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Stroer SE & Co. KGaA: 9M 2016 Results

Reported Y 765.7 553.2 +38%
Revenues

Organic @ 7.4% 9.1% -1.7%pts
Operational EBITDA 177.5 121.8 +46%
Operational EBITDA margin 22.9% 21.6% +1.3%pts
EBIT (adjusted) ® 112.6 70.4 +60%
Net income (adjusted) ¥ 88.9 53.0 +68%
Operating Cash Flow 124.1 86.8 +43%
Investments (before M&A) 71.7 49.5 +45%

Net Debt ®/ Leverage Ratio 405.3 / 1.5x 304.3/1.7x

(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 (adjusted) net of the financial result adjusted for exceptional items and the normalized tax expense (15.8% tax rate)

(5) Net debt = financial liabilities less cash (excl. hedge liabilities)




Outlook 2017: Media Agencies expect strong Growth for our Segments

Expected Net Revenue Development by Media for 2017 growing mstable mdeclining

Online & Mobile
Out of Home
Television

Radio
Newspapers

Magazines

Directories

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Stroer operating in THE two structurally fastest growing segments: market context fully intact!

Source: OMG Preview 2017 (Association of German Media Agencies; Forecast from October 2016 for 2017; numbers rounded to 100%)




Our strategic Focus for the next 15 Months

“

1. Out of Home: focus on organic growth via on-going digitization
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2. Digital Content: organic groyvth by lev
]

urther synerg

3. National Sales: driving market coglid on to the next level

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

5. Transaction Busm\e§s dels: OptImIZI
waterfall approach
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Out of Home: Digitization entering the 2"d Phase

A Optimizing outstanding market leader 0
position and portfolio a

Mid- & longterm Plan for further digital Rollout on Track

A Further extension of indoor Public Video
Network and inventory capacities

Example Full Digital Public Transport Station

A Massive roll-out of roadside screens: up to
1,000 screens within 4 years, up to 2,000
screens within 7 years

A Focus on fully incremental client budgets

V.

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

A Growing Digital OoH inventory allows
continuously more cross-media solutions
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Digital Content: All Key Assets fully on Track

|2 = = Online STROER Statista Vs

StayFriends

iNews & Ser vi nASpeci al | nt e ANB2B Stati st

Re-Positioning Case Consolidation Case Organic Growth Case

A Similar target groups (40+) and A Consolidation of various special A Proven scalable business model
similar service USPs for users Il nterest portals (data from 500 industry sectors in
A Merging content & tech teams and Brandso in Berlin 50 countries) with high-margin
integrating services and content A Rigorous performance publishing _ market Germany
offerings/traffic exchange approach to optimize monetization A Internationalisation strategy with
A Development from mono-screen per user _ show-case USA
content portal to multi-screen A Leveraging #1 online sales house A Roll-out fully on track with currently

content & service platform organisation for monetization 12 markets live



http://www.stroeermediabrands.de/
http://www.stroeermediabrands.de/

Digital Content: Strategy & Rigorous Execution clearly pay off

|2 = = Online STROER Statista Vs

StayFriends
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Re-Positioning Case Consolidation Case Organic Growth Case

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

2015 2016e 2017e 2014 2015 2016e 2010 2011 2012 2013 2014 2015 2016e2017e2018e

Revenue ®EBITDA Revenue mEBITDA m Revenue
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National Ad Sales: German Top 3 Position across all Media

SevenOne Media 4.685.875.000

IP Deutschland

STROER

Axel Springer

3.527.986.000

1.749.363.000

1.546.145.000

RMS

899.042.000 From No. 9 (2012) to
697.113.000 No. 3 (2016) within 4
Years!

El Cartel Media

ARD-Werbung,

Sales & Service 587.155.000

Burda Verlag 465.928.000

Gruner und Jahr 437.617.000

Source: Nielsen Gross 9M1 2016; OoH Germany + all digital saleshouses of the Group




Local Ad Sales: Massive Development Opportunities
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Long-term Strategy

A Continuous rollout of local sales A On-Going growth of local A Investing in incremental cross-
strategy since 4 years now salesforce from <50 (2012) to media teams to work more

A Continuous and sustainable ~ >400 (2016 intensively with clients and win
revenue growth in combination A Ahead of mid-term plan of ~800 _over-proportional market shares
with extended product portfolio ~ FTEs by end of 2018 A Technological and data

A Shrinking local print market as A Optimized recruitment and training development support synergistic

massive source of business funnel for teams fully scalable sales approach




Transaction Business Models: Optimizing our Monetization Waterfall

Total Inventory

Marketing Toolkit

A >35 million unigue users on

. owned and operated platforms
National Sales P P

A >1 billion unsold OoH inventory
Local Sales

A >65 billion digital consumer data
touchpoints per month

A Marketing & advertising KPIs via
>50,000 national and local clients

A Owned and operated tech stack
including DMP to optimize

l l performance marketing
A

) Cross-marketing opportunities
Monetized Inventory Unsold Inventory




Our Strategy pays off: Significant KPIl Improvements YoY

Free Cash Flow (before M&A)
iIncreased > 3 times since 2013

Adjusted EPS increased ~ 4 times since 2013

EPS
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Summary of where we stand and what we focus on in 2017

1. Strong & unparalleled momentum
across all business units

2. Focus on organic growth and
significant reduction of M&A

3. On-going integration of new
assets fully on track i with
strong further potential
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Monetization Waterfall for Platform Traffic:
Success Cases from Q3/9M 2016

Total Inventory

Playbook & Use Cases for
further Revenue Growth

1. Cross-media offerings and
servicing of top 100 clients

National Sales

Local Sales 2. Linking research & ROI-tracking

to media packages

3. Establishing OoH as refreshment,
complimentary and lead medium

4. Leveraging leading German
online-player role via growing
number of plug&play-products

5. Harnessing growing local sales
force via structured cross media

Monetized Inventory packages and digital products




First Results in 2016: Top 100 Clients (~65% of total National Revenue) with
strong cross-selling Case Studies

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

14
How
Clients use 86
our total

Portfolio*

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

49.8 50.2 42.5 57.5 32.3 67.7 35.6 64.4 66.8 33.2

I Digital (in %) [l OoH (in %)

Mix
Digital/OoH

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

Focus

Excluding tobacco clients; * calculated on budget weighted shares




0800-3334050




New & Incremental Revenue Streams: eb
Bundling Cross-Media Packages to maximize Client Spending

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

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

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

PUBLIC
ONLINE MOBILE
VIDEO

US-Republikaner wollen
Klimapakt "schreddern”







