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Current Total & TV Ad market: 30% below last 10-year average

5,603

7,985

4,260

Spanish Ad market

Source: Infoadex.

Total Ad market
In € million

-17% vs all-time average

-47%

-30% vs last 10 year average

+42%

2,317

3,469

1,703

-18% vs all-time average

-34% vs last 10 year average

-51%
+50%
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1.3%
6.0%

21.0%

41.6%
43.4%

40.0%

9.1% 8.5% 9.5%

39.5%

34.4%

22.5%

Spanish Ad market

Source: Infoadex. Press includes newspapers, magazines and Sunday supplements

TV and Radio stable. Internet grabbed Press share

Ad market by media
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European avg

0.7%

Spanish Ad market

Source: Eurostat. Infoadex & other sources

0.7%
0.8%

0.6%

1.1%

0.6%
0.4%

0.7%

0.5%

1.0%

0.4%

2003 2013

10bps

30bps

20bps

10 bps

10bps2003

2013

Spain: the biggest drop in Ad spend intensity

Ad spend as % of GDP 

0.6%
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Spanish TV Ad market

Source: Eurostat. Infoadex & other sources

75

100

80

71

97

56

2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013

Spain: the most severe adjustment in TV Ad intensity

TV Ad spend as % of GDP
In index terms
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Television industry

Average daily viewing 
In min

213

244

143 146

191

211

253

293
302

341

Ind 4+

13 to 24

4 to 12 

25 to 44

45 to 64

>65

TV viewing in constant growth in all age groups

Source: Kantar Media

Age groups
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Television industry

Source: Arce Media

Ad spending by sector far below the last 10-year average

Ad spending by sectors
% 2013 vs last 10 years average 

Beauty,
Hygiene &
Cleaning Food Autos Telcos Retail Finance Beverages Others

-22%

-34%

-58%

-34%

-19%

-30%

-52%

-38%

10 years average

2013=-34%

17% 14% 10% 8% 8% 8% 6% 29% Average weight
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2014 key issues: Ad market recovery & regulation

Spanish TV industry in 2014

• Better macro outlook
• Positive ad market

Ad market

• Closure of DTT channels
• Digital DividendRegulation

• M&A movementsPay TV

2014 key issues
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Spain: Macroeconomic indicators

Positive outlook for household consumption & GDP

-0.3%

-0.8%

1.8%

2.5%

-1.6%

-0.6%

0.8%

2.4%

2012 2013 2014e 2015e

Consumption

GDP

Consensus

Source: Consensus= Panel of 18 research institutions (sep14). In nominal terms

Household Consumption & GDP 
Yoy growth
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Television industry: Advertising market

Source: Infoadex

Spanish TV Ad market: A clear recovery

Gross TV Ad market 
Yoy growth

1%

-14%

-8%

-15%
-18%

-15%

-24%
-21%

-16%

-10%

-3%

6%
3%

8%

22%

Q1 11 Q2 11 Q3 11 Q4 11 Q1 12 Q2 12 Q3 12 Q4 12 Q1 13 Q2 13 Q3 13 Q4 13 Q1 14 Q2 14 Q3 14

FY11=-10%

FY12=-19%

FY13=-6%

9M 14=+10%

Source: Infoadex.
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Television industry: Advertising market

Source: Internal Estimates

9M 14: Most of the sectors in positive

Ad spending by sectors
% 9M 14 yoy

Beauty,
Hygiene &
Cleaning

Food Autos Telcos Retail Finance Culture Health Others
-10%

3%

8%
4%

16%

6%
4%

20%

48%

15% 13% 11% 11% 11% 10% 5% 5% Weight19%

9M 14=+10%
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Television Industry: Legal issues around DTT channels

Net TV

Commercial FTA TV landscape after the closure of 9 channels

Veo TV

Closure of 9 DTT channels from May 6th 

(1.7%) (1.6%) (1.6%)

(1.0%) (0.7%)

(0%) (0%)

(0%) (0%)

(29.9%)

(29.3%)

(3.3%)

(3.1%)

(x%): Audiences at jan-april 14 (Total Ind, 4+)

* Channel leased to Gol T until Dec 2015

*
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New technical plan

New HD 
channels

New SD 
channels

MUX1 MUX2 MUX3 MUX4 MUX5
1/3 

MUX6

New technical plan approved in sep 14

Television Industry: Digital Dividend
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Television industry: Pay TV

Pay TV position in Spain

Pay TV sector in Spain

Pay 
TV
22%

Penetration
% households

Audience
% Total Individuals 4+

Pay 
TV
6%

Ad market share
% Total TV ad market

Pay 
TV
3%

Source: CMT, Kantar Media, Infoadex
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Television industry: Pay TV

Source: CMT

M&A movements around Pay TV

Pay TV sector in 2013
% households

D+ (satellite)
10% TEF (IP)

4%

Ono (cable)
5%

Gol T (DTT)
1%

Others
2%

Non Pay TV
78%

Pay TV: 22%

TEF

VOD
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Atresmedia: A leading communication group

Solid and clear group structure

OTHERS

ADVERTISING

*

* Channel owned but currently leased to GolT until Dec15



17Roadshow back up_Mar 2013 17Morgan Stanley TMT Conference_Nov 2014

Solid market positioning

20%

RADIOTELEVISION

42%

ATRESMEDIA

20%

TV Ad market Radio Ad market Total Ad market

Source: Infoadex & internal estimates

Atresmedia: Market positioning
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D

2014: Growth drivers across every division

Consolidating upward trend in audience
Europa FM: price increase potential
Launching a third radio station (Melodía FM)

Atresplayer
“Pure” internet content

Reinforcing our current TV model
Adding value through the merger
Benefiting from market rationalisation

Diversification
• Hola TV
• Media for Equity
• Others

Atresmedia in 2014
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11.7 11.5

12.5
13.4 13.6

14.6
14.2

13.9
13.5

14.6

16.0

14.5

12.2

10.2 10.0

11.8 11.7
12.5

13.4
13.8

14.8

13.8
13.3

12.2

13.7

13.0

12.0

10.0

8.2 7.9

Antena 3: A growing channel and Commercial Target leader

Total Individuals
24h

Commercial Target
24h

Source: Kantar Media. Jan-Oct 14. Total Individuals (4y+)

Atresmedia Television: TV audiences by core channel

Source: Kantar Media. Jan-Oct 14. Commercial Target (16-54 y)
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4.9

6.0

7.0
6.0 6.0

6.6

9.5

8.5
7.9

5.8

6.6 7.7

7.6 7.4
8.1

6.8

5.8
5.2

La Sexta: The best growth story

Total Individuals
24h

Commercial Target
24h

Source: Kantar Media. Jan-Oct 14. Total Individuals (4y+)

Atresmedia Television: TV audiences by second channel

Source: Kantar Media. Jan-Oct 14. Commercial Target (16-54 y)
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18.9

16.7 16.7

28.1 29.0
30.7

25.8

28.8 27.9

15.9
13.8 13.6

30.9 31.4
33.2

28.0

31.0 30.2

Atresmedia TV: Solid ratings despite losing 3 channels from 2014

Total Individuals
24h

Commercial Target
24h

Source: Kantar Media. Jan-Oct 14. Total Individuals (4y+)

Atresmedia Television: TV group audiences

Source: Kantar Media. Jan-Oct 14. Commercial Target (16-54 y)
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Discipline in costs to maintain flat costs yoy

2014 
OPEX

guidance

2013
TV 

Opex

21
23 24

26

30
32 31

33
32

28

22

Total TV OPEX (net of distribution fees)
€ million per 1% audience

2013 cost per 1% audience at 2003-04 level

Sources: Kantar Media & Atresmedia

Atresmedia Television: Increase in efficiency…

≈
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Atresmedia Television: A successful business model

Atresmedia Television: …being loyal to our model
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Leading sales 
house

Clear TV 
identity

Multimedia

strategy

Outstanding

Radio model

Diversification

Based on a clear strategy

Atresmedia: Positioning & Strategy
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Male Female

55-64

4-12

Age

Balanced and varied TV offer

Positioning & Strategy: Television
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3,903
4,033 4,123

4,324
4,498

4,761 4,742
4,925

4,812 4,849 4,834

2,401 2,456 2,492 2,563 2,573 2,623 2,596 2,654 2,598 2,623 2,602

1,425 1,497 1,548 1,657
1,819

2,009 2,018 2,102 2,045 2,017 2,020

209 212

1st 11 2nd 11 3rd 11 1st 12 2nd 12 3rd 12 1st 13 2nd 13 3rd 13 1st 14 2nd 14

Atresmedia Radio: Steady growth

Atresmedia Radio: Audiences

Source: EGM Surveys Monday to Friday  (.000) ( Moving average). 
*Atresmedia Radio  includes Onda Cero, Europa FM and Melodía FM

Thousand of listeners
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Launch of Melodía FM, our 3rd radio station

Positioning & Strategy: Radio

# 2 talk radio
2.6 mill listeners

# 3 music radio
2 mill listenersSecond radio player in Spain

4.8 million listeners

232 Radio stations

20% market share

Source: EGM  2013 yearly average
Market Share: Internal estimates

New music radio

Launch in january 14
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Four main sources of audience & revenues

Atresmedia Digital
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Four main fields of action

Web platform

Atresplayer

Reach increase

Users registration

TV model

“Pure” internet content

Internationalization

Contents

Distribution

Access to new users

Mobile & Connected TV

Second screen

Comm. product optimization

Pay contents

Other non ad-based rev.

Monetization

Positioning & Strategy: Digital
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Atresmedia Diversification: 
Gathers other non-ad based projects

Positioning & Strategy: Diversification

Other
businesses

Photo album

Atresmedia
Diversification

Media for
Equity

Clothing
e-shop

Couponing

International
(Pay TV channel
in USD)

VoD
Pay TV

E-learning

International
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Target: EBITDA margin>25%

EBITDA Margin >25%
(from ≈10% in 2013)

2013

1,700

All time 
average

2,100

EBITDA Margin >25%
(from ≈20% in 2013)

2013

400

All time 
average

460

Market
Gross Ad revenues

(in € mill)

Market
Gross Ad revenues

(in € mill)

Atresmedia: Main medium term goals
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Target: Other revenues up to 10% of Total Revenues

10%

5%

Other revenues than TV & Radio 
as % of Total Revenues

Media for equity

Atresmedia: Main medium term goals
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Target: Solid balance sheet and attractive dividend policy

Dividend policyTotal Net Debt Target
(H1 14: €124 mill) 

€100 mill

€150 mill

€130 mill
last 10y avg

Total 
Net 
Debt

Payout ratio

≥80%

Atresmedia: Main medium term goals
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Back up: 9M 2014 Financial Results

Back up
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Atresmedia

Net Revenues 626.2 581.2

EBITDA 84.3 45.5

Net profit 47.1 28.3

9M 14 9M 13

+7.8%

+85.5%

YoY

+66.7%

OPEX 541.9 535.7 +1.2%

9M 14 Results in € mill: P&L

EBITDA Margin 13.5% 7.8%

Net profit Margin 7.5% 4.9%

Source: Atresmedia’s financial statements

EBIT 72.0 32.4 +122.2%

EBIT Margin 11.5% 5.6%
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Atresmedia Television 

Total Net Revenues 554.5 512.3

EBITDA 69.9 33.8

EBIT 59.6 23.2

9M 14 9M 13

+8.3%

+106.8%

YoY

+157.5%

OPEX 484.6 478.4 +1.3%

9M 14 Results in € mill: P&L

EBITDA Margin 12.6% 6.6%

EBIT Margin 10.8% 4.5%

Source: Atresmedia`s financial statements
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Atresmedia Radio

Net Revenues 59.6 56.1

EBITDA 9.0 9.3

EBIT 7.7 7.3

9M 14 9M 13

+6.1%

-3.3%

YoY

+4.9%

OPEX 50.5 46.8 +8.0%

9M 14 Results in € mill: P&L

EBITDA Margin 15.2% 16.6%

EBIT Margin 12.8% 13.0%

Source: Atresmedia’s financial statements
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Atresmedia: Others Division

Financials

Contribution to consolidated group

Mainly represents the business lines: Atresmedia Cine, Atresmedia Eventos, Others (Digital, Música Aparte,…). 

Net Revenues 12.1

EBITDA 5.4

9M 14 9M 13€ mill

12.8

2.3

Revenues split

Source: Antena 3’s financial statements

Others
62%

A3 
Cinema

24%

A3 
events

14%
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Legal Notice

The information contained in this presentation has not been independently verified and is, in any case, subject to

negotiation, changes and modifications.

None of the Company, its shareholders or any of their respective affiliates shall be liable for the accuracy or completeness

of the information or statements included in this presentation, and in no event may its content be construed as any type of

explicit or implicit representation or warranty made by the Company, its shareholders or any other such person. Likewise,

none of the Company, its shareholders or any of their respective affiliates shall be liable in any respect whatsoever

(whether in negligence or otherwise) for any loss or damage that may arise from the use of this presentation or of any

content therein or otherwise arising in connection with the information contained in this presentation. You may not copy or

distribute this presentation to any person.

The Company does not undertake to publish any possible modifications or revisions of the information, data or statements

contained herein should there be any change in the strategy or intentions of the Company, or occurrence of unforeseeable

facts or events that affect the Company’s strategy or intentions.

This presentation may contain forward-looking statements with respect to the business, investments, financial condition,

results of operations, dividends, strategy, plans and objectives of the Company. By their nature, forward-looking

statements involve risk and uncertainty because they reflect the Company’s current expectations and assumptions as to

future events and circumstances that may not prove accurate. A number of factors, including political, economic and

regulatory developments in Spain and the European Union, could cause actual results and developments to differ materially

from those expressed or implied in any forward-looking statements contained herein.

The information contained in this presentation does not constitute an offer or invitation to purchase or subscribe for any

ordinary shares, and neither it nor any part of it shall form the basis of or be relied upon in connection with any contract or

commitment whatsoever.

Investor Relations Department

Additional information

Phone: +34 91 623 46 14

E-mail: ir@atresmedia.com

Web: www.atresmediacorporacion.com
Download pdf document


