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At the heart of 
our business: 

our TV 
channels 

BROADCASTING Testing and 
positioning 

ourselves on new 
uses 

Strengthen our 
brand assets and 
become a digital 
reference player 

DIGITAL ACTIVITIES 

Safeguarding 
content supply for 
our channels by 
moving up the 

value chain 

DIVERSIFICATION 
Optimising our 
TV channels’ 

value creation 

Develop 
brand 

content and 
digital 

production  

 

Leverage all 
opportunities to 

allocate available 
ad space to 

strengthen digital 
brands 

CONTENT  
ACQUISITION & PRODUCTION  
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Key figures (€m) 

HY1 2015 

HY1 2016 

NET PROFIT 

9.3 % 13.1% 

Net margin 

16.3% 21.1% 

Margin from recurring 
operations 

CONSOLIDATED 
EBITA 

CONSOLIDATED 
REVENUE OPERATING EXPENSES 

A SOLID PERFORMANCE 

+2.5% 

+4.7% 

+32.6% 

+45.0% 

527.4 

629.9 

102.6 

58.3 

552.1 

645.5 

136.0 

84.6 

EBITA EXCL. IMPACT 
OF M6 MOBILE EXIT 

- 9.0% 

102.6 

93.4 



KEY FIGURES 

EBITA OF €136.0 MILLION 
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HY1 2016 EBITA  vs. HY1 2015 (€m) 

+16.5 

HY1 2015 HY1 2016 

102.6 

-24.0 

-2.7 136.0 

Free-to-air TV 
advertising 

revenue (EBITA 
impact) 

Free-to-air 
channels’ 

programming 
costs 

Other TV 
division 
impacts 

Other 
(Production & 
Audiovisual 
Rights and 

Diversification) 

+42.6 

-0.1 

M6 Mobile 
contractual 

compensation 

TV Division: -10.2 
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427.1 405.6 

M6 group net advertising 
revenue (€m) 

Free–to–air channels 

Internet Other activities 

HY1 2015 HY1 2016 

KEY FIGURES 

+4.7% 

+15.3% 

+5.3% 398.8 
381.0 

28.3 
24.5 

M6 GROUP ADVERTISING REVENUE WAS UP 5.3% 



TELEVISION – 
RATINGS UPDATE 



AUDIENCE FIGURES 

A MARKET THAT IS STILL FRAGMENTING 

87 
83 

77 
73 

70 67 67 65 65 63 61.4 
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27 
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3 6 
10 

14 
18 

21 22 22 21 22 21,4 

11 12 13 
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12 12 11 11 11 10 9,9 

2 4 
6 7,5 

2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 to date

Traditional channels 

“Other TV” 

2nd generation DTT channels 

1st generation DTT channels 

Pay channels 

Source: MMW Médiamétrie - 2016 to date : weeks 1 to 34   
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27,6 29,4 

8,2 

26,9 29,0 

7,7 

32,0 

18,4 

8,5 

31,1 

17,7 

8,0 

Audience share 4+ (%) 

AUDIENCE FIGURES OF HISTORICAL GROUPS 
2015 TO DATE 2016 TO DATE 

M6 GROUP MADE PROGRESS IN 2016 TO DATE  

+0.4pp 

-0.7pp -0.4pp 

Audience share WRP<50 (%) 

+1.2pp 
- 0.9pp 

- 0.7pp 

AUDIENCE FIGURES 
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13.6 14.0 

20.9 22.1 

-0.5pp 

- 0.5pp 

2015 TO DATE 2016 TO DATE 

Source: MMW Médiamétrie - weeks 1 to 34   



21,3 
14,4 

9,2 
2,7 

20,4 
13,9 

9,1 
2,0 

23,6 

10,0 
4,0 2,5 

22,2 

8,9 
4,0 1,8 

Audience share  4+ (%) 

AUDIENCE SHARE OF TRADITIONAL CHANNELS 

M6 : ONLY HISTORICAL CHANNEL TO MAKE PROGRESS IN 2016 TO DATE 

+0.4pp 

-0.9pp -0.5pp 

Audience share WRP<50 (%) 

+0.9pp 
- 1.4pp 

- 1.1pp 

AUDIENCE FIGURES 
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9.8 10.2 

15.1 16.0 

-0.1pp -0.7pp 

2015 TO DATE 2016 TO DATE 

2015 TO DATE 2016 TO DATE 

= - 0.7pp 

- Euro effect: +0.3pp 

- Other programmes: +0.1 pp  

Source: MMW Médiamétrie - weeks 1 to 34   



64% 

72% 

2015 to date 2016 to date

M6 / TF1 audience share ratio 
WRPs<50 (%) 

D8 / M6 audience share ratio 
 4+ (%) 

AUDIENCE FIGURES 

M6: BRIDGING THE GAP WITH TF1 AND INCREASING 
THE GAP WITH D8 

35% 34% 

2015 to date 2016 to date

Source: MMW Médiamétrie - weeks 1 to 34   
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M6: PROGRESS OF ACCESS PRIMETIME 

AUDIENCE FIGURES 

8,7 

15,0 

10,7 

19,8 

4+ FRDA-50

Audience share 4+ and WRPs<50 at 
access primetime (5.30pm – 7.30pm) 

+23% 

+32% 

1.2 m 
20% WRPs<50 

2015 TO DATE 2016 TO DATE (excl. Euro) 

1.8 m 
22% WRPs<50 

M6 leader viewers < 50 
y.o. and WRPs<50 

Source: MMW Médiamétrie - weeks 1 to 34 (Non Global)   

1.1 m 
23% WRPs<50 

M6 leader viewers < 50 
y.o. and WRPs<50 

1st week :  
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Success of major brands 

M6: MANY PRIMETIME SUCCESSES 

AUDIENCE FIGURES 

2,8 

11,6 

17,0 

3,1 

12,8 

19,0 

Aud (m°) 4+ WRPs<50

M6 grew year-on-year at primetime  
(9pm – 10.30pm time slot) 

+10% 

+10% 

+12% 

3.9 m 
22% 

WRPs<50 

3.3 M 
22% 

WRPs<50 

4.2 M 
31% 

WRPs<50 

4.7 M 
34% 

WRPs<50 

Success of new 
programmes 

3.7 m 
27% 

WRPs<50 

4.0 m 
26% 

WRPs<50 

3.9 m 
31% 

WRPs<50 

Attractive new US series 

Best performances 
for a new series on 

M6 since 2007 

All-time record To date 

2015 TO DATE 2016 TO DATE 

Source: MMW Médiamétrie - weeks 1 to 34 (Non Global)   



Source: MMW Médiamétrie 

AUDIENCE FIGURES 

WITH THE EURO, M6 ACHIEVED ITS THREE LARGEST 
AUDIENCE FIGURES IN ITS HISTORY 

20.8m 

17.2m 

13.5m 

13.2m 

12.2m 

10.5m 

10.0m 

9.6m 

8.8m 

8.2m 

EURO 2016 / PORTUGAL-FRANCE - FINAL
Sun

10/07/16

EURO 2016 / FRANCE-ICELAND
Sun

03/07/16

EURO 2016 / SWITZERLAND-FRANCE
Sun

19/06/16

EURO 2008 / FRANCE-ITALY
Tue

17/06/08

EURO 2012 / SWEDEN-FRANCE
Tue

19/06/12

EURO 2012 / UKRAINE-FRANCE
Fri

15/06/12

EURO 2016 / PORTUGAL - WALES
Wed

06/07/16

EURO 2008 / ROMANIA-FRANCE
Mon

09/06/08

EURO 2012 / PORTUGAL-SPAIN
Wed

27/06/12

LOFT STORY 2
Thu

11/04/02

Top 10 largest audience figures of M6 since its creation (millions of viewers) 

EFFECT ALL 
VIEWERS 

EFFECT JUNE +1,13 

EFFECT JULY +1,16 

YEARLY EFFECT +0,19 
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20,3 

15,2 

10,0 9,8 

3,2 
2,3 1,9 

21,7 

9,7 

6,0 

18,8 

15,3 

10,4 9,8 

2,9 2,2 1,4 

20,9 

9,7 8,6 

Audience share  4+ (%) 

GOOD SUMMER FOR M6 

AUDIENCE FIGURES 
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Source: MMW Médiamétrie 

+2,6 pts 

-1,5 pt 

SUMMER 2015  
SUMMER 2016 

-0,5 pt 
-0,3 pt 

+0,4 pt 
= 

+0,1 pt 

-0,1 pt 

-0,8 pt 

= 



Audience share  4+ (%) 

W9 FIRST CHANNEL ON THE COMMERCIAL TARGET 

AUDIENCE FIGURES 
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Source: MMW Médiamétrie 

SUMMER 2015  
SUMMER 2016 

3,0 3,2 
2,8 

2,0 1,8 

1,2 1,4 
1,8 

1,4 
1,9 1,9 

1,2 
0,8 1,0 0,8 0,6 0,7 

0,1 

2,8 2,7 2,5 2,5 
2,1 2,0 1,8 1,8 1,7 1,6 1,5 1,3 1,2 1,0 1,0 1,0 0,9 

0,2 

4,1 

3,3 

2,4 
2,9 2,7 

1,8 1,7 

2,8 

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

0,3 
0,0 

3,7 
2,9 2,7 2,7 2,4 2,4 2,3 2,3 

1,9 1,7 1,6 1,5 1,2 1,0 1,0 0,8 0,5 
0,1 

Audience share WRP<50 (%) 
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