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Key messages

A Good early progress in delivering the strategic plan, including important new commercial deals

A Strong foundation on which to drive growth
i TV viewing very robust, particularly in Scotland
I STV Broadcast uniquely positioned to build programme and advertiser brands
I STV Productions well pl aced to meet
I STV Digital profitable and growing, with VOD viewing going mainstream

A De-risked business model vs ITV, and incentivised to drive digital

A New investment entirely self-funded

A Robust balance sheet and increasing returns to shareholders

gr owi ng



2018 H1 highlights

Total
revenue

+6%

Total
advertising revenue

+6%

Operating
profit

+9%

Digital
revenue

+24%

Production
revenue

+42%




In May, we highlighted significant potential for improvement at STV

ASTV not famous for enough new programming beyond news
ATV brand perceived as ageing and safe

ASTV2 not cutting through

ANews very broadcast-centric and does not embrace digital

BROADCAST

~\
ASTV Player user experience lags competition
DIGITAL Alimited distribution and lack of personalisation
A/OD content proposition not broad enough )
~

ASub-scale and no strong USP
PRODUCTION MNeeds to be more of a magnet for creative talent
Doesnot make the best of the STV br oadcaj

Ansufficient organisational focus on growth areas
Risk averse and lack of leadership in places
ACulture is corporate not creative



We have developed a clear vision for the kind of business STV needs to
become

Agile, creative,
fun place to
work
A magnet for

Giving back creative talent

to Scotland

Connecting h

Making a

with audiences Scotland® home of news range of great
and advertisers and entertainment content

Embracing the

personalised Clear ‘and
future of TV committed

Digital front and branding
centre



To implement the vision we are focusing on 3 strategic objectives

Maximise the value of our broadcast business by delivering high quality,
cost-effective news and entertainment

Drive digital growth by creating an STV for everyone

Build a world class production business




To mirror our 3 objectives we have created 3 business divisions and recruited
first class talent to deliver the strategy

BROADCAST

BOBBY HAIN

Vast experience across multiple
media in Scotland and wider UK

Senior STV executive since 2000

Expertise across editorial,
commercial and marketing areas

Responsible for key relationships
with ITV, Ofcom and the major TV
platforms

DIGITAL

RICHARD WILLIAMS

Experienced digital leader

Most recently ran
service, UKTV Play

Successfully delivered digital
strategies at Virgin, Yahoo, BBC
and ITV

Starts in October

PRODUCTION

New MD will be announced in
September and start at STV in

RIGVEmber \, 5 p




BROADCAST

Wedbve made good progress with our othe

\

STRATEGIC Divisional restructure completed
OBJECTIVE

News 2020 transformation programme progressing
Maximise the value of our _ _

6pm news bulletin to be relaunched in Sept
broadcast business by

STV2 closed on 30" June

delivering high quality,

cost-effective news and Sale of local licencesto T h at 6 ®mfleted

entertainment £2m divisional savings on track

NN NN

Formats Unit created to pilot new ideas on STV




BROADCAST

STV beating BBC1 in peaktime

366k 359k

107k 97k
64k

I l 36k 32k 32k 23k 21k
. [ | [ | [ | - -

STV BBC1BBC2 CH4 CH5 1ITVv3 E4 ITV2 BBC4 Film4

Source: - BARB Jan-Jun 2018, peak time (18:00 - 22:30), individuals

TV still dominates video, with STV flourishing

226 minutes

eof TV viewing per

higher than UK average

Consistently outperforming ITV

STV has delivered 100% of

miTV
mSTV

all commercial audiences

over 500K so far this year

2015 2016 2017 2018

Source: BARB, viewing figures i first half of year. STV figures include +1 and HD . STV = 0930-2400, ITV = all day

STV viewing share so far in 2018 is highest since 2009




BROADCAST

Our new STV Growth Fund is already enhancing our regional advertising sell

50+ deals in 4 months
()

2nl/ Aberdeen -
Sports Village >

UNIVERSITY OF
ABERDEEN S{A/‘ff.'}pgsﬁ‘\

5pm:

BRODIEFLOORING < esk glazin®

Qualty Flooring Speciaists WIERRUS-DRORS-CONSERNATORIES

CREDIT UNION

CLASGOW

home sweeter home

34% of members new to TV

£1.5m
allocated 30% lapsed TV advertisers

far
SR 36% growing TV spend

AThe STV Growth Fund has gi
take my business on to TV for the first time, when
previously | wouldnoét have

It . o0
John Paul Reilly

JPR Interiors

Commercial

Welcome
to the
STV Growth Fund




DIGITAL

Wedbve made good progress with our Digi

STRATEGIC New Digital MD appointed
OBJECTIVE

Creation of new Digital division

: L Improve STV Player reliabilit
Drive digital growth by " / /

HD simulcast launched pre World Cup

creating an STV for

everyone Increase supply of drama boxsets

Widen STV Player distribution

AN NENENEN

New content partnerships
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DIGITAL

STV Player continues to be the fastest growing PSB VOD service, fuelled
by the World Cup, box sets and the soaps

Online Online Long form video
viewing revenue requests

+ /3% +61% +29%

STV Player World

Live (simulcast) Registered iRz oleeinG

requests users

+68% 2.8m +266%

on World Cup 2014




DIGITAL

We have agreed a valuable, long-term partnership with Virgin Media to deliver
an enhanced viewing experience across STV and STV Player

STV Pl ayer to | aunch to Vi
for first time in January 2019, with STV controlling all
digital ad sales

STV to be the first UK PSB

in partnership with a major TV platform

s Enhanced advertising and marketing commitment
from Virgin across STV services and increased

promotion of S Tpvo@samres amVirgira



We have also launched 2 trial content partnerships to broaden the Ilias
STV Player content proposition and attract new audiences

LIT T LE
DOT
STUDIOS

Little Dot Studios are a youth-focused
digital content studio and broadcaster

STV Player will feature a range of content
fromLi t t | echabDreeks,&tarting with
edgy documentaries and kids content

Hundreds of episodes of high quality kids
content including In the Night Garden and

Bob the Builder

These partnerships offer potential for STV to access new sponsorship,
advertising and subscription revenues
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