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M6 explores today
In 2002, M6 feted its 15th year, the age when an adult and responsible future
starts to crystallize. An occasion that a television network can celebrate
only if it has managed to match consistency with the will to move ahead.
As the network with France’s second largest advertising market share, in
just a few years M6 has succeeded in earning our industry’s highest tributes.
Late off starting blocks, our network has worked patiently, and without arrogance, to win over increasingly demanding viewers.

M6 has been a shareholder of the TPS satellite bouquet since its launching
and has also participated in its development.
The prospects are encouraging for a group with the backing of a strong
generalist television network. The year’s activity, described in these pages,
is the best illustration.
Jean Drucker

Throughout these fifteen years, with growing audiences and an ever expanding share of the advertising market, M6 has never ceased to make its programs more rewarding, boosting its investment in diversity, discovery, and
culture, particularly music and magazines, where our network has played a
major role. M6 is also the network where new talent and formats are first
tried out.
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Ambitious objectives
With its strong operating performance of 2002, M6 proved its capacity to
resist in a difficult market.
First, it confirmed the station’s standing as the second most watched channel among viewers under 50, with an audience share equal to 2001, which
had been an exceptional year. Second, it demonstrated its capacity to resist,
despite a sluggish market, by preserving its advertising revenues, with even
a slight increase (+1%).
This strong performance was demonstrated as well by the Group’s increased non-advertising revenues, representing 41% of the group’s total turnover for the year. All told, Group turnover grew by 12.2%, enabling M6 to post
a 10% pro forma net profit increase.

diversification activities, all orientations which enable the Group to adapt to
its market. Finally, M6 has the necessary financial resources to consider
every investment opportunity.
With its one thousand permanent staff members, all motivated by a corporate culture emphasizing initiative and novelty, M6’s is directly focused on
profitable growth.
Nicolas de Tavernost

Thanks to income diversification (where M6 is Europe’s most advanced network), and to its ability to maintain strong profit margins on its programs
while continuing to invest, particularly in digital television, M6 enjoyed a
satisfying year in 2002.
The network’s sights remain high. In the past five years, Group turnover
grew by 80%, as did net profit. In coming years, M6 intends to continue its
investments in programming where, early on, by providing local newscasts,
new magazines, short-format programming, and reality TV, all crowned with
success, it has managed to keep one step ahead of television trends. This is
the direction it is taking in 2003. Next up: reactive multi-media activity, interactive TV, developments in music, bolstered digital TV, and newly created
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Enthusiasm and commitment
Progressive and passionate about their work, the M6 workforce is characterized by its youth, with two-thirds of staff
under 35. The M6 group now has 907 permanent employees,
56% of whom are women.
In 2002, as in previous years, M6 went after new talent, welcoming 570 interns into its various departments and subsidiaries.
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As a sign of M6 employees’ strong commitment and enthusiasm, profit-sharing distributions represented more than
10.6% of total payroll in 2002.
2002 was the year of internal communication, with the
development of a monthly newsletter and an Intranet providing staff with an employee directory, daily news,
employees association updates, and more.
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January 30, 2002

March 17, 2002

April 11, 2002

July 11, 2002

August 25, 2002

September 2002

October 2002

March 2002

March 28, 2002

April 21, 2002

July 18, 2002

August 29, 2002

October 2002

October 17, 2002

M6 raises its ownership
stake in the Girondins de
Bordeaux to 99%

Turbo is 15 years old
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M6 celebrates its 15th birthday

“QI: Le grand test”: 6 million
televiewers, M6 number one

The second season of “Loft
Story” gets off to a blockbuster
start: 8.2 million viewers,
an M6 record

Girondins de Bordeaux,
the M6 soccer club wins
the 2002 League Cup,
smashing Lorient 3 to 0

The opening of “Opération
Séduction aux Caraïbes”,
the first reality-TV series
of the summer

M6 increases to 34%
its stake in TPS

Club Téléachat, already
at home with 3,850,000
households in France,
is now available in Belgium

The launch of Popstars 2

Téva is taken by the
Canalsatellite bouquet,
increasing to 3.6 million
the number of households
receiving it

Via TPS, M6 and TF1 submit
a joint proposal to the French
Soccer League

The fifteenth year of “Culture
M6, M6 MUSIC, TF6, ParisPub”, the delight of advertising première and TPS Star
spot Epicureans
selected by the Conseil
Supérieur de l’Audiovisuel
(CSA) to develop terrestrial
digital broadcasting

November 2002

M6 Événements gets
into musical comedies
with “Emilie Jolie”
and “Le petit Prince”

January 2003

December 25, 2002 January 2003
Broadcast of the
Dinotopia mini-series,
the world’s largest
television production

February 14 , 2003

March 2003

Creation of W9 and Studio 89, M6 adorns itself with new finery TPS reaches agreement with
reality-TV and entertainment
(advertising, Six minutes and
Warner Bros. for film replays
programming subsidiaries
meteo)

SND releases “Gangs of New
York”, Martin Scorsese’s superproduction: already 2.4 million
tickets sold in France

February 21, 2003

HSS opens home shopping in
the Netherlands in partnership
with RTL4 and Yorin
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M6, ever higher
Television is a medium on the march. TV viewing time
increased again in 2002, reaching a record 3 hours 21
minutes a day.
Over the last ten years, TV viewing time has steadily increased. In France, between 1992 and 2002, it grew significantly:
an increase of 23 minutes per household, and 20 minutes
for individuals over 15. Housewives under 50 spent the
most time in front of the television, with an increase of 36
minutes over the last ten years.
12

Television is therefore an increasingly powerful medium. In
2002, M6 surpassed even this trend and strengthened its
position, remaining the number two network among housewives under 50, a position first gained in 2001 and strengthened in 2002, reaching 19.1% of all viewers in this category. Over the last five years, its share grew by 1.6 points,
significantly increasing its lead over France 2.

M6 also gained with the 4 and older audience. With a 13.2%
audience share for 2002, in five years it has increased its
ratings by 0.5 points.
In 2002, the network made progress in reaching its main
target audience of 25- to 34-year-olds, with a 20.3% share, a
gain of 0.4 points.

These increases were due to such event-driven programs
as Grand Tests, “Opération Séduction”, and “Dinotopia”, as
well as the second seasons of “Loft Story”and “Popstars”.
The first 14 weeks of 2003 have shown that the trend is
continuing. The M6 audience share among housewives
under 50 has already grown by 0.4 point over the same
period in 2002.
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Growth potential
M6’s audience appeal has made it the second most heavily
invested media network in France since 1998. With a 19.1%
audience share among housewives under 50 at the end of
2002, M6 is the network that has gained the largest slice of
the advertising market since 2000, despite a sluggish market.
M6 thus has a powerful hold on the target audience that
advertisers most want to reach. 70% of all television advertising investment is aimed at housewives under 50.
14

Moreover, M6 still has great potential for future growth. It
increased its share of the advertising market by 5.8 points
in five years, to 22.8% at the end of 2002, and its advertising
earnings reached 556.6 million euros, an increase of 74% in
five years.

Today, M6’s growth potential will take shape in the following ways:
- through its capacity to increase its audience size;
- through its ability to raise its advertising rates;
- through the expected opening of areas where television
advertising is currently forbidden, namely distribution,
publishing, movies, and the press.

Unfailing growth
Just like previous years, 2002 was a year of double-digit
growth for the M6 group. Indeed, consolidated turnover hit
948.5 million euros, 12% above 2001.
For the first time, diversified operations accounted for more
than 40% of the group’s turnover in 2002, totaling 391.9 million euros and increasing by 33% over 2001’s performance.
The group’s advertising revenues came to 556.6 million
euros, up 1% in a sluggish French advertising market.

Over the past five years, the M6 group’s turnover advanced
by over 80% for average yearly growth of 12.5%.
The M6 group’s 2002 net profit was 111.8 million euros,
enabling it to report earnings growth above 11.5%, just like
the previous four years.
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2002: renewal one more time
Once again in 2002 M6 bolstered its programming strategy. Honing its
uniqueness through innovation and proximity, M6 tightened its grip as
France’s 2nd most popular network with housewives under 50, outpacing its nearest rivals even more.

2002 also was the occasion for M6 and its programs to join a major
national crusade. They supported the nationwide effort to heighten not
just driver awareness, but everyone’s awareness, young and old alike,
about the importance of safe driving.

M6 joined France’s major network elite in 2002 thanks to its bold programming approach which blends dazzle and loyalty-generating events
with popular regular features. Once again M6 broke records and stirred
enthusiasm among viewers with “Opération séduction”, the “Grands
Tests”, “Mémoire” and “Absolument 80”. Alongside the “Loft Story” and
“Popstars” sequels which confirmed televiewers’ passion for formats
that are creative, original, and bring people together, M6 conquered the
French television grid with reliably unexpected productions such as
“Caméra Café”or specials such as the Céline Dion show.

The effectiveness of the M6 programming strategy was confirmed by
top audience ratings gained through high-quality recurring features as
well as high-profile events. Thanks to its ever improving performance
and viewer appreciation ratings, M6 has, since 1998, been second in
terms of French media advertising investment and in 2002 enjoyed a
22.8% media advertising market share.

As before, the year’s successes were dominated by M6 productions.
Seven out of M6’s ten most watched programs for 2002 were produced
by M6 including “Loft Story” (8.7 million viewers), “QI: Le Grand Test”
(6 million), “Capital: des milliards au noir”(5.7 million).
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Thomas Valentin
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The profitability equation
Every euro invested in M6 programming earns a profit,
because there is a clear competitive advantage in building
the strength of the network through its programs. The
stronger the network’s programs, the larger the audience it
attracts, and the more powerful and profitable it becomes.
This is the virtuous cycle of investment in the program grid,
which, it should be remembered, is only part of the network’s expenses.
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In 2002, M6 continued its push to invest in a grid blending
imagination and consolidation, progress and profitability.
The increase in program grid costs, which was 8.1% for
2002, was concentrated in magazine and entertainment
programming. First, for magazines, with the creation of
“Secrets d’actualité” which picked up the pace, the launch
of a history-oriented program under the “E=M6” label, or
again a program with an educational approach to sexuality.
Next came mainly entertainment and event-driven developments further strengthening an already impressive grid.

2002 was also a year of growth for drama and of stability for
documentaries and local news programs where M6 is the
leading network.
As the network that brought reality TV to France, M6 confirmed its position in this new television genre, particularly
Thursday evenings, with its sequels to “Loft Story” and
“Popstars”. Further, it demonstrated initiative in launching
new formats, such as “Opération séduction.”

Taking risks paid off again. Whether proven or brand-new,
these programs enjoyed the success expected of M6.
Built for the long haul, M6’s success was confirmed in 2002,
with a 13.2% audience share of viewers 4 and up, and 19.1%
of housewives under 50, thus tightening its hold, earned
two years ago, as the number two network in France with
this important audience.
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The new cornerstone
In 2002, M6 strengthened its focus on event-driven programming. Successful M6 productions from the previous
year were again hits with audiences in their second season.
Since its launch, the reality television program “Loft Story”
enabled the network to draw an audience of 8.3 million viewers, an all-time record. And “Popstars” and its Whatfor
performers attracted an average of 4.3 million fans to each
broadcast for 17 weeks.
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2002 was also notable for the emergence of new concepts
in broadcasting. With the Grands tests series developed by
M6, the public has been better able to understand itself,
evaluating itself while being entertained. “QI: le grand test”
let 6 million people test their intelligence quotient during
the broadcast. “Mémoire: le grand test”, which was also
hosted by Benjamin Castaldi and Mac Lesggy, revealed the
secrets of memory to some 3.7 million TV viewers. And the
“Absolument 80” quiz, with its songs and anecdotes, captivated 3.1 million viewers nostalgic for the 1980s.

M6 also remained faithful to its educational mission in presenting two totally new programs. The broadcast series
“Sexualité: si on en parlait?”put a few taboos to rest during
discussions about the sexual habits of the French, a subject watched by an average of 3.8 million viewers. And the
frescoes of history were presented at 8:50 p.m. on one of
the network’s leading magazine shows, “E=M6.”In November, 4.1 million viewers got to follow the epic history of the
Romans.

Finally, in the middle of summer, the vote for “greatest
seducer”by the pretty babes of “Opération séduction”drew
as many as 4 million viewers. A promising tally for the
show’s second season, which will be broadcast in 2003.
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Proximity and Investigation
The quality of M6 news magazines has been instrumental
in forging the channel’s identity. The Sunday evening prime
time magazines brought the channel some of its top 2002
audience ratings: 5.7 million viewers for the “Capital” show
devoted to “Des milliards au noir” (January 13, 2002) and
32.3% of housewives under age 50 for the “Zone Interdite”
edition entitled “Adults who live like teenagers” (June 23,
2002).
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More recent magazines have also hit the M6 airwaves: This
year “Ça me révolte”, which exposes social injustices and
dysfunctioning, drew its record audience of 4.3 million viewers on the topic “Road criminals” (May 11, 2002). People
who like good investigative and news reporting have given
high marks to the new format of Secrets d’actualité and the
magazine “C’est leur destin”, dedicated to up-close, behindthe-scenes portraits famous people.

For 15 years, Six minutes has been offering a fresh angle on
local, national and international news exclusively in images.
With over 3 million viewers each evening, it remained the
second most watched newscast in 2002 among audiences
under age 50. One big draw is the local angle made possible
through local editions of M6 in 11 major cities throughout
France. Nearly 11 million viewers are able to tune in every
night to their own local edition of Six minutes.

Monday through Friday, M6 now devotes more airtime to
news. The Six minutes midi edition is broadcast at 11:54
a.m.; Morning live airs news flashes every half hour from
7:00 a.m. to 9:00 a.m.; “Sport 6” offers weekend reviews of
sports highlights, and evening news specials at 8:50 p.m.
provide an in-depth review of key news events. Throughout
the day, on the M6.fr website, a video of the current or previous day’s Six minutes broadcasts (local and national) is
available, along with further information. In 2002, access to
Six minutes was also possible by phone.
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Solid assets serving knowledge
For 15 years, M6 has been offering a broad range of primetime magazines. Again applauded by 2002 audiences, these
magazines are solid assets for the network. The first to rev
up an enthusiastic following was “Turbo.” Again this year,
several thousand more viewers joined its ranks of faithful
car buffs. In 2002, the show made a special point each week
of raising viewers’awareness of driving hazards.
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“E=M6” continues to give voice to technicians, scientists
and experts and make the world of science accessible to
the general public. Exploring the limits of the known and
unknown, “Normal, paranormal” segregates unexplained
phenomena from scams.

On M6, discovery and creativity go hand in hand. “Culture
pub” unflaggingly hunts down and presents advertising
pearls from around the world, while “Grand Ecran”and “Cinesix” offer a run-down of upcoming film releases. On average,
26.1% of housewives under age 50 take front-row seats to see
Sandrine Quétier’s weekly segments including DVD releases,
movie-making, the week’s premieres, and Box Office.
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2002: Triumphal confirmation
In 2002, M6’s entertainment and music dynamism was as
evident in new shows and as in the confirmation of favorites.
The new fall-season hit “80 à l’heure”revived the cult years of
the 1980s while boosting the afternoon line up. The show,
watched by an average of 700,000 viewers, has now branched out to other decades. On “Morning Live”, Laure de
Lattre picked up where mischievous Mickaël Youn left off,
waking 350,000 French early risers with a good laugh.
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Always on the lookout for new talent, M6 made the 7th season of “Graines de star” a real splash by programming specials, including a Céline Dion evening watched by a record
4.2 million viewers.
M6 means music, especially on Saturdays. Each week, 38%
of 15-34 year olds eagerly await the music-charts show “Hit
Machine” hosted by Charly and Lulu. “Fan de” remains the
favorite way to break the barrier between stars and their
fans. In the show’s 6th season, Séverine Ferrer reached a

38.5% record audience of 15-49 year olds. One success leading to another, Sandrine Quétier, newly at the helm of
“Plus vite que la musique”, drew 1.2 million viewers during
an L5 special.
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For comedy lovers, Laurent Boyer hosted both “Drôle de
scène”, a springboard for young comedians, and “Les
Moments de vérité”, which brings viewers behind the
scenes of TV and cinema’s most hilarious filming gaffes. In
the same vein, the short series “Caméra café” seems to
have been the big winner of 2002. Accomplices Bruno Solo
and Yvan Le Bolloch rallied a 27% audience share among
15-34 year olds. Their adventures are coming out in a book,
on DVD, internationally, and soon on the silver screen.
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The latest additions to M6’s rich entertainment programming are “Star Six” and “Tubissimo”. These innovative “call
TV”concepts bring interactive TV to a whole new level.

Mining the affinity between M6 and its audience
M6’s interactive services approach aims primarily to take
advantage of and reinforce the strong affinity between M6
and its audience. Cultivating this asset, which initially benefited commercial television, has gradually been adopted by
the group’s other businesses, complementing and mutually
reinforcing them.

In M6 today, an event-driven program initially developed for
commercial television can at the same time be used by the
group’s diversified operations (magazines, the web, audiotel, or short message service -SMS-) and then be accompanied by complementary programs on M6 group stations.
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Original formats and new narrative styles
For the past three years, M6 has produced a 52-minute,
prime-time series with recurring heroes, like the cops of
“Police District” and “Sami le Pion”, starring Faudel, which
has drawn up to 3.9 million viewers.
A new collection of films for television patterned after “Vertiges” was shown this year. “Carnets d’ados” showcases
heroes under the age of 18 who are struggling to overcome
life’s difficulties. “Les petits Lucas” chronicles the lives of 5
brothers and sisters who are raising themselves.
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M6 also broadcast a prime-time access series for the first
time with “Dock 13”, an upbeat, glamorous drama that takes
place in Marseille. By trying out new formats and narrative
styles such as “Caméra café”, M6 has also ventured further
into the realm of comedy, which will be one of the channel’s
next development focuses in the area of fiction.

In the international co-production market, 2002 highlights
included the “Largo Winch” and “Adventure Inc.” series.
Acquired series such as “Buffy the Vampire Slayer” and
“Smallville” contributed much to the success of the “Saturday trilogy.” The “Alias” series, shown Wednesdays, attracted an average of 3 million viewers for each episode over
the course of its first season.

The Monday night movie, which now ranks among M6’s
great successes, drew an average of 3.4 million viewers
each week with offerings such as “Four Weddings and a
Funeral” “Ronin”, and “Bad Boys”, all of which received
high marks from audiences, and “La vérité si je mens”,
which holds the record at 5.6 million viewers.

Animated features continued to occupy a prominent place
in children’s programming. Thanks to “M6 Kid”, M6 held on
to its number two position among viewers between the
ages of 4 and 14. In the area of co-productions, young viewers discovered “Gadget and the “gadgetinis” and the “ohso disco” series “Funky Cops”, among others. In the area of
acquired series, M6 Kid ushered in the phenomenon of “YuGi-Oh”, the King of Games, “Zentrix”, the first 3-D animation series and, of course, the hitherto unknown “Famille
Delajungle”now lighting up the screen in theaters as well.
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2002 Prize-winning M6 Productions
St. Tropez TV Drama Festival
• Best hour-long series
“Police District”

Children’s Foundation
• Drama prize
“Les p’tits Lucas” from the Carnets d’ado series

Prix Dauphine - Henri Tezenas du Montcel
• Prix d’Honneur - best documentary on the economy
“Le Six minutes: Les 35h dans une PME d’ébénisterie”

CB News Media Grand Prizes
• Media Grand Prize for the M6 group
• Best event-driven program: “Loft Story 1”
• Best media happening: “Loft Story 1”
• Best TV program: “Caméra Café”

Téléfilm
• 2nd prize in the documentary category
“Des bébés malades de l’alcool” (Zone Interdite)

Médiations Prizes
• 3rd prize
Christian Blachas for “Culture Pub”

34

ITHEME 2002
Téva
• Talk show: “Sexe in the TV”
• New female audiovisual talent: Laure de Lattre for “Laure de vérité”
M6 Music
• Magazine musical: “48 heures”
Fun TV
• Entertainment: “Morning live”
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Preferred by housewives
As the French market’s number two television network for
advertising, M6 grew two and a half times faster than the
market over the past five years. The network outperformed
the market thanks to bold programming.
In 2002, despite a very sluggish market which grew only
1.5% overall, M6 maintained its 22.8% advertising market
share, which was twice as large as the next player.
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In this limited market, M6 took full advantage of its favorable positioning with its target audiences (young people
and housewives under 50). Similarly, M6 benefited from its
high-quality roster of vigorous clients. Food, publishing, and
health and beauty products are M6’s main advertisers, and
also those that most increased their gross television ad
budgets the most in 2002, by 7%, 17%, and 16% respectively.

M6 Publicité also benefited from its diversified operations
to prolong and bolster growth. It provided advertising
management for such specialty TV networks as Paris Première, Série Club, téva, Fun TV, M6 Music, Club Téléachat,
Infosport, TPS Star, Cinéstar 1, Cinéstar 2, Cinétoile, Cinéfaz, Fox Kids, Disney Channel, Antilles Télévision, La Une
Guadeloupe, and Antenne Créole Guyane.

In addition, M6 Publicité markets web space for some 15
Internet sites, including m6.fr, turbo.fr, teva.fr,
m6boutique.fr, and all the interactive services of TPS (satellite television).

All together in 2002, more than 30 media vehicles in a variety
of markets have turned over their advertising to M6 Publicité.
By being attentive to advertisers’ needs, the M6 Publicité
team once again recorded an improved position in 2002.

M6 Publicité also created an outlet for sports marketing
built around the Girondins de Bordeaux soccer club.
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A growth engine for the M6 group
Digital television’s future is bright. In France, its present
potential is more than 17.7 million households (65%). What
makes France such a buoyant market is its lag behind its
German and British neighbors. The M6 group enjoys a special advantage since it is already a major player in the digital television sector, both as a partner in TPS (satellite television) since 1996 and as a theme channel producer.
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Since launching Série Club in 1993, the M6 group has participated in the growth of the market of available offerings.
Today, it offers 14 theme channels, which it owns or coowns, and which are transmitted directly or via satellite.
2002 was the year of the last stockholders payments and
saw a positive cash flow for TPS, which had 1.4 million subscribers (1.2 million via satellite). TPS’s revenues reached
500 million euros, a gain of 9.4% for 2002 over 2001.

Digital television is an area of continuing growth in the
French market, as well as for the M6 group. In 2002, M6 had
a 7% market share, compared with only 2% in 1996.
Looking at the development of digital technology as a
whole, satellite transmission still dominates the increased
offerings currently available. The CSA (Conseil supérieur de
l’audiovisuel) is nevertheless pushing terrestrial digital television. This complementary technology, which is expected

in 2004, will allow the transmission of six digital channels
per terrestrial channel, for a total of some 30 channels. M6’s
commercial and pay TV stations have already been chosen
to be part of the offering when the technology is available.

Another new approach is transmission by telephone lines
using ADSL technology, which M6 has been testing with
the help of its partners.
Whatever tomorrow’s technology, M6 group stations will
make use of it to reach their audiences.
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M6 Theme Six-pack
Capturing a 33% audience share of households that subscribe to digital television or a multi-channel offering,
theme channels are a source of both audience and revenue
growth for the M6 Group through their advertising and subscriptions. Over the past 5 years, theme channel audiences
have grown approximately 1% per year.
Through its subsidiary TPS, the M6 Group puts its strength
behind satellite television, now the growth engine of the
digital television market, with a net increase of 500,000 new
subscribers year.
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Theme channels complement M6 offerings and showcase
the breadth of its know-how. Like all M6 peripheral businesses, theme channel talent and programs echo key
aspects of the M6 brand.
Série Club has just celebrated the 10 th anniversary of its
1993 launch. Over those ten years, the M6 family of channels has multiplied. M6 now produces or co-produces 6 of
the most-watched TPS channels: TF6, Série Club, téva, M6
Music, Fun TV and Club Téléachat.

Like M6, M6 Music and TF6 have already been selected by
the Conseil Supérieur de l’Audiovisuel (CSA), France’s
audiovisual regulatory body, for its Digital Terrestrial Television (DTTV) project. This distinction guarantees them even
greater long-term growth in coverage.

Fun TV

M6 music

The all-live channel
3,440,000 subscribers
42% audience share among 15-24 year-olds*

The 100% hits, 100% clips channel
3,532,000 subscribers
49% audience share among 15-34 year-olds*

The all-live interactive channel that remains the favorite of viewers from 15 to
24, enjoying a 42% share with this target audience. Fun TV is an M6 testing
ground where new talent was discovered in 2002 on “Morning Live”, “80 à
l’heure”and “Tubissimo”.

Since January 2001, M6 Music’s new positioning focuses exclusively on video clips of the
best of current hits and musical trends. Once a month, the channel presents 48 hours of special programming devoted to a single star.

* Source : Médiamétrie - Médiacabsat - sept. 2002 / feb. 2003
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TF6

Série Club

The oh-so TV channel
3,648,000 subscribers
67% audience share among 15-49 year-olds*

The best series on television
5,119,000 subscribers
60% audience share among 15-49 year-olds*

TF6, jointly-owned with TF1, preserves its position as France’s nº 1 cable and satellite TV channel. In 2002, TF6 continued its advance, increasing viewers by 14.2%. In programming, TF6
strengthened its generalist offering with such innovative diversification formats as “Bandes à
part”and “Menteur”.

Jointly-owned with TF1, Série Club’s vocation is to present the best international series. It remains one of the top ten most-watched channels in the
cable and satellite universe, and its commercial target audience coverage is
fast-expanding.

* Source : Médiamétrie - Médiacabsat - sept. 2002 / feb. 2003

Téva

Paris Première

Life from a woman’s point of view
8,983,000 subscribers
A 57% female viewing audience*

TV that gives people the urge to go out
11,434,000 subscribers*

In September 2002, Téva’s coverage expanded significantly with transmission via the
Canalsatellite bouquet, which made it one of France’s most widely viewed cable and
satellite channels.

Paris Première, TV that blends culture with pleasure, played the diversity card in
2002, with “Recto Verso”, “Rive Droite, Rive Gauche”, the arrival of “Field dans ta
chambre” and high-profile coverage of one of sports’ greatest spectacles: “The
America Cup”. Today Paris Première logs more than 11.4 million subscribers.

Highlights of the past year included such confirmed successes as “Laure de vérité”,
“Téva Déco” and, in original version, “Ally Mac Beal”, as well as increasingly frequent
exclusive showings.

* Source : Médiamétrie - Médiacabsat - sept. 2002 / feb. 2003
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Ever more exclusive in sports and movies
2002 was a crucial year in the relationship between the M6
group and TPS (Télévision Par Satellite). In July, the M6
group took advantage of the Suez group’s sale of its 25%
share in TPS to acquire 9% of the TPS bouquet’s capital,
thus raising M6’s stake to 34%. Today, M6 shares the management of TPS with its joint stockholder TF1.
Launched in 1996, at the end of 2002 TPS had more than
1,172,000 satellite subscribers and 258,000 subscribers to
TPS Cinéma via cable and satellite in France and overseas.
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Thanks to its youthful, modern image, competitive prices,
and wide-ranging, high-quality offerings, TPS has been
able to maintain a high level of subscriber acquisition,
about 230,000 to 300,000 per year since its launch.
On the programming side, TPS represents more than 200
channels and services. In 2002, TPS further enriched its
offering with even stronger content. Eight new channels
have joined the package: ESPN Classic Sport, Gourmet TV,
Motors TV, Sailing Channel, Télétoon+1, and KTO, as well
as the event-driven channels Loft Story and Star Academy.

2003 is off to a strong start, with TPS launching three new
youth-oriented channels: Eurêka, Tfou, and Boomerang.
Every year, TPS works to improve its content and guarantee
its procurement. The TPS package has signed contracts
with the major American studios to assure its supply of
movies and guarantee the quality of its offerings, alongside
its French film features. Paramount, MGM, Touchstone
(Disney), and Warner Bros have chosen to have their upcoming movies appear first on TPS.

On the sports side, soccer occupies an important position,
with eight First League games broadcast each day of the
championships. The current contract is due to be extended
beyond 2004, in accordance with the wishes of the Conseil
de la concurrence (Anti-trust Commission).
In addition to film and sport, TPS offers some fifty permanent interactive services. In 2002, it strengthened its position as the leader in interactive television, promoting usage
thanks to its stress on simplicity and efficiency. Services
such as Guide, Méteo, and Banque again proved their

popularity, attracting 25 million hits a month. And 2002 was
the year TPS launched Pages Jaunes, in October.

TPS’s market share is 36.6% today. Thanks to the combination of a top-notch decoder and the richest offering of American movies, it will continue to gain new subscribers in 2003.

This was also the year TPS chose to launch Platinium, its
new third-generation digital decoder with a hard disk,
Using this terminal, 5,000 of which were offered to subscribers, viewers can record a broadcast on their decoder,
interrupt a live broadcast and later pick it up again at
exactly the same spot, or watch a stored program while
recording a second one.
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Citizen M6
M6 Interactions is the leader in the French market for composite publications. M6 has been active in this booming
market since 1995, putting out CDs, CD-ROMs, videocassettes, and DVDs sold in newsstands. In this area, the group
was the country’s fifth largest publisher in 2002.
Linking its offerings to the content of broadcasts of the
same name, M6 Interactions developed and published
companion offerings to the “Fan 2”, “Popstars”, “Loft
Story” and “J’ai décidé de maigrir” magazines. Whether
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serial or one-off, these offerings are part of M6’s programming strategy, to which they bring an interactive component. In 2002, “Fan 2” was the leader in youth publications,
with 200,000 copies per issue.

To a melodic crescendo
heavy investment in the French music industry into an economic as well as a cultural success.
In less than 10 years, through its music broadcasts, musical
theme channels, and artist production activities, the M6
group has become one of France’s principal actors in a particularly dynamic sector. At two billion euros, music is
second only to book publishing (at 4.5 billion euros) in the
most important universe of national cultural economy.
M6 carries out an open musical policy involving many partners, including M6 Interactions. In 2002, music represented

30% of M6 Interactions’ activity, controlling 20% of the
singles market and becoming the number one label, with
12.6 million units sold.
As broadcaster of music and musical programming, the M6
group has also become a breading ground of new talent.
Thanks to such broadcasts as “Graines” de star and “Hit
Machine”, which professional musicians see as venues
welcoming all artists, and to such leading event-driven programs as “Popstars” or “A la recherche de la nouvelle star”,
M6 discovers, nurtures, and gives a chance to the young
talents who create and will continue to create contempo-

rary music. In addition, it enables the music industry to
create a new market among the young.
They’ve been starring for the first time on M6: Cécilia Cara,
Alizée, The Poetic Lovers, and Sally Bat Des Ailes.
Supported by M6: Vanessa Paradis, Florent Pagny, Pascal
Obispo, Zazie, Louise Attaque, Isabelle Boulay, Natasha
Saint Pier, and Garou.
Discovered by M6: Chimène Badi, Leslie, the L5, the Whatfor,
Sandy Valentino, Eve Angeli, the Bratisla Boys, and Cylia.
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A reinforcing circle
Through its M6 Interactions subsidiary, the M6 group earns
income from its film rights in theaters, on television, and on
video. In 2002, M6 Droits Audiovisuels earned fees from
nine movies, including The Body and The Wedding Planner.
Since acquiring the Société Nouvelle de Distribution (SND)
in June 2001, M6 Interactions has also been a distributor to
theaters, totaling 2.6 million tickets sold in 2002. Though
still early in the year, 2003 has already beaten 2002 records,
with 2.4 million tickets sold to “Gangs of New York”.
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The video business, a natural extension of audiovisual rights
management, made strong progress in 2002, notably thanks
to “Caméra Café” (145,000 units sold), “Rider” (139,000
units), and “Yu Gi Oh !”(95,000 units). The recent distribution
agreement signed with Time-Warner augurs well for a continuation of this trend in 2003.

Dedicated to creating
Founded in 1999, M6 Evénements is the M6 Interactions
subsidiary dedicated to creating, nurturing and managing
shows. In addition to organizing and producing private
events, M6 Evénements also produces live shows, sponsors
and organizes concert tours, and co-produces stage plays.

In 2003, M6 Evénements is already associated with a
French staging of Gone with the Wind through the show
production company Live Stage, founded in 2002. This
musical, developed by Gérard Presgurvic, will open in September 2003 at the Palais des Congrès de Paris.

In 2002, M6 Evénements was involved with many successful events: the L5 tour, Anne Roumanoff and Stéphane
Rousseau show productions, and the musicals Le Petit
Prince and Emilie Jolie.
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More messages, for more contacts
M6 Web, the interactive subsidiary created in January 2000,
enjoyed its first profitable fiscal year in 2002, with revenues
of 13.7 million euros. In a flat market, M6 Web increased its
advertising revenues by 58%.
This performance is the result of measures taken in the
course of the year that resulted in strengthening group
synergy, repositioning the Internet sites, developing new
activities, and controlling costs. M6 Web is now organized
around five activities: Internet, data communication,
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mobile telephony, interactive programs, and licensing of
electronic material.
As France’s second-largest media site, m6.fr averages a
million single hits a month, for a market penetration of 8.2%
of the Internet in France.
In 2002, M6 Web focused on the inter-activity of M6 group
broadcasts: The Loft Story site logged 47 million hits, and
52,000 Web surfers took intelligence quotient tests online

in “QI: le grand test”. High-speed offerings are on the rise:
14 million video files were downloaded in 2002, some of
which contained advertising components for the first time.
The major themes highlighted by the group are games
(M6game.fr), music (M6music.fr), and cars (turbo.fr), the
latter retaining its position as its sector’s leader, with an
average of 4 million page views per month.

2002 was a year of strong growth for surtaxed SMS (short
message service). M6 Web pioneered its use and generated millions of these mini-messages in connection with
major broadcast events and interactive programs like “Star
Six” and “Tubissimo.” Also of note was the development of
downloadable products and services, such as logos and
ring tones for mobile phones.

2003 promises to be an especially rich year for M6 Web,
whose goal is to further develop each of its activities,
increase its high-speed offerings, and provide such nextgeneration mobile telephony services as MMS (Multimedia
Messaging Service) and GPRS (General Packet Radio Service).
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A home shopping leader with international reach
Fifteen years after the launch of M6 Boutique, Home Shopping Service (HSS) has become an international network.
This wholly-owned subsidiary of M6 is now an international
player with a presence in Belgium, Canada, Germany and,
since 2002, the Netherlands, as well as in France where it
originated. With the Club Téléachat channel, broadcast
over the main cable networks, as well as TPS and CanalSatellite stations, HSS enjoys optimized coverage. In France,
HSS home shopping programs draw an audience of between 150,000 and 200,000 viewers aged 15 and older.
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Breaking new records in 2002, HSS France and Belgium
delivered 1,600,000 items and received 3.5 million telephone calls. The best sales volumes were in Beauty, Diet,
Fitness, Cooking, Home Maintenance, High Tech and Multimedia products. To expand its sales network and supplement TV, Internet, telematics and cell-phone distribution of
its offerings, HSS developped a catalog in 2002, printing 1.2
million copies. Following its expansion into Belgium,
Canada and Germany, HSS took the opportunity in 2002 to
export its know-how to the Netherlands via channels RTL4

and Yorin, with promising results. The growth potential of
HSS, a leader on its established markets, arises from two
factors: expansion of its business in France and internationally, and the lag of the French market, where the average
home-shopping sales per household is 7 euros compared
to 25 euros in Germany and 40 euros in the United Kingdom.
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A starring role for the navy and white
Highlighting M6’s desire to enter the world of sports, and in
particular soccer, the group’s acquisition of the Girondins
de Bordeaux allowed M6 to strengthen its standing as a
major media player and gave it access to the key broadcasting rights negotiations that spiced 2002.
The chance to become a shareholder in a prestigious
French soccer team operating a healthy environment came
up in Bordeaux in June 1999. Since then, M6 has acquired
99% of the stock in the club, which is again playing a domi60

nant role in the French championship for the 12th season in
a row.
After four years at the club’s helm, the balance sheet is
positive. The Girondins confirmed their leading role among
French clubs by winning a Champion de France title, a
Coupe de la Ligue victory, and four successive qualifications for the Coupe d’Europe.

This is a victory record that matches the club’s ambitions
and M6’s strategy in its partnership with the Girondins de
Bordeaux. Since taking over the club, the M6 group has
provided its branding know-how as well as its organizational and management experience.
The club has invested in a way that will guarantee its future.
It is equipped with a modern, well-designed infrastructure,
in both management and sports resources, including a
refurbished sports center and a new training facility.

All together, over the four last seasons, the club has broken
even. With the Girondins, M6 is a force to be reckoned with
on the French soccer scene, and is actively involved in all
television rights negotiations.
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A fine, new vintage
Commercial television is an evolving market, as demonstrated by M6’s most recent audience rating and advertising
income figures.
With a new “QI: le grand test”, “Culture générale: le grand
test”, “J’ai décidé de maigrir”, its special evening with Michael
Jackson, and “A la recherche de la nouvelle star”, M6’s 2003
programming brings back big events with big buzz. “Bachelor, le gentleman célibataire” and “Opération séduction” will
soon enhance the line-up of these successful formats that
combine audience appeal and profitability for M6.
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The first quarter of 2003 shows a rise in gross Secodip
advertising revenue for the channel, which is also attracting
more advertisers in its preferred sectors. Additionally, there
are positive signs that sectors in which TV advertising is
currently prohibited will be opened up. If this happens, M6
could see its annual revenue rise by an estimated EUR 85
million by the fourth year.

With high penetration potential in France, digital television
is continuing to gain ground, and so are the Group’s theme
channels. A real complement to M6, these channels are
seeing their sector audience share grow by 1% per year.
The Group’s diversified operations have had a strong start
in 2003: With the release of Gangs of New York, the film distribution company SND has already topped its 2002 figures;
the new DVD Action series has been as great a success as
the collection of Belmondo films; the French stage produc-

tion of Gone With the Wind is already selling out for September; the third opus of Astérix films will be co-produced
by M6; and Alphonse Brown (alias Michael Youn) and Chimène Badi have climbed to the top of the music charts.
For the owner of the Girondins de Bordeaux soccer team as
well, 2003 is also shaping up to be a fine vintage.
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