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Agenda Q4/FY 2014

Key developments - Udo Miller, CEO

Operational highlights - Christian Schmalzl, COO
Financials - Dr. Bernd Metzner, CFO

Summary & Outlook - Udo Miiller, CEO
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Stroer Media SE 2014 results

reported @ 721.1 +16% 211.8 +10%
Revenues

organic @ +11% +10%
Operational EBITDA 148.1 +25% 60.2 +20%
Op. EBITDA margin 20.2% +1.6%pts 28.0% +2.2%pts
EBIT (adj.) ® 98.5 +37% 45.9 +25%
Net income (adj.) ¥ 56.3 +55% 29.1 +25%
Free cash flow 65.5 +61EURmM 31.4 +9EURM
Capex © 45.2 +16% 19.4 +57%

I Y TR

Net debt ©) / Leverage Ratio 275.4  1.9x 326.1/2.8x

According to IFRS 11
Orgianic_growth = excluding exchange rate effects and effects from the (de)consolidation and discontinuation of operations ) )
EBIT z}djustl()ed for exceptional items, amortization of acquired advertising concessions and impairment losses on intangible assets (Joint ventures are consolidated
roportiona
4 EBPI’ (adj.) net of the financial result adjusted for exceptional items and the normalized tax expense (32.5% tax rate)
5) Cash paid for investments in PPE and intangible assets STR ER
6) Net debt = financial liabilities less cash (excl. hedge liabilities)
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FY 2014: Digitalization fuels revenue growth

BILLBOARD
EURmM

Reported %

STREET

FURNITURE

EURmM

Reported %

TRANSPORT
EURM

Reported %

DIGITAL (ONLINE)
EURM

0074

Reported %

322.1
288.8
144.9 149.5 1992
97.7 101.9 '
l l -
FY 2013 FY 2014 FY 2013 FY 2014 FY 2013 FY 2014 FY 2013 FY 2014
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We delivered well on our targets

Actuals 2014

> 11% organic growth

Targets 2014

At least 10% organic growth rate

148 EURmM operational EBITDA Operational EBITDA of around 145 EURmM

Net Income (adj) of 56.3 EURmM

Net Income (adj) of at least 50 EURmM

Leverage 1.9 Leverage of at least 2.0

vV VOV VY

ROCE at 14% ROCE at least 10%

<5> STROER



Drivers behind success

Online

consolidation

@ Business
Sales development

excellence

<6> STROER



Online consolidation:
Excellent position to monetize premium assets

2012 End of 2014

1 Tomorrow Focus Media 61.4 31.22
2 InteractiveMedia CCSP 56.9 28.95 , 2 InteractiveMedia CCSP 62.2 33.95
3 United Internet Media 54.7 27.83 3 Axel Springer Media Impact 58.8 33.17
4 Axel Springer Media Impact 53.6 27.23 4  SevenOne Media 54,0 30.91
5 eBay Advertising Group 51.8 26.35 , , 5 Tomorrow Focus Media 53.9 29.72
6 IP Deutschland 50.3 25.56 6  United Internet Media 51.3 29.19
7 SevenOne Media 50.1 25.49 7 IP Deutschland 47.4 26.28
8 OMS 45.2 22.98 8 eBay Advertising Group Deutschland ~ 47.2 25.75
| 9 [StroerInteractive | 452 [ 2298 | 9 oMs 455 2450
10 G+J Electronic Media Sales 425 21.63 10 G+J Electronic Media Sales 38.4 22.79

0 Premium exclusive marketing for around > 400 websites

0 15 channels in place

0 Technological leadership

0 Access to agencies

> STROER



Sales excellence: Delivering organic growth

Total revenue growth in Germany

ﬂ-
= . .
= National Regional
)
‘0 1. National sales steered directly by board = 2,000 unutilized network spaces released for
E 2. Increase of customer base regional booking
= Financials and FMCG = ~100 additional sales people in place

3. Increase of retention rate = Additional 16m Euro revenue in 2014
0 Increase of OOH market share in 3to 5 years
= 10%
sg .
3: / V
-O -
i © 5% -
20
[
=

0% T T
actual prospect

<e> STROER



Business development: Strong M&A execution
In place

> 15 acquisitions the last 2 years Tech & Entertainment verticals

o6 &
EE

Gaming Entertainment

m business/A D KI Node ® fernsehserien.de
adscale © m free)media O_nggcgjt‘}

SPiBILLBOARD ~ 7IBILLBOARD  <2iBILLBOARD

' GAN @GIGA androre,

GANE AD NET

KINQde VideQde

@ spieletipps

™ BALLROOM International GROUP V i d e Q de SPIELAFFE-DE

Jidi
_/
@

@ crdbeerlounge.de ‘( g‘ webguidez
L A

Ih“ clickmotion @ EVOLUTIONMEDIA: |
mbrtargeting  KRALOYUN.com

GAME AD NET

GAN NICDXO: [ eklamz @ ubeone o

@ spieletipps radcarpet E InTRen o
Focus on sales houses and bolt-on publishing

LINK 4 sem 7L vidyoda [T stroer acquisitions for marketing verticals

<o> STROER


http://www.gruenderszene.de/wp-content/uploads/2012/06/Radcarpet.jpg

Strong market position in all product segments

Internet ., Outernet*

= >37 Mio Unique User & = 230.000 Touchpoints
>400 Websites

Public Video » >50% of contact points in
= Entire technology the public space

and product range Nation-wide moving picture
campaign

Inception — Research — Innovation — Combined Deals

STROER
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Drivers behind the success in 2014:

Deeper dive into online and sales

Online
consolidation

O

Sales
excellence

<12> STROER


Vorführender
Präsentationsnotizen
Thank you Udo. On the basis of Udo‘s strategic overview, I wanted to make a deeper dive into two key drivers of our achievements in 2014: 

online consolidation and our initiatives around sales excellence.


Current digital display market Germany:

Schematic overview and key dynamics & trends

b In-Page Mobile Video Market Dynamics
& Trends 2014

12% <8%> <15% >

“Slower” display market
growth overall:
+6.5% in 2014

On-going shift from
12%] desktop traffic to mobile:
mobile taking off: > +50%

Video (+25%) with strong

Premium Sales

demand but (still) limited
quality inventory/supply

Accelerating shift toward 4
programmatic and data-
driven solutions

28%
Continuing technological S
innovation and market

Programmatic

fragmentation

Source: OVK, Publicis, GroupM (incl. Facebook, Twitter and Google Display); Total Volume 1.5bn Euro STROER


Vorführender
Präsentationsnotizen
To better understand how we approach the digital market, it‘s worth having a closer look at the current market trends and dynamics within the German display market.

Based on the numbers of OVK, Vivaki and GroupM, the display market overall counts for 1.5 billion Euros in Germany. Slightly more than a quarter is managed via programmatic advertising (RTB is around 15% but represents only 50% of all programmatic buying). The majortiy is still going via premium sales and in-page formats – but the overall market trends and the implications for Ströer are quite clear:

First of all, the total market growth has slowed down to 6.5% in 2014 and it‘s crucial to leverage size as advertisers start focussing their budgets on key players.
Secondly, the on-going shift from desktop to mobile traffic requires a clear mobile strategy – as mobile represents already 8% of the display market and grew beyond 50% in the last 12 months 
Number 3: Video faces growing demand with limited inventory available – having a unique portfolio across all platforms is key 
Furthermore, the accelerating shift towards programmatic requires a clear setup for Demand and Supply Side and Data Management Solutions
And finally, innovation and technological changes still drive market fragmentation – reducing and managing complexity for clients and publishers is more important than ever.

We have developed our strategy exactly along those parameters and that is the key reason for our successfull 2014 and our optimistic view on 2015.
Let‘s look he he approach those market dynamics in detail.


Beyond AGOF No. 1 position (reach):
Broadest channel portfolio in the market!

Automotive / Economy /
Motorsports Finance

Lifestyle &
Active Living

Directories Digital Life Entertainment 0
Home /
Living

STROER


Vorführender
Präsentationsnotizen
Beyond our AGOF No. 1 position that Udo already mentioned, we are optimising our inventory on an on-going basis and throughout 2013 and 2014, we have been able to structure our portfolio in a clear channel logic. We want to make sure that we cover all relevant content channels for different advertisers and industries.

No other player in the market player has such a broad portfolio; there is no market segment where Ströer isn‘t a relevant partner and that opens up 100% of the display market to us.


Beyond AGOF No. 1 position (reach):

Broad range of top premium sites & publisher!

MoIRRSPORT BORSE > ONLINE BRAREVITTE
% @ Springer Medizin
e ArzteZeitunga
mil!ahrgelejea.h&:t.de =
e BT
- MBoi:i?E esportalde -ta,.;l: M Wetter@nline
MenSHealth Go'f-de Mitteldeutsche Zeitung B
WomensHealth Berliner T Feitung ferien.de
SNBA [rm] T
RUNNERS URIER T MERIAN
et ©GIGA ) MY-pass FURSIE
DasTelefonbuch KINQ“V] deCe. freenEt v MADAME Vital.
. » PROMI
Das Ortliche wetransfer @n - Jjolie petra
€ PRINZ Madchen
()
e
ﬁmﬂe"d :\m T Hallo ‘E_lirn
immonet.de FEINSCHMECKER . . Ph
Testberichte (Q spilgames e ¥ oo
Kochrezepte.de PetSPOt
markt.de VERIVOX Wmﬂ auhause oF
yasni’ B wohnen familie c.

<15> STROER


Vorführender
Präsentationsnotizen
Secondly, through various publisher pitches and acquisitions, we have be able to aggregate a broad range of top premium sites and publishers. In every single channel, we offer lighthouse sites and portals that advertisers want and need for successful digital marketing. And the depth in every channel drives our relevance across the total portfolio.

So the AGOF-ranking only shows half of the full pictures: after 2 years in the online business, we do not only represent the strongest network reach. We have been able to combine it with relevant portfolio in all content channels – and we currently benefit from budget concentration on larger players.
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Mobile and video as key market drivers:

Massively growing share within Stroer portfolio!

Revenue Share 2013 2014

1RO

Mobile

Video

2015FC
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Vorführender
Präsentationsnotizen
You have seen before, that Mobile and Video are absolutely key drivers for the current online display business. 

We have acquired the best-in-class mobile expertise and technology of redcarpet back in 2013 – and their offering is now fully integrated within our digital group: the mobile Share went from 2% to 8% within last 12 months and we foreast a mobile share of around 14% for 2015 within our online portfolio!

Similar development for video: we have launched our video saleshouse Ströer Primetime at the end of 2013 and since summer 2014, we work with an integrated video adserver also for  Public Video: our video share went from 4% to 14% in 2014 and for 2015, we expect at least 18% of our digital revenues coming from video.

We have invested in the last two years in the right companies and technologies, have integrated them into our group and are now able to leverage them when the market is up for further growth.
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Consolidation effects and strategy

Example Tech & development resources

Original Setup: 2012/2013

businessALl

radcarpet

Tech and software development resources in 11 different entities
= |n addition: un-coordinated 3" party licensing across all companies
= |In some areas: parallel use of own tech and 3" party products

DSP and Data Management

= |n Total 92 FTEs — but not really leveraged

= Double-work within different development teams i.e. for adserving, SSP,

mediasquares

L L4

mbrtargeting

adscale D

& iBILLBOARD

AD PLATFORM

7 vidyoda

3 party

Integrated Group Tech-Structure end of 2014

Tech Hub 1 Tech Hub 2 Tech Hub 3
Ostrava Berlin Christchuch

Adserver-Solutions Data Management Front-end solutions

(Display, Video, Mobile) DSP SSP

vv

= Central Data Management

across the whole group vs. individual development

= One integrated adserving = Three specialized teams:
system across all entities (fully efficiency gains around 30%
in place from 2016) = Group-driven development plan

incl. group approach to licensing

STROER


Vorführender
Präsentationsnotizen
We also work hard on leveraging internal cost and revenue synergies and our tech acquisitions have now clear roles and responsibilities within the group.

We started in 2013 with tech and software development resources in 11 different entities and we were also facing un-coordinated 3rd party licensing across all companies after a series of transactions. In some areas, we identified parallel use of own technology and 3rd party products. As all companies were historically following their own tech agenda, we saw double-work within different development teams i.e. for adserving, SSP, DSP and Data Management systems.
Through our acquistions, we got in total 92 FTEs in the area of tech and software development and we got really great talent and experts: but throughout 2014 we have been able to really leverage this asset.

We have built an integrated system of SSP, DSP and Data Management Platform – with three specialised development hubs in Ostrava, Berlin and Christchurch.
Coming from a diversified setup, we have one integrated adserving system across all entities (fully in place from 2016) – developed and serviced out of Ostrava.
We have one central Data Management team across the whole group – based in Berlin
And we have the Christchurch-team focussing on SSP and frontend solutions only.
Three specialized teams lead to  efficiency gains of around 30% - and better quality and all three areas.
And we have a group-driven development plan incl. group approach to licensing vs. individual development

We could show you similar consolidation effects and strategies for our sales organisation and also the publisher management as well. We step by step consolidate our portfolio: and by doing this, we push for further consolidation in the total market. 

http://www.gruenderszene.de/wp-content/uploads/2012/06/Radcarpet.jpg

Stroer Digital Group end of 2014:

PMI processes led to an integrated ecosystem!

STROER

DIGITAL GROUP In-Page Mobile Video Key Elements to
73% <80p> <14%-> Mmatch market needs

Premium sales with
integrated, concept driven
approach

STROER | digital media
Dedicated in-bound

%l — ol B specialists for mobile and

STROER | mobile media video growth
STROER | primetime

Premiucr»n Sales
Q0

Leveraging targeting
asset MBR as DMP
platform for total group

m Clear positioning and

S : < differentiation between
mbrtargetlng SSP and DSP assets

%

Integrated group approach S
across premium sales and

L.  adscale D PACEMAKER '/

ACTIVE ONLINE SALES

SSP DSP

Progra&nmatic
N

programmatic market

STROER


Vorführender
Präsentationsnotizen
Following the market dynamics that I have described on my initial slide, we used the last two years to establish an integrated ecoystems with clear roles and responsibilites within our Ströer Digital Group:
A premium sales house with a concept-driven approach to display around reach and top content channels
Dedicated in-bound specialists for mobile and video to drive and benefit from the market trends
Exploiting the upselling potential via smart data management via one central DMP, managed by our targeting asset MBR.
A clear approach towards programmatic with an SSP-solution (adscale) and and DSP-offering (pacemaker).
And finally an integrated group approach, to adress clients and publishers with a one-stop-shop across all relevant market areas to reduce complexity for them and drive our market share overproportionally.




Growing market share for Out of Home:
Category leader Stroer driving market development

_

Total A Market (in T€) 6,284 6919 6228 8865 28,296
iNn o
gl Change in % 28%  6.5% 29%  5.10%
& VS. previous year
O
B Total OoH market (in TE) 330 403 395 429 1.557

Change in % 0.8% 6.6% 6.8% 5.3%
OoH share (in %) 5.3% 5.8% 6.3% 4.8%

Stréer clearly outperforming both total ad markets & OoH peers

STROER


Vorführender
Präsentationsnotizen
Funny enough: although we invested a lot of time and effort into  our digital infrastructure, the outdoor business was also doing extremely well.
Outdoor advertising overall was growing faster than the rest of the market and within out of home, Ströer was able to outperform its peers.

Meanwhile, Out of home represents 5.4% of the total ad spend and we focus on two levers to maximize revenues:
integrating outdoor and digital – or outernet and internet – on a national level to grow our relevance with clients.
Growing our local sales force to win new customers on a regional and local level where print is still absorbing 90% of the local ad spend.




Incremental local sales development:
Current performance fully on track

Dedicated new business headcount: Local sales

200 -
150
100

50 I E—

® Hunter Sales Reps

O T T T 1

2012 2013 2014 2015

20.000 >10m revenues for 2014
15.000 >16m revenues orders in 2014
10.000
>000 L
0 . .

2012 2013

<20 >


Vorführender
Präsentationsnotizen
The ramp-up of our local salesforce is – as mentioned in our last quaterly call – fully on track. We have shifted our ressources slightly more towards own people; we call them hunter. Nevertheless, sales representatives are still an important element of our new business approach and by the end of 2015 we expect to have around 175 dedicated new business sales people for the acquisition of new clients on a local level.

In line with the growing headcount, we expect to significantly grow our revenues – but in a very sustainable way: we have a retention rate of 70% amongst those clients as they mainly go for signage products. So we have big roll-over effects year-on-year. While the new business team has delivered around 10 million revenues in 2014 for 2014, the total value of orders including 2015 was 16 million Euros.


More traction on key advertisers, e.g. GM/Opel:

OoH Branding in combination with mobile

'r opEL NOCH SO, ;

wiE SIE DENKEN? | i}
SCHAUEN SIE DOCH | isiweiies
MAL NACH!

Mobile marketing within
Opel sales funnel

= [l UMPARKEN) |
' 8 mkoprDE) |
2 < :



Vorführender
Präsentationsnotizen
A good example for us getting more traction on key advertisers in Opel/GM. Many of you might know and remember the campaign „Umparken im Kopf“ – probably one of the most discussed ad campaigns in 2014. While out-of-home media have been a key pillar of the strategy, it was heavily connected with mobile marketing initiatives as well. 


More traction on key advertisers, e.g. GM/Opel:
OoH Branding in combination with mobile

100 JAHRE LANG
I DACHTE MAN, SPINAT
=B HATTE VIEL EISEN.

SB BIS JEMAND EINE
ZWEITE MESSUNG

>4k QR-Code Scans

# 5.800 hashtags

Over 100 Photo- v
Uploads m lickr

i\ P %3] SN
% ( MPARKEN
N IM KOPF.DE| B\

.wx*"‘mw n
Aufdrehen! Jetzt die offizielle H E E
umparkenimkopf Hymne von #etsum MOblIe ads Wlthln
kostenlos downloaden:
umpar (l—?l'l'll':l][_" ljl—.":stl'y faC eb O O k n eWSfeed
FETSUM PARKT UM!

2 ’ Promoted
- A Trends & Tweets

*URL: umparkenimkopf.de/umpark-plattform-uik/ STROER


Vorführender
Präsentationsnotizen
The campaign was designed around an own url „umparkenimkopf.de“ and out of home was pushing mobile traffic via QR codes, photo uploads and hashtag-mechanics.

The results of combining out-of-home and mobile:
45% of all website visitors came via mobile devices
25% of those mobile visitors stayed longer than 5 minutes on the website
33% better re-visiting rate of mobile users compared to desktop users
20% of all test drive leads were generated via mobile 

Out of home becomes more and more „the outernet“ and mobile is the dirct link to digital. With our integrated out-of-home/online logics we are a strong strategic partner for clients and that growing area.




More traction on key advertisers, e.g. mobilcom:
OoH Branding in combination station domination

400m otal
advertising space

e

50.000 'ésengers —
every day '~ . 5 nights between
= i 1and 3.15am
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Vorführender
Präsentationsnotizen
Besides that integrated approach across our various products, we still focus on two other areas to push our national sales.
We use outstanding ad specials and public domination concepts to push out-of-home into the focus of clients and then combine it with standard products that deliver reach and efficiency. The station domination of mobilcom debitel, where we fully branded the Hamburg Jungfernstieg location, is a good example for that.


More traction on new clients, e.g. Lemonaid:
Public Video incl. reserach (sales-tracking)

Broad Public Video campaign in stations, After 1 weeks sales increased by 43%
shopping malls and underground-systems After 2 weeks even by 97%

+97 %

7

m Advertised +43 %
products

UG

KW 26 KW 27
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Vorführender
Präsentationsnotizen
Furhtermore, we realise more and more bundles where we integrate research and success measurement into our client deals. Lemonaid for example – a new client for our public video products – was parallely serviced via our research team to track and model sales resuls vs. various campaign elements. On that basis, we get
Closer to clients and deepen existing relationships
Closer to measure and understand the contribution of out-of-home to the business-success of brands and become a business partner instead of only delivering „inventory“ 


Integrating , outernet” and internet:

Best in class case for EBAY!

Video to be shown during Earnings Presentation

<25> STROER


Vorführender
Präsentationsnotizen
I started with some insights around our online setup and I want to finish with and excellent showcase about how we merge out of home and online – also from a conceptual point of view. The campaing for Ebay with dynamic ad feeds on public ground via our new adserving solution is one of the prototypes for what the future will bring, please have a look
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Stroer Media SE 2014 results

Revenues (reported) @ 721.1 622.0 +16%
Adjustments (IFRS 11) 12.5 12.8 2%
Cost of Sales -505.2 -434.2 -16%
SG&A -179.6 -166.8 -8%
Other operating result 13.6 8.9 +55%

Operational EBITDA 148.1 118.0 +25%
Margin % 20.2 18.6 +160bps
Depreciation -40.2 -39.1 -3%
Amortisation -42.4 -37.7 -13%
Exceptional items -9.9 -5.2 -89%

EBIT (adjusted) @ 98.5 72.0 +37%

Net income (adjusted) @ 56.3 36.3 +55%

Net income 24.0 4.5 >400%

1) According to IFRS 11
2 EBIT agjusted for except|ona| items, amortization of acquired advertising concessions and impairment losses on intangible assets (Joint ventures are
consolidated proportional STROER

<27> (3) EBIT (ad].) net of the flna%mal result adjusted for exceptional items and the normalized tax expense (32.5% tax rate)



Performance of Stroer Germany

REVENUES

EURM
Organic Growth

+10.6%

OPERATIONAL EBITDA

EURM
>

% Margin

B - .

3107

465.1 118.9
47.5
] u I i .
Q42013 Q42014  FY2013  FY 2014 Q42013 Q42014  FY2013  FY 2014

= QOrganization realignment and numerous sales initiatives
= Revenue growth from all product segments
= Significant EBITDA Margin improvements

<28>
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Performance of Stroer Digital

REVENUES OPERATIONAL EBITDA
EURmM EURmM

Organic Growth % Margin
@ T T

+90.8% +94.9%

! 122.9 P i : 12.4
+18.7% '

. 64.4 6.4 . 64
Q42013 Q42014  FY2013  FY 2014 Q42013 Q42014  FY2013  FY 2014

= Revenues doubled to 122.9 EURmM
= QOrganic growth at 34% yoy
= QOperational EBITDA almost doubled

<29> STROER



Performance of Stroer Turkey

REVENUES

EURM
Organic Growth

OPERATIONAL EBITDA

EURmM
% Margin

85.5
5. 8%
24.0 23.5 . .
Q42013 Q42014 FY 2013 FY 2014 Q42013 Q42014  FY 2013 FY 2014

= Slight organic growth based on regional demand despite macro uncertainties
= Currency devaluation effects impaired reported revenue line
= Improved cost base leading to higher operational EBITDA y-0-y

<30>
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Performance of Stréer Poland and BlowUp

REVENUES OPERATIONAL EBITDA
EURM EURmM
Organic Growth % Margin
@ T B D D
| +64 7%
+19 9%
B I
Q4 2013 Q4 2014 FY 2013 FY 2014 Q4 2013 Q4 2014 FY 2013 FY 2014

= |n Poland, media markets still soft but overall stabilized vs 2013
= Op. EBITDA of Stréer Poland benefitting from rigorous cost saving program
= BlowUP with strong topline and operational EBITDA performance

* BlowUPMedia Group and Stroer Poland
<31>
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Free cash flow: Doubled within one year

Free cash flow (before M&A) 12M 2014 12M 2013 “

Op. EBITDA +148.1
- Interest (paid) -14.4
- Tax (paid) -8.4
-[+ AWC +15.0
- Others -16.7
Operating Cash Flow +123.4
- Capex -44.2

+118.1 +25%
-18.0 +20%
-17.0 +51%
+1.6 >800%
-10.1 -65%
+74.4 +66%
-35.1 -26%

Free cash flow (before M&A) +102%

= Better underlying performance leading to increase of operational EBITDA

= Continuous improvement of net interest cash out

= Tax in 2014 normalized

STROER
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Comfortable financial situation for future growth

@ Financial situation @ Future use of free cash flow

= Strong free cash flow of 65 EURmM

= Net debt down 51 EURmM to 275 EURmM

(PY: 326 EURM)

= Leverage of 1.9x by year-end

Improving leverage ratio

240

340 -
320 -
300 -
280 -
260 -

2.53
2.20

1.86

FY 2013 3M 2014 6M 2014 9M 2014 12M 2014

Net Debt

= | everage ratio

= Value enhancing investments and

acquisitions in digitalization

= Increase of dividends to 0.40 Euro per

share proposed (19.5 EURm payout)

STROER






Summary: Stroer’s strategy pays off

Revenue growth by 15.9% to 721.1 EURm

0 Operational EBITDA expanded by 25.5% to 148.1 EURmM

Net income (adj.) improved by 55% to 56 EURmM

0 Strong financial position, leverage ratio down to 1.9x EBITDA

STROER






Investor Relations: Dafne Sanac
- 6356
STROER

Stroer Media SE
Stroer Allee 1

Contact
50999 Koln
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DISClaimer

This presentation contains “forward looking statements” regarding Stroer Media SE (“Stroer”) or Stroer Group, including
opinions, estimates and projections regarding Stroer ’s or Stroer 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 Stréer or
Stroer 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 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 Stréer 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 Stroer or Stroer Group.
Stréer 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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