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The broadcast market « big baf ;g »

Fragmentation of channels angd plafforms
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Focus on the French TV market :

expected changes from 2007 to 2011

2006 : proportion of Free/Pay TV
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2011e : proportion of Free/Pay TV
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Impacts of fragmentation

Daily average audience share on Hwives <50 years old in H1 2007
M6 average
audience share by
time slots
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Audience fragmentation

Source : Médiamétrie - Mediamat 6
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VOD/TV on Internet

Mobile TV :
3G/DVB-H

New platforms and
technologies

New technologies bring about a

fragmentation of platforms ...
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...and new consumption
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Individual personal
media culture

Broadband

[ Consumers become 1
S

[ Increasing popularity of}

producers and creator life-style media

VOD/TV on Internet Digital TV

lead to
[ On demand culture 1 New consumption [ Popularity of video- 1

New platforms and
technologies

(anytime, anywhere) sharing sites

| Mobile TV : “
vl 3G/DVB-H Mutti-
platforms |

[ Community webs } : n

Interactivity
Extended programmes life

—
New business models
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Consumers are mainly looking for

professional videos




One media, one type of consumption

[ Exclusivity of media - 15 to 24 y.o J

= TV remains the most exclusive media - TV consumption
does not decline far

= Among new media, Internet is the most used - But it is
the less exclusive media

Internet exclusivity TV exclusivity
100% Monday - Friday 100% Monday - Friday
90% 90%
. % exclusive w0 % exclusive TV
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Media are complementary

Source : Media In Life - Médiamétrie 9




Platforms

s A new lifecycle still dominated by original FTY. .
>

Before -
original Original Free-TV After original broadcast
g
broadcast
broadcast
Vie""irs E—— Free VoD Programmes repetition

~ . . o “g@t,, Babelgum Cable and niche channels
You dallymotIOIj proaacaster Wgebsites
branjcaster websites, mobiles, digital set-top-
mobiles boxes
Exclusive Preview / Pay Pay VoD DVD
VoD . Buy on- and off-line
Broadcaster websites; Mix Pay/Free VoD In competition with
digital set-top-boxes; 6 Pay VoD
mobiles oot

Original Free TV

broadcast is the
core step of the v

business cycle

New revenues cycles
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M6’s strategy :

Strong content for a powerful mul medé_/,dup
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- Strong-contents for strong brands

—

- All rights and librairies }
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GROUPE M6

* Inhouse production = External sourcing

= Qutput deals

=

Mandarin Films
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- A comprehensive family of channels Jv -
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- A comprehensive family of channels Jv -
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- A comprehensive family of channels Jv -
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- A comprehensive family of channels Jv -
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A multimedia presence

Mobile TV
Free-to-Air TV

Mobile

oo Wo
range

Web platforms
“Wwideao.fr

DTT channels

= 141 million viewed
pages (+74% vs. 2006)

= 6 million visitor
(+6% vs 2006)

Digital channel
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