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Ströer group developments in Q1 2013 

Á Strong organic revenue growth fuelled by D and TR across all product groups 

Á Positive sales development driven by both, national and regional clients  

Á Share of digital sales further increasing year-on-year backed by the OC 

Á In the Other segment mainly Poland was marked by unfavorable market dynamics   

ÁOngoing cost control supports operational Ebitda development 

ÁNet adjusted income increased due to improved Ebitda and financial result 

Á Slightly improved net debt (vs. YE 2012) mainly due to positive WC effects    

ÁCapital expenditure excluding M&A down on last year 
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Key financials reflect improved Q1 trading    

ú MM Q1 2013 Q1 2012 Change 

Revenues 125.5 118.6 +5.8% 

Organic growth (1) 5.9% -2.9% 

Operational EBITDA  13.5 9.3 +45.6% 

Net adjusted income (2) -2.0 -6.2 +67.6% 

Investments (3) 6.1 8.0 -23.8% 

Free cash flow (4) 9.0 -23.9 n.d. 

Net debt (5) 299.6 332.3 -9.8% 

Leverage ratio 2.7x 2.6x +1.7% 
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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) 



Completing the puzzle  
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ÁOnline enhancement lifts relevance vis-a-vis agencies and advertisers    

ÁClients benefit from a fully integrated portfolio of branding & performance products  

ÁIndependent and unbiased marketer of outdoor and online inventory   

 



Ströer 3.0: Fully integrated sales house 
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TOP 3 position in the Online space straight from the start 
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Á27.8 m unique users 

Á54% reach** 

Á# 3 AGOF seller 

Á~1.5 bn page impressions 

ÁPortfolio of ~300 websites 

Á~ 100 employees  

 

 

Operational 

KPIs 

Normalised Revenues (FY 2012): ú ~ 72,5m*** 

Normalised Operational EBITDA (FY 2012): ú ~ 7.5m*** 

 

Financial  

KPIs 

Á44.5 m unique users 

Á77% reach** 

Á~11.6 bn page impressions (03/ô13) 

ÁPortfolio of > 5,000 websites 

Á~80 employees 

 

  *   formerly SIG Group (Ströer Interactive, FreeXMedia and Business Ad) 

** reach refers to the number of individuals who are exposed to an advertising medium or combination of advertising media. It can be expressed as an absolute figure or as percentage of a  

     given population and is generally targeted at a particular group 

 *** prelim. IFRS figures ; Op. EBITDA incl. annualised overhead savings already implemented between signing and closing 

* 

Purchase Price: 16mú in cash  
(pre earn-out, cash- & debtfree)  

Purchase Price: 49,5mú in shares 
(pre earn-out, including cash)  

 



Financials 



Online transactions: All conditions within the test 

scheme are met without limitations (I) 
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Company 

Value 

max.  

purchase  

price 

discount IDW S1 
1) 

formerly: SIG group 

35.7% 

 1)   IDW S1 valuation performed by independent big-four auditor (KPMG);Discount defined as delta between IDW S1 value and the maximum purchase price including earn-outs 

Company 

Value 
6.0% 

SIG purchase price discount to be 

greater than Adscale purchase price 

discount +5 ppts matching at least 25% 

Condition 

Test 

SIG purchase price discount (35.7%) is 

greater than Adscale purchase price 

discount + 5 ppts (11.0%) and above 

the 25% hurdle   

> 
max.  

purchase  

price 

discount IDW S1 
1) 2) 


