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Slovenia

Key Facts:

Population 2:

Per capita GDP 2:

Real GDP growth 2:

Unemployment rate 5:

TV households 1:

Average daily viewing minutes (Total Individuals) 6:

Total advertising market 4:

TV advertising market 4:

TV advertising market growth 4:

TV advertising spend, per capita 4:

TV advertising spend, percent of GDP 4:

Country and Economy 2005

2000 2005

2.0 million 2.0 million

$9,528 $17,050

4.6% 3.7%

7% 6.1%

0.63 million 0.64 million

162 167

$70 – 85 million $90 – 110 million

$40 – 50 million $55 – 65 million

Minimal Minimal

$22.50 $27.50

0.24% 0.16%

Advertising Market Breakdown 2005

Slovenia

Source: Mediana IRM

All 2005 details are forecast.

Source: 1Informa Telecoms and Media / 2Global Insight / 3ZenithOptimedia / 4CME calculated or estimates /
5Slovenian Institute of  Macroeconomic Analysis and Development / 6 Peoplemeters AGB Nielsen Media Research, 2005

TV
59%
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5%

Internet & Cinema
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14%
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Slovenia

Competition

Source: 
1Nine months to September 2005
2Informa Telecoms and Media / Peoplemeters AGB Nielsen Media Research 

Slovenia

• Main competition is 
the state broadcaster

• Signal overspill from 
neighbouring 

countries attracts 
some viewers

• Cable network is 
analogue only; some 

digital satellite in 
English

Stations All Day Audience Share 

Nine months to September 2005

Source: Peoplemeters AGB Nielsen Media
Cable penetration:      58% of households (0.37 million) (2005)2

Satellite penetration: 18% of households (0.11 million) (2005)2

National Reach
All Day 

Audience 

Share 1

State Broadcaster
SLO 1 100% 25%
SLO 2 99% 9%

Private Broadcasters
Pop TV 95% 27%
Kanal A 89% 9%
Neighbouring countries stations 8%
Others 22%

Pop TV
27%

SLO 1
25%

SLO 2
9%

Neighbouring 
countries stations

8%

Kanal A
9%

Others
22%
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Slovenia

Regulating Body:

License Period:

Expiry Dates:

Renewal:

Regulatory Environment

Source:Pro Plus

• Maximum daily advertising time 15% of daily broadcasting 
time and limited to 12 minutes per hour.

• 20% of broadcast must be internally produced or directly 
produced on order. 

• Public interest restrictions on liquor and tobacco products.

• No advertising permitted during news, religious or children’s 
programming, if program shorter than 30 minutes.

• Public broadcaster must, of the yearly broadcast time, show at 
least 25% Slovenian audio visual works with at least 10% 
produced by independent producers.

• State TV advertising restrictions

•10% of daily broadcasting time can be used for 
advertising, maximum 12 minutes per hour but 9 
minutes between 6 pm and 11 pm.

License / Advertising Conditions

Post and Electronic 
Communications Agency, 
Broadcasting Council, 
Ministry of Culture

10 Years

August 2012

Full renewal given to POP TV 
and Kanal A in 2002

Slovenia
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Slovenia

POP TV and Kanal ASlovenia

Launched: 1995 20001

Ownership: 100% 100%

Licence expiry: 2012 2012

Broadcast reach: 1.9 million 1.9 million

Hours broadcast: 16 hrs 16 hrs

Locally produced hours broadcast 2004: 1,211 hrs/21%           1,235 hrs/22.4%

Prime-time locally produced content 2004: 589 hrs 480 hrs

*All day audience share 2005: 27.0% 9.0% 

*Prime time (19 - 23 h) audience share 2005: 31.7%      10%

Advertising share 2004: 58% 18%

Local audience ratings agency: Peoplemeters AGB Nielsen Media Research

1 Kanal A was acquired in 2000 / *Target Group: 10+
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Slovenia

Clients

Top Ten Advertising Clients

Slovenia

• YTD 2005 net 
revenue $44.0 million

• Approximately 400 
advertising clients in 

total

New advertisers or product categories who have rece ntly entered the market include: 

financial services companies, alcoholic beverages companies

• Benckiser Adriatic

• Mobitel

• Si.Mobil

• Danone Osterrich Gmbh

• Ferrero International S.A.

• L‘Oreal Slovenija

• Wrigley

• Beiersdorf

• P&G
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Slovenia

Advertisers ProfileSlovenia

Advertiser Porfolio

% %
21% Finance 4%
13% Automotive 11%
11% Entertainment & Media 3%
10% Retail 6%
9% Mail Order 0%
8% Food 25%
8% Telecoms 9%
7% Cosmetics / Toiletries / Household Cleaners 28%
7% Travel and Transport 1%
7% Government, Social and Political Organsiations 1%
0% Other 13%

100% 100%

UK Market * Pop TV / Kanal A

Source: * ZenithOptimedia 2004
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content: Locally-made, youth targeted 
programmes, daily infotainment 
show, plus movies, sitcoms, 
entertainment

target audience: 15 to 44 years

Country Analysis – Slovenia

Ownership: 100%

Economics: 100%

Operating Companies: Produkcija Plus d.o.o.

License Companies: POP TV d.o.o. and 

Kanal A d.o.o.

Stations: POP TV and Kanal A

Description of Operations

Source: Pro Plus

Content and Target Audience

Slovenia

content: Variety of locally-made programmes, 
daily news show, movies, series, 
entertainment and sport

target audience: 10 +

Pop TV

Kanal A



9

Maribor

LLUBJANA

Country Analysis – Slovenia

Transmission Coverage 2005

KEY:

CME TRANSMISSION COVERAGE

Highest ground

Lowest ground

• National reach: 87%

Slovenia

Source: CME
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Slovenia

Power Ratio

All day all country audience share and revenue share nine months 2005

Source: Peoplemeters AGB Nielsen Media Research

Slovenia

Source: Mediana IRM

CME Audience 
Share
36%

Others Audience 
Share
64%

power ratio:
2.1

CME Revenue 
Share
76%

Others Revenue 
Share
24%
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accessday prime

Slovenia

Source: Peoplemeters AGB Nielsen Media Research, 2005

CME versus competition hour by hour ratings

Target group: 10+ (1.1. - 18.10.2005)

Slovenia
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Slovenia

Segment Net Revenue, EBITDA and EBITDA Margin

Slovenia

Slovenia Q3 2005 Q3 2004 Growth % Guidance 2005 FY2004 Gr owth %
Net revenue 31.5 31.0 2% 47.0 45.4 4%
EBITDA 10.2 11.9 -14% 17.0 19.1 -11%
EBITDA margin % 32% 38% 36% 42%
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For a reconciliation of non-GAAP financial measures presented here to most comparable GAAP financial measures, please see the corresponding reconciliation slide in 
the CEO Overview -CME Investor Meeting November 2005 presentation, which is published on our website at www.cetv-net.com.
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Slovenia

Looking AheadSlovenia

• POP TV as a principal supplier of content to new media users 

• Arrival of new advertisers to the market 

• Maintain cost discipline during periods of slow market growth 


