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INTRODUCTION

RELEVANCE OF GROUP STRATEGIC MODEL
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A SOLID PERFORMANCE

+2.5%
gﬁ)

CONSOLIDATED
REVENUE

+4.7%

527.4 '
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EBITA EXCL. IMPACT
OF M6 MOBILE EXIT

+32.6%
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OPERATING EXPENSES

Key figures (€m)
HY1 2015

B HY1 2016

+45.0%
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CONSOLIDATED
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Margin from recurring
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NET PROFIT

Net margin
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EBITA OF €136.0 MILLION

HY1 2016 EBITA vs. HY1 2015 (€m)
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M6 GROUP ADVERTISING REVENUE WAS UP 5.3%
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TELEVISION —
RATINGS UPDATE




AUDIENCE FIGURES

A MARKET THAT IS STILL FRAGMENTING
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Source: MMW Médiamétrie - 2016 to date : weeks 1 to 34



' AUDIENCE FIGURES

Mé6 GROUP MADE PROGRESS IN 2016 TO DATE

AUDIENCE FIGURES OF HISTORICAL GROUPS
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' AUDIENCE FIGURES

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

AUDIENCE SHARE OF TRADITIONAL CHANNELS
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-[ENCE FIGURES

Mé6: BRIDGING THE GAP WITH TF1 AND INCREASING
THE GAP WITH D8

M6 / TF1 audience share ratio D8 /| M6 audience share ratio
WRPs <50 (%) 4+ (%)
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E FIGURES

Mé6: PROGRESS OF ACCESS PRIMETIME

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

Mé6: MANY PRIMETIME SUCCESSES

Mé grew year-on-year at primetime

(9pm - 10.30pm time slot)
Success of major brands
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WITH THE EURO, M6 ACHIEVED ITS THREE LARGEST
AUDIENCE FIGURES IN ITS HISTORY

Top 10 largest audience figures of Mé since its creation (millions of viewers)
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N 13.5m ¢
EURO 2008 / FRANCE-ITALY
e, N 13.2m EFFECT ALL

EURO 2012/81\_/L\:I:DEN-FRANCE _ 12.2m VIEWERS
EURO 2012 / UKRAINE-FRANCE _ 10.5m EFFECT JUNE

15/06/12

EURO 2016 / ZS;\Z?'I(}?:AL - WALES _ 1 ogm EFFECT J U LY
EURO 2008 /()I:%(ZI}?:IA-FRANCE _ 9.6m YEARLY EFFECT

EURO 2012 / PORTUGAL-SPAIN
e B 8.8m
LOFT STORY 2
11/Tc?4t;oz _ 8 & 2m

15

Source: MMW Médiamétrie
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AUDIENCE FIGURES

GOOD SUMMER FOR M6

[ SUMMER2015
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AUDIENCE FIGURES

W9 FIRST CHANNEL ON THE COMMERCIAL TARGET

[ SUMMER2015
Audience share 4+ (%) I SsUMMER 2016
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