Petercam - Roadshow
London
April 28, 2005

ey = il N Ly
Sagepes s T e S s
ey randiat Erat X §

&

At R ok e R
xﬁé«’ AR Y e




1. Advertising Market Developments

2. Operational Update
3. Strategy



Advertising Market Developments

Germany France

+2.6% +3.4%

+1.7%
+0.7%

m B

P7S1 RTL Market

+1.6%

. +0.7%

TF1 RTL Market

UK
+11.8%

+2.1%

-3.5%

ITV1 RTL Market

Notes : Germany, France, gross, Jan — March 2005
UK, net, Jan — June 2005 (est.)
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Family Audience share (14-49) in %

Audience Share (14-49)

|
|
33.2 329 i 33.3 324 Week 1-14 Week 1-
| 30,0 304 2004 142005
! RTL 17.7% | 15.8%
|
i VOX 5.1% 6.5%
i RTL I 7.5%|  6.8%
|
|
T : . Super RTL 2.5% 2.7%
RTL Fam. P7S1Fam. | 'RTL Fam
i - P781Fam. RTL Group 33.3% 32.4%
2003 2004 2003 2004 | 2004 2005 2004 2005
! Week 1-14 P7S1 Fam. 30.0% 30.4%
Gross advertising market share (%) Comments

Jan — March 2004

Capp
\

36.8%

Jan — March 2005

®= RTL TV losing share to smaller channels
within family

= Advertising market weak at start of 2005

= New digital channel offering being
explored — not : Pay TV platform

Source: GfK
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Audience share (housewives < 50) in %

Comments

34.3 35.5 35.5
185 18.6 201

TF1

FY 2003 FY 2004 2005 FY 2003 FY 2004 2005
Week 1-16 Week 1-16

Gross advertising market share (%)

53.7 54.1
227 23.3
o— —
Jan - March 2004 Jan - March 2005
—e—M6 TF1

Source: Mediamétrie, M6 publicité

" Great start to 2005 in terms
of audiences

= Qtr 1: flat advertising
revenue against difficult
comparables

" Investment in new DTT
channels to be made

= Flexible approach to
programming cost
development but gradual
move to more “generalist”
channel likely




Audience share (adults, all day) in %

Comments

25.6

23.4 22.8
10.1
6.7 6.6 102 1°° 98
Five BBC1 BBC2 Channel 4

OO0 FY 2004 H I W Jan-March 2005

Advertising market

Net ad share (%)
Jan - June 2005

Net ad development
Jan - June 2005

+11.8% 4.9'5\4.7.1
201 20.9
J +2.1% 8‘3__;_6
T l—l 1T T
Five Market _._::: ——Tv 2005-._Ch4

" Very strong start to ad.
market in 2005

" Five continues to out-
perform

" New programmes launches
such as Joey & 2 2Men
extremely valuable in terms
of younger (16-34)
demographics

= Growth strategy
maintained - looking to
build channel offering




Benelux and Hungary TV

Netherlands
RTL4 leadership with 19.2% audience share YTD"
— (- 1.8p vs. 2004).
5 @ Number 1 commercial family: 31.6 % audience share
D (- 1.5p vs. 2004)

mem
[ | Market leader RTL TVi: 23.4% market share YTD"

Number 1 commercial family: 32.5% audience share (- 0.3 vs 2004)

RT L Hungary

KLUB Market leader: 36.0% audience share YTD?

Croatia

@Hﬁ 29.0% - Successfull start; performance beyond business plan; breakeven
earlier than expected

Continued leadership in smaller countries

NL: shp 20-49 (18h-24h); B: shp 18-54 (17h-23h), H: 18-49 (19h-23h); H: 18-49, 19H-23H ,,

Sources: SKO/ Mediamétrie - CIM / AGB

1) YTD = week 1-16; Belgium week 1-15 GROUP
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Audience share (commercial target, all day) in %

Comments

25.2
222 24.6 24.9

21.4 : 21.6
,_:. : :
Antena 3 Telecinco TVE/LA2
O O O FY 2004 HEEN

Qtr 1 2005

Net Advertising market share (%)

31.0
29.4
. =0
28 %_— 27.9
2003 2004
=8—Antena 3 —®=Telecinco TVE

= Advertising market remains
one of strongest in Europe

= A3 continues to out-perform

= “Wise men” review now out
— mainly good news for
existing FTA operators

Source: Infoadex and internal estimates
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Continue to leverage existing brands and international
network

Exploitation of major formats in “off screen” revenues and
profits continues eg Barbie Pop Idol

Most growth to come from internal development - any
acquisitions will be small and focused on bringing new
talent or formats into the Group

Content becoming more & more valuable in a digital world
due to the explosion of new channels and platforms such
as 3G => Fremantle therefore core to RTL Group.

RTL”

GROUP



Radio

France :
= FM network coverage less than 100%
= => possible re-distribution in 2006

= Germany => largest radio player but market constrains
development

= Digital Radio Mondiale (DRM) potential solution to both
issues...

GROUP
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DRM Press clippings

Digital AM radio format girds for attack on U.S. market -- Backers seek higher profile, design-ins for
DRM, a nonproprietary, international system

Broadcasting
intentions

in a surprisingly open discussion, RTLs chief financial officer, Thomas Rabe, tells Naomi
antl:.rkpahom thn.- group 's plans for a move into d!g‘ilal satellite via TV broadcaster Five

Junko Yoshida

Paris - With competing digital satellite systems-XM Radio and Sirius-] -beginning to penetrate the U.S. market
along with one terrestrial system, HD Radio, consumers would seem to have an adequate choice of digital
radio formats. But Peter Senger, chairman of the Digital Radio Mondiale (DRM) consortium, thinks
otherwise.

perient team: a UK
Yio Luxembourg. the
rall popular music
15 and the business
ITL sprang.

Das digitale Kurzwellenradio kommt

Neue Technik sendet in Stereoqualitat - Erste

RTL pioneers DRM roll-out in Europe

RTL Group, ane of the biggest
radio and television media groups in
Europe, is gearing up o commit sig-
nificant resources to support the
launch of DRM comrercial services
during 2005, The company views
DEM gz the ideal technalogy to en-
sble it ta improve the covesage of its
existing FM stations and to expand

o,
RTL wants 10 use DRM 10 im-
prove the coverage of its existing FM

stations. According to Dan IV Aversa, P2 Satellite radio at the

Busincss Development Director at CES, Las Vigas
RTL “If we can 6ill the gaps outside

the main cities with DM, then we F3  Country Focus:
will have seamless coverige between Aunstralin

the analogue and diginl networks.

Geréte fiir den Herbst dieses Jahres erwartet

FRANKFURT/M. Das Kurzwellenra-
diosteht vor einer Renaissance. Sen-
der wie BBC, RTL, der Bayerische
Rundfunk oder die Deutsche Welle
arbeiten emsig am digitalen Kurz-

res, neu zusammengestelltes Pro-
gramm geben, das auf Deutsch und
Englisch in ganz Furopa empfangen
werden kann - bis kurz vor Moskau,
wie Senger im Gesprich mit der

Empfangsqualitit oder auf Grund
von Stérungen durch Abstrahlun-
gen elektrischer Gerdte. Eine em-
scheidende  Verbesserung

spnchtslchSenserhlermelﬂch-

Die neue Technik des Nachrichtenagentur AP erklart. In  wellenbetrieb, bei dem mehrere Sen-
»Digital Radio Mondiale* (DRM) diesem Monat beginntaucheinTest  der mit der gleichen Sendefrequenz
verspricht Kurzwellenempfang in mit der parallelen Ubertragung von  zusammengeschaltet werden. Auf
Stereo und UKW-Qualitit, Nachrichtensendungeninvier Spra-  der IFA soll es erstmals auch Gerite

#2005 ist das Startjahr fiir DRM*, ~chen aufeinem Ubertragungskanal.  geben, die die Signale von zwei ver-

its racio business with new scrvices We would have FM in the cities apd PS5 European countrics well

thraughout Eusope. DRM  digital shortwave, medium sulsil spectram
BTL has already lounched a DRM  wave and long wave for the comple- demands to ITU

service in France - known as RTL m|.'nlnn-' homaogencous, national cove

France - and will launch 3 similor erage.” PG Interview:

service fnr(‘cm:m} indamuary 2005, Pans of the medium wave AM (,clln Crawford

RTL pushes into Europewide digital radio

By Chris Oakes jointly with Texas In-

truments.
PARIS: Proponents of digital radio » Ocs
broadcasting can cite pockets of minor RTL's d:fc.is'.:ih;; l,fgy:ta;(;
success in'continental Europe — in the broadcasts is the lar-

Denmark, for example, 40,000 digital ger coverage area made

Radio Luxembourg set to return
Julia Day

radios were sld in 2004 It launched the careers of Noel Edmonds, Peter Powell and David Jenson and now, 12 years after
But such 6 pale A perison possible by a standard disappearing from the airwaves, the legendary Radio Luxembourg, self-proclaimed "station of the stars”, is set

with Britain, Furope'sonly mass ot k_nown as_DRM, or Di- to be revived.
for digital radio, where more than 1.2 %‘ij 1322:10 omdl;lv%
million digital sets were sold last year.

B RTL, a subsidiary of German media group Bertelsmann and Five shareholder that grew out of Radio
The Continent faces the same chick- PZimary European spec-

Luxembourg, is considering resurrecting 'Luxy' by broadcasting it into the UK from overseas on a new radio
en-and-egg problem that Britain set out g:g:g::;s‘ tt;?; stadgglat:ci transmission technique which enables cross-border digital broadcasts.

to solve at the beginning of the decade. ~_ ., * s S e , ’
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Continue with stated policy

Our Strategy

= Family of channels both FTA and in digital world with
potential direct to customer approach in specific cases

= Diversification revenue

= Geographic expansion
- Central, Southern & Eastern Europe

GROUP
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Sharing best practice

lllustration: Cooperation in programming

1. Programme SyCo
= Programme directors and programme executives

meet 4 times a year

= Discussions about programming & formats

= Exchange of experiences
= Reports from programme trade fairs

m Calendar Programming Tape library Programme Ideas

Lam.. - “ad last week

He sees everything, he hears everything ... he Knows everythin
Watch the prewview wideo and the first episode of "Masterplan show on Yorin
20-09-2002

"Twin - the original expercience™ on M6 a great success

Academy and Popstars)n the France section
28-09-2003

Mé's autumn grid
02-09-2002

M6E's new season
Read ME's sea=son guide
02-09-2003

Yorin - "Alternative | ove™
First results of the 2nd season launched on 18 August
03-09-2003

ProSiehen - "Popstars - Das Duell”
03-09-2002

Formula One: Performance 2003 vs. 2002

02-07-2003

HMG's winter schedule
16-08-2003

RTL Group TV Researcher Meeting
Click here to find all the presentations for dowmload
13-05-2002

See the demographics of this show and the first results of the auturmn talert contests i Star

Check out the ausdience performance of the F1 races in 2003 - compared to the ones in 2002!

2. Format feed

= Exchange transmission of
programme feed every 6
weeks

= Promotion trailers, show-
reels, or extracts of formats

3. E.TV: Electronic platform for
programme / document
exchange

= Closed Intranet

= Content: format descriptions,
audience performance,
information about
programme launches,
special events, etc.

= Video exchange in MPG
RTL’



Sharing best practice

lllustration: Cooperation in programming
Concrete actions and tangible results

aqulieliadauisliid
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Antena 3 28.80/0

32.5% (14-49)
llr\ I||

[ i el 23.2% (34)

mr'_im
21.3% (14-49) Televizjia
L e
0, -
. 31.6% (14-49)
———— RTL
45.2% (14-49) KL=

47.8% (18-49)
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B Only true pan-European TV company
® Financially solid

B Proven track record in working with local partners is
attractive

B Challenge for 2005 is to execute stated strategy whilst
respecting investment criteria (ROIC, Value added)

Continue to actively manage portfolio and further
enhance operating margins
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