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GENERAL INSIGHTS

»

»

»

»

»

»

»

The media market in Bulgaria rebounds after the pandemic, driven by an increase in TV and digital ad revenues.

Traditional TV viewership and daily TV reach decrease rapidly as we move out of the pandemic. This trend, combined with the fact that TV
still delivers the lowest possible CPT (price per thousand contacts) and the FIFA World Cup in Qatar, put a high pressure on the inventories of
the main TV groups in 2022. Advertisers feel more than ever the importance of campaign visibility and positioning, increasing their interest
in product placement, content sponsorship and non-standard formats.

Despite the decrease of traditional TV viewership, TV content is more relevant than ever, consumed through TV Everywhere platforms and
Over-the-Top media. Thanks to Mediaconnection’s research on media consumption in 2022, our market understands how these platforms
align and compare with traditional TV for the very first time.

The pandemic accelerated changes in the audience behavior like higher consumption of streaming services and more personalized content
consumption online. The rise of eCommerce and the digitalization of industries contribute to a serious growth in digital ad revenues
especially in performance channels and through mobile.

The radio market remains stable. Radio chains increase their digital presence through improved streaming platforms and podcasts to
respond to changing audience habits.

The print market continues declining. The circulation of over a dozen titles was discontinued in 2022. Most of the remaining titles rely on
the strong digital presence they have built over the years to maintain relevance with an increasingly demanding audience.

Cinema is making a comeback after the pandemic, with ticket admissions increasing by more than 50% compared to 2021. Besides
anticipated blockbusters, the top movies for 2022 affirm the growing importance of family movies and Bulgarian titles.




« Sociodemographic & economic facts

« Gross domestic product

* Population age structure

« Comparative population

« Gross value added by economic sector

« Consumer private household spending by sector
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» Sociodemographic & economic development

« Population development in Bulgaria

« Development of the age structure of the population
« Development of consumer spending by industry

» Development of the gross domestic product

« Key economic sectors — distribution and change

.



SOCIODEMOGRAPHIC & ECONOMIC

FACTS

Gross domestic product

Total

per capita

€ 66 bin
2021

€10176

2021

Population age structure 2021
absolute and in %
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Under 15 15-24 25-34 35-44
918 K 553 K 704 K 909 K
14 % 8% 11 % 14 %

Gross value added by economic sector 2021
in million €
Arts, entertainment and recreation, ..
Construction
Agriculture, forestry and fishing
Financial and insurance activities
Professional, scientific and technical..
Information and communication

Real estate activities

S |

Adjustments (taxes less subsidies on.. 8 599
Public administration and defence;.. 8949
Mining and quarrying; manufacturing;.. 11411
Wholesale and retail trade; repair of.. 13099 |

Source: National Statistic Institute of Bulgaria, Census 2021 data for the population

45-54 55-64 65-74 75+
983 K 920 K 894 K 638 K
15% 14 % 14 % 10 %

Consumer private household spending by sector 2021
in %
Foods and non-alcoholic beverages

= Others (incl. saving deposits, debt paid etc.)
Housing, water, electricity, gas and other fuels

= Social insurance contributions

= Transport

= Health

= Taxes

= Furnishing and maintenance of the house

= Communication

= Recreation, culture and education

&
@

= Alcoholic beverages and tobacco

= Clothing and footwear E







FINGERPRINT OF HIGHEST REACH MEDIA
IN ‘000 PEOPLE
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Xplore TV Nova News Graziz
Zhurnal za Zhenata

Capita

FM + Radio

24chasa.bg
Planeta TV

Sportal.bg

T D-ar'il;\.:rw;le'y*f'se.:ng BG_MamHmBaC')COhr; | n S't a _g Ira m
ax
BNT 1

v Diema Sport
24 Kitchen

dealen Dom FOX Life
Darik Radio
> BG Radio
Telegram

‘ Viber

Nova Sport  Lex.bg
] Fakti.bg o Fomes
LinkedIn Folklore

: EP - Pinterest
Youtube free

Euronews
BNT 4

Radio 1

MAmidamar
Moltepa

Eurosport
TLC -
darik.bg

City Radio

Standard
Plovdiv24.bg

Trud.bg
/itosha

‘ Radio ‘v’esehm Diema Family S, )
> I o ay.nova.bg
24kitchen.bg

Pariteni.bg



ADVERTISERS’ MOST PREFERRED MEDIA
CHANNELS ARE TV AND DIGITAL MEDIA

Net Media mix € total advertising market
in % and million €, 2022

1 [ ]

TV ONLINE OOH

54 % 33 % 8 %
156 € 96 € 24 €

B = B

RADIO PRINT CINEMA
4% 1% 0.1%
11 € 4 € 04€




TV market summary
Net Media Investments by mediachannel |||
The top 10 industries of TV market share |\ [
- Total TV ad Investments I it
« Top 10 |ndusu1esTV
e - Top 10 Industries /
arket share
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* KeyFacts
\ »  Ad minutes per.day s X
«\_Top 5TV advertisers of top%%
«  Market share of all TV channels Sy
»  Gross advertising investment YOY comparison




SUMMARY

©

il

Gross TV spending
increased by

1594 Yoy

TV clutter increased by

22%1t017 074 ad

spots aired per day (avg.).

Average time spent
watching TV decreased
by 5 minutes to

5-38 hours/day.

Source: GARB 2022




TOP 10 INDUSTRIES ACCOUNT FOR 96%

TV AD MARKET

Total Gross TV ad investments 2022: 1 598 million €

SHARE.

,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,, L
|
Top 10 industries TV i Competition share - top 10 industries
in million € and in % of total ad investments ! in % , 2022 = Cum. ad expenditures - Top 10 industries
| = Cum. ad expenditures - remaining industries
|
|
E. Pharmaceuticals 393.9 24.7% i
|
|
%/ Retail & Online Stores 345.0 21.6% i
|
|
Q Food 167.6 10.5% 0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
g T T T e
. w . .
\& Cosmetics 144.7 9.1% | Competition Share - Top 5 Companies
i in million € / company count, 2022
@ Drinks 130.8 8.2% | == Top 5 companies (cum.)
: - i e
# Hobby. Fashion. Sport 120.4 7.5% i 300 P - 200
‘ - 150
(i&) Telecommunications 73.6 4.6% i 200
\ - 100
|
@ Household Chemistry 69.0 4.39% i 100 . - -
|
e\ . ‘ 0 L 0
\€J Finance 61.6 3.9% o & S o o < N Y o o
N A > B e S
Q &
& Household Appliances 22.7 1.4% i 0@5/\ o < O%Q Q Oefb \)e\c’v \gﬁ %@Q" QQQV
— \4 O N S)
I QQV“ ({,}?‘ ?9‘?‘ O®® Q\/O eQ\Vy \9?“
& 0 F & & & & &
. Q o\ N
Source: GARB 2022 \2‘0 \2\0 Q\O




GROSS TV AD INVESTMENTS AND TV
SHARE IN THE AD MIX INCREASE, DRIVEN
BY PHARMA AND RETAIL

Gross TV advertising investments 2016- 2022 Development of TV top 10 industries investments
in million € in million €

2016 2017 2018 2019 2020 2021 2022 2016 2017 2018 2019 2020 2021 2022

|
|
|
i
® TV Ad investments in million € | 400 ~
1600 - |
‘ e PHARMACEUTICALS
| 350 -
|
| RETAIL OUTLETS
|
| 300 -
1200 - | —— FOODS
|
|
! 250 e COSMETICS
i
w DRINKS
! 200
800 - \
1 e HOBBY. FASHION. SPORT
|
| 150
| / = TELECOMMUNICATION
|
|
‘ 100
400 - | e HOUSEHOLD CHEMISTRY
1
! 50 = FINANCIAL SERVICES
|
|
|
l e HOUSEHOLD APPLIANCES
0 a T T T T T T } 0 T T T T T T 1
1
|
|

Source: GARB 2022
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TWO MEDIA GROUPS DOMINATE THE a
TV LANDSCAPE WITH 93% MARKET SHARE

Overview TV Landscape and Largest Media Groups Market Share of Media Groups (gross advertising revenue)

in %, 2022

Media BNT bTV Media Nova Broadcasting Group The Sales Others
Group Group House

l'fe FOX |@iscovery (@ ATR

Em NNNNNNN = BNT
FOXCRIME | ) | EaPakaM Loy
g ACTIGN @m ***,&@ PFENL] bTV Niche
[-5-H-T- [ | CJ NOVA
B & - @n\mw [ELeC X
KINO 072 - = Nova

= Nova Niche

channels | EXEE | [y, yomm - o -
ROBEHE 34 HER SPORT=2 TBEBPONA
[o]

nicxelodeon = FOX Channels

v

nickroons

BNT Third Party Channels
L I SOUL CODE ™
|PE£I_?FR| NATIONAL nick @
R
AN -

GEOGRAPHIC  pyxsrorrg The Sales House

2

3 wrcio
v :;.}f‘) WiLD - ceA
/ R =)

E0F =ASHON

= Others

# of monitored channels*:

Total gross ad revenues TV in 2022: 1 598 million €
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Source: GARB 2022



 Television /video map

In the full version, you will also find %

» Households TV reception
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TELEVISION / VIDEO MAP

Standard

Subscription TV
Channels

Ad-Supported

B tv
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Pay TV (Cable, Satelite, Telco) MVPDs

Additional (Optional)
Subscription TV
Channels

Ad-
Supported

MAEXSFORT [1HO

MAEXSFORT | 2H0

MAEXSPORT

&
e

MAEXSPORT [4HD

Jg ﬂ§

Non-Ad-
Supported

TV Everywhere

Linear TV

Ad-

Supported

—
I_v\‘!

A1 Xplore TV

Non-Ad-
Supported

ARENA >

Video-On-
Demand

Non-Ad-
Supported

HBO®MAX

Free Over the Air (OTA)

Live

Paid Ad-

Supported

PLAY

DIEMAXTRA

#=UROSPORT

Over the Top (OTT)

Video-On-Demand

Free Ad-
Supported
(FAST)

& YouTube

\'.

b ¥

bTV Plus

VBOX7 ..

Paid Non-Ad-
Supported

& YouTube

HBOMAX

?B‘f;\;+

prime video
\_/‘?

NETFLIX
sky {yWnmME




Aud nce are fragmentatio \/
Daypart reach ‘
Top 25 channels AVG daily ranngs (T €
Profile of top streaming platforms

In the full n, you will also firchs

nder profile of top 25 TV channels
ratio by month and daypart
uming shows (TGs:A18+,A1854)
le comparison of competing TV live programs




A CHANGING TV MARKET: THE MARKET
GROWS INCREASINGLY FRAGMENTED

Audience Share A18+
Values in %

2006

REMAINING 44
CHANNELS

BTV

ENOVA TV

EBNT 1

m Other

Source: GARB 2022

2022

REMAINING 63
CHANNELS

mBTV

ENOVA TV

EBNT 1

m Other

()




4
PEAK OF TV VEIWERSHIP BETWEEN .
19H AND 22H FOR MOST TARGET GROUPS

Daypart Reach
in %

— A 18+ — A\ 18-24 e A\ 25-54 e A 55+
70

60
50
40

30

20

4:00 5:00 6:00 7:00 8:00 9:00 10:00 11:00 12:00 13:00 14:00 15:00 16:00 17:00 18:00 19:00 20:00 21:.00 22:00 23:00 0:00 1:00 2:00

Source: GARB 2022




4
DIFFERENT TARGET GROUPS OUTLINE .
DIFFERENT MARKET LEADERS IN
TV VIEWERSHIP

Top 25 Channels AVG Daily Ratings - Adults 18+

in ‘000 viewers

Top 25 Channels AVG Daily Ratings - Adults 18-54

in ‘000 viewers

BTV 284.2 NOVA TV 126.9
NOVA TV BTV 107.4

BNT 1 BNT 1
OTHER OTHER
DIEMA FAMILY KINO NOVA
DIEMA DIEMA
KINO NOVA BTV CINEMA
BTV CINEMA BTV COMEDY
NOVA NEWS DIEMA FAMILY
BTV ACTION BTV ACTION
BTV COMEDY FOX
FOXCRIME NOVA NEWS
FOX FOXCRIME

NATIONAL GEOGRAPHIC
DISCOVERY CHANNEL

NATIONAL GEOGRAPHIC
DISCOVERY CHANNEL

BTV LADY NICK JR

NICK JR ID

NAT GEO WILD NAT GEO WILD
DIEMA SPORT BTV LADY
BULGARIA ON AIR FOXLIFE
FOXLIFE NICKELODEON

7/18 TV TLC

ID DIEMA SPORT

EURONEWS CARTOON NETWORK

TLC DIEMA SPORT 2

50

100

150

200

250

300

50

100

150

200

250

300

350




PROFILE OF TOP STREAMING PLATFORMS

2 000 000 250
1500 000 200
150
1000 000
100
500 000 I I I I I I 50
Free (with ads) 0 B l . m < Bm. — B = 0
2 000 000 250
1500 000 200

HBOMAX - . -

500 000 II

150
50
[ |

2 000 000 250
1 500 000 200
150
1 000 000

"~ 100
500 000 50
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Source: Mediaconnection Research 2022 Reach = Affinity




ONLINE ADVERTI
INVESTMENTS

 Year-over-year net revenue development 2014-2020

In the full version, you willQISOMIREH 2

 Online advertising
» Top 25 online paid advertisers
 Top 25 online self promo advertisers



FACEBOOK ATTRACTS THE BIGGEST AD
SPENDS, FOLLOWED BY GOOGLE SEARCH
IN 2021

Year-over-year net revenue development 2015-2021

in million €
120
100
80 Display advertising (Local CPM)
®m Google Search
60 ® Facebook
' ®mYouTube
40 m CPC, CPA (Local)
m Other, GDN & Other SM
20
0

2015 2016 2017 2018 2019 2020 2021

Source: IAB Bulgaria/HIS/AdEx 2015-2021



DIGITAL LANDSCAPE

* Online users across platforms

In the full version, you will also find ...

» Topwebsites and online groups
 Top 10 online groups
» Top 25 online websites

 Top 10 most downloaded mobile Apps



ONLINE USERS AND PLATFORMS OF
COMMUNICATION ARE CONTINUOUSLY

DEVELOPING AND GROWING ]

Online Users Across Platforms in 2021
in million real users

83% of All 15-69
online monthly users

75% of All 15-69

(2]
2
]
(]
=}
>
i=
<
=
o
£
(3]
£
E
(]

2016 2017 2018 2019 2020 2021 CPM Go g|e
h

Searc Display

Source: NSI, Gemius, Google, Facebook, LinkedIn, IAB Bulgaria, TG: All 15+

53%

computers




Interet

»  Gender
 Age
Y Educaﬂon Esc a 1 F2 : F3 ‘:} 5_4.‘: P\ M (P Fe > F9 » F )_ (P (2 (Preser) insert Delete
* Income profile o [ L L R A | R T (IR e R Ly e
Teb { } |
Q w E R 1 Y U | (o) P [ ] \
G A S D (| F G (| H ||V K L ; ene
[ 4 wy 3
Shift Z X (e A\ B N M s 2 : Shif
4 Pgu
Crl F o Al Al ct
® + Hox 4Pyl -+

People are online via different devices
» Device usage (monthly real users) and Intemet access by device (usage)
» Mobile operating systems

. -

LINE USA




INTERNET IS ESSENTIAL FOR ALL

Gender - Age - Education 2%
in % I in % 1 in%
| |
| |
| | = Pre-primary or no education
1 = 15-24 1
[ [ = Elementary education
49% 51% | osa
! = 35-44 ! e = Secondary education
! " 45-54 }
! .55+ ! = Bachelor or college education
| |
; i = Master degree or Ph.D
| |
| |
: 1
| |
,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,, L

Total
4.0 min.

Online Users

Source: I1AB Bulgaria/HIS/AdEx 2010-2016, Gemius Oct-Dec 2022

Income profile

in %
-
€] 2
HIGH MEDIUM

16% 14 %

o0 =

PREFER NOT TO SAY; NOT
ASKED; NO INCOME

9 % 61 %

LOW




» Radio landscape
» Market share of radio groups
 Top 20 radio statio

In the full version, find...

» Radio stations

» Top online radio stations

» Top Facebook pages of radio stations
 Radio coverage main district towns

RADIO LAND




THE RADIO MARKET IS VERY FRAGMENTE
WITH GENRE AND COVERAGE BEING KEY
FOR AUDIENCE SHARE

Market Share of Radio Groups
in %

Top 20 Radio Stations
rating in thousands

# of stations:

|
|
|
|
|
|
|
i
|
. 50
|

= RADIOPLAY Media |
40

bTV Radio Group i

m Nova Broadcasting Group i

|
Fresh Radio Group i 30

=BNR i
|

m Darik i 20

m Others i
|
10
|
|
|
|
|
|
I 0
|

@ N QO @S O % @ @ N O Q
i & ® ,50\\ &°© = S & Q,@\ L o o@ & &F Q@ L \ob\\ o<<® ¥ &
& @ QDS & o L@ N

I & > K I ¢ v « N N Q
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|
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Source: GARB, December 2022, TG: All 15-69



THOUGHT CATALOG
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PRINT MEDIA REACHES ADDITIONAL
AUDIENCE ONLINE

Overview - Largest Publishers and Titles

Publisher

Top titles (Gross ad revenues)

MEVAHA MPYMA

| BLATAPUA

24 yaca
K@O\Aoc Kay6

BipiiEr ¥

Xkl

ugeaAreH gom
cLBpeMeHHMIK

IMABCHYKO 32
ACIOP et
COSMOPOLITAN CEOCRAPHIC
R |

ELLE

EVA GRAZIA

Source: Gemius Oct-Dec 2022

Top 20 Titles Online Reach
in thousands real users per avg. month

marica.bg

24chasa.bg

trud.bg

bgonair.bg

vesti.bg

bgfermer.bg

economic.bg
chernomore.bg
168chasa.hg
manager.bg
hiComm.bg
goguide.bg
cosmopolitan.bg
nationalgeograp..
spisanie8.bg
elle.bg
moetodete.bg
agro.bg
hiclub.bg
bliasak.bg |

o

500

1500

® TOTAL
PC
= MOBILE

2000




CINEMA LANDSCAPE



CINEMA VISITS GROW CONFIDENTLY
BACK TOWARDS PRE-PANDEMIC LEVELS

Cinema Audience by years
In ‘000 tickets sold

5384 > 696 5 432

i

2015 2016 2017 2018 2019 2020 2021

TOP 20 cinema movies 2022
in thousands of tickets sold

4821 4903

|
|
|
|
|
|
|
|
|
|
3849 | AVATAR: THE WAY OF WATER
i MINIONS: THE RISE OF GRU
2511 | SONIC THE HEDGEHOG 2
i THOR: LOVE AND THUNDER
1 243 | DOCTOR STRANGE IN THE MULTIVERSE..
|
|
|
|
|
|
|

IN THE HEART OF THE MACHINE
PUSS IN BOOTS: THE LAST WISH
JURASSIC WORLD: DOMINION
TOP GUN: MAVERICK

TICKET TO PARADISE

PETYA OF MY PETYA

BAI IVAN 2

REUNION 2

TURNING RED

THE BATMAN

BLACK ADAM

THE BAD GUYS

BLACK PANTHER: WAKANDA FOREVER
UNCHARTED

DC LEAGUE OF SUPER-PETS

Seasonality of admissions

2018 —2019 —2020 2021 —2022

JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC

Source: NFC Box Office 2022, New Age Media 2018-2022



COPYRIGHT

All rights in relation to the content of the presentation (including graphs, charts, tables, analyses etc.) are exclusive
rights of the agency as well as any kind of knowledge, regardless of whether the content includes any copyrights,
rights of utilization or property rights.

With the presentation and / or transfer of the presentation and if applicable further documents, the agency does not
grant any rights with regard to the content of the presentation. Any use, utilization, duplication, editing and any kind
of transfer to third parties is illegal and requires the explicit written approval of the agency.

The entire content is subject to strict confidentiality.




CONTACT US

PLAN AND EXECUTE EFFECTIVE
MEDIA STRATEGIE‘ & CAMPAIGNS AT:

> .‘%‘

T:+359 29 800 2
E : media

W: www.m

6 Septem
Sofia 1000,

mediaciub &Y
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