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Results overview 2004

n.a12.6%15.7%Adjusted EBITA margin (%)

n.a10.9%14.6%Reported EBITA margin (%)

+18.8%0.800.95Dividend per share

2.14

14

561

487

4,452

Adjusted earnings per share

Reported net result

Adjusted EBITA

Reported EBITA

Revenue

>100.0367

+22.9%2.63

+9.6%4,878

+46%711

+36.2%764

EBITA conversion (OCF / EBITA) 108%99%
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German TV German TV

Audience Share (14-49)

Station and Share 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

37.0%
35.9%

Jan – Feb 2004

-1.1 pp 

Jan – Feb 2005

Source: GfK

%

%

%

%

2005

33.4%RTL Group

17.9%RTL

4.9%VOX

7.5%RTL II

2.5%Super RTL

30.2%

2004 YTD

Saban

ch.
(pp)

P7S1 Fam.

33.2

29.0

32.9
29.4

RTL Fam.

20052003  2004 2003  2004

Family Audience share (14-49) in %

Comments
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French TV French TV

Source: Mediamétrie, M6 publicité

23,622,8

53,953,8

Jan - Feb 2004 Jan - Feb 2005

M6 TF1

Audience share (housewives < 50) in %

34.6

18.2 19.5

35.7

19.9

35.9

M6 TF1
2003      2004   2005 2003      2004  2005

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

Comments

Gross advertising market share (%)
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UK TV UK TV

8.3 8.8

49.5 47.4

20.1 20.7

2004 2005

Five ITV Ch4Five Market

Net ad share (%)
Jan - April

Net ad development
Jan - April 2005

+19.6%

+8.4%

10.1

23.4

10.2

25.6

6.7 10.1

22.8

9.9

24.0

6.7

Five BBC1 BBC2 ITV Channel 4

FY 2004 Jan – Feb 2005

Very strong start to ad. 
market in 2005
Five continues to out-
perform
New programmes launches 
such as Joey & 2 ½ Men 
extremely valuable in terms 
of younger (16-34) 
demographics
Growth strategy 
maintained – looking to 
build channel offering

Audience share (adults, all day) in % Comments

Advertising market
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Benelux & Hungary TVBenelux & Hungary TV
Netherlands
RTL4 leadership with 19.5% audience share YTD1)

(- 0.5p vs. 2004).
Number 1 commercial family: 32.3 % audience share 

(- 0.1p vs. 2004)

Benelux and Hungary TV

Belgium
Market leader RTL TVi: 23.6% market share YTD1)

Number 1 commercial family: 32.3% audience share (+ 0.6 vs 2004)

Hungary 

Market leader: 35.3% audience share YTD1)

Croatia

30.4% - 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 1-9
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Antena 3Antena 3

Net Advertising market share (%)

2.4
-35

24,3
22,0 22,124,022,1

Antena 3 Telecinco TVE / LA 2

25,2

FY 2004 FY 2005

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

27.024.8

29.4
28.2 27.9

31.0

2003 2004
Antena 3 Telecinco TVE

Audience share (13-55, all day) in % Comments

Source: Infoadex and internal estimates



9

ContentContent

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.
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RadioRadio

France :

FM network coverage less than 100%

=> possible re-distribution in 2005

Germany => largest radio player but market constrains 
development
Digital Radio Mondiale (DRM) potential solution to both 
issues…
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DRM Press clippings
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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

Our Strategy
Continue with stated policy
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Conclusion

Only true pan-European TV company

Financially solid

Proven track record in working with local partners is 
attractive

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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