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Improved operational EBITDA and solid revenue 
performance in H1 

(ú MM) H1 2013 H1 2012 Change (%) 

Revenues 289.0 267.4 +8 

Direct costs -171.8 -159.3 -8 

SG&A -72.4 -70.0 -3 

Other operating result 2.6 2.7 -4 

Operational EBITDA  47.4 40.8 +16 

Margin % 16.4 15.3 

Depreciation -20.0 -18.1 -10 

Amortisation -15.2 -14.3 -6 

Exceptional items -4.0 -2.2 -77 

EBIT 8.3 6.1 +35 

Net financial result -11.1 -10.9 -2 

Income taxes 1.4 4.6 -69 

Net income -1.4 -0.2 <-100 

Net adjusted income 9.8 2.9 >+100 

Margin % 3.4 1.1 

< 2 > 



Group free cash flow: Strong swing in cash generation 
from operations 

< 3 > 

CASH FLOW FROM OPERATIONS 

H1 2013 

28.0 

H1 2012 

8.0 

H1 2013 

-29.0 

H1 2012 

-20.2 

CASH FLOWS FROM INVESTING 

ACTIVITIES 

H1 2013 

-1.0 

H1 2012 

-12.1 

FREE CASH FLOW 

ÁOperational cash flow benefitting from 

working capital improvements 

ÁPrior year included higher investments 

due to Istanbul ramp-up  

ÁInvesting cash flow includes acquisition 

of adscale 

ú MM 



Ströer Germany: Revenues up in a muted market due to 
demand for our digital products  

< 4 > 

REVENUES 
ú MM  

108,1 109,4 

198,5 204,8 

Q2 2012 Q2 2013 H1 2012 H1 2013 

+1.2% 

OPERATIONAL EBITDA 
ú MM 

27,3 25,6 

42,7 42,9 

Q2 2012 Q2 2013 H1 2012 H1 2013 

INVESTMENTS*  
ú MM 

13,0 

5,6 

H1 2012 H1 2013 

ÁPositive revenue development driven by digital products 

ÁShare of digital revenues increased from 7% in H1/2012 to 10% in H1/2013      

ÁModerate capital expenditure 

-6.4% 

* Cash paid for investments in PPE and intangible assets 

% Margin 

21.5% 

Organic Growth 

+1.2% 25.3% 

+3.2% 

+3.2% 

+0.4% 

23.4% 21.0% 



Installation of the 1.500th OC Mall in Frankfurt 

ÁCenterportfolio expanded by another 

city, Frankfurt 

ÁNationwide representation in 61 

shopping centres in about 40 main 

German cities 

ÁAround 10 Million visitors nationwide 

ÁHighly focused Touchpoint-Management 

ÁOut-of-Home-Channel in shopping 

centres (OC Mall) extends campaigns to  

the crucial Point of Interest, where about 

70%1  of purchase decisions are made 

ÁDigital advertising works as an effective 

entry point to the so-called ĂCustomer 

Journeyñ  

< 5 > 1 cf. GfK Studie Store Effects 



Ströer Turkey: Continued growth backed by new assets 
and product launches 

< 6 > 

REVENUES 
ú MM 

25,3 28,9 

42,4 
49,2 

Q2 2012 Q2 2013 H1 2012 H1 2013 

+18.7% 

OPERATIONAL EBITDA 
ú MM 

4,5 

7,0 

1,8 

6,7 

Q2 2012 Q2 2013 H1 2012 H1 2013 

INVESTMENTS*  
ú MM 

5,2 

3,6 

H1 2012 H1 2013 

ÁContinuously strong sales momentum on regional and national levels 

ÁSignificant revenue improvement in Istanbul, positive market response to recently 

launched Giant Board formats and high filling ratios 

ÁDevaluation of Turkish Lira negatively affects the absolute contributions to Euro at Group 

level 

+56.1% 

% Margin 

*  Cash paid for investments in PPE and intangible assets 

Organic Growth 

+14.1% 

+17.8% +4.4% 

+16.1% 

+19.2% +24.4% +13.6% 

>+100% 



Ströer Online: New reporting segment with first 
contribution in Q2 

< 7 > 

REVENUES 
ú MM 

0,0 

9,5 

Q2 2012 Q2 2013 

OPERATIONAL EBITDA 
ú MM 

0,0 

0,6 

Q2 2012 Q2 2013 

INVESTMENTS*  
ú MM 

0,0 

0,5 

Q2 2012 Q2 2013 

ÁIncludes pro-rata revenue and EBITDA contributions of adscale, Ströer Digital Group 

as well as Location-based advertising (óRadcarpetô) 

ÁPost merger integration and set-up of new management structure in progress 

ÁRevenues and EBITDA contribution in line with expectations  

% Margin 

 *Cash paid for investments in PPE and intangible assets 

+6.1% 0.0% 



Ströer Other*: Strong EBITDA contribution from BlowUP 

< 8 > 

REVENUES 
ú MM 

15,4 15,9 

26,7 25,7 

Q2 2012 Q2 2013 H1 2012 H1 2013 

+3.4% 

OPERATIONAL EBITDA 
ú MM 

1,8 

3,0 

0,4 

1,5 

Q2 2012 Q2 2013 H1 2012 H1 2013 

INVESTMENTS*  
ú MM 

0,5 

1,1 

H1 2012 H1 2013 

ÁBlowUP with strong topline performance boosting operational EBITDA 

ÁStröer Poland suffering from soft market dynamics  

ÁFirst visible impact of recently enforced cost efficiency measures in Poland 

+66.5% 

% Margin 

*  BlowUPMedia Group and Ströer Poland 

** Cash paid for investments in PPE and intangible assets 

Organic Growth 

+3.1% 

+11.6% +1.7% 

-3.6% 

-3.6% +18.7% 

>+100% 

+5.8% 



Leading positions in OOH and Online in our core markets 

< 9 > 

OOH Germany 
Europeôs largest ad market #1 

OOH Turkey 
Europeôs largest emerging market #1 

OOH Poland 
Largest CEE market #1 

Giant poster network Europe 
Germany, UK, Spain, Benelux #1 

Independent Online media sales house Germany  #1 
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Premium Sales: Display & Special Ads Video Mobile 

Traditional 

Sales 
(People) 

Platform Sales 
(Technology) 

 

 
Á AdExchange; DSP & SSP-Functionalities 

Á Real Time Bidding & Targeting 

Platform, Data & Technology 

Local & regional Sales 

Digital OoH & 

Multiscreen-

Packaging  

Video Syndication 

Video-Advertising 

Concept & Event Sales 

Content Channels 

News Sport 
Telecom 

Computer 
Auto 

Consumer 

E-Commerce 

Travel 
Entertainment 

Lifestyle 
Family & Kids 

Wirtschaft & 

Finanzen 
B2B 

Crossmedia-

Packaging 

Hyper-local 

Advertising 

Mobile Campaigns 

Internationalisation 

 

 
ÁTargeting & Data 

Ströer Digital Group: On track to service the entire digital 

value chain  



New multi-screen products for Outdoor and  

Online now available 

< 11 > 

OOH  

Video Advertising 

 

 Fast reach booster  

through nationwide 

network 

 Online  

Video Advertising 

 

 High targeting /  

re-targeting  

response 

Solution:  

Multi-Screen Video Broadcasting 
 



Recent launch of Ströer primetime 

< 12 > 

 

 

Fully automated allocation of Online Video and DOOH inventory in real 

time planned for 2014  

Á Six-digit Euro 

campaign budget 

Á Extremely fast build-up 

of reach 

Á Fixed number of video 

ad impressions 

Multi-screen Approach 



Ströer mobile media: Example Deutsche Telekom campaign 

 

 

 

< 13 > 

Identification of  

specific mobile  

phone users  

Real-time advertising geared to local retail needs  

Support  

through Billboard  

campaign  

   

2,5km 

P

O

S 

Replace your old iPhone! 
In your T-Mobile Shop - just 2,5 km away! 

Distribution of  

hyperlocal  

banner ads  

Around Point of 

Sale & Billboard 



* Acquisition to be closed in Q4 of 2013 

 

ÁProprietary algorithm developed by 13 years of academic research 

(Consumer Action Mining) 

ÁDynamic and automated system evaluating big data in real time 

ÁIdentification of customers without external support or interpretation 

of socio-demographics 

ÁTechnical infrastructure  and expertise in place 

Customer focused approach 

Acquisition of mbr targeting* - Evaluation of Big Data in 

Real Time 

Consumer Action Mining 

Benefits for the Group: 

ÁOffering Re-Targeting Solutions and first ñPro-Targetingñ Solutions 

in the market 

ÁLeverage our existing RTB platform and traditional sales business 

< 14 > 



Acquisition of the Ballroom Group - Internationalising 

our online strategy into our core foreign markets 

< 15 > * Source: Zenith Optimedia Forecast 

Display 
In Text 
Performance 
Video 
Automated Display 

Revenue by segment 

ÁNo 1 independant sales house in Poland and 

Turkey 

Á~ EUR 25m of revenue (~80% of total revenue)  

generated in Turkey and Poland 

ÁProprietary technology 

ÁSignificant know-how and product technology 

Áe.g. iBillboard RTB, Vidyoda, Adserver 

ÁDiversified product offering: 

ÁAd Exchange 

ÁDisplay and Online advertising 

ÁPerformance Marketing 

ÁTo be first time consolidated in our Q3 results 

 

Köln 

Revenue in Poland (2012): ~EUR 4.6m 

 

Forecast : 

Net internet advertising spend is forecast 

to grow  ~ 7% CAGR until 2015 * 

 

Revenue in Turkey (2012): approx. ~EUR20m 

 

Forecast : 

Net internet advertising spend is forecast to grow  

~ 24% CAGR until 2015 * 

 



16 

The trends we have observed during  

Q2  seem to continue throughout Q3.  

 

However, following a more quiet summer 

period in our markets we are currently 

expecting an organic growth rate of 

around 1% for the third quarter 2013. 

 



Appendix 


