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Established footprint




Best in class growth & margin




Revenue breakdown
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But massive change in TV

landscape




Which has contributed to
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But also increased overall TV
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But there is still some way to go
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Viewing by Device in eden

The explosion in online viewing
is creating additional reach

Viewing platform in Sweden



And the camp fire is still burning

People watching TV in Sweden (thousands, 2011)
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TRPs Generated
in Sweden (2011)

B Prime Time

Daytime
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And the demand is clearly still
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And driving overall TV ad market YI¢
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And TV’s share of the advertising
Denmark
2008 '20.0% ' 17.2% ' 19.5%
]
2011 ‘ ‘ 19.2% ‘ |
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Sweden
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But there remains some way to
Sweden Denmark
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With a diverse & stable client



ient Segmentation

That we are working with in

new ways



And Seize The Online
Opportunity

MIG
\&
Number of Started Streams Top 5 shows by web audience* 2012 \
20,000,000 @ 140,000 e \
18,000,000 \
130,000
16,000,000
14,000,000 120,000 \
12,000,000 \
10,000,000 ——— 110,000 \
8,000,000 ———
100,000 \
6,000,000 ———
4,000,000 ——— 90,000 \
2,000,000 ——— \
’ 0.000 Top model \
Week 1-20 2011 Week 1-20 2012 \
Sweden Norway Denmark \
@
S @) @ < O 3, \
play play o v \
Launched: 2009 2009 2009 2010 2010 2012 \
19 * MMS
N

Web audience: Publ. date + 7 days NN
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By offering web exclusive shows



And providing tailor-made MTG
solutions ELSAS +

Branded player

Editorial integration

oain | Registreradig [ Logga in med Facebook [ Ange sokord

3 Start Program A-0 Mestsedda Kategorier Kanaler 1117 A Premium
—

play

e
Absolut =SS
Torr===

- i, o /
-:s“ - - \“E’}F\d‘*. upp {l{[ffilﬁqm

‘: Qiler mel svelt ¢

N

wiw absoluttorr.nu

Campaign click rate: 6% Average click rate: 2%/ |Editorial integration sold per second

 Customer sales up 70%
« And now arecurring customer with TV3Play Sweden
21
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With growing online sales



And also creating competition HIe

in existing market segments

Regional share of total advertising

(NOK / DKK / SEK billion)
15 -

10 -

v % @

40% 60% 50%

* Number of regional TV3 Sweden broadcast zones
increased from 6 to 19 on February 27t 2012

« Bundled TV, Radio & Internet Ad sales package with
dedicated sales force of 120 people as of March 2012

» Local Ad prices as much as 2.13x national prices

23

Total regional advertising

Print, 63% Direct
advertising,

14%

SEK 14 bn

Internet,
14%

TV 5% Radio, 4%
s 0

Regional TV advertising

TV4, 87%

1MTG, 7%
SEK 700 mn
\_Other, 6%



And offering a unique reach



And developing non-advertising

revenue streams
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But, ultimately, it is all about
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And the media house is growing



What we’re doing in Sweden

28

Recruited better people & brought in external experts

Extended planning horizon

Improved overall scouting, commissioning & scheduling

Enhanced piloting & feedback

Focused schedules on local & live entertainment programming

Broadened & deepened schedules with proven local & international formats

Reduced risk profile by focusing away from “big bet” new OPs
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But, ultimately, it is all about
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And the media house is growing
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But, ultimately, it is all about
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And the media house is growing



What we’re doing in Norway

34

Made management changes

Extended planning horizon

Improved overall scouting, commissioning & scheduling

Enhanced piloting & feedback

Focused schedules on local & live entertainment programming

Broadened & deepened schedules with proven local & international formats
Reduced risk profile by focusing away from “big bet” new OPs

Continue to seek opportunity to expand differentiated channel offering
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Summary
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GDP growth + Total ad market growth +
TV ad market growth

+ audience share gains

+ channel launches
+penetration gains

+ AVOD

+ mini-pay

= long term sustained market
outperformance
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GDP Growth
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Total Ad Market Growth
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TV Ad Market Growth
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