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Ströer highlights H1 2011

ÁOngoing structural shift to outdoorin Germany, Europe's biggest ad market 

ÁSales focus on Top 200 advertiserspaying off

ÁRelevance of digital productsin product mix increasing  

ÁProgress in foreign operationsin spite of external effects & OPEX investments

Á7.3% Grouporganic revenue growthin H1 particularly fuelled by Germany

ÁRecurring earnings(net adjusted income) up 41% in H1 

ÁEUR 22m capex fully cash flow financed allowing flatnet debtvs. prior year-end

ÁStablecontract portfolio
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úMM H1 2010H1 2011 Change

Revenues

Organic growth
(1)

Operational EBITDA 

Net adjusted income
(2)

Free cash flow
(4)

Net debt
(5)

242.2282.3 +16.6%

52.4

10.0%7.3%

59.8 +14.0%

11.716.5 +41.0%

3.21.7 -46.3%

319.3 -0.2%320.1

Notes: (1) Organic growth = excluding exchange rate effects and effects from the (de)consolidation and discontinuation of operations; (2) Operational EBIT net of the financial result adjusted for exceptional items, amortization of acquired 
intangible advertising concessions and the normalized tax expense (32.5% tax rate); (3) Cash flows from investing activities excluding M&A; (4) Free cash flow = cash flows from operating activities less cash flows from investing activities; 
(5) Net debt = financial liabilities less cash (excl. hedge liabilities), (6) Net Debt to LTM Operational Ebitda adjusted forfull consolidation of Ströer Turkey

31.12. 2010H1 2011 Change

Leverage ratio 2.4x2.4x 0.0%
(6)

Investments 22.5 6.6 +238.3%
(3)

Financials at a glance: 
Strong growth in topline and net adjusted income 
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Billboard Street Furniture Transport

Ströer Group revenue: 
Balanced increase across all product groups

ÁGrowth in billboard largely due to consolidation effects in TR and PL

ÁGerman operations lifted street furniture sales mainly on the back of higher filling ratios 

ÁGrowth in transport revenues supported by double-digit increase in digital revenues    

úMM

+21.4%Reported % +22.3%Reported % +19.4%Reported %

125.3

62.9

89.2

H1 2010

152.1

Q1

Q2

H1 2011

51.9

73.4

Q1

Q2

H1 2011

72.8

33.7

39.0

H1 2010

59.5

26.2

33.3

H1 2011

Q1

Q2

H1 2010

40.9

18.4

22.5

34.3

18.6

15.7
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Favorable German ad market 2011:
NIELSEN data confirms structural shift to outdoor

Source: Nielsen Media Research 06/2011

ÁGross advertising market increases 4.6% in H12011

ÁStrongest growing media: Internet, cinema, poster

ÁPoster with above average growth of 11% and 25 BPS higher market 

share at 4.2%

ÁNielsen forecast H2 2011:

VTotal German ad market with anticipated growth rate of up to 4%

VOOH market expected to outperform total ad market 
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Favorable German ad market 2011:
Promising development of TOP 200 in H1 2011*

ÁNielsen -TOP 200 advertisers increased gross spend on poster by 19% yoy compared to 

11% growth of TOP 200 spending across all media

ÁMarket share of poster with Nielsen-Top 200 advertisers advanced from 3.4% to 4.0%

ÁStrºerôs best performing industries: FMCG, automotive and retail

* Top 200 advertisers as defined by Nielsen Media Research
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Growth project Germany: premium billboard

Premium Billboard, Cologne


