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“The most customer-centric, 
multi-channel media company
in/from Germany.”



Out-of-Home & Content Media: A strong Base Platform

Net sales 2017, sources: Total market based on Schickler, OVK-Report 2017, Statista 4

Above the line market
Market share OoH

Digital market
Market share local/digital content

58% 42%

Ströer Others

23%

34%

31%

7%

4%
1%

TV Print Digital

OoH Radio Cinema

19.0 bn€

Net sales, share in %

62% 38%

Search/social

Local/digital content

6.4 bn€

28% 72%

Ströer Others

Net sales, share in %



Consumer Access for Advertisers has changed dramatically

5

Advertiser Agency Media Consumer POS

Traditional value-chain business model
Linear and one way



Consumer Access for Advertisers has changed dramatically

6

Advertiser Agency Media Consumer POS

Traditional value-chain business model
Linear and one way

Data/platform driven CRM business model
Two way and continuous

Consumer

Data

Relevance Services

Digital
touchpoints

Advertiser

ProductsValue-chain disruption



Direct Media

Clients have a growing Demand for alternative CRM Models

7

Traditional
CRM

1

Data driven
CRM

2

People driven
CRM

3

 IT supported administration of 
consumer data

 No seamless integration with
digital platforms

 Global tech-based & rigorous product 
standardization

 Global data-supported network 
effects 

 People driven CRM &
Direct Marketing

 Combining client IT with
best-in-class tech solutions

 Using and managing 1st & 3rd party 
data



Trusted Partner to operate Direct Marketing in the digital Age

8

Customer demands

 Many customers struggle 
to master the trend of 
digitization due to lack of 
knowledge

 They are hesitant to invest 
in people and technology 
to ramp-up capabilities in 
fear of complexity and 
potential damage

 They prefer to have a 
trusted partner to support 
them in navigating the 
CRM digitization

Ströer’s supply

Build and operate
the best direct marketing platform for each of 

our customers combining technology and human excellence

Deep knowledge and understanding of excellent customer experience 

Human capital

Hiring, training and 
retaining agents at 

high standards

Technology

Provide best 
solution through 

integration of 
existing solutions, 

proprietary develop-
ments, acquisitions

Data and analytics

Collecting, 
aggregating and 

analyzing data for 
best decision 

making 



Ströer – Already a strong Player in Direct Marketing

*Full 12 month annualized 9

141 locations 
in Germany

~ 300 m€*
revenue

Sales
focus

#2 in call center 
ranking

Client
diversification

Synergies in
client access & costs



Complementing integrated Brand-Performance-Sales Funnel
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Out-of-Home Media
(Location Based Advertising)

Content Media
(Digital Content & Marketing Services)

Direct Media
(D2D, Phone, Chat, Mail, CpO)

from mass audiences 
to in-depth customer 

profiles

Data aggregation

Sales conversion

from brand 
advertising to 

CpO-driven sales

Brand Sales



Customer centric Strategy leads to increasing Relevance and 
strengthens Partnerships with major Brands
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OoH Media

Content Media

Direct Media

Potential development

Customer
Centricity



Top Clients – Overall enhanced Opportunities

High            Medium           Low OoH Media Content Media              Direct Media              Integrated 12
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Ströer SMB Group

‘Local Media and Sales Services’

Ströer Sales Group

‘National Media and Direct Marketing Sales’

Customer Centricity: Customized for SMBs and large Customers

Revenue-mix Germany e2018 (excluding consolidation effects); Public Video = digital 14

32% 21%

Share of local customers
(‘signage & subscription’) 

vs. regional clients 
(‘campaigns & services’)

Share of direct marketing
vs. digital services vs. 

classic outdoor advertising 
and production revenues

Share of direct marketing
vs. digital services vs. 

classic outdoor advertising 
and production revenues

3x
1/3

Share of direct customer 
deals and relations

vs. sales primarily through 
agencies/intermediaries

52%

30 70



Strong #3 across all Media in Germany on a national Level

Sources: Nielsen Media Research Gross Advertising, full year 2017 (Germany); cons. gross sales Ströer: OoH Germany + all digital saleshouses of the Group 15

681,240

698,898

930,257

1,132,683

1,279,718

2,244,332

3,008,020

5,531,356

6,835,307

Gruner und Jahr

Burda Verlag

ARD-Werbung,
Sales & Service

El Cartel Media

RMS

Axel Springer

IP Deutschland

SevenOne Media

in k€



Sales team/FTEs 2016 2017 e2018 e2019 e2020

Regional consultants 89 118 110 120 130

Local sales 243 284 520 685 850

“Digital only“ consultants 62 58 120 140 160

Ströer SME only 
call center agents

40 35 50 55 60

TOTAL 434 605 800 1,000 1,200

Constantly growing regional and local Salesforce

For 2018: Optimizing regional consultants & call center + strong growth of local & digital sales force

16
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Out-of-Home Media – Summary
Location Based Advertising

18

1

2

3

Strong position in structurally growing market

Strong in digital OoH already today

Clear digitization path and rollout plan for further leverage of existing assets

4 Smart and integrated solutions towards POS/online

5 Strong partner for development of smart cities and environments



Out-of-Home Media is digitally transforming

Source: In-house, FAW, invidis *excluding rights of promotion 19

Broadcast

Target group

Indoor Outdoor

Public Video Network Roadside Screens

POS/Digital Signage

110 m€
total market 

20 m€ 
total market

20 m€*
total market

4,600
screens

650
screens

115,000
screens



Digital OoH Portfolio Strategy

Source: In-house, DMI – Digital Out of Home Standorte Screens 2018-02-15.1.pdf; *excluding rights of promotion 20

Public Video Network
(Premium traffic and shopping POIs)

Roadside Screens
(RSS, DCLB, DCLP)

POS / Digital Signage
(Food & other channels)*

Screens

Others
(strongly 
fragmented)

Screens Screens

Others
(strongly fragmented)

Under
construction



Roadside Screens – The Medium for each Client Cluster
The digital Window to local Businesses – As Campaign or long-term Advertising

21

Micro business Regional key accountMedium-sizedEvent/cultural



Content Media – Summary
Digital Content & Marketing Services

22

1

2

GAFA challenge opens up opportunities for further German market consolidation

Strong backbone of highly profitable owned assets

4 Strong product development team to embrace constant market changes (tech + content)

3 Sustainable & broad range of exclusive 3rd party inventory – with further growth potential

5 Proprietary tech stack with measurable results and clear path for GDPR compliant unique data solutions



Strong Market Position: Audience Coverage versus Competition 

December 2017, Source: AGOF12/2017 daily digital facts; Unique user in mio. at the age of 10+, across all devices (desktop & mobile); Weekly and daily reach: Ø 23

Weekly reach 
+43% vs. No. 2, +51% vs. No. 3

Monthly reach 
+16% vs. No. 2, +21% vs. No. 3

Daily reach 
+54% vs. No. 2, +81% vs. No. 3

40.2

41.6

43.5

45.5

52.7

BurdaForward

United Internet
Media

Media Impact

Ad Alliance

22.5

27.0

27.2

28.6

40.9

BurdaForward

Media Impact

United Internet
Media

Ad Alliance

7.0

9.6

10.4

12.2

18.8

BurdaForward

Ad Alliance

Media Impact

United Internet
Media

December 2017



Balanced, thus robust Product and Inventory Portfolio

Ad sales revenues 2017, Ströer Digital Group 24

Exclusive full service mandates Specialist sales services AdTech & content services

62% 25% 13%

eMail
10%

DMP/DSP
11%

AdServing
17%

Native
performance

20%

Content
marketing

21%

Native
branding

21%

Header 
Bidding

9%
B2B
12%

App
download

25%InApp
26%

SSP
28%

Owned 
inventory

49%

Operated 
inventory

51%



Strategic Portfolio Management of Ströer Content Group Assets

*Relaunch Q1/Q2 2018; **Relaunched Q3 2017 25

rather young more mature
Target
group

female

male

Target
group

One central content 
and tech hub,
one newsroom,
one central team

* **

*



Public Video

Smartphone

TabletLaptop

Desktop

Voice

47 million
unique user*

Online &
Public Video

T-Online Brand Reach: 80% of the digital Population in Germany

*GfK Media and Communication Research – study unique user (2017): t-online.de desktop & mobile and Public Video;
**AGOF digital facts 2018-03, unique user in million in March 2018, at the age of 10+, users of stationary and for mobile offers (61.58 mio.) 26

T-Online.de 29.59

Bild.de 23.32

Spiegel Online 21.17

For comparison (uu in million) 
acc. AGOF only**



Direct Media – Summary
D2D, Phone, Chat, Mail, CpO

27

1

2

Quickly reached significant relevant size and excellent position for further consolidation 
with Ströer Direct Media being No.2 in revenue in the market segment

Huge potential for integrated solutions with clients already being leveraged

4 By using bespoke technology future synergies will be exploited

3 Synergetic potential in the combined usage of resources between all our operation
Direct Media centers already being leveraged

5 Currently looking to further consolidate industry segments



Direct Marketing Ranking

Source: CallCenter Ranking 2017, www.callcenterprofi.de; Statista; *Ranger included by Ströer **incl. Ranger Marketing & Vertriebs GmbH 28

2017 2017 (as 2018): 2nd place

Rank Company Locations Net Gross Income

1 Arvato CRM Solutions 28 1,309,430,00

2 Capita Europe 17 259,307,838

3 Bosch Service Solutions 13 247,700,000

4 Teleperformance Germany 19 175,000,000

5 Convergys/buw-Gruppe 19 165,590,014

6 regiocom GmbH 12 152,531,537

7 Ranger Marketing & Vertrieb* 150 90,973,167

8 D+S communication center 13 85,602,949

9 Swiss Post Solutions GmbH 7 78,578,000

10 Sykes Enterprises GmbH 10 72,000,000

11 walter services GmbH 7 60,542,757

12 Invitel Unternehmensgruppe 11 49,397,382

13 Avedo GmbH 6 47,252,517

14 KiKxxl GmbH 4 46,137,878

15 Arteria S.A. 9 42,595,000

16 DV-COM GmbH 7 42,321,367

Rank Company Locations Net Gross Income

1 Arvato CRM Solutions 28 ~380,000,000

2 Ströer Group** 176 266,150,000

3 Capita Europe 17 259,307,838

4 Bosch Service Solutions 13 247,700,000

5 Teleperformance Germany 19 175,000,000

6 Convergys/buw-Gruppe 19 165,590,014

7 regiocom GmbH 12 152,531,537

8 Swiss Post Solutions GmbH 7 78,578,000

9 Sykes Enterprises GmbH 10 72,000,000

10 walter services GmbH 7 60,542,757

11 Invitel Unternehmensgruppe 11 49,397,382

12 KiKxxl GmbH 4 46,137,878

13 Arteria S.A. 9 42,595,000

14 gkk DialogGroup GmbH 4 37,844,422

15 BFS Baur Fulfillment 3 30,000,000

16 getaline GmbH 5 24,371,110

incl. international 
business



Catalyzing to convert great Customer Experience into Growth

29

 Calls
 Chats 
 E-mails
 Voice message
 Interactive
 Voice response
 SMS
 Social

Problem/
service request

Great Customer Experience

 First contact resolutions
 Short handling time to solve issue
 Minimal queue time
 Kindness and high availability

Happy
customer

Care saleto

 Churn
prevention

 Cross sell
 Upsell
 Win back



ResultsCampaign set-up

Successful Implementation of integrated Campaigns 
Case: Telecommunication

Source: Ströer 30

Shop traffic uplift 
in %, campaign vs. base

Shop sales uplift 
in %, campaign vs. base

Campaign area

No campaign area

Total Sales in all channels
in %, campaign vs. base

 Campaign for a 
telecommunication company

 Campaign duration four weeks 
from the end of January to 
February 18

 Comparison of relative KPI 
development in campaign vs.
four weeks baseline before the 
campaign

 Channel set-up:

 OoH: Mix of poster and Public 
Video formats

 Online: Desktop display and 
mobile ads

 Call center: Consulting and 
sales for calling customers

26.2

-8.8

2.4

17.2

-3.6

3.4

48.0

-16.1

1.7

National average
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m€ Q1 2018 Q1 2017 (pro forma)(1) ▲

Revenues
Reported 336.6 281.2 +20%

Organic(2) 6.8% 8.8% -2.0%pts

Operational EBITDA 109.8 94.7 +16%

Operational EBITDA margin 32.6% 33.7% -1.1%pts

EBIT (adjusted)(3) 43.7 33.1 +32%

Net income (adjusted)(3) 29.2 20.5 +42%

Operating cash flow 77.7 59.0 +32%

Capex 34.2 31.0 +10%

31 Mar 2018 31 Dec 2017

Net Debt(4) / Leverage Ratio(5) 533.6 / 1.6x 463.3 / 1.4x

Results Q1 2018

32

(1) Retroactive application of IFRS 16 and elimination of prior IFRS 11 adjustment
(2) Excluding exchange rate effects and effects from (de)consolidation and discontinuation of operations
(3) Adjusted for exceptional items and additional other reconciling factors in D&A (PPA related amortization and impairment losses), in financial result and in income taxes (applying a normalized tax rate of 15.8%)
(4) Financial liabilities less cash, excl. IFRS 16 lease obligations and elimination of prior IFRS 11 adjustment
(5) Net debt divided by Op. EBITDA of last 12 month (adjusted for IFRS 16)
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Our Targets for 2018: Unchanged KPIs & Sustainable Performance

*before M&A

~ 1.6 bn€Total Revenues

mid to high single digitOrganic Growth

~ 375 m€Op. EBITDA

~ 175 m€Free Cash Flow*

~ 215 m€Net Income Adj.

~ 1.6 bn€

mid to high single digit

~ 535 m€

~ 310 m€

~ 200 m€

1

2

3

4

5

Key KPIs Guidance 2018
incl. expected IFRS 11/16 effect

Guidance 2018
w/o IFRS changes

34



Outlook for Q2: Next Quarterly Results on August 9

35

1. Similar to development of the last fifteen months: solid business across the entire 
group with expected growth for 2018 in line with annual guidance

2. Robust development of OoH Media business primarily fueled by regional sales and 
extended local sales

3. Content Media segment consistently on track regarding top line growth,
market share development as well as consolidation and integration processes 

4. Direct Media on track and in line with expectations – significant group synergies,
cost cutting opportunities post merger





Disclaimer

This presentation contains “forward looking statements” regarding Ströer SE & Co. KGaA (“Ströer”) or the Ströer Group, 
including opinions, estimates and projections regarding Ströer’s or the Ströer Group’s financial position, business 
strategy, plans and objectives of management and future operations.

Such forward looking statements involve known and unknown risks, uncertainties and other important factors that could 
cause the actual results, performance or achievements of Ströer or the Ströer Group to be materially different from future 
results, performance or achievements expressed or implied by such forward looking statements.

These forward looking statements speak only as of the date of this presentation release and are based on numerous 
assumptions which may or may not prove to be correct. No representation or warranty, express or implied, is made by 
Ströer with respect to the fairness, completeness, correctness, reasonableness or accuracy of any information and 
opinions contained herein.

The information in this presentation is subject to change without notice, it may be incomplete or condensed, and it may 
not contain all material information concerning Ströer or the Ströer Group. Ströer undertakes no obligation to publicly 
update or revise any forward looking statements or other information stated herein, whether as a result of new 
information, future events or otherwise.
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