditional
billboards as well as premium
scrollers (>50% of inventory)

Basis: 2016/2017

Street Furniture
~30% of revenue

Premium small format solutions (4
sheets) in mid-sized and large
cities predominantly on bus
shelters and other street furniture
[lluminated columns to optimize
city portfolio and attract national &
international advertisers

Transport & Others

~20% of revenue

Advertising solutions in and on
busses and trains with focus on
larger cities and premium
inventory

Integrated solutions incl. events &
special ads along the entire travel
chain at airports and stations
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Segment “OoH Germany”: Working on all Client Segments

Large Format
~50% of revenue

Street Furniture
~30% of revenue

Transport & Others

~20% of revenue

“National”, mostly agencye
driven business with
complex requirements

9 “Local” sighage &
subscription business via
“hunter” sales teams

Basis: 2016/2017

Growth across all segments
with highest dynamics in
the “local” segment
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Growth of total Ad Market vs. (D)OoH Market 2012-2016

€ MM
16 -

14

12

10

2012 2013
€K

1.200 -

1.100 -

1.000 -

2012 2013

Source: ZAW, Net spendings, 2016 est.based on Nielsen gross

900 - > |

Total Ad
Market

2014

2015

2016

2015

@ CAGR
m (D)OoH

2016
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How we are managing and
steering our operations:

Clear structure to optimize
platforms and monetisation levers!
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Stroer Multi-Channel & Integrated Monetisation Ecosystem

@
0ot Inernationa

Platforms

Stroer Public Media (OoH) Group Dgta Stroer Content Media Group
: Tech
Location based Reach Stack Content based Reach

_ T
W 1 1

Stroer SMB Group Stroer Sales Group Stréer Transaction Group

Local Media Services National Media Sales Commerce & Subscription
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Broadened Leadership

Public Media (OoH)
&

Local Media Services

Alexander Stotz
Managing Decentralised Structures

since 25 years with Stréer, knows the
local markets inside out

. ExCom with 3 Segment CEOs for Germany

National Media Sales
for

Public Media (OoH) & Digital

Robert Bosch
Cross-Media Sales & Consolidation

since 2/2016 with Stréer; before:
Sociomantic, Google, Springer

Content Media
&

Transaction Businesses

Marc Schmitz
User Stickiness & Engagement

since 5/2016 with Stroer; before:
Springer/aufeminin, onvista/onmeda
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Stroer Multi-Channel & Integrated Monetisation Ecosystem

Platforms

incremental reach & connection to real world

Stroer Public Media (OoH) Group Data & Stroer Content Media Group
—_—_— Tech —_—_—
Location based Reach Stack Content based Reach

content & interactivity

!

Stroer SMB Group

Stroer Sales Group Stroer Transaction Group

National Media Sales

3rd Party Inventory

Local Media Services

Commerce & Subscription

Affiliate Models

3rd Party Products
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Our two platforms with growing
synerglesiw& overlaps

Delivering location-based and
content-based reach! °
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Extending Platform Strategy: Location based & Content based Reach

Stroer Public Media (OoH) Group Stroer Content Media Group

Location based Reach Content based Reach (“all digital”)

>230k Sites >35m UUs

= Optimizing outstanding market = Growing Digital OoH Inventory = Focus on the existing high-margin
leader position and portfolio allows continuously more cross- portfolio of content assets

= Further extension of indoor Public media solutions = Further harmonization of tech as
Video Network and inventory = Building Data Management well as exploitation of cost
capacities; Massive roll-out of Platform across OoH (Beacons, synergy-potential and traffic
roadside screens Mass Mobility Data) and Digital optimization

= Up to 1,000 screens within 4 Media (existing DMP-setup) = Simplification of structure by
years and up to 2,000 screens = Cross-Media-Adserving-Solutions concentrating on and
within 7 years for Digital ,All-Screen End-Game* consolidation into 3 content hubs
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Long-term Strategy behind the Digitisation of Public Advertising

Digitisation of Sensor / Beacon System for flexible Ad tech stack &
inventory infrastructure yield management market demand(side)

= fully flexible display jJ = granular adressable = dynamic pricing & maximizing fill rate
of content/advertising audiences yield management & City services
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Status quo of Sensor/Beacon Hardware Rollout

Current roll-out status: 28,700 beacons nationwide

(3,900 in train stations of the Deutsche Bahn) &2 E+)

Constant hardware responsivity tests (interaction with .*»O
mobile devices) with WPP/Mindshare

Own beacon management system and data collection
established in azure cloud OO

Niederlande i
Full roll-out of 50k beacons finalized early 2018 = | @ A %
/‘ Qschlanrf
an (06 n @’ QQ

n L
info O
e o FIC 8.913 £rag
C 11.204 [ ]
Memhardstrg 1 Mega-Light Luxem b ‘O 8 Tschechien
¢ R Berlin
o . 5| ORTSTEIL Mite ]
e 017 10178 Q
X Datumn  April 11, 2016 A ’
& Karl-Liebk Str. Nh ;
Alexender:

" . A3 o@
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The General Logics behind the Beacon SDK

SD Beacon

K

1. Generation and Collection of Data ~ %

For every contact with a beacon signal the Eﬁﬁ - | ’ |
enter-leave-events and the IDFA (Identifier for a=C %
Advertisers) per App are collected

2. Processing and Clustering of Data
The gathered data are collected and stored
within our Geo DMP (Azure Cloud)

Geo-DMP
3. Refine Data
From the Geo DMP, data & audience clusters @Q
can be handed over to other operating systems Windows Azure

Beacon contacts per 100 meter geo cell and per
hour for our OoH targeting systems

Beacon contacts in real time for any incremental
service applications
4. Application Programming Interface

Communication between SDK and the Public
Video & Mobile AdServer
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Video Example of serving Ads based on Real-time Beacon Data

Munich main station Young Active Female Professionals ©sat09:00  mpase |

faces closest to hottest
part of heat map chosen to
plan ad in real-time by
proprietary ad server
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Growing Public Distribution Platform for our Content Businesses

BEGIERUNGSERKLARUNG g
MERKEL GIBT MOSKAU SCHULD
AN'ERTRAUENSVERLUST




'r.[: * ¥ Online
StayFriends

“News & Services*

Re-Positioning Case

Similar target groups (40+) and
similar service USPs for users
Merging content & tech teams and
integrating services and content
offerings/traffic exchange
Development from mono-screen
content portal to multi-screen
content & service platform

STROER

“Special Interest*

Consolidation Case

Consolidation of various special
interest portals under “Media
Brands” in Berlin completed
Rigorous performance publishing
approach to optimize monetisation
per user

Leveraging #1 online sales house
organisation for monetisation

Digital Content: Three Hubs — All Key Assets fully on Track

statista %a

“B2B Statistics”
Organic Growth Case

Proven scalable business model
(data from 500 industry sectors in
50 countries) with high-margin
market Germany
Internationalisation strategy with
show-case USA

Roll-out fully on track with currently
12 markets live
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Digital Content: Strategy & Rigorous Execution clearly pay off

[* = = online STROER Statista Vs

StayFriends

“News & Services“ “Special Interest* “B2B Statistics”

Re-Positioning Case Consolidation Case Organic Growth Case

EBITDA CAGR >20% EBITDA CAGR >40% Revenue CAGR >50%

 /
i il

2015 2016 2017e 2013 2014 2015 2016 2017e 2010 2011 2012 2013 2014 2015 2016 2017e2018e

Revenue BEBITDA Revenue REBITDA B Revenue
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Our three monetisation arms \
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Evolving our Marketing & Ad Sales Model beyond the National
Market: Full Monetisation Kit for any Traffic & Eye Balls

\ v

Stroer SMB Group Stroer Sales Group Stroer Transaction Group

Local Media Services National Media Sales

= Do-it-for-you solutions around = Customer journey solutions in a = | everaging marketing toolkit & un-
local digital & OoH Products continuously consolidating market utilized inventory and data

Performance & Subscription

&
O

&
O

&
0

Revenue mix/structure on the basis of German market (€2017). 59 I STROER



Local Market: Higher Share of Recurring Revenues & One-Stop-Shop

|

Stroer SMB Group

Local Media Services

Share of small local clients (“signage & subscription”) Share of digital services and ad revenues vs.
vs. regional clients (“campaigns & services”) out-of-home media and production revenues
2012 2017 2012 2017

&

15%

0 0

Revenue mix/structure on the basis of German market (€2017). 60 I STROER




Roadside Screens with promising SMB Approach

Test City 1: Wuppertal

6 screens, start of
sales-rollout:
November 2015

fill-rate in 2016 for
“Branchenfenster”:
93%

Test City 2: Cologne

27 screens, start of
sales-rollout:
April 2016

fill-rate in HY2/2016 for
“Branchenfenster”:
84%

Client Case 1: Metzgerei Kremer

» Typical SMB local retail client
= Switching small advertising budget from
yellow pages to roadside screens

“Wir sind es leid uns zu ernéhren,
4 Wir wollen wertvoll essen!
B O PR ‘
¥ METZGEREI-KREMER.DE

Client Case 2: Stonegate

= Typical local craftsman
» Growing importance of online; excellent
results of roadside screens & search

stonegate

lhre Experten flir Granit
und Schiefer

— ~
¥ www.stonegate-natursteine.de
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Cross-Media-Teams on Top of OoH & Digital Sales Teams

Case “Stadt-Theater Wolfburg”

= Local campaign bundle with columns, city light e o e i i e e |
posters and targeted online display advertising e e msﬁm ,

» Test-campaign in September and extended % P
follow-up booking November/December ‘

i< harheits hinweisen S

Fans greifen Mario Barth auf 2 =
Facebook an % l Kim Kargashian lesset se

Scruppentiechts

Structured Sales-Rollout for Product

OREN-TACE -WETTERYVORHER SACE

Bundles per Industry

=  Wolfsburg case now allows rollout across all
regions for theatres and shows

= Currently 350 active OoH clients in that sector

= Total market potential: over 1,200 theatres in
Germany with over 125,000 shows per year
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National Market: Pushing Cross-Media and Direct Deals

|

Stroer Sales Group

National Media Sales

Share of digital services and ad revenues vs. Share of direct client deals and relationships vs.
out-of-home media and production revenues revenues managed by media agencies/intermediates
2012 2017 2012 2017

0000

Revenue mix/structure on the basis of German market (€2017). 63 I STROER



Top 100 Clients with strong cross-selling Case Studies

How
Clients use
our total
Portfolio*

Mix
Digital/OoH

Exemplary
Sales
Strategy
Focus

Retail/ FMCG/Beauty/ Telco/Consumer Automotive/ Others e.g
E-commerce Food/Beverages Electronics/Media Touristic Finance/Gastro

B both (in %) [ only OoH or Digital (in %)

48,1 51,9 425 575 41,3 58,7 35,6 64,4 66,8 33,2

M Digital (in %) Il OoH (in %)

Focus on data- and Connecting online & Growth via cross- Winning from i.e. print Using digital
KPI-driven Public Video device customer media via cross- relationships for
campaign bundles complimentary to TV journeys media packages OoH growth

Excluding tobacco clients; * calculated on budget weighted shares 64 I STROER



Example eBay: Cross-Media Packages to maximize Client Spending

= Using large & non-exchangeable portfolio as #1 OoH & #1 German online player to strengthen client
relationship and maximizing campaign impact over all digital channels

= Higher margins, improved creative integration and better revenue visibility due to direct client contact

= Historic online-only client developed towards a top 10 account across all products and offerings

ONLINE MOBILE PUBLIC
VIDEO

 Sie haben sich ausgeloggt.
V4 SALEI ALLE WOWI
4 - ANGEBOTE
JFER

TOP-PREISE VON
TOP-VERKAUFERN

US-Republikaner wollen
Klimapakt "schreddern”
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Summary: Our Ad Sales Units accelerate Cross Media Integration

Stroer SMB Group

Local Media Services

Share of small local clients
(“signage & subscription”)
vs. regional clients
(“campaigns & services”)

Share of digital services
and ad revenues vs.
Out-of-Home media and
production revenues

17%

Revenue mix/structure on the basis of German market (€2017).

Stroer Sales Group

National Media Sales

Share of direct client deals
and relationships vs.
revenues managed by media
agencies/intermediates

Share of digital services
and ad revenues vs.
Out-of-Home media and
production revenues

60% 32%
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National Market: Pushing Cross-Media and Direct Deals

|

Stroer Transaction Group

Performance & Subscription

Total Inventory

JSEEEEEEEEEEEEEEEEEEEEEES E ------- > Marketlng TOOIklt

National Sales >35 million unique users on owned and operated platforms

Local Sales <ss=ss = >] billion unsold OoH inventory

= >65 billion digital consumer data touchpoints per month

= Marketing & advertising KPIs via >50,000 national and local clients
= Owned and operated tech stack including DMP to optimize

performance marketing

I l I I' = Cross-marketing opportunities

Monetized Inventory Unsold Inventory
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Leveraging Marketing & Advertising Toolkit for Transactional Assets

M. Asam’ BODYCHANGE

Accelerating Performance Pushing Broad Brand

Pushing both Subscription
Marketing Presence

and Online-Shop

Revenue CAGR >25% Revenue CAGR >15% Revenue CAGR >40%

A A -

mE = B W N W N -

2015 2016 2017e 2015 2016 2017e 2015 2016 2017e

Revenue mEBITDA Revenue REBITDA Revenue ®mEBITDA
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Marketing Case Bodychange: OoH drives Brand & Direct Traffic

08/16 09/16 10/16 11/16 12/16 01/17 02/17

made by BodyChanyese

Gross Spendings OoH Brand-Traffic

oY)
OoH Cam paigns = Tl [EfElE) o (RS2 Coop § Gross Spendings OoH vs. Brand Traffic
: 6.000.000 € 500.000
FIIIIM HOW T0 FIIDM NOW T0 FIIIIM NQW T0 o i:ggg:ggg : 400.000
WOA WOW W W g 3.000.000 € zgg'ggg
v ,’:‘\ _ a ?:888:8882 —_— 100.000
=
o

= | everaging group relationship with REWE for a
roll-out of multi-channel presence; in combination
with strong local OoH campaign to push sale

, = ¥ SHAKE DICH
E.Eﬁ.'.!.'.'.!.','ﬁ SCHLANK

s
BODYCHANGE

= Co-operation with health insurances regarding
health protection: Bodychange as licenced
partner allows clients to get subscription funded
and subsidized by health insurances

B Changeshop

= Network effects between online-/offline media as
well as different sales channels

<
c
=,
@)
-
Q
S
>
@
<
@)
Q
®
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Unchanged Priorities: Our strategic Focus for 2017

‘*
1. Out of Home: focus on organic growth and on-going dlgltlsatlo
-

rthervSynergy

2. Digital Content: organic growth by lev

3. National Sales: driving market co lid n to the next level

4. Local Sales: further build-up of sales fo

.

odels: optimi

5. Transaction Business

v

70 | STROER



Strategic Update & Group Development
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Steering the Stroer Group — Key Performance Indicators

In 2016, all Key Performance Indicators of Stréer Group performed well

Organic Revenue Growth

gt Key Performance
Free Cash Flow before M&A

Indicators of 138.5 EURM

Stroer

Operational EBITDA

Net | Adj
285 2 EURM et Income Adjusted

156.3 EURmM
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Our Targets for 2017: Consistent KPIs & Sustainable Performance

Our Key KPIs and Guidance Statements

) e S
D) occon > oo
o I ST S
0 B ST S

e Net Income Adj. > 175m€
G ROCE Stable (PY: 16.9%)
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Guidance Achievement Year by Year

EURmM

Organic
growth

Operational
EBITDA

Net Income
Adj.

Free cash
Flow*

Return on
Capital
Employed
(ROCE)

Source: Company filings, broker research

2013 2014 2015 2016 2017E
Guidance

Low single
digit

Moderate
increase

Moderate
increase

Moderate
increase

Moderate
increase

3.5%

118
(+10%)

36
(+51%)

39

10.3%

>10%

~145

Slight
increase

>10%

11.4%
148

56

80
(+103%)

13.8%

* Free Cash Flow before M&A

High
single
digit

>200

~100

~100

Consider-
able
increase

9.8%

208

107

116

15.4%
(+1.6%
p.p.)

(€] idance

5-10%

>280

>150

~135

stable

7.2%

285

156

139

16,9

G

5-10%

>320
>175

~145

~16.9%
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Strong Cash Conversion Rate

Cash conversion rate around 1,0 over time Analysis

= Strong operational performance translates
into strong earnings growth as well as free
cash flow growth

EURM
156,3
150 1385

= Cash conversion rate since 2012 at around

116,1 :
1,0 in the average

106,9
100

79,2
56,3
20 37,0 36,3
24,0
13,6 l
o

2012 2013 2014 2015 2016

= Free cash flow* growth expanding stronger
than net adjusted income

=  Free Cash Flow:
CAGR 2012-2016: > 150%

= Net Income (adjusted):
CAGR 2012-2016: > 60 %

= Cash Flow is the central KPI of the
Management Board

B Free cash Flow* [l Net Adjusted Income

* Free Cash Flow before M&A
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Stable ROCE in 2017 expected

Adjusted EBIT

EURmM ROCE 2
250 - ~ 210 - 220 = EBIT Adjustments:
200 1 % - exceptional items
= 1ot 20 | - D&A of M&A related revaluations
100 - Z 1358 (PPA effect)
50 1 72,0
I L = Increasing Adjusted EBIT in line with
2013 2014 2015 2016 20178 e | 138 — strong operational performance
: —_ 15.4 = Capital Employed arithmetic
Euiap'tal Employed . average of total assets less non-
1400 ~1.2-1,3 EURbn interest-bearing responsibilities
: 10 - . .
1200 - 10.3 = |ncreasing Capital employed due to
1000 - Investments and acquisitions
800 - 5 | | =  Stable ROCE in 2017 expected
sop 47007 7144 2013 2014 2015 2016 2017e

2013 2014 2015 2016 2017e
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Two Views on Capital Employed Calculation 2016

Composition of Capital Employed

In EURmM

Capital Employed
(including goodwill):

1.254,1

1.055,7 1055,7+1254,1 _— 1.154.9
I Gooduwill 0 ’
I Intangible fixed assets

B Property, Plant and Equipment

" Non-current financial assets

Net current assets

Net current liabilities Capital Employed
(excluding goodwill):

2224

189,3

407.4 + 460,2 = 4338
-333.7 4425 2

01/01/2016 31/12/2016
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Stroer‘s ROCE (w/ and w/o goodwill) outperforming Peergroup

Stroer 2016 (in %) 2015 2016 2017

ROCE 2016 ROCE
(including goodwill):

(including

16,9% goodwill)

ROCE
Roce 2016 (excluding
(excluding goodwill): goodwill)

45,0%

JCDeca
Stroer Peers ”"
axel springer’
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Transition of EBIT to EBIT Adjusted

% EURM
|
:
12.3 0.1 195.1 '
60.7 ] — |
, i = Non-recurring items strongly driven by
08 E 136.6 T-Online migration and restructuring
|
|
92.8 2.4 . : = D&A of M&A related revaluations
— E (PPA Amorization)
:
E = More than 40% increase of adjusted
i EBIT as result of strong operational
! growth
— I I I I I I : ]
EBIT IRFS 11 Non- PPA- Impairments FX effects EBIT : EBIT
Reported recurring Amortisation Adjusted : Adjusted
2016 Items 2016 : 2015
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2016: Year of Restructuring and Integration

Non-recurring items 2016

,,,,,,,,,, *9 -13.0 = Basically all exceptional expenses of
' 40 mEUR in the Digital segment

10.2 = More than 30 mEUR exceptional
224 expenses for integration and
restructuring activities
=  More than 50% of exceptional
expenses related to T-Online migration
and restructuring
= Exceptional expenses will go down
significantly in 2017
T-Online Other M&A expenses Other exceptionals Release of Earn- Total Non-
Restructuring & Restructuring / Out-Accruals Recurring Iltems
Integration Reorganization
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Depreciation on PPA (2013 - 2017)

=  OoH based on M&A related revaluations of intangible

Display/Video advertising concessions (eg. Acquisition of Deutsche
Il Performance Ad / Subscription / Digital Commerce Stadtemedien in 2006)
Il ooH -

= Strong increase especially in 2016 mainly driven by

13 following acquisitions:
2013 2014 2015 2016
37 T Online* 3,4 16,7
29 31 7 28 GIGA** 0,8 3,7 4,3
3 o B 6 Statista 3,1
Permodo 0,2 1,5
o5 26 25 - bodychange 1,4
Regiohelden™** 0,4 1,2
Asam 1,1
2013 2014 2015 2016 2017 Other Digital 3,2 4,1 4,9 9,0
Total Digital 3,2 49 12,6 38,2

* T online including IAM; ** GIGA including GIGA kino, webguidez, Spieleaffe, Spieletipps, Erdbeerlounge, Stréer Entertainment Web; *** Regiohelden including OMNEA 82 I STROER



New Standard: IFRS 16 - Leases

IFRS 16

= Replaces previous standard IAS
17 — Leases

= Becomes effective on 1 January
2019

= Earlier application is permitted
(planned for 1 January 2018)

Application of IFRS 16 for Stroer

Advertising contracts with private lessors
should mainly be classified as ,,finance
leases* in the future, which means:

= Capitalization of the ,,right of use“ by
recognizing present value of the future
lease payments as intangible assets

= Recognition of the obligation to make

future lease payments as financial
liabilities
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New Standard: IFRS 16

Current situation before IFRS 16

Consolidated Statement of Financial Position

31 December 2016
Equity
EUR 660m

Assets
EUR 1,725m

as
reported

Liabilities
EUR 1,065m
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New Standard: IFRS 16

New Standard Applied to Stréer

Consolidated Statement of Financial Position

31 December 2016

Equity
EUR 660m

under the
new

IFRS 16

additional Fin.
Liabilities
EUR 400m*

additional
Intangible Assets
EUR 400m*

* Amounts represent an initial assessment and are based on note 35 of our annual report 2016 (page 152). Final classification of lease contracts is depending on
further investigation.
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New Standard: IFRS 16

Applied to Stroer

Consolidated Income as reported IERS 16
Statement:

Operating Costs Operating Costs Decrease:

w/oD & A EUR 90m* w/oD & A operating costs
EBITDA
EBITDA —
_ Depreciation &
Depreciation & amortisation _
amortisation Increase:
D&A

==1k =1=101

Finance costs

Slight increase:
finance costs

Finance costs

EBT

* Amounts represent an initial assessment and are based on note 35 of our annual report 2016 (page 152). Final classification of lease contracts is depending on
further investigation.
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New Standard: IFRS 16 — Major Impact for Stroer KPIs

Expected impact on Stréer KPI

=» EBITDA: increase by around EUR 90m*
=» Net Debt: increase by around EUR 400m*

=» Leverage Ratio: increase by around 0.8 times*

* Amounts represent an initial assessment and are based on note 35 of our annual report 2016 (page 152). Final classification of lease contracts is depending on
further investigation. 87 I STROER



Other Accounting Changes

1st January 2016:

= QOrganic Growth Presentation in alternative ways

= Introduction of Product Groups in the Digital Segment

1st January 2017:

=  Qutline of Cash Flow Presentation

= Further break down of Product Groups in the Digital Segment

1st January 2018 (planned)
= Introduction of IFRS 16
= Elimination of IFRS 11-Adjustment
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Breakdown of Stroer Group’s Statutory Net Sales 2016

Stroer Group:
1,135.1 EURmM*

OoH Germany: OoH International: Digital:
501.2 EURmM 135.6 EURmM 514.8 EURmM
Large Formats: 231.2 EURmM Large Formats: 110.2 EURmM Display: 249.1 EURmM
Street Furniture: 141.5 EURmM Street Furniture: 19.0 EURmM Video: 105.4 EURmM
Transport: 61.1 EURmM Other: 6.4 EURmM Transactional: 160.4 EURmM

Other: 67.4 EURmM

* Management View (IFRS adjustment); Including Consolidation effect of -16.4 EURm 89 I STROER



More detailed Reporting of Product Segment Transactional

Transactional

Performance Ad & Subscription Digital Commerce

160 EURmM 2016 138 EURmM 2016 22 EURmM 2016
- Mon_etisation of = Lead generation = Trade with products in specific
traffic of own N _ ical
= Affiliate Marketing vertcails

assets via affiliate
and performance
marketing offers

= Dedicated
subscription
models & SMBs
marketing services

= Performance Marketing (CpX- = Clear focus - in Iing with co.ntent
Deals) assets and marketing toolkit - on

beauty & health vertical with strong

= Local Digital Services :
growth perspective

= Subscription

= Own e-commerce

models and P
integrated O ormnaee %
shopping concepts statista %a
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Segment “Digital”’: Revenue Streams & reported Products (2017¢)

Display (Desktop & Mobile)
35 - 40% of revenue

= Monetisation of digital

traffic (mobile and desktop)

via display advertising

= Strong German No.1
position with exclusive 3rd
party inventory as well as
own assets (~ 35-40%)

= To agencies, direct clients,
SMBs

Video (Multiscreen)
15 - 20% of revenue

Monetisation of video views
across home/desktop,
mobile and public screens
Dedicated video specialists
for own assets as well as
sales house and
product/tech development
To agencies, direct clients,
SMBs

Performance Ad &

Subscription
~30% of revenue

Monetisation of traffic of
own assets via affiliate and
performance marketing
offers

Dedicated subscription
models & SMBs marketing
services

Digital Commerce
~15% of revenue

Trade with products in
specific verticals

Clear focus — in line with
content assets and
marketing toolkit — on
beauty & health vertical
with strong growth
perspective
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https://www.asambeauty.com/better-skin-frucht-enzym-serum.html

Guidance in Detail for 2017

Reported Sales ~ 1.3 EURDN
Group Organic Growth Mid to high single digit percentage
Operational EBITDA > 320 EURmM

Digital OoH Germany OoH International

Organic Growth Clgsie Clrotilt Organic Growth
Around 10 percent Mid single digit percent Low single digit percent
Segments
CBITDA Margin EBITDA Margin S e
25 — 30 percent Stable yoy ¢ :
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Financial Steering




Our Platforms Locatlon and
Content based Reach

/ =
’ ' /__/ J_J_ ) \
¥ | — \~—4




Accelerating and Fine-Tuning our Digital OoH Roll-out Strategy

1. Both our financial and operational capabilities enable us to roll-out
more screens faster and across all promising touchpoints.

2. Demand in “market place locations” (i.e. stations & public
transportation systems) is growing and we want to increase
Inventory also in smaller cities.

3. Short-term opportunities to completely “own” the mall segment
with sustainable long-term benefits.

4. Fully loaded pipeline for roadside screen roll-out with optimized
Implementation funnel after 9 months into the project.
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Delivery against our 4 Year Target of +1,000 Premium Screens?

time gone

: 1 “.‘ “ ~ ~. \“
£ 4‘:'.“ 'i | t

target delivery Public
Transport

Roadside
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Updated Digitisation Strategy across our Key Touchpoints

Location Q2/2016 FC Q4/2017 e2018 e2019 e2020

Stations [T 1,052 1,230

2.137 2.415 On-going optimisation and fine-
tuning of roll-out plan between
touchpoints to balance CAPEX,

short-term EBITDA & opportunities

Public
303 510 as well as long-term strategy.

Transport
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Stroer DOoH/Public Video Market Shares: Only Premium works today

Share of Screens*

Share of AdSpend**
Train Street &
Station Inner City

Shopping Public
Mall Transport

Source: * Invidis (2015); ** FAW (2015), exkluding “WKZ” (Advertising Subsidy)

*

*

Fast Food
Restaurant

sl N
L .Q

..ll“

L 2

o )
®  Airports =
. 4

*

Cinema

Pharmacy
& Surgery

Consumer
Electronics
Market

Super-
market

School &
University

Gym
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Three Clear Principles for our further Digitisation Strategy

1. Clear focus on the extension of
owned and operated top
premium inventory — with robust
roll-out process

2. Selective but constant
development of large format
highlights

3. Looking into technological and
local/regional sales approach
for long tail inventory
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Shopping Mall No. 100: “Mall of Berlin”

Top Class Location since January 2017, 39 Screens, Duration of Stay 1.5 hours; 60 & 70 inch premium Products

N Y
SUNDAY
SHOPPING
4. DtIIvets
=} £ W
3

RiCmr
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Growing Public Distribution Platform for T-Online ...

REGIERUNGSERKLARUNG *

MERKEL GIBT MOSKAU SCHULD

AN'ERTRAUENSVERLUST

101 I STROER



Growing Public Distribution Platform for T-Online ...

t-online.de

L\Ul LER VOR EM-HAL BF\H&L E
ICH GEHE NICHT DAVON AUS, §
DASS WIR 7:1 GEWINNEN« !

Bierhoff kann sich Fuiball
ohne Abseits vorstellen
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NEWS MAGAZIN

N

SPORT ENTERTAINMENT

T-On

HOME NEWS MAGAZIN SPORT ENTERTAINMENT

(o]

Luftangnll verhedert (S-Anschiag aul Stacdamm am Cupheat

Kanadas Militar mit orsten Luftangriffen

f

Foue

Luftangriff verhindert 1IS-Anschlag
E—

line “NEXT

J)

0 Bed modermon Termmckoge bereschoot Kamgatl

greug jedes o

00000

Kanadas Militar hat nach eigenen Angaben bei seinen ersten Luftangniffen

t3tische Flugreuq (Quelle dod

(( im Irak einen Terroranschlag des Islamischen Staats (IS) auf einen
grofieren Damm am Fluss Euphrat verhindert. Generalleutnant Jonathan

\ETV.  RATGEBER WETTER

MEHR

_wd- Serbagreien

and

1211.2014

» Gefligelpest-Virus in Deutsc
» Telekom met guten Zahlen

» Batney Spears neu verfiebt

» E-Autos: das deutsche Fiasko

» Herz-OP bei US-Tennisprofi (23)

» Kassel Polizist tstet 23-Jbhrigen
» "Bild” Tuched an Dzeko interession
» "Vasco® bringt Wetterwechsel

» US-Kinderstar: Seibstmord mat 19
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Stroer Value Creation Model for Digital Content & Transaction

Reach, Traffic & Stickiness

Boosting Reach through @ @

Social, SEO & Public Video

Pushing Stickiness @ Ad Revenue

& Interaction Optimization
through

No 1 Saleshouse
on national and
local Level
Slowly growing & leveraging
Ad Revenues; DMP Products
single Revenue
Stream

Traditional
Broadcasting
Portal

®

Integrating
Niche E-Commerce

©®

Connecting
Subscription Models

Monetisation
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Example: New A/B headline testing tool “Newsroom”

@

Peter
@ Overview
8:3 Authors
V- Activity

Front Page

0) A/B History
‘8) Pos.

X Autopilot

ithil Reports

Front Page

34.43% (+7%)

480,096

Osterreich verbietet Burka und
Verteilung des K
aufmacher -1 4.94% ertefung des Rorans

topboxen-0 -
1

topboxen-0 -

4.8%

n Razzia bei Ex-Bayern-Profi
L o

il Christine Kaufmann starb ganz allein

Sl '7irkische Spionage wird von uns

Page: home-desktop

165274

'
v

The article in position 'topboxen-
v 0- 2 is overperforming

Christine Kaufmann starb
ganz allein

Driving T-Online Stickiness

= Live tracking (clicks, bounce rates, page
views) on each page (desktop and mobile)

= Real time optimization of websites and
elements incl. shopping modules

= |ncrease of user interaction rates and site
stickiness beyond historic benchmarks

=  Same & consistent tool for all assets:
synergies and knowledge exchange

09:48 °im
t-online.de ()
—_ N hectmap.me
o] T ﬂ L pre——r
o

Sessions Pagevie
6,929,170 20,425931 50,518,058
» 1 » 1 » .

Daily target: Daily target: Daily target:

Gotz George mit 77 Jahren gestorben

Prominente trauern - Ferres:
"Scheile, tut das weh"

Fab 22, 2017 to Mar 23, 2017

SCHLAGZEIL!
« Kondol og IUr GOtz George

. Go J 1 EM- Rekord
mehr Sehiagzelen W

TOPTHEMEN
<

Last30 C
Dir.. 18832 1052 1.790(
Or.. 1,320 5%
. 28552 1
S0 21,008 it ——r
o 5081
Google Analylics Sessions by Device Type
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Central Stroer Video Unit tripling historic Video Content

Production Studio in Cologne supporting all Assets & Segments

nnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnn

Launch in April 2016

Stroer Public Video

¢£i!’
% faceadnet

where FANS meet content

Life Hacks

BODYGHANGE

Website & Social

KINQue

Reviews & Social

©CGIGA

Evergreens & Social

S109}J3 aAnelENnd B aAleIUEN) SAISSBN

= Besides video producing, the unitis
steering the video area of t-online.de

Further Scalability

= Same team increased its output from 35
to >50 (+>40%) videos (short-format) per
day

» Price per piece 35% below decentralised
historic setup

24/7 Real-time Output

» Shift operations guarantee 24/7 output
connected to performance analytics

= Fundamental traffic driver for news &
service portal like T-Online
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T-Online: Smart Traffic Growth Hacking

Public Video Social-driven Visits (million) SEO-driven Visits (million)
40m Uniques/month 406% YoY growth 19% YoY growth

= T-Online content & brand presence
since Q2/2016 on Public Video

» Massive marketing effect supporting
homepage traffic
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T-Online: Leveraging Stroer Sales Organisation & Power

eCPM - eCPCs*

Video eCPM:
+/%

Over the last year,
T-Online was able to
increase the
monetisation of ad
inventory significantly +

Web eCPM:

Mobile eCPM:
+

Shopping eCPC:
+11%

PreRoll & MidRoll Ads, sold on a CPM basis
Smarter packaging and bundling with group inventory and
public video; direct deals with larger FMCG clients

Display Ads, sold on a CPM basis
Integrating special interest inventory in existing Stroer
channels; significant programmatic uplifts

Display Ads, sold on a CPM basis
Growing share of “Multiscreen”-Deals: Bundling of Mobile
and Web to push mobile CPMs

Display Ads, sold on a CPC basis
Leveraging Stroer direct client relationships as well as
group benchmarks for improved client price negotiations

* Comparing 1-12/2016 vs. previous year
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StayFriends becomes T-Online’s Social Network

Deep two-way Integration

Oliver

Personen

o Impressum
News
O]

Logout

StayFriends* @

Tarkischer Wahikampt
Meine News B | , )
| Cavusoglu spricht trotz Absage in Hamburg
Wabikampt in Deutschiand 2017, 1352
Cavusoglu hat einen Ort fir
seine Rede gefunden
Fake-News-Urtel
Erfolg fur Facebook im
Prozess um Hetz-Beitrage
PR 1960 et sich gagen Krter
“Weder kollegialer Umgang
v . noch Respekt” |
| Nach Mord an Kim Jong Nam
Streit zwischen Malaysia
und Nordkorea eskallert

Sanger starb Ende 2016
rsache von George
Michael steht fest e

Schreiben Sie ein Komme

T-Online delivers content for StayFriends newsfeed & gets

backlinks from StayFriends

everbot
B[ Simer vonaigt donnirchiiche
[ Ermtungen an
> 2 Anpipotak
R Nach Liebes-Aus o [a——
= Kylle Minogue spricht i i brororov et somsr
Y gue sp Der tiirkische AuBenminister Mevliit Cavusoglu hat einen Ersatz-Ort fir seine wichtiger Schiag gegen IS
erstmals (iber Trennung
geplante Wahlkampf-Veranstaltung in Hamburg gefunden. Nach Angaben der =
Wahikampf in Deutschiand Veranstalter wird er an diesem Dienstag in der Residenz des tiirkischen |
Cavusoglu hat einen Ort fur | Generalkonsuls in Hamburg-Uhlenhorst sprechen. 3 haperd
] seine Rede gefunden
P N s MEHR ZUM THEMA d =
Erfolg fur Facebook Im « Torkischer Wahlkamp: Merkel stet sich gegen Auftriisverbote
A Prozess um Hetz-Beltrage
& * Umstrittener Wahikampf: Hamburg-Aufintt von Cavusogh abgesagt
1860 woht sich gegen Kritiker + "Absurd und deplatziert™: Bundesregierung reageert auf Erdogans Nazi-Vergiech
“Weder kollegialer Umgang
noch Respekt” |
u gegen 18 Uhr erwartet, sagte ein von
Nach Mord an Kim Jong Nam dinationszentrum fir die Austandswahler d gspartei A
Streit zwischen Malaysl: dei chon ProsssAGSIN Aud 3 -
und Nordkorea eskallert i
Sanger starb Ende 2016
Todesursache von George | Ursprunglich w avusoglu am Dienstagabend in einer Hochzeitshalle im
Michael steht fest Hamburger ne! g vor mehreren hund ten auftreten, um
fur Prasidialsystems in der Tirkei 2 M
<
8 Nach Libes-Aus Bezirksamt beanstandete jedoch bei der Begehut a Event Center
ylle Minogue spricht
erstmals Gber Trennung | erhebiche ™ hutzrechtliche Mangel”, weshalb die geplante Veranstaltung
abgesagt wurde.

(9]
4
o
@
0
o
=
®
7
—
©)
=
w
o
=
L
n
M
9
o

sjonpoid Buippy anfea

I.F * ®Online

Reach, Traffic & Stickiness

Monetization & Revenue Diversification

Hallo
I . yale B stayFrier|
"1* * * Online | Google suc:HEN yl
EMail 7,m kund
13° Wetter | [l StayFriends # Lotto Shopping = %: Telefonverz. | _,- Tarife & Produkte | 2] Hilfe & Browser E-Mail Cer

Nachrichte pVitschaft _Unterhaltung festyle Auto S

en Ratgeber t-online.de/tv

. Peter Schneider
3 5 neue Besucher | 1 neue Nachricht

Max gefdllt der Artikel ,,Der K&nig lebt noch”

Martin hat einen Kommentar geschrieben zu
~Wurstwasser ist gesund”:

Ich trinke jeden Tag 2 Liter Wiener Wurstwasser ..
Ulli hat morgen Geburtstag

Theodor-Heuss-Gymnasium: Sie haben einen neuen
Mitschiiler

Mehr anzeigen

* * Online
wes o

maiat 1 Hambieg gstinen

asTe ch

30 Taga grati sestan | audiia.de
e p—

New search features like
friends & connection finder

I o Marc

Neuigkeiten | P

Neues von meinen Kontakten

Granciner ot okencun Anhat von 74

Kaapp 10.000 Euro pro Monat
Hollande beschaftigt eigenen
Frisor auf Staatskosten

e v i b e v it

i Mumorvun Kt Chver Chamast Wikbero Zubirebl Men Schmam Cool
s T a—
Cutnasehend Eisgunsy Kuspel Zucbeant Tobae Hecht

T Telekom-Login - Google Chr. = & En

https://accountsogin

Single community
sign-on
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T-Online Shop: >10.000 Products until end of 2017

"F * * Online

‘Monetization & Revenue Diversification

Telekom T Online E-Mail MagentaCLOUD Hilfe & Service Kundencenter w Mehr
- Online Shop for Electronic Products
:I: = ®* Online Shop Produktsuche im T Online Shop ﬂ Mein Konto
%% T Online Nachrichten Wetter “‘o Lotto &% Browser “. Shop zurtick zu t-online.de

= Up to 10,000 products available end of 2017

TV & AUDIO COMPUTER & BURO TELEFON & FOTO FREIZEIT & GESUNDHEIT HAUSHALT & GARTEN ANGEBOTE

Der T Onine Shop it en Angebot der Stier Content Group = |mportant data source for collecting user data
Microsoft Lumia T« oniine » |mportant accelerator for own niche e-
640XL B NACHRIGHTEN  ® RESEN commerce brands like FIXXO and Lioncast
o » SPORT » RATGEBER
Eﬂebén S.Ie L2 pedglde _ » WIRTSCHAFT » T-ONLINE.DE/TV
Kombination aus Leistungsstarke " 5 a
e ok UNTERHALTUNG KIDS
» LIFESTYLE » GESUNDHEIT
:I: - On\ine ShOp Produktsuche im T Online Shop ﬂ k
89,00 € » AUTO » REGIONALES ,
: 1 ] C » SPIELE WA -Z = T Online Nachrichten Wetter 8 Lotto @ Browser ' snop zurdck zu t-online.de
)) ELTERN TV & AUDIO COMPUTER & BURO TELEFON & FOTO FREIZEIT & GESUNDHEIT HAUSHALT & GARTEN ANGEBOTE
» DIGITAL =
Startseite » Computer & Buro » Notebooks Zurick
» ENTDECKEN SIE JETZT T-ONLINE.DE
. . . . . NOTEBOOKS
Galerle  Liste Sortierung: Beliebtheit absteigend v
Hersteller

SCHNELL & SMART

Acer

DEAL DER

WOCHE n ® ®
Preisspanne
BQAQUARIS UPLUS SMARTPHONE
MIT FINGERPRINTSENSOR i o
139 € bis 2846 €
» Versandkostenfre
+ 10 € Rabatt fiir Neukunden Gesamtspeicherkapazitat 289,00 € 369,00 € 527,00 €
Code:NEUKUNDE 9 (156 2001 HO entepiegelt Imtel | (18,6 Zol Itel 13 4 0B, 500 GB, 3G 26608 S50 - Notebook -
3 N3060, 1 TB) Win 10 Pro) Core i5
JETZT ENTDECKEN » JETZT ENTDECKEN » Mehr anzeigen v Das leistungsfahige und voll vernetzbare  Mehr Power for Ihr Untemehmen mitdem  NUf hoch wenige verfugoar
T e S S S T Noteb... Details HP 250 ... Details Inte! Core i5-6200U (2.3GHz, 2 Cores),

39.624 ¢... Details
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T-Online Newsroom in Berlin: Move in 06/2017 & new Editor in Chief
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Multi-Screen — Multi-Touchpoint: News & Services on all Devices

'T ® "Online >45 million Unique Users across all Screens per Month
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Recap: Location based & Content based Reach

Stroer Public Media (OoH) Group Stroer Content Media Group

Location based Reach Content based Reach (“all digital”)

>230k Sites >35m UUs

=  Growing Digital OoH Inventory
allows continuously more cross-
media solutions

= Building Data Management
Platform across OoH (Beacons,
Mass Mobility Data) and Digital
Media (existing DMP-setup)

= Cross-Media-Adserving-Solutions
for Digital ,All-Screen End-Game*
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Ad Served Media in a Digital World: Schematic Tech Setup*

’Digital Media”

I

Adserver Supply Side Demand Side
(Campaign Op‘s) Platform Platform

Demand

Side

Data & Targeting Tools

Tools to Manage, Track & Optimize Traffic/Conversion

* From the supply-side perspective. 114 I STROER



Overall Framework and Logics of our Tech Stack Development

Stroer

DSP

3rd
Party
DSPs

AJdSERVErR-R-SSP

Targeting Atlas

CRM System

|}
Bl Campaign MGMT Inventory MGMT
|}
|}
|}

Stroer DSP
Adserver Stroer SSP

3rd Party DSPs

|}
|}
|}
|}
M Tag-Management Desktop / Video / Mobile

Socio = Technical Targeting User ID Geo

Visibility Targeting B DMP Service Service [ Targeting

%nssasasasassuanans Arussnnsnsnnnnannnnnnns .

Beacon Infrastructure

v

Owned, Operated, Developed

A/B Testing Tag Management Web Analytics Shop Software E
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Longterm-Perspective on our Tech Stack Development

All Digital Media

CRM System

Stroer DSP
Adserver Stroer SSP

3rd Party DSPs
Desktop / Video / Mobile / Public

Brand Safety Visibility 3d Party Data Proprietary Cross-Device DMP (i.e. Geo DMP)

v
Sensoric Infrastructure A/B Testing Tag Management Web Analytics Shop Software
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@ sTROER
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4 Monetisation:
Local & National Sales




Local & National Ad Sales: German Top 3 Position across all Media

SevenOne Media

IP Deutschland

STROER

Axel Springer

RMS 1.270.329.000

El Cartel Media 1.076.957.000

ARD-Werbung,

Sales & Service 842.660.000

Burda Verlag 677.813.000

Gruner und Jahr 630.201.000

Source: Nielsen Gross 2016; OoH Germany + all digital saleshouses of the Group

6.944.014.026

5.322.656.000

2.596.640.058

2.322.096.000
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OoH becomes Outernet

National Ad Sales: Growth via “Customer Journey Solutions”

Crossmedia Solutions

Technological and data
development support a more
integrated sales approach with
more flexible audience packages
Shrinking print market and
fragmentation of content media as
massive source of business

All acquired sales house business
on one platform with consistent
approach since DMEXCO 2016
On-going extension of business
with new sales mandates

Unique video offering incl. Public
Video driving growth

Investing in incremental cross-
media teams to work more
intensively with clients and win
over-proportional market shares
Reduction of complexity for clients
and agencies as key catalyst for
market share development
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Infrastructure as a proprietary Element of a Data driven Ecosystem

=

@ AN =
i 100100111
101011011

v

= We use our mobile
reach to deploy our

v

= Stroer has a high
reach on mobile

= More than 230.000
POls all over

= Each location will be
equipped with simple

Germany sensors, uncritical devices SDK and generate
= Unique proposition vs. with strict German = Unique proposition vs. geo-temporal non
any other digital laws any other infra- personalized data

media sales house in
Germany

structure driven media
sales house In
Germany
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Infrastructure as a proprietary Element of a Data driven Ecosystem

==

-—

Flow track-data from our  Heatmaps will be used SDKs will later be Cross device attribution
POI will feed our Geo for services to be upgraded with additional and tracking in the Stroer
Video Ad server. That deployed by our partners functions providing new ecosystem.

makes our Public Video e.g. cities, Deutsche services in targeting.

Network fully Bahn etc. to improve

programmatic. their own proposals.
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Public Video: New Opportunities for Clients and Agencies

- ] -
Flexible planning on the t_)a3|s of e (Near) Real Time Playout e Automatic & pro_grammaﬂc
more granular ad units accessto the inventory

< >>

e Laser-focused targeting for
audiences

e@®»
=9 &

A
e On the basis of the existing
price structures and ratecards
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Both location- and audience
based planning models



Targeting Atlas
(Geo DMP)

One central data hub for
any kind of audience
data with geographic
elements including API
for client data

Audience Planner
(Planning System)

High-performing OoH
planning system which
connects data from the
targeting atlas and data
for our OoH sites

And we try to leverage the Model also for OoH in general

Private Marketplace
(Client Frontend)

Web based platform for
clients and agencies to
access — via own login —
predefined products and
plan modules
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Demo: Our Automation Platform / Beta-Version live!

125 I STROER



The more flexible and more digital
OoH portfolio is eombined with a
growing (online) ecosystem and a
constantly evolving market/share!
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Extract: Top 700 Digital Assets within AGOF Survey*

Assets — Examples

— py No. of exclusive Stroer Assets amongst Top 700 Local Competition**

[ .. |

Gutefrage.net 20.7

[ ... | = United Internet [8/700]

Giga.de 9.8 Web.de [5]

_ : GMX [11]

ikl el Das Telefonbuch [14]

RP Online 6.5 Das Oertliche [16]

| - _ Gelbe Seiten [58]

wunderweib 5.8

gofeminin 49 = Medialmpact [20/700]

promiflash 4.8 Bild [2]

[ .. ] Die Welt [10]

kino.de 4.5 Computer Bild [12]

[ .| meinestadt.de [26]

auto-motor-und-sport.de 3.2 kaufda [36]

Augsburger Allgemeine 2.5 =  SevenOne Media [42/700)
P08l Cosmopolitan 1.4 zvegerg:om[‘[é?]

] roSieben

Mens health 1.0 Zlomrtalk [[892‘1]

- amestar

Reuters 0.1 Stylight [107]

[ ... |

*Source AGOF 12/2016 Digital Facts; (Assets with > 0.1m monthly Unique Users); ** Number of Assets and AGOF Ranking of Assets 128 I STROER



Clear & balanced Verticals structure our Portfolio

Entertainment Digital Life Directories Travel Active Living eCommerce

"‘--r..i -
_— & | \~ 111 4

Automotive Health Family & Kids Lifestyle

2

General Interest
T-Online / Freenet / OMS

C-Cluster / Pure Reach Publisher

D-Cluster / Programmatic only




Clear & balanced Verticals structure our Portfolio (examplary Brands)

Entertainment Digital Life Directories Travel Active Living eCommerce
1 @ GIGA MenisHealth de
; "..Imf., M F;FL‘)IA IR\I RUNNER'S IERES Testberichte
Automotive Sports Health Women Family & Kids Lifestyle
auto kicker @NetDoktor  gofeminin Phonep desired.de

&erziehen

JHambucger & Abendblall

General Interest DR ia
GE|
FrankfurterRundschau 'rE " " Online U

net

RP ONLINE

C-Cluster / Pure Reach Publisher

D-Cluster / Programmatic only
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Strong Market Position: Our Audience Coverage versus Competition

Monthly Reach

+25% vs. No. 2, +26% vs. No.3

Weekly Reach

+49% vs. No. 2, +64% vs. No. 3

Daily Reach

+55% vsS.

No. 2, +109% vs. No. 3

Unite'\;ljelgi;ernet | 369
Media Impact 36,5
BurdaForward 34,1
SevenOne Media 32,7

STROER | (/| _ 35,8

United Internet
Media

Media Impact

BurdaForward

SevenOne Media

24,0

21,8

19,4

18,7

STROER | (ligital

United Internet
Media

Media Impact
BurdaForward

SevenOne Media

Source: AGOF12/2016; Unique Users in million (adults 14+) across all devices (Desktop&Mobile), Strder Digital incl. Bauer XCEL

11,2
8,2
6,5

6,3
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Full Quality Control of Inventory via Own Tech & Data Platform

Stroer 360° Platform efficient

collaboration
— Combination of our products
along the Sales Funnel

MOBILE VIDEO

flexible for
@ @ individualisation
Usage of our data- and

AdServer optimization technology

constant
Improvement of
performance
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Growing Scale Effects vs. any local Competitor kicking in now

AdServer PB Targeting Visibility
Requests Requests Requests Requests
2013 2017 2013 2017 2013 2017 2013 2017
Tech CPM Tech Fee Tech Fee Tech CPM
T
2013 2017 2013 2017 2013 2017 2013 2017

133 I STROER



Plug & Play Product “Homepage Roadblock”

Client & Campaign Background

= Need for high reach campaign
elements (comparable to Facebook o — :
and Google Display Network) - Energle

Energie

= Easy to book, out of one hand, high wird innogy.
guality standards

® |deal use cases and occasions:
Season kick off, image campaigns,
short term offers

-
e —— Ekdal helf auf Bayer Der HSV-
Schwede will wieder spielen

ING: Multiscreen Roadblock

MensHealth &2 a

£ TECH  MOTOR  TRAVE

Unser Wechselservice

2 F

. . . SO BLEIBEN SIE IM URLAUB FIT UND ‘SCHLANK [N . ]
= Aggregating top websites from Stroer =
network /9 "ﬁ; @

Stréer Solution:
Stroer Homepage Roadblock

= Highest impact with daily fixed special
ad placements

O Jetzt RBCNEEE © Video

|

0 Sooo verliebt! Schweini & seine
Ana etrahlan uar (Fha\Glilck
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Plug & Play Product “First Contact”

Premium Publisher

Client & Campaign Background

= Reaching every customer online and
avoiding duplicated contacts and
overdose of penetration

Stroer Solution:

Stroer First Contact

e.g.
= Maximizing net reach within shortest
possible ti?ne © GIGA DUDEN o@ gutefrage.net

Large formats on every landing page

seapc EEA WomensHealih EENEiworio

} Client Extract

Client Occasions

= Launches of well known products

audible Deka Eurowmgs

= Communication of short term offers RWE ING % DiBa e oTro amazon
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Mondelez — Milka: Valentine's Day Special 2017

Mode Beauty Body Lifestyle Sex

ot

(

% Clever kombiniert » ¥ €
¢ . 12 Teile, 8 Outfits: Die e
- perfekten Looks fiir ]
Stadtereisen T
- Yo v o

Quelle: Stroer Zahlen 136 I STROER



Amazon prime: Action Blockbuster 2017

DER £
- 0:«’0

C-Max

AB17. MARZ

ALFPOLGEN ANSEHEN

Quelle: Stréer Zahlen 137 I STROER



Lieferando 2016

ﬁﬁﬂ
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Lieferando 2017

.NUR EIN
m LIEFERSERVICE IST @

= SEHR GUT" £

Lieferandode
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Hermes — OoH, Online & Mobile: Current Campaign 2017

N

Duh "
ast o
Gegeber " 92N2 Vel Mihy
ganz einf ajer?t Willst gy
S C Verschicken,
i ol Tucker mif
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. cled
' or e
N nﬂ_"‘:‘,m“c“'
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Local Ad Sales: Massive Opportunities via “Do it for You”

Long-term Strategy

Integrated Offering

= Continuous rollout of local sales
strategy since 4 years now

= Continuous and sustainable
revenue growth in combination
with extended product portfolio

= Shrinking local print market as
massive source of business

On-going growth of our local
salesforce from <50 (2012) to
>400 (2016)

Ahead of mid-term plan of ~800
FTEs by end of 2018

Optimized recruitment and training
funnel for teams fully scalable

Continuously optimized product
range for visibility of SMBs in real
and digital (media) world
Do-it-for-You-setup for full service
management and handling of SMB
budgets out of one hand
Differentiation “regional” vs. “local”
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How we have developed our Recruitement Funnel for Local Sales

Two-step Selection &
Hiring Process

On-boarding, Training
and Delivery against
Minimum KPlIs

Longterm Employees
beyond first six months

Current annual run rates (& 2015/2016)

Development of Local & Regional Salesforce (Headcount/FTEs)

1.200

1.000

800

600

400

II
—m B

2012 2013 2014 2015 2016 2017 2018 2019
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Training and Optimizing Revenues per Capita is a Key Value Driver

KPI-Tracking per Sales Trainee: Pure Performance Culture

KPI-Tracking per Region

Abschliisse im Wochenverlauf

Soft Skills - Details

1 +
0 //

Wochel Woche3 Woche3 Woched WocheS Woche6 Woche? Woche8

¥

‘Malte ! .

Scorecard ' 177
(

Datum

Verkaufer KW Firmenname Ort

T| - Lead - -
Ma 6 06.02.:2017 |Ench Viohl Baumarkt Bremen
Ma 6 0602 2017 |Landgasthof Heuer Bremen
Ma 6 06.02.2017|Okokiste GbR Bremen

100%
80%
60%
40%
20%
0% -
Erscheinungs-  Telefon- Akquise im  Strukturund Umgang mit  Proaktivitét
bild akquise Feld QOrganisation M-Equipment
Gesamt KW11
Leads ] 149 %
Entscheider-Kontakte N 96 8
Entscheider-Termine N 28 1
Abschidsse 7 5 0
Gesamiumsatz 5736€ 0€
Telefon-Nr Ansprechpartner Entscheid: Enlscr;:id:.lkont Ergebnis Te?::t"\;t'v
0421 207420 Her terrV Ja Temin 14.02.2017
0421270423 Fra ‘raut Ja Temin 13.02.2017
0421 275939 Her terrk Ja Temin 22.02.2017

dnolo ay) ssoloe Juswdoerag bBuibeue

Regionenvergleich- aktuelle Wache

Region Nord

Stand Sales Trainess - aktuelleWoche

Entwicklung Regionzn

Entwicklung Sales Trainees
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Exemplary Local Client: AGHO GmbH /Wonderwaffel (Cologne)

Bicycle Rack City-light Poster

» Traditional signage medium for local = Step 2: extension into next most = Step 3: fixed placement in the next
stores as first subscription product frequented market place (parking lot) underground station on Infoscreen
= Annual value ~ 7.5k (for 5 years) = Annual value ~ 4.0k (for 5 years) = Annual value: ~ 8.0k (for 4 years)
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Exemplary Local Client Ani Markt (Marl)

Traffic Board (4 m?2) Online Display

Lamp Post Sighage

= Long-term client for local transport = Step 2: extension into online with = Step 3: complimentary signage
products, i.e. busses locally targeted display product bookings on lamp posts
= Annual value ~ 7.0k (for 5 years) = Annual value ~ 9.0k (for 2 years) = Annual value: ~ 6.0k (for 5 years)
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Examplary Regional Client: Pushing In-Store & Online Traffic

\
al

L 1)
4

-

=i
':
F

|
L <
!

|

1
+4

i

Success Case for Client Development

HARDECK

Dirk Hardeck, Owner & Managing Director: Media-Mix 2013 Media-Mix 2017
(0% Stroer) (100% Stroer)

® Radio = OoH
B Print H Digital
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O "We are extremely happy that the close
collaboration with Stréer shows measurable
results: both click rates on our website and
online offerings as well as traffic in our stores
have gone up significantly since we have
changed our media mix strategy”




Focus on Premium Megalights incl. A/B-Testing of Creative
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Focus on Premium Megalights incl. A/B-Testing of Creative
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Total Potential for Longterm-Stratety

Roughly 2.5 million SMBs - 25% with dedicated Marketing Budget: 625.000 potential Customers

potential customer base

L S

> bing

© 2017 HERE

Source: Yasni & Statista 150 I STROER



Recap: Our Ad Sales Units accelerate Cross Media Integration

Stroer SMB Group Stroer Sales Group

Local Media Services National Media Sales

Share of small local clients Share of digital services Share of digital services Share of direct client deals
(“signage & subscription”) and ad revenues vs. and ad revenues vs. and relationships vs.
vs. regional clients out-of-home media and out-of-home media and revenues managed by media
(“campaigns & services”) production revenues production revenues agencies/intermediates

32% 17% 60% 32%

Revenue mix/structure on the basis of German market (€2017). 151 I STROER



Out of Home, Digital Content, Local Sales, National Sales
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Statista offers all employees the relevant market statistics for all industries and countries:
ready & easy to use, atan affordable price
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Business Modell

Based on a subscription model

Revenue levers Profitability, Germany
Average revenue EBITDA margin
per contract
A
35%

! 1

ls ! 1

! 1

! 1

Increase price bc of more content :
Increase # of users per company !

--------------------- R

Increase # of |

. 1
clients per |
country !

Statista‘s most developed country

Inbrease countries :
1 I. >
No. of clients 2016
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Road to globalization: three questions

How can we create content for all the countries?

How can we build a global brand?

How can we sell globally?
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Content (I): Statista with an excellent
coverage in North America and Europe

< \s? 4

T2V

v s
Wﬁj
Q

Analyst team Launch

Germany 2008
North America 2012
. Excellent coverage Europe 2015
Good . .
@ Good coverage Asia/Australia Q4/2016
Covered
South America 2017

Not covered

Statista has doubled its content in 2016 in comparison to 2015
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Content (lI): Own content facilitates global expansion

| ossier

Netflix

DIGITAL

DOSSIER

Coffee market
inthel.S.

DOSSIER

Wearable
devices

market
outlook -
anufacturing:
(DMO) e 15,206

Banking &
Finance in the
U.S. 2016

Manufacturing:
Computers &
Electronics in
the UK 2017

Top100
Pharmaceutical
&Biotech

CO N S U M E R Companies
market

Top 100 Automotive

& Automotive Part
Companies

Top 100 Mining
& Metal
Companies

outlook

(CMO)

FinTech:
Digital
Payments
Outlook 2016

Mobilit
Services

Outlook 2016

Asia:

il China

E3 Hong Kong
= India

== Indonesia
®* |apan

== palaysia
A Philippines
== Singapare
. South Korea
== Thailand
BN Vietnam

tries
50 Coun o —

e 1 AfTiCE
| UTKEY
Australia:

Bl Australia

North America:
I+l Canada
E= United States

Latin America:
= Argentina
Brazil

Bl Mexico

Europe:

B B Belgium

mm Bulgaria

= Denmark

= Germany

== Estonia

== Finland

0 0 France

£8 United Kingdom
B0 Ireland

10 ltaly
—_r

= Austria

- Poland

Em Portugal
Il Romania
mm Russia

= Sweden

B Switzerland
m= Serbia

i Slovakia
s Slovenia
= Spain

e C2ech Republic
== Hungary

+ Exclusive content
for sales

+ Facilitates global
expansion

+ Guarantees
independence
of sources

+ Increases customer
experience
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Brand (l): Statista brand well established in Germany, ...

... internationally, only 10% of potential customers know Statista yet

Statista Brand recognition, 2017*

GERMANY AUSTRIA U.S. CANADA
GfK (1934) 83 % 65 % 23 % 26 %
Nielsen (1923) 69 % 34 % 65 % 56 %
Ipsos (1975) 22 % 8 % 30 % 56 %
Statista (2008) 1l 23 % W13 % B i0% HMi12%
eMarketer (1996) 9 % 6 % 16 % 14 %
Mintel (1972) 11 % 2 % 11 % 10 %
Euromonitor (1972) 11 % 5 % 6 % 8 %
Benbchmark With leadin
rands of Market J
résearch

1) 5,890 employees being part of management, executives, business leader have been interviewed; January 2017 158 I STROER



2 Brand (ll): Global content marketing helps
to grow international brand recognition

GLOBAL CONTENT MARKETING

Infographics

Media partnerships

PR content

Trump's Florida Trips Don't Come Cheap For Taxpayers
Estimated cost of Trump and Obama's travel expenses

aaaaaaaaaaaaaaaaaaaa

since inauguration

Partners

FT 1000

Europe’s Fastest

FINANCIAL

TIMES Growing Companies

statista %

~ 40

Partners

The World's Most Respected 'Made in' Labels
Ranking according to the Made-In-Country-Index 2017

wwwwwwwwwwwwww

Sweden §E

~ 20

publications
p.a.
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EXAMPLE PR CONTENT

Statista "Made in Country Index”

GERMANY INTERNATIONAL

Overview

Overall Ranking
v The overall ranking based on the Made-In-
Country Index

¥ 49 countries plus European Union

Change in country image perception

¥ Change in country image perception over
the last 12 months

v Top 10 plus the overall ranking

Perceived product attributes

v Quality, security standards, value for
money, uniqueness, design, advanced
technology, authenticity, sustainability, fair
production, status symbol

v Top 10 plus the overall ranking for each
product attribute

Country Profiles
v Detailled profile on each country

Sample
v 43,034 respondents from 52 countries

v Each country was assessed by at least
2,500 people

Rank

Country
Germany
Switzerland
European Union
United Kingdom
Sweden

Canada

Italy

Japan

France

USA

Front page EPIEEEL ONLINE

We e

* Bundesregierung
I* Handelsblatt

Sl
THE SUNDAY TIMES

antena3 ro

MAGAZINE
MODA.ES LA
= 150 Berliner 7 Feitung ABC
genuine )
I - TexfiWirtschatt elEconomista.es
articles M Wirtschafts
generated B Woche | 8 1aSexta EL TIEMPO

geddn
Handelszeltung mwiﬂ][}tmﬂ' m I Id ndel sblclll

minus® LA NACION

| ZKAT Rl
@ Springer Professional BaSIerzeIwng FOl'bES_ ael
HAUFE. DER STANDARD vnllxeress

@
Neue Westfalische
SVZ ° de Mitteldeutsche Zeitung

Markt&Technik

s";:%amﬁ

Stolner Cladt-Anjeiger
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- Sales: Generating leads

Traffic
Mio. Visits

5.0

01/15 01/16 01/17

Increase of traffic over
the years

@ 30% B2C traffic, e.g.,
amazon numbers

LEAD MANAGEMENT

Growing number of leads
for global sales force

Own lead management
department

Registered user
K

1,100

700
500

01/15 01/16 01/17

Constant increase of
registered users
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Multinational client base facilitates internationalization of statista

Selected clients!?

] & %G Prom Gogs

McKinsey&Company g Forbes w

T - -Mobile- &2 COLUMBIA UNIVERSITY AOI
L ]

IN THE CITY OF NEW YORK

ExzonMobil

BUSINESS

e =~ (UUD  SIEMENS

A Audi
. . Ehe
( ) Bankof America CONDE NAST  Newdjork
BAIN & COMPANY = 2 Times
SONY

B Microsoft
Deutsche Bank
Linked [T} ﬁ HARVARD
UNIVERSITY

JPMORGAN CHASE & CoO.

IV (inteD viacom

PEPSICO  STANTORD Adobe

eb.:'«F y Yale University THE WALL STREET JOURNAL.

Clients by industry

33%

> 92%
penetration at
German
0
5% 6% universities
B Consulting B ~vce B industrial Banking
" Media Academia [ Internet Other

Advertising Retail I Education

Example: a contract with Siemens Germany helps to acquirer Siemens US and then Siemens India

1) Corporate and Enterprise accounts only

162 I STROER



Results (I): we have exceeded our 2016 budget and confirm our 50%
CAGR trajectory to 2018

Non-GAAP Bookings?
(M€) 52.2

Capital market

Extract ys 2016

omit—

2016 budget
exceeded by
14.3 1.3m

8.0

5.1
3.3

0.0 0.2 0.3 0.9 1.3

2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018

1) Non-GAAP Bookings are the actual accounts invoiced. Due to the long contract duration, revenue is recognized over several months. 163 I STROER



Results (Il): Statista increasingly international

Share of total account non-GAAP bookings per continent (% of total)

100 100 100 100

=P i’

100 100

Germany, Austria
and Switzerland
2/3 of Europe

2009 2010 2011 2012 2013 2014 2015 2016 2017 Q1

Australia B8 Middle East & Africa Il Asia Latin America " North America B8 Europe

1) Non-GAAP Bookings are the actual accounts invoiced. Due to the long contract duration, revenue is recognized over several months. 164 I STROER



Statista (and other Transactional Businesses)




STROER

. v E
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Summary & Wrap-up




Unchanged Priorities: Our strategic Focus for 2017

‘*
1. Out of Home: focus on organic growth and on-going dlgltlsatlo
-

rthervSynergy

2. Digital Content: organic growth by lev

3. National Sales: driving market co lid n to the next level

4. Local Sales: further build-up of sales fo

.

odels: optimi

5. Transaction Business

v
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Our Targets for 2017: Consistent KPIs & Sustainable Performance

Our Key KPIs and Guidance Statements

D o S
O I T
O D N
O D N
0 D ST R
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Outlook for Q1 & current Visibility for 2017

1. Despite outstanding Q1 in previous year (organic +11%):
another excellent start into the year across the entire group with
expected gra or Q1 at the higher end of guidance!

any fueled by both national sales
cal salesforce activities
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