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Why these markets are attractive!

Minutes per day watching TV
70%

0 2001 2002 2003 2004 2005 2006 2007 2008 2009 2066

50%

40%

30%

20%

10%

0%

mmm Minutes per day 2010 —CEE, 2002010

=D,
—
@

TV Ad spend / Total Ad spenu

A TV viewing is significantly higher in CEE with a stable growing trend, making

A Share of TV advertising spend of total ad market is higher than in Western

TV very attractive to advertisers

Europe

2 Sources: ZenithOptimedia 2011, TNS
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Why these markets are attractive!

TV Ad spend per capita (USL TVAdspend WE and CEl

180 360

160 /\
310 .
120 260
100 /
210 /\/
160
/ CAGR 0.7%
110

<

(

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010

= |ndex, CEE market ———Index, Western Europé

A Advertising spend per capita is significantly lower in CEE, rendering a
significant growth potential

A CEE markets are growing faster than average in Western Europe

EASTERN PROMISES

3 Sources: ZenithOptimedia 2011
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Market Positions

Market position

Commercial
audience share
FY2010

(target
demographic)

Media house
(secondary
channels &
bundled sales)

MTG DTH
platforms

MTG Pay
channels

MTG Radio
channels

MTG Play
channels

N \ A g =N
a o 9 e v o @ ) -
Estonia Latvia Lithuania Czech. Bulgaria Hungary Slovenia Ghana Russia
Republic
#1 FTA Broadcaster in the Baltics #2 #2 #3 #2 #2 #4
41.9% 38.1% 40.7% 23.4% 28.2% 7.5% 10.1% 17.0% 15.6%
(15-49) (15-49) (15-49) (15-54) (18-49) (18-49) (18-49) (18-49) (14-49)
X X X X X X N/A N/A N/A
X X X X
X X X X X X X X X
X X X
X X X X

EASTERN PROMISES
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Baltics
Macro perspective

30%

\
\
/
4
4
\
\
\
\
[
[
[
[}
J
\
\
\
—"

20% _7Ns = i S
10% < -_—
-— \
0% \
2000 2001 2002 2003 2004 2005 2006 2007 2008\ 2009 / 010 2011 (FC)
-10% \ 7
V /
’
-20% \ ,
v/
-30% !/

-40%

Total Baltics, GDP (% yo

Unemployment, Baltics

Consumer expenditure, Baltic==«= TV Ad market, Baltic

A TV ad markets grew faster than GDP upuntil the crisis

A Already in late 2010 TV advertising market started to grow again after two
consecutive years of very strong decline

A Solid growth continues in 2011

OUR CORE MARKETS

7 Sources: IMF, TNS/MTG estimates
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Baltics

TV Adspend/cap (USD

TV Ad marketBaltics(MSEK)

1300
1100
900
700
500
300
Baltics Scandinavia
TopFiveAdvertisersegments Mobile operators Mobile operators
Retail Retail
Food Food
Beverages Beverages
Financidservices Pharmaceuticals
International/domestic clients (%) 70/30 25/75
Media agencies / direct buy (%) 90/10 95/5
Annualcommitments/ad hoc sales(%) 75/25 75/25

8 Sources: Zenith Optimedia 2011, TNS/MTG estimates

OUR CORE MARKETS
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Distribution overview Major competitors
= \_4
Free DTT '
D 2 8¢
Analog Mlﬁ.
terrestrial & &
10%

Kanal 2,

éCHIBSTED K11

Local owner LNT

Total 2 387 00CHH
Local owner LNK
mFree DTT = Pay DTT Analog terrestrial @mDTH = IPTV m Cable

A Digitalisation increasing penetration and reach. Lithuania to become fully
digitalised in 2012

A MTG is the only broadcaster with a Pan-Baltic footprint,
A Pan-territorial sales becoming increasingly important

A Operational synergies (centralized functions and Play-out facility)

9 Sources: MTG/Viasat statistics

OUR CORE MARKETS
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Baltics

Sales

Recessiorstrategy

wStimulatedemand
wPanBalticsales

wRebuild operations withlower
costbases

wContinueto investin
programmingo defendmarket
positions

Competitorrecessiorstrategies

ASchibstedtontinued to invest in
programming and lowered prices

ANewsCorpexited LNThew owners
with pure focus on costut. Strategy
to lower prices to gain market share.

=
P
v
4

ALNT madeselective cost
reductions and reduced prices
to protect market share.

50%
40%
30%
20%
10%

0%

-10%
-20%
-30%
-40%

MTG,Fnancialdev (%,yoy)

MTG Baltics, 2002010

——CSOV (A189)

Sales

Costs
MTG, CSO549)

Estonia

Latvia

Lithuania

Market growth

200¢
-28.%%

6.9%

200¢
40.2%

34. ™
40.4%

201C
-5.1%

-16.3
201C
41.9%

38.1%
40.74

10 Sources: Zenith OptiMedia, TNS, MTG estimates

OUR CORE MARKETS
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Baltics
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11 Relaunched\News CrimeNews




Baltics

Highly
operationally

- geared

Pan Baltic FTAnarket
leadership strengthened
during crisis
In the first step,
approx.500 MSEKf
TV market to regain

PrecrisisTV
W market CAGRf
18%
w TV marketsare
growing

@ Region iut
of crisis

w
o
@]
(]
14
)
(@)
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Czech Republic
Macro perspective

20%

¢

15%

10%

5%

\ 7 \ S
\ /
2000 2001 \ 2002 ,/ 2003 2004 2005 2006 2007 200&\\8099//2010 2011 (FC)

0%

-5%

-10%

-15% ) 3

-20%
= GDP

Unemployment

Consumer Expenditure === TV market development

A Czech economy grew at a rapid rate until the crisis i and went through it
relatively unharmed, with unemployment well below EU average

A TV ad market has been volatile over the last 10 years, but with strong
underlying growth

A Consumer spending picking up following only modest inflation pressure

OUR CORE MARKETS

13 Sources: IMF, Zenith OptiMedia, MTG estimates
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Czech Republic

Adspend/cap (USD)

4500

4000

3500

3000

2500

2000

1500

W. Europé  Czech Republic

TopFiveAdvertisersegments

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010

CzecRepublic
Mobile operators

Scandinavia
Mobile operators

International/domesticclients (%)
Media agencies / direct buy (%)

Annualcommitments/ad hoc sales(%)

Retalil Retail

FMCG Food
Consumegoods Beverages
Financial services Pharmaceuticals

96/4 25/75

99/1 95/5

99/1 75125

14 Sources: Zenith OptiMedia, ATO, MTG estimates

OUR CORE MARKETS
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Czech Republic

Distribution overview

IPTV; 9%

DTH; 20% DTT; 41%

Cable; 30%

EDTT mCable ®=DTH mIPTV

Total4 404000HH

Channel Ownerr Target CSOV**
m. - 1554

COOL % 20-40 25.6%
flove | MTG | 1544
na\va -

Szore | (M= | 1554 | 47.3%

N

* MTG is 50% owner of Prima, **Q1 2011

A We continue to challenge the incumbent with our media house strategy
A Major competitor has lost 11% in CSOV since 2009

A Prima LOVE launched in Q1 2011

15 Sources: Infroma 2011, ATO

OUR CORE MARKETS



Our Performance MTG

Recessiorstrategy MTG Czech Republic, 2062610
wWith aproactiveapproach and 30%
Sales new channellaunchessales 2% — —
were back togrowthin 2010 ig;’
10%
Costs wSwiftcostreductionefforts, to >
preservehealthy EBIT margins 0%
5% ZUUO <ZUU0 ZUU/ ZUUo ZUUY ZU1lU

-10%
-15% —_

wMedia housamplementation -20%
CSO P 3

\§
\
\
boostedtotal CSOV 12.5% -25% §
-
\

Competitorrecessiorstrategies MTG,Financialdev. (%,yoy) 200¢
Sales -15.09 3.6
(-/'/I: A Aggressive pricing strategy
‘ = through price decreases and Costs -5.2% 5.3%

bonus packages. MTG, CSO[5-54) 200¢ 201C

Total 20.8% 23.%%

OUR CORE MARKETS

16 Sources: Zenith OptiMedia, ATO, MTG estimates
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Czech Republic

Strong
operational
momentum

Havegained
W significant

CSOWver the

last 12 months

W Approx.800 MSEKf market
valueto regain in the first step

¥ Too early to conclud¢hat the
advertising market has started
to recover

w The country is
out of the
recession

w
o
O
O
o
Z)
O

18
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Bulgaria
Macro Perspective

65% _

45%

35%

25%

15%

5%

-5%

-15%

-25%

GDP Unemployment Consumer Expenditure === TV Ad market dev.

A GDP decline leveled out in 2010 with economy forecasted to go into growth in 2011

A TV Ad market grew with 24% CAGR 2000-2008 and started to
stabilize again in 2010

A Strong underlying dynamics with low ad spend per capita

OUR CORE MARKETS

19 Sources: IMF, Zenith Optimedia, TNS/MTG estimates



Bulgaria MIG

Adspend/cap (USD

200 1400
1200
160
1000
120 800
80 600
400 -
40
200
0 0

TopFiveAdvertisersegments Mobile operators Mobile operators
Retail Retail
Food Food
Beverages Beverages

Pharmaceuticals Pharmaceuticals "
International/domesticclients (%) 50/50 25/75 g
Media agencies / direct buy (%) 92/8 95/5 s
Annualcommitments/ad hoc sales(%) 85/15 75/25 g
[0
3

20 Sources: Zenith Optimedia 2011/MTG est., TNS
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Our Performance MTG

Recessiorstrategy MTGBulgarig 20082010

e T s

w Proactivityandefficicent 3506
Sales inventoryutilizationto counter

pricingpressure from CME 25%
. . 15%
wStreamlinedoperations and \
Costs efficiencyincreasesto 5% \C
optimizethe costbase N\ —_
2008 2009 2010
wProgrammingnvestmentsto -15% \\//

\§

\

eSell  ensurelongterm growthin e §
CSOV anMini-payrevenues SOV (189) —Tv A marketdeu §

.

§

-5%

Competitorrecessiorstrategies

MTG,Fnancialdev (%,yoy) 200¢

AAcquisition obTVfrom News Sales -22.69 1.0%

= Corp., market consolidated to
‘/'/I: two players Costs -0.3% 5.0%

v e L ALaunched secondary channe

. - MT 4 200¢ 201
AAggressive pricing strategy G, CSOW8-49) 00 01C

Total MTG 32.9Y 28.2%

OUR CORE MARKETS
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Bulgaria MIG

Distribution overview

Channel Owner Target CSOV*

Cable
50% : H
| 1849 | 28.2%

Analog B
terrestrial tv
21% =

[Yrena (7'/': 1849 53.0%

PTVIOther | [ acrion  [eimreesrs

2%
Ecomedy

* Q12011

H Analog terrestrial m Cable mDTH mIPTV/Other

A MTG operates a fully integrated mediahouse, with clearly positioned channels
A Primary channel Nova (FTA) remain the strongest in urban areas
A Digitalisation of terrestrial distribution expected to take place 2014-2015

OUR CORE MARKETS

22 Sources: TNS TV Plan establishment Survey 2010, TNS
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Bulgaria



