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KEY FIGURES

2008-2012

SHARE PRICE PERFORMANCE
2008-2012 -6.9%
(2012: - 1.9%)
INDEX = 100 RTL Group
0J 5T0XX
-16.1%
(2012 +175%)
REVENUE {Emillion) EQUITY (€miliron)
12 5,998 12 4,858
1 1| 5,765 11| 5,093
1 0| 5,532 10/ 5,597
e ] 5,156 09— 5,530
05 | 5,774 05 | 5,871
EBITA (£million) MARKET CAPITALISATION {€tilton)*
12| I 1,078 12| 117
11| 1,134 11| 119
1 0} S 1,132 10| I 119
09/ IR 796 09 73
05| I 916 08| I 66
'As of 31 Decemnber
NET PROFIT ATTRIBUTABLE
TO RTL GROUP SHAREHOLDERS (Emilton} TOTAL DIVIDEND PER SHARE )
12| I 597 12| I 1 0.50
11| 696 11| 510
10| I 611 10| I 500
09/ I— 205 00| I— 350
08| m— 194 08— 350

Dhndend payout 20082012 €4.2 bilion
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BTL Telewision's Alarin fur Cohra 11, Germanv's

Mo popular action series. has necoine 2 hit forrnai
i =ome 140 countries arourd the olobe. Since 2612,
it has been one of the signature senas of the

nowly launched acion channel. Big RTL Thell. in India
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THOMAS RABE

CHAIRMAN OF THE BOARD QF DIRECTORS

In 2012, RTL Group delivered solid financial results.
Revenue grew by 4.0 per cent to almost
€6 billion and EBITA again exceeded €1 billion.
RTL Group achieved these results despite
increasingly challenging conditions in some of the
core European TV advertising markets.
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The Board focused on discussing the transformation
of the TV industry, the opportunittes and challenges
anging from the growing non-inear TV consumption,
multiscreen services for deeper audience engagement,
and technology-dnven sarvices for advertising clients
This was In addition to s ongoing respensibilities, such
as reviewing financial and operating periormance
budgets, investment proposals, and the Group's
strategy RTL Group’s new Exscutve Committee -
consistng of Co-CEOs Anke Schaferkordt and
Guillauma de Posch, and CFO Elmar Heggen - has
defined, together with the management teams in the
vanous profit centres, a clear strategy for RTL Group
Wa see significant growth potential m three areas
broadcast, content, and digrtal First we will optimise
and develop our existing TV and radio broadeast
husinesses Investing in our broadcast busmess Is
investing in growth That's why, n 2012, RTL Group
faunched five new TV channels The Big RTL Thnll
channel launch in India s BTL Group's first broad-
casting venture outside of Europe

Secondly we will develop and acquire intellectual prop-
srty, and expand capahilities in our existing content
business Creatwity remans key in the TV busmess
RTL Group’s production arm, FremantieMedia, 1s one
of the largest global producers of content, and repre-
sents one of the most important growth platforms for
the entre Group FremantieMsdia has a global and
scalable business model, and ts new management
team has placed a clear emphasis on fueiling its crea-
twe pipeline, developing new formats and budding
brands, across a range of genres

Thirdly we will buid sustanable new digital business
models with a strong cross-platform presence on all
dawvices and screens Further expansion of RTL Group’s
digritat businesses, from catch-up TV services, mecbile
applicatons, online wideo advertang and thematic
websies, to the first Youtube-funded niche channels,
all play & major role here Professionally produced video
content is, and remains, the major driver for new digital
sarwoes, devices and screens — and this is RTL Group's
cors competence

2012 also saw several changes to the composition of
the Board of Directors Gerhard Zeder decided to leave
the company, effective 18 April 2012 On behalf of the
Board, 1 would like to thank hirm for hus great achieve-
ments over the years, and for the smooth handover of
responsihilities to the new Executive Commitiee

In Apni 2012, the Annual General Meeting of RTL Group
glectad Barnd Kundrun and Rolf Schmidt-Holtz as new
members of the Board of Directors Both have exten-
sive expenence N the media ndustry

CHAIRMAN'S STATEMENT

“In particular we reviewed the
opportunities and challenges
arising from the growing
non-linear TV consumption,
multiscreen services for deeper
audience engagement, and
technology-driven services for

advertising clients.”

My sincere gratitude aiso goes to Siegfned Luther, my
predecessor as Chawrman of the Board of Directors of
RTL Group Segfred Luther 1s one of the founding
tathers of today’s RTL Group And finally, | would Iike
to thank Gunther Gruger, who stepped down from
RTL Group's Board of Directors following his retire-
ment from Bartalsmann

On 31 January 2013, the Board of Directors of
RTL Group was mfarmed that Bertelsmann i1s consid-
anng a reduction of its shareholding in RTL Group
through a capital market transaction, while mamtain-
Ing a qualified majonty of approximately 75 per cent
The Board of Dhrectors understands that a final decs-
sion will depend on a number of condiions, includmng
a favourable capital market ervironment There can
censequently be no assurance as to if, when, or on
what condtions Bertelsmann will offer part of its
shareholding in RTL Group

RTL Group's soltd operational performance and s
clear-cut strategy provide us with the necessary tail-
wind to further develop RTL Group as Europe’s lead-
Ing entertainment network But ultimately, it's our
people who inspire and mform our viewers, and who
create meaningful and professional content — day
after day My thanks go to everycne who contnbutad
to a successful 2012 - I'm looking forward to contin-
uing ATL Group's unigque success stary In this spint
and invite you to accompany us on this journay

gz

THOMAS RABE
CHAIRMAN OF THE BOARD OF DIREGTORS
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CHIEF EXECUTIVES® REPORT

GUILLAUME DE POSCH

£0-CEQ OF RTL GROUP

On 19 April 2012, Anke Schiferkordt and Guillaume de Posch took over as Co-CEOs
of RTL Group. In a message to all RTL Group employees, they wrote on that
day: “Our Group is in great shape, and we can rely on highly creative, skilled and
motivated employees. We all share the same passion: we love television,
production and radio. And we know that this passion will help to lead our strong,
creative and diverse entertainment network into the next phase of its development.”

We met the Co-CEOs to review RTL Group’s performance in 2012,
and to discuss the Group’s strategy.

RTL GROUP ANNUAL REPORT 2012
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How did RTL Group perform in 2012?

Anke Schiferkordt RTL Group has once agan demonstrated
that it can operate successfully even in a very challenging eco-
nomic environment For the third consecutive year, our £EBITA
exceeded €1 biflon Our EBITA margin was very healthy at 18 0
per cent, with all of our man broadcast gperations reporting
strong double-digit margins, of between 16 1 and 28 3 per cent
In our most iImportant markets, Gerrnany and France, our fami-
les of TV channels continued to gain advertising market shars
This ongoing success Is based on RTL Group’s unique set-up
we are the only pan-European free-TV group with a worldwide
content production powerhouse We have leading market posi-
tons in the countnes we operate in, strong brands, and a
healthy financial position RTL Group has generated closeto €1
bilion of cash flow almost every year since 2007

Guwillaume de Pesch Based cn our strong financials, we stepped
up our nvestments and INtatives In cur three strategic fields of
broadcast, content and digital Dunng 2012, RTL Group suc-
cessfully launched five new TV channels i five countnes We are
also bulding a strong and rapidly growing presence in non-inear
TV and explonng the field of online wdeo netwaorks, wath our first
Youtube-funded channels, produced by FremantieMedia

Our expertise in content and creativity has already proven to be
a competitive advantage for the non-inear TV world as audienc-
es are attracted by hit formats and established brands, across
all screens and devices And for the viewers, “nothing beats
free’ This 1s why RTL Group 1s well posiioned to develop a
lsading position i high-growth markets such as online video
advertising

Why was the economic environment chaflenging in 2012?
Guilaume de Pasch Throughout 2012, the European TV advertis-
ing markets clearty reflected local macro-economic develop-
ments while the German TV advertising market was slightly up,
the French, Dutch and Belgian markets were estimated to be
down year-on-year, with a significant slowdown over the sec-
ond half of the year The markets in Span, Hungary and Croata
continued to see a more pronounced decline

Anke Schiferkordt. That’s why it's so mportant to have diversi-
fied revenue streams and geographic footprnnt 43 per cent of
RTL Group's revenue onginates from a broad range of non-
adverttsing actvities such as content production, nghts trading,
teleshopping, e-commerce, and merchandising This adds a lot
of stability to our Group

Let's have a closer look at RTL Group’s matn operations.
How did the German TV business, the Group's largest
profit centre, perform in 20127

Anke Schaferkordt In 2012, Medengruppe RTL Deutschiand
continued to outperform the German TV advertising market and
increased its combined net share — including RTL [I — 10 44 4
per cent Overall revenue of the profit centre grew by 3 7 per
cent, manly dnven by higher TV advertising revenue from our
two main channels, RTL Television and Vox Due to ongoing
cost control measures, EBITA increased strongly by 9 8 per
cent to €581 millon - this was the unit’s best ever fult-year
operating praofit

Did 1t also continue to gain audience share?

Anke Schaferkordt: With a combined average audience share of
33 7 per cent in the key 14 to 49 target group, Mediengruppe
RTL Ceutschiand remained 5 9 percentage points ahead of its
main commercial compstitor ProSiebenSat1 And RTL Television
remamned viewers' number-one chotce for the 20" consecu-
ive year

However, RTL Televisicn’s audience share did not stay at
the record levels of the years 2010 and 2011 But we broadly
anticipated this market devetopment

Frrst, the 2012 ratings were affected by major sporting svents,
Inciuding the Euro 2012 football champronship and the Sumimer
Olymprcs, both shown by public broadcasters This s a well-
known effect to us In addtion, 2012 also saw an accelerated
fragmentation of the TV landscape, with the launch of new
channels and the switch-off of analogue satellite breadcasting,
resulting In audience share losses for all of the three biggest
commercial TV channels At the same ime, niche channels -

“Based on our strong financials, we stepped up our investments
and initiatives in our three strategic fields of broadcast,
content and digital. During 2012, RTL Group successfully launched
five new TV channels in five countries. We are also
building a strong and rapidly growing presence in non-linear TV.”

GUILLAUME DE POSCH

RTL GROUP ANNUAL REPORT 2012
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“Our ongoing success is based on RTL Group’s unique set-up:
we are the only pan-European free-TV group
with a worldwide content production powerhouse.”

ANKE SCHAFERKORDT

those with an audience share below 2 O per cent in the target
group — increased therr combined audience share by 2 3 per-
centage points

in April 2012 RTL Group also launched a new free-TV
channel in Germany — RTL Nitro. Are you happy with the
channel's performance to date®

Anke Schiferkordt Very much so RTL Nitro has been the most
successful channet launch In Germany in recent years In De-
cemper 2012, 1t already scored an audience share of 07 per
cent among young wiewers — other free-TV channels reeded
two years or more to do so

And as the market continues te fragment further, we know we
have to fragment oursetves With RTL Nitro we've buiit an offer-
Ing that complements our other channels in Germany, and the
market as a whole

Was Groupe M6 also affected by fragmentation?
Guillaume de Posch Groupe M6 was again the only French media
group to Increase s total audience sharg year-on-year, in an
environment marked by ongoing audience fragmentation As a
rasult of this strong performance, the combined total audence
share of Groupe M6 grew to 15 5 per cent

In the key commaercial target group, M6 remained the second
most pepular channel in France and continued to reduce the
gap to the market lsader, TF1 Over the past ten years, this gap
has reduced significantly, from 16 6 to 8 5 percentage pomnts

M6 invested m the broadcasting nghts for the Euro 2012
football champtonship. Did this pay off?

Guillaume de Posch M6 ared ten of the 31 matches of the Euro
2012 football championship and scored excellent ratings The
France vs Sweden match was watched by 12 2 milhon wiewers,
the channel's second-highest ratings ever, while the Ukraine vs
France match was the third best audience ever for MG These
were two of the ten most-watched shows on French TV in 2012

EBITA of Groupe M6 decreased to €224 milion as a result of
lower advertising revenue and the significant prograrmeming -
vestment in Euro 2012 But let's not forget, M6 also acquired
the nghts for ive matches in the next Euro tournarment in 2016
—and this will take place i France

This also demgnstrates that we make significant investmenis in
our core business because we strongly believe they will pay off
in the medium and long term The launch of the new family en-
tertamment channel Ster 1s another exarnple

Looking at RTL Group’s content bustness. Why did
FremantleMedia's reveniute increase so strongly in 20122
&ullaume de Posch FremantleMedia posted a signdicant increase
in revenue, of 19 7 per cent This was dniven by three key fac-
tors organic growth in the US, UK, Germany and Asia-Pacific,
exchange rate effects — a stronger US dollar and Bnish pound
agamnst the Euro - and recharges without margin to third parties
for certain production contracts in the United States

Despite this revenue growth, FremantieMedia’s EBITA — which
was affected by positive and negative one-off effects in 2012 -
was shghtly down to €138 milion, manly due to the loss of
S0Ma programming, such as Masterchef Austraha, and also due
to continued pressure from broadcasters on margins

What about the broadcast families in the Netherlands
and Belgium?

Guiflaume de Posch Our broadcast operations N the Netherands
and Belgium remained clear audience and advertising market
leaders, and agan generated sokd levels of profitability And the
same 1 true for cur French radio family

Turnming to RTL Group’s strategy. What are your plans for
the future growth of the Group?

Anke Schiferkordt Directly after taking over as joint CEOs of
RTL Group in mid-Apnl 2012, we conducted a comprehensive
review Of our corporate strategy

RTL GROUP ANNUAL REPORT 2012
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“The digital transformation of the TV industry is hugely
important for us at RTL Group — simply because we want to be wherever
our viewers are. The value of our established TV formats
and brands is key to building new business models with a strong
presence across all digital devices and screens.”

ANKE SCHAFERKGRADT

Togethar with the managerment teams n our operations we
have defined three main investment areas broadcast, content,
and digital Regarding the broadcast busimess, our man goal
15 to optimise and develop the existing operations and to |n\.;est
for growth This inciudes launching new channels such as
RTL Nitro, 6ter and RTL Telekds, and increasing distnbution
ravenue from platform operators We sea the opportunity to de-
velop a fair revenue share for our brands and programmes from
the major distnbution platforms — cable netwoark operators, sat-
elite companies and internet TV prowiders

Gullaume de Posch Selective geographical expansion in high-
growth regions also remains on RTL Group's agenda Alf of us
agreed In our first meeting that we will continue trying to expand
our footpnnt in broadcasting - but selectively In November
2012, RTL. Group launched tts first TV channel outside Europe,
Big RTL Thnll, In India The action entertanment channel target-
ed at male audiences 1s part of a 50/50 joint venture with
Rellance Broadcast Network, and the initial feedback from view-
ers Is promising

As for content, we will further develop and acguire intellectual
property and exploitation capabilites in areas such as general
entertainment, US drama, kids entertanment, gaming and on-
fine video networks FremantleMedia will be key for this strate-
gic goal, and we'll continue growing our content am through a
combinabon of organic growth and acquisiion

In July 2012, Cécile Frot-Coutaz took over from Tony
Cohen as CEO of FremantleMedia. Has this changed the
strategy of RTL Group's produchion arm?

Guillaume de Pasch First, I'd like to thank Tany Cohen for fus out-
standing achievements He transformed FremantieMedia from a
collection of indwdual entibes into a global contert power-
house | asked Cecile Frot-Coutaz to take over as CEO

After bemng with the group for 17 years, she has the wision
and {eadership needed to further grow FremantieMedia She
brings expertise and drive from the US - the largest TV market

RTL GROUP ANNUAL REPORT 2012

n the world — and combines her creative skills as a producer
with a sharp business perspectve Under her leadership,
FremantieMedia’s new management team has swiitly put a clear
focus on fusling the company's creative pipeling, developing new
formats and bulding brands, across a broad range of genres,
while mantairing market leadership In its core business areas

‘Digrtal transformation’ remains a widely discussed
topic in the media business. What are your plans for the
digital world?

Anke Schaferkordt: First of all, TV s already an all-digital business
with very strong fundamentals New technology has atways im-
proved the TV viewing expenence Today's TV sets are bigger,
thinner and — thanks to HD — sharper than ever before And they
continue to take centre stage in people's kving rooms

The digital transformation of the TV industry 1s hugely important
for us at RTL Group — simply because we want to be wherever
our viewers are The value of our established TV formats and
brands 1s key to bulding new business models with a strong
presence across all digital devices and screens

And s0 we have analysed in detaill current trends in non-linear
video, online and mobile advertising, content verticals and new
onling business models, such as gaming Qur own estimates
suggest overall TV consumption will cantinue to grow By 2015
we belleve non-knear wewing could represent 10 per cent of
total viewing time In Western Europe

Based on these strengths, RTL Group has many growth oppor-
turuties in the digital media warld In recent years, we have suc-
cessfully bult and expanded our vides-on-demand services
Dnven by our big entertainment shows and strong brands, our
network of websites and catch-up TV services generated 2 4
billon video wiews N 2012 [n addition, the Youtube channels
from FremantleMedia hava registerad 4 5 bilton hits, making
them global entertainment destinations

Guillaume de Posgh This growth of non-knear 1s drven by a
significant wiewing shift online, from mowvies to TV episodes




Therefore, we have to actively shape this bustness and leverage
our strong brands Secunng nghts, being avalable an all
screens and measuring all viewing, and also stronger collabora-
tron across RTL Group — these are the man responses the
management teams from Corporate and the profit centres are
currently discussing and working on

We will clearly remain a content company, but we are also
actively buliding our capabilities in both technology and online
advertising sales The acquisiion of Videostrip ts a good exam-
ple — it's the Netherland’s leading online wdeo advertsing
network, which generated 1 3 bilion wideo views and delivered
392 millon ads in 2012

So advertising will also be RTL Group’s main revenue
source in the online world?

Anke Schiferkordt: The majonty of our on-demand senaces, such
as RTL Now and M6 Replay, are free to the consumer, financed
through advertising — as with our man TV operations But the
rapid development of new technologies also means wa can
adapt the way we sell advertising on these new platforms
Undoubtedly, the 30-second TV commercial will remain indis-
pensable, for it reaches mass audiences n a very short ime
span But we will also develop new, complementary forms of
advertising targeted at indwidual viewers This is a fong-term
asprration, but we're confident that technology will Increasingly
allow it In parallel, we are already explonng cther sources of
revenue from on-demand, such as transacton and sub-
scnphon-funded services

GHIEF EXECUTIVES® REPORT

What s your outicok for 20137

Guillaume de Posch Locking to 2013, economic condiions re-
main challenging, in line with local market conditions, and wisi-
bility continues to be Iimited Facing this ervironment, we have
a clear focus on mamtaning our leadership positions and
achieving our financial targets, while pursuing opportunities in
broadcasting, content and digital winch will develop the busi-
ness further n future years

Funally, at the end of January 2013, it was announced
that Bertelsmann 1s considenng a reduchon of

its shareholding in RTL Group. What 15 your view?

Anke Schiferkordt: We welcome that Bertslsmann has clearly
expressed it will reman a committed and supportive majority
shareholder of RTL Group, belreving n the future growth pros-
pects of our company And indeed in recent years our results
have repeatedly demonstrated that RTL Group is a very attrac-
tive business, generating value for our sharsholders

Above all, wa have dedicated smpioyees and expenenced man-
agement teams In our business, people are the most ymportant
asset They make the dfference In other words thewr creatiity,
rmotivation and passion for programming are the reason we are
in great shape today

Guillaume de Poseh Based on thase strengths, we have defined
a clear strategy to continue our success story, as we explain in
more detall in this Annual Report We are happy that both aur
majonty shareholder and Board of Directors clearly support our
strategy o pursuse these opportunities

“Looking to 2013, economic conditions remain challenging.
Facing this environment, we have a clear focus on maintaining our
leadership positions and achieving our financial targets,
while pursuing opportunities in broadcast, content and digital.”

GUILLAUME DE POSCH

RTL GROUP ANNUAL REPORT 2012
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PROFIT GENTRES

AT A GLANCE

Mediengruppe RTL. Deutschland

2012

2011

Revenue €1,982m €1912m
EBITA €581m €529m
Advertising market share 44.4% 43 7%
Audience share™ 33.7% 350%
Targe! 14-43

FremantieMedia

2012 2011
Revenue €1,711m  €1,429m
EBITA €138m €143m
RTL Belgium

2012 2011
Revenue €210m €216m
EBITA €45m €46m
Advertising market share HE% 710%
Audence share* 363% 378%

Terget shoppers 18-54 (17-23h}

RTL GROUP

ANNUAL REPORT 2012

Groupe M6

2012 2011
Revenue €1,387m €1,421m
EBITA €224m €248m
Advertising market share 24.0% 23 4%
Audience share* 22.9% 230%

Targe! bousewivas < 50 {including digral channeis)

RTL Nederland

2012 2011
Revenue €431m €491m
EBITA €97m €134m
Advertising market share 47 3% 47 7%
Audience share* 323% 352%

Targe! 20-439 (18-24h}

RTL Radio {France)

2012 2011
Revenue €180m €184m
EBITA €30m €30m
Advertising market share 261% 264%
Audience share* 18.3% 192%

Target 13+




PROFIT GENTRES AT A GLANCE

RTL Klub Grupo Antena 3

2012 2011 2012 2011
Revenue €101m €99m EBITA (Group contribution) €6m €20m
EBITA €9m €15m Advertising market share 35.2% 305%
Advertising market share 54.0%" 47 9% Audience share* 19.2% 184%
Audience sham' 37.3% 40 7% Target 16-54 (including chgital channels, but excluding La Saxta)

Target 18-49 {pnme time)  Including seven cabla channels

RTL Hrvatska

2012 2011
Revenue €31m €37m
EBITA €(9)m €0m
Advertising market share 36.8% 409%
Audience share* 24.3% 255%
‘Target 18-49 (ingiuding digital channel RTL 2)
RTL Radio Deutschland

2012 2011
EBITA €12m €11m

RTL 6ROUP ANNUAL REPORT 2012 16







THE YEAR IN REVIEW
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MEMORABLE
MOMENT

Peter Klcenpel
interews
Yasser fvatar,
Septamngr 1983
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THE YEAR IN REVIEW

RTL KLUB

GROWING

X Faktor mentor Peter Geszt (nght) UP | N

22

with candidate Gergd Olah

HUNGARY

Last year, RTL Klub started a family, acquinng
seven ¢able channels in the lughly competitive
Hungarian TV market of over 100 channels

in 2012, the tamify’s growing up, and one of
them has become RTL Il

“Launching a new channel I1s always a nsk,” says Dik
Gerkens, CEQ of RTL Klub, *but awareness of the RTL
brand 15 very strong in Hungary, and of course, dstnbu-
tion was already in place ” As was content, with spin-offs
and some pragrammung mowving from RTL Klub, such as
the popular Who Wants To Be A Milonare and Helr
Hetes {Seven Days}, as well as spin-offs from X Faktor
RTL ll, with its more female, shghtly urban focus, only
launched on 1 October 2012, yet has already had some
days above the 2 per cent all-day average Dirk Gerkens
was targeting for the end of year one “We're not notice~
ably taking wiewsrs from RTL Klub, we'rg taking them
from our direct competitors and the rest of the market,”
he says “Wa want to start to take the lead in the secand
division of cable channels ” He'’s looking to sprng's re-
wvised programme gnd and the company's own scnpted
reality productions to cement this position

By second dmwsion, Dirkk Gerkens means those around
the 2 per cent audience mark The lsading division of
cable channels belongs to RTL Kub's other acquisitions,
Cool and Film Plusz, both doing well at around the S ar 6
per cent mark “The man increase was Cool,” he says,
"which became clearly the third channel, ahead of the
public broadcaster MTV" In all, RTL Kiub's portfolio of
cable channels increased its all-day average from 10 4
per cent of the market, to 12 3 per cent, in the target 18
10 49 age group

Advertising sales benefit from the innovative *rmimror ad
break’, where the same ads run at the same time across
Coal, Film Plusz and RTL Il, creating the third biggest ad-
vertising offer on the market “This idea 1s something we've
learnt frorm our colleagues 1n Spain and Croatra,” says Dirk
Gerkens, “in fact RTL Group as a whole is a fantastic res-
ervor for ideas, and its great to exchange nformation with
people who have run a farmily of channels for years "

RTL GROUP ANNUAL REPORT 2012

RTL BELGIUM

CLUB RTL'S NEW
‘CHANNEL WITHIN
A CHANNEL

As far back as 1995, Club RTL in
Belgium began positioning itself as just
as much a children's channel as a
men’s channel. Eighteen years on,
Club RTL still enjoys excellent viewer
ratings for the 18 to S4-year-old
predominantly male demographic, but also
takes its growing fan base among 4 to
10-year-olds very seriously.

In recent months, Club RTL has been reasserting its lead-
Ing postion armong male viewers, with new formats such
as Scénes de Cnmes and the staple diet of new fims,
popular senes such as CS! Mrary, CSI NY and CSI Las
Vegas moving from Plug RTL, and improved sports
coverage Club RTUs market share has increased signifi-
cantly as a result

So what about the kds? Well, in March 2012, Club RTL.
launched Kidz RTL - a ‘channel wathint a channel’ exclu-
sively for these younger generations The channel’s staple
formats for kids remain, with Disney and Studio 100 pro-
ductions that include Lutn Fiop, Fred et Samson, and
Mega Mindy now anng between 06 30 and 09 30 on
weekdays, and up to 15 00 on Saturdays

In a move that may delight audiences both young and
old, and do no hamm 1o its positoning with male viewers,
Club RTL also secured the exclusve nghis to UEFA
Cnampions League coverage from 2012 to 2015, to add
ta thesr Europa League coverage

A new corporate design helps viewers differentate be-
tween Club RTL and Kidz RTL as one switches to the
cther on the same channel It's a shrewd move, and part
of RTL Belgiurn's strategy to make Club RTL a channel
with more personality, punch and dynarmism for ts adult
viewers — without compromising its ever-growing popu-
lanity among t ngsters{







FULLY

GCONSOLIDATED

PROFIT CENTRES

AT A GLANCE

2012 2011 2010 2009 2008
MEDIENGRUPPE RTL DEUTSCHLAND €m £m €m €m €m
Revenue 1,982 1,912 1,892 1,732 2,020
EBITA 581 529 551 366 414

2012 2011 2010 2009 2008
GROUPE M6 €m €m €m €m €m
Revenue 1,387 1,421 1,459 1,377 1,354
EBITA 224 249 245 195 196

2012 20m 2010 2009 2008
FREMANTLEMEDIA €m €m €m €m €m
Revenue 1,711 1,429 1,272 1,183 1,203
EBITA 138 143 140 155 155




2012 2011 2010 2008 2008
RTL NEDERLAND €m €m €m €m €m
Revenue 431 491 429 371 436
EBITA 97 134 110 72 70
2012 201 2010 2008 2008
RTL BELGIUM €m €m £m €m €m
Revenue 210 216 219 203 216
EBITA 45 46 45 36 39
2012 2011 2010 2008 2008
RTL RADIO (FRANGE) €m €m €m €m €m
Revenue 180 184 182 174 189
EBITA 30 30 24 15 32
212 201! 2010 2008* 2008
RTL KLUB €m €m €m €m £€m
Revenue 101 99 105 83 -
EBITA 9 15 19 18 10~
ATL Kiub has been fully consabdated from Aprd 2008 Group contbution
2012 2011 2010 2008 2008
RTL HRVATSKA m €m €m €m €m
Revenue 31 37 as 41 50
EBITA (9) 0 {3) 3 2

—




ATL Group

Corporaie Communicalions
45, boulevard Pierre Frieden
L-1543 Luxemuourg

T +352 2485 5201

F +352 2486 5132
RTLGroup.com

Dutourst of joy

trang Dabaare Tareuhor u Hiourarning 4t
R71 Neaedind and presenter Wenoy van Dk
Lelebrdle gt g “felewae Swaids — the

Ouigh Ty ndusity s most presigrus honous
BTL 35 the Voice OF Holaod won the 2002
vogrien lelewagr-Ring for Best T programime

Popularity and trust

in 2012 Peter Klueppel celetraled 20 years of
presenting RIL Aktyall He is the longest-serving
anchorman on Geninan TV ~ and oia of the public
figures Germans Gust the most




