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1
ACCELERATI ON OF TF1 GR
BUSINESS TRANSFORMATION
BOOSTED BY 2 NEW ACTIVITIES



ACHIEVING A MORE BALANCED PORTFOLIO BY BOOSTING THE MODEL
WITH CONTENT PRODUCTION AND DIGITAL
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1.1
THE FRENCH MEDIA MARKET IN A NUTSHELL



FRENCH PEOPLE WATCH NEARLY 4 HOURS OF TV A DAY
/\ 343 TV Radio  Desktop  Mobile
40 ~— \/ — —

O — C — )
32 3:23 —
4+  —\W<50PDM 2:00 0:34 1:16
2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 Q1 343
2019

V o/w0:11ofdelayedviewing
V 0o/w0:100f3 screenandout-of-home

29 MILLION INDIVIDUALS REACHED DAILY BY THE GROUP'S CHANNELS

I[)Eijl)/ 41 I[)Ei]|>/ ZZS)
reach . million reach 0 million
for TV 0 people EII 0 people

LE GROUPE

Source: Médiamétridediamat TQ1 of each year / YRBdtidQ1 2019 Internet Q1 2@férence targetiatividuals 6



NEW CONTENT CONSUMPRHOQOM 134 YEARS OLD
YOUTUBE FACEBOOK TELEVISION PART OF TV CONTENTS
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THE FRENCH TV SECTOR COULD BENEFIT FROM MORE CONSOLIDATION

Potentially, a positive change in the competitive environment

A 2 channels (France 4 and France Q)dtebgally switcheftlby mid 2020 2005 2012 2016 2020
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FRENCH NET ADVERTISING MARKET

EVOLUTION OF TV ANDITAWDVERTI S| N@BILMANRKE T
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Medi a net bgd 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
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POSITIVE IMPACTS OF CHANGES IN REGULATION MAKING US CONHBEHNITURBER
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1.2
A UNIQUE POSITION AS A LEADER IN EUROPE



SHARE OF VIEWING AMONG W<5)RDRD19

AudienceshareQ1 2019 vs. Q1 2018 (%)
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A HI GH GROUP AUDI ENCE SHARE OF COMMERCI AL TARGET *"™a3
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BEST AUDIENCE SHARE IN EUROPE

LARGEST MARKET SHARE OF ANY PRIVATE UNRIVALLED LEAD IN EUROPE OVER #2
SECTOR EUROPEAN TV CHANNEL (%2018 audiensbare of commercial target)
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