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Ströer group developments in 2012   

ÁFY organic revenue growth (-4.0%) and operational EBITDA (-19.1%) mainly down 

due to rather unfavorable market dynamics 

ÁQ4 organic revenues improved over prior quarter and finished -1.1% y-o-y thanks to 

positive sales development in Turkey and Poland  

ÁPositive impact from cost cutting leading to 2% lower FY overhead costs in the Group  

ÁReported net income slightly improved over last year helped  by FX effects   

ÁCapital expenditure of around 43mú coupled with leverage ratio of 2.8x at year-end 

ÁNew refinancing package in place since 07/2012 with 5y maturity and lower interests   

ÁSPA signing for 4 Online display companies in Dec 12 with expected Q2/13 closing  
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ú MM FY 2011 FY 2012 Change 

Revenues 

Organic growth 
(1) 

Operational EBITDA  

Net adjusted income 
(2) 

Free cash flow 
(4) 

Net debt 
(5) 

577.1 560.6 -2.9% 

132.3 

4.8% -4.0% 

107.0 -19.1% 

40.3 24.0 -40.4% 

38.0 10.8 -71.5% 

302.1 -0.7% 304.3 

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 paid for investments in PPE and intangible assets; (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) 

31.12. 2011 31.12. 2012 Change 

Leverage ratio 2.3x 2.8x +22.8% 

Investments  42.6 52.0 -18.1% 
(3) 

Group financials at a glance:  
Softer results due to top line, mix effects and concession ramp up  
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Ströer Strategy 3.0 
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Technical barriers between different media erode    

Display 

TV 

Print 

Radio 

OoH 

 

 

2000 

Quelle: Ströer Out-of-Home Media AG 

òaudience focusó  òproduct focusó 
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Ströer 3.0 ï Strong platform for sustainable growth in the digital age  
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Ströer 3.0 ï Key objectives   
 
 
 
 
 
 
 
 
 
 

Achieve higher 
relevance for 

advertisers and 
publishers 

Create combined video 
product for Online & 

DOOH 

Offer wide range of 
branding & performance 

ad solutions 

Unlock regional online 
market 

Become key trading 
partner outside TV  
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Operational Achievements 2012 
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