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RELEVANCE OF GROUP STRATEGIC MODEL
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At the heart of our business:

our TV channels Testing and positioning

ourselves on new uses
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2015 GROUP PERFORMANCE
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24.3 M

French people watch
the Group’s channels
each day (cumulative
audience)

21.3%

audience share (UP
0.5%) among CONTENT BROADCASTING
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4.0 M

viewers during

primetime each

day (total audience for
the Group’s channels)

13.6%

audience share
(up 0.2%) among 4+



| 2015 GROUP PERFORMANCE
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Sources Mediameétrie NetRatings !



2015 GROUP PERFORMANCE
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PRODUCTIONS
874 hours

of programming
produced
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CONTENT
ACQUISITION & PRODUCTION

20M cinema

admissions for
co-produced films

3rd
largest

French distributor
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2015 GROUP PERFORMANCE

Mom

2.7M

customers
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500,000

attendance at one of
the Girondins’ Ligue
1 matches in
Bordeaux

products sold
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| THE GROUP'S DNA
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FINANCIAL
ADAPTABILITY INNOVATION DISCIPLINE



ADAPTABILITY

GOLDEN
MOUSTACHE

Oter

. -

Launch of Rollout of Launch of A video posted on Digital’s
DTT broadband HD DTT YouTube exceeds advertising market
across France 2 billion views share overiakes

that of print
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. PROGRAMME
. INNOVATION
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"ISLAND

e — SEULS AU MONDE

scorpion

Histoire de STance FRANCE

/
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ADVERTISING

. INNOVATION

a

ADaptive Mid-breaks N

SMART 6TEM

:_ ,) SMART M6
6TEM  Exchange

Weather
forecast

TECHNOLOGICAL

" INNOVATION

Augmented reality




FINANCIAL DISCIPLINE

Operating profitability

Group EBITA (em)

of the TV division

19.8%
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18.5%

22.6%

24.1%

20.4%

18.0%

17.7%
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SELF-FINANCED GROWTH AND

CONTENT SUPPLY SAFEGUARDED

Cash flow from operating activities cem)

320
296

253 271
241
4

202
188

9

1
157
149

- Inventories & similar items
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A SOLID PERFORMANCE
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0.6% ‘ Key figures (€m)
~—— 2014
1,257.9 . 2015

CONSOLIDATED

REVENUE OPERATING EXPENSES EBITA NET PROFIT
Margin from recurring Net margin
operations

16.5% 9.8 %
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M6 GROUP’S ADVERTISING REVENUES

GREW BY 2.1% IN 2015

Free-to-air channels .91 WO Oter

+1.6% A
)

N\
+2.1%
750.1

Mé Group net advertising
revenues €m)

796.9

Other operations SRV ER: bk Internet

o 10.9%\
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M6 GROUP'S FREE-TO-AIR CHANNELS SAW THEIR

ADVERTISING MARKET SHARE INCREASE BY 0.2
PERCENTAGE POINTS IN 2015

Growth in net TV advertising market share of Mé Group's

free-to-air channels since 2010 - n %
. .zpp ‘____—_4

23,7% 23,3%

I

22,3% 22,4% 22,7%
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2010/2014 Bl 2015

" 64

* Estimates based on IREP data dated 29/01/2016 - Source: M6 i
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CONSOLIDATED REVENUE AND EBITA UP

18

Key figures
(€m)

199,0

L al2015
H al 2016

CONSOLIDATED o biich ADVERTISING
REVENUE REVENUE

39,7

45,8

+15,4%

CONSOLIDATED
EBITA
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A SUCCESSFUL START TO 2016

FREE TO AIR AUDIENCE FIGURES Audience share 4+ (%)

,
28,1 28,0 27,9 27,2
3,4 13,5

2016 yid

1
)i | CANAL+
francetélévisions LE GROUPE = E | GROUPE

Audience share WRP <50 (%)

3 2016 yid
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17,7 16,5
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Source MMW weeks 1 to 19 — May 2016 .



2016: M6 CHANNEL MAKES HEADWAY

IN A MARKET THAT KEEPS FRAGMENTING

23,5 22,6

i

Source: MMW Meédiameétrie
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11,1 13,6
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4+ audience share (%)

98 9,9

-
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90 9,0
E

WRP <50 audience share (%)

9,9 8,7
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39 3,7

L e

E

22 2,3

artfe

28 2,1
[I—

CANAL+

2016 yitd

30 2.3
[ — ]

B 2016 yitd

L0 0,9

arte

-



\
\

(R

L1

/.

A




2016 CHALLENGES

CONTENT

CONTENT BROADCASTING
ACQUISITION & PRODUCTION -
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Consolidate
audiences |

SER

EURO2016

FRANCE

Maintain Make Euro
/2 our advertising 5014 ¢ ratings
market shares and

commercial
success

Move Paris Premiere to
free-to-air
broadcasting
O
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DIVERSIFICATION

Secure NEewW
development
opportunities




