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The presentation at this meeting contains certain ferward-looking statements that are based largely
an the Company's current expectalions. Forward-looking staterments are subject to certain risks and
uncertainbes that could cawse actual results and achievements to differ matenally from those
expressed in the forward-looking statements. For mare information abaut these forward-laoking
statements and related risks, please referto the secbon tiked “Forward-Looking S pents” in Part
1 of the Company’s Annual Report on Form 10-K and the section tiled “Corporate Governance/Risk
Factors” under “Investor Relafions” an the Company's website, www.ghco.com and as updated in
the Company's Form 10-0 for the first quarter.
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our live stream, as we welcome you to the Graham HoldBmwapanyAnnual Shareholders Meeting. Also in
attendance todayare our chairman, Don Graham, otwoard ofdirectors and manyof ourkey managers.
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CEO of Graham Media Group, and Andy Ras®ifman andCEO of Kaplatnc.L QY  SyeOsillbeSaRe
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presentation for Q&A.
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Key Updates from our Prior Meeting

* Graham Media Group delivered significant earnings in 2018
— Strong political advertising revenues from mid-term elections

* Kaplan / Purdue transaction in first year of operations
— Significant change to Kaplan Higher Education business

» Several attractive bolt-on acquisitions completed
— CFFP, PPI, Barron’s, and Furnlite

* Automotive transaction completed January 2019
-~ Meets our acquisition criteria and leverages an outstanding

automotive partner in the D.C. Metro area

» Successful refinancing of our $400 million notes in May 2018
—~ Lowered interest rate by 1.5%, or $6 million, per annum
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Since our meetingastyeaE 6 S Q@S 02 y i AifiplziiRy edstiny.bpratidndzdut @eyalso lucky
enough to havénada few opportunities to putapitalto work. We willprovide a more fulsome review of

operations throughout the presentation, bt Q R to hitkhe Bey items ugront.

Graham Medigroupdelivered a record year @arnings in 2018. In addition to strong political advertising
driven by the midterm electios strong locahewscoveragehelped driverobust local ad revenues in most

markets.

The KaplasPurdue transaction and corresponding partnership had its fiiirst months of operations in

2018 and the first graduates have received their diplomas from Purdue Global. This maignificant
change foiKaplan Higher Education as we have begun to leverage skills we developed over decades to
become a service provider for other higher educationitnibns. As Andy will discuss later, we think the

disaggregation of higher education provides a real opportunity for Kaplan Higher Education.
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The ®mpany completed several acquisitiomger the past year, mostlg K+ & ¢S NB JoBsKJ (12 | & ao
Within Kaplan Professional, we acquired the College for Financial Planning and Professional Publications, Inc.,
andatKaplan§a i t NBLJZ ¢S Hda@§tidakl SSBiEAnexampl® th&world coming full cirgle

Manny Barron, the namesake of the compawgs a contemporary and competitor of Stanley Kaplan. After

nearly 80 years in business, Mr. Barron thought it was time to find a good home for his business. Outside of
Kaplan, Dekko acquired Furnlitec,, an addition to our power andata segment that abiws us to further

expand into the hospitality market.

At the Graham Holdings level, at thtart of 2019, we partnered with Chris Ourisman to acquire two auto
dealerships in th&VashingtonDGC area. Chris and his family have been operators imgtieater Washington
area since 192landwe areR St A AKGSR 6SQ@FS 06SSy | ofrBwsedmerRih LI 2dzNJ (2 S

concert withgreat management.

On the balance sheet side, we successfully refinanced #4l06n of notes in May of 2018. This lovest our
interest rate by 1.5% and reduced interest expense annually by $6 mitligd18 we alsorepurchase

almost4% of the Gmpany at a weightedverage pricger shareof $593
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Graham Holdings Company at a Glance

BROADCASTING 7 EDUCATION

OTHER

MANUFACTURING
BUSINESSES
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Before we dig into théinancialNB a dzf 64> LQR tfA1S G2 {lbpasdahd Y2YSyid G2
management team viewhe operating businesses at Graham Holdimye. think of our operating businesses

as four buckets: Graham Media Group; Kaplan; Manufacturogmprised of Hoover, D&k, JoyceDayton,

and Forney; andOtherBusinesseg comprisedof Graham Healthcare Group, SocialCode, Automotive,

Megaphone, Slate, Pinna, Cylista and Foreign PolicWe believe each of thedeur buckets meaningfully

contributesto the value and future earning power of the @npany.The first three legs of the stool are all

scaled segments that generate material cash flow relativénéosize of our @npany.The remaining bucket

is a collection of businessegvarying matuty and cash flow pro#s. Over timewe expect thatsome of

those businesses will graduate to becoauitionallegs of the stoolOthers may not achieve that statusit

will, nonethelessprovidegood cash on cash returns. Still others may fail to achieve either of those two
LINEFAESad LYy GKFIG aOSYINRA2Z AF 4SS R2y QlUdowstie I LI GK

businessLong term we suspect all four of these segments will drive meaningful value for Graham Holdings.
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2018 Comparative Results

($ millions)
2018 2017 % Change
Education 51,451 51,517 (%)
Telewision broadcasting 506 410 23%
Manufacturing 488 414 18%
Other Businesses 252 251 0%
Total Revenues 52,696 52,592 4%
2018 2017 % Change
Education 5106 583 29%
Telewision broadcasting 216 146 43%
Manufacturing 54 4 17%
Other Businesses (22} (29} 24%
Corporate affice [53) [59) 10%
Adjusted Operating Incomae (Loss)* 5302 S187 61%
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Results in 208 were up materially from 2017. As expected, the broadcast businessubseantially to drive
adjustedoperating income improvements, but beyond thaach major segmentfdhe ®@mpany showed
improved operating results from thgrior year. Cumulativelfthe Gmpany grew adjusted operating income
from $187 million to $302 million. Total company revenue also grew for the second straight year, which is

something we hope to be the beginning of a trend.



D
Q1 2019 and Q1 2018 Results

(3 millions)
a1 2019 a1 2018 % Change
Education CE 2375 [1%)
Telewision broadcasting 108 109 [1%)
Manufacturing 115 117 [2%)
Other Businesses 96 58 67%
Total Revenues 5692 5659 5%
a1 2019 a1 2018 % Change
Education 529 524 22%
Telewision broadeasting 37 42 [12%)
Manufacturing 10 15 [33%]
Other Businesses ] (12} TR
Corporate office (14} (14} [2%)
Adjusted Operating Incomae (Loss)* 553 555 [3%)

Thee siam of pevda i pmgen s may Aok egued e rodal ove o rou ndap
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In Q12019, our revenue increased 5% year over yaad our adjusted operating income declined by 3% to
$53 million. This decline was due to the lackvafter Olympicsrelated advertisingin broadcastingcompared

to Q12018 as well as increased labor costs at our manufacturing division.
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Operating and Free Cash Flow

(3 millions)
2018 2017
Orperating Income L2d6 5136
Add: Depreciation, Amortization and Impairment 112 113
Add: Pension Expense (Operating portion) 18 149
Operating Cash Flow™ 5377 5268
Less: Capital Expenditures [ag) [=0]]
Free Cash Flow™ 5273 5208
a1 2019 o1 2018
Operating Income 540 544
Add: Depreciation and Amaortization 17 25
Add: Pension Expense (Operating portion) 5 5
Oparating Cash Flow™® 72 574
Less: Capital Expenditures (28) (18]
Free Cash Flow™ 544 557

Thee siam of pevda i pmgen s may Aok egued e rodal ove o rou ndap
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Operating cds flow for the @mpany increased from $268 million to $377 million in 2018. Capital
expenditures increased to $98 million2018, largely due to an F@tandated repack at Graham Media
DNRdzL) F' YR (GKS 06dzAt RAy3 27T ySgWadxpedcaphaliexpdrititulesd Y I LI | y Q:

revert toalower runrate in the secondhalf of 2019.



Balance Sheet

(3 millions)
3/31/2019 12/31/2018 % Change
Cash and restricted cash 5191 5264 [28%)
Marketable equity securitiesfother 028 515 I%
Other current assets 758 754 1%
MNet property, plant and equipment 319 293 %
(rperating lease assets 382 - -
MNet goodwill and intangibles 1,719 1,660 4%
Prepaid pension cost 1,018 1,004 1%
Other assets 282 275 3%
Total Assets 55,197 54,764 9%
Current Habllitles [ex-leases and debt) 738 206 8%)
(rperating lease liabilities 420 - -
Total debt 510 a77 7%
Other long-term liabilities 530 564 (6%
Total equity 3,000 2,917 I%
Total Liabilities and Equity 55,197 54,764 9%

Thie s of o omownts may nod epao S foedal de to randing
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Our balance sheet remairstrong with a total of $719 million of cash and marketable securities against debt

of $510 million atthe end ofQ1 2019. The major as of cash in Q1 were to fund the automotive acquisition

andcapitalexpenditures.

LQR y2¢

has been up to.
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Presentationby EmilyL.Barr, Chief Executive Officer

Graham Media Group

Graham Media Group

Emily L. Barr
Chief Executive Officer
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ThanksTim. Good Morning.
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Graham Media GroulGMG)is no longer a collection of TV stations. We are local media hubgngrea
content for television, oline, mobile, podcasts and audio devices. Qsitaply we are dynamic, local brands
that extend well beyond the traditional TV set. Our work helps to inform, celebrate and knit together the

local communities we serve.

GMGis comprisel of sevenlarge to medium market media entities five states coveing just over 7% of the

US television market. Based in Detroit, Graham Digital is responsible for the devetagroeantless apps

used for otine, mobile and audio devices such as Amazon Echo and Google Home devices. Social News Desk,
headquartered inAtlanta, provides its customers with a single dashboard that curates and publishes news on

social platforms. Social News Desk is active in over 200 US markets and 2,600 newsrooms worldwide.
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2018 Revenue

[l Broadcast Spot

B Retransmission B Digital Other
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2SS O2ylGAydzS G2 3ISYSNI S framsdlingadverysifgin aadaroiiB localEnd2 dzNJ NB O
network programmingbut, retransmission revenue received from cable, satellite and over th¢@3fT)

providers has developed into an important secondary revenue stream for our group. Additionally, digital

revenue associated with our websites, mobile apps and podcasts is contributing meaningfully to our

increasingly diversified revenue base.

Approximately 50% of our advertising revenue comes from time sold in and adjacent to our local news

content whetheron television or oline. This is why we are laskrcused on local news production.



Digital Audience Growth O

Godgle Analytics (Jan 1. 20 - Dec. 31, 2018)
Total Users on 'Wes, Motsls, Agp. and OTT

155.5m

140.5m
118.3m
1m 73.6m
\
H 2017 2018
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Our overall digital audience today is larger than ehaving grown 119% in the past 5 years. We generate
meaningful revenue from digital advertising sales and expect that number to continue to grow over the next

few years.



Subscriber Trends

,‘ Traditional Cable & Satellite Losing Subscribers
ﬁ Virtual Providers Increasing Significantly
ﬁ Virtual MVPD gains > Traditional MVPD losses
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Retransmission revenue and thecent consumer adoption of OPlatforms provideda meaningful revenue
stream, a portion of which we have used to pay reverse comgersto our network partnerswe have

seen retransmission revenue continue to grow despite some mobasteady decline in overall subs
particular, OTT adoption has picked up significantly in the §astonths and we anticipate this will continue

for the next year withsignificantgrowth expectedin year over yeasubscription rates across our group.
Individuals continue to seek neless expensive ways to watch TV on both traditional sets and mobile
devicesand OTT has proven it can be one of the solutions. The good news is access to local TV stations is

one of the drivers of OTT adoption.

Network compensation demands have cowiia to put downward pressure on the benefits from our
retransmission revenuédut our market size and relative strengtlave put us in a strong position to
negotiate fair and equitable deals with our network partners. We recently concluded ayeatiileal with

CBS wour station in Orlando where we are reatig meaningful revenue from OTag well as CBS All Access.



B
ATSC 3.0 NextGen TV O=

 Higher Quality Video

O L[] « Device Interactivity
@ * Personalized Content Experience
/ﬁ » Targeted Advertising & DAI

@ 7= e« Hybrid Content Delivery

(Broadcast + Broadband)

(«
Q « Auto-Data Delivery
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Starting in 2018 and concluding in late 2020, Graham Media Group has been engaged inremé&&i€d
spectrum repack of four of outations in three separate markets. While we expect to be reimbursed for a
significant portion of the work, the transitias timeconsuming, technically challenging and disruptive to
overthe-air viewerswhomust @ O 'y G KSANJ ¢ + Qa asyidd& speSrunNBne efackhaS G2 (K
afforded us the opportunity to upgrade some of our equipment, at our expense, in preparation for the
adoption of a new television standard known as ATSC 3.0. Graham Media Group is a member of the Pearl
Coalition, a groupf major broadcasters committed to advancing this voluntary effort. Given our relatively
large market size, we anticipate being in the first wave of adopters of this new standard starting in 2020.
ATSC 3.0 will provide us with the opportunity to hytmget advertising down to an individual home through
dynamic ad insertion and will allow us to transmit dttat, for example, could be used by the automotive
industry to update the myriad of apps now required by all vehicles in a manner far more efficent

currently used. ATSX0will combine the power and mobility of digital with the reach of traditional ever

the-air television and will produce superior picture and sound supporting both 4K and 8K television delivery.
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SHATTERED =

2.5 Million

Podcast Downloads

(5 H cranam HoLDINGS

On the audio front, oupodcast division has developed a series of locally generated podcasts reaching a

younger and, in some cases, entirely new audience through podcast apps anadatdieded services. WDIV

AY 5SUNRAG KF & KA (0 GLINSR£a GangiNexeSRarEz AmiliinddwiyGadsaddK |

Of AYOAY3A G2 In 2y L) SQa tAad 27F (dslaccadpanidya Ga Ay { ¢
short- and longform video companion pieces thaae be seen on television andlore as a means of

extending air reach and drawing viewers back to their television sets at the same time.
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Financial Results

($ millions)
2018 2017 2016 2015
Revenue S506 5410 S410 $359
Adjusted Operating Income* 5216 $146 $203 S167
Q12019 Q12018 % Change
Revenue 5108 $109 (1%)
Adjusted Operating Income® S37 542 (12%)

KPRC NEWS
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As Tim mentioned, our financial results for 2018 were very strong and | am proud of the management team
and all of our employees at each of our properties for the focusezhtive and important work they do

every day serving our communities. Their work informs, protects, uplifts and uncovers corruption that helps
communities thrive. | am pleasedah2019 has started well for Graham Media Grpowjth strong revenue

and rathgs performance in Q1. As is our practice in the odd years, we did not budget for any meaningful
political advertising in 2019, but we are hopeful that we may see late Q3 or Q4 2019 spending in advance of

the 2020 Presidential race.

Now, | will turn itover to AndyRosen.



Presentationby AndrewS.RosenChairmanand

ChiefExecutiveOfficer, Kaplan Inc.

Kaplan

Andrew S. Rosen
Chairman and Chief Executive Officer
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Thank youEmily. As Tim described earlier, 2018 was a good year for Kaplan, as it was for Graham Holdings.

For Kaplan, that strength has continued into the first quarter of this year.



More than 1.2 million students each year
Approximately 12,000 employees
Nearly 400 facilities in 25 countries

« Delivers online classes in 100+ countries
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I will briefly discuss the financial results, but before | do so, | thoaidintef reminder of our assets,
capabilities and operating principles might be helpful. We serve more than a million students per year, plus
millions more who buy our retail books and other study aids. We have approximately 12,000 employees

worldwide delivering and supporting our service in classrooms and online around the world.



Four Major Divisions

Kaplan
International

S8 Kaplan Test
| Preparation

Kaplan
Professional
(US.)
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We organize our business activities into four major divisions: Kaplan International houses most of our
businesses that operate or are sourced outside the,ih8uding aange of Englistanguage training,

postsecondary education and professional training businesses.

Following our sale of Kaplan University last year, Kaplan Higher Education now focuses on helping other
higher education institutions achieve their goalsthAurdue University Global and Purdue University as its
key partners. Kaplan Test Prep includes our-watiwn standardized test preparation programs, while

Kaplan Professional (U.S.) includes our domestic professional and other continuing educatiessessin
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Diversified Portfolio of Businesses
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These four major divisions house a number of individual education businesses. Over the jpast\&€ars

Kaplan has evolved from a largely domestic test preparation company to a broad, global education company
with a very diverse set of offerings. In our view, this provides us with a unique set of assets and capabilities to
respond to market trends and oppoinities, and this nice diversity provides us with some safety against the

inevitable ups and downs of individual markets.
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Common Set of Principles
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All of these businesses are run in accordance with a set of principles we call The Kapl&hé&@ayrinciples

are the foundatiorfor the decisions all of our employees around the world make every day on behalf of our
alidzRSyidaz FyR @2dzQff FAYR ¢KS YILIXFy 2F@& 232 | ONRA&:
prioritize Student Success, making Kaplan a Great Place fetun@nts to study and our employees to work;

to embrace Continuous Transformation in our markets and in our business; and always to operate in a

manner consistent with our Shared Values: Integrity, Support, Knowledge, Opportunity and Results.
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2018 Financial Results

(% millions)

2018 2017 2016 2015

Kaplan international S720 S698 L6936 5770
Higher education 342 431 Loz 757
Test preparation 256 273 287 302
Professional {L1.5.) 134 11b 115 2 W
Kaplan Corporate and Other (1) (2] [2] b
Total Revenues 51,451 51,517 51,598 51,928
2018 2017 2016 2015

Kaplan international s70 5572 S48 554
Higher education 1% 17 L 30
Test preparation 19 12 10 17
Professional {L1.5.) 24 28 24 2b
Kaplan Corporate and Other (27] (25] (22] (82)
Adjusted Operating Income (Loss)* 5106 583 5103 544
Adjusted Operating Muargin 7 3% LAl G.4% 2 3%
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Our adjusted operating income grew b992 in 2018, led by Kaplan International, where solid growtl in

University Pathwayand UK Professional enroliments, and improved Entgisguageresults, accounted for

Y2ald 2F GKS 3JlFLAyad YILIXIY ¢Sad t NBLQAE Hamy 2LISNI GAY:
2dzNJ O2RAy3 062200F YLI 0dza Ay S&vende Wabk Indfet than thelp@Ko8sN@adilR dzO | § A ;
large part becausein201@ S NB O23y Al SR | ff 2 F whild fathé Ikt ning rhoBtiSsE A (G & Q&

2018 we only recognized a portion of the overall revenue of Purdue Global. Even so, operating ines

relatively even as we went through a transition that continues into this year. At KBptdessionalld.S.)

the results were ugrom the prior year, but importantlythe team added significant capabilities with the

completion of two acquisitionsesving the certified financial planner and architecture and engineering

professional education markets.



As you can see in our results from 2015 to 2@t8,picture has changed quite a bdur revenue is a half

billion dollars lower, but our adjusted operating incoimes grown substantially sin@915. During this time,

@ S QUG Nt to respondo disruptions facing some of our d@ions by positioning them ontehat we

believe to be more pductive ground. You can see thahileY I LJt 'y | A3KSNJ 9 RdzOdf i A 2y Qa
what they were in 201%ach of our other units saw earnings growth over that period. The 2015 sale of

Kaplan Higher Education Campuses, our former vocational catesoldmusiness, and the sale of Kaplan

University to Purdue in 2018 enabled usitoeffect convertKaplan Higher Educationto a managed service

provider, setting up a clearer loftgrm business opportuity for us.

Smaller, yet important, rebalanciragtions, including in our Englisdnguage business and our new economy
skills training businesses, are also examples of responsive actions in the face of dismgtather
challengesWe feel good about our track record of facing thetmllengediead-on, repositioning as required

and maintaining the core assets and capabilities of the business necessary to drive earning power over the

longterm.
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Q1 2019 Financial Results

(% millions)
Ql 2019 Ql 2018 % Change
Kaplan international S1EG 5184 1%
Higher education A3 100 [17%)
Test preparation 61 55 I%
Professional {L1.5.) 41 33 24%
Kaplan Corporate and Other 2 (o)
Total Revenues 5372 5375 (1%)
Ql 2019 Ql 2018 % Change
Kaplan international 524 S20 19%
Higher education 2 1 41%
Test preparation (o} 1
Professional {L1.5.) 11 4 21%
Kaplan Corporate and Other (8} (8} {1%)
Adjusted Operating Income (Loss)* 529 524 22%
Adjusted Operating Muargin 7.8% 6.4%

AR Mgy - 3a¢ Aooaakedon af ghoo oo
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Moving to thefirst quarterof 2019 overall adjusted operating results were up 22%. Kaplan International
continues to lead the company in growtlence againdriven by highePathwaysprogram and UK

Professional enrollments. Kaplan Professional (U.S.) was boosted by the positiveutontfiom the

acquisitions completed in 2018, while Kaplan Higher Education and Kaplan Test Prep were essentially even

with the prior year. The decline in Kaplan Higher Education revenue for the quarter was due to the sale of
Kaplan University, which wasmpleted at the end of the first quarter of 2018. We only recognized a portion

2F t dzNRdz2S Df 2061t Qad NBOSydzS Ay GKS FANRG ljdzr NISNI 27F

University for most of the first quarter last year.

AfurthernoS 2y t dzZNRdzS Df 20l ft ® 2SQ@S 6SSy NBrftfte LXSFAaASR
and Kaplan teams worked exceptionally well together to complete a seamless transition from Kaplan
University to Purdue Globavoidingany major problems for thapproximately 29,000 stwghts conveyed to

Purdue Global. The Purdue Global team is doing a great job at continuing to enhance student outcomes, and



the student experienceBoth parties have worked hard at developing the Purdwb@lbrand and executing

efforts to create the necessary level of awareness for this new institution.

We are one year into the life of Purdue Global. As you know, building awareness takes time; it also takes

money. Since the fees we are to be paid unither Purdue agreement are largely tied to the available cash

produced by Purdue Global each year, the investment in brand by Purdue Global directly impacts the level of

fees we receive and record in our results. This, we believe, is a smart invesginemthe importance of

securing a strong foothold for Purdue Global in an increggicompetitive marketplac&Ve are still in the

early days of our partnership, bt SQNBE 2 LIGAYA&AGAO | 62dzi GKS AyaidAaddziAizy

contributor toboth Purdue and Kapla€ dzf t @ RS @St 2LIAy3 (KS ! yA@SNAAGE&QA Y

takes time; we have a 3fear agreement, so we can afford the patience to get it right.
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Educational Trend Themes
@ Disruption
€ Global markets

€ Disaggregation
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Shifting now to a broader looks with most industries, there areraimber of important macro trends
occurring in education that both present us with opportunities and, over time, have created some challenges.

WelINRPolofée OFyQi OKIFy3aS GKS FdzyRFEYSyidlfa 26 (K S R dzC

position ourbusiness sthat thesetrends willbenefit us more than hurtis.
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Educational Trend Themes
@ Disruption

-

-

» Disruption: Higher costs; stagnant results;
perceived lack of work-readiness of grads;
fewer high school grads.

+ Kaplan Opportunity: Assisted identification
and recruitment of domestic and international
students; online enablement; career-oriented
programs.

( j l |‘1-. WLDINGS

First, it has becomeommonplaceo project that a major disruption will soon impatte U.S. higher
education sectarThesectorhas largely managed to avoid the dramatic change of alewety other sector
of the economy, yet the crackstine higher education business modale increasingly apparent. The

dramatic rise in the cost of college, without evidence of an accompanying rise in the penverked

readiness or educational accomiiy Sy & 2F AG& 3INI Rdzr 6Sasx OFyQi O2yGAydz

there are some serious, viable alternatives emerging to traditional education, as online prograngs from

number of institutions yes, including Purdue Glolvaloffer a glimpse int@ possible future of education in

which, more in line with the rest of the economy, quality steadily increases and costs decrease each year.

{2YS 20&aSNIBSNAE I NB LINBRAOGAY A UKuniversitieamaybe f6reed tod |

merge or close in the coming decades, as rising costs keep pushing up prices just as the number of high
school graduates decreases, concerns about the value of college increase and alternatives proliferate.

University presidents are stamtj to recognize the risks surrounding their current business model. Kaplan is

0 KA



well positioned to help on many fronts. We can be a major help in the scramble to attract new students,
through new approaches to attracting domestic students and by leveragingarld-leading international

student recruitment network.

We can help universities open up to new studpopulationsass SQNB R2Ay 3 6A G K t dzNRdzS
University of Essex in theKJand others throughonline enablementWe can help schools engihat their

graduates areareer readythrough our professional certificatioand training programs. Ware becoming a
valuablepartner to universities that have strong leadership and seek to grow in a marketplace that is

otherwise shrinking.
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Educational Trend Themes

€ Global markets

-

+ Global Markets: Growing international
demand for Western education;
Institutional appetite for more international
students

+ Kaplan Opportunity: Comprehensive

student recruitment, test preparation,
English-language training, academic
preparation, onboarding, pastoral care - in
both home countries and destination
countries.
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Second, education is increasingly globaliz@auntries like China, Indonesiagn@® dzil K ! FNA OF OF y Qi
universities fast enough to support the growth of their middle classl, for wealthier families, an education

at a Western university isonsidered a ticket to a top job and family prestige. Students worldwide are
AYONBlaAy3ate t221Ay3 2dziaARS GKSANI O2dzy i NBEQa 02 NRSNJ
looking globally to add diversity and fplying students. Few univergis (and fewer students) have anything
approaching the capabilities Kaplan has to make this match, not to mention to provide #itetwarding,

pastoral care, Englidanguage, test preparation, and academic preparation services essential to attracting

and supporting these students. Through ®athwaygprograms, hosted branch campus operatiotgisect

recruitment and Englistanguage offerings, Kaplan taka&sa significant portion of the burden of attracting

and serving international students at ournp@er universities in Englistpeaking countries.



B
I ( Educational Trend Themes
e Disaggregation
+ Disaggregation: Increased school outsourcing;
greater unbundling by students.

« Kaplan Opportunity: Kaplan as first Multi-Purpose
Strategic Partner (MPSP).

« Kaplan Challenge: Reduced demand for
comprehensive offerings and greater demand for
digital component products.
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Third, the education marketplace is rapidly disaggregating. Schools and universities have traditionally offered
a bundled product, with the institution providing all the services, from curriculum deweént, teaching and
credentialing to feeding, housing, and even medically treating their students.

adzOK 2F o6KIG LQ@S 06SSy RAaOdzaaAy3ad NBLINBaSyida | oNBI T
other organizations to help them bring prograranline, for example, or attract students. Students

themselves are bypassing traditional education to pursue bootcamps and other focused learning

opportunities. We feel ware wellpositioned in this area to support institutions that are working to be

innovative and nimble to navigate the disruption. But we also feel the negative effects of disaggregation. In

test prep, for example, technology and new products are increasingly allowing students to select individual
components of an educational program meet their needsPrevious generations of students might have

automatically chosen a comprehensislassroom basefrogram from a single provider. Kaplan Test Prep, as



GKS t2y3GAYS tFNBS&Ad 2F (GK2aS aaA yeath&thisulhalidaR SNE = £ A ¢

impact on our numbers in 2019. Disaggregation is both an opportunity and a challenge for us.

Ly Of2aiAy3ds 6SQONB KI LILR thewreiae toxttumleducaioSalitrands, gh®RweBdelJl o A f
numerous waystouse K& | y Q& dzy A lj dzS Lazredvangde AVWheniy@u addiGalamA T S
| 2 f RA y-@B@ndocus 8nybdlding intrinsic value, we feelwielk G dzl § SR G2 o0dzZAf R YI LX F y O

the years ahead.
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Remar ks (continued) by Timothy J. O Shaughnessy,

President and Chief Executive Officer, Graham Holdings Company

Graham Holdings Company

Timothy J. O’'Shaughnessy
President and Chief Executive Officer
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Thank yoyuEmily and Andy. Now, | would like to give you some insigbtthe rest of the Company



Manufacturing
($ millions)
2018 2017 2016 2015
Revenue S488 S414 $242 S92
Adjusted Operating Income* S54 S46 $25 S13
Q12019 Q12018 % Change
Revenue 5115 $117 (2%)
Adjusted Operating Income® S10 $15 {33%)

"HOOVER [ ) DEKKO JOYCE SFORNEY

Our manufacturing businesses havewn consistetly over the last several yearsrom 2015 to 2018,

revenue grew from $92 million to $488illion, and operating income grew from $13 million to $54 million.

Results in Q1 2019 were down from the prior year. This is largely dueincraase in labor costs tied to
rising wages and a reduction in inventory gains tied to wood prices from Q1 2018. We suspect some of the
impact of rising wages will be mitigated as corresponding price increasesiradl our customers in the first

half of 2019.



Other Businesses

2018 2017 % Change

Revenue 5252 251 o

Ql 2019 Qi 2018 % Change

Revenuse 496

Slate QODE Pinna (D GRAHAM a1l Megaphone [J§ Automotive

( ‘| |‘1 DINGS

Revenue in th Gher Businessscategorywas flat from 2017 to 201,8vith a $7 million improvement in
adjustedoperatingresults In Q1 2019, revenue increased 67% to $96 million, largelgriby the
acquisition of our automotive dealerships aimtreased revenue at Megaphonadjustedoperatingresults
improved by $3 million. We expect both the revenue growth rate and the margin profile of our Other
Businesses segment to improve over the seuof 2019. At Graham Healthcare Group, we samagked
improvement inadjustedoperating income compared to Q1 2018. Our expectation isttiiatrend will
continue.Several of our technology businesses appear to be gaining real traasiovell.Spedically,
Megaphone, our software and ad tech plati for the podcasting industrgontinues to make inroads as the
backbone on which much of the industry runs. In additi®ocialCode has resumed growathit hag1)
shifted to direct relationships witbrands (2) rolled out new software solutions related to Amazoom the
Marketplace Srategy (MPSacquisitionandits subsequengrowth; and, (3) begurto achieve scale with its
software tool Audiene Intelligence Platform (AIP). These businesses argenaissured of succedsut are

showing promise worth exploring.



I
Management Approach

Long-Term_Orientation

“Managerment does not foous at all on quarterly results; if you do, you shouldn't own our stock. Wa'll wilingly take
actions that produce poor published results in a quarter, a year or several years if those actions will bulld a more
valuabda cormpany for our shareholdars

—Don Groham letter to sharehoiders (February 23, 2007)

Decentralization
Whille sharing oom rson goals and values, aach afthe company's businass units has its own identity, and
cultura, Eachunit is responsibla for theair own operations.

i
We are conwmitted to providing the highest standards of customer satisfaction in serving all who purchase gur
company's products and servicas

Acquisition Strategy

Well-run, profitable businesses in fields we can understand
E_l:r:,‘n"lélI management with an interest and dedication to continuing to mun the business
Businesses we beliewve hawve at least ten years of stable or growing earnings ahead

Reinvestment opportunities that are apparent within the business
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Onceagairz  liketdRend by reiterating our management approach and investment philosophy. Most years

shareda quote by Dorfrom his 2007Letter to Shareholders that really sums wqur operating philosophy:
Galylr3SYSyd R2Sa y2d F20dza 4G Fff 2y ljdzr NISNX & NBa&d
willingly take actions that produce poor publeshresults in a quarter, a year several years if those actions

willbuildaY2 NB @ fdzZ- 6t S O2YLI ye F2NJ 2dzNJ aKI NBK2f RSNA ®¢

We continue to operate the business with a decentralized model under the philosophy Don describes.

Lastly, our acquisition strategy remaiaonchanged. We look to acquire
- well-run, profitable businesses fields we can understand
- management teams whwould like to continue to run the business
- businesses we believe have at least 10 years of stable or growing earnings atead

- businesses with reinvestment opportunities that are readily apparent



We think this strategy has served us well otrex years and will continue to do so moving forward.

2018 started to show the earning power of our businesses. We believe we have laid the foundation for this
earning power to steadily grow over timeith the ability to augment via acquisitipbased on the principles

just outlined.

We remain humble in our desire to put one foot in front of the other as a way of gaining ground. We believe
a focus on continuous operating improvements combined with aciigitts. G Kl & R2y Qd & @SNJ T
will accomplish this, rather than trying to win the game on one play. This focus is how we will steadily create

value for our customers, employees and shareholders

We appreciate your continuedaptnership and integst in the @mpany and will open the floor for questions

after briefly attending to a few other business matters.
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