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Results 6M 2025

m€ 6M 2024 6M 2025 A

Reported growth 965.0 980.2 +2%
Revenues

Organic growth®™ +10.3% +0.5% -9.8%pts
EBITDA (adjusted) 263.3 266.3 +1%
EBIT (adjusted) 113.1 108.7 -4%
Net income (adjusted)?® 54.8 52.1 -5%
Free Cash Flow (adjusted) 21.7 -1.6 n/a
Capex 41.0 39.6 -3%

(Excluding exchange rate effects and effects from (de)consolidation and discontinuation of operations

@Adjusted for exceptional items and additional other reconciling factors in D&A (PPA related amortization and impairment losses),

in financial result and in income taxes
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Q2 2025 Market Dynamics: (D)OoH outperforming the global Ad Markets

Global Points of Reference Local German Peers Stroer Core Business

ors! Inflated Y

Reported Net Revenues Gross '_‘um net re\ler\ues Reported Net Revenues
§-T%-pOINts V-

Print Germany )

+3%

OoH Germany DOoH & OoH

+5% +2%

Ointernal estimates & ZAW; @Alphabet IR; ®)Meta; “Nielsen Numbers (gross) for Q2 2025; G)Programmatic DOoH 4 I STROER



H1 2025 Market Dynamics

Global Points of Reference

Local German Peers

Reported Net Revenues

Stroer Core Business

Gross pumbers nﬂated by 1

rs! "
r"/ po'mts ys. net revenueé
~6-1"/0"

- Ta2%
Radio Germany®
+2%

+2%

Minternal estimates & ZAW; @Alphabet IR; ®Meta; “Nielsen Numbers (gross) for H1 2025; ®)Programmatic DOoH

Reported Net Revenues

DOoH & OoH

+8%
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Outstanding Stroer Market Position in DOoH Categories
Premium (digital) Assets ensure overproportionate “Share of Growth”

30 mio. € net
market projection

7.920 6.338 77.633

Screens Screens Screens
100 Others
JCD
Others Others
75
50
~76% ~60% ~48%
o5 STROER STROER STROER
Public Spaces Retail Spaces Ambient Spaces

(>=2 sqm) (<2 sqm) (<2 sqm)

Source: FAW, IDOOH, Own Data, Projections, all by the end of 2024 6 I STROER



Programmatic digital Demand as a Growth Engine for Stroer’s

Core Business ...

DOoH revenue share of the OoH Media
segment!’

CAGR: 20% l
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Source: own data  'OoH Media w/o revenue from Services 2Programmatic DOoH
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OoH Category surges ahead with unmatched H1 Growth for 4+ Years
From pandemic Dip to peak Performance: OoH's winning Streak

Index Covid-19 pandemic

220
OoH
200

180

160

140 Online

Radio

120 / Total
— Print
100 =

l //\ \/\ TV

80

H1 2015 H1 2016 H1 2017 H1 2018 H1 2019 H1 2020 H1 2021 H1 2022 H1 2023 H1 2024 H1 2025

Source: Nielsen Numbers (gross) H1 2015 — H1 2025 8 I STROER



Success Cases Public Video
Huge Potential for technological Expansion

Lorenz | convergent campaign &

TicTok social integration
B

audible | convergent T} = & w34 o | o ... by | Alpecin | DCO |

campaign strategy S/ow
I
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statista a

Building the global #1 data engine
for Al-driven business intelligence

Al is a gamechanger for Statista

& Unlocking exponential usage

© Trusted data infrastructure layer for corporate
knowledge management systems

& Facilitating mission critical decision making




Al is ushering a fundamental shift in knowledge workflows

———————\

The future of Al

|
|
|
Today [ SNl =

CONTEXTUAL

AGENTIC

————\

RESEARCH

4

$450bn 88% 61% 58% 17%

of respondents say that they plan
total economic potential to increase Al-related budgets in
generated by Al agents by 2028 the next 12 months due to
agentic Al

of organizations believe that
agentic Al has transformative
potential

of respondents say that Al agents
are being fully adopted in almost
all workflows and functions

of business functions are likely to
have Al agents within 3 years

Source: Capgemini — Rise of agentic Al (2025); PwC — Key trends about Al agents in the enterprise (2025) 1 1 I STROER




Rapid, unprecedented adoption pace of Al tools is reshaping
corporate strategic focus

LLMs like ChatGPT have scaled exponentially ... ... reaching significant numbers of users across the globe

Current monthly active users (in Mio.) Current monthly active users (in Mio.)
OpenAl 000

5 days to reach
1 Mio. active users

600+ 600+
450+
~140
1 30+ 35
// I I
Nov-22 7/ Toda ; .
y perplexity gGrok &deepseel( Gemini @OpenAl O
Meta Al

LLMs require structured, verifiable data to produce reliable results, underpinning the demand for trusted data sources

Source: Company information; News reports 12 | STROER
Note: Latest available user information



Trusted data is the fuel for mass corporate integration of Al tools

—
YouGov

(& Cleanlab

“A Salesforce survey of nearly 6,000 global knowledge
workers suggests that Al has a data problem. |[...] In
fact, more than three-quarters of workers say that techradars)
accurate, complete, and secure data is critical to

building trust in AL”

“Data is the lifeblood of Al and analytics. [...] High-
quality, meticulously curated data is critical. Without

[jun]|
Hlllill
i

it, even the most sophisticated Al algorithms can miss
the mark in delivering meaningful insights.”

“Generative Al is a headline act in many industries, but
the data powering these Al tools plays the lead role
backstage. Without clean, curated, and compliant
data, even the most ambitious Al and machine
learning (ML) initiatives will falter.”

“According to 2020 Forrester Consulting study
commissioned by IBM, organisations that scale Al are
seven times more likely to be the fastest-growing
businesses in their industry. However, many are
struggling to adopt Al at scale because of gaps and
errors in their data.”

Agentic Al is set to become the wave of the future in the next 12 months, with reliable data serving as the fuel for its advancement, especially

considering that no human will be verifying the data

Source: Cleanlab; Salesforce; techradar; YouGov
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Statista is becoming the trusted data infrastructure layer for corporate
knowledge management systems

Researched data(" ! Exclusive data(®
! 85 Mio. synthetic

“persons” with 48
attributes

85 Mio.

20 Mio. data points
across 1k markets and

1
1
1
1
1
1
1
1
1
1
1
1
1
i
1
' 170 regions
External data source, : 3 Mio. interviews on Y
enriched with structured | 15k brands globally 20 Mio.
meta-data from Statista i
i 3 Mio.
"t = —
:
] :
1
1
1
1
_ i
Statistics ' In-depth Statistics (built from Consumer Market and Synthetic population
' industry reports exclusive Statista data pools) preference data industry forecasts
1

Vast, structured, accurate and proprietary data ensures strong usability across the whole corporate knowledge worker base

Note: () Bar charts not to scale 14 I STROER



Focus — Consumer Insights

Our solution in brief

3 Mio. interviews

0

Optimize your targeting
Understand audience media
behaviors

Understand personas
Understand consumer
needs and attitudes

Identify core Track consumer trends 56 countries & territories

audiences Quantify key consumer
Assess demographic trends worldwide
influences on purchasing
behavior

AR
\§=%

Analyze the customer 3.5bn+ consumers represented

journey
Identify the most relevant
marketing touchpoints

LN

Measure brand
performance
Track KPIs along
the brand funnel

15K international brands

9

Analyze the competitive

Unlock new markets landscape .
Measure market potential Gain insights on competitors

and their target audiences
and development Dive into politics and society g

Use our accessible DIY tool to
understand public opinion

500+ topics & industries

=y

Our Consumer Insights offer valuable insights into consumer behavior, preferences, and trends

15|STROER



Focus — Market Insights

Our process Share of Key Market Indicators by content area

Data « All sources are carefully validated for credibility and consistency

sources
m Economy
Data = Demographics
. » Automated data fetching from each source; pre-processed into a harmonized format
collection m Health
= TelCom
Data - ldentify and resolve gaps, inconsistencies, and incompleteness i
processing y gaps, ’ P Finance
Transportation
:‘:::':aacasting » Uses stats models and machine learning to smooth data and model growth curves Infrastructure
Education

ES;Tity « Automated error detection, expert review, source credibility scoring, among others
« Key Market Indicators cover datasets from all major
Data sectors of life and business for comprehensive insights

access « Access via Market Insights tool or tailored exports on request - Over 2,000 proprietary indicators across 8 major content
areas are available
« 40 years of historical data to support long-term trend

We don’t just compile data from institutions like the IMF or national statistics offices. We v
analysis

process, validate, model, and forecast these inputs internally to create proprietary Key
Market Indicators that improve the quality and reliability of our market insights

C%? 1k+ 170+ ﬁf up to 5 years @@ 20 Mio.
markets regions market forecasts data points

16|STI!OEI!




Statista is a globally leading source for accurate and trusted

business data

Ranking of websites based on # of backlinks(") Google SISTRIX visibility score
129th
134th
137th 6
14204
t 5
151 153
th
174 176t
I l 0.05 0.05 0.043 0.016
Ymsn @ statistas [ mmmer Tinve= Cawa  ebay statista®% Sy il FACTSET  [Wwwll  Z@ARSHIS  CAPITAL I

Source: Company information; (Y Majestic.com, as of Aug-05, 2025
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Structured core database accelerates integration across multiple
platforms underpinning strong growth

S

Structured
meta-data

® Statista's databases
get the basics right:
harmonized, and
structured data

® Holistic multi-layered
taxonomy

.

i)

Data
enrichment

® Meta-data enriched via
qualitative
annotations

® Enables context,
creating meaning,
and connecting the
dots

® Always with the
human-in-the-loop

i

Best-in-class
industry standards

® Centralized quality
control

® Storage optimized
via Al-readable
chunks

=p

Cutting edge
access

® Not only data
discovery and search

® But also Al- / Agentic-
interaction with
newly released MCP
services

&

Ecosystem
integrations

® Access further
supported with our
Statista Connect
offering

® Various API access
points and
ecosystem
integrations (e.g.,
Canva, Perplexity, Co-
Pilot)

J

General LLMs

4

Enterprise knowledge management systems

18|STROER



We have forged groundbreaking partnerships with the leading LLMs

@» Copilot

® Access Statista's global database seamlessly
and retrieve verified, trustworthy information
in real time — without leaving Microsoft 365
Copilot

® Enables the integration of Statista information

right into content creation workflows

“By embedding Statista data, Microsoft 365
Copilot now opens up a powerful new feature
for users: fact-based, data-driven decision
making directly in the Microsoft 365 apps — for
even more productivity and efficiency.”

— Chantrelle Nielsen (Group Product Manager)

/1) perplexity

® Access to more up-to-date data and fact-
based, verified answers

® Creating a new data journey with a deeper,
more helpful, and quantifiable layer of
information embedded in search results and
answers

“Every decision begins with a question, and
Perplexity is focused on providing trustworthy,
verifiable answers. Statista has always valued
reliable and accurate information, trusted by
decision-makers around the world, so they are a
natural partner for Perplexity.”

— Aravind Srinivas (Co-Founder and CEO)

Canva

® Access Statista's data points directly and in
real-time

® Convert data directly into advanced charts and
visualizations

“Our vision at Canva is to unite all the steps of
the data design journey in a single tool,
democratizing work that to date has only been
possible with special tools or training. With
Statista, we have found the ideal partner to
realize this vision”

— Duncan Clark (Head of Europe)

19|S‘l‘ll0!ll



We have forged groundbreaking partnerships with global leading
corporates

Selected examples
Leading global professional Leading global logistics Leading global consumer
services firm services provider technology company

v" Integration into the company’s central v Integration into the company’s central v Integration into the company’s internal market
knowledge management system knowledge management system research tool

v Access for all professionals worldwide v Access for all employees worldwide v Access for all commercial employees

v" Direct research capability for all professionals on v Connection via an application programming v" Connection via a model context protocol (MCP)
internal documents and selected external interface (API) server
data providers v Direct integration, without pilot phase v Currently in a paid pilot phase

v Connection via an application programming v Usage-based pricing model (based on credits) v Consumption-based pricing model (based on
interface (API) credits)

v' Currently in a paid pilot phase

v Usage-based pricing model (based on credits)

D D D

In a world of increasingly Al-generated content, trusted data is a scarcity — that is our edge

20 | STROER



Unmatched global blue-chip customer base as a strong foundation
for future growth

y T4 Y Y Y4 Y4 Y
Consulting FMCG / Tech & IT Media & Manufacturing Academia & Public
eCommerce Entertainment
Nestle
McKinsey J.PMorgan - GO gle N ETFLIX @P ﬁzer
& Company ’3‘% )
e
Unifeverr @acr Dne SIEMENS
WARBURG PINCUS 00 Metq rFCBl g 8 UNIVERSITY OF
m amazon @) BOSCH & CAMBRIDGE
’ - Invented for life
BNP PARIBAS ' Qﬁ o
o Sfaramount =28 Yale Universi
BAI N < gcﬁmmvnu-gw&mm MERCK I!Y" e University
& COMPANY O . zalando T
mgm
% BARCLAYS v @ Stanford
University
i ®
accenture ~J 2 Huawe Ehe New ork Eimes
P paypal e - NUS
E N 52 | B® Microsoft
pwc
& Santander Walmart SAMSUNG Siiddeutsche Zeitung @ ®» OECD
\. VAN A\ y, VAN V.
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Al will act as a catalyst to fundamentally transform Statista's usage,
scale, and monetization model, especially with corporates

= &
g’{\ R

Consumption Client retention

All knowledge

Research tool enterprise decision

making

Must-have data for
workers >

Researcher led >

@

Monetization model

Consumption

Pricing per seat > based /
per API call

Statista’s ever deeper integration into corporate knowledge systems will significantly enhance the growth and business model

22 I STROER



Statista is becoming the core data infrastructure layer for enterprise
search and corporate knowledge management systems

Statista.com Statista “Connect”

Data access Search, Expert tools, Data extract Conversational Al & Agentic Al

@ O

Workflow integration Download, reformat, modify, insert Direct integration into main workflows via API

( k Time to insight 5-30 minutes ) Seconds
Customizability Low Limitless

Target user Limited to expert researchers Every employee

Powered by a broad set of curated, verified, trusted, self-produced proprietary data

23|STIIOER
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Profit and Loss Statement Q2 2025

m€ Q2 2024 Q2 2025 A
Revenues 511.5 504.7 1%
Organic growth +11.5% -2.3% -13.8%pts
EBITDA (adjusted) 154.9 148.9 -4%
Exceptional items -3.5 -3.7 -5%
EBITDA 151.4 145.2 -4%
Depreciation & Amortization(") -79.7 -83.4 -5%
EBIT 71.7 61.8 -14%
Financial result() -17.9 -15.7 +13%
EBT 53.7 46.1 -14%
Tax result® -16.2 -13.8 +15%
Net Income 37.5 32.3 -14%
Adjustments® 4.8 3.6 -24%
Net Income (adjusted) 42.3 36.0 -15%

(
@
16

a

)Thereof attributable to IFRS 16 in D&A 55.1m€ (PY: 52.8m€) and in financial result 7.9m€ (PY: 8.0m€)

)Tax rate according to IFRS is 29.9% (PY: 30.2%)

)Adjusted for exceptional items (+3.7m€) and additional other reconciling factors in D&A (PPA related amortization and impairment losses, +3.5m€), in financial result (-2.0m€)

nd in income taxes (-1.6m€)

25 I STROER



Free Cash Flow Perspective Q2 & 6M 2025

Comment

Free Cash Flow (adj.) in Q2 positive but below PY due to
lower earnings and higher interest and tax payments

Increase in interest payments in Q2 as no payment for
fixed interest note loan tranche 2024 until Q2 2025

Positive Working Capital development and IFRS 16 lease
repayments on PY level in Q2 are outweighed YTD by Q1
effects

Bank leverage ratio") increased compared to PY due to
higher Net Debt including the acquisition of RBL Media in
Q4 2024 and higher dividend payment in Q2 2025

Q2 6M

m€ 2024 2025 | 2024 2025
EBITDA (adjusted) 154.9 148.9 | 263.3 266.3
- Exceptional items -3.5 -3.7 -8.2 -6.2

EBITDA 151.4 145.2 | 255.1 260.1
- Interest -21.1  -26.2 | -354 -37.9
- Tax -116  -17.0 | -246 -31.7
-I+ WC 3.0 72 | -16.0 -30.7
-/+ Others -3.1 -28 | -16.6 -14.0
Operating Cash Flow 118.6 106.5 | 162.6 145.8
Investments (before M&A) -21.6 -21.7 | -41.0 -39.6
Free Cash Flow (before M&A) 97.1 84.7 | 121.6 106.2
Lease liability repayments (IFRS 16)@ -51.0 -51.2 | -99.9 -107.8
Free Cash Flow (adjusted)® 461 335 | 21.7 1.6

(UNet debt and adj. EBITDA of last 12 month adjusted for IFRS 16

(@Part of Cash Flow from financing activities; )Before M&A and incl. IFRS 16 lease liability repayments

2.28 2.10 214 2.18 2.47

955.6

843.8 7942 8374 8642

/M Financial net debt
Leverage ratio(")

30 Jun
2024

30Sep 31Dec 31 Mar 30Jun
2024 2024 2025 2025

26 I STROER



Segment Perspective — OoH Media

Q2 6M
m€ 2024 2025 A 2024 2025 A
Segment revenue, thereof 242.4 2451 +1.1% 424.3 454.9 +7.2%
OOH 144.5 140.0 -3.1% 250.8 255.2 +1.8%
DOCH 84.9 93.0 +9.5% 148.8 174.3 +17.2%
Services 13.0 121 -6.6% 24.7 254 +2.5%
EBITDA (adjusted) 117.2 117.1 -0.1% 190.3 203.3 +6.8%
EBITDA margin (adjusted) 48.4% 47.8% -0.6%pts 44.9% 44.7% -0.2%pts
Comment

OoH Media continuously outperforming the German advertising market

DOOH, especially programmatic, remains the growth driver in the OoH Media segment; OOH and Services in H1 with low single-digit
growth rate against high PY comps driven by the UEFA EURO 2024 (Q2 2024: +20.6% segment growth)

Q1 2025 vs. 2023: +33.4%; Q2 2025 vs. 2023: +22.0%

Q2 earnings at PY level, YTD development follows revenue with mid-single-digit growth rate, margin at PY

27 I STROER



Segment Perspective — Digital & Dialog Media

Q2 6M
m€ 2024 2025 A 2024 2025 A
Segment revenue, thereof 215.3 209.7 -2.6% 418.7 415.9 -0.7%
Digital 107.6 104.7 -2.8% 203.5 202.8 -0.3%
Dialog 107.7 105.0 -2.5% 215.2 213.1 -1.0%
EBITDA (adjusted) 37.4 30.9 -17.3% 68.6 58.9 -14.2%
EBITDA margin (adjusted) 17.4% 14.7% -2.6%pts 16.4% 14.2% -2.2%pts
Comment

= Slight revenue decline in Q2 for both Digital and Dialog Media, YTD revenue almost at PY level in an overall challenging market

environment

» YTD earnings decline in both sub-segments mainly due to challenging online ad-mark and subdued scaling of direct marketing sales

force

» |n contrast to the negative market trend, t-online with revenue and earnings increase in H1

28 I STROER



Segment Perspective — DaaS & E-Commerce

Q2 6M
m€ 2024 2025 A 2024 2025 A
Segment revenue, thereof 85.6 84.7 -1.1% 177.6 175.5 -1.2%
Data as a Service 39.7 40.3 +1.5% 79.8 82.5 +3.3%
E-Commerce 45.9 44 4 -3.3% 97.8 93.0 -4.8%
EBITDA (adjusted) 8.9 8.9 -0.3% 21.2 20.3 -4.1%
EBITDA margin (adjusted) 10.5% 10.5% +0.1%pts 11.9% 11.6% -0.4%pts
Comment

» Statista: Revenue growth across all sales channels continued in Q2; however, business affected by negative currency effects and
reduced inbound platform sales; Pre-currency sales growth was 3.6% for Q2 and H1

= Asam: Revenues in Q2 below PY mainly in e-commerce and retail, reflecting subdued consumer confidence as a result of general
market uncertainties; YTD development also still affected by international wholesale distribution

= YTD earnings and margin broadly stable; at Statista at PY level; Asam YTD with reduced earnings despite slight increase in Q2

29 I STROER
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Outlook

Q3

= Revenue growth in core business (OOH Media) broadly in line with Q2;
Q4 will benefit from significantly lower comps

= pDOOH and DOOH as main growth contributors established

= Digital & Dialog Media with revenue development in line with H1

= DaaS & E-Commerce with improved revenue development compared to H1
Full-year

= Guidance for 2025 remains unchanged, with a higher dependence on
business development in the fourth quarter, due to summer business being
more subdued than originally expected

Mid- / Long-term

=  Double digit top-line growth (average) in our core business (OOH Media)




Financial Calendar 2025

Q3 2025 ¢ Q4 2025 ¢ Q1 2026 ¢ Q22026

March
: Publication of Preliminary
November 11 —

E Figures 2025
August 13 Publication of
Publication of Half-Yearly Q3 Quarterly Statement
Financial Report
‘
/

—i
—
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Disclaimer

This presentation contains “forward looking statements” regarding Stroer SE & Co. KGaA (“Stréer”) or the Stroer Group,
including opinions, estimates and projections regarding Stroer’s or the Stroer Group’s financial position, business
strategy, plans and objectives of management and future operations.

Such forward looking statements involve known and unknown risks, uncertainties and other important factors that could
cause the actual results, performance or achievements of Stroer or the Stroer Group to be materially different from future
results, performance or achievements expressed or implied by such forward looking statements.

These forward looking statements speak only as of the date of this presentation release and are based on nhumerous
assumptions which may or may not prove to be correct. No representation or warranty, express or implied, is made by
Stroer with respect to the fairness, completeness, correctness, reasonableness or accuracy of any information and
opinions contained herein.

The information in this presentation is subject to change without notice, it may be incomplete or condensed, and it may
not contain all material information concerning Stroer or the Stréer Group. Stréer undertakes no obligation to publicly
update or revise any forward looking statements or other information stated herein, whether as a result of new
information, future events or otherwise.
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