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# 1 In underpenetrated and attractive growth markets

#1 in GERMANY FY 2010 Financials
Eur opeods Iarw
A1531 MM Net Sales (+13%)

#1 in TURKEY (& £0127 MM Op. EBITDA (+27%)
Europeds | arge

#1 in POLAND
Largest CEE market

Breakdown
77%

| Warsaw

#1 Giant Poster network in EU
(D, UK, E, Benelux)

Stroer Germany

- Core markets

- blowUP media
® Regional HQ

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


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

Stateoftheart product portfolio
with favorable margin and capex profile
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Stroer AG: 20 years of organic and acquisitive growth

STROERS HENTVIZYON
STROER | ““DERG -
Himitem & iramsreet e Increase Stake
Takeover of in Stroer Turkey
Takeover of DERG
Plakat Technic, -
Eastplak & OK Plakat -
1 |
Partnership - STROER INFESCREEN I @ News Outdoor
established in . m | 0006 | Takeover of
. Turkey 1 uutsehe sthite sedian
Foundation . . 1 of NOP
. h mOuk e RaTvizvou Takeover of
sltrolsr City - . — : DSM & Infoscreen ;
gr %tll'ng Joint Venture ! !
m in Turkey Takeover of Oo.

Acq(l#smon : Group .
blowUP[ITRIEY : & Europlakat !
T weesTenny Takeover | i

of IPA : :
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I Outof-Home
Megalights Channel
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Source: Company Information


http://www.newsoutdoor.pl/index.php

Stroer highlights H1 2011

A Ongoing structural shift to outdanrGermany, Europe's biggest ad m
A Sales focus diop 200 advertisepgying off

A Relevance dfgital product$n product mix increasing

A Progress iioreign operationis spite of external effects & OPEX inve:
A 7.3% Grouprganic revenue growit H1 particularly fuelled by Germe
A Recurring earningset adjusted income) up 41% in H1

A EUR 22m capex fully cash flow financed #élonghdebws. prior ye@nc
A Stableontract portfolio




Who are structural winners and losers in the dramatically
changing media landscape?




Media inventory becomes commodity leading to increasl

fragmentation I n al | ar ea

TV Radio
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el n t aextor@i@eke consolidation & innovation resu
better capitalisation
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Source:ZAW
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Media fragmentation in all areas:
Single placements lose their value

Number of aired TV Spots to get 80% reach

» 2055
?
| 522 Spots ' 12
1965 :
10 Spots S

8 Source: MediaCom/GfK



Structural change through digitalization
A challenge for content based ad channels

Explosion
of classic
ventory Channel Loss of

fragmentation mass media | .. o
effect

Advertising
channels

mass reach

Less ad
financed
content

Advertising Shorter

ad breaks Shrinking
ad size

1/1 page to

Broadcasting =
competes with

personal messages Only relevant

messages are Less tolerance

perceived towards
advertisin

Target group




Structural change through digitalization
An opportunity for location based ad channels / outdoor |

-----

Stable number
of airports,
No railway stations
fragmentation J—
Advertising
channels

Offline
to online

Advertising

Mobile internet

Mobile phones driving work
driving pesonal mobilit
‘mobility

Target group
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In a digitalizeg
media World

at the same tlme



The human eye processes more impressions than the e
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A4

Al mages are fast | mpacts

Advantages of image communication

AThe | arger the i mage,
(KroebeRiel, W. (1996, Bildkommunikation)

Recall
in % Images Concrete words Abstract words
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Source: KroebRrel, W.: Picture Communication; Paivio, A.: Imagery and Verbal Processes
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Take a close look at the iceberg!

Area of focus

to date

R Q’<

explicit S,
unaided ad recall
area

aided ad recall

WateiLine
Knowing
Spontaneoubrand awareness
Implicit |
area spontaneou$rand preference  spontaneous Taking

) in competitive environment brand preference
Constitutes the substance!
Virtually ignored

Likin
spontaneou$rand image J
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Large instead of
miniature

Reception

Reach people w
they are recepti




