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1 - Exit from activities
stemming from Matra




Lagardere

Creation of
Aerospatiale Matra 1999 @

‘ |

Creation of EADS_r 2000 ©

2001 © Sale of 2.07% of EADS
capital

2002 o ‘ Shutdown of

Automotive operations
(Sale to the Italian group
Pininfarina)




- Lagardere
... continuing and intensifying since 2003

e -

= Standardisation of EADS governance:

« 2007: agreement between France and Germany to rotate the top three
positions between the nationalities.

« 2012: multi-party agreement on the restructuring of EADS capital.
= Three successive sales at increasingly higher values:

. -
7.5% of capital / 7.5% of capital
€32 60/share . €37.36/share
(Disposal of shares
2001 also by the French

. government)
2.07% of capital
€21.86/share

(Disposal of shares
also by the French
government)
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2- Transformation of Lagardere Publishing
and Lagardere Services divisions into global
leaders in their sector




2003

2004

2006

2007

2008

2011

2011

Lagardere

PUBLISHING

Acquisition of Editis: Larousse, Armand Colin,
Dunod, Anaya ( ), etc.

Acquisition of Hodder Headline: operations in

Acquisition of Time Warner Book Group: operations
in the

Acquisition of Patria in

Creation of Hachette
Opening of subsidiaries in and

Positions in



Lagardere

PUBLISHING

Lagardere Publishing: building a global

leader position since 2003

2003 2012
#13 in World H#2 in World

Net sales breakdown

International: +32 pts

——————————————————————————————

= Other developed countries

i Emerging countries +10 pts;

—————————————————————————————

-

\

® France

Net sales: X2 over the period



Lagardere Services, a Travel Retail Lagardere
success story: Duty Free & Luxury

' 2003

"1 2004

2007
2009

2010

g 2011

g 2012

SERVICES

Creation of Aelia
Result of the merger between Duty Free Associates (acquired by the
Group in 2000) and Aéroboutique

Creation of SDA, in joint venture with ADP
Gradual exploitation of all shops in Paris airports

Stronger positions in the United Kingdom

Start of expansion into Poland
Opening of shops in Hong Kong, Spain and Australia

Locations in Singapore and the Czech Republic

Stronger positions in Singapore, the Czech Republic
and the United Kingdom. Expansion into the Pacific

Stronger positions in the Czech Republic, the United
Kingdom, Singapore, Hong Kong, China and the Pacific.
Openings in La Réunion, Rome and Malaysia



Presence in more than 20 countries and
some 140 airports worldwide

y ® Airports ranked
, among the world's
top 100 in number
of passengers

° Other airports

Source: ACI Annual Worldwide Airport Traffic Report 2011.

Lagardere

SERVICES
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Lagardere

Conquering the global Travel Retail market SERVICES

2003 2012
Leader in France Top 4 in world
€1.3 bn* net sales €2.5 bn* net sales
Operating in 7 countries, with Operating in 20 countries, with
France representing France representing
80% of sales 63% of sales
#5 worldwide #4 worldwide
in Travel Retall in Travel Retalil
Leader in Europe #1 worldwide
in Travel Essentials in Travel Essentials
#1 in France Top 3 in Europe
in Duty Free In Duty Free
Emerging in Food Services
11

*100% sales, retreated from Virgin sales for 2003.
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3 - A successful adaptation to
the digital revolution

12



2003-2013: a changing media value chain

Rights and :

Digital
Printed products
challenged and
audience
fragmentation

Our strategy:

Consolidate and
invest in Digital

Lagardere
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Growth in digital sales

2003 2012
USA* 0% 23%
UK* 0% 23%

Performance in line
with the market

Awarded Digital Publisher of the year in the USA.

15t U.S. publisher to sell more than 10 million e-books \
by the same author (James Patterson).

*Share of Adult Trade net sales.

Lagardere

PUBLISHING

15t global publisher to sign an
agreement with Google to protect
copyrights and publishing rights.

Agreement with the U.S. Department
of Justice (DoJ) and the European
Commission: business model
(agency agreement) is maintained.

14



Lagardere Active: significant reduction in

2003

2003
2006

2007

2008

2011
2012

2012

Other
Digital

. TV Production
Printed products Radio and TV

81%

TV production companies
Newsweb (Digital)

Digital agencies Regional daily press
operations

Doctissimo

International magazine
publishing
LeGuide.com
BilletReduc.com

51%

Lagardere

ACTIVE

15



... with the development of digital Lagard%:/?

*= |[nvestment in new digital models based on performance
and commission.

_______________________________________________________

" Performance-based market up
by about 40% per year. |

leGuide

The European Shopping Group

r :"‘ f“; il I g

16



Lagardere

SERVICES

Lagardere Services: proven "non-print"

development

Printed products Other
2003* 60% 40%

Diversification strategy at LS distribution

New product ranges
Snacks, drinks, convenience products, electronics, etc.

New services
Logistics for third parties, marketing services, etc.

: Total reduction in
: paper exposure
|
|

Development of Duty Free, diversification, and

new concepts at LS travel retail

Duty Free
Fashion, perfumes, cosmetics, wines and spirits, etc.

New concepts
So Chocolate, iStore, Tech2go, Hubiz, Discover, etc.

Development of Foodservice
Trib’'s, Bread&Butter, The Flame, So! Coffee,etc.

2012~ 33% 67%

*As % of consolidated net sales. 17
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4- Development of new sources of
revenues
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Lagardere

ACTIVE

Development of TV Production...

= TV Production business driven by an increased number
of channels, in France and worldwide.

: In France: :
. from 6 national TV channels to more than |
. 160 channels, including 25 free DTT
| channels.

19



... as well as content and brands

Success of licenses developed around
the Elle brand

Number of product categories X3 in
10 years

Elle products available in

80 countries in 2012 (compared to 40
in 2003)

20,000 points of sale (30% of dedicated
corners and shops)

Elle shops, clothing, shoes,
kitchen utensils, Elle Café (Viethnam),
Elle cosmetics, Elle cars, etc.

Lagardere

ELLE

ACTIVE

20
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Lagardere

UNLIMITED .

Above average growth compared to the media sector.

ek CAGR 125 In bn of USD
92 . ’, i" I Source: PwC.
2007 2011 2015

Unrivalled ability to draw audiences.

22




Lagardere

UNLIMITED .

Key positions High exposure to emerging markets
in sports Net sales breakdown 2012
rights in Asia e

International: !
marketing partner of including |
l

European football

emerging markets:

clubs
Western Europe
in football in Africa uni . A .Zastern Europe
‘ .6 Middle East

Af&a ASPAC
Latir‘merica ‘

23
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6- An ongoing concern for
shareholders

24



Meeting with investors

e -

= |nstitutional investors:

* in 2012, the Group met with more than 400 investors through nearly
15 road shows in Europe and North America;

» with the goal to cover new financial markets in 2013.

= Individual investors:

« individual shareholders met at informational meetings around the country;

 since 1997, the Lagardére group has had a Shareholders’ Consultative
Committee, representing individual shareholders, to:

— improve financial communications between the Group and its
shareholders;

— discuss the expectations of shareholders and their perception of
the Group.

Lagardere

25



An attractive remuneration policy...

e -

Ordinary dividend per share

since 2003

€0.90

- €1.00
- €1.10
-€1.20
- €1.30
. €1.30
- €1.30

€1.30

- €1.30
- €1.30

d

Lagardere

Share buyback programme:

from 2004 to 2008 for nearly €800 million.

Special dividends:

in 2005, Lagardere paid a special dividend

of €2 per share after selling T-Online
shares.

{ 2013: around 50% of the proceeds

from the sale of EADS, i.e. €9/share,
will be returned to shareholders via
a special dividend.

[ ———

26



. with a total of €2.7 billion redistributed Lagardere

to shareholders in 10 years...

Share o F==1 Special
buyback W Dividends  L__{ gividend

n €M 501 500
419

276

173 167 169 166

I I I I I I I I l

2003 2004 2005 2006 2007 2008 2009 2010 2011 2012

27



... all as part of a balanced cash
management policy

O S N S S S S

/4

1 Cumulative cash
i flows generated
: by operations and
| disposals

€M) 4,447

Cash flow from
operations
(€M)

\-———————f

o

Cumulative

use of
cash

24%

\————————'

Lagardere

Other
Acquisitions

Investment
(Organic growth)

Deleveraging

Return to
shareholders

28
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/- Roadmap for the future

29
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— Lagardere
-pronged strategy

A three

= -

N 1 Pursue in
Travel S
< Retail ~ Priorty -
3 Digital - acquisitions in
© TV Production§ promising
f segments

Sports*

Magazines, Radio,

TV Channeld/ 4 Maintain and

strengthen our
leadership
positions
istribution

Market position
3 Continue our pull-out

- Operations in structural decline
- Minority positions * Media et marketing sport rights, representation, consulting, arena 30
management, hospitality, etc.



A three-pronged strategy

= -

Travel Retalil
Digital

TV Production

Lagardere

1 Pursuein priority acquisitions in promising segments

Travel Retail in emerging countries and
first-rate platforms with high potential.

New business models, excluding display.
e.g. pay-per-performance.

Especially internationally (emerging
countries), new sports (excluding football),
and more regular revenues (representation,
marketing, consulting, etc.).

In France and internationally
Development of international productions,
including a low-cost format (scripted reality).

31



A three-pronged strategy

Lagardere

Maintain and strengthen our leadership positions

- Affirm our position as a publisher in the value chain.
- Development of digital.
- Consolidation of our market positions.

Invest in innovative business models with high potential, including start-ups.

Development of licenses, creation of new products, enhancement of content,
etc.

3 Continue our pull-out

From operations in structural decline
While maintaining their value.

Minority positions
- 2013 sale of minority interests in EADS and Amaury.
- Goal to sell interests in Canal+ France and Marie-Claire.

32



