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A unique, cross-platform digital 
media proposition

Nine

• In January, Nine announced a series of transactions designed to accelerate 
the Group’s transition to a growth-focused media company.

• Key to this was the acquisition of QMS Media – a bold pivot towards verticals 
with proven resilience and high growth potential.

• This resulted in a significant rebalancing of Nine’s portfolio with ‘growth 
assets’ now accounting for c60% of revenue and 70% of EBITDA.

• QMS provides Nine with a strategic extension that prioritises quality 
of revenue, execution and long-term relevance as media consumption 
continues to fragment.

Takes Nine’s engagement capability all the way from the Sofa to the Street.
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QMS – the growth business in 
the growth segment
 Outdoor is the fastest-growing advertising segment in Australia – revenue has nearly 

tripled since 2010

 QMS is the fastest-growing Outdoor advertising media operator, with a premium 

network across ANZ, focused on metro markets

 Disproportionately weighted to the higher margin categories of Out-of-Home

 96% of QMS’ Australian revenue is digital, well ahead of the industry average of 77%

 QMS has positive market share momentum in both Australia and NZ underpinned 

by key contract wins

 More than 80% of QMS’ Australian media revenue is attached to leases due for 

renewal after June 2030

 Complementary programmatic and data-driven capabilities providing detailed 

audience measurements and real-time campaign data

 Offers strong longer-term revenue synergies with Nine’s business
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Auckland 
Transport

~$92m

$76.7m

Impact on AU 
large format 
billboards
    

$86-88m  
+12%-15% 

Outperformance

Positive earnings momentum, despite headwinds
A$m

FY25 Full year 
impact of 

FY25 new sites

FY26 new
contracts

Base site
growth

Costs Site development 
delays(net)

Ad market 
impact (net)

NZD/AUD
(net)

City of 
Sydney

FY26est
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Multiple drivers to growth from here

2026
Annualised 

cost 
synergies

Occupancy 
& Yield

Incremental 
sites under 

existing 
contracts

New 
contracts

Growth 
synergies 
with Nine

Portfolio 
Mix
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QMS has established itself through quality and innovation

Leaders in digital Out-of-Home in 
Australia & New ZealandOur brand vision

QMS market 
proposition

Digital first Quality over quantity

Innovation-led
(data, research, creative, 

PRDOOH1)
Outcomes-focused

1  PRDOOH – programmatic digital Out-of-Home

Led by a strong executive and management team 

7



Network portfolio focused on higher margin assets

Digital Large 
Format

Static Large Format

AirportNew ZealandStreet Furniture Retail
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Market growth expected to continue – driven by growth in sites 
as well as occupancy and yield

# of sites Occupancy & Yield

Asset growth
Growth in audience 
mobility

Digitisation

Immediacy of 
content – can vary 
with time of day, 
weather, events

77% of industry 
revenue in Australia 
and 80% in NZ is now 
digital (from c54% and 
59% respectively in 
2019)

Continuing roll-out of 
incremental assets 
and sites

Improved 
measurement – 
Move 

Relative 
value 
proposition

Innovation

Resilience in a fragmenting market

Growth of 
programmatic

Source: Australia – Outdoor Media Association (OMA)
NZ – Out of Home Media Association of Aotearoa (OOHMAA)
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Major formats All Outdoor formats

5 metro markets National, regional and metro, 
all states

Weekly reach and frequency By hour and day

Static audience volumes 12-month forward perspective 
update

Digital visibility adjustments 
at format level

Digital visibility adjustments 
at site level

Average 12-month audience 
(no seasonality)

Seasonally adjusted at a 
format/market level

Basic interface since 2007 Updated interface

No out of market audiences Out of market audiences 
(interregional/interstate)

Move is the enhanced audience 
measurement system developed by the 
Outdoor Media Association, launched in 
March 2026.

Move assists Outdoor operators in 
understanding how people see and 
interact with every Outdoor sign and 
campaign, providing trusted measurement 
validation and allowing for more specific 
advertising campaign targeting.

Move (past) Move (current)

Move underpins further growth in Outdoor 
through increased data and analytics
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We can find our Nine Tribes wherever 
they go from the 'Sofa to the Street'

We collect our consumers’ postcode 
when they sign up to 9Now, Stan 
and our publishing assets – so we 
know where they live

Based on what we know about the 
content they're reading, watching 
and listening to (eg. reading SUV 
reviews on SMH, watching Drive TV 
on Nine), we understand that they 
are likely to be in market for a car 
and create a SUV Intenders audience 
segment

We map the postcodes of each 
person in the SUV Intenders 
segment to each QMS screen and 
find the screens that index the 
highest for those SUV Intenders, 
eg. SUV Intenders in Sydney might 
index highest in Baulkham Hills, 
Mona Vale, Ryde and Epping  

We can then target SUV 
Intenders across every screen - 
9Now, Stan, the SMH, Age & 
AFR, Nine.com.au and QMS 
screens in those areas
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Over the past six years, QMS has grown its Australian market share from 
10% to 15%, underpinned by growth in digital and key contract wins
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2022: 
City of Sydney 
street furniture 
contract

2024:  
Vicinity Centres incl. 
Melbourne Emporium

2013:
VicTrack Roadside 
contract

Acceleration of digital 
screen installation

2025: 
Transport for NSW

Source:  OMA, QMS data

market share
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Since 2024, QMS’ share of the NZ market has 
grown from 21% to > 30%
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2021 2022 2023 2024 2025 2026

2021:
QMS (NZ) merger with 
MediaWorks

2025: 
Auckland Transport 
contract won

2024: 
QMS (Aust) took 
control of QMS (NZ) 

market share

Source:  OOHMAA, QMS data13



QMS continues to outperform the Australian market

QMS generated 39% of the industry revenue 
growth in Roadside – Other (Street Furniture), 
well ahead of its average category market share

QMS generated 37% of the industry revenue 
growth in Roadside – Billboards, well ahead of 
its average category market share

CY25 INDUSTRY QMS

+6% SMI Agency Outdoor market +12% SMI Agency QMS

+11% OMA Reported Outdoor market +16% Reported revenue growth QMS

+10% Roadside – Billboard market (OMA) +18% Roadside – Billboard QMS

+9% Roadside - Other market (OMA) +16% Roadside – Other QMS
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QMS over-indexes in Roadside - Billboards and Roadside - Other (street 
furniture)

1 OMA data, net revenue
2  OOHMAA data, net revenue

CY25 basis Australia1

% of industry revenue
QMS Aust

% of QMS revenue
QMS NZ2

% of QMS revenue

Market size A$1,450M
+ 11% on PCP ~15% share

NZ$229M
+12% on PCP

~24% share (currently 
c30%)

Roadside – billboards 41%
+10% on PCP

~60%
+18% on PCP ~55%

Roadside – other 22%
+9% on PCP

>30%
+16% on PCP ~25%

Retail 22%
+6% on PCP

<5%
+14% on PCP

Other/transport 15%
+29% on PCP <2%

% digital 77% 96% 67%

% programmatic 6% ~8% ~14%

Higher 
margin 

categories
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Around 1/3 of 
these are rolling 
month-to-month 
leases

Weighted average lease expiry of c8 years

12% 13%
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Around 1/3 of 
these are rolling 
month-to-month 
leases

Weighted average lease expiry of c7 years

Attractive profile of long-term lease expiries (by revenue)

Lease expiry profile (Aus) Lease expiry profile (NZ)
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Leases take a variety of formats…

Owned

Fixed site rent

Fixed licence fees 
(QMS don’t own the 
asset, so don’t incur 
associated capex)

Minimum 
guarantee plus 
revenue share

QMS acts as sales 
rep for a margin

Licence Concession Sales representation
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Leveraging the new ecosystem for Nine
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Significant AI opportunities 
around content and data

Audience Understanding 
& Targeting

Inventory Optimisation

Dynamic Content & 
Campaign Management

Business Operations

• Demographic & behavioural 
analysis

• Predictive analytics for 
audience presence

• Location intelligence for optimal 
ad placement

• Predictive performance 
estimation

• Dynamic pricing based on real-
time demand

• AI-assisted content generation
• Contextual ad delivery based on 

condition

• Roll-out of Gemini across all 
employees

• Efficiency improvements
• Assets – predictive maintenance
• Automated reporting
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Creating a premium, integrated 
media ecosystem

A more complete 
ecosystem

Streaming, Broadcast, 
Publishing, Outdoor 
and Data – working 
together across the 
full funnel.

A cross-platform 
proposition few 
Australian media 
companies can 
replicate.

From selling channels 
to solving growth 
problems across the 
full funnel.

The value isn’t just 
owning QMS – it’s 
connecting QMS into 
Nine’s total offer to 
create impact.

A differentiated 
market position

A bigger role 
with clients

Integration is 
the unlock

Outdoor now plays a 
critical role in our 
media plans, ticking 
boxes across all 
audiences and the 
full funnel.

The synergy is 
compelling.

Owning the asset 
alone won’t create 
value; integration will.

A unique 
proposition where 
Nine will own every 
key moment of the 
consumer journey.
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The integrated advantage
The only Australian company connecting audiences from the Sofa to the Street
A complete solution across Streaming & Broadcast, Publishing and Outdoor

REACH more 
people in the big 
cultural moments

Grow 
REVENUE

Smarter 
Audience DATA

Prove 
RESULTS

Create content once and 
distribute it across multiple 
premium media channels.

More products to sell and 
customers to serve:

Attack the SME market – 9 Ad 
Manager
Programmatic growth

Retail media at scale

Q-data and Nine Tribes
Rich audience insights and 
targeting capabilities

Combine media exposure with 
real-word behaviours

Better decisions powered by 
data

Demonstrate value with 
measurable outcomes

Clear proof of advertising 
effectiveness from awareness 
through to action
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New capabilities. Smarter targeting. 
Bigger moments. Better outcomes.

Joint 
targeting

Location 
intelligence

Retail 
media

Amplify 
key events

Audience 
efficiency

Combine Nine's first-
party data with QMS 
location intelligence to 
reach the right 
audience, in the right 
place, at the right time.

Leverage real-world 
movement and 
behaviour data to plan, 
target and measure with 
greater precision.

Activate Retail Media at 
scale across QMS 
networks and Nine 
digital environments to 
drive intent and 
conversion.

Amplify major events 
like the NRL across 
broadcast, streaming, 
digital, publishing and 
outdoor for maximum 
impact.

Reduce wasted 
impressions by 
suppressing exposed 
audiences across 
channels for more 
efficient campaigns.



Multiple drivers to growth from here

2026
Annualised 

cost 
synergies

Occupancy 
& Yield

Incremental 
sites under 

existing 
contracts

New 
contracts

Growth 
synergies 
with Nine

$20M BY 
FY28

INCL ROLL-OUT OF 
AUCKLAND TRANSPORT+ 

NEW BILLBOARDS IN 
AUSTRALIA

AOM + MATERIAL EBITDA 
UPSIDE POTENTIAL

Portfolio 
Mix

FOCUS ON HIGHER 
MARGIN 

CATEGORIES23



Nine – a unique, cross platform digital 
media proposition
• In its own right, QMS was a compelling proposition.

AND IT

• Aligns with Nine’s strengths – screens, scale, premium reach, 
attention metrics, national sales relationships

• Extends Nine’s multi-platform advantage – Streaming & 
Broadcast + Publishing + Outdoor

• Reinforces Nine’s strategy around brand-building, 
premium environments and data-enhanced trading

• Provides a non-substitutable physical screen network to 
complement Nine’s digital ecosystem

• Enhances Nine’s ability to compete for full-funnel budgets 
across brand and activation

• Takes Nine’s engagement capability all the way from 
Sofa to the Street
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Q&A
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Appendices



1  pre-AASB16 EBITDA
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2023 2024 2025 2026
Revenue - net EBITDA (after leases)

Underlying 
EBITDA1 margin 
~29%

+35%

+34%

12 mths to June , $m

+18%

+17%

NZ Outdoor 
acquired in 
April 2024

+12-15%

3 years of double-digit 
revenue and EBITDA1 growth
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~ half of estimated 3-year cost synergies to be realised in FY27

Consolidation of back office In progress Targeting completion by end of 
FY27

Technology In progress Prioritising corporate systems; 
revenue platforms yr 2-3

Procurement efficiencies Underway, as contracts expire

Marketing spend -> QMS In progress The majority to be implemented 
in FY27 media plan 

Consolidation of premises CY26-CY28

Nine and QMS – cost synergies of ~$20m on track
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FY25

Gross revenue 289.5 Includes media, installation, production and other

Agency Commissions (28.3) c10% in Australia, 20% in NZ.  No commissions incurred on 
direct bookings

Net Revenue 261.2

Cost of sales (40.8)
Includes member commissions, revenue share, repairs and 
maintenance, electricity
~14% of gross revenue

Operating costs (58.2)

Includes wages and salaries, STI and sales commissions, 
licences and subscriptions, insurance, marketing, travel and 
entertainment etc.
~20% of gross revenue

EBITDA – post-AASB 16 162.2

Cash lease expense (85.5) Minimum guarantees, fixed site rent and office rent that are 
excluded from EBITDA on a post-AASB16 basis

EBITDA – pre-AASB 16 76.7

Post-AASB16 lease 
expenses are 
reflected below 
the EBITDA line as 
$57.9m in AASB16 
depreciation
(before EBIT) and 
$36.7m in AASB16 
interest (after 
EBIT)

Explaining the accounting – FY25 (actuals)
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Growth capex funds new sites and contracts

$m Maintenance 1 Growth Total

CY25 7.6 41.8 49.3

FY26e 8 43 51

1  Includes replacement of large format digital panels, 10-12 year life cycle

Majority of investment in major contract wins City of Sydney and Auckland Transport, already 
incurred. Future growth capex depends on contract wins and asset expansion.

Maintenance capex well below estimated FY26 PP&E depreciation of c$45m.
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Important Notice and Disclaimer
This document is a presentation of general background information about the activities of Nine Entertainment Co. Holdings Limited (“NEC”) current at the date of the presentation, 
(15 June 2026). The information contained in this presentation is of general background and does not purport to be complete. It is not intended to be relied upon as advice to 
investors or potential investors and does not take into account the investment objectives, financial situation or needs of any particular investor. These should be considered, with or 
without professional advice, when deciding if an investment is appropriate.  

NEC, its related bodies corporate and any of their respective officers, directors and employees (“NEC Parties”), do not warrant the accuracy or reliability of this information, and 
disclaim any responsibility and liability flowing from the use of this information by any party. To the maximum extent permitted by law, the NEC Parties do not accept any liability to 
any person, organisation or entity for any loss or damage suffered as a result of reliance on this document.

Forward Looking Statements
This document contains certain forward-looking statements and comments about future events, including NEC’s expectations about the performance of its businesses. Forward 
looking statements can generally be identified by the use of forward-looking words such as, ‘expect’, ‘anticipate’, ‘likely’, ‘intend’, ‘should’, ‘could’, ‘may’, ‘predict’, ‘plan’, ‘propose’, 
‘will’, ‘believe’, ‘forecast’, ‘estimate’, ‘target’ and other similar expressions within the meaning of securities laws of applicable jurisdictions. Indications of, and guidance on, future 
earnings or financial position or performance are also forward-looking statements.

Forward looking statements involve inherent risks and uncertainties, both general and specific, and there is a risk that such predictions, forecasts, projections and other forward-
looking statements will not be achieved. Forward looking statements are provided as a general guide only, and should not be relied on as an indication or guarantee of future 
performance.  Forward looking statements involve known and unknown risks, uncertainty and other factors which can cause NEC’s actual results to differ materially from the plans, 
objectives, expectations, estimates and intentions expressed in such forward-looking statements and many of these factors are outside the control of NEC. As such, undue reliance 
should not be placed on any forward-looking statement. Past performance is not necessarily a guide to future performance and no representation or warranty is made by any person 
as to the likelihood of achievement or reasonableness of any forward-looking statements, forecast financial information or other forecast. Nothing contained in this presentation nor 
any information made available to you is, or shall be relied upon as, a promise, representation, warranty or guarantee as to the past, present or the future performance of NEC. 

Pro Forma Financial Information
The Company has set out in this presentation certain non-IFRS financial information, in addition to information regarding its IFRS statutory information. 

The Company considers that this non-IFRS financial information is important to assist in evaluating the Company’s performance. The information is presented to assist in making 
appropriate comparisons with prior periods and to assess the operating performance of the business. 

All dollar values are in Australian dollars (A$) unless otherwise stated.
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