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Å 66 channels in 33 countries 

Å Reaching 125 million viewers 

Å 28 Free-TV channels in 11 countries

Å Satellite Pay-TV platforms in 9 countries 

Å 38 Pay-TV channels sold over 3rd party cable & satellite networks in 32 

countries

The largest broadcast footprint 

Now spanning 4 continents



Four Broadcasting Segments

Ownership: ¹ 95%; ² 50%; 3 85%

Sweden

Norway

Denmark

Estonia

Latvia

Lithuania

Bulgaria¹

Czech²

Hungary

Slovenia

Ghana

Å4 satellite platforms

ÅVirtual operator in 3rd

party cable & IPTV 

networks

Å19 Free-TV channels Å5 satellite platforms ï

Baltics, Ukraine3 & Russia2

Å19 channels included in 3rd

party pay-TV packages 

Å9 Free-TV channels

Free-TV 

Scandinavia

Pay-TV 

Nordic

Free-TV 

Emerging Markets

Pay-TV 

Emerging Markets

3



Multi-channel 
media house

Linear distribution 
on all platforms

Addition of catch-
up services

Multi-channel 
media house

Linear distribution 
via terrestrial

Addition of catch-
up services

Own satellite 
platforms

Virtual operator in 
3rd party networks

Newly launched 
OTT service

Own satellite 
platforms

Pay channels 
included in 3rd 
party cable & 

satellite networks

Integrated structure

Present across the spectrum

Free-TV

Pay-TV

Å Occupying the central 
market position to 
which all modern 
broadcasters aspire

Å Owner, packager, 
distributor & pricer of 
content across 
multiple markets

Å Aggregator of Free-
TV & Pay-TV 
channels & content 
across all major 
distribution platforms

Å Constantly leveraging 
content & channel 
offering to expand into 
new markets  
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Company
# of 

Countries
Free-TV Pay-TV

Catch-up / 

OTT
Position

Antena3 1 Yes No Yes Incumbent

ITV 1 Yes No Yes Incumbent

M6 1 Yes No Yes Challenger

Mediaset 2 Yes Yes Yes Incumbent

ProSiebenSat.1 8 Yes No Yes Challenger

RTL 10 Yes No Yes Incumbent

TF1 1 Yes No Yes Incumbent

CME 6 Yes No Yes Incumbent

CTC Media 3 Yes No Yes Challenger

TVN Poland 1 Yes Yes Yes Challenger

BSkyB 2 No
Yes 

DTH & Broadband
No -

Sky Deutschland 2 No
Yes: 

DTH & 3ôrd party networks
No Incumbent

33
Yes: 11 

countries

Yes: DTH & package 

supplier in 9 countries & 

mini-pay in 32 countries

Yes: Unique 

range of content 

& offering

Challenger

5

Unique profile 

Integrated broadcaster



Segmental revenue mix

43%

46%

11%

Advertising

Subscription

B2B / B2C

66
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Free-TV Scandinavia Pay-TV Nordic Emerging Markets

2010 revenue mix

ÅBalanced revenue mix of cyclical 

advertising sales & linear 

subscription sales

ÅUnparalleled efficiency due to 

control of content, packaging, 

pricing & distribution

ÅIntegrated operating structure yields 

synergies & leverage 

ÅEnables proven resilience to 

economic downturns

Balanced revenue mix

Creates competitive advantage



77

Delivering profitable growth

MTG = Made To Grow
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non-recurring items



8

Ahead of western peers 

With emerging market exposure

Estimated Sales Growth - 2013

Source: BoAML sell-side research for peer group & sell-side consensus for MTG
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In line with strategic objectives 

ÅAnnual organic sales growth of more than 10%

12% y/y growth at constant exchange rates in 2010

ÅOperating profit margin of more than 20% for Viasat Broadcasting            

(even excluding associated company income)

17% operating profit margin in 2010 excluding CTC Media & 

21% including CTC Media (22% for combined Nordic operations) 

ÅIncreasing proportion of Emerging Market sales & operating income

22% of Group revenues & 20% of Group operating income from Emerging 

Markets in 2010

ÅGeneration of healthy ROE & ROCE

30% ROE & 25% ROCE in 2010

ÅGeneration of healthy Total Shareholder Returns

TSR of 34% for the full year 2010 & 27% for period 1 Jan 08 - 31 Mar 11
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Set for continued profitable 

growth 

ÅSales growth & resilient profitability through the cycle due to balanced 

revenue mix, geographical diversification & challenger status

ÅHigh levels of operating leverage due to efficient integrated operating 

structure, with strict cost-control & cash management

ÅAsset light model with low gearing levels enables re-investment in growth 

(organic & M&A) & rising TSR

ÅFocused broadcasting group with consistent & independent long-term strategy
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Free -TV growth drivers

Structural tail wind still blowing in 

Scandinavia

ÅPrincipal challenger 

ÅMedia house model & strategy

ÅFavourable macro environment

ÅTV viewing time increasing

ÅTV gaining advertising market 

share

ÅAVOD, local  & bundled sales add 

new dimension

Well-positioned for recovery in emerging 

markets

ÅIncumbent or challenger

ÅMedia house model & strategy

ÅTypically incumbent +1 structure

ÅTV viewing time increasing

ÅTV has high share of media spend

ÅLow CPT vs. W European markets -500
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Pay -TV growth drivers

Premium Content Provider of Choice in 

Nordics

ÅSolid satellite foundation with ARPU 

growth from price increases and VAS 

penetration

ÅPlatform agnostic as virtual operator 

with growing subscriber base in 3rd 

party cable & IPTV networks

ÅDevice agnostic following launch of 

industry-first OTT offering
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Pay-TV Scandinavia

Pay-TV Emerging Markets

Reversing the model in Emerging Markets

ÅSuccessful high growth mini-pay 

channel business across 28 countries

ÅGrowing mini-pay subscriber base with 

low ARPU ïjust entered Africa

ÅMini-pay channel business profits being 

reinvested in development of satellite 

platforms

ÅRussia & Ukraine = ideal satellite 

markets due to large geographical area 

& low levels of competition



Content is King    

Nordic satellite platform example
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Premium

Basic

Viasat3rd party
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Making it big in Hollywood

And with independent studios 
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Buying windows are changing

Favouring integrated players 

US theatrical release

DVD sales

DVD Rentals

TVOD

Pay Per View

Pay-TV 1st window, SVOD / Catch-up

Pay-TV 2nd window, SVOD / Catch-up

Free-TV 1st window SVOD/Catch-up

SVOD

Library

H1 H2 H1 H2 H1 H2 H1 H2 H1 H2 H1 H2

Year 1 Year 2 Year 3 Year 4 Year 5 Year 6



First ever cross -over deal

Free -TV deal with Pay -TV rights

Å 4 year deal with Fox Hollywood studio includes SVOD, Catch-Up and series renewals -

approximately 1,600 hours of premium content 

Å Includes Free-TV premiers of all Fox theatrical feature releases ïWall Street: Money 

Never Sleeps, Black Swan, Never Let Me Go, The Chronicles Of Narnia: The Voyage Of 

The Dawn Treader, Gulliver's Travels, and X-Men: First Class 

Å Includes all new Fox TV series from 2012 slate

CONTENT RIGHTS PLATFORMS

Internet to PC & STB

Mobile Phones

Satellite

Terrestrial

Cable & IPTV

Exclusive for 

Free-TV channels

Catch-up Free-TV channels

SVOD

TVOD
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Unparalleled sports offering

Long term relationships



Constant & consistent expansion

The channel factory

Free-TV

Pay-TV

HD-TV

2006 2007 2008 2009 2010 2011
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