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Programme — Alma Media Capital Markets Day 2022
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15.20

Opening words | Elina Kukkonen SVP, Comms & Brand

Digital journey continues | Kai Telanne, President and CEO

The most relevant recruitment partner in Central Eastern Europe | Vesa-Pekka Kirsi, SVP, Alma Career
- Coffee break —

From marketplaces and services to transactional platforms | Kari Kivela SVP, Alma Consumer

Digital marketing in unpredictable times | Tiina Kurki SVP, Alma Media Solutions

- Break -

Leading Business Media — Profitable Growth from Digital Information Services | Juha-Petri Loimovuori
SVP, AlmaTalent

Strong cash flow and solid balance sheet | Juha Nuutinen CFO

Closing remarks | Kai Telanne, President and CEO
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Digital Journey Continues

CEO KaiTelanne




DIGITAL JOURNEY
CONTINUES

Digital transformation and change in
business mix driving operational gearing and
shareholder return

Digital journey continues towards transactional
business model and advanced platforms

Operating environment challenging the business

Strategy well aligned with sustainability

CMD 2022 23.11.2022 §



Digital transformation has led to a major change in the
business mix

MEUR Q3/22*
80.0%

Services
mmm Digital
I Print

——Share of digital
business

* Revenue, rolling

*
2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 12-months end-03/2022

ma CMD 2022 23.11.2022 6



... and resulted to market leadership and leading

brands in key areas

RECRUITING #1  CzechRepublic prace.cz, jobs.cz
#1  Slovakia profesia.sk
#1 Croatia mojposao.net
#3  Finland jobly.fi

#1 Estonia, Latvia, .
Lithuania cvonline.com
#1  Serbia, Bgsnia and Poslovi.infostud.com,
Herzegov.lna, kolektiv.ba,
Macedonia vrabotuvanje.com.mk
HOUSING #1  Finland etuovi.com
VEHICLES AND MACHINERY #1  Finland nettiauto.com, nettikone.com,
nettimoto.com, autotalli.com
FINANCIAL & PROFESSIONAL #1  Finland Alma Talent

MEDIA
COMMERCIAL PREMISES #1  Finland, Sweden toimitilat.kauppalehti.fi,
objektvision.se
DIGITAL ADVERTISING #1  Finland Alma network
NEWS MEDIA #1  Finland iltalehti.fi
REVENUE SPLIT
1-9/2022:
gL CMD 2022
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Digital transformation and change in
business mix driving operational gearing ..o g monsenssios

REVENUE ADJUSTED OPERATING PROFIT
MEUR MEUR
2014 2022% 2014 2022%
Print mmmmDigital mmmServices ——Share of revenue, % mmm Adj. Operating profit ~ ——Operating margin

ma CMD 2022
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PEER GROUP
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Strategy towards advanced digital platforms




Alma Media strategy

Towards advanced digital platforms

Advanced

Digital Media
Platforms

and Services

CMD 2022 23.11.2022 11



Alma Media strategy

TRANSFORMTHE CORE

 Continue to diversify from media to marketplaces and digital services
* Develop marketplaces towards advanced digital platforms
* Maximise group synergies through efficient co-operation

INTERNATIONALISE

* Expand recruitment businesses to new geographies
* Grow new services to our platforms in current geographical areas

1. |
GROW IN DIGITAL
2 o * Diversify and develop new revenue streams in current service areas
* Expand in value chains to new business areas with synergy benefits



Leveraging synergies in media, marketplaces, and data

4 )
1.5M registered users Audlenc.e reach
(FIN) 5.5Min FIN
8oM in CEE
Shared \_ )
e ~ AUDIENCES e ~N
, DATA Leading national
Market leader in , .
cars, housing and jobs TECHNOLOGY consumer anf:l financial
SALES media
- J - J
4 ) 4 )
#1 digital
Over 20M job alerts advertising network
(FIN)

- J

CMD 2022 23.11.2022 13



Towards advanced digital platforms

Users expect a seamless and easy selling and buying process

Expectations for using digital services also in high Digital business solutions help our B2B partners to
consideration purchases have grown. better serve the end customer throughout the
purchase process.

We offer digital touchpoints for important decisions..
Apply

Build competences

Search ) Sign a contract ) Manage your career

Dream '

Buy, Rent, Sell )
Search

Pay Finance Buy adjacent services

.... like next home, car, or job

CMD 2022 23.11.2022 14



Challenging operating environment

o

Slowing
economic growth

Growth decelerates in all
operating countries. Rising
inflation, energy prices and
interest rates weaken

consumer purchasing power.

Long-term structural

challenges persist in Finland.

Changing
consumer behaviour

Digitalisation changes
consumer behaviour
permanently. Expectations
towards easy, time saving and
safe digital experiences and
ecommerce rise. Corporate
responsibility is key.

Increasing
regulation

Regulatory environment
complexes and digital
legislation increases.

Growing popularity of digital
services surges the amount of
data used. Data privacy and
consumer protection issues
even more compelling for
companies.

Geopolitical
turbulence

Russian aggression in Ukraine
has led to a European wide
energy crisis. Geopolitical
tensions are elevated.
Uncertainty of political and
economic development is high
and forecasting difficult.

23.11.2022 15
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Strategy well aligned with sustainable business

Alma Media’s updated sustainability programme is based on a comprehensive materiality analysis.
The new climate targets were validated by Science Based Target initiative in June 2022.
Today Alma personnel is committed to ESG target as an incentive basis alongside financial targets.

~0-
" ENVIRONMENT

S Minimising CO2 emissions of our own operations by 52% and 14% in our subcontracting chain 2019
2030 (SBTi). In 6 years we have halved the emissions and tripled the ebit.

of\o/\o SOCIAL RESPONSIBILITY
Responsible media: journalism and marketing accordingly CMM* & ICC
Quality Work Life Index over 83% means ensuring a high quality of working life
GOOD GOVERNANCE

w Zero severe** data privacy breaches

Preventing corruption, bribery and human rights violations in the business operations with
- 100% of personnel committed to Alma Media Code of Conduct:
- 50% of major subcontractors committed to Supplier Code of Conduct

* The Council for Mass Media in Finland

3L **Severe: according to the Privacy Commissioner, the breach is so serious that a mere order to correct the action is not sufficient, but the effectiveness, proportionality and dissuasibility of the case require the imposition of a fine .
ma CMD 2022 23.11.2022 17



CMD 2022

23.11.2022

18



23.11.2022

ALMA CAREER

The most relevant recruitment partner in Central Eastern Europe

SVP Vesa-Pekka Kirsi




gL
ma

ALMA CAREER

* Key figures

* Industry update from Alma Career operating
countries

* Labor market drivers, phenomena, trends and our
response

 Career United: unleashing the full innovation
power of the group to become the most
relevant recruitment partner in CEE
* spotting synergies & utilising best practices
* providing the best fitting toolbox of recruiting
services, products and tools in all our countries

* Our must win battles and key performance
indicators

* Summary: How faster than the market
growth continues

CMD 2022
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Key figures of Alma Career

B Revenue B EBIT —=EBIT-%

120

106.5

100

80 73.6 74-8

62.7
60
40 27.0 28.6
20.6
20

2020 2021 2022 %)

2018 2019

*) Rolling 12 months Q3/2022

BUSINESS MODELS

* Fully digital recruitment marketplaces and add-on services
* Stable recruitment consultancy

* Fastly growing education platform

GROWTH DRIVERS - GLOBAL MARKET GROWTH 5-10 % pa.

* The increased market need for skilled labour
* Re-training and need to adopt new skills

50%
45%
40%
35%
30%
25%
20%
15%
10%
5%

0%

CMD 2022

120

100

8o

60

40

20

B Marketplaces  EEEE Services =—=Services, share from total revenue

20%
18%
16%
14%

96.2

12%
10%
8%
6%
4%
2%

0%

2019 2020 2021 2022 *)

COMPETITIVE ADVANTAGES

* Trusted local brands provide steady volume of job seekers
* Strong local presence and service to employers

* Solid and well retaining customer base

STRATEGIC GOALS
* Sharing platforms and competencies across Alma Career countries
* Building CEE wide profile base for both job seekers and customers

23.11.2022 21



Invoicing & revenue recognition in Alma Career

KEUR

16 000
14 000
12 000
10000
8 000
6 000
4000
2000

12 3 456 7 8 91012121 2 3 4 5 6 7 8 91011121 2 3 4 5 6 7 8 910112121 2 3 4 5 6 7 8 9

2019 2020 2021 2022
--------- Revenue Invoicing
KPl's 2018 2019 2020 2021 1-9/2022
Unique visitors 5303 000 5574000 5790000 5835000 5535000
Users with job alerts 1296000 1479000 1585000 1665000 1729000
Number of paid job ads 103 000 99 000 71000 104000 119 000
Number of advertisers 13 400 13 500 11 000 14 700 16 900

CMD 2022
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Economy update* from Alma Career operating
regions and countries

FINLAND CAREER NORTH CAREER CENTRAL CAREER SOUTH
Estonia, Latvia, Lithuania Czechia, Slovakia, Poland Croatia, Bosnia&Hertz., Slovenia
GDP growth (%) GDP growth (%) GDP growth (%) GDP growth (%)
* 2022 ~2.3 * 2022-0.1-2.5 * 20221.9—4.0 * 20222.4-6.2 Career
* 2023 ~0.2 * 2023 0.0-0.7 * 20230.1-0.7 * 20230.8-1.5 ety
* 2024 ~1.4 * 2024 2.1-2.6 * 20241.8-2.6 * 2024 1.7-2.5
Inflation (%) * Inflation (%) Inflation (%) Inflation (%)
* 20227.2 * 202216.9-19.3 * 202211.8-15.6 * 2022 9.2-10.5 Career
* 2023 4.3 * 20236.6-9.1 * 20239.5-13.9 * 2023 6.3-7.0 . Central
* 20241.9 * 2024 1.3-2.6 * 20243.6-4.9 * 2024 2.0-3.5
Unemployment (%) Unemployment (%) Unemployment (%) Unemployment (%)
* 2022 7.0 * 2022 6.0-7.6 * 2022 2.7-6.8 * 2022 4.1-17.3
* 2023 7.2 * 2023 6.1-8.1 * 2023 3.0-6.4 * 2023 4.3-16.1
* 2024 6.9 * 2024 6.6-7.9 * 2024 3.1-6.4 * 2024 4.1-15.7
*) Sources:

- European Economic Forecasts, European Commission 11/2022

- International Monetary Fund, forecast on November 2022 for Bosnia and Herzegovina (for 2022 figures)

- The Vienna Institute for International Economic Studies on November 2022 for Bosnia and Herzegovina (on 2023 and 2024 figures)

ma CMD 2022 23.11.2022 23



Alma Career Strategy Update

How do we further strenghten our market position in recruiting?

CMD 2022 Image credit: Felix Mittermeier, Uasplas22 24



Labor market drivers, phenomena and trends

JOB SEEKER CHALLENGES
MACRO DRIVERS PHENOMENA * Need for information and access to opportunities
* How to handle gig and/or freelance based career?
* How to develop skills to match future needs of the
market?
Labor shortage Individual choices * How to be and stay relevant?
Talent shortage Lifelong learning
Rising technology Remote work EMPLOYER CHALLENGES
Era of uncertainty Gig & freelance work . Tappi-ng into global talent pools requfres access to
local job seekers. How to compete without local
: : : : e presence and/or brand?
Growing social awareness Ditetsityfdirespon=ivilicy * Mastering differences in labor legislation, culture

etc. Managing diversity in workforce and location
* How to attract and be interesting to key talent

INFORMATION ACCESS DATA TECHNOLOGY TRUST
2L
ma3

CMD 2022 23.11.2022 2§



Transforming Alma Career to unified and scalable growth

operation

Before: “A group of independent companies”

Alma Career

TRANSFORMATION:
Kolektiv / Bosnia

Monster / Finland Previously independent country
CVO [ Baltics organisations are integrated into one
centrally led and more effective organisation

TAU / Croati i ' [
roatia —the “Alma Career United” with the aim to:

Profesia/ Slovakia

1. Remain and be the most relevant
LMC/ Czechia recruitment partner for the jobseekers
Brand and employers in our entire market area
Sales 2. Unleash the full innovation power of
D the group and provide the best suite of

recruiting services, products and tools in
all our countries and outside

Product

3. Continue to grow faster than the
market while improving operative
cohesion and effectiveness

Finance
ICT

HR

Elﬁ CMD 2022

good synergies

Alma Career, United

Now: An increasingly integrated company with

Locally driven country operations close to customers and

Technology

markets with local
Brands, Sales, Marketing

Common Product
Development

Human
Finance Resources

Common services for all regions

23.11.2022 26
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Alma Career long-term development plan

Current state 2021

(Jﬂ Strategic focus areas & leverages for 2022-2025

Topline Margin (Jﬂ Target state 2025

s

"Group of
market-leading
local job boards in
CEE.”

Revenvue:

2021: 82.2 M€
2022 R12M": 106.5 M€

Margqgin (EBIT):

2021: 30.0 M€/36.5%
2022 R12M®: 42.3 M€/ 39.7%

*) Rolling 212 months Q3/2022

—

Expand current products to new markets

Leveraging best of current Alma Career products by expanding them
to feasible markets inside Alma Career region and Europe.

Maximise on the west European and non-location opportunity

Offering large west European clients access to CEE talent pool and remote
opportunity.

Corporate digital education business

Expand on the corporate education opportunity by expandingto other
Alma Career countries and clientele.

Unified Alma Career technology with common databases

Shared technology to gain efficiency, broader use of innovations and faster
time-to-market. Unified Alma Career wide job seeker profile databases.

Alma Career United: effectiveness, efficiency & cooperation
Cooperation & working more efficiently across Alma Career. Unified

processes, systems and solutions.

Organic growth M&A

Continue Job board improvements, price
increases, and sales development. Cross-
sales & up-sell locally.

v Vv

v/

v/

Look for opportunities in Europe, to apply
the Career United model & platform, and for
growth companies & adjacent opportunities.

N

-

"Umulti-channel
recruitment platform
across CEE. "nified
international

Continuous revenue growth:

* Grow faster than market

* Invest to renew services
 Strengthen local position

* Sell CEE to western Europe

With improving margin:

* Push operational
efficiency

* Shared product and
functions

* Accelerated time to
market

CMD 2022
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From marketplaces and services to
transactional platforms

- SVP Kari Kivela

A




CMD 2022

ALMA CONSUMER

* Key figures
* Operational environment

* From marketplaces and digital services to
transactional platforms

* Cars & Mobility

» Alma will launch a new digital car auction model

* Housing & Real Estate
* Role and growth strategy of news media

* Alma Consumer long-term strategic
growth plan

=il
or
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Key Figures of Alma Consumer

mw REVENUE (M€)  mmmm ADJ. EBIT (M€) —e—ADJ. EBIT (%)

120

104.2

100

80

60

40

20

2018 2019 2020 2021 2022%

REVENUE SPLIT 2022 Q3 YTD REVENUE SPLIT 2022 Q3 YTD

60%

40%
30%
20%
18%
10%
0% = Media = Housing

B Marketplaces ® Media M Services

*Rolling 12 months Q3/2022

BUSINESS MODEL

* Vertical marketplaces and comparison services based on
advertising and transactional income

* Digital consumer media based on advertising and subscriptions

* Utilisation of data for superior user experience

GROWTH DRIVERS: GLOBAL MARKET GROWTH 10-20 % p.a.

* Digitalisation of buying process in cars and housing
 Digital media: subscriptions and advertising

COMPETITIVE ADVANTAGES

* Leading national consumer brands in marketplaces and media

* Synergies between consumer media and services

* Industry solutions, DMS in verticals as an enabler of strong customer
relationships

STRATEGICGOALS

* Development of transactional services
* Ensuring the growth in digital advertising and digital subscriptions
« Utilisation of Al for developing intelligent platforms

CMD 2022

= Mobility m Comparison services

23.11.2022 32



Alma Consumer growth strategy in a nutshell

MEDIA MARKETPLACES COMPARISION SERVICES

* Ensuring high reach enables
growth in digital advertising
market

* Strengthening new revenue
streams: digital subscriptions
and marketing services

* Developing new data-based
solutions for targeting
audiences

* FOCuSs on consumer services

* Focus on comparison services
having high importance in
household investments.

having high importance as
household investments

* Developing platforms to better
solve industry problems and
multiple needs of consumers

Strengthening revenue streams
from transactional services and
industry solutions

Expansion to new geographical
areas

Materialising the synergy benefits with consumer media, services, and data for digital purchase pathway

29.11.2022
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Operating environment of Alma Consumer

ol

Housing &
Real Estate

Digitalisation of the
ecosystem progresses. Digital

transactions in housing gains popularity.

Marketplaces transform from listing
services towards platforms for
transactions and services. The
development processes are more data-
driven. Rental housing increases its
popularity.

= )

Cars &
Mobility

The sector undergoes a major
transformation, driven by industry
regulation, digitalisation and changes in
consumer needs and attitudes. The share
of alternative fuels in vehicles grows.
Marketplaces develop towards trading
platforms offering a wide range of services
to car dealers and consumers. Alternative
ownership models gain popularity.
Structural change in distribution: factories
strengthen direct consumer contact.

CMD 2022

ra

Media

Competition for consumers’ time and
money increases. The significance of
high-quality journalism, reliable brands
and meaningful content is on the rise.
Media companies further develop
subscription-based media in various
channels. Intense competition continues
in the advertising market. News media
taking steps towards data-driven and
automated technology business.

23.11.2022 34
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Strategy: From listing services to
transactional digital platforms




We will enable larger share of buying journey online

» Largest
selection
available
Relationship
over the
ownership
lifecycle
Stronger
partnerships
Preferred
platform for
commerce
Increased GPU

More choices
online
Delivering
better buying
/selling online
experience
Safe, secured
and smooth
purchase
process
Better
customer
experience

Operational
efficiency with
Sales & CRM
systems (Saas)
Add-on visibility
and data
Increased
qualified leads >
sales

Gain share in
retail

Faster inventory
turnover

CMD 2022

1)
2)

3)

4)

5)

Digital

contract

Relevant data
interfaces
Electronic

signing and

identification
Online
payment
Confirmation

of the
transaction

Making current process
more efficient for both
buyers and sellers

Matching
supply

and
demand

23.11.2022 36



A




Step-by-step we come to operate on multiple business
models enabling larger share of the buying journey online

Car auction

C2B

Nettiauto Tukkuautot
Helpot Kaupat DMS

EL Dealer
C2C B2B
2 mE 2 e

B2C

Consumers

Nettiauto
Autotalli

“"Each transaction is a chance to earn. Level of earning is based on increasing trust in each transaction.”

CMD 2022



Example: Turning current buying process of used
vehicles in to digital

OFFLINE ONLINE A
5 o

&5 - O = % E
pathway
Search & Test drive / Value & Choose Apply for Reserve & Settle Delivery &
find a car inspect sell current finance finance pay trans- collection
car deposit action
- —
SCZ — =
= s O B O®w B O
Future purchase
pathway is much - - - - - - - -
more d|g|ta| Search & Test drive / Value & Choose Apply for Reserve & Settle Delivery &
find a car inspect sell current  finance finance pay trans- collection
car deposit action

CMD 2022

23.11.2022 39



We enable over 390 000 transactions between consumers
annually

== ‘
ma |  ALMA AJO

* Alma Ajo: the most popular
marketplaces for buying and selling
of vehicles.

* In addition to Nettiauto and
Autotalli, Alma Ajo services also
include Finland's leading
marketplaces for boats,
motorcycles and caravans. =

880 000 sold vehicles peryear

Over 980 000 visitors per week of which 390 ooo by private sellers

* Avg. of 150 000 listings per week
Gross Market Value of EUR 13.2

bln and of C2C transactions EUR
2.8 bin

CMD 2022



Nettiauto facilitates C2C transactions*

Digital contract
Price estimation with Traficom
for the vehicle interface

NETTIAUTO ~

Q Haku Hintalaskuri  Lisds v

Helpot kaupat 582
Helpot kaupat -merkki kertoo, etta

kyseisen myyjan kanssa on erityisen
suju asioida; myyja on valmistellut
kauppakirjan ja tiedot on haettu suoraan
Traficomin rekisterista. Voitte hoitaa

kaupan paperityot ja maksamisen Kau ppa ki rja

esti, vaikka kannykalla.
Kateistakaan ei ole tarpeen kantaa Myyja tayttaa
a - maksu hoituu turvallisesti -
palvelussa, jos niin haluat kauppakirjan ehdot
B e vodel 3 sovitusti. Ajoneuvon ja
omistajan tiedot haetaan
suoraan Traficom

rekisterista.

Volvo V40 (1.8

Lifetime Data of over 500 0oo vehicles

= |
ma

Electronic
identification
and signing

"

Allekirjoitukset
Molemmat
tunnistautuvat
sahkoisesti ja tekevat
sahkoiset allekirjoitukset
kauppakirjaan.

Payment

€

Maksaminen
Ostaja maksaa
kauppasumman
sovitulla tavalla.
Nettimaksua

kaytettdessd maksun

tilitys jaa odottamaan

kaupan vahvistusta.

CMD 2022

Transfer of
ownership

o

Luovutus
Ostajalle luovutetaan
ajoneuvon hallinta ja

omistusoikeus
Traficomin séhkdisen

palvelun avulla.

Confirmation
of the deal

Y%

Vahvistus
Ostaja vahvistaa kaupan,
jolloin maksu vapautuu

myyijalle tilitettavaksi.

*
Helpot kaupat

23.11.2022 41



Alma launches a new digital used car auction model

* Most of the transactions are still traditional trade-in deals,
but the digital C2B auction model is growing quickly.

» Changes in car sales models are creating demand for trusted C2B models,
e.g., some of the new car online sales do not support trade-in model (Tesla).

* Currently there is also a lack of good quality used cars which is pushing dealers
to use new methods for sourcing.

* The most important competitive advantage is that we
already reach the target groups.

* Nettiauto.com is the most important marketplace in Finland for consumers
selling their cars.

» Car buyers are already using our marketplaces for selling cars, but also for
sourcing. Besides trade-ins, they also use our services for giving instant offers
(call) to the car sellers.

* We also have Alma’s network to introduce new services to wide audiences.

Elﬁ CMD 2022

Alma's estimate of the C2B car transactions in Finland
2021 2022 2023
(thousand)
C2B transactions in total 380 380 380
Digital C2B auction 6 15 24
Growth %| n/a 150 % 60 %
Market share of c2b %| 2 % 4% 6 %

23.11.2022
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Housing ecosystem is our core business

— |
m=

Housing ecosystem

Our services for consumers Our services for professionals
. Easy living: we help people's . We bring together all parties in

everyday lives in large and small -~ housing sales, enabling
m consumption decision-making with ‘ professionals to succeed in their
smooth and reliable services in own work with digital services and
housing — enhancing the ability timely data. We help our customers
to dream and to pursue a better to succeed and develop our services
life. in collaboration with various
industry stakeholders.

[I OviPRO (=MyyntiPro

[ ETuovicom [ vwokRRowcor
DIAS .

@ HaRg!,(nlﬁ @uuttomaailma.fi
| ‘ [I ETUOVI.com [ vuokrAovicom

CMD 2022 23.11.2022 44



With new OviPro software and data combined with DIAS*,
we enable a better, faster and cheaper process for both real

estate agents and consumers

*DIAS = adigital
trading platform
for housing and
real estate

Ongoing advice & support

Arrange notary & signing -

DIAS

Verify buyer financing

Offer packaged legal support

J

Provide document templates

Project management
in transactions

|
!
[} OvirrO

Offer acceptance

W
Z
n
@)
-
O
o
z
O
<
o
o
9
Ll
z

({660

Negotiate with buyers

\

)

Follow up with buyers
Conduct viewings

Book viewings

[} OvirrRO

Qualify buyers

Source buyers

BUYER MANAGEMENT

QLOL L
|
f

\

J

Physical FOR SALE-sign

Virtual tour option

Description & photos

PRE-SALE PLANNING

¢ 66

Property valuation

\

SOFTWARE &
DATA

45
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W Strategy: Role and growth strategy of
news media




Consumer news media with high reach enables two revenue
streams and synergy with digital services

* The success of domestic media in tightening Media digital advertising of news media 2017- Q3/2022
competition with platforms and public service (TEUR)
. . . Includes Netello revenue
operator is highly dependent on the size of the

audience and the specialisation of content and 40,000

overall growth in digital advertising and digital 35,000

news subscriptions. 30,000

25,000

* lltalehti has strengthened its market position by

focusing on domestic digital news. 25,000

* Strong consumer media enables effective 5,000
marketing operations and active user acquisition S o s

for digital services.

W Digital advertising Netello revenue

*Rolling 12 months Q3/2022

CMD 2022 23.11.2022 47



Digital subscriptions as a new promising revenue stream for
news media

Total Market of digital news subcriptions 2021-2025 EST
(TEUR) ILTALEHTI PLUS DIGITAL SUBSCRIPTIONS

(PAID, INDIVIDUAL)

180,000
e |talehti Plus estimate ~ essmm||talehti Plus subs.

160,000
140,000
120,000
100,000
80,000
60,000
40,000

20,000

o

2021 2022 2023 2024 2025

CMD 2022 23.11.2022 48



Summary:
How we win the market in media and marketplace business?

The cornestones of success

f

We stay asset light data-driven digital service provider.
GPU growth by extending B2B services to sales systems, CRM, advertising and data.

CMD 2022 23.11.2022
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Alma Media Solutions

Market update: Global,
Nordics, Finland; An opportunity
for growth in digital

The winning strategy and
measures for AMS 2022-2024

Summary
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Global ad spend historical
change

GLOBAL ADSPEND OVER THE YEARS BY MEDIUM
$ billion, current prices

—  Newspaper @& television w Magazines w— Outdoor = Cinema & social media = Online video @ search e Ecommerce

250

The sharp decline in TV adspend

over recent years has coincided

with inevitable increases in social

media and online video ads;

experts predict TV consumption Newspaper and magazine

will continue to fall over the adspend both peaked before

coming years the financial crisis and have
now plummeted to levels not
seen since the mid-80s

Despite a predicted slight
plateau in growth in 2020,
the rise in search adspend
over recent years has been
meteoric. With data showing
online content consumption
having doubled since the
start of the pandemic,
search's growth is likely to
continue in the coming years
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Ad spend in Finland

September | Cumulative EU RM

2022 2022 (Jan-sep) 700
in 000 € / Change % | in 000 €/ Change%

600
Newspapers: printed 104413 -4.9%
500
Local and free issue 21515  -8.5%
papers: printed 400
Magazines: printed 25334  -7.5% 300
e —
Television 156742 -2.0% 200 -
Radio 50484  7.4% 00 —— B
S a  — S L L L B ) .'u—"g
Online 170 624 6.9% 0
Firerie 2710 249 2%, 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021
= MAGAZINES CINEMA
Cu@fleme 26 375 33.7% CITY AND FREEPAPERS RADIO
Total 588 218 3.2% e NEWSPAPER ——TELEVISION
----- OUTDOOR INTERNET
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Advertising spend differs in Nordic countries

Market
Shares

Internet advertising has been the largest
media channelin the Nordics since 2013

During the first half of 2022 intfernet
amounts over half of total ad spend in
all Nordic markets.

In Finland declining newspaper
advertising and lower rate of search
poses an opportunity for growth in
digital media.

Jan-June
2022

Internet
Display
Search

Classified &
Directories

Newspapers
Magazines
Outdoor

TV

Radio

Cinema

Total Ad
Spend (M€)

CMD 2022

73.5%
26.2%
42.3%

5.0%

6.2%
2.4%
3.7%
11.8%
2.2%
0.2%

2233

70.6%
34.8%
23.7%

12.1%

6.3%
1.7%
3.2%
15.0%
2.6%
0.7%

1211

69.4%
26.7%
34.8%

7.8%

7.7%
3.5%
3.3%
12.9%
2.5%
0.7%

1089

53.3%
31.2%
17.8%

4.3%

14.4%
2.9%
6.0%
17.7%
5.4%
0.3%

630
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The winning.strategy and measures of AMS

2022-2024




Our journey from single brand sales to leading
digital network with data-driven offering and
expertise

Alma Media Solutions

Versatile digital advertising products

quntent . Alma Media- Follow up of new evolving forms of
G 2 partners ad sales marketing; virtual influencers, metaverse
production integrated into AMS

Brand Alma Talent AImz:j.reglcl)naI Netti it Digital customer Stronger position
specific digital SIETEum Medid saies L acqubbition experience in marketing

| t k integration integrated FEEoing o development ecosystem
sales Aol into AMS SMB market Netello acquisition

Digiial network of over 60sitong | JITALEHTI  Talowselimi Tk euovion  NermauTo
mdependerﬁ lbrands for consumers K chti S \RVOPADER] [I VUOKRAOVL.com AUTOTALLI com
and professionals ppal SR



The growth strategy of Aima Media Solutions

Improving customer
experience through
automation

The best digital Commercial content

production and concepts

advertising solutions for
each advertiser segment

Leading digital ad network in Finland Programmatic: OM and deals
Large, mid and small World class video production Self-service channel
Reach, data, right target groups Storytelling Reports
Effectiveness

ma CMD 2022 23.11.2022 58



The growth strategy of Aima Media Solutions

Improving customer
experience through
automation

The best digital Commercial content

production and concepts

advertising solutions for
each advertiser segment

Leading digital ad network in Finland Programmatic: OM and deals
Large, mid and small World class video production Self-service channel
Reach, data, right target groups Storytelling Reports
Effectiveness
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Tahan sima - video

« Alma brand studio showreel
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Categories

Identified
growth
areas

Advertising

Connect advertisers to
relevant audiences in
premium environment and
provide modern advertising
solutions for our partners
powered by data and
leading advertising
technologies globally.

- SME advertisers
- Capturing market share
from TV and print.

Creative solutions

Design and create advertising
ideas and marketing concepfs

that enable advertisers to connect

and engage with their customers

in display, video and content
marketing.

- Strategic planning,
conceptualisation and creative
production.

- Building deeper content
marketing relationships (from
individual campaigns to
partnerships).

CMD 2022

Data services for advertisers

Enhanced capabilities to
help advertisers use their own
first party data and turn it
into actionable insights and

personalised advertising.

- Supporting advertisers to
scale up personalised
advertising, e.g., audience
modelling, insight reports and
targeted advertising.

Optimisation

SEO consulting and
implementation.
Development of online
business.

- SEO growth (together with
the media)
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How have we progressed with this strategy?
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Finnish advertising market

Alma has gained market share since the divestment of regional media and integration of Nettix

MONTHLY CHANGE IN MEDIA ADVERTISING 9/2021—9/2022
Source: Kantar TNS

20%
15%
10%
5%
0%
-5%
-10%
-15%
-20%

-25%
P9 21 P12 P3 22 P6 22

21
— Advertising sales total, chg %

——Newspaper advertising, chg %
——Online advertising, chg %

= [
ma

ONLINE ADVERTISING BY MEDIA COMPANIES IN FINLAND 1-9/2022
(1-9/2021)*
Source: Kantar TNS

A-LEHDET
1% (1%)

Other
16% (16%0)

Keskisuomalainen

2% (3%) ALMA MEDIA
38% (34%)
SANOMA
34% (33%) MTV MEDIA
7% (8%)

P9 22 OTAVAMEDIA
2% (5%)
Media groups own advertising is included in the figures to the extent that is chargeable
between units and businesses. Alma Media's figures does not include own media
advertising.
CMD 2022
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Alma media advertising by category 2018-2025E

« Well on track with the chosen
stfrategy

* .. with the focus on
* Programmatic
 SME sector
» Creative marketing, productions
« Content Marketing

———

2018 2019 2020 2021 2022 2023 2024 2025

e SME Sector Content Marketing: Productions

Content Marketing: Publications Programmatic

— | Actual 2018-2021, target 2022, forecast 2023—2025
1= CMD 2022
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Summary
1.

LAN DSCAPE

* Unpredictable
Weak GDP
Structural change in

advertising and in
digital advertising

OBJECTIVES

Outpace
digital market growth

Increase customer
engagement and
broaden customer
base
Customer-driven
product development

CMD 2022

METHODS

Versatile digital
advertising products
and services foreach
segment
Automation

S\YI=
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ALM

Leading Business Media — Profitable Growth from Digital Information Services

23.11.2022 Juha-Petri Loimovuori




Leading Business Media -
Profitable Growth from 3
Digital Information S | -
- 1Y ; : "‘
Services ’ E Y

1. Key Figures of Alma Talent

2. AlmaTalent Media: Leading business and
tech media going digital
» Shift to digital media improves profitability
» Strong development in digital subscription business

> New audience initiatives

3. AlmaTalent Services: The right information
at the right time

» Growing corporate sales with scalable model

» Growing and synergetic portfolio — focus areas " ~ )
» New initiatives ! k‘\x% SR
W NG SR
4. Long-term development plan - T e



Key Figures of Alma Talent

120

100

8o

60

40

20

mmm REVENUE (M€)

102.9

mmm ADJ. EBIT (Mg)

95.1

99.7

—o-—SHARE OF DIGITAL REVENUE (%)

99.0

REVENUE SPLIT 2022 Q3 YTD REVENUE SPLIT 2022 Q3 YTD

100%
90%
80%
70%
60%
50%
40%
30%

20%

10%

0%

2019 2020 2021 2022% B AT Media W AT Services M Direct Marketing  m Recurring B Recurring-like ® Non-recurring
*Rolling 12 months Q3/2022
BUSINESS MODEL COMPETITIVE ADVANTAGES
* Business and technology media based on subscription and advertising * Media: market leader in B2B media

* Digital information services based on subscription and transactions
* Telemarketing service based on ongoing contracts and results

GROWTH DRIVERS - GLOBAL MARKET GROWTH 5 % pa.
* Media: digital subscriptions and advertising

* Information services: own refined data and agreed copyrights
» Competent personnel and Alma synergies

STRATEGICGOALS
* Media: digitalise the business without losing its scale

* Information services: digitalisation of work, regulation and compliance * Information services: steady growth with increasing recurring share

==
MEa TALENT
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Key Figures of Alma Talent

mmm REVENUE (M€) mmmmADJ. EBIT (M€) =—=@==SHARE OF DIGITAL REVENUE (%)
120 100%
102.9 95.1 99.7 99.0 90%
m m
80
60 REVENUE SPLIT 2022 Q3 YTD
40

20

2019

BUSINESS MODEL
* Business and technolog

* Dlgltal information serv B AT Media B AT Services B Direct Marketing
* Telemarketing service baooo .. cigeiiig corivicce v e

GROWTH DRIVERS - GLOBAL MARKET GROWTH 5 % pa.
* Media: digital subscriptions and advertising
* Information services: digitalizing processes, regulation and compliance

CMD 2022

==
MEa TALENT

B Recurring M Recurring-like B Non-recurring

REVENUE SPLIT 2022 Q3 YTD REVENUE SPLIT 2022 Q3 YTD

P N

REVENUE SPLIT 2022 Q3 YTD

B Recurring-like ® Non-recurring

nd agreed copyrights

)
ooy eren g S

A ARRTN A A AR A A AR LR L LR AR YL

STRATEGIC GOALS
* Media: digitalise the business without losing its scale
* Information services: steady growth with increasing recurring share
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ALMATALENT MEDIA

Leading Business and
Tech Media Going Digital




Shift to digital media improves profitability

60

50

40

30

20

10

e REVENUE (M€)  mmmmEBIT (M€)  —e=SHARE OF DIGITAL REVENUE (%)

54.5
52.7 50.9 53.5

2019 2020 2021 2022*

REVENUE SPLIT 2022 Q3 YTD CONTENT REVENUE SPLIT 2022 Q3 YTD

100%
90%
80%
70%
60%
50%
40%
30%
20%
10%
0% Content, Digital H Content, Print

W Advertising, Print M Advertising, Digital  m print mB2C Digital mB2B Digital ™ Unions

*Rolling 12 months Q3/2022

==
MEa TALENT

Digitalise the business without losing its scale

Concentrate on contents that create value to our
audience

Acquire new audience groups by new content iniatives

STRATEGIC GOALS AND CHOICES

» Two business models: subscriptions (2/3) and advertising (2/3)

* Audience is in the core of our product development. The reach
and engagement of audience is the success factor of both
business models.
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ALMA TALENT'S B2C DIGITAL SINGLE
SUBSCRIPTION BASE
(NUMBER OF SUBSCRIPTIONS)

ALMA TALENT'S B2B DIGITAL
CORPORATE SUBSCRIPTION REVENUE
(MONTHLY REVENUE)

60000 500,000 €
450,000 € ,\/\’
50000 m‘ﬁ il N "'\/\/
y ) . 400,000 € /\/
q! 7
'I |" e I € -’
350,000 V.
40000 ) f F ! N\
o
300,000 €
30000 250,000 €
200,000 €
20000
150,000 €
100,000 €
10000
50,000 €
o -€
S\ o : o] il il : Ll
= 2 = = =
5 8 o S g S d ]
a & a o o o o
o L] ] 3] o~ N o



ALMATALENT MEDIA

New audience initiatives




New audience initiatives 2023

Talouselama renewal Fantasy Funds portfolio game Kauppalehti Audience Diversity
Programme with FT Strategies

Taalonselngi e - I

[l e viikko

Google News Initiative

Viikko 32/2022

Pelaaja_1 +47,54%

| FTRILAUEESS

rimmen +38,90%

Kekke +35,67%

Finnairin uusi strategia Teebee +34,41%

rakentuu hickalle: 28 ‘

viikoittaista lentoa |
[

Qatariin - Tassd syy B Herr Kal +33,05%

A costanza +33,03%
Kalle +31,01%
B vikkeo +30,98%

a Svedberg +30,96%

m Corona +30,39%

==
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ALMA TALENT SERVICES

The right information at the right time




Growing and synergetic portfolio — focus areas

BUSINESS INSIGHT

COMPLIANCE

INFORMATION SERVICES

PROPERTY DATA

TRANSACTION AND PROCESS SERVICES

DIAS

MARKETPLACE SERVICES

COMPANY
INFORMATION

LEGAL
INFORMATION

I
)
Ll
-
o
o
x
o

COMMERCIAL

PROPERTIES

=| .
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Growing corporate sales with scalable model

60
50
40
30
20

10

==
MEa TALENT

e REVENUE (M€)  mmmmEBIT (M€)  —==SHARE OF DIGITAL REVENUE (%)

- B
6

33.8 34.5
29.0 28.4

2019 2020 2021 2022*

*Rolling 12 months Q3/2022

REVENUE SPLIT Q3 YTD REVENUE SPLIT Q3 YTD

100%
90%
80%
70%
60%

50%

40%
30%
20%

10%
0% m Transaction and Process Services m Non-Recurring

m Information Services Recurring m Recurring-like

= Marketplaces

STRATEGIC CHOICES AND GOALS

Focus on corporate sales of information services and
subscriptions as business model

Capitalise the increasing regulation trend by digital
compliance services (legal and company information)

* Growing share of recurring revenue, >10% growth pa.

* Fast growth of DIAS market share
* Commercial property marketplaces local dominance

* New innovative data products
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Growing corporate sales with scalable model

60

50

40

30

20

10

==
MEa TALENT

e REVENUE (M€)  mmmmEBIT (M€)  —==SHARE OF DIGITAL REVENUE (%)

B

29.0 28

REVENUE SPLIT Q3 YTD

B

2019
m Information Services
m Transaction and Process Services
Focus on corporat = Marketplaces

subscriptions as busiicss 1nvuc

Capitalise the increasing regulation trend by digital
compliance services (legal and company information)

100%

90%
80%

REVENUE SPLIT Q3 YTD REVENUE SPLIT Q3 YTD
REVENUE SPLIT Q3 YTD
curring m Recurring-like
Jn-Recurring
Recurring m Recurring-like

m Non-Recurring

>10% growth pa.

* Fast growth of DIAS market share
* Commercial property marketplaces local dominance

* New innovative data products
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ALMA TALENT SERVICES

New Initiatives




Legalisation and regulation drive growth

Legal Information

Next generation legal information
service —new theme entities add value
and ease customer’s working day

e PERUSTUSLAK) (HAISOIKEUDET JAS METTOMYYS
0, EUDET JA YR

PERVS- ;MKH!SD\I!UDH
s SIVILIOIKEUS
SiEV SNHLIDI“IIS
" mmmmmn
YrEU vlmswmmu
fa RAROITUS JRVAKUUTUS

Rkl RAHOITUS » NAKUUTUS

. @
PO

==
MEa TALENT

Property Data

Properties environmental
sustainability and energy effectiveness
reporting — EU taxonomy needs for

financial sector

361000 €

CMD 2022

DOKS (minority holding 25 %)

For efficient management of KYC/
AML obligations and client
onboarding process

R
DO & KS

In cooperation with

=
METALENT
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SUMMARY




Alma Talent long-term development plan

Current state 2021 Strategic focus areas & leverages for 2022-2025 Topline Margin Target state 2025
"Leading business Alma Talent Media . ,
media — Profitable ° * Digitalise the business without losing its scale. Lea.dmg' business
h * Acquire new audience groups by new content iniatives media with 70%
Growth from o . 1 -
e ) » Capitalise new audiences by advanced subscription models and advertising. digital revenue share”
Digital Information 9
Services”
e Alma Talent Services "Major local digital
Revenue: . Inform.ati.on Services: focus on corporate sales and recurring revenue by ‘ ‘ information provider
subscription i i
2021: 99,7 M€ « Capitalize the increasing regulation trend by digital compliance services with growing
2022 R12M: 99,0 M€ * Next gen legal information service recurring revenue and
* Improve property marketplaces market position in Sweden and Finland h,gh proﬁtability”
* Grow DIAS market share systematically together with banks and brokers
Margqin (EBIT): * Innovate new data products, for example in property sector
2021: 20,6 M€/20,7%
2022 R12M(*: 19,8 M€ [ 20%
° Organic growth ° M&A
* Digital subscriptions and advertising * Bolt-on acquisitions of digital information
%) Rolling 12 months Q3/2022 passing the tipping point providers and property marketplaces.
 Digital information and marketplaces
steady growth
CMD 2022 23.11.2022 8%
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cash flow and solid

alance sheet

CFO Juha Nuutinen




Strong cash flow and solid
balance sheet

* Renewed, healthy and well-balanced business
portfolio

* High profitability, EBIT margin at a top level
* Solid financial position

 Strong cash flow reinforces balance sheet and
enables dividends

* The long-term financial targets reflect the
company's structure, strategy and vision
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Continuing the renewal of portfolio — net investments of
MEUR 200 to digital transformation and growth

INVESTMENTS OF MEUR 335 WITH A
STRONG FOCUS ON DIGITAL BUSINESS

Autolerry
Katsastushinnat.fi
Talosofta

\

Suomen Tukkuautot
Etua.fi (60%)

\

Alma Mediapartners (35%)
Kolektiv

DIAS (80%)
Muuttomaailma

Bolt (21%)

Techloop

Nettix

Etua.fi (40%)
Alma Career (17%)
Netello (60%)

\

N
\

DIVESTMENTS OF “
MEUR 135 Lapin Kansa
CONSISTING OF Matkapérssi

HEAVILY PRINT-
BASED BUSINESSES
OR BUSINESSES WITH
LOW PROFITABILITY

1
1

i
Dagens Media Sverige

g
4
4

¥

Early morning delivery

Regional media and Alma
Manu printing operations

Affarsvarlden
Alma Talent AB

CMD 2022

Netello (40%)

»
4
’

J
Talosofta
KPK-yhtiot (5.6%)
E-kontakti

@
¥

Bolt (21%)
Muugimeistrite A/S
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Well balanced and growing business portfolio

Revenue 2018-2022 Revenue split 2022*

400 Media 35%
(Digital 60%)

350
300
250
200
150
100

50

o

Services 19%
(Digital 70%)

Marketplaces 46%
(Digital 100%)

2018 2019 2020 2021 2022%

Discontinued operations

* Business acquisitions and strong organic growth in 2021-2022
* Well balanced, healthy and growing business portfolio
» Digital revenue > 80 % from total revenue

* Rolling 12 months end Q3/2022
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Operating margin at record level

Adjusted operating profit 2018-2021 Costs per function®
8o Advertising sales and related... [ NNNENEEEEEEEEEEEEEEEEEEE -
7 Technology and development [ EEEEEEEEEE -/ %
60
Property and admin | 5%
50
40 Content [N 6%
30 Production and logistics [ NN 9%
20 Marketing | 5%
e Content sales and marketing [l 3%
0

2018 2019 2020 2021 2022% Total: 217 MEUR
Discontinued operations

* Acquisitions and revenue growth, especially in recruitment and advertising, have increased operating profit and operating margin
* Technology and development costs have significant role in the cost base
* Operating margin at all time high level

* Rolling 12 months end Q3/2022
CMD 2022
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Financial position balancing fast and deleveraging ongoing

NET DEBT (MEUR) AND GEARING (%) Q3/2019-Q3/2022

160.0 %

132.0%

109.2 %
4 %
102.4% o o4 20,89

MEUR

-23.0% =

Q319 Q419 Q120 Q220 Q320 Q420 Q121 Q221 Q321 Q421 Q122 Q222 Q322

INTEREST-BEARING NET DEBT, MEUR
IFRS16 leasing liabilities

Loans from financial institutions

Cash and cash equivalents

Interest-bearing net debt

CMD 2022

EQUITY RATIO Q3/2019—-Q3/2022

71.0% 72.7%
63.1%
56.0 %
40.5% 38.8%
333% 347% 3309

IIIII294./IIIII

Q319 Q419 Q120 Q220 Q320 Q420 Q121 Q221 Q321 Q421 Q122 Q222 Q322

51.6 % 54-1%

41.6 %

9/2022
312 Leasing liabilities mostly consist of office rental agreements
161.0 Term loan maturity is 3 years, and falls due in December 2024
38.7
153.5
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Strong cash flow reinforces balance sheet and enables dividends

8o
70
60
50
40
30
20

10

18.6 17.3

5 C l

Q319 Q419 Q120 Q220 Q320 Q420 Q121 Q221 Q321 Q421 Q122 Q222 Q322

Net cash provided by operat. activities === Net cash provided by operat. activities, rolling 12 months

Cash flow seasonality has been stabilized due to increasing digital revenue

Note: Cash flows 2018—2020 includes also divested operations

* Rolling 12 months end Q3/2022

100
90
8o
70
60
50
40
30
20
10

CMD 2022

2018 2019 2020 2021 2022%

B Net cash provided by operat. activities
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Long-term financial targets™

REVENUE GROWTH (%) ADJUSTED OPERATING MARGIN (%)
19.6
2.4 I I
|
I
-1.8 .
-8.0
2018 2019 2020 2021 1-9 2018 2019 2020 2021
2022 2022
mmm Reported Target-level B Reported Target-level

LONG-TERM TARGET LEVEL PERFORMANCE Q1-Q3 2022

FINANCIAL TARGET
Revenue growth, % > 5% 17%
Adjusted operating margin, % > 25% 25%

Net Debt/EBITDA ratio <2.5 1.7

CMD 2022

NET DEBT/EBITDA RATIO**

2.3
1.7
0.3
0.0 I -0.2
—
2018 2019 2020 2021 7-9
2022
I Reported Target-level

**12M rolling Adj. EBITDA.

Note: Dividend target is no longer included in Long-Term
Financial Targets, though it is disclosed separately in Alma
Media's dividend policy.

However, Alma Media has not changed the target: Payout ratio
> 50 % * EPS.
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Closing remarks

Digital transformation has led to a well-balanced
and synergistic business mix and to market
leadership in chosen areas

The digital journey continues towards advanced
platforms

Leveraging the best of current Alma Career
products by expanding into new markets: Building
one unified international multi-channel
recruitment platform across CEE

Current portfolio in housing and cars enables
focusing on efficient transactional services for
retailers and consumers

In B2B services we hold comprehensive data
assets for growing corporate sales with a scalable
model

Solid financial position and strong cash flow
enable good dividend payout capacity

CMD 2022
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Thank you!

* Upcoming events in the investor
calendar:

Financial Statement Bulletin for
financial year 2022 on Thursday 16
February 2023

Annual General Meeting on Tuesday 4
April 2023

Interim report for January—March 2023
on Friday, 21 April 2023

Interim report for January—June 2023
on Wednesday, 19 July 2023

Interim report for January—September
2023 on Thursday, 19 October 2023

CMD 2022
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