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Growing in difficult market conditions
June 30, 2010 
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Safe Harbour Statement

Thispresentationcontainswrittenor oralforward-lookingstatements,includingthoserelatedto ourcapitalneeds,businessstrategies,

expectationsand commitments. Statementsthat includethe wordsñmayò,ñexpectò,ñintendò,ñplanò,ñtargetò,ñprospectò,ñforecastò,

ñbelieveò,ñprojectò,ñanticipateò,ñestimateò,ñcontinueòandsimilarstatementsofa futureorforward-lookingnatureidentifyforward-looking

statements. Forthesestatementsandallotherforward-lookingstatements,weclaimtheprotectionof thesafeharborforforward-looking

statementscontainedin thePrivateSecuritiesLitigationReformActof 1995. Forward-lookingstatementsareinherentlysubjectto risks

anduncertainties,manyof whichcannotbepredictedwithaccuracyor areotherwisebeyondourcontrolandsomeof whichmightnot

evenbeanticipated. Futureeventsandactualresultsaffectingourstrategicplanaswellasourfinancialposition,resultsofoperationsand

cashflows,coulddiffermateriallyfromthosedescribedin or contemplatedby theforward-lookingstatements. Importantfactorsthat

contributetosuchrisksinclude,butarenotlimitedto,theeffectof thecreditcrisisandeconomicdownturnin ourmarkets; decreasesin

televisionadvertisingspendingandthe rateof developmentof the advertisingmarketsandthe paceof anyrelatedrecoveryin the

countriesin whichweoperate; thesuccessfulintegrationof MediaProEntertainmentandthebTVgroupin Bulgaria; ourabilityto make

futureinvestmentsin televisionbroadcastoperations; ourabilityto developand implementstrategiesregardingsalesandmulti-channel

distribution; changesin thepoliticalandregulatoryenvironmentswhereweoperateandapplicationof relevantlawsandregulations; the

timelyrenewalof broadcastinglicensesandourabilitytoobtainadditionalfrequenciesandlicenses; andourabilitytoacquirenecessary

programmingandattractaudiences.

Fora moredetaileddescriptionof theseuncertaintiesandotherfeatures,pleaseseetheñRiskFactorsòsectionin our mostrecent

QuarterlyReportonForm10-QfiledwiththeU.S. SecuritiesandExchangeCommission. Forward-lookingstatementsspeakonlyasofthe

dateonwhentheyweremadeandweundertakenoobligationtopubliclyupdateorreviseanyforward-lookingstatements,whetherasa

resultofnewinformation,futuredevelopmentsofotherwise.



Headlines
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Recoveries are starting in some markets but are slower and 

more fragile than expected.

We still expect overall growth in the second half of the year.

We are successfully integrating the newly acquired  bTVin 

Bulgaria into CME.

Inventory is selling out; we are prepared to increase prices in 

the fall.

Depreciation of EUR against US$ is affecting our results. 



Questions? 

4



Exports and industrial output is growing in all 

our markets.

In Czech Republic and Slovenia GDP and 

TV Ad market grew in Q2. Prices will follow.

ING June 28:  "With better debt and budget 

deficit figures than most of the Eurozone, 

and cheaper labour costs, emerging Europe 

should clearly outperform the Eurozonein 

2011. ñ  (Charles Robertson, Chief 

Economist , ING)
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CEE recovery is slow and mixed  

Good news 

Credit ratings of Greece, Spain and Portugal cut

Romania and Bulgaria announce austerity 

measures to reduce public spending

Hungary announces potential default

US$ has strengthened against EUR by 10% since 

our last earnings call  

Romania, Bulgaria and Croatia expected to remain 

in recession in 2010 

Retail and consumer confidence has not recovered 

from its low point in 2009

TV ad spending in our markets continued to decline 

in Q2

Bad news 



Q1 macros: Q1 was the lowest point 
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Source: Bloomberg
Source: European Commission,Eurostat

Source: CME Internal Estimates (April 29th, 2010)
Source: Eurostat

Consumer Confidence Index
Arithmetical representation of expectations

TV Ad Market
Annual Change Rate, %

Final consumption expenditure of households
Annual Change Rate, %

Consumption fell less than GDP 

in 2009 but is lagging the export 

driven recoveries in 2010.

Consumer confidence fell 

sharply last year.  Signs of 

improvement are varied.

Some economies already 

showing signs of recovery. 
Real GDP Growth
Annual Change Rate, %
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Macroeconomic estimates 
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Real GDP

TV Ad Spend

0.0%

0.4%

(5.4%)

Q2 2010

Source: CME estimates based on average economist consensus reports issued in April, May  & June 2010 (ING, BNP, JPM, Bloomberg), TV ad spend ïCME estimates 

FY 2010

1%

(1%) 
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CME today: vertically integrated media and entertainment company

ÁWe are leaders in audience 

in all our 6 markets

New Media

ÁWe launched over 40 online 

products and services with 

2.0 million daily unique 

users

Content

ÁWe are  integrating Mediapro 

and became  a leading 

producer and distributor of 

television fiction in the region

We sold Ukrainian operations and focused on EU and EU accession countries  

We laid foundations for revenue diversification and new revenue sources  

We streamlined operations without jeopardizing our leadership  positions  

Broadcast

We acquired bTVin Bulgaria consolidating our market position 
We are the winner of the region. Some 

players left, some players are prepared to 

leave é.  



The future of CME ðone content, multiple distribution

Our Goal by 2014 is to be one of the largest media companies in Europe 
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