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We have made significant progress since last yearós Capital Markets Day

2
1) H1 2016 LTM vs. LTM H1 2015 (Group)  2) Weighted average CAGR of acquisitions announced since August 2015 including Verivox (August 
2015), Etraveli (November 2015), CDS (August 2015), Virtual Minds (September 2015), Smartstream (September 2015), Karga7 (November 2015) 
and Dorsey Pictures (January 2016)  3) Dividend yield based on share price of EUR 39.22 on June 30, 2016 (AGM)
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We maintained a superior margin profile while establishing a dynamically
growing digital business with limited M&A spend

1) Based on recurring EBITDA for ProSiebenSat.1 Media SE as reported including discontinued operations, peer group margin equally weighted 3
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Changing business mix affects margin profile but drives profit growth

4Continuing operations
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We have substantially increased earnings and dividend while
maintaining financial leverage within target range

1) Underlying net income CAGR 2011-2015 +14%, dividend CAGR 2011-2015 +12% 2) Normalized dividend estimate based on average dividend pay-out 
ratio of c. 82%, actual dividend payout of EUR 1,201.4m included disposal related dividend increase 5
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At the same time, we have successfully diversified our revenue base ï
and will continue to do so

6Continuing operations
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Inter-company collaboration and realization of synergies drives future
growth and profitability of all business segments of the Group
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TV synergies at work

81) CAGR LTM at closing ïH1 2016 LTM 2) External marketing costs excluding internal TV advertising costs H1 2016 LTM vs. LTM before closing

+32%

-11%pts

Revenue growth

after acquisition1)

External marketing spend

as percentage of revenues

after acquisition2)


