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 #1 global TV entertainment content 

producer 

 8,500 hours of programming; 

Distribution into 200+ territories 

 Leading European media company 

in online video 

 Strong online sales houses 

with multi-screen expertise 

 #1 or #2 in 8 European countries 

 Leading broadcaster: 

53 TV channels and 28 radio stations 

BROADCAST CONTENT DIGITAL 

RTL Group : a leader in its three strategic pillars 



Delivering on our strategic goals 
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ENHANCE BROADCAST 

PORTFOLIO 

Strengthen family 

of channels 

Grow 

non-ad business 

Expand into high 

growth markets 

CREATE MARKET- 

LEADING CONTENT 

Maintain 

leading position 

Rebalance 

portfolio 

Deepen 

digital exploitation 

DRIVE DIGITAL 

TRANSFORMATION 

Expand 

non-linear services 

Grow online ad 

and non-ad business 

Enter multi-channel 

network business 

✔ 

✔ 

✔ 

✔ 

✔ 

✔ 

✔ 

✔ 

✔ 

BROADCAST CONTENT DIGITAL 



Managing RTL Group with a long-term focus… 
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High-quality earnings  

and cash flow profile 

Efficient capital structure  

with full financial flexibility 

Adaptable cost structure  

with tight cost control 

Attractive shareholder  

remuneration 



… results in ability to invest and  
provide attractive cash returns … 

Investments to increase 

long-term shareholder value 

USE OF FINANCIAL HEADROOM 

Excess cash: extraordinary 

pay-outs to shareholders 

50-75% pay-out policy 

FINANCIAL 

HEADROOM 

Net debt 

to EBITDA 

1.0 

0.5 

5 

Illustrative view ORDINARY 

DIVIDEND 
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Half–year : Sound results in tough economic environment 
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2,687 million 
Revenue 

€ 

519 million 
Reported EBITA 

€ 

90% 
Cash conversion rate 

202 million 
Net profit 

€ 

19.3% 
EBITA Margin 

€ 2.00 dividend  
Interim extraordinary 

3 5 2 1 
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Mediengruppe RTL Deutschland 
Signs of audience recovery but still down yoy  
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RTL 

P7S1 

BY CHANNEL 

14 – 59 (in %) 

Percentage point deviation vs. YTD Q3 2013 Source: AGF in cooperation with GfK 

Note: MG RTL De including RTL II and Super RTL 

FAMILY OF CHANNELS 

14 – 59 (in %) 

31.5 
32.4 32.6 

31.3 
30.6 

28.8 

27.4 26.9 
26.0 

25.2 25.2 25.6 

24.6 
24.1 

2009 2010 2011 2012 2013 YTD Q3
2014

12.6 

9.5 8.4 9.3 9.1 
6.7 

RTL Sat 1 Pro 7 ZDF ARD Vox

-1.4 +/-0 -0.3 +0.7 +1.1 -0.8 

5.4 5.1 

1.6 0.7 1.0 1.5 

RTL II Kabel 1 Super RTL Disney N-TV RTL Nitro

-0.2 -0.1 +/-0 -0.4 +0.7 +0.7 

1 3 2 

X 

P7S1  

ex Gold &  

MAXX 



Groupe M6 
Resilient audience; growth continues for 6ter 
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Source: Médiamétrie 

Groupe M6: M6, W9 and 6ter; TF1 Group: TF1, TMC, NT1 and HD1 

15.6 

24.9 

10.1 

4.3 

M6 TF1 France 2 France 3

-0.6 -0.3 -0.2 

3.7 4.0 3.6 2.8 
1.3 

W9 D8 TMC NT1 6ter

+/-0 +/-0 +0.5 +0.5 

BY CHANNEL 

Housewives <50 all day (in %) 

FAMILY OF CHANNELS 

Housewives <50, all day (in %) 

Groupe 

M6 

Groupe 

TF1 

-0.4 

20.5 20.4 
21.5 21.2 21.0 20.6 

34.1 
33.3 33.0 

32.2 32.6 32.6 

2009 2010 2011 2012 2013 YTD 2014

Percentage point deviation vs. YTD Q3 2013 X 

1 3 4 2 

+0.1 



RTL Nederland 
Good audience performance despite sports events 
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RTL 

SBS 

BY CHANNEL 

20 – 49, Primetime (in %) 

FAMILY OF CHANNELS 

20 – 49, Primetime (in %) 

31.7 

32.9 

35.2 

32.3 

33.5 

31.4 

27.3 

24.0 

22.8 

20.0 20.0 19.7 

26.8 

28.3 
25.3 

29.1 

25.3 

27.8 

2009 2010 2011 2012 2013 YTD 2014

Pubcast. 

18.0 19.0 

8.9 
5.4 5.4 

RTL 4 Ned 1 SBS 6 Ned 3 RTL 5

5.8 5.2 5.0 
3.4 2.8 

Veronica RTL 7 Net 5 Ned 2 RTL 8

-0.2 +5.0 +0.3 -2.4 -0.2 

-0.6 -0.6 +/-0 -0.4 -0.5 

Percentage point deviation vs. YTD Q3 2013 Source: SKO X 

1 3 2 



47 

29 

HY 2013 HY 2014HY 2013 HY 2014

FremantleMedia 
Difficult first half year 
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KEY FINANCIALS 

(in € million) 

REVENUE EBITA 

7.1% 4.7% 

REVENUE BRIDGE HY 2013 – HY 2014 

(in € million) 

666 

623 

ROS 

HY 2013 

666 

623 

Negative 

FX 
New 

shows 

Shows not 

renewed 

Volume 

decreases 

on returning  

shows 

19 

63 59 

47 

Other 

20 

HY 2014 

1 3 4 2 



Agenda 

13 

1 

Half-year 

2014 highlights 

2 

Group 

financials 

3 

Strategic 

update 

2 

Business 

segments 



3.7 
4.2 

4.8 

HY 2013 2013 HY 2014

Broadcast 
Platform revenue continuing to grow 

14 

+29.7% 

Strong growth in HD ...  ... with further potential 

1 

3 

HD SUBSCRIBERS, GERMANY 

(in million) 

86 

100 

HY 2013 HY 2014

RTL GROUP PLATFORM REVENUE 

(in € million) 

 

(in million households) 

+16.3% 

Platform revenue defined as revenue generated across all pay platforms (cable, satellite, IPTV) including subscription and re-transmission fees 

4.8 

24.2 

7.7 

HY 2014

Analogue TV 

Digital TV 

HD Subs 

36.7 

HD 
TECHNICAL 

POTENTIAL 

3 1 2 



Catch-up  

TV services 

Digital  
Online video is at the heart of RTL Group’s digital strategy 
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4.8 

15.7 

HY 2013 HY 2014

+226% 

Strategic focus Strong growth Digital revenue increasing 

New content 

production 

And distribution 

at global scale 
MCN 

Web  

originals 

VOD 1 

2 

3 

VIDEO VIEWS  RTL GROUP 

(in billion) 

103 

113 

HY 2013 HY 2014

+10% 

RTL GROUP DIGITAL REVENUE   

(in € million) 

3 1 2 



Digital  
Our MCN businesses show high growth … 
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VIDEO VIEWS 

DEVELOPMENT 

(in billion) 

Source: Internal measurement 

Note : Stylehaul participation of 25.9 per cent as at 30 June 2014. Divimove : minority shareholding, not consolidated at 30 June 2014 

REVENUE 

GROWTH 

4.3 

9.5 

HY 2013 HY 2014

2.3x 

+123% 

#3 MCN Globally #1 Style 

1.8 
3.6 

HY 2013 HY 2014

2.6x 

+97% 

#1 MCN Europe 

0.3 
2.1 

HY 2013 HY 2014

5.3x 

>200% 

3 1 2 



*ComScore Video Metrix, based on monthly average video views in H1/2014; excluding Asia and Russia, ad networks and ad exchanges; RTL Group underlying figures are based on internal measurement, are 

restated and grouped for comparison, excl. minority stakes in Divimove, StyleHaul and Atresmedia 

35.0

16.8

6.9

2014e 2013 2012 

Growing online video 

business Top 5 worldwide 

RTL Group online video 

views 

in billion 

5.1x 

Digital  
Making RTL Group one of the worldwide leaders 

3 1 2 
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Digital  
… and will be complemented by recent acquisition … 
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 Build scale in  

web original 

and short-form video 

Build premium 

non-linear 

video services 

Continuing SpotXchange’s impressive growth path ✔ 

Maintain independent/publisher friendly proposition ✔ 

Accelerate innovation in online video sales ✔ 

Build new sales competencies 

with cornerstone investment in digital 

programmatic advertising 

3 1 2 

http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=uRkJJUHzTXG9vM&tbnid=iQjh3-YRTb3CeM:&ved=0CAUQjRw&url=http://www.clubic.com/television-tv/video-streaming/catch-up-tv/actualite-597424-6play-nouveau-replay-unifie-m6-w9.html&ei=We98Up7nHKnE0QW864DICg&bvm=bv.56146854,d.d2k&psig=AFQjCNFuQAiuDrVAhMN15DpRQezlHGORRA&ust=1384005842631779
http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=AVn6zCIDumdi8M&tbnid=KkKPb7_9ODUj5M:&ved=0CAUQjRw&url=http://www.rtlnitronow.de/ietoplistslice.php?list=listnewest&ei=-XgEU8zpHsnMtAbo7oDoDQ&bvm=bv.61535280,d.Yms&psig=AFQjCNFlzR7wjUaxkyGzwVzbGbp0lpmsRQ&ust=1392888325766839


Programmatic 

Traditional 

8.1 

2.7 

5.4 

2018 

24.8 

15.4 

9.4 

2013 

Source:  RTL Group estimates based on Magna Global, Siemer, eMarketer, 

Forrester Research 

Global market for online video advertising 

In USD billion 

Advertising inventory volume 

TV 

Content  

(long-form) 

Non-TV content 

(mainly short-form) 

Aggregation via 

Multi-Channel-

Networks 

Web original 

content  

Leading video ad 

monetization 

platform 

Scale in US, global 

reach 

State-of-the-art ad 

technology 

IMPROVE MONETISATION SKILLS 

3.1x 

Digital  
Partnering with SpotXchange in fast growing market 

3 1 2 
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2.72.7
3.03.1

3.3

ComScore US online video advertising ranking Q1/2014 

Average monthly video ad views 

In billion ad views 

1 2 3 4 5 

# 4 

Acquired by Facebook in June 2014 

Acquired by AOL in August 2013 

Acquired by Google in April 2007 

Acquired by RTL Group in July 2014 

Digital  
Ranked in top 5 video ad properties in the US 

3 1 2 
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OTT DISTRIBUTION MANAGED PLATFORM 

Web native, 

non -

professional 

Web native, 

originals 

Broadcast 

short-form 

Broadcast 

long-form VOD 

Linear 

Web TV 
VOD 

Linear 

TV 

Non-linear 

PC 

Mobile 

• (SmartTV) 

Non-linear 

PC 

Mobile 

• (SmartTV) 

Non-linear 

• PC 

• Mobile 

• Smart TV 

Non-linear 

• PC  

• Mobile 

• Smart TV 

Linear 

• PC  

• Mobile 

• Smart TV 

• IPTV 

• Cable & SAT (IP 

enabled, hybrid) 

• IPTV 

• Cable & SAT 

(IP enabled, 

hybrid) 

Ad networks 

and exchanges 

Ad networks 

Youtube AdX 
Direct 

Direct 

(incl. cross- 

platform) 

Direct 

Direct 

(incl. cross-

platform) 

Direct 

Today Today 1-2 years 3-5 years 3-5 years 2 years 5+ years 

Sources: Forrester/RTL Group 

ADOPTION OF PROGRAMMATIC 

In theory possible 
Not yet 

possible 

Platform 

Sales 

channel 

Adoption  

in US 

Digital  
Non-linear/OTT will be automated first, others to follow 

3 1 2 
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Digital 
Priorities for 2014 and beyond 
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Grow 

online business 

Expand 

non-linear services 

Develop 

multi-channel network business 

Strengthen 

online advertising sales capabilities 

1 

4 

2 

3 

✔ 

✔ 

✔ 

✔ 

3 1 2 
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Working with more than half of 

ComScore’s top 100 publishers 

Integrated with the most buying 

partners (demand sources) in industry 

1,000+ brand 

name advertisers 

Industry-leading 

Trading Desks 

Major demand- 

side-platforms 

Ad impressions managed by SpotXchange 

Monthly average in billion 

2014 YTD 

0.7 

1.1 

2012 2013 

3+ billion 

5.3x 

SpotXchange : billions of transactions for brands & publishers 

24 



GER NED UK FRA ESP USA
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Source: Screen Digest 2013; development versus 2012 as previously reported 

TV’S AD SHARE IN MEDIA MIX 2013 

In % of total ad spend 

Print ad share 22% 22% 23% 20% 31% 40% 

45% 

38% 

30% 
27% 

25% 
23% 

Growth 

potential 

Growth potential in Germany as print loses share 

Print ad share 

development 
-3pp -4pp -2pp -4pp -4pp -6pp 

+1pp 


