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MARKET OVERVIEW
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TV ADVERTISING MARKET IN Q1 2026
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LINEAR CHANNELS FACING MAJOR CHALLENGES
Q1 2026 VS Q4 2025
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LEVERAGING TRENDS TO ADDRESS MARKET CHALLENGES
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1NOSTALGIA 
REMAINS STRONG
Well-known titles continue to attract audiences

2 ZAPPING
The most popular way of discovering TV 
content – investment in channel branding 
and familiar, popular productions is key

3
4

TV AUDIENCES IN 
POLAND ARE AGEING
Viewers aged 40+ dominate, with the 60+ segment 
becoming increasingly important

RELAXATION & 
ENTERTAINMENT
Research shows that TV viewers primarily seek 
relaxing, “low-effort” content

Source: Nielsen Audience Measurement, Brand tracker, Kantarr, CAWI
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KEY FIGURES IN Q1 2026

+3.0% y/y +5.5% y/y+5.7% y/y +3.9% y/y
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EBITDA
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net profit
PLN 20.1m
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KEY FINANCIAL DATA
PLN M

In Q1 2026, Kino Polska Group continued its upward 
trend.

Sales revenue increased by PLN 2.3 million (+3.0% 
y/y), with EBITDA up by PLN 1.7 million (+3.9% y/y). The 
Group’s EBITDA reached PLN 43.9 million. At the same 
time, net profit rose by PLN 1.0 million (+5.5% y/y), and 
net margin improved to 25.5%

During the discussed period, the Group recorded an 
increase in operating profit in the following segments: 
Zoom TV, Kino Polska channels, FilmBox film channels 
and thematic channels.
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STOPKLATKA
PLN M

In Q1 2026, Stopklatka recorded a revenue increase 
of PLN 1 million (+7.0%) compared to the same period 
in 2025, reaching PLN 15.3 million compared to PLN 
14.3 million a year earlier. This was the result of 
favourable continuation of collaboration with an 
advertising broker. 

Stopklatka segment maintained positive net 
profitability in 2026, achieving a margin of 17.6% and 
a net result of PLN 2.7 million
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ZOOM TV
PLN M

The segment's result improved by PLN 3.4 million 
compared to Q1 2025, reaching PLN 1.4 million.

The relatively small decline in revenue and the
significant improvement in the segment’s profit
confirm that we made the right decision to leave
the MUX 8 multiplex.

The Group continues its strategy for the Zoom TV
channel. During the first three months of 2026, the
Group saw a decrease in revenue in the ZOOM TV
segment of PLN 0.3 million (-4.5% y/y) compared to
2025.

The significantly lower costs in this segment are
linked to the switch from terrestrial television to
satellite and cable television.

7,1 6,7

0

2

4

6

8

10

Q1 2025 Q1 2026

-4.5%

4,3 5,0 4,3
6,3

4,4 6,0 5,3
8,3

5,6 6,6 5,6
8,6 7,4 8,8

6,9
8,9

7,1
8,8 8,4

10,6
6,7

0

3

6

9

12

21'Q121'Q221'Q321'Q422'Q122'Q222'Q322'Q423'Q123'Q223'Q323'Q424'Q124'Q224'Q324'Q425'Q125'Q225'Q325'Q426'Q1

Sales and operating costs 1Q’21 – 1Q’26

sales operating costs

Sales revenues 
1Q 2025 vs 1Q 2026



14

FILMBOX BRANDED 
MOVIE AND THEMATIC 
CHANNELS
PLN M

In Q1 2026, the upward trend in revenue for the 
FilmBox brand movie channels and thematic 
channels continued, with an increase of PLN 1.2 
million (+3.0% y/y).

Advertising revenue increased (+PLN 1.1 million) as 
did broadcasting revenue (+PLN 0.1 million), whilst 
other sales recorded a slight decrease (-PLN 0.1 
million). 

This enabled the segment to achieve a result of 
PLN 18.8 million, with a high margin of 43.8%.
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Revenue from the Kino Polska-branded channels 
grew by 2.9% year on year in Q1 2026.

Kino Polska-branded channels segment 
generated a net profit of PLN 4.1 million, achieving 
an impressive profit margin of 49.9%. This is due to 
an increase in advertising revenue and a 
reduction in operating costs.
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REVENUES Q1 2026
PLN M

Change: PLN +2.3M; +3% y/y

The Group's sales revenue in Q1 2026 increased 
by PLN 2.3 million y/y reaching PLN 78.9 million.

The largest increase was recorded in advertising 
revenue on the FilmBox channels (+PLN 1.1 m, +14.9%) 
and Stopklatka (+PLN 1.0 m, +7.0%).  There was also a 
significant increase in TV channel production (+PLN 
0.6 m, +17.2%) and other revenue (+PLN 0.3 m, +43.3%). 
Revenue from FilmBox and thematic channels 
broadcasting also rose (+PLN 0.1 m, +0.4%). 

The increase in revenue from TV channel 
production and advertising revenue offset the 
decline in sales from Zoom and lower sales of 
licensing rights.
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TOTAL REVENUE BY 
TERRITORITY
REVENUES INCLUDES BROADCASTING, 
ADVERTISING, PRODUCTION, LICENSE 
SALES AND OTHERS
PLN M

Revenues on international markets increased by
5.7% y/y (+PLN 1.3 million), mainly due to growth in
broadcasting of FilmBox channels and thematic
channels outside Poland.

Revenues on the Polish market declined by 0.3% (-
PLN 1 million) compared to Q1 2025, mainly due to
lower sales of licencing rights

The share of revenues on international markets
increased by 0.7 pp compared to Q1 2025.
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NET PROFIT Q1 2026
PLN M

Kino Polska Group net profit for the first quarter of 2026 amounted to PLN 20.1 million (+5.5% y/y). The increase in net profit was primarily driven by lower broadcasting costs 
(+PLN 3.5 million), higher revenues from broadcasting and advertising on FilmBox and thematic channels (+PLN 1.2 million), an increase in advertising revenue on Stopklatka
and Zoom channels (+PLN 0.7 million), and an increase in other revenue (+PLN 0.9 million). The increase in other revenue is r elated to the continued production of channels for 
Group companies.
These positive effects were partially offset by an increase in content costs (including programme amortisation) (PLN -2.1 million), a decrease in the result on other operating 
and financial activities (PLN -3.0 million), an increase in employee benefit costs (PLN -0.3 million), a decrease in the margin on the sale of licence rights (PLN -0.4 million) and 
higher depreciation and amortisation (PLN +0.5 million).
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KEY DEFINITIONS

TG: target group. A social group defined by its demographic features (e.g. age, gender, way of receiving television signal), which is being analysed.
The most common constraint is age (the commercial group is defined as the 16 to 49 age group).

AMR: average minute rating. The average number of viewers in a minute. The number of viewers expressed as a percentage of the analysed
demographic group (TG).

SHR%: share of a TV channel. The share of the average number of viewers of a TV programme or channel in the total number of persons watching
TV at a given time.

RCH: audience reach. The reach is the total number of viewers who watched TV for at least one minute in a specific period of time. Formula: ∑ AMR.
A certain percentage of the population of the analysed demographic group (like AMR).

ATV: average time viewed. The average time of watching TV by a population. Expressed in hours and minutes. Formula: 𝐴𝑀𝑅

𝑇𝐺 𝑝𝑜𝑝𝑢𝑙𝑎𝑡𝑖𝑜𝑛

ATS: average time spent. The average time of watching TV by all persons who switched their TV sets on. Expressed in hours and minutes. Formula:
𝐴𝑀𝑅

𝑅𝐶𝐻

GRP: gross reach point. The total amount of viewers of single broadcasts of advertising spots. Expressed as a percentage only; the sum of AMR% of
the individual advertising spots. Formula: ∑ AMR%.

CPP: cost per point – the cost of purchase of 1 GRP.

Consolidated Live +2d. - refers to aggregate data that includes live viewing and viewing within two days of the programme's broadcast. This means
that the data includes the number of people who watched the programme live and those who watched it live or within two days of broadcast.
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DISCLAIMER

This presentation (the “Presentation”) has been prepared by Kino Polska TV S.A. (the “Company”) and is for informational purposes only. Its purpose is to present selected data on
the Kino Polska TV S.A. Group (the “Group”) and its prospects for development. It must not be treated as part of an invitation or offer to acquire securities or to make investments.
This presentation does not constitute or form part of any offer or invitation to conduct other transactions in securities.

The information contained in this Presentation which does not arise directly from the periodic reports published by companies belonging to the Kino Polska TV S.A. Group has not
been independently verified, and therefore there is no guarantee that it is complete and fully reflects the actual circumstances. This Presentation contains forward-looking
statements. These statements contain words such as “anticipate”, “intend”, “estimate”, “be”, “expect”, “assess” and words of a similar meaning. Any statements contained in this
Presentation, other than those relating to historical facts, including statements concerning the Group’s financial position, its business strategy, plans and objectives of the
management relating to future operations (including development plans and objectives relating to the Group’s products and services) are forward-looking statements. Such
forward-looking statements are subject to known and unknown risks, characterized by inherent uncertainties and subject to other important factors that could result in the actual
results or achievements of the Group being materially different from the future results or achievements expressed directly or implied in these forward-looking statements. These
statements are based on a number of assumptions concerning the present and future business strategies of the Group and the environment in which it will operate in the future.
These statements have been prepared solely as at the date of the Presentation. The Company’s expectations or changes in events, conditions or circumstances on which any
such statement is based, unless the applicable laws require otherwise. The Company hereby reserves that the forward-looking statements do not constitute guarantees of future
performance and that its actual financial position, business strategy, plans and objectives of the management in respect of the future operations may differ materially from those
described or implied in such statements contained in this Presentation. Moreover, even if the financial position, business strategy, plans or objectives of the management
concerning future operations of the Group are consistent with the forward-looking statements contained in this Presentation, such results or developments may not provide any
indication as to the results or events in subsequent periods.

The Company assumes no obligation to publish any updates, changes or corrections of information, data or statements contained in this Presentation, unless such an obligation
results from the applicable laws.

The Group shall not be held liable for the effects of any decisions taken after reading this Presentation.

The only reliable source of the financial results of the Kino Polska TV S.A. Group are the current and periodic reports submitted by the companies which are members of the Kino
Polska TV S.A Group as part of performing their information obligations under the Polish law.

The viewership data contained in the Presentation has been provided by Nielsen Audience Measurement (live data).



CONTACT:

KINO POLSKA TV S.A.
Puławska St. 435a
02-801 warszawa
Tel: +48 22 356 74 00
Fax: +48 22 356 74 01
Email: inwestorzy@kinopolska.PL

Marta Kruk-Bogusz
Investor Relations Manager
Email: mbogusz@kinopolska.pl
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