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$337M

TOTAL AIRTIME
REVENUE

3,330,332

POPULATION

LOCAL AIRTIME
REVENUE
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$13.7M
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' 3,631,100

N $65.3M

1,245,701
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72 RADIO

30 TV SUB ONLINE MOBILE
MARKETS SOCIAL

~ STATIONS
~—==REACH POTENTIAL OF REACH POTENTIAL OF 57 INDIVIDUAL
$ 5.2M 6.3M REGIONAL WEBSITES
@ 16,403 AVERAGE DAILY
UNIQUE BROWSERS!
A 53 FACEBOOK PAGES

35 TWITTER PAGES

303

1. Nielsen Online Ratings — Market Intelligence (Domestic), Average Daily UB Dec 2013 — September 2014. 74

SALES STAFF ON THE GROUND
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TOTAL REVENUE

TOTAL PACKAGES

n 125 61 37

BRANDWORKS RADIO BRANDWORKS TV BRANDWORKS
CLIENTS CLIENTS MULTIMEDIA CLIENTS
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$2. 5M

OVER THE PAST 7 YEARS

$12M
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DIGITAL AD SPEND SIGNIFICANT GROWTH

FY14

ga4p 1220

SOURCE: PRICE WATERHOUSE COOPERS IAB DIGITAL ADVERTISING SPEND REPORT: FY 14



DIGITAL DISPLAY FASTEST GROWING SEGMENT

(Excluding Paid Segérch,/ Google)

FY14: $2.38B
+34% YOY

DRIVEN BY DIGITAL VIDEO, MOBILE AND SOCIAL

SOURCE: PRICE WATERHOUSE COOPERS IAB DIGITAL ADVERTISING SPEND REPORT: FY 14
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Mobile is eating the world

Social Local Mobile Video



SCA TRAFFIC +909% INCREASE SINCE DEC 2012

300,000 AVERAGE DAILY UNIQUE BROWSERS
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2012 2013 2013 2013 2013 2014 2014 2014
Source: Nielsen Online Ratings — Market Intelligence, Average Daily UB, 1/12/2012 to 30/09/2014

SCAdigital niclsen o



SCA SOCIAL SIX TIMES LARGER THAN NEXT RADIO GROUP

6,000,000 4
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Source: Facebook, Oban Social - Jul 2013 to Sep 2014
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SCA ENGAGEMENT VOLUMES DWARF OTHER MEDIA

7,500,000 —
J’E 64M
5 6,000,000 —
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SCA NOVA ARN NINE NEWS  ALLURE MEDIA SEVEN ZIFF DAVIS, SOUND MAMAMIA FAIRFAX CBS KIDSPOT GUARDIAN

INC. ALLIANCE MEDIA  INTERACTIVE AUSTRALIA

* Average Engagement: Average of Facebook’s "People Talking About This" figure taken daily from 1/07/2014 to 30/09/14.
SOURCE: FACEBOOK - SCA FACEBOOK DATA - AS AT 1/10/2014
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% ADUB VIA MOBILE (EXC. TABLET)

SCA LEADS THE PUBLISHER INDUSTRY WITH MOBILE FIRST PRODUCT STRATEGY

80%

70%

60%

0%

40%

79%

HIGHEST MONTH EVER!

76%

HIGHEST MONTH EVER!

DRIVEN BY DIGITAL

CONTENT & SOCIAL
"’q""" TRIPL
\ [ | [ | [ [ [ [ | [ | | [ | [ \
JUNE SEP DEC MAR JUNE SEP
2013 2013 2013 2014 2014 2014

Source: Nielsen Online Ratings — Market Intelligence (Domestic) - % of Avg. Daily Unique Browsers (ADUB) via mobile (exc. Tablet) — May 2013 to September 2014
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DIGITAL REVENUE GROWTH

FY14 + 19%
FY15 + 30% oLy

102

SOURCE: SCMG INTERNAL



DIGITAL PARTNERSHIPS ACCELERATING GROWTH

AD TECH + PROGRAMMATIC CONTENT + SOCIAL

&

\) TRITON
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DIGITAL STRATEGIC FOCUS

SCA DIGITAL ___ SCA COMMUNITY
BROADCAST + CONNECTED == OF PROFILED
AUDIENCE DEVICE FANS
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SCA AUDIENCE ENGAGEMENT

DRIVING PROFILE DATA
SCA _I__DROFILE
CONTENT CONSUMPTION S PURCHASE

EXACT e - ﬁ N b .TENT PAYMENT

ACTIVE

GENDER
- LOCATION



DIGITAL HEADLINES

* Investment in Original Digital Content and New Digital Product is
driving daily traffic growth three times faster than the AU Digital

Market in H1. *
e SCA dominates Radio Peer Group and closing gap on Digital
Publishers. **

e Strategic focus on Profile data will improve Commercial and Non
Commercial content effectiveness across devices.

* Source — Nielsen M.I
** Source — Nielsen M.I
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SCA SET UP TO MEET THE NEEDS OF OUR CLIENTS

CONTENT
TRADING IDEAS & CREATION ACTIVATION
Effici:ng:rt]rsading Disruptive Production Execution
Agcuracy Talent Content excellence
Integration Quiality

Automation
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DEPTH OF
TALENT
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FINE LINE BETWEEN

CUT THROUGH + INVASIVE




FROM T0

L/ Brief Brief
Brainstorm \“
J idea Content/
talent

Content for 10 for idea N _

approval S O Mlﬂ

N V4 10 svccess

Fleshed out & Fleshed out &

presented presented
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2Day FM

20 August at 12:00- @ -

Check out the rogue odours hitching a ride in Pamela Vanderson, will our
passengers notice?

We did some experiments with Ambi Pur Australia & New Zealand -
WATCH here: http://bit.ly/PamVanExperiment

Boost Post

44,592 people reached

Like - Comment - Share - €37 (13 &2

8

A s om0

Ambi Pur Road

Trip
At any moment, your car could be
hijacked by bad smells.

SR Hevd a free ride this weekend?
L ond Book

="

Sycney's Hit Music
29 siaton

Adiana Grande
Guy Sebasban

5 Seconds Of Summer

Martin Soleig

EllaHenderson

s

Dont give odours @ ride.

114  soursern cross avsereo






miab

e GroupM Annual event — invite only
¢ 400 executives responsible for $3.0B in ad spend
e Partners —SCA, Pandora, Shazam, Newscorp, Val Morgan
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METRO RADIO AUDIENCE & POWER RATIO (18-54)

Power Ratio
SCA Metro Radio
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——Today =——SCA Duopoly =—Triple M

SOURCE: Nielsen Audience, 0600-2400, Total People, KPMG Industry Revenue, *2014 audience Jan-Aug, Revenue Share Jan-Jun for Metro TEN 118



REVENUE BUILDING PROJECTS

e Improved systems — e trading

¢ Deeper use of talent and integration for clients
e Data - Tracking of audiences across media

e Further leverage of assets

119
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