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Premium assets 

Structural growth
Ströer Out-of-Home Media AG

Investor Presentation

Roadshow September 2011 
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# 1 in underpenetrated and attractive growth markets

#1 in POLAND

Largest CEE market

#1 in GERMANY

Europeôs largest ad. market 

#1 in TURKEY

Europeôs largest emerging market

Source: Company Information

* in terms of revenue

#1 Giant Poster network in EUROPE 

(D, UK, E, Benelux)

Core markets

blowUP media

Regional HQ

Cologne

Warsaw

Istanbul

90% of revenues from markets where we are at least double the size* of no. 2

Åû531 MM Net Sales (+13%)

Åû127 MM Op. EBITDA (+27%)

FY 2010 Financials

77%

Ströer Germany

13%
Ströer Turkey

6%

Ströer Poland
4%

blowUP

Sales 

Breakdown

http://www.nationalflaggen.de/media/flags/flagge-deutschland.gif
http://www.nationalflaggen.de/media/flags/flagge-tuerkei.gif
http://www.jonkowo.de/Fotos/PolenFlagge.jpg
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Scroller BillboardBillboard

City-Light-Poster/ Street Furniture Trains/ Transport

Billboard

52%

Street 
Furniture

25% Transport

14%

Other

9%

ú531 MM 

Revenue 2010

State-of-the-art product portfolio 
with favorable margin and capex profile

= margin intensity = capex intensity 



4

1990 1991 1992 1993 1994 1995 1996 1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010

4

Ströer AG: 20 years of organic and acquisitive growth

Partnership 
established in 

Turkey

1998

Foundation 
Ströer City
Marketing 

GmbH

1990

1997

Acquisition
of

Takeover 

of IPA

1999

Joint Venture
in Turkey

2000

Takeover of

Plakat Technic, 

Eastplak & OK Plakat 

2001

2002

Takeover of OoH 

Group

& Europlakat

2004

Takeover of
DERG

2005

Increase Stake
in  Ströer Turkey

2010

Takeover of
DSM & Infoscreen

IPO

Billboard Mega-Lights

Source: Company Information

Out-of-Home 

Channel

Takeover of
of NOP

2010

http://www.newsoutdoor.pl/index.php
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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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Who are structural winners and losers in the dramatically 
changing media landscape?
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+1300%
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+640%

Media inventory becomes commodity leading to increasing 
fragmentation in all areas excepté

Source: ZAW 
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+400%

Source:ZAW 
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-17%

Source:ZAW 

éin the OOH-sector where consolidation & innovation result in 
better capitalisation
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Media fragmentation in all areas:
Single placements lose their value

Source: MediaCom/GfK 

10 Spots

522 Spots

1965

2010

2055

?

Number of aired TV Spots to get 80% reach
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Structural change through digitalization ï
A challenge for content based ad channels

Advertising 

channels Channel 

fragmentation
Loss of 

mass media 

effect
Loss of 

mass reach

Advertising

Shrinking 

ad size 

1/1 page to banner

Shorter

ad breaks

Less ad-

financed 

content

Target group

Less tolerance

towards

advertising

Only relevant 

messages are 

perceived

Broadcasting 

competes with 

personal messages

Explosion 

of classic 

inventory
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Structural change through digitalization ï
An opportunity for location based ad channels / outdoor media

Advertising 

channels

Advertising

Target group

No 

fragmentation

Stable number 

of airports,

railway stations 

Offline 

to online

Shorter 

time to 

market

New 

creative 

possibilitiesFlexibility 

in targeting /

back channel

Premium 

target groups 

with increased

mobility  

Mobile phones 

driving pesonal 

mobility

Mobile internet

driving work 

mobility

Stable number 

of key public 

traffic ways
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Structural change through digitalization ï
An opportunity for outdoor mediaIn a digitalized 

media world

outdoor is the 

only source for 

BIG IMAGES & LARGE REACH

at the same time 
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Flood of information Processed impressions

CONSCIOUS

SUBCONSCIOUS

Implicit perception (autopilot) 

= 10,000,000 bits

Implicit perception (autopilot) 

= 100,000 bits

Explicit perception (pilot) 

= 40 bits

Explicit perception (pilot) 

= 30 bits

The human eye processes more impressions than the ear

Source: Dr. Christian Scheier, Psychologist and Managing Partner of MediaAnalyzer GmbH. Dirk Held, Psychologist and University Lecturer.

CONSCIOUS

SUBCONSCIOUS
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ĂImages are fast impacts to the brain"

Advantages of image communication

ĂThe larger the image, the better the recall performanceñ
(Kroeber-Riel, W. (1996, Bildkommunikation)

Source: Kroeber-Riel, W.: Picture Communication; Paivio, A.: Imagery and Verbal Processes

Recall

in %

0
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40

Short term / long term Short term / long termShort term / long term

Images Concrete words Abstract words
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implicit 

area

Knowing

Taking

Liking
spontaneousbrand image

spontaneousbrand preference 

in competitive environment

Spontaneous brand awareness

spontaneous

brand preference

unaided ad recall

aided ad recall

explicit 

area

Water-Line

Area of focus                        

to date

Constitutes the substance! 

Virtually ignored

Take a close look at the iceberg!
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Visibility

Image instead of tweet

Large instead of 

miniature

Reception

Reach people when 

they are receptive


