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Media is in a state of constant evolution

Television

Remains highly profitable — video
consumption increasingly across all
screens

Monetisation

Multi-platform distribution leads to
converging media sales and platform

BROADCAST fee opportunities

Production & IP Digital Video

New global hits are hard to find Gaining reach as content

with genres from high-end CONTENT DIGITAL quality improves, but still
drama to low-cost web content lacks profitability
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Agenda

BROADCAST

Shifts
In the TV industry
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Consumption
Linear TV is still strong, with non-linear likely to accelerate

Current video consumption? Potential 2020 2 scenarios
RTL Top 5 (GE/FR/NL/ES/UK), in minutes per day (avg.) RTL Top 5, in minutes per day (avg.)
- Linear TV Time-shifted TV - VOD (incl. online short-form/long-form video)
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2008 2011 2014 Moderate EU-5 case Accelerated UK case
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Strongest impact (based on past 5 year EU (based on past 5 year UK
growth trajectory) growth trajectory)
So far overall consumption has grown ... ... but viewing may stagnate, while non linear accelerates
4 Source: 1) IHS/ScreenDigest (VOD = pay-TV VOD + online long-form + online short-form), 2) Scenarios are RTL forecasts based on IHS EU/UK data. m’ ,

GROUP



Consumption
Video measurement needs to follow the audience

Type of viewing Trend Data

Linear TV Linear viewing on TV set »

Extended TV Panel J \/ \/
Measurement

4 days

Time-shifted Time shifted viewing within 7 days -

Startin Startin
Catch-Up TV (7+days) ” i Wi e e
Hybrid online data '
(Panel + Census) B q Starti
Other offers (e.g. YouTube, VOD servicesV) N 20‘1"5';‘136 n/a Zzgl'gg
. . . . Mobile integration with Planned Planned Starting
Video viewing on mobile devices Y | online panel 2015/16 2015/16 2015

Measurement is only gradually adapting - changes not expected until 2016

5 1) Depending on participation (e.g. YouTube to join in GER, not in NL) m’ ,
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Advertising

Video is and will remain the dominant format in the future

Forecast US ad spend by format ¥
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US: TV will see further growth from Online?
Video ad spend, in $ billion

¥ Premium voD [l Non-premium vOD 3 [l TV advertising

2014 2020

Video, as a % of total ad spend, is accelerating and will be the clear winner

6 Source: 1) Compilation by BMO capital markets using data from Group M, IAB, Magna Global, 2) IHS (formerly Screendigest) and McKinsey forecast for VOD figures 3) Mostly short-form (YouTube)
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Distribution
Re-transmission fees have some growth potential for RTL Group

Re-transmission fees as % of total revenue

In 2014 HD (R FE |
US Broadcasters channels V*XHD &i'D
RTL? VIl WOHD
31% Thematic SITEIL
Ee=diLiving|
channels
ct{crime o
VOD ' meamow
on managed %
platforms o [l “';.':‘amyer
4%
CBS FOX ABC NBC RTL Group
o
7 1) YoY growth of total retransmission revenue in 2014 m’ ’
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Distribution

New thematic channels generate additional reach and exploitation options
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Agenda

Transforming
the Content industry
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FremantleMedia
Re-positioning ongoing

Our strategic priorities

1 Maintaining core
business

2 Developing the
pipeline
Maximising the
network

Building a scalable
digital business

w

AN

Keep existing shows on air
Roll out formats to new territories

Create new entertainment formats
Strengthen new genres

Develop organically in new territories
M&A for market entry/consolidation

Expand capabilities across value chain
Develop new content verticals

Through organic growth

and M&A

RTL’
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FremantleMedia
Maintaining the core business

Long-running game shows performing well

Highest ratings in
over 20 years 5.7

46 20

6.4

Household ratings

1.9 1.9 i

08/09 09/10 10/11 11/12 12/13 13/14 14/15 Nov 14

Some cancellations are unavoidable

Yrs.on air: 22 20 19 11 8

Talent shows continue to roll out

— === Back
@ e 3K i house

ASIA

rd I
34 season T EnT Pan-regional

since back

MEXICO

'[*'i‘_ﬁm As adaily .

Inevitably, older shows will decline in profitability

Indicative Gross Profit

American Idol 2016 will
be the last series

2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015
est

1
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FremantleMedia
Developing the pipeline — entertainment shows

2014/2015 launches with potential to travel

RTL Germany launch, headliner at MIPTV 2015

Beat The Brain — 30 Episodes BBC2 across prime

Launched at MIPTV 2015

La Banda — In production for Univision launching
Autumn 2015

Successful pilot launch on BBC2 primetime, in
negotiation for a further 5 episodes, launched at
MIPTV 2015

SAME JOE._. DIFFERENT WORLDS

Launched successfully on BBC3, sold to Kabel 1
Germany

On air TV3 Denmark, in production Kanal5 Finland.

Sold into 12 markets (incl. Argentina, Turkey, Romania,
Croatia, Czech Republic, Indonesia, Ireland, Peru)

Series 2 Netherlands in production RTL4

WL LIVES FIERE S Aired Canada, successfully launched in Sweden.

Piloting for VOX Germany

AVAYAVAYAN

Series 2 commissioned SVT Sweden. Interest in Germany,
Belgium, Portugal, Serbia, India, China, UK, US

Couples version launching July 2015 on ProSieben,
piloting NBC USA, sold to NBC Pan Arabia

CELEBRITY Series 2 in production in the USA, Syndication

TNAME GAME )

12
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FremantleMedia

Developing the pipeline — non-US drama

Dramas with travelling potential
(non-US)

First German drama to be
aired on major US network.
. Sold to 7+ territories

Local drama series

ITV's highest rated sitcom of
2015 with peak audience of
5.6m /20%

e
‘BraNdaRit!

International distribution deal
with AbbottVision

.« With a peak episode audience

i No.1 drama on SBS6 for 2014

TV2's highest ever rated
drama premiere
#1 in slot with 39% share

fl in the commercial target

Doy £ 3R Original Australian drama with
et B German and Dutch local
versions

WENTWORTH

Anne Holt’s Vik/Stubo novels
being adapted for TV by Miso
Film

No.1 Show on SBS6 for 2014

OSEPHINE

of 1.6m / 22%

(shoppers 20-49) — Dutch
version of Wentworth

Movies (UFA)

Bornholmer Strasse and Der
Medicus were Germany’s #1
and #2 non-franchise movies
onTVin 2014

13
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FremantleMedia

Developing the pipeline — a portfolio strategy to US scripted

Three goals...

Novels Adaptation
O

Original IP

Devel O p Pilfﬁ.‘lilN RANDOM HOUSE : :
strong IP James Ellroy
First Look Deal
_ Lost Minority
Work with Bates Motel Hannibal Report
the beSt »” The Strain Out Of Slght
talent

. to maximize investment returns

o Level of FM investment

FM Production

Co-Production

Production Fee
Take

measured _
risks -

INEIYGAIMAN]
AMERICAN GODS

REVENANTS

Leverage 0. .=
global FREMANTLEN\EDlA@.
INTERNATIONAL —XS*

network

e Multi-season effect on series’ profitability (lllustrative)

Season 1l Season 2 Season 3 Season 4
B Production costs

M License fee & tax credit

Maximize B Distributi
returns IStribution revenue
over time {1 Additional distribution

revenue generated with
pick-up of next season(s)

14
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Agenda

Status
of Digital initiatives
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Online Video
Video views growth fuelled by MCNs, with revenue getting more diversified

RTL Group video views RTL Group online video offers

In billion, consolidated?
Cla armNow rtb.as

Ml CATCH UP TV myerowes @now  Oplay

VeX Now Qoo wo & eer

VIDEOLAND
SVOD OFFERS
ni=ziet
B MULTI- CHANNEL ' »U
NETWORKS broadbandﬁ
t oMt il
17 Pl ONLINE ORIGINALS ] LXE L HEERT
ON AND OFF YT
2012 2013 2014 2015
1) Consolidated view: Divimove included since Jan 2015, StyleHaul included since Dec 2014; BroadbandTV excluding views of FM content; Videostrip excluded m’ ,
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Catch-Up TV

Our broadcasters continue to develop their catch-up offers

MG RTL De

Claamiow WeX Now Manew Qoo
UPER SO

m Meta brand in development :
App for 6 Free TV channels (as
pay subscription)

m Rollout to other devices (e.g.
Apple TV) shortly

Groupe M6

m +22% video views and +112%
mobile views in 2014 YoY

m Mandatory sign-in and SVOD
element planned

m Programmatic sales of IPTV
inventory being studied

RTL Nederland

m SVOD offer launched, providing 1
year catch-up and 7 day preview
for €3.99/month

m 63% of views generated on mobile
devices in 2014

17
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MCN business
Build a global leader in the high growth native online video market

3

. . Develop depth in key verticals, Strengthen monetisation and
Rapidly acquire scale and technology ity of d broducti develon strategically important
capabilities in “horizontal” MCNs gfellisy e content_a_m production e J y1mp
capability value-chain components
v - m Ad sales and brand integration
broadbandﬂ STYLEHAUL R4 capability
v YoBoHO ORRSTI m  Multi-platform distribution,
DIVINOVE V 4 especially off-YouTube
*

WIMSIC Fhandsa

RTLMCN v m Talent management capability

RTL'S MULTI CHAMNEL NETWORK MUNCHIES
I‘ m E-commerce
11,141

SHOOTRS tjny riot!

° ROSE N L1 G
L RS

” R’
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MCN business
Acquisition of YoBoHo adds an important new strand to our portfolio

RTL’

GROUP

N -
MUNCHIES
el R
| S| hioopla #1in fashion

#2 gaming | l]l’Fi]SIIIIﬂN #1in pkr_e-school Ig'ugc% & beauty
community #1 in hip-hop ids
WIMSIC” YoBoHo
m Leading MCN in APAC and largest
COVER @D GARDEN pre-school MCN on YT

m  Focused on educational programming
for children

m  Operating 100+ channels on YT

19
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MCN business

Trends in online video suggest significant growth opportunity

Strong outlook for online video
advertising and for YouTube

Global online video ad revenue
In $ billion

CAGR
12.4

10.3

8.3
6.5

2014 2015 2016 2017

YouTube US video ad revenue
In $ billion CAGR

+34.8%
2.9

2.2
2014 2015 2016 2017

2018

2018

New distribution opportunities emerging
following push by leading tech players

amazZon z
&tv
Google e CRectes

New entrants, new business models:

Cessel Tl

Subscription

THE
\Flne ===
PLUTO.TV
Microblogging Editorial / curated

20 Source: PwC 2014 M&E Outlook; eMarketer
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MCN business
RTL Group —in a leadership position

2,4 ComsScore ranking, YouTube partners
By video views last 30 days (excluding music), February 2015

Growing portfolio of vertical brands

18 17 14 #1 in fashion and beauty on YT
11
0,6 #1 pre-school kids network on YT
05 05 05 04 04 o3 03 03
0,1 0,1
. ; ; ; ; ; . . . . . . . M .—.—/—.———.-/_._—_. #3 gaming network on YT
X . A
@’Z}@} ca*°°Q o & & QS\A é“ﬁ & 4§§ &/‘\A @é LT / o / 000& #2 hip-hop network on YT
: N & $ . \ S \ N ip-hop network on
(\G\\\ & Oo\'l’ Qe}\% & \O,b&) 18° Q)efo‘\" T ® P 9 @(b(\%e’ 2R & =+ p-nop
o R
3 < < WIAI\I/TSIC Leading EDM network on YT
6.0 : . MUNCHIES Leading food network
V5,9 SocialBlade ranking, YouTube partners
4.9 By video views last 30 days (excluding music), February 2015 m Growing female lifestyle network
3,5 3’2 3’1
16 - Sports fan network
12 12 10 10 1 08 08 07 07 05 o,
B [ ] / ; eﬁ%ns?ﬂm #1 in French comedy
R & S Q R SO SRR > R £ QO / L ©
5 \@’3{‘ & &S c§<§ & & N $° Q\‘e?‘(b S ¥ & ¥ & ROSE Leader in style in France
N\ NN G SR AR ¢ L > N o = =
<& .é@ & I S S of @ @
N 'Y Qﬁ + Q@
21 RTL
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Summary
RTL Group’s strategic focus

Strengthen & reinforce

Improve & extend
Reach and audience performance

Sales and monetisation (ad/pay)

BROADCAST

Develop & innovate

Broaden & intensify
Broadcaster programming

Digital capabilities (e.g. ad-tech)

Re-spin & grow CONTENT DIGITAL

Scale & expand
FremantleMedia

Video presence (esp. off-YT)
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Disclaimer

This presentation is not an offer or solicitation of an offer to buy or sell securities. It is furnished to you solely for your information and use at this meeting. It contains summary
information only and does not purport to be comprehensive or complete, and it is not intended to be (and should not be used as) the sole basis of any analysis or other evaluation.

No representation or warranty (express or implied) is made as to, and no reliance should be placed on, any information, including projections, estimates, targets and opinions,
contained herein, and

no liability whatsoever is accepted as to any errors, omissions or misstatements contained herein. By accepting this presentation you acknowledge that you will be solely
responsible for your own assessment of the market and the market position of RTL Group S.A. (the "Company”) and that you will conduct your own analysis and be solely
responsible for forming your own view of the potential future performance of the Company’s business.

This presentation contains certain forward-looking statements relating to the business, financial performance and results of the Company and/or the industry in which the Company
operates. Forward-looking statements concern future circumstances and results and other statements that are not historical facts, sometimes identified by the words “believes,”
“‘expects,” “predicts,” “intends,” “projects,” “plans,” “estimates,” “aims,” “foresees,” “anticipates,” “targets,” “will,” “would,” “could” and similar expressions. The forward-looking
statements contained in this presentation, including assumptions, opinions and views of the Company or cited from third-party sources, are solely opinions and forecasts which are
uncertain and subject to risks and uncertainty because they relate to events and depend upon future circumstances that may or may not occur, many of which are beyond the
Company’s control. Such forward-looking statements involve known and unknown risks, uncertainties and other factors, which may cause the actual results, performance or
achievements of the Company or any of its subsidiaries (together with the Company, the “Group”) or industry results to be materially different from any future results, performance
or achievements expressed or implied by such forward-looking statements. Actual events may differ significantly from any anticipated development due to a number of factors,
including without limitation, changes in general economic conditions, in particular economic conditions in core markets of the members of the Group, changes in the markets in
which the Group operates, changes affecting interest rate levels, changes affecting currency exchange rates, changes in competition levels, changes in laws and regulations, the
potential impact of legal proceedings and actions, the Group’s ability to achieve operational synergies from past or future acquisitions and the materialisation of risks relating to past
divestments. The Company does not guarantee that the assumptions underlying the forward-looking statements in this presentation are free from errors and it does not accept any
responsibility for the future accuracy of the opinions expressed in this presentation. The Company does not assume any obligation to update any information or statements in this
presentation to reflect subsequent events. The forward-looking statements in this presentation are made only as of the date hereof. Neither the delivery of this presentation nor any
further discussions of the Company with any of the recipients thereof shall, under any circumstances, create any implication that there has been no change in the affairs of the
Company since such date.

” W ” G ” ” G ” ” ” ” & ” &, ”

This presentation is for information purposes only, and does not constitute a prospectus or an offer to sell, exchange or transfer any securities or a solicitation of an offer to
purchase, exchange or transfer any securities in or into the United States or in any other jurisdiction. Securities may not be offered, sold or transferred in the United States absent
registration or pursuant to an available exemption from the registration requirements of the U.S. Securities Act of 1933, as amended.
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