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OUTDOOR

Intfroduction

» Strong results delivered by the successful multiple path growth strategy

» Positive industry dynamics & investment in digital products drive financial performance

Revenue f 20% on LY to $300.8m p ;

EBITDA*

f 62% on LY to $73.3m

s

Prospectus Exceeded prospectus & gUTd/dfnce
,4[4/:( - -

ol

Digital screens | [ commissioned in 2015

Locality: Melbourne CBD, VIC | lllumination: Static | Format: Transit Maxibus

| Acquisitions 3 asset acquisitions completed

Final dividend of 11 cents
(fully franked)

Dividends

' yudiR)

*Pro forma
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THE CENTRE FOR ATTENTION.

OUTDOOR

R
eview | Multiple path growth opportunities

»  Leadership - Maintain leadership positions in our key Outdoor categories in Metro a

> Quality - Invest in premium products & the highest quality digital screen log =chnology

Growth - Pursue multiple path growth opportunities through:

Digital screens

Organic

Acquisitions
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THE CENTRE FOR ATTENTION.

OUTDOOR

| Pro forma

-

S millions Growth $ Growth %

Revenue 300.8 250.6 50.2 20%
EBITDA 73.3 453 28.0 62%
EBITDA margin 24.4% 18.1% ‘

NPATA 43.3 23.7 19.6 83%

EPS - diluted (based on NPATA) 26.0 cents 14.1 cents 11.9 cents 84%

Net debt / EBITDA

Leverag
1 o

st
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THE CENTRE FOR ATTENTION.

OUTDOOR

—
Revenue by ecountry | Growth both sides of the Tasman

S millions 2015 2014 Growth $ Growth %
Australia 271.4 230.1 41.3 18%
New Zealand 29.4 20.5 8.9 o gz

20%

TOTAL 300.8 250.6 50.2

Market growth Market s'HOr /

28.7%

New Zeala

Australia

Australia

New Zealan
- Source: OMA and OMANZ =2014 m2015

New Zealand

5 Market up 17.2 . or the year with stronger Q4 > Market growth 11.9% & significa
growth than anficipated

> Share growth includes Auckland ,

> Market share up 0.9 percentage points November 2014) & Rc
August 2015)
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THE CENTRE FOR ATTENTION.

OUTDOOR

-
™,

bf‘"co’regory | All categories growing

S millions Growth § Growth %

Billboards

Transit 101.0 921.7
Rail 22.8 16.2
Airport 33.1 19.8
TOTAL 300.8 250.6 50.2

> _, rparf revenue growth assiste
effect of Auckland Airport &
Airport contract

»  Digital revenues include
Airport categories

-
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THE CENTRE FOR ATTENTION.

OUTDOOR

Growth in digital & stafic

S millions 2015 2014 Growth $ Growth %
Static
Digital
TOTAL

Digital %

73.3

2013

—Il)ligiial % mmmm EBITDA ($Sm)
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THE CENTRE FOR ATTENTION.

OUTDOOR

s| Pro forma

g S millions Growth $ Growth %

Revenue 300.8 250.6 50.2 20%
Expenses (227.5) (205.3) (22.2) l 11%
EBITDA 73.3 45.3 28.0 62%

EBITDA margin 24.4% 18.1%
Depreciation (7.5) (7.1)
Amortisation (2.7) (2.8)

EBIT 63.1 35.3 27.7 78%

Profit before tax 59.5 31.3 28.3

/.'

NPAT 21.6

NPATA

et rough of 56%

as expected
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THE CENTRE FOR ATTENTION.

OUTDOOR

Continued margin expansion

S millions Growth $ Growth %

Revenue — 300.8 250.6 50.2 20%

Direct costs 186.0 166.3 19.7 12%
(186.0) (166.3) 097 _df  12% :
Gross margin 114.8 84.3 e

Gross margin % 38.2% 33.6%

2015 Full Year Results | 22 February 2016 12



THE CENTRE FOR ATTENTION.

OUTDOOR

£ $ millions Growth $ »  Operating cashflows fu

X EBITDA 73.3 453 28.0 investment activities, divi
Working capital & non-cash items 11.7) (0.4) (11.3) debt redulc_:’rlon B
OCF before capex 61.6 44.9 16.7

Tax & di

h [ fi 85% 99% .
Cash conversion ratio increqs

Capital expenditure (13.5) (20.9)
Asset acquisitions
Other

OCEF after capex
1‘

Net cashflow

Net debt - end of year
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THE CENTRE FOR ATTENTION.

OUTDOOR

Substantial headroom

e $ millions Dec 2015 Dec 2014 Growth $ > Net assets of $248m up

& Cash 9.0 9.9 (0.9) on previous year
Other current assets 75.8 66.3 9.5
_ Investment «
Property, plant & equipment 77.9 71.8 6.1

by operc

Intangible assetfs & goodwill 222.9 213.9

Other non-current assets

y  $55mr
31
fa

Total assets

Trade & other payables

Tax & other provisions
ings

S

Total Liabilities (141.1) (147.3)

Net assets 248.1 216.3
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OUTDOOR

| Elite Screens

» Leadership position extended with 52 Elite Screens

» Additional 18 Elite Screens built & operational in 2015
> Only premium quality Metro locations

»  Industry leading technology

> Half of new screens in important Sydney market

»  Advertiser support contfinues to broaden

» Increased use of digital creative capabillities

Sydney 14 5 9
Melbourne 11 8 3
Brisbane ; 9 8 1
Adelaide 5 2 &
Perth 5 8 2
New Zealand 8 8 =
Total 52 34 18

Locality: Warringah Freeway, NSW | lllumination: Digital | Format: Elite Screens
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OUTDOOR

Locality: Sydney Airport, NSW | lllumination: Digital | Format: Elite Screens
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OUTDOOR

THE NEW RANGE ROVER EVOQUE

BORN IN
THE WILD.
RAISED

IN THE CITY.

% E 5 o v
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ot : landrover.com.au
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Locality: Military Rd, Cremorne;, NSW | lllumination: Digital
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Locality: City West Link, NSW | lllumination: Digital | Format: Elite Screens
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OUTDOOR

| XtrackTV

Continued strengthening of breakthrough new
product

Expanded info Brisbane & Adelaide — a network
of 83 panels

All four major capital city rail audiences now
reached

Key characteristics of unique audience &
environment resonating with advertisers

Ability to play TVCs / content is attracting
advertiser's screen budgets

Locality: Wynyard Station, Sydney NSW | lllumination: Digital | Format: XtrackTV




OUTDOOR

| Organic

Renewed & expanded key contracts

»  Sydney Airport win & development

)

)

)

Retained T1 & external billboard contract
Won T2 internal contract (commenced Oct)

Delivered a significant development capital
program

World leading digital formats installed - 4 external
and 119 infernal

Strong advertiser support

»  Renewed WA Bus advertising contract

> Asset upgrades at Auckland Airport complete

»  Won Media | ‘National Sales Team of the Year’
award

Locality: T2, Sydney Airport, NSW | llumination: Digital | Foermat: Airport

NATIONAL

Al ES TEAM OF THE YEAR

Miawaros APN OUTDOOR
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OUTDOOR

| Acquisitions

» Targeted acquisitions support strong organic growth

This is 3

¥ you thisk you're over, you probably are.

» Three asset acquisitions completed in 2015
»  Roadside Attractions in NZ

i B

» Drive by Developments in Australia

»  Adspace in Australia
-\ﬂ-- \4‘---

»  Strong digital development opportunities ;:'f;;l ;-?-u;m‘.i?--;lﬁ

»  Aligned with category & quality focus

» Totalinvestment of up to $45m depending on site
approvals | $12m spentin 2015

Locality: Princes Highway, Point Cook#VIC | lllumination: Siatic' | Fermat: Large Formati Billboard
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THE CENTRE FOR ATTENTION.

OUTDOOR

| Continuation of Multiple Path growth s’rr—",

» Digital Screen development

> Accelerated rollout of Elite Screens targeting 20+
new Elite Screens in 2016 — mostly conversions

»  Currently 54 screens active with approval to
develop an additior

Xtro
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OUTDOOR

| Continuation of Multiple Path growth strategy.

»  Organic
» Audience Growth — Expect to continue the absolute & relative audience growth of Outdoor

» Conftract renewal profile
> No major renewals in 2016

»  Assessment of new contracts may offer opportunities

> Marketing inifiafives

A

Q5 / OUTDOOR
TEAM PARTNER

AUSTRALIA

»  Olympic partnership association

> Continue to lead research to better understand the
relationship between our products & consumers

Locality: Sydney Airport, NSW-lllumination: Digital | Format: Elite Screens

, “"Acquisition activity

»  Further targeted acquisitions to be explored
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OUTDOOR

» Focused multiple path strategy is delivering results
> Key financial drivers

»  Strong market fundamentals with improved market
share in Australia and New Zealand

& \\\\ W\

g
Celebrate Sydney's world of creativity, your way. 7

» Increased digital penetration attracting new paLy | Aot Music | Sage | Taks S %’/f‘
. . . > . | B e 5 i
advertisers & expanding margins o —— PRSSeNwON.

= 1

»  Strategic acquisitions

) Con-I-rOC-I- WinS & renewals success Underpin gI’OWTh Locality: Sydney CBD, NSW | lllumination: Static | Format: Transit Megaside

» Leadership in large format digital enhanced with
accelerated rollout in 2016

- .
» Future strategic growth agenda well progressed &
delivering results
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THE CENTRE FOR ATTENTION.

OUTDOOR

Outdoor advertising momentum from 2015 has continued into the early months of 2016. However, our
revenues and earnings are weighted to the second half of the year. Assuming a continuation «
market conditions we expect a revenue increase for 2016 in the rang to 11% and full
be in the range of $84m to $88m.

Demand from advertisers and agencies for our larg 1S remains stro

we are planning to acc new digital

e have comr roved and o
St 3
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OUTDOOR

Aboul APN Outdoor | Most progressive Trans-Tasman Outdoor business

Portfolio of premium, high-traffic

metro sites across specific categories:

» Billboards — Large format static &
digital

»  Transit network across Australia —
90%+ coverage of Australian
capital city bus & tram networks

»  Alirports across Australia & New
Zealand, including internal &
external digital sites

»  Rail - including roadside locations
& XtrackTV

APN Outdoor’s strategy
is characterised by:

)

Leadership positions in our
chosen categories

Digital conversion &
development

Premium quality &

metro-centric focus o

.;Ifi;’\!}PEN A '
Consistent track record of | SMTHER_ ‘
contract renewals

Consumer led marketing focus

b ¢ —IL
B You G

il -

AIRPORTS
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THE CENTRE FOR ATTENTION.

OUTDOOR

enses | Pro forma

i -

S millions 2015 2014 Growth $ Growth %

Direct costs - (186.0) (166.3) (19.7) 12%
Overheads (41.5) (39.0) (2.5) P> 6%
Total expenses (227.5) (205.3) (22.2) 11%

Rental of ad space (121.8) (108.2)
Employee expenses (31.9) (29.3)
Sales & marketing

O lenses

Total expenses (227.5) (205.3)
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THE CENTRE FOR ATTENTION.

OUTDOOR

1 | Pro forma to statutory results

S millions 2015 2014
Statutory NPAT 41.0 (12.2)
Onerous lease - 4.5
Other one-off adjustments - 3.6
Strategic realignment - 1.3
Listed company cosfs (0.9)
Offer costs 11.9
Management Equity Plan

Ne . lrles’r adjustments

e G' et

=

Pro forma NPAT 41.4 21.6
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THE CENTRE FOR ATTENTION.

OUTDOOR

liation to balance sheet

S millions Dec 2015 Dec 2014

Borrowings

Senior

Working capital ) g : -
Gross debt '

Cash
Net debt before borrowing costs

ﬂlg costs

Net debt
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THE CENTRE FOR ATTENTION.

OUTDOOR

e & disclaimer

This presentation contains general information about the activities of APN Qutdoor Group Limited Subject to any continuing obligations under applicable law or any relevant listing rules of the
(ACN 155 848 589) (APO or Company) which is current as at 22 February 2016. It is in summary Australian Securities Exchange, APO disclaims any obligation or undertakings to disseminate a
form and does not purport to be complete. It presents financial information on both a statutory updates or revisions to this information.c me. Any forward looking state e including

basis (prepared in accordance with Australian accounting standards which comply with the projections, guidance on future re arnings and estimates, are provic
International Financial Reporting Standards) as well as information provided on a non-IFRS basis. only and should not be relie indication or guarantee of fut
This presentation is not a recommendation or advice in relation to APO or any product or service looking statements in known risks, uncertainties anc
offered by APO’s subsidiaries. It is not intended to be relied upon as advice to investors or APQ’s actua achievements to differ materiall
potential investors, and does not contain all information relevant or necessary for an investment perform sed orimplied by these forwarc
decision. It should be read in conjunction with APO's other periodic an i i s and estimates in this p
announcements filed with the Australian Se bject to change without not I

Results for the 12 months to 31 De d on interpretations T
the results of APO include

ew Zealand, exchange rat
t requlatory risks in the busi

No representatic

Cl

410N, assurance or guarant
forward looking statements i

2 't':performance is no guarant
8
on itute an offer to issue
oducts in any jurisdicti

(I

Any recipient o

stric 1. Th

p
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