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Results Q1 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) 
(4)  EBIT (adj.) net of the financial result adjusted for exceptional items and the normalized tax expense (15.8% tax rate in 2016 and 2017) 
(5)   Cash paid for (net-)investments in PPE and intangible assets 

 
EURm Q1 2017 Q1 2016 ƶ 

Revenues 
Reported (1) 281.2 226.2 +24% 

Organic (2) 8.8% 11.5% -2.6%pts 

Operational EBITDA 55.6 46.2 +20% 

Operational EBITDA margin 19.5% 20.1% -0.6%pts 

EBIT (adjusted) (3) 31.3 26.8 +17% 

Net income (adjusted) (4) 24.7 20.8 +18% 

Operating cash flow 7.6 29.3 -74% 

Capex (5) 31.0 26.8 +16% 

31 Mar 2017 31 Mar 2016 

Net Debt  / Leverage Ratio 368.4 / 1.3 314.0 / 1.4  



Digital OOH Germany OOH International 

2016 2017 Growth  Rate 

EURm EURm EURm 

Q1 Q1 Q1

93.2 

108.3 114.0 

2017 Q1: Segment Perspective ï Ongoing Growth in Core Segments 
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+58.7% +5.3% 
-11.6% 

30.0 26.6 

147.9 

organic  

-1.8% 



Recap from our CMD: Massive changes in the Media Industry 

 

Digitisation & Globalisation will drive massive further Change 
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Á Accelerating digital distribution of 

content breaks up physical silos 

Á Growing dominance of global 

(tech) platforms with strong 

network effects 

Today 

(2016) 

Á Separate media silos & and 

distribution of content linked to 

physical media channels 

Á Online media still driven locally, 

search as only global platform 

Yesterday 

(2006) 

Á Global tech & data based 

companies dominating the global 

media market 

Á Local heroes dominating local 

media markets 

Tomorrow 

(2026) 
V V ? 

Start of the digital media age Halftime The Endgame 



Two Key Business Approaches with a very different Profile 
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GLOBAL  
CHAMPIONS 

vs 

ÁGlobal tech-based standardisation 

ÁGlobal premium content rights 

ÁGlobal data-supported network  

effects 

LOCAL 
HEROES 

ÁLocal market specification know-how 

ÁLocal execution quality 

ÁLocal do-it-for-you solutions with strong 

local client access 

Strong barrier to entry Strong barrier to entry 
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Our business segments have a clear & consistent 

local hero profile: 

 

Á Local market know-how is absolutely key 

Á Execution-quality & do-it-for-you focus 

Á Diversified rights portfolio 

Á High market entry barriers 
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Strºerós strategy is addressing market challenges 
 

1. Leveraging the incremental potential of 

digitisation for OoH 

2. Online: consolidation of 1st & 3rd party 

inventory + integration at public media reach 

3. Do-it-for-you services for SMB only national 

Sales Force for local ad products 

4. Smart and focused digital niches   



     Delivery against our 4 Year Target* of +1,000 Premium Screens? 

* Announced at the CMD 2016 end of April 2016 8 

time gone* 

target delivery 

25% 

50% 

Location May 2016 May 2017 FC Q4/2017 

Stations Bild 1,052 +97 +80 

Malls Bild 2,137 +198 +80 

Public 

Transport 
Bild 303 +86 +120 

Roadside Bild 7 +119 +80 

TOTAL 3,499 +499 +420 
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     Ströer DOoH/Public Video Market Shares: Only Premium works 

Source: * Invidis (2015); ** FAW (2015), exkluding ñWKZò (Advertising Subsidy)  9 

Share of Screens* 

Share of AdSpend** 

3% 

92% 
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