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Disclaimer
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Certain of the statements contained in this document are not historical facts but rather are statements of future
expectations and other forward-looking statements that are based on managementôsbeliefs. These statements reflect such
views and assumptions as of the date of the statements and involve known and unknown risks and uncertainties that could
cause future results, performance or future events to differ materially from those expressed or implied in such statements.

When used in this document, words such as ñanticipateò,ñbelieveò,ñestimateò,ñexpectò,ñmayò,ñintendòand ñplanòare
intended to identify forward-looking statements which address our vision of expected future business and financial
performance. Such forward-looking statements include, without limitation, projections for improvements in process and
operations, revenues and operating margin growth, cash flow, performance, new products and services, current and future
markets for products and services and other trend projections as well as new business opportunities.

These forward-looking statements are based upon a number of assumptions which are subject to uncertainty and trends
that may differ materially from future results, depending on a variety of factors including without limitation:

Å general economic and labor conditions, including in particular economic conditions in Europe and North America ;

Å legal, financial and governmental risks (including, without limitation, certain market risks) related to the businesses ;

Å certain risks related to the media industry (including, without limitation, technological risks) ;

Å the cyclical nature of some of the businesses.

Please refer to the most recent Reference Document (Document de Référence) filed by Lagardère SCA with the French
Autorité des marchés financiers for additional information in relation to such factors, risks and uncertainties.

Lagardère SCA disclaims any intention or obligation to update or review the forward-looking statements referred to above.
Consequently Lagardère SCA is not responsible for any consequences that could result from the use of any of the above
statements.
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Profile



Travel Retail 

Press wholesale distribution

Lagardère is a 100% media Group
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Book publishing

E- Book publishing

Magazine publishing

Digital media

Radio, TV

TV programs production

Sport rights (Media &marketing)

Events & Arenas Management

Talent representation
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Lagardère ranks among the world leaders in the media business
Leading market positions
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1st Magazine 

publisher in France

1st TV production 

group in France

1st Media group on 

mobile and 3rd on the 

internet in France

Leader in radio in 

eastern Europe

1st Publisher in France 

1st Publisher in the UK

2nd Publisher in Spain

5th Publisher in the US

World leader in
Travel retail

3,800 stores mostly  in 

travel areas

Strong position 
in press wholesale 

distribution

Leader on European 

football market with a 

portfolio of 30 federations

Leader in sports rights 

in Asia and the Middle 

East (World Sport Group) 

Strong Partnership  
with main sports 

international federations: 

IOC, FIFA, AFC (1), CAF(2), 

IAAF(3)

(1)Asian Football Federation, (2) Confederation of African Football, (3) International Association of Athletics Federations
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1998-2010: transformation into a rationalized media group
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1998-2010

SUCCESSFUL REFOCUS ON MEDIA

2010-2015

EXPANSION IN HIGHER GROWTH BUSINESSES

27%
Publishing

23%
Active

5%
Unlimited

13%

31%
Services: Retail

1998: 36% media 2010: 100% media

Closed

12%
Automotive

52%
High tech

36%
Media

As of today: 20% Canal+ France stake and 7,5% EADS stake

Our vision: what to expect

Services:

Wholesale

To be divested

% of Group sales

Publishing
Unlimited

Travel
Retail

Active
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Emerging countries:

Balanced business mix with wide geographic range 
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Split of revenue by geographical area

ÅMajority of revenue from 
Europe

ÅIncreasing contribution from 
emerging markets 

H1 2011 Sales by division H1 2011 EBITA by division

X5

24%
Lagardère 

Publishing

22%
Lagardère 

Active

6%
Lagardère 

Unlimited

48%
Lagardère 

Services

42%
Lagardère 

Publishing

2%
Lagardère 

Unlimited

31%
Lagardère 

Active

24%
Lagardère 

Services
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1998 2010

45%
34%

26%
33%

25%

12%

4%

21% Emerging countries

North America

Western Europe

France



9

Lagardère key financials

úm
FY 2010 H1 2011

Change  
H1 2011 / 
H1 2010

Sales 7,966 3,724 +0.2 %

Recurring EBIT before associates (Media activities) 468 168 -7.9 %

Operating margin 5.9% 4.5% -0.4 %

Net earnings attributable to the Group 163 28 -ú52m

Free cash-flow * 313 -159 -ú112m

Net debt (1,772) (1,737) -21 %

Gearing 44.7% 43.8 % - 15.2 pts

* Cash generated by operating and investing activities, net of taxes and interests paid, less capex(tangible and intangible assets).
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2011 group outlook and guidance

Guidance

ï The deconsolidation of International Magazine Publishing (PMI) during the year

(which will have an estimated negative impact of ú35m on 2011 recurring EBIT), in

addition to the non-recurring events that impacted the Lagardère Unlimited division

first-half results, lower than initial forecasts, have led the Group to adjust the

recurring EBIT guidance for Lagardère Media in 2011, which is now expected

to decline by about 5% to 7% on a constant exchange rate basis, vs. 2010.

ï Without the PMI deconsolidation and given the revision of expected results for

Lagardère Unlimited, recurring EBIT for 2011 would have risen slightly.

Canal+ France IPO

Given current market conditions, the IPO is not likely to be conducted in the very

short term. However, the process will be resumed as soon as market conditions are

favourable.
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Group global strategy
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RIGHTS AND 
CONTENT

AGREGATION DISTRIBUTION

Sales: ú396 M

EBIT: ú28 M

Activities across the whole media value chain
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2010

KEY FIGURES

Group expansion areas

Sales: ú2.1 bn

EBIT: ú250 M

Sales: ú1.8 bn

EBIT: ú85 M

Sales: ú3.6 bn

EBIT: ú105 M

Group historical core businesses
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Magazine publishing
Radio
TV channels

Travel retail
Press wholesale 

distribution

Sport media&marketingrights
Representation
Events & Arena Management

Other publications 
(general literature, 
education, etc.)

Book distribution
Partworks
άIƻǿ ǘƻέ ōƻƻƪǎ
Reference books

TV production
Digital media
Licensing

Circulation services 
(Curtis)



Expansion areas

Travel retail, digital, and sports are clear expansion areas

Lagardère businesses mapping
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ENHANCE VALUEDIVEST

Size proportional 

to revenues

International 
Magazine business*

*Sold in 2011 for 654mEUR (EV)

EXPAND

Investor Presentation

Historical core 

businesses

October 2011

g
ro

w
th

market share

Travelretail

Wholesalepress
distribution

Book 
publishing

Magazines, 
Radio, TV

Sports & Entertainment

Digital media



Lagardère strategy is about moving up the value chain

V Expand in areas with higher growth and value while enhancing value of our core businesses

V Divestment of low-growth cyclical businesses and minority stakes
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RIGHTS AND 
CONTENT

AGREGATION DISTRIBUTION

Investor Presentation

EXPAND & DIVERSIFY

Expand our expertise in areas with 

higher growth and margins and 
new locations: Travel retail

e.g. Duty free shops

EXPAND & DIVERSIFY

Small to medium size acquisitions

Identify and invest in businesses and 
areas with growth and value: 

e.g. Sports, entertainment, live 
events

Invest in activities with regular 
revenue flows: 

e.g. Representation (athletes, 
talents) arena management, etc

ENHANCE value through brands 

and content

Digital
Monetize brands, rights and content across 

new supports
Creation of new offerings & partnerships 

with platforms

e.g. E-book

SUSTAIN and DEVELOP non-

digital revenues

Maintain leading market positions

e.g. launch of Be magazine

1 2

3

4

October 2011



Group strategy

Detail by activity
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E-book:

Relying on e-reader device penetration and new technologies.

Development of e-Pub 3 technology: new book formats (illustrated) available in digital version and improved in interactivity.

Lagardère Publishing
Market Drivers/Opportunities
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Source: AAP and Barclays Capital forecasts

United States
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United Kingdom

E-book market forecasts ïas percentage of total market sales

France Spain
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Lagardère Publishing
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Key Success Factors

State-of-the-art technologies mastered:

ÁAbility to offer attractive products across

the full product range

ÁSuperior know-how as a packager in digital

distribution

Bargaining clout with e-retailers

Sustained and effective anti-piracy policy

Key facts

Leadership in the e-book market: 

ÁContracts signed with major e-retailers: Apple, Amazon,

Barnes and Nobles, etc.

ÁContract signed in France with Google for out of print

books.

ÁAs a consequence, strong growth in digital books in
English-speaking countries (x2 in a single year):

ī US: 20% of "tradeòrevenue in H1 2011

ī UK: 8% of "tradeòrevenue in H1 2011.

īE-books account for 5% of total revenue for the

Lagardère Publishing division.

ÁContracts signed with third party publishers for the

packaging of their e-books (duration between 1 and 5

years).

Investor Presentation

October 2011



Digital
Internet and new devices proliferateé 

é which increases consumer appetite for content:

« 29% of tablet owners increased their use of magazines in 

2010. »

Source: L.E.K. consulting study

Lagardère Active
Market Drivers/Opportunities
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338 M internet users 

in Europe (67% 

penetration)Application 

downloads: 7 

b. turnover 
468 M 

Smartphones 

to be sold 

worldwide

(24 M in 

France)

70 M 

tablets to 

be sold 

worldwide

2011
2015

Internet users

Smartphones

Tablets

Applications

X 1.1

X 5

X 4

X 2
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Key Success Factors

Valuable content and strong brands

Expertise in digital 

ÁWeb-sites: Doctissimo (7,9 M UV*), Première (5 MUV*), 

ELLE (2,5 M UV*), etc.

ÁMobile phone applications: leader in France (3,4 MUV*)

19

Lagardère Active

Key facts

Selling of International magazine business: in order to reduce 

exposure to advertising market cyclicality.

Á Advertising represents less than 10% of Group ósrevenues

Consolidate leadership position in high-end womenôs 

magazines in France (launch of Be).

Á ELLE (France) circulation 2010 vs 2009: +3,5%

Migration towards digital media:

Á Launch of Be.com and reshape of Elle.fr web-site

Á Doctissimo was rolled out internationally with the launch of 3 new 

websites in English, Spanish and Italian

* 2010 figures
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55% 57% 57% 57%
53% 54%

45%

Advertising as % of Active revenues
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