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Disclaimer

� Statements contained in this document, particularly those concerning forecasts on 
future M6 Group performances, are forward-looking statements that are 
potentially subject to various risks and uncertainties.

� Any reference to M6 Group past performances should not be interpreted as an 
indicator of future performances.

� The content of this document must not be considered as an offer document or a 
solicitation to buy or sell M6 shares.
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M6 group overview

Diversification Diversification Diversification Diversification andandandand
audiovisualaudiovisualaudiovisualaudiovisual rightsrightsrightsrights

PayPayPayPay TV TV TV TV andandandand
digital digital digital digital channelschannelschannelschannels

� M6, a generalist channel with
enlarged and more powerful
audiences

� W9, 2nd DTT channel, will be
received by 100% of french
population in 2011

Delivering mass media audiences

� Portfolio of complementary
channels

� Strong audience performances

� Increased visibility with TPS –
Canal agreement

� Increased profitability in H1 
2006

� Interactivity successful
developments

� Securing contents

Delivering targeted audiences Delivering multimedia audiences
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Free – to – Air :
delivering  mass media audiences
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M6, a strategy of contents 
enhancing 

Cinema, US series

� Paramount output deal until 2009
� Fox output deal until 2011
� Sony Output deal until 2010
� SND, SNC catalogues

� UEFA Cup until 2009
� UEFA SuperCup until 2008

Mass audience involves powerful, exclusive and federative contents

SportNews

� Efficient recruitment (Melissa 
Theuriau, Marc-Olivier Fogiel, Nathalie 
Renoux)
� Launch of innovative news delivery 
formats (66 Minutes, late evening talk-
show…)
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M6, a successful programme 
strategy 

Audiences performances (YTD) : 
M6 only channel to increase its ratings on Housewives <50 y.o
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Audiences performances (back-to-school period) : 
M6 only channel to resist to Other TVs  (Housewives <50 y.o)

Source : Mediametrie, weeks 36-38
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M6 : enlargement of audiences
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M6 : strengthening its prime time 
audiences 

Focused investments to increase 
the efficiency and power of the grid 

Source : Mediametrie, weeks 36-38, 8:55 to 10:40 pmSource : Mediametrie

With 300 000 additional viewers, M6 is the only
channel to increase its prime time ratings

Prime Time audiences, in million viewers
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1.2M

M6 : prime time always more federative
M6 : powerful programming for 

advertisers

Focused investments for federative 
and powerful programming 

Source : Mediametrie, weeks 1 to 38
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M6 Group : 
a powerful Group on DTT
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DTT: audience level for individuals 4 + y.o
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M6, an asserted resistance 
in Q2 2006

Analogue terrestrial TV: audience level for individuals 4 + y.o 
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M6, a powerful group 
in free DTT

� Average daily viewing time for individuals living in a household equipped with DTT is

higher than for TV equipped individuals 

� In this fast-growing environment, M6 Group uses its two assets to assert itself:

� M6 and W9 are highly complementary

� they have a combined 15.3% audience share

12.8%

Analogue terrestrial TV

15.3%

Digital Terrestrial TV

+

Source: Médiamétrie, 2nd quarter 2006
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fastest growth rate among new DTT 
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Monday - Sunday / 03.00 – 27.00  Source: Médiamétrie / Mediamat

Audience levels in % - 4+ y.o individuals with free DTT

+0.4+0.4+0.4+0.4
-0.5 -0.6 -0.6

+0.2 +0.3

+0.1 +0.1=



13

W9, the new generation channel

Positioning

Offer

� W9 primarily targets young adults

� The channel reflects its audience: young, modern, dynamic and 
surprising

�Positioned on the same wavelength as the DTT audience

� An innovative offer based on three core directions:
�Music: Samedi live, E-Classement

�Action: En quête d’action

�Entertainment: 2 prime-time movies a week, thriller nights, 
sport, US series (The Unit, NIH)

� Stepped up offer in H1 2006
�Success of The Simpsons and the 2006 European Under-21 
Football Championship
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Evolution in DTT number of DTT equipment
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� Over 4.05 million DTT receivers at the end of August 2006

DTT, a fast-growing market

� Expansion of DTT coverage area

� 58% of French population covered 
in June 2006

� 65% in September 2006

� 70% by 2007

� Towards full coverage

� Objective of 85% coverage in 2008

� Digital switch – over planned in 2011 
(full coverage)
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Interactivity developments : 
enhancing proximity 

with multimedia audiences
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M6 Web: at the centre of our 
proximity and interactive strategy

� M6.fr
�In the Top 30 of most 
visited websites in 2006

2nd french media web 
sites, 50 million pages 
viewed and 2 million 
unique visits (per month)

� Successful 
programmes and 
thematic channels 
websites

� Social Networking
� Habbo Hotel,  1.8 million 
people registered

�Yootribe.com, launched in 
August 2006 (online 
communities)

�Skaaz.fr, in “bêta test”, 
innovation on web 2.0, avatar 
and chatting system.

� Services
� a new mailbox, instant 
messaging

� blogs

� VOD : m6video.fr
� More than 200 videos 
available

� Movies, series, M6 
programmes

� Video sharing
� launch in summer 2006

� reinforcing programmes 
interactivity
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M6 Mobile by Orange, reflection 
of brand power

Sales evolution

M6 Mobile by Orange subscription plan cumulative sales (thousands)

� Launch of M6 Mobile by Orange : 9 June 2005

� 550,000 subscribers at end of August 2006

� Goal : 1 million subscribers within 3 years

� An offer, limited to 20,000 
units, launched in July (fixed 
fee, unlimited evening and 
week-end calls, text 
messages and MMS to 
Orange mobiles) 

� Girondins Mobile offer in 
September (unlimited 
navigation and videos on 
Corner Club, club text 
message information service,  
free text messages for each 
goal scored by the team… )

Launch of new offers
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Audiovisual rights : 
Moving up the value chain
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Audiovisual rights : moving up the 
value chain

� Librairies (Video, Pay TV 

and Free TV rights)

� 447 french and european
movies, 352 distribution 
agreements

� Paramount library deal, 1200 
movies and series

� French recent movies (Sky 
Fighters, Brice de Nice,…)

� All rights movies 
(Theater, Video, Pay TV, Free TV 
rights)

� Recent french, european
and US movies

� Asterix and the Vikings, first 
production

Mandarin

Securing content sourcing, developing new sources of revenues and profits
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Appendices
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2006 H1 financial results reminder

+21.4%

+27.6% -8.1% +15.4%

( € millions)

+4.8%
excl. FWC
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Consolidated income statement

30 June 2005 

IFRS

30 June 2006 

IFRS
Continuing

activities

Continuing

activities

Turnover 547.0 663.8

Other income from ordinary activities 25.3 10.5

Total revenues from ordinary activities 572.3 674.3

Consumables, other expenses, tax and duties (410.0) (510.6)

Net amort./depr./prov. charges and non-amort. asset impairment (30.0) (41.9)

Total operating expenses (440.0) (552.5)

Profit from operations 132.3 121.8

Net financial income 3.2 3.2

Profit before tax 135.2 125.0

Income tax (48.9) (34.6)

Net profit from continuing operations 86.3 90.5

Net profit from discontinuing operations 1.2 10.5

Net profit before minority interest 87.5 101.0

Minority interest (0.3) (0.5)

Net profit – Group share 87.2 100.5

Number of outstanding shares (thousands) 130,988 131,472

Net earnings per share (€) 0.668 0.768

( € millions)
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Summary consolidated balance sheet

Balance sheet at 06/30/05 pro-forma IFRS 5

(€ millions)

30 June 2005 31 December 2005 30 June 2006
2005 H1 /

2006 H1 change

(€ millions)

Goodwill 22.7 61.3 56.0 33.3

Non-current assets 208.6 206.6 187.6 (21.0)

Current assets 685.8 677.5 680.7 (5.1)

Cash and cash equivalents 119.7 243.1 269.9 150.2

Discontinuing operations assets 185.3 201.8 206.4 21.1

TOTAL ASSETS 1,222.1 1,390.3 1,400.6 178.5

Equity 426.9 504.3 486.5 59.6

Non-current liabilities 29.8 27.4 32.6 2.8

Current liabilities 557.9 639.3 668.2 110.3

Discontinuing operations liabilities 207.4 219.3 213.3 5.9

TOTAL EQUITY AND LIABILITIES 1,222.1 1,390.3 1,400.6 178.5
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Cash flow statement 30 June 2005 30 June 2006
Change

(€ millions)

Cash flow from operations (self-financing capability)             157.4             174.8 17.4          

WCR movements              (54.2)              (30.0) 24.2          

Taxes              (35.1)              (36.3) (1.2)           

Cash flow from operating activities               68.1             108.4 40.3          

Cash flows applied to non-current asset 

investing activities
             (39.4)               (9.3) 30.1          

Cash flows applied to financing and current 

assets investment activities
           (119.0)              (72.3) 46.7          

of which dividends paid           (110.0)           (125.0) (15.0)         

of which financial liabilities                0.1              51.8 51.7          

Cash flows from discontinuing activities               (0.8)               (0.5) 0.3            

Net change in cash & cash equivalents              (91.1)               26.3 

Cash & cash equivalents - opening balance             211.6             245.1 33.5          

Cash & cash equivalents - closing balance             120.5             271.4 150.9        

continuing operations            119.7            269.9 

discontinuing operations                0.8                1.5 

Summary cash flow statement

(€ millions)

* including a € 51 million advance from Vivendi as part of the TPS deal

*


