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The internet represents the biggest growth opportunity in
advertising markets for the 2007-2012 period

Media market share 2007-2012
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Internet growth: a major factor in all Lagardere countries (1/2)

Media trends 2006-2008

Media trends 2006-2008
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Internet growth: a major factor in all Lagardere countries (2/2)

Media trends 2006-2008
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Stand-alone media groups have access to less than 50% of
the global value of the internet advertising market

Average position in the French internet advertising market, 2007

€800m

ELLE
aufeminin-com
T FIR{;

Google

Se Nionde.fr

Display, banners Sponsored links

€800m: advertising market excluding CRM activity
Market share: Lagardere estimate
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The online advertising value chain is moving very fast

Advertisers

Online advertising value chain

TR <

AGENCIES

Advertising ‘ Online marketing
agencies agencies

Publishers

Reconfiguration along the entire value

S R L A S

Selected
players

The leading performance based marketplace

_ o
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Builiness Intersctif

Zenr'rhOprr'm‘e'ng | G l TA S AzoogleAds / E

Qllp'rlne;c!i‘!niynrQ<GOL)8le E L L E
P Vel RoubleCIiEH femirin-com
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Recent moves

* WPP / buy 24/7 Media — 05/07 — $649m
» Google / DoubleClick — 04/07 — $3.1bn
e Publicis / Digitas — 12/06 — $1.15bn

* Yahoo / Rightmedia — 04/07 — $680m
* AOL / Advertising.com — 04/06 — $393m
* AOL, TradeDoubler — 03/07 — $900m
* Axel Springer / Zanox — 05/07 — $214m
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http://www.elle.fr/

Within the digital space, media agencies and sales houses take
a hefty slice of revenues compared with media groups

Where the money goes....

Display market Search engine market

lllustration

Illustration
([ ]
° 4 ®
° o 0
L
Example Example °
Media
i Sales i
Advertiser } Agency [~f| Sales |ypy| Publisher Advertiser P Agency (P House P Publisher
House
Number of 1 1 5 1000(1) 1 1 0 0
players
hare of total
S irjd% ettota N/A 25% 20% 550 N/A 25% 0% 0%
Share of budget
for an average €100 €25 €4 €0.22 W €100 €25 €0 €0

(1) Assumption: 20% of publishers take 80% of the audience: share of value

(1) Assumption: 20% of publishers take 80% of the audience: share of value . .
for the biggest 20% for the biggest 20% L agar efe
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Cross-media is becoming a reality as fast as expected

French example

= 4% of Lagardere Publicité 2007 sales could
be regarded as cross-media (i.e. more than 2
media involved)

S P

WILKINSON

= €6m generated in 2007 (€2m in 2006, €0min  LRSWoR DB

2005) from campaigns involving more than

o Sy B 3 different media

= More than 25 campaigns worth more than
€250k each in 2007

CE QUE NOUS AVONS FAIT POUR PAUL,
NOUS POUVONS LE FAIRE POURVOUS !

= Cross-media gives opportunities for partnerships
with third parties, e.g. TF1, FTV, 20 minutes

= 100% of these campaigns have an internet
tie-up
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Digital — a key challenge for media groups, but also a
superb opportunity for expansion:

the internet is already a large market, and still growing — and
mobiles will be next

digital activities are easier to roll out internationally than traditional
media activities

the digital revolution creates new business opportunities in
selected value chains (cross-media, interactive agencies, etc)

brands are holding and even building value in today’s fragmented
but increasingly globalized world
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Focus on 3 key drivers to expand our digital business

Objective: digital developments = 10% of Group revenues in 2009

Digital developments

Organic growth Partnerships

Lagardere 10
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Focus on 3 key drivers to expand our digital business

Digital developments

Organic growth

Acquisitions

Partnerships

Lagardere
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Organic growth is fueled by key brands...

New website road-map intemational

Feb 07 Jul/Aug 07 Oct 07 Q4 07

A

ll‘lllllflll£l>

7

1 A
Le Journal
h I J I y h dllhmmm'he

PREMIERE

mxeeen/  musliine

New projects
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http://www.parismatch.com/
http://www.femina.fr/
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http://www.elle.fr/

... boosted by selected acquisitions

A A
Thotnet L LE

Acquired Sep 2006 PREM[ERE

Who did what?

Jul/Aug 07

International

France

Oct 07 Q4 07
e A )
lll‘llllllllll»
/*
Jmenmail

7

Le
du “ﬂ:::lrl'lﬁlu

Newsweb
Acquired Dec 2006

2

Internal development

* Check name

musiline
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http://www.elle.fr/

We are building key competencies through acquisitions and
recruitment...

Technical development based on a shared platform used globally
and locally (EZ Publish Technology)

Cost-effective way to build high-quality content

Control over key strategic competencies (natural referencing,
media space buying, web community development)

Core competencies in partnerships and mobile development

Effective links with representatives of “old media” brands

Lagardere
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... to create real momentum in audience development,
especially in France

France

—— Europe 1
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Elle —%— Premiere
—— EUROPE 2 —— MCM
—— Télé 7 jours Choc
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We gained 41 places in the Nielsen rankings in 2007 vs 2006

Yisiteurs uniques en MYu m
Yisiteurs uniques en M¥u

nov.-07 S Ll nov.-07
Nov 06 - 07 Evolution
Site médias nowv.-07 nowv.-07

Google z 1 Nov 06 - O7F

Microsaoft 19 2 21 4 1°.-"o 1 2 Groupe TF1 10,4 570, 1 1
France Telecam 15,7 17,7 13% 3 3 GI’UUDE Lagardere 3'0 ?'ﬁ 156%0 7 2
Tliad 13,6 14,6 5% 4 4 Mext Radic TV 0s 61 1376% 15 3
Pageslaunes 11,0 12,8 1?:;’0 -] 5 Groupe Orbus 5,0 6,2 2004, 2 4
FRR 0,7 12,7 13% 7 & wivendi Universal 4,3 6,0 42% 4 5
eBay 10,5 12,7 0% g 7 e Yy <o 130 3 .
“ahoo! 11,0 12,4 12% 5 3 ! !

Groupe TFL 8,6 10,4 579, 12 3 Ber‘telsm;lnn 2,3 3,2 124% Q 7
wikimedia Foundation - 10,1 - - 10 GI’DUDE’FIPQ‘.EII’.D 3,2 0.5 -85% 5 8
Benchmark Group 7.5 9,6 27, g 11 francetélévisions 3,8 4,6 219, 5 =]
e T ST ar B, w0 e T T Le Monde 2,6 4,0 S4% = 10
Groupe Lagardere 3,0 7,6 156% 54 13 Roularta 1.8 2,4 3% 11 11
FriceMinister a3 7.2 BE% 34 i3 MR Global 0,1 1,6 1189% 13 12
Dailymatian 3,0 6,0 129% 52 15 Radio France 1,3 1,9 16% 12 13
Mext Radio TV - €,9 - - 16 Mondadori 0,9 14
Lycos Europe 6,3 6,8 8% 13 17

oTTO - 6,7 - - 15

La Poste 5,4 6,5 21% 19 19

SMCF France o,7 &, 12% 16 20

Coctissimo - 6,4 - - 21

Credit Agricale 5,5 6,3 16%: 13 22

Groupe Casing 5,8 6,3 9% 15 23

Armazon 5,1 6,2 22% 21 24

auFeminin 4,8 6,2 29%: 24 25

Groupe Orbus 5,0 6,2 22% 22 26

Meuf Cegetel 3,0 6,0 101% ] 27

Vivendi Universal 4,3 6,0 4 2% 36 23

Bestafrnedia Group 4,0 5,8 43% L 29

Cyrealis 4,0 57 47%, 39 30

Emule-Project.net 5,6 5,6 0% 17 31

Groupe Auchan 4,5 5,6 24% 32 32

Apple Computer 4,5 5,5 22% 29 33

Cormmentcamarche 2,6 5,3 103% 65 34

Ministere de |'Education Mationale 4,8 5,2 A% 26 35

Societe Generale 4,7 5,2 12%: 27 36

ME 4,6 5,2 13% 28 37

Bertelsrnann 2,3 5,2 124 %, 72 38

Telecamn Italia 5,3 5,1 -2 % 20 39

Michelin 4,1 5,1 23% 37 40

alloCine 4,3 4,9 14% 35 41 L arde!‘e
Groupe Figare 3,2 4,3 51% 50 42 ag 16
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Internationally we have made progress, especially in the USA...

‘000s of UVs per month

International

IRE

CarandDriver.com
ROAD & TRACK
ElleGirl.com
Elle.com
WomansDay.com
PopPhoto.com
ellechina.com
Diez Minutos.es
Que me dices.es
Elle.co.jp

Maximonline.ru

2,500
1,500 \‘e a
1,000
4_.//'
.7
500 W .
Jan-07  Feb-07 Mar-07  Apr-07 May-07  Jun-07 Jul-07 Aug-07 Sep-07  Oct-07

Source: Webtrends 2007
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...with a strategy focused on two key core segments.

Women’s Upscale Automotive

ELLE CAR=DRIVER

®Ongoing relaunch of Elle web sites internationally, ®*New website in the USA Jan 2008
based on the same core platform. ®Same infrastructure as Elle
- UK (08/07), Italy (09/07), Spain, Russia, China, ®*\Worldwide rollout based on US development
Japan, etc ®| everage of Jumpstart assets

-Maximum synergies with French-language rollouts
-Cost synergies
-Same infrastructure
-Shared content

Other key developments

®US - Pointclickhome.com: ®UK - Sugarscape.com:
-Launched May 07: home & gardens content -launched Dec 07
- Pure online strategy leveraging offline brands - community website for 11-18 year-olds

- Clear leadership ambition in this segment

Lagardere 18
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In parallel, we are developing a new focus on mobile @

® 2008 is a breakthrough year for the industry
— bandwidth
— new handsets
— new tariffs and business models (triple play tariffs)

— from a pay-as-you-go business model to an
advertising-driven model

MNouveau |

Recevez tous les
jours une recette sur
votre mobile ==

Connaissez-vous |es
champignons? == E I I MOBILEE

® Main developments in Women’s and Auto segment:

— France: Elle a table, Elle Astro, etc 5 i Tt i il
— USA: ellegirl, elle.com, car&driver
= Marc Vevrat
® Lagardere’s strategy: e
— advertising-based
. . Rechercher une recetie
— integrated approach, at least at regional level Quefareavec?
Recettes coup de coeur
— first move into wap and html services
— follow-up focus on handsets and mobile operating e
systems (mobile widgets, on-device portals) ! e\-@ J Lesidsos mincars -
/
Coaching : tous les jours votre recette
minceur sur votre mobile
Infos Service
Accueil Gallery

Lagardere 19
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Focus on 3 key drivers to expand our digital business

Digital developments

Organic growth

Acquisitions

Partnerships

Lagardere
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Key acquisitions to strengthen our positions in the online
advertising value chain

Online advertising value chain

AGENCIES

Advertising network

Advertisers Publishers

Advertising N Online marketing operators

agencies Agencies

Lagardere

3 key acquisitions

H1 2007 .

— ./__
NEXTEDIA  JUMPSTART

AUTOMOTIVE MEDIA

Lagardere 21
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http://www.nextedia.com/
http://www.idregie.com/

3 key assets have been acquired

jUMPSTART

AUTOMOTIVE MEDIA

* Leading online advertising player
in the US automotive market

*$17m revenues in 2006
*5m UVs (Comscore)

* Direct relationship with 1,200 local
dealers, 250 Regional Dealer
Associations

* 67 employees

* France’s leading independent
interactive agency

* £10m gross profit in 2006
* Founded 2005
* 250 employees

¢ Independent French online media
sales house

* Sells advertising on ~30 sites:
Price Minister, Alapage, LDLC,
Top Achat, EasyFlirt, Netclub,
Hardware, etc

* Founded 1999

*£1.1m gross profit in 2006

* 11 employees

Rationale

e Jumpstart/HFM US synergies
- Leverage of Jumpstart business

- Leverage of HFM US content/
database
- HFM US/Jumpstart in top 5 of US

specialist automotive market
networks

* Move up the value chain
* Maximizing synergies with other
Lagardére assets
- Media space buying
- Referencing, web communities,
CRM

- Control by Lagardére over core
competencies (referencing, web
communities, etc)

* Enhance Lagardere Publicité
offerings (adds 12m UVs/month):

- Competencies
- Technology (adserving,etc)
* Database sales house

Lagardere
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Focus on 3 key drivers to expand our digital business

Digital developments

Organic growth

Acquisitions

Partnerships

Lagardere
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Partnerships are key for media groups

Macie Chrsstine do s Tramblays

musitine

Bl rrocence
e
v 10 yau
B
St 10 yau

H B Ve Hestclen
AR G0

SAMNCO - PoU DIl wolr Bt

—
g Tome e page
- -
zi3n4is

(1] Tube

Broadcast Yourself™

ecoutez sans limite

votre musique preéféree

avec uUne en exclusivité pour Orange
inclus dans votre forfait internet haut debit

nnnnn

Abannds : 51

Vues {chaine) : 8043
Publicfr, le site people incontournable |
dge : 31

InRErietien | Moo samets | Misteraus | Akls | Senrsen
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http://fr.youtube.com/

Summary: where we are now...

and where we want to be

French market:- International Our target
now market: now

Online Market + - F+
Power

Brands ++ ++ ++

Community -- - +
building

Technology + + +

Footprint N/A + ++

Ability to monetize + - ++

Coverage of market + - ++

Lagardere 25
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Thank You
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