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ú1,308 million

Highlights
Successful start into 2015

3

Revenue

14.8%
EBITA Margin

ú194 million
Reported EBITA

110 %
Cash conversion rate

ú106 million
Net profit

1 2 3 4
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KEY FINANCIALS

(in úmillion)

NET TV ADVERTISING

MARKET DEVELOPMENT

Q1 2015 vs. Q1 2014 (in %)

9,5% 449

485

2014 2015

153 157

2015 2015

REVENUE EBITA                    EBITDA

+8.0%

Source: RTL Group estimates

MG RTL De including RTL II and Super RTL

4 - 5 %

+14.2%

Market
MG RTL 

Deutschland

Mediengruppe RTL Deutschland
Very strong performance in first quarter

31.5% 32.4%ROS

+13.8%

1 32 4



12,6

9,6
8,0 8,0 8,3

6,6

RTL Sat 1 ZDF ARD Pro 7 Vox

Mediengruppe RTL Deutschland
Clear market leadership maintainedé
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BY CHANNEL

14 ï59 (in %)

Percentage point deviation vs. Q1 2014Source: AGF in cooperation with GfK

Note: MG RTL De including RTL II and Super RTL

FAMILY OF CHANNELS

14 ï59 (in %), YTD 31 May 2015

5,4 4,9

1,5 1,8 1,1 1,0

RTL II Kabel 1 S. RTL RTL Nitro Sixx N-TV

-0.3 -0.1-0.1 +0.4 +/-0

X

-1.1 -0.5 -0.2+/-0 -0.2

28,9%

26,2%8,0%

8,0%

7,2%

21,7%

MG RTL

P7S1

Others

ARD-III

ARD

ZDF

-0.2

10% line

+/-0

1 32 4



Mediengruppe RTL Deutschland
éespecially in main ad revenue generation slots
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Source: AGF in cooperation with GfK

Note: MG RTL De including RTL II and Super RTL

28,9%

26,2%8,0%

8,0%

7,2%

21,7%

MG RTL

P7S1

Others

ARD-III

ARD

ZDF

12,8

9,0

RTL Sat 1

13,7

8,8

RTL Sat 1

+4.9 pp

ACCESS PRIME TIME

(17 ï20h) 14 ï59 (in %)

PRIME TIME

(20 ï23h) 14 ï59 (in %)

+3.8 pp

FAMILY OF CHANNELS

14 ï59 (in %), YTD 31 May 2015

1 32 4



Groupe M6
Solid performance - market showing some signs of recovery
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KEY FINANCIALS

(in úmillion)

NET TV ADVERTISING

MARKET DEVELOPMENT

Q1 2015 vs. Q1 2014 (in %)

3,0

0,6

3,2 346

308

2014 2015

41

79

2015 2015

REVENUE

13.3% 25.6%-11.0% ROS

+2.5%

Market M6 TF1

EBITA                    EBITDA

+16.2%

Source: RTL Group estimates

Groupe M6 and TF1 as reported

1 32 4
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3

2014 20152014 2015

FremantleMedia
Solid start into 2015
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KEY FINANCIALS

(in úmillion)

REVENUE EBITA

2.9% 1.0%

REVENUE BRIDGE 2014 ï2015

(in úmillion)

313

295

2014

313

2015

295

RadicalMedia

impact
FX German film

ñDer Medicusò

& scope

Phasing 

& other

(28) 29 (23)
4ROS

1 32 4



Other markets
Very mixed advertising market picture

10

HUNGARY

ÁImproved performance 

but uncertainty continues 

on punitive ad tax

CROATIA

ÁStable revenue and 

EBITA 

Revenue EBITA, in úmillion 

SPAIN

ÁStrong rebound

in TV ad market continues

232

34

21

4

7

(1)

FRENCH RADIO

Á#1 Radio in France

ÁWeak revenue and 

EBITA

35

(1)

BELGIUM

ÁClear market leader

ÁLower EBITA in continued 

weak ad market

50

11

EBITDA

RTL CBS 
Asia Entertainment Network

ÁExpanded to 4 new countries in 2014, 

currently reaching a total of 16 markets

NETHERLANDS

ÁClear market leader

ÁLower EBITA in weak 

ad market

98

(3)

1 32 4



Digital business
Strong growth ïdriven by newly acquired businesses

11

ONLINE REVENUES

Quarter 1 (in úmillion)

+66%

Ad

Non-Ad

53

88

20152014

1 32 4
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RTL Group 
Outlook for 2015
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No change to current guidance 

Total revenue and EBITA expected to be broadly stable reflecting mixed 

European advertising markets and consolidation effects

Platform revenue is expected to grow strongly, and digital revenue will continue to grow

by double-digit growth rates

1 2 3 2015 4
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Strategic focus for 2015
A leader across broadcast, content and digital
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BEST IN

ONLINE VIDEO

BEST IN

MONETISATION

Develop
Must-See TV,

counter fragmentation

Grow
globally in all

video segments

Capture
digital growth

and new business

BEST IN

TV

21 3 4



Best in TV
Linear TV is still the dominant form of video consumption
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Stable TV consumption in core markets Portfolio meeting fragmenting usage

New linear

TV channels

Non-linear

offers

Linear

OTT channels

1) GER: 3+ GfK; FR: 4+ Médiamétrie; NL 6+ SKO; includes live TV and DVR recorded viewing
2) RTL Group estimate based on IHS 2013 figures; non-linear viewing share of total video consumption (Traditional TV + online video)

TV CONSUMPTION

In minutes per day1)

223

221

212

221

191

200

2010 2011 2012 2013 2014

Germany

France

NL

SHARE OF

NON-LINEAR

VIEWING2)

9%

10%

7%

21 3 4


