


DISCLAIMER  

Statements  contained  in  this  document,  particularly  those  concerning  forecasts  on  
future  M6 Group  performance,  are  forward ļooking  statements  that  are  potentially  
subject  to  various  risks  and  uncertainties . 
 
Any  reference  to  M6 Group  past  performance  should  not  be  interpreted  as  an  
indicator  of  future  performance . 
 
The  content  of  this  document  must  not  be  considered  as  an  offer  document  nor  as  a  
solicitation  to  buy  or  sell  M6 Group  shares . 
 
The  information,  tables  and  financial  statements  included  in  this  document,  
especially  in  the  appendices,  are  currently  undergoing  audit  and  are  awaiting  AMF  
registration  (registration  document  including  the  annual  financial  report) . 
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INTRODUCTION  



 

RELEVANCE OF GROUP STRATEGIC MODEL  

INTRODUCTION  

At the heart of our business:  
our TV channels  

CONTENT  BROADCASTING  

Testing and positioning 
ourselves on new uses  

DIGITAL  ACTIVITIES  

Safeguarding content 
supply for our TV 

channels by moving 
up the value chain  

CONTENT   
ACQUISITION  & PRODUCTION   

 

DIVERSIFICATION  

Optimising our TV channels½ value creation 
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INTRODUCTION  
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THE GROUP'S DNA 

ADAPTABILITY  INNOVATION  
FINANCIAL 
DISCIPLINE  



INTRODUCTION  

ADAPTABILITY  

2005  

2008  

2012  

2014  

Launch of 
DTT 

Rollout of 
broadband 

across France  

Launch of  
HD DTT  

A video posted on 
YouTube exceeds 

2 billion views  

Digital½s 
advertising market 

share overtakes 
that of print  
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2012  



INTRODUCTION  

INNOVATION  

PROGRAMME 
INNOVATION  

ADVERTISING 
INNOVATION  

TECHNOLOGICAL 
INNOVATION  

SMART 6TEM  

M6 
Exchange  

ADaptive  Mid -breaks  

Weather 
forecast  

Augmented reality  
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In 2015µ 



INTRODUCTION  

FINANCIAL DISCIPLINE  

Operating profitability  
of the TV division  

2008  2009  2010  2011  2012  2013  2014  2015  

Group EBITA (Ę m)  

2008  2009  2010  2011  2012  2013  2014  2015  

194.0  190.3  
242.2  245.0  218.5  211.1  207.5  200.2  

19.8% 18.5% 
22.6% 24.1% 

20.4% 18.0% 17.7% 18.9% 
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194 

195  
218 226 

253 

320 

188  

241 

296  

202 

157 

INTRODUCTION  
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Cash flow from operating activities (Ę m)  

2008  2009  2010  2011  2012  2013  2014  2015  2005  2006  2007  

Inventories & similar items  

271 

149 

SELFéFINANCED GROWTH AND 
CONTENT SUPPLY SAFEGUARDED 



2015 KEY FIGURES 



INTRODUCTION ï KEY FIGURES 
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Key figures ( Ęm)  

2014  

2015  

NET PROFIT 

9.8 % 9.2% 16.5% 16.0% 

CONSOLIDATED 
EBITA 

CONSOLIDATED 
REVENUE OPERATING EXPENSES 

A SOLID PERFORMANCE  

-0.6% 

- 0.2% 

- 3.5% 

- 6.8% 

1,063.4  

1,257.9  

207.5  

123.2  

1,060.9  

1,249.8  

200.2  

114.9  
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INTRODUCTION ς KEY FIGURES 

A SUCCESSFUL TV BUSINESS 

Change in revenue  
2015 vs 2014  

Change in EBITA  
2015 vs 2014  

Television  

+ Ę8.9M  

+ Ę11.7M  

Prod &  
Audiovisual Rights  

-ú17.8M  

-ú3.3M  -ú12.8M  

+ Ę0.7M  

Total  

-ú7.2M  

-ú8.2M  

-ú2.9M  

Ę0M  

Diversification  Other  



TELEVISION  



28,7  28,3  

4,5 
10,8  

27,7  28,6  

4,7 
12,0  

Other free-to-air channels** 
*  

*  

32,7  

18,1  

5,5 
9,8 

32,0  

17,7  

5,4 
10,9  

4+ audience share (%)  

FREE TO AIR AUDIENCE FIGURES  
2014  2015  

M6 GROUP GAINED GROUND IN 2015  

+0.2pp  

-1.0pp  +0.3pp  

+0.2pp  
+1.2pp  

Other free-to-air channels** 

WRP<50 audience share (%)  

+0.5pp  
- 0.7pp  

- 0.4pp  

- 0.1pp  
+1.1pp  

2014  2015  

TELEVISION - AUDIENCES 
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13.4  13.6  

20.8  21.3  



TELEVISION - AUDIENCES 

2015: M6 CHANNEL PROVED RESILIENT 
IN A MARKET THAT KEEPS FRAGMENTING  

TRADITIONAL CHANNELS 

64,5  

22,9  
14,1  9,4 

2,6 2,0 

62,9  

21,4  
14,3  9,2 

2,6 2,2 

60,4  

25,0  

10,1  
4,2 2,3 1,0 

57,8  

23,4  

9,8 
4,0 2,4 1,0 

4+ audience share (%)  

WRP<50 audience share (%)  

2014  2015  

2014  2015  

-1.6pp  

- 
1.5pp  +0.2p

p  
- 

0.2pp  
- 

0.2pp  =  +0.2p
p  

-2.6pp  

- 
1.6pp  - 

0.5pp  - 
0.3pp  - 

0.2pp  
+0.1p

p  =  

TRADITIONAL CHANNELS 
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10.1  9.9 

15.9  15.4  
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Lifestyle magazines  
remain safe bets  

Growth  for  
4 ºtraditional» brands 

Both  news 
bulletins in 
robust health  

2015: M6 CONSOLIDATED ITS POSITION AS THE  
2ND LARGEST CHANNEL AMONGST THE UNDER 50S  

TELEVISION - AUDIENCES 

New prime time 
brands  
successfully launched  

Gradual 
renewal of 
Access 
Prime 
Time  



TELEVISION  

DTT AUDIENCES  
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1ST GENERATION DTT 

1ST GENERATION DTT 

3,9 
3,1 3,0 2,8 2,3 2,2 1,6 

4,0 3,0 3,0 2,5 2,6 2,7 
1,6 

26.1  27.1  

TELEVISION - DTT AUDIENCES  

4+ audience share  (%)  
2014  2015  

+0.7pp  

4é49 yrs audience share (%) 2014  2015  +1.0pp  

+0.1pp  
- 0.1pp  - 0.3pp  +0.3pp  +0.5pp  

=  
=  

3,3 3,1 
1,9 1,8 1,8 1,6 1,2 

3,4 3,1 
1,8 2,0 1,6 1,7 1,2 

20.9  21.6  

- 0.1pp  
+0.1pp  

- 0.2pp  +0.2pp  +0.1pp  =  

=  =  

=  

2.6 2.6 

4.1 4.1 

W9 LEADING DTT CHANNEL FOR THE UNDER 50S  

http://www.lagardere-pub.com/content/download/5483/59842/Gulli_3D.jpg
http://www.lagardere-pub.com/content/download/5483/59842/Gulli_3D.jpg


TELEVISION - DTT AUDIENCES  
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2015: W9 REMAINS THE LEADING DTT CHANNEL FOR  
THE UNDER 50S AND GAINED SIGNIFICANT GROUND 
AMONGST THE WP<50  

Major success for the WOMEN½S  
FOOTBALL WORLD CUP  

New record for DTT  
4.1M °   

Strong 
performance of   
CINEMA 

1.0M  
on average  

Access primetime productions in good 
health  

Disappointment 
from the series 

EMPIRE 

No success for  
LAS VEGAS 
ACADEMY  

 Morning - time music continues 
to lose ground  

 Difficulties for US series 
during the Sunday night slot  
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The leading DTT 
advertising service  

2015 audiences (WRP<50)  

4.1% 
Stable  

year on year  

3.6% 
down 0.1pp  

year on year  

TELEVISION - DTT AUDIENCES  

PUISSANCE TNT IS THE LEADING DTT SERVICE  



 

SUCCESS OF 6TER IN 2015, THE LEADING  
HD DTT CHANNEL ON THE COMMERCIAL TARGET  

TELEVISION ς HD DTT AUDIENCES  
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Audience share of the 6 new channels: 
5.5% 4+  

Audience share of the 6 new channels : 
7.0% WRP<50  

1.3 1,2 

0.7 
0.6 0.6 

1,8 

1,2 

0,9 
0,8 

0,3 

+0.4pp  

+0.8pp  

1,1 

2.1 



Successful progression from 
morning  

to afternoon programming 
throughout  

the year  
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TELEVISION - DTT AUDIENCES  

 2015: 6TER HAD A VERY GOOD YEAR          (UP 0.4PP 4+)  

Success of   
STORAGE WARS US  
over the first half of 2015  

Cinema  
box office 
success  
of US 
blockbusters  
and films for younger 
audiences  
Success of  

original 
productions  

Drama /cinema  
lacking appeal 

4+  

STORAGE losing 
steam as the 

year went by / 
SHIPPING WARS 

unsuccessful  



TELEVISION  

CAB SAT AUDIENCES  


