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1

ACCELERATION OF TF1 GROUPôS CORE 

BUSINESS TRANSFORMATION

BOOSTED BY 2 NEW ACTIVITIES 
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ACHIEVING A MORE BALANCED PORTFOLIO BY BOOSTING THE MODEL

WITH CONTENT PRODUCTION AND DIGITAL

DIGITAL

BRAND SOLUTION AND SERVICES

PUBLISHERS

SOCIAL MEDIA E-COMMERCE

FTACHANNELS

TV
BROADCASTING

THEMECHANNELS

OTHERBROADCASTINGACTIVITIES

OTHER ENTITIES

CONTENT PRODUCTION

DRAMA

DOCUMENTARIES ANIMATION

ENTERTAINMENT TALK SHOWS

*

*Under reviewof the competitiveauthorities
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1.1

THE FRENCH MEDIA MARKET IN A NUTSHELL
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16 16 6FRENCH PEOPLE WATCH NEARLY 4 HOURS OF TV A DAY

29 MILLION INDIVIDUALS REACHED DAILY BY THE GROUP'S CHANNELS

TV

3:432008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 Q1
2019

4+ W<50PDM

Radio

2:00

Desktop

0:34

Mobile

1:16

3:40

3:23

3:43

3:27

71%
Daily 

reach

for TV

41

million

people 51%

Daily 

reach
29 

million

people

Vo/w 0:11 of delayedviewing

Vo/w 0:10of 3 screens and out-of-home

Source: Médiamétrie ïMédiamat TV Q1 of each year / YTD RadtioQ1 2019 Internet Q1 2019 reference target all individuals
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16 16 7NEW CONTENT CONSUMPTION- ZOOM 15-24 YEARS OLD

0:37 0:04 1:09

60%
TELEVISION

20%
SVOD

TV

PART OF TV CONTENTS 
IN VIDEO CONSUMPTION*

60% 49% 38%

YOUTUBE FACEBOOK TELEVISION

VIDEO TIME/DAY

REACH/DAY

20%
YOUTUBE

+FACEBOOK

o/w 0:08 of

live digital

SOURCE: MÉDIAMÉTRIE ïINTERNET GLOBAL Q1 2019 IND. 15-24

*JANUARY-DECEMBER 2018 / IND. 15-24 FOR VIDEO CONSUMPTION
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AD TV MARKET 

(PER INHABITANT)
2018E

51û

56û

45û

67û

SOURCE: FRANCE : MAGNA INTELLIGENCE;  UK : THINKBOX; GERMANY : VAUNETMARKETFORECAST; SPAIN : INFOADEX; ITALY: STATISTA

THE FRENCH TV SECTOR COULD BENEFIT FROM MORE CONSOLIDATION

FRANCE IS STILL UNDERINVESTED IN TV ADVERTISING 

Potentially, a positive change in the competitive environment

Å 2 channels (France 4 and France Ô) to be potentially switched off by mid 2020

Å Buy-out of Lagardèrechannels by M6

77£

6 channels 19 channels 25 channels 25 channels27 channels

2005 2012 2016 2020
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16 16 9

SOURCE: IREP

STARTING2017, CHANGE OF SCOPE: DIGITAL TV ISNOWINCLUDEDIN TV

FRENCH NET ADVERTISING MARKET

EVOLUTION OF TV AND DIGITAL ADVERTISING MARKET (ûBILLION)  

Media net ad revenue (úbn) 2017 2018

DIGITAL 4.0 4.6

-Search 2.1 2.3

-Display 1.2 1.6

-Others 0.7 0.7

TV (incl. digital TV) 3.3 3.4

PRESS 2.3 2.2

OUTDOOR ADVERTISING 1.2 1.2

RADIO 0.7 0.7

CINEMA 0.1 0.1

Total 11.6 12.2

* *

*

* *

3,4 3,5 3,3 3,2 3,2 3,2 3,3 3,3 3,4

0,5 0,6
0,6 0,8 0,8

1,1 1,2

1,9

2,3

2010 2011 2012 2013 2014 2015 2016 2017 2018

Display (excl. search)

TV (incl. digital TV since 2017)
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CO-PRODUCTION 

SHARES GRANTED

RELIEF FROM 

REGULATION OF 

SPONSORSHIP

NEW CORPORATE TAX 

RATE 

(33% -> 25% IN 2022)

NEW MEDIA CHRONOLOGY 

MORE FAVORABLE TO 

BROADCASTERS

-
CANCELLATION OF 3 TAXES

BY 2020

CAPACITY TO PRODUCE 

FRENCH DRAMA WITH 

DEPENDENT PRODUCERS 

(26% -> 30%)

AUDIOVISUAL LAW TO COME:

- FORBIDDEN SECTORS

- ADDRESSABLE TV

- % OF DEPENDENT 

PRODUCTION

Jan. 2019

Dec. 2018

Dec. 2017

Feb. 2017

May 2016

Feb. 2019

POSITIVE IMPACTS OF CHANGES IN REGULATION MAKING US CONFIDENT FOR THE FUTURE

NOTICE FROM THE 

COMPETITIVE AUTHORITY TO 

THE NATIONAL ASSEMBLY IN 

FAVOR OF THE 

LIBERALIZATION OF THE 

AUDIOVISUAL SECTOR 



11

1.2

A UNIQUE POSITION AS A LEADER IN EUROPE
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21,8

14,7

8,3

4,2 3,9 3,5 3,5 3,2
2,9 2,5 2,3 2,0 1,9 1,7 1,7 1,6 1,5 1,3 1,2 1,1 1,0 0,7 0,6 0,4 0,3

16 16 12SHARE OF VIEWING AMONG W<50PDM ðQ1 2019

SOURCE: MÉDIAMÉTRIE ïMÉDIAMAT

Audience shareQ1 2019 vs. Q1 2018 (%)

-0.3 -0.5 = +0.2 +0.1 +0.1 -0.9 -0.3 +0.3 = +0.1 -0.1 = -0.2 +0.1 -0.1 +0.1 +0.3 = = +0.1 +0.1 +0.3 +0.2 +0,1
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2016 2017 2018

22.4% 22.1% 22.5%

32.1 % 32.3% 32.6%

SOURCE: MÉDIAMÉTRIEW<50PDM

A HIGH GROUP AUDIENCE SHARE OF COMMERCIAL TARGET (å33% OF THE W<50PDM)

UNRIVALLED REACH OF THE TF1 CHANNEL (å 22% OF AUDIENCE SHARE)

32.3%+0.1pt yoy
W<50PDM

21.8%

4.2%

3.5%

2.5%
0.3%

Q1 2019

10.1%10.2%9.7%
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16 

SOURCE: MÉDIAMÉTRIE(FRANCE) ïW<50PDM / EURODATATV ïBARB - KANTAR MEDIA (UK) ï16-44 YO/ EURODATATV ïAGB ïGFK (GERMANY) ï14-49 YO/ KANTAR MEDIA (SPAIN) ï18-59 YOABCD INHAB. CITIES > 10,000 INHAB. / EURODATATV ïAUDITELïAGB NIELSEN (ITALY) ï15-64 YO

22.5 %
15.0 %

16.0 %

12.6 %

11.4%

9.5 %

13.1 %
11.8 %

15.6 %
14.4 %

+7.5  PT

+3.4 PT

+1.9 PT

+1.3 PT

+1.2 PT

æVS

CHALLENGER:

(% 2018 audience share of commercial target)

(% 2018 audience share of commercial target)

UNRIVALLED LEAD IN EUROPE OVER #2LARGEST MARKET SHARE OF ANY  PRIVATE 

SECTOR EUROPEAN TV CHANNEL

11.4 %

13.1 %

14.4 %

16.0 %

22.5 %

BEST AUDIENCE SHARE IN EUROPE


