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THOMAS RABE

CHAIRMAN OF THE BOARD OF DIRECTORS

In 2012, RTL Group delivered solid financial results.
Revenue grew by 4.0 per cent to almost
€6 billion and EBITA again exceeded €1 billion.
RTL Group achieved these results despite
increasingly challenging conditions in some of the
core European TV advertising markets.
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The Board focused on discussing the transformation
of the TV industry, the opportunities and challenges
arising from the growing non-linear TV consumption,
multiscreen services for deeper audience engagement,
and technology-driven services for advertising clients.
This was in addition to its ongoing responsibilities, such
as reviewing financial and operating performance
budgets, investment proposals, and the Group’s
strategy. RTL Group’s new Executive Committee —
consisting of Co-CEOs Anke Schaferkordt and
Guillaume de Posch, and CFO Elmar Heggen — has
defined, together with the management teams in the
various profit centres, a clear strategy for RTL Group.
We see significant growth potential in three areas:
broadcast, content, and digital. First: we will optimise
and develop our existing TV and radio broadcast
businesses. Investing in our broadcast business is
investing in growth. That's why, in 2012, RTL Group
launched five new TV channels. The Big RTL Thril
channel launch in India is RTL Group’s first broad-
casting venture outside of Europe.

Secondly: we will develop and acquire intellectual prop-
erty, and expand capabilities in our existing content
business. Creativity remains key in the TV business.
RTL Group’s production arm, FremantleMedia, is one
of the largest global producers of content, and repre-
sents one of the most important growth platforms for
the entire Group. FremantleMedia has a global and
scalable business model, and its new management
team has placed a clear emphasis on fuelling its crea-
tive pipeline, developing new formats and building
brands, across a range of genres.

Thirdly: we will build sustainable new digital business
models with a strong cross-platform presence on all
devices and screens. Further expansion of RTL Group’s
digital businesses, from catch-up TV services, mobile
applications, online video advertising and thematic
websites, to the first Youtube-funded niche channels,
all play a major role here. Professionally produced video
content is, and remains, the major driver for new digital
services, devices and screens — and this is RTL Group’s
core competence.

2012 also saw several changes to the composition of
the Board of Directors. Gerhard Zeiler decided to leave
the company, effective 18 April 2012. On behalf of the
Board, | would like to thank him for his great achieve-
ments over the years, and for the smooth handover of
responsibilities to the new Executive Committee.

In April 2012, the Annual General Meeting of RTL Group
elected Bernd Kundrun and Rolf Schmidt-Holtz as new
members of the Board of Directors. Both have exten-
sive experience in the media industry.

CHAIRMAN’S STATEMENT

“In particular we reviewed the
opportunities and challenges
arising from the growing
non-linear TV consumption,
multiscreen services for deeper
audience engagement, and
technology-driven services for

advertising clients.”

My sincere gratitude also goes to Siegfried Luther, my
predecessor as Chairman of the Board of Directors of
RTL Group. Siegfried Luther is one of the founding
fathers of today’s RTL Group. And finally, | would like
to thank Gunther Griger, who stepped down from
RTL Group’s Board of Directors following his retire-
ment from Bertelsmann.

On 31 January 2013, the Board of Directors of
RTL Group was informed that Bertelsmann is consid-
ering a reduction of its shareholding in RTL Group
through a capital market transaction, while maintain-
ing a qualified majority of approximately 75 per cent.
The Board of Directors understands that a final deci-
sion will depend on a number of conditions, including
a favourable capital market environment. There can
consequently be no assurance as to if, when, or on
what conditions Bertelsmann will offer part of its
shareholding in RTL Group.

RTL Group’s solid operational performance and its
clear-cut strategy provide us with the necessary tail-
wind to further develop RTL Group as Europe’s lead-
ing entertainment network. But ultimately, it's our
people who inspire and inform our viewers, and who
create meaningful and professional content — day
after day. My thanks go to everyone who contributed
to a successful 2012 — I'm looking forward to contin-
uing RTL Group’s unique success story in this spirit
and invite you to accompany us on this journey.

THOMAS RABE
CHAIRMAN OF THE BOARD OF DIRECTORS
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CHIEF EXECUTIVES’ REPORT

GUILLAUME DE POSCH

C0-CEO OF RTL GROUP

On 19 April 2012, Anke Schaferkordt and Guillaume de Posch took over as Co-CEOs
of RTL Group. In a message to all RTL Group employees, they wrote on that
day: “Our Group is in great shape, and we can rely on highly creative, skilled and
motivated employees. We all share the same passion: we love television,
production and radio. And we know that this passion will help to lead our strong,
creative and diverse entertainment network into the next phase of its development.”

We met the Co-CEOs to review RTL Group’s performance in 2012,
and to discuss the Group’s strategy.

RTL GROUP ANNUAL REPORT 2012
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How did RTL Group perform in 2012?

Anke Schéferkordt: RTL Group has once again demonstrated
that it can operate successfully even in a very challenging eco-
nomic environment. For the third consecutive year, our EBITA
exceeded €1 billion. Our EBITA margin was very healthy at 18.0
per cent, with all of our main broadcast operations reporting
strong double-digit margins, of between 16.1 and 29.3 per cent.
In our most important markets, Germany and France, our fami-
lies of TV channels continued to gain advertising market share.
This ongoing success is based on RTL Group’s unique set-up:
we are the only pan-European free-TV group with a worldwide
content production powerhouse. We have leading market posi-
tions in the countries we operate in, strong brands, and a
healthy financial position. RTL Group has generated close to €1
billion of cash flow almost every year since 2007.

Guillaume de Posch: Based on our strong financials, we stepped
up our investments and initiatives in our three strategic fields of
broadcast, content and digital. During 2012, RTL Group suc-
cessfully launched five new TV channels in five countries. We are
also building a strong and rapidly growing presence in non-linear
TV and exploring the field of online video networks, with our first
Youtube-funded channels, produced by FremantleMedia.

Our expertise in content and creativity has already proven to be
a competitive advantage for the non-linear TV world as audienc-
es are attracted by hit formats and established brands, across
all screens and devices. And for the viewers, “nothing beats
free”. This is why RTL Group is well positioned to develop a
leading position in high-growth markets such as online video
advertising.

Why was the economic environment challenging in 2012?
Guillaume de Posch: Throughout 2012, the European TV advertis-
ing markets clearly reflected local macro-economic develop-
ments: while the German TV advertising market was slightly up,
the French, Dutch and Belgian markets were estimated to be
down year-on-year, with a significant slowdown over the sec-
ond half of the year. The markets in Spain, Hungary and Croatia
continued to see a more pronounced decline.

Anke Schéferkordt: That’s why it’s so important to have diversi-
fied revenue streams and geographic footprint. 43 per cent of
RTL Group’s revenue originates from a broad range of non-
advertising activities such as content production, rights trading,
teleshopping, e-commerce, and merchandising. This adds a lot
of stability to our Group.

Let’s have a closer look at RTL Group’s main operations.
How did the German TV business, the Group’s largest
profit centre, perform in 2012?

Anke Schéferkordt: In 2012, Mediengruppe RTL Deutschland
continued to outperform the German TV advertising market and
increased its combined net share — including RTL Il — to 44.4
per cent. Overall revenue of the profit centre grew by 3.7 per
cent, mainly driven by higher TV advertising revenue from our
two main channels, RTL Television and Vox. Due to ongoing
cost control measures, EBITA increased strongly by 9.8 per
cent to €581 million — this was the unit’s best ever full-year
operating profit.

Did it also continue to gain audience share?

Anke Schaferkordt: \With a combined average audience share of
33.7 per cent in the key 14 to 49 target group, Mediengruppe
RTL Deutschland remained 5.9 percentage points ahead of its
main commercial competitor ProSiebenSat1. And RTL Television
remained viewers’ number-one choice for the 20" consecu-
tive year.

However, RTL Television’s audience share did not stay at
the record levels of the years 2010 and 2011. But we broadly
anticipated this market development.

First, the 2012 ratings were affected by major sporting events,
including the Euro 2012 football championship and the Summer
Olympics, both shown by public broadcasters. This is a well-
known effect to us. In addition, 2012 also saw an accelerated
fragmentation of the TV landscape, with the launch of new
channels and the switch-off of analogue satellite broadcasting,
resulting in audience share losses for all of the three biggest
commercial TV channels. At the same time, niche channels —

“Based on our strong financials, we stepped up our investments
and initiatives in our three strategic fields of broadcast,
content and digital. During 2012, RTL Group successfully launched
five new TV channels in five countries. We are also
building a strong and rapidly growing presence in non-linear TV.”

GUILLAUME DE POSCH
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“Our ongoing success is based on RTL Group’s unique set-up:
we are the only pan-European free-TV group
with a worldwide content production powerhouse.”

ANKE SCHAFERKORDT

those with an audience share below 2.0 per cent in the target
group — increased their combined audience share by 2.3 per-
centage points.

In April 2012 RTL Group also launched a new free-TV
channel in Germany - RTL Nitro. Are you happy with the
channel’s performance to date?

Anke Schéferkordt: \ery much so. RTL Nitro has been the most
successful channel launch in Germany in recent years. In De-
cember 2012, it already scored an audience share of 0.7 per
cent among young viewers — other free-TV channels needed
two years or more to do so.

And as the market continues to fragment further, we know we
have to fragment ourselves. With RTL Nitro we’ve built an offer-
ing that complements our other channels in Germany, and the
market as a whole.

Was Groupe M6 also affected by fragmentation?
Guillaume de Posch: Groupe M6 was again the only French media
group to increase its total audience share year-on-year, in an
environment marked by ongoing audience fragmentation. As a
result of this strong performance, the combined total audience
share of Groupe M6 grew to 15.5 per cent.

In the key commercial target group, M6 remained the second
most popular channel in France and continued to reduce the
gap to the market leader, TF1. Over the past ten years, this gap
has reduced significantly, from 16.6 to 8.5 percentage points.

M6 invested in the broadcasting rights for the Euro 2012
football championship. Did this pay off?

Guillaume de Posch: M6 aired ten of the 31 matches of the Euro
2012 football championship and scored excellent ratings. The
France vs Sweden match was watched by 12.2 million viewers,
the channel’s second-highest ratings ever, while the Ukraine vs
France match was the third best audience ever for M6. These
were two of the ten most-watched shows on French TV in 2012.

EBITA of Groupe M6 decreased to €224 million as a result of
lower advertising revenue and the significant programming in-
vestment in Euro 2012. But let’s not forget, M6 also acquired
the rights for live matches in the next Euro tournament in 2016
—and this will take place in France.

This also demonstrates that we make significant investments in
our core business because we strongly believe they will pay off
in the medium and long term. The launch of the new family en-
tertainment channel 6ter is another example.

Looking at RTL Group’s content business. Why did
FremantleMedia’s revenue increase so strongly in 2012?
Guillaume de Posch: FremantleMedia posted a significant increase
in revenue, of 19.7 per cent. This was driven by three key fac-
tors: organic growth in the US, UK, Germany and Asia-Pacific,
exchange rate effects — a stronger US dollar and British pound
against the Euro — and recharges without margin to third parties
for certain production contracts in the United States.

Despite this revenue growth, FremantleMedia’s EBITA — which
was affected by positive and negative one-off effects in 2012 —
was slightly down to €138 million, mainly due to the loss of
some programming, such as Masterchef Australia, and also due
to continued pressure from broadcasters on margins.

What about the broadcast families in the Netherlands
and Belgium?

Guillaume de Posch: Our broadcast operations in the Netherlands
and Belgium remained clear audience and advertising market
leaders, and again generated solid levels of profitability. And the
same is true for our French radio family.

Turning to RTL Group’s strategy. What are your plans for
the future growth of the Group?

Anke Schéferkordt: Directly after taking over as joint CEOs of
RTL Group in mid-April 2012, we conducted a comprehensive
review of our corporate strategy.

RTL GROUP ANNUAL REPORT 2012
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“The digital transformation of the TV industry is hugely
important for us at RTL Group - simply because we want to be wherever
our viewers are. The value of our established TV formats
and brands is key to building new business models with a strong
presence across all digital devices and screens.”

ANKE SCHAFERKORDT

Together with the management teams in our operations we
have defined three main investment areas: broadcast, content,
and digital. Regarding the broadcast business, our main goal
is to optimise and develop the existing operations and to invest
for growth. This includes launching new channels such as
RTL Nitro, 6ter and RTL Telekids, and increasing distribution
revenue from platform operators. We see the opportunity to de-
velop a fair revenue share for our brands and programmes from
the major distribution platforms — cable network operators, sat-
ellite companies and internet TV providers.

Guillaume de Posch: Selective geographical expansion in high-
growth regions also remains on RTL Group’s agenda. All of us
agreed in our first meeting that we will continue trying to expand
our footprint in broadcasting — but selectively. In November
2012, RTL Group launched its first TV channel outside Europe,
Big RTL Thrill, in India. The action entertainment channel target-
ed at male audiences is part of a 50/50 joint venture with
Reliance Broadcast Network, and the initial feedback from view-
ers is promising.

As for content, we will further develop and acquire intellectual
property and exploitation capabilities in areas such as general
entertainment, US drama, kids entertainment, gaming and on-
line video networks. FremantleMedia will be key for this strate-
gic goal, and we'll continue growing our content arm through a
combination of organic growth and acquisition.

In July 2012, Cécile Frot-Coutaz took over from Tony
Cohen as CEO of FremantleMedia. Has this changed the
strategy of RTL Group’s production arm?

Guillaume de Posch: First, Id like to thank Tony Cohen for his out-
standing achievements. He transformed FremantleMedia from a
collection of individual entities into a global content power-
house. | asked Cécile Frot-Coutaz to take over as CEO.

After being with the group for 17 years, she has the vision
and leadership needed to further grow FremantleMedia. She
brings expertise and drive from the US — the largest TV market

RTL GROUP ANNUAL REPORT 2012

in the world — and combines her creative skills as a producer
with a sharp business perspective. Under her leadership,
FremantleMedia’s new management team has swiftly put a clear
focus on fuelling the company’s creative pipeline, developing new
formats and building brands, across a broad range of genres,
while maintaining market leadership in its core business areas.

‘Digital transformation’ remains a widely discussed

topic in the media business. What are your plans for the
digital world?

Anke Schéferkordt: First of all, TV is already an all-digital business
with very strong fundamentals. New technology has always im-
proved the TV viewing experience. Today’s TV sets are bigger,
thinner and — thanks to HD — sharper than ever before. And they
continue to take centre stage in people’s living rooms.

The digital transformation of the TV industry is hugely important
for us at RTL Group — simply because we want to be wherever
our viewers are. The value of our established TV formats and
brands is key to building new business models with a strong
presence across all digital devices and screens.

And so we have analysed in detail current trends in non-linear
video, online and mobile advertising, content verticals and new
online business models, such as gaming. Our own estimates
suggest overall TV consumption will continue to grow. By 2015
we believe non-linear viewing could represent 10 per cent of
total viewing time in Western Europe.

Based on these strengths, RTL Group has many growth oppor-
tunities in the digital media world. In recent years, we have suc-
cessfully built and expanded our video-on-demand services.
Driven by our big entertainment shows and strong brands, our
network of websites and catch-up TV services generated 2.4
billion video views in 2012. In addition, the Youtube channels
from FremantleMedia have registered 4.5 billion hits, making
them global entertainment destinations.

Guillaume de Posch: This growth of non-linear is driven by a
significant viewing shift online, from movies to TV episodes.



Therefore, we have to actively shape this business and leverage
our strong brands. Securing rights, being available on all
screens and measuring all viewing, and also stronger collabora-
tion across RTL Group — these are the main responses the
management teams from Corporate and the profit centres are
currently discussing and working on.

We will clearly remain a content company, but we are also
actively building our capabilities in both technology and online
advertising sales. The acquisition of Videostrip is a good exam-
ple — it's the Netherland’s leading online video advertising
network, which generated 1.3 billion video views and delivered
392 million ads in 2012.

So advertising will also be RTL Group’s main revenue
source in the online world?

Anke Schaferkordt: The majority of our on-demand services, such
as RTL Now and M6 Replay, are free to the consumer, financed
through advertising — as with our main TV operations. But the
rapid development of new technologies also means we can
adapt the way we sell advertising on these new platforms.
Undoubtedly, the 30-second TV commercial will remain indis-
pensable, for it reaches mass audiences in a very short time
span. But we will also develop new, complementary forms of
advertising targeted at individual viewers. This is a long-term
aspiration, but we’re confident that technology will increasingly
allow it. In parallel, we are already exploring other sources of
revenue from on-demand, such as transaction and sub-
scription-funded services.

CHIEF EXECUTIVES’ REPORT

What is your outlook for 2013?

Guillaume de Posch: Looking to 2013, economic conditions re-
main challenging, in line with local market conditions, and visi-
bility continues to be limited. Facing this environment, we have
a clear focus on maintaining our leadership positions and
achieving our financial targets, while pursuing opportunities in
broadcasting, content and digital which will develop the busi-
ness further in future years.

Finally, at the end of January 2013, it was announced
that Bertelsmann is considering a reduction of

its shareholding in RTL Group. What is your view?

Anke Schéaferkordt: \We welcome that Bertelsmann has clearly
expressed it will remain a committed and supportive majority
shareholder of RTL Group, believing in the future growth pros-
pects of our company. And indeed: in recent years our results
have repeatedly demonstrated that RTL Group is a very attrac-
tive business, generating value for our shareholders.

Above all, we have dedicated employees and experienced man-
agement teams. In our business, people are the most important
asset. They make the difference. In other words: their creativity,
motivation and passion for programming are the reason we are
in great shape today.

Guillaume de Posch: Based on these strengths, we have defined
a clear strategy to continue our success story, as we explain in
more detail in this Annual Report. We are happy that both our
majority shareholder and Board of Directors clearly support our
strategy to pursue these opportunities.

“Looking to 2013, economic conditions remain challenging.
Facing this environment, we have a clear focus on maintaining our
leadership positions and achieving our financial targets,
while pursuing opportunities in broadcast, content and digital.”

GUILLAUME DE POSCH

RTL GROUP ANNUAL REPORT 2012
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PROFIT GENTRES

AT A GLANCE

Mediengruppe RTL Deutschland

2012 2011
Revenue €1,982m €1,912m
EBITA €581 m €529m
Advertising market share 44.4% 43.7%
Audience share* 33.7% 35.0%
*Target: 14-49

2012 2011
Revenue €1,711m €1,429m
EBITA €138m €143m
RTL Belgium

2012 2011
Revenue €210m €216m
EBITA €45m €46m
Advertising market share 71.5% 71.0%
Audience share* 36.3% 37.8%

*Target: shoppers 18-54 (17-23h)

RTL GROUP

ANNUAL REPORT 2012

Groupe M6

2012 2011
Revenue €1,387m €1,421m
EBITA €224m €249m
Advertising market share 24.0% 23.4%
Audience share* 22.9% 23.0%
*Target: housewives < 50 (including digital channels)

2012 2011
Revenue €431m €491m
EBITA €97m €134m
Advertising market share 47.3% 47.7%
Audience share* 32.3% 35.2%
*Target: 20-49 (18-24h)
RTL Radio (France)

2012 2011
Revenue €180m €184m
EBITA €30m €30m
Advertising market share 26.1% 26.4%
Audience share* 18.3% 19.2%

*Target: 13+



PROFIT CENTRES AT A GLANCE

RTL Klub Grupo Antena 3

2012 2011 2012 2011
Revenue €101m €99m EBITA (Group contribution) €6m €20m
EBITA €9m €15m Advertising market share 35.2% 30.5%
Advertising market share 54.0%" 47.9% Audience share* 19.2% 18.4%
Audience share’ 37.3% 40.7 % *Target: 16-54 (including digital channels, but excluding La Sexta)

*Target: 18—-49 (prime time) **Including seven cable channels

RTL Hrvatska

2012 2011
Revenue €31m €37m
EBITA €9 m €0m
Advertising market share 36.8 % 40.9%
Audience share* 24.3% 25.5%
*Target: 18-49 (including digital channel RTL 2)
RTL Radio Deutschland

2012 2011
EBITA €12m €11m

RTL GROUP ANNUAL REPORT 2012 15









THE YEAR IN REVIEW

“People want to be
assured that
an anchor is there
for his love of
the news, not
because he loves
being on TV.”

PETER KLOEPPEL,
EDITOR-IN-CHIEF OF RTL TELEVISION
AND LEADING NEWS ANCHORMAN
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MEDIENGRUPPE RTL DEUTSCHLAND

On 30 March 2012, Peter Kloeppel, the longest-
serving anchorman on German television, celebrated
20 years of presenting RTL Television’s main news
programme, RTL Aktuell. The anniversary, which

RTL Television marked with an online special, confirms
the popularity not only of the news presenter

but also of the programme’s accessible approach.

As well as being described as the country’s most popular tele-
vision news presenter, Peter Kloeppel is known as one of the
public figures women and young Germans trust the most. For
him, this trust is a vital quality — in both the presenter and the
programme. As he explains, “Relevance, expertise, reliability
and above all the ability to put things into context are more in
demand than ever in an era of information overflow, because
news is a matter of trust. Of course, this trust isn’t handed to
you on a plate; it has to be earned anew every day.”

Kloeppel believes that credibility and continuity are essential:
covering the issues people care about, in a familiar format that
makes news a regular, stable part of their TV consumption.
“People want to be assured that an anchor is there for his love
of the news, not because he loves being on TV. Viewers need to
see passion in a presenter — someone who's interested in the
stories, someone who’s on air most of the week. It’s also impor-
tant to remember that: the viewers have invited you into their
living room, so they expect some friendliness alongside the
serious moments — it's about getting the balance right.”

Peter Kloeppel also cites investment and editorial independence
as important factors. For him, investment means the right num-
ber of journalists in the right places, gathering the best stories.
RTL Television has always been committed to its news and
information programmes, financed by the channel’s overall
profitability. And this investment pays off — with high ratings,

strengthening the RTL brand, increasing audience loyalty. And
independence means freedom from the control or influence of
any Government body, lobbying group or business: “As editor-in-
chief at RTL Television, | am granted this freedom from control.”
Selecting the right topics, adding illustrative graphics, and keep-
ing the language clear, are further reasons for the sustained
popularity of RTL Aktuell. The show has always aimed to pres-
ent even complicated issues in a comprehensible way, and this
has earned it a sizeable average market share — almost 18 per
cent among 14 to 49-year-old viewers in 2012. During that year,
nearly four million of Germany'’s total TV viewership tuned in on
average, making RTL Television’s main news show one of the
most-watched daily broadcasts in its programme line-up.

To help promote and explain the show’s longevity, the channel
set up a micro-site at RTL-Aktuell.de. Here users can click
through its history, revisiting the most memorable moments
from 20 years of coverage of political, economic and cultural life
in Germany and the world, as well as other topical and socially
relevant issues. Undoubtedly, entertainment plays some part in
this — but, in Peter Kloeppel’s view, a very specific type of enter-
tainment: “To me, entertaining news is not about the celebrity
stories, but about interesting public information, how to save
money at home, save energy, medical breakthroughs, things
like that. But if sometimes people describe our news output as
too entertaining, well, | can live with that.”

“As editor-in-chief
at RTL Television,
| am granted
this freedom from
control.”

RTL GROUP ANNUAL REPORT 2012
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X Faktor mentor Péter Geszti (right)
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THE YEAR IN REVIEW

RTL KLUB

GROWING
UPIN
HUNGARY

with candidate Gergé Olah

Last year, RTL Klub started a family, acquiring
seven cable channels in the highly competitive
Hungarian TV market of over 100 channels.

In 2012, the family’s growing up, and one of
them has become RTL II.

“Launching a new channel is always a risk,” says Dirk
Gerkens, CEO of RTL Klub, “but awareness of the RTL
brand is very strong in Hungary, and of course, distribu-
tion was already in place.” As was content, with spin-offs
and some programming moving from RTL Klub, such as
the popular Who Wants To Be A Millionaire and Heti
Hetes (Seven Days), as well as spin-offs from X Faktor.
RTL I, with its more female, slightly urban focus, only
launched on 1 October 2012, yet has already had some
days above the 2 per cent all-day average Dirk Gerkens
was targeting for the end of year one: “We’re not notice-
ably taking viewers from RTL Klub, we’re taking them
from our direct competitors and the rest of the market,”
he says. “We want to start to take the lead in the second
division of cable channels.” He’s looking to spring’s re-
vised programme grid and the company’s own scripted
reality productions to cement this position.

By second division, Dirk Gerkens means those around
the 2 per cent audience mark. The leading division of
cable channels belongs to RTL Klub’s other acquisitions,
Cool and Film Plusz, both doing well at around the 5 or 6
per cent mark. “The main increase was Cool,” he says,
“which became clearly the third channel, ahead of the
public broadcaster MTV.” In all, RTL Klub’s portfolio of
cable channels increased its all-day average from 10.4
per cent of the market, to 12.3 per cent, in the target 18
to 49 age group.

Advertising sales benefit from the innovative ‘mirror ad
break’, where the same ads run at the same time across
Cool, Film Plusz and RTL II, creating the third biggest ad-
vertising offer on the market. “This idea is something we’'ve
learnt from our colleagues in Spain and Croatia,” says Dirk
Gerkens, “in fact RTL Group as a whole is a fantastic res-
ervoir for ideas, and its great to exchange information with
people who have run a family of channels for years.”
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RTL BELGIUM

CLUB RTL'S NEW
‘CHANNEL WITHIN
A CHANNEL

As far back as 1995, Club RTL in
Belgium began positioning itself as just
as much a children’s channel as a
men’s channel. Eighteen years on,
Club RTL still enjoys excellent viewer
ratings for the 18 to 54-year-old
predominantly male demographic, but also
takes its growing fan base among 4 to

10-year-olds very seriously.

In recent months, Club RTL has been reasserting its lead-
ing position among male viewers, with new formats such
as Scenes de Crimes and the staple diet of new films,
popular series such as CSI: Miami, CSI: NY and CSI: Las
Vegas moving from Plug RTL, and improved sports
coverage. Club RTL's market share has increased signifi-
cantly as a result.

So what about the kids? Well, in March 2012, Club RTL
launched Kidz RTL — a ‘channel within a channel’ exclu-
sively for these younger generations. The channel’s staple
formats for kids remain, with Disney and Studio 100 pro-
ductions that include Lutin Plop, Fred et Samson, and
Mega Mindy now airing between 06:30 and 09:30 on
weekdays, and up to 15:00 on Saturdays.

In a move that may delight audiences both young and
old, and do no harm to its positioning with male viewers,
Club RTL also secured the exclusive rights to UEFA
Champions League coverage from 2012 to 2015, to add
to their Europa League coverage.

A new corporate design helps viewers differentiate be-
tween Club RTL and Kidz RTL as one switches to the
other on the same channel. It's a shrewd move, and part
of RTL Belgium’s strategy to make Club RTL a channel
with more personality, punch and dynamism for its adult
viewers — without compromising its ever-growing popu-
larity among the youngsters.

Mega Mindy
entertains the kids
on Club RTL
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GROUPE M6

RTL GROUP

To mark the
anniversary Thomas

Valentin, Deputy
CEO of Groupe M6
(centre left), poses
here with some of

the talents that

contributed to M6’s
success

On 1 March 2012, M6 celebrated its 25th anniversary. Once labelled “the one channel
too many” or “the little channel”, it has proved wrong everybody who predicted it wouldn’t

last. It has grown to become France’s third most watched TV channel and the only
one to increase its total audience share in 2012. Despite this, resting on its laurels is not on
the agenda, as Thomas Valentin, Deputy CEO of Groupe M6, explains.
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To mark its 25th anniversary, M6 became France’s third
most popular channel. How did it achieve this?

In the last five years the new DTT channels gained 16 points
market share. Our main competitor TF1 has lost eight points,
while M6 remained stable and became the
third national channel in the process. | believe
M6 successfully countered fragmentation
because we constantly reinvent ourselves
and stand out from the competition. For
instance, we launched very successful pro-
grammes, such as Scenes de Ménages and
Le 19h45 — our evening news show nobody
believed in at first. Today M6 symbolises
‘Feel Good TV’, which is a type of TV that
conveys positive values viewers feel comfort-
able with. In this day and age that’s what
they are looking for.

In March 2012, you said in the press that
M6 was still in a development stage.
Could you explain?

The ability to adapt to new consumption
patterns is key in this industry. So we’re still
building the M6 house. We keep enriching
our programme grid, creating interactive
tools to develop viewer loyalty, and working
on gaining market share. We invest in con-
tent and pay particular attention to the
quality of our programmes. Today our
access prime time is doing very well, but we put in a huge
amount of effort. Next, we’d like to improve our lunchtime
and prime time ratings.

Do you think M6 can still increase its ratings in spite of the
ongoing fragmentation?

Despite growing competition M6 confirmed its ranking as
France’s third channel in 2012. It was also the only major chan-
nel to post growth, and even achieved its best year since 2007.
Two of the channel’s programmes entered the country’s top 10
most-watched programmes of 2012, when in 2011 we didn’t
even make it into the top 100. Today in an audiovisual land-
scape of 25 free TV stations, our family of channels — M6, W9
and 6ter, which we launched in December 2012 — is well-posi-
tioned to face fragmentation.

M6 has come a long way. What do you remember from all
these years?

Audacity and creativity. Today we are still driven by these two
adjectives that faithfully describe M6. The position we have
secured in the French audiovisual landscape is unique. Surveys
have shown that M6 is one of the top four brands in France and
the number one entertainment brand. We launched M6 in 1987
in very difficult conditions. The first month our total audience
share was 0.3 per cent, while direct competitor TF1's was
42 per cent. We gradually reduced the gap over the years, not
only by winning ‘audience races’ but by winning viewers’ hearts.
What started as one channel 25 years ago is now one of
Europe’s most diversified entertainment groups.

Despite the difficulties, what motivated you to stay on
board? Is the motivation different today?

The channel’s top priorities continue to be: surprise, innovate
and satisfy viewers’ expectations. The only difference today is
the market we operate in. It changed, especially with the arrival
of the internet. What we did for one channel then, we now do
for 12, on linear but also on non-linear TV.

“We gradually
reduced the gap
over the years, not
only by winning
‘audience races’
but by winning
viewers’ hearts.”

THOMAS VALENTIN,
DEPUTY CEO OF GROUPE M6

Some shows are the same age as the channel.

What’s their longevity secret?

We strongly believe in the power of brands. A channel or a TV
show is a brand you need to develop, nurture and position in
viewers’ minds — while constantly adapting it.
Capital, Turbo, E=M6 and Zone Interdite are
20 years old or over. These are durable
brands based on simple concepts. They en-
joy a strong identity and have the power to
evoke relevant images in people’s minds. In-
terestingly, most of them were created from
scratch by novices in the TV business. Today
we continue to bank on new talent and it
pays off remarkably.

Did you expect L’Amour est dans le pré,
Top Chef and Scénes de Ménages to

be such hits? Were you surprised when
other shows flopped?

We launch only programmes we believe in.
So yes, flops are a surprise. However, | have
to admit that we didn’t expect L’Amour est
dans le pré to become the channel’'s most-
watched show. It is doing better season after
season, and the same goes for the other
flagship shows. Why? Maybe because view-
ers need to know where they are at, strong
brands inspire trust. Most of these shows are
created to be watched by the whole family,
making them efficient crowd pullers.

Is counterprogramming still the mainstay of M6’s ratings
success? Will you use it to become number two?

During the first 15 to 20 years, counterprogramming indeed
played a major role. We have since shifted towards creating a
unique offer based on values that are different from those of the
other channels but on a par with what a co-leader would offer.
This is why we also decided to broadcast major football compe-
titions despite their poor return on investment. They are events
M6 can’t afford to miss as they bring people together.

KEY DATES

> 1 March 1987 M6 is launched

> 1992 It starts making a profit and becomes a “Groupe”
the year after

> 1996 First online presence with M6.fr

> 1999 M@ ranks second national channel with

viewers under 50

> 2000 M6 Web is set up
> 2001 Broadcast of first ever reality series in France:
Loft Story — M6 is heavily criticised, but then copied
> 2005 M®6 enters the mobile phone market with
M6 Mobile by Orange
> 2006 First season of L’Amour est dans le pré
(The Farmer Wants A Wife)
> 2008 Launch of catch-up TV service M6 Replay

and first broadcast of Un diner presque parfait
(Come Dine With Me)

> 2009 Le 19h45 and Scenes de Ménages hit the screens
> 2010 |-Phone and |-Pad applications available
> 2012 M6 becomes third channel with viewers

aged 4 and above, and the first French channel
to release a second screen app
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GRUPO ANTENA 3

ANTENA 3
AND LA SEXTA
MERGE

Spanish broadcasters Grupo
Antena 3 and La Sexta merged
in October 2012 to create

a family of eight channels.

The merger significantly enhances
Grupo Antena 3's already impres-
sive portfolio, which includes a
strong presence in radio, cinema
and advertising. RTL Group owns
a 20.5 per cent stake in Grupo
Antena 3, whose new family of
channels — Antena 3, La Sexta,
Neox, Nova, Nitro, Xplora, La
Sexta 3 Todo Cine, with Gol TV on
a lease basis — provides a com-
prehensive and varied offer for

Spanish viewers and advertisers.
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BIG RTL

Big RTL Thrill launched on 5 November 2012 in India,
signalling RTL Group’s first steps into the Indian
broadcasting market. The ‘ultimate action destination’
channel airs currently in the Uttar Pradesh state,

as well as in Mumbai and Delhi, featuring international
content dubbed in Hindi.

Andreas Rudas, Executive Vice President Regional Opera-
tions and Business Development CEE and Asia, sees the
move as exciting for RTL Group: “The Asian market repre-
sents very promising growth opportunities for us. We're
bringing male viewers mainly aged 15 to 44 high-quality con-
tent — and our partnership with Reliance Broadcast Network
will help ensure Big RTL Thrill becomes a strong new brand
for the Indian market. We wanted a robust local partner, and
Reliance Broadcast Network is a big entertainment group
with an experienced management team that can support our
expansion into a whole new continent of possibilities and op-
portunities. India has the largest young population in the
world — half of its 1.2 billion population is aged under 30.”
Big RTL Thrill provides edge-of-your-seat entertainment,
with content from around the world. Reality shows, action
series, wrestling, extreme sports, game shows and movies —
exclusive to the channel and never seen before on Indian TV.
Tarun Katial, CEO of Reliance Broadcast Network, explains
how the new channel fills an important gap in the market:
“Big RTL Thrill comes as an answer to the Indian male’s
quest for action entertainment. The product is world class,
served in Hindi, and has been designed to fill a void in the
market. With the launch of this channel, Reliance Broadcast
Network strengthens its position in the market, providing ad-
vertisers with an offering unmatched in the region. We are
happy to have our partner, RTL Group, with us in this enter-
tainment revolution.”

Big RTL Thrill currently reaches approximately 25 million
households, complements the growth and success of Reli-
ance Broadcast Network’s number one Indian radio network
- 92.7 Big FM - and takes the company’s total channel
count across India to seven.



On 1 April 2012, RTL Nitro launched
in Germany. It’s a broad, pure
entertainment channel, but skewed
more towards the interests

of a male audience than either

RTL Television or Vox.

“Our USP is to offer the widest variety
of entertainment for men — crime, action,
comedy, drama, documentaries and
magazines,” says head of channel, Oliver

Schablitzki, “As the market fragments
still further, we know we have to fragment
ourselves, and we've built an offering that
complements the other Mediengruppe
RTL Deutschland channels, as well as
the market.”

RTL Nitro broadcasts free, in a market
inhabited by 80 other free channels, so
initial expectations weren’t too high, but
it has started very well. “From day one
ratings were good and after five weeks

we had our first day with a 1.0 per cent
share of the relevant target group,” says
Oliver Schablitzki. After eight months, by
November 2012, the monthly share had
already reached 0.7 per cent of the 14
to 49 age group, and 0.8 per cent of
20 to 59-year-old men. This is much bet-
ter and faster than competitor channel
launches of the past ten years — even suc-
cessful channels have taken two years to
reach that. “There was a potential boost
with analogue switch off at the end of
April, as people bought digital and found
new channels,” he says, “and of course
we’ve had tremendous cross-promotion-
al support from the other channels of
Mediengruppe RTL Deutschland.”

The channel boasts almost fully independ-
ent programming, with TV premieres of
shows not aired on bigger channels.
“There’s a dedicated night for comedy
and sitcom,” says Oliver Schabilitzki, “and
our big hit is Modern Family, which hadn’t
found its way to the German market, so
we had the exclusive premiere.” There are
also crime nights, where action series
Chase is doing well, and shows from the
CSI franchise are popular. The channel
has taken a different tack for daytime TV
too, showing classic serials such as
Knight Rider and Walker Texas Ranger —
this has also proved a hit with audiences.
And there’s plenty of attractive program-
ming due for 2013: “We have the whole
series of Breaking Bad,” says Oliver
Schablitzki, “which | hope will become our
signature series. Plus more sci-fi, comedy
in My Name Is Earl, and a series of Derren
Brown specials.” With excellent early rat-
ings, good feedback from viewers, and
being marketed alongside the whole RTL
family, Oliver Schablitzki is optimistic that
2013 will be a good year for RTL Nitro’s
advertising revenue, too.
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RTL NEDERLAND

Launched in September 2012, new RTL Nederland
channel RTL Telekids brings 24/7 entertainment

to Dutch 3 to 9-year-olds, and features popular for-
mats of proven popularity — including Bibaboerdrij,
Green-Kids, Hallo K3! Chuggington — as well as
lots of exciting new ones.

Airing digitally as part of the packages from cable opera-
tors Ziggo and Caiway, RTL Telekids’ programme line-up
is not only packed with high-quality fun, it's also highly
educational and completely violence-free, so parents can
safely let youngsters watch at any time. Meanwhile, the
already well-established RTL Telekids programme window
will continue in its popular slot on RTL 8 — where viewing
figures have grown steadlily since its introduction in Octo-
per 2010. The launch of RTL Telekids reflects the brand’s
increasing popularity among kids — and their parents.
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Coldeweijer, aka
RTL Telekids
presenter, Keet

RTL RADIO (FRANCE)

RTL Matin
presenter,
Laurent Bazin,
in the studio

NEW PERSONALITIES,
IMPROVED FIGURES

In September 2012, RTL Radio in France changed the presenters of its three flagship
news shows simultaneously, for the first time in its history. When the audience figures for
September/October were released, the station had registered its best season debut

for ten years, with a cumulated audience of 6,462,000 listeners. By the time December’s
figures came out, they’d added 405,000 new listeners. Even for a leader, it seems,

it pays to keep things fresh.

“It wasn’t an easy decision to make, changing
the three main news shows,” admits Christopher
Baldelli, CEO of RTL Group’s French radio sta-
tions. “Radio listeners are creatures of habit — they
stick to their favourite station, so any changes
must be accepted. But we felt a new dynamic
was required.”

Vincent Parizot, the morning anchor for four sea-
sons moved to the lunchtime slot RTL Midi, while
his place on RTL Matin was taken by Laurent
Bazin. The evening show RTL Soir is now pre-
sented by Marc-Olivier Fogiel. “The morning job is
very demanding and can be exhausting,” explains
Baldelli, “so for Vincent Parizot it’s a nice change
of pace and he is working well with co-presenter
Elisabeth Martichoux, with time to chat to the lis-
teners who call in.”

The morning show is radio’s prime time, and lis-
teners expect to start the day enlightened by the
news, analysis and insight alongside the occa-
sional recreational moment. “Laurent Bazin has
brought the right mix, and sets the right tone,”
confirms Christopher Baldelli, “whereas for the
evening show, Marc-Olivier Fogiel, previously an
interviewer with us, was hosting a show else-
where. We decided it was time he came back,
he’s a fierce competitor, negotiating exclusive in-
terviews and scoops, the character we need at
that time of day.”

Many of the station’s interlinking shows have also
been refreshed in recent years, and each show
leads naturally into the next, creating a snowball ef-
fect in attracting listeners. Aside from the excellent

figures, the station’s own research shows that
listeners wholeheartedly approve of the changes —
even competitors have gone on record to note
the success.

The ratings are good for the radio group’s other
stations, too. RTL 2, the ‘adult” music station is the
only one in its genre gaining audience numbers. “It
has maintained a consistent format for many years
in pop/rock, whereas competitors keep changing,”
notes Baldelli, “and it follows a good strategy of
events such as concerts and roadshows around
the country, going out to meet listeners.”

Fun Radio has also maintained its market share
by offering a clear positioning, offering young
adults the best dance music. “It’s the only station
focused totally on dance, which is growing into a
mainstream category,” says Christopher Baldelli,
“It has a very popular and lively morning show, a
good event strategy including a big annual con-
cert in Bercy, and it also has a dynamic strategy
for making the most of social networks and app
downloads.”

Having three successful stations clearly benefits
the radio group as a whole. In advertising sales
“radio has performed better than other media,”
according to Baldelli, “and our sales house has
done a good job of capitalising on the ratings.”
Other than back office synergies and an inherent
element of brand awareness, the stations don’t
necessarily capitalise on each others’ success:
“Each station has its own independent pro-
gramming and its own distinct identity,” explains
Christopher Baldelli.
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RTL RADIO (FRANCE)

REELIN’

IN THE YEARS

On 22 May 2013, fans of the RTL Radio show Les Nocturnes will switch on around
midnight and settle in for the night to enjoy Georges Lang’s selection of
music. Nothing unusual there, you might think? And definitely nothing unusual
for those fans who’'ve been listening for 40 years. Because Georges’
show first aired on RTL Radio in May 1973. We met him to test his memory.

Georges Lang,
preparing for
the night shift

How did it all start, Georges?

| grew up in Metz and to earn some money | used to babysit for
American military families. Except | didn’t really babysit. | used
to get the kids to bed early so | could listen to their parents’
records — The Platters, jazz, blues, Ray Charles, he was my idol
— | couldn’t afford my own records, and where could | buy such
fantastic music, anyway?

How did that lead to a radio career?

Well, | just wanted to work in music. First | tried to play the
guitar, but was no good. | started to study philosophy as well,
but that was no use. | longed to be in music, so | listened all
the time to the radio, pirate radio, the English DJs on Radio
Luxembourg playing the Beatles and the Animals. | said to my
best friend ‘one day | will do radio’. | said to the radio, to the DJs
| was listening to, ‘one day | will do this, for longer than you’.
And how did you get your chance?

| came to RTL in Paris and asked for a job. They sent me back
to Luxembourg to make a demo, and said one day they’d call

RTL GROUP ANNUAL REPORT 2012

me. | didn’t think they would, but when they went to 24-hour
broadcasting they said | could do a night slot at 3am. | did a
show in November 1971. | didn’t imagine I'd be there for long,
| was just happy to have a job. And from there we get to Les
Nocturnes 1973.

What did you play?

They let me do a different kind of radio. Classic rock was quite
new. I'd play things like a whole side of Dark Side Of The Moon
—imagine that, 16 minutes long. But I'd spent time in Califor-
nia and discovered freeform radio — that is, where the DJs
have complete control over what they play — my mentor was
Jim Ladd of KLOS in Los Angeles. | choose a record, then one
leads to the next, and so on. | can’t explain it, it just works.
So you were bringing new material to French ears?

We brought them Elton John and David Bowie for the first
time. We were pioneers. And | had a lot of friends and con-
nections in the States who were sending me music. It was
an exciting time. Now all these stars come on as guests —



Elton, Roger Waters, Rod Stewart — they’ve become good
friends, too.

Are you still just as excited?

Oh yes. I'm passionate about it. You couldn’t do it for so
long without that. | love the night show, being alone in the
studio, but knowing the listeners are there, and maybe
they’re alone too, but I'm their refuge. | know they’re there,
too, as with the internet, we now get lots of immediate feed-
back. | read it all, though | don’t mention people on air.

Do you get lots of mail as well?

Yes, | keep it all. People who tell me they’ve been listening
since the 70s. They give details, too, which confirms it is
true. And even listeners in the US via the internet, how about
that? But new, young listeners as well — you don’t need the
radio under the bedcovers now, they listen to me on their
phones. They can listen to my old stuff and they’ll hear the
fundamentals of music, and understand today’s music even
better.

So the music is bringing in young listeners too?

That’s what it’s all about, the music. | say on air: ‘Nocturnes.
The music, you and me.” The music is the most interesting
part of the show, not me! But | do like it when we get out
on the road and do specials. New York and LA are fun, but |
like going to Lyon, Nancy, Clermont-Ferrand and meeting
the listeners.

“Georges’ long-standing
success is based on
the wonderful relationship
he has with listeners.”

CHRISTOPHER BALDELLI,
CEO OF RTL RADIO (FRANCE)

It's time to let Georges go, but just time for the CEO of
RTL Group’s French radio stations, Christopher Baldelli, to
add his views: “Georges is a very well-known music expert.
This is good for RTL Radio. But more important is that night-
time radio can be very emotive. Maybe people are at home
alone, or driving through the night. Georges’ long-standing
success is based on the wonderful relationship he has with
those listeners.”

In Bavaria, Antenne Bayern continues

to lead the field as Germany’s most
popular commercial radio station — with
more than four million listeners a day.

In July the station became the first single
radio station in Germany’s history to pass
the 1.3 million listeners per hour mark

- a remarkable achievement for what is
essentially a regional station.

Also in 2012, Antenne Bayern’s audience share
of listeners aged 10 or over was 27.7 per cent,
compared with 19.4 per cent in 2011.

Much of this success is attributed to some
re-structuring and fine-tuning. With the claim
“Wir lieben Bayern — Wir lieben die Hits”, the
station’s shows directly address the Bavarian
audience, and by doing so have attracted more
listeners. For example, several ‘Wir lieben Bay-
ern’ songs were written especially, and offered to
listeners by the station, and created quite a buzz.
Even Bavaria’s prime minister Horst Seehofer — a
Facebook pioneer in German politics — ex-
pressed his love for one of the versions and
added it to his playlist.

Antenne Bayern also became the first station to
offer ‘real-time traffic measuring’. This immensely
popular feature gives listeners minute by minute
drive-time updates on the traffic situation, and
details of how long they can expect to sit in traffic
across the region during rush hour. Through
phone-ins they can identify and share information
about commuting problems as they happen.
Listeners stuck in a traffic jam can even ask
Antenne Bayern to send the ‘Stauschrauber’ traf-
fic helicopter to get them out of the traffic chaos.
As well as top performer Antenne Bayern,
RTL Group has 18 other radio holdings in 11
states across Germany, and is the largest com-
mercial radio group in Germany. Every day, al-
most 28 million people in Germany listen to one
of RTLs radio stations.
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FREE-FALL
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4 HOURS
LIVE BROADCAST

During the four-hour-plus

broadcast, N-TV’s audience share

peaked at 27.9 per cent of

14 to 49-year-olds, while the
channel’s online and mobile sites

also recorded excellent ratings.
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FREMANTLEMEDIA

Cécile Frot-Coutaz became new CEO of FremantleMedia, taking up her appointment
in London on 1 July 2012, moving from her previous position running
FremantleMedia North America. A new arrival at the helm of any major business often creates the
opportunity to take stock and assess where the business stands in the competitive landscape.
Here she discusses exactly what her new role involves.

“Well I've been here 17 years,” Cécile Frot-
Coutaz points out, “so the company isn’t
new to me, nor the successes and chal-
lenges. But for the last 12 years I've been
focusing on the US, therefore I've spent
these initial months in London gaining a
clear understanding of the global picture
of our business.” It's a complete different
role, too, moving from the very hands-on
operational involvement of executive pro-
ducing some of the biggest shows on US
television, such as American Idol, and The
X Factor, to a senior corporate position
dealing with company structures and
management. “The US shows are still my
babies, but now I'm going back to my
business strategy roots,” says the former
management consultant and MBA gradu-
ate of the Insead business school.

So, what is the global picture of
FremantleMedia? “It’s just that, we are
global — there are very few companies like
ours, which is incredibly exciting,” she
explains. “We are global in our approach
to production and we’re also starting to
use our worldwide presence to further our

development efforts. We have seen the
emergence of the format business, and
we are a major player, with big talent
shows and game shows. We have a very
large amount of number one shows
around the world, which means we pro-
duce and manage some big brands.”

Where is the business going? “The chal-
lenge for me is answering that question,
and also, where the next big show is com-
ing from,” explains Frot-Coutaz, “We're
now at a place where the business has

matured. As the bigger shows have been
so successful we’'ve had fewer new
launches. But the kinds of shows that
work today are not the same kinds of
shows that were working ten years ago.
The future is a combination of caring for
the shows we have, while broadening our
scope by scaling up our investment in de-
velopment and diversification into some
new genres.”

This is why the company has created the
new role of Director of Global Entertain-
ment Development which is held by
Rob Clark — in effect a ‘Head of Pipeline’ —
to prioritise and manage the resources
and investment needed to ensure the
company creates new brands across a
broad range of genres. The remit is to
develop big, broad entertainment, family
viewing shows around the world. “Drama
is making a comeback,” says Cécile Frot-
Coutaz. “Historically it's been a big part
of our business in certain territories, and
I’m ambitious for us to be more prominent
in this, whether through acquisition or
organic growth.” At the same time, the

“The media landscape is fragmenting, and | want
to really focus on what digital means for us, and position
ourselves for the transformation to digital.”
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various production companies will con-
tinue to develop local content for their
local markets.

Another area to concentrate on is digital.
New technologies, new platforms and
new digital audiences open up enormous
opportunities for a content production
company. “The media landscape is frag-
menting, and | want to really focus on
what digital means for us, and position
ourselves for the transformation to digital.”
Frot-Coutaz expands on this point: “What
used to be a TV audience is now very dif-
ferent. Many people still connect with the
shows, but in a different way. We need to
look at this as a whole — the second
screen activity, social networks, Youtube
channels — all still very linked to the brand,
and this has to go hand in hand during
development.”

That’s the logic behind the creation of a
new Digital & Branded Entertainment divi-
sion, a major reorganisation in the compa-
ny’s structure. “We have built formidable
expertise in extending our market-leading
brands both on and beyond the television
screen, through licensing, sponsorship,

“It’s about telling
stories. It’s
TV. And that’s
what we do.”

digital activities and other valuable com-
mercial ancillaries,” says FremantleMedia’s
CEO, “By transferring these skills into our
local production businesses, we create a
far more direct and seamless integration
between our production efforts and the
commercial activity surrounding our hit
shows.”

“The next decade will be quite transforma-
tional for our company,” Cécile Frot-
Coutaz sums up. “Technology is opening
up SO Many avenues, it gives us options
and opportunities. But underneath it all,
it’s still about narrative-based video enter-
tainment, it’s about telling stories. It's TV.
And that’s what we do.”

GRUPO ANTENA 3

THE SHOW
WITH THE
MULTI-FACETED
STARS

In a completely new reality format,

well-known personalities
transform themselves into other
celebrities in Antena 3’'s hit talent
show, Tu cara me suena (Your Face
Sounds Familiar).

Antena 3 broadcast season two from October 2012 up un-
til February 2013. On Monday evenings Tu cara me suena
was the most-watched programme on Spanish TV as well
as the most-talked-about on social networks. An average
22 per cent of total viewers tuned in weekly, which repre-
sents an increase of 3 percentage points and 430,000
viewers compared to season one.

The unique concept of the show contributes highly to its
ratings success. Every week, well-known personalities
have to impersonate other famous celebrities and perform
live. Eight participants — four males and four females, take
up the challenge to become Lady Gaga, Justin Bieber, El-
ton John or Michael Jackson for one evening. A jury of four
as well as the audience rate the performances. The week’s
winner is awarded a €3,000 cash prize donated to charity.
In October 2012, the show, which is now travelling to the
rest of the world, was voted ‘Best Competition Reality For-
mat’ at the C21/Frapa International Formats Awards 2012.

Actor and TV presenter,
Arturo Valls,
impersonates Shakira
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RTL GROUP

GROUPE M6

SEAL
THE DEAL

In April 2012
Groupe M6 announced
its deal with UEFA
to secure television

broadcast rights

for the hugely

popular football
tournaments, Euro
2012 and Euro 2016.

ANNUAL REPORT 2012



11 GAMES

M6 will also show
11 games from the 2016
tournament. M6 viewers

will be hoping for

a home advantage —

Euro 2016 is to be

held in France.

SCORING
HIGH

M6 showed ten of the Euro 2012
tournament games held in
Poland and the Ukraine.
The 12.2 million viewers who
tuned in to watch France’s
match against Sweden was M6's
second-highest ratings ever, and
the third largest audience of the
year among any channel.
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RTL HRVATSKA

RTL GROUP

Halit Ergeng is
Sulejman in

RTL Televizija re-conquered Croatian
prime time TV in autumn 2012, thanks to
the success of new Turkish drama
series Sulejman veli¢anstveni (The Mag-
nificent Century) Airing the history-
inspired love story, RTL Televizija edged
past its closest rival Nova in

the prime time viewing figures.

Sulegjman achieved a 28.5 per cent audience
share among viewers aged 18 to 49 for its
very first instalment on 27 August, and con-
tinued to grab viewers’ imaginations from
then on. It was the most-watched pro-
gramme on Croatian TV screens most days,
and peaked with an audience share of 40 per
cent on 16 December, having an average of
31.2 per cent since it first broadcast. The
Croatian press has labelled the series ‘the TV
phenomenon of 2012’.

In September, RTL Televizija launched its
next tactical move to stay top of the ratings
with the second season of locally produced
daily prime time drama series Ruza Vjetrova,
new episodes of daily favourites Galileo and
Family Affairs, and the redesigned magazine
format, Exkluziv Tabloid.

The Magnificent

Century



Building on the storming success of
Les Ch’tis a Ibiza and Les Ch’tis
Font du Ski, W9’s hit format took the
crazy gang from France’s Nord-Pas-
de-Calais region on its third adventure
in late 2012 - this time off to the
famous Greek party island, Mykonos.
Each of the Ch’tis has their specialist
party-related skill. Among them

are DJs, bartenders, dancers and
waiters, all looking for good times in
exotic party capitals of the world.

The first two seasons of Les Ch’tis had al-
ready helped M6’s digital sister channel
WO further establish its leading position in
the DTT market, with an average audience
share of 4.2 per cent among housewives
under 50 as 2012 came to a close. For
Les Ch’tis’ third season, four new people
joined the gang, providing more laughter,
intrigue and unforgettable situations for
viewers to enjoy. The show achieved
record ratings, attracting up to a million
viewers in access prime time on DTT, and
becoming the programme most watched
by 15 to 24-year-olds, with an average
audience share of 22 per cent.

W9 recently introduced a similar format,
airing its first season in late 2012. Les
Marseillais a Miami takes another group of
party professionals to unfamiliar territory
and unleashes them — this time from the
South of France to the party capital of
America’s East Coast. It's proving to be
similarly popular, with the Marseillais as
hot-blooded, talkative and stylish as the
Miami set. What Miami will make of them
is anyone’s guess, but they’re a hit with
W9 viewers, attracting 16.4 per cent of
the 15 to 24 year-old audience.
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For seven days, the star’s
fans could vote for their
favourite songs and get }

* a chance to win a complete
set of her albums. )

Belgium’s Radio Contact loves its music, and helps
its music-loving audience get closer to the
stars that create it. Summer 2012 saw the station offer
its enthusiast listeners special in-depth
programming on one major star, and a unique
mobile phone package for another...

Long-standing queen of pop Madonna’s world
tour rolled into Brussels on 12 July 2012,
so Radio Contact moved its team into the
Stade Roi Baudouin to take those without
tickets closer to the experience. The night
involved live broadcasts of Madonna’s show,
plus three 100 per cent Madonna playlist
sets prepared by top DJs to keep the fans
happy well into the night. And it didn’t
stop there — for the next seven days, the
star’s fans could vote for their favourite
songs and get a chance to win a complete set
of her albums.

Earlier, in June 2012, Radio Contact’s
mobile phone offering, Contact mobile, cre-
ated a unique new package in collabora-
tion with internationally renowned house
DJ Bob Sinclar. The ready-to-use, all-in-
one 18-month package included a touch-screen
Samsung Galaxy Y phone, a Contact sim card
with €5 calling credit, and a free download
of Sinclar’s latest album Disco Crash, which
reprises some of his classic hits. A unique
way to get music fans closer to the artists
they love.

Madonna entertains fans
at Stade Roi Baudouin,
with Radio Contact in attendance
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French hit series L’Amour est dans le pré aired the final
episode of its seventh series on M6 on 1 October 2012,
attracting 6.7 million viewers and a total audience
share of 26.9 per cent. That’s a new ‘wrap-up’ episode
high for this unique and hugely popular series.

But such an impressive share is no one-off — the docu-reality
show charting rural folks’ search for love and life-partners re-
corded 6.4 million viewers on average across the season, mak-
ing lucky number seven its best since the series began in 2006.

RTL GROUP ANNUAL REPORT 2012

o LAmour est

iré, presented

» Le Marchand
(pictured), just seem

to go higher and higher

It was the most-watched programme on French television for
the third summer in a row.

So what makes L’Amour est dans le pré (The Farmer Wants A
Wife) such a phenomenon? M6 Programme Director Bibiane
Godfroid may have the answer: “The participants are truly au-
thentic. There’s no scripting, and in this case reality is far more
powerful than fiction. Also, the people aren’t there to get their
faces on TV — but genuinely to find love, as 37 couples, 12 wed-
dings and 24 babies suggests!”

It has also been a great success digitally in its seventh season,
with 16 million catch-up videos watched online across all serv-
ices, and 17 million website views.



FREMANTLEMEDIA

GOING PLAGES
WITH THE KIDS

Having identified a gap in the market, FremantleMedia
decided to increase its investment in children’s
programming, and three years ago created a new
Kids & Family Entertainment division. Now, with more than
15 titles in production globally, the division is one of the
leading independent producers and distributors in the sector.

“When we started the Kids & Family Entertainment division, our goal
was to join forces with leading broadcasters and producers of kids’
content in order to inspire, transform, challenge and stimulate our
young audiences,” explains Sander Schwartz, President, Kids &
Family Entertainment at FremantleMedia.

The division’s growing portfolio of content spans four key genres:
preschool, kids’” comedy, action/adventure and tween/teen. It works
with a number of producers, broadcasters, and toy companies
around the world including Fresh TV, DHX Media, BBC Children’s,
Nickelodeon, Cartoon Network, Disney and Mattel.

“We have made a good deal of progress in a short time in the sourc-
ing of products and in maintaining high quality,” says Cécile Frot-
Coutaz, FremantleMedia CEO, “and Tree Fu Tom is a key brand.”
Tree Fu Tom, a co-production with the BBC, is one of the division’s
biggest successes to date. The entertaining show brings pre-school
children into its stories with interactive physical activity, and was
CBeebies’ highest rated programme of 2012 for children aged four to
six (by highest occurrence, excluding special events). Series two has
already been commissioned. FremantleMedia has to date sold the
show to more than 50 territories globally, and launched a major
licensing and merchandise campaign in the UK, the brand’s initial
territory. There’s a master toy deal with Giochi Preziosi, with a range
of Tree Fu Tom toys launching from spring 2013, and further product
development with over 20 licensing partners already signed, includ-
ing publishing, apparel, stationery, accessories, textiles, furniture and
more. The DVD was also a top seller in the UK in 2012. Now the Kids
& Family Entertainment division has signed a long-term deal with
BBC Children’s to co-develop and co-produce a sequence of new
shows for children of all ages over the next five years.

David Ellender, CEO of FremantleMedia International and Kids, add-
ed: “The deal with BBC Children’s is a landmark in our kids’ strategy
and a real game changer in that it’s a first for BBC Children’s and a
fantastic opportunity to create inspiring and innovative programming
for the UK and international broadcasters.” Another BBC collabora-
tion, Wizards vs Aliens, created by acclaimed Doctor Who producer
and writer Russell T. Davies and Doctor Who writer Phil Ford, was al-
so a stand-out success as CBBC’s number two new show of 2012
for children six to twelve. The show has been sold to over 50 territo-
ries to date and debuts in the US in the summer.

The energetic
acorn sprite, Twigs,
from Tree Fu Tom

MEDIENGRUPPE RTL DEUTSCHLAND

puDIENox

A strong selection of series for daytime
viewers has seen Vox’s audience

figures rise steadily in 2012. This has
contributed significantly to Mediengruppe
RTL Deutschland establishing a six
percentage point lead over its closest
rivals, with a 33.7 per cent share of

the 14 to 49-year-old viewing demographic.

An injection of ‘docutainment’ formats has
been introduced to keep things fresh and en-
ticing throughout daytime on Vox — among
them Shopping Queen and Verklag mich doch!.
The series formats were especially popular,
with daytime favourite Verklag mich doch
attracting 1.01 million viewers aged over three
years on 5 October. Shopping Queen and
Mieten, Kaufen, Wohnen were also consistent-
ly strong performers.

In 2012, Vox’s daytime ratings increased to
7.3 per cent in the main target group of 14 to
49-year-olds, from 4.4 per cent in 2011. Pro-
gramme audience shares for 2012 in this
group were as follows:

> 4 Hochzeiten und eine Traumreise:
up to 10.5 per cent

4 Shopplng Queen up to 12 O per cent
> Hilf mir doch up to 13 2 per cent

> Verklag mich doch!: up to 16.1 per cent

£ B0OST
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In August 2012, Super RTL unveiled its plans to
continue its 15-year leadership of the children’s TV
sector in Germany. Once again, it’s all about
foresight, and keeping things fresh and exciting.

The flagship of Super RTLs plans for the 2012 season was
undoubtedly US series Once Upon A Time, with its classic
fairy-tale storytelling approach to tackling modern-day issues.
A huge hit with adults and children in the US, the modern
fable format is perfectly suited to Super RTL's audience.

While Super RTL may entertain children and their parents, the
channel will not entertain complacency, and embarked on its

biggest marketing campaign yet to support the launch of
Once Upon A Time. The cross-media campaign included
billboards and cinema screen adverts. But perhaps the most
inspiring stunt involved three fairy-tale characters — Prince
Charming, Snow White and the evil Queen - visiting central
train stations in several big German cities and handing out red
apples with the series logo lasered onto them.

Once Upon A Time first aired on 12 September 2012 at
20:15. And just like fairy tales, we have a happy ending, as
the show was popular with children, but also achieved an
average of 4.1 per cent of the commercial target group of 14
to 49-year-olds.
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RTL NEDERLAND

In September 2012, RTL Nederland
announced the creation of its
fourth business unit, after Television,
Digital, and Ventures: Live
Entertainment. The new unit is led
by René Smit (right), who reports to
Matthias Scholten (left),

RTL Nederland’s Content Director.

At RTL Nederland a TV brand’s life span can
start before the show is broadcast, and con-
tinues after the season is over. “We call that
the total experience,” says René Smit. “We
constantly try to explore our formats in depth
and enrich them, making sure consumers get
an all-round experience.”

With its family of channels and its strong
brands, RTL Nederland reaches many target
groups, and develops music, theatre and oth-
er live events for them. These can be small
seminars for RTL Z, right up to much bigger
shows such as The Voice Of Holland con-
certs, the All You Need Is Love concerts,
GTST live and Sunday Sessions.

The idea behind this new unit was to group
all of RTL Nederland’s live entertainment
activities under one roof. Matthias Scholten
comments: “Live entertainment activities are
becoming more and more important for
RTL Nederland and the market is moving
fast. Consumers are spending less, so you
need to have a strong offer in order to attract
them. We are well positioned to reinvigorate
the market thanks to our combination of
appealing brands, major talents and market-
ing force.”

The possibilities offered to advertisers by the
Live Entertainment unit are endless. Via the
unit’s live concepts, advertisers get tailor-
made services and a unique display platform
for their products, bringing them closer to
consumers than ever.

Organised by RTL Télé Létzebuerg and Eldoradio,
instant success The One is a talent show with

a difference. Unlike other talent show formats, the
audience never saw any of the performers or knew
anything about them. And neither did the judges

at first — all participants were chosen from audition
and took part in the show’s preliminary rounds under
pseudonyms, and based solely on their voices.

As Steve Schmit, Programme Director at RTL Létzebuerg,
explains, this fresh approach to the talent show concept
combines the strengths of the three key media — television,
radio and the internet: “We felt that playing on the anonym-
ity of the singers would help create buzz around the radio
and the internet. The whole of Luxembourg will be asking
themselves who is behind the voices.” The show also had
its own smartphone app, so fans could download and lis-
ten to the contestants’ performances, and vote for them by
SMS.

And of course, as the anonymous candidates progressed,
the TV show aspect of the competition merely increased
the intrigue. Only when the finalists performed their second
song in the grand finale, could audiences see what they
looked like.

Eight singers sang their way to the final round, which took
place at Luxembourg’s biggest concert venue, the Rock-
hal, in June 2012, where their faces were finally revealed
live on RTL Télé Létzebuerg. The only male in the final
eight, Armand Thies, an employee of Luxembourg’s nation-
al railway, CFL, won the competition under his pseudonym
Willy Stone, with 18.37 per cent of the public’s votes.
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DREAM TEAM

Taking a seat, the presenters of
Belgium’s Got Talent, Jean-
Michel Zecca and Julie Taton,
flanked by jury members
Maureen Dor, Carlos Vaquera,
and Paul Ambach




“With Belgium’s Got Talent,
RTL Belgium is following

the market’s natural evolution

and continuing with the
progressive entertainment

policy that makes RTL-TVI such

a hit with viewers.”

PHILIPPE DELUSINNE,
CEO OF RTL BELGIUM

As the sun went down on summer 2012, the
curtain went up on a 100 per cent Belgian
version of FremantleMedia’s worldwide

hit format, Got Talent. On 10 September,
RTL-TVI viewers settled in for the

first of 11 instalments of Belgium’s very
own talent-packed primetime programme.

The brainchild of Simon Cowell, Got
Talent first appeared on US screens as
America’s Got Talent in 2006. Today, the
FremantleMedia format is broadcast in 52
countries, showcasing home-grown talent

and proving an unstoppable success.

The judgeS
are Woweq
by a cangigate

As Philippe Delusinne, CEO of RTL Belgium,
explains, Belgium’s Got Talent — a collab-
oration with Flemish channel VTM — is part
of ensuring a successful future: “With
Belgium’s Got Talent, RTL Belgium is fol-
lowing the market’s natural evolution and
continuing with the progressive entertain-
ment policy that makes RTL-TVI such a hit
with viewers.”

Eleven episodes covered the search for
Belgium’s hottest wundiscovered talent,
scrutinised by Jjudges Carlos Vaquera,
Maureen Dor and veteran music producer
Paul Ambach — and presented by Jean-Michel
Zecca and Julie Taton. It gave RTL-TVI
viewers what Stéphane Rosenblatt, Director
of Television at RTL Belgium, described
as, “great entertainment with lots of col-
our, emotion, true stories and talent from

across our community.”

“Great entertainment with
lots of colour, emotion,
true stories and talent from
across our community.”

STEPHANE ROSENBLATT,
DIRECTOR OF TELEVISION AT RTL BELGIUM
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RTL GROUP — NEW APPS FOR 2012

RTL INSIDE
offers exclusive
live programme

information

RTL NIEUWS 365

The regularly updated
and interactive

digital newspaper from
RTL Nieuws 365

RTL GROUP ANNUAL REPORT 2012

105.5
SPREERADIO
smartphone
listeners

can send in
news, photos
and video

104.6 RTL
listeners can
get all sorts of
additional
fun on their app



The advent of smartphones and tablets has changed many things in life. And for TV fans and TV companies - the
consumers and the providers of TV content - these devices simply bring them even closer together. Apps
provide TV viewers with live streamed entertainment, news and information, and interactive additions to their favourite
shows. Shows they can now view anywhere. Here are some of the latest launches from around RTL Group.

RTL INSIDE

A free app for I-OS and Android smartphones and tablets,
transforming the devices into handy ‘second screens’ for in-
teraction with RTL Television programmes. RTL Inside features
exclusive live information about the programme running on TV,
video clips, and built-in interactivity with several social net-
works. RTL Inside is also an attractive option for advertisers
looking to extend their reach across all platforms.

N-TV

In 2012, the N-TV app family welcomed a new member,
the news app for Android tablets. Across all platforms, com-
prising N-TV apps as well as its mobile pages, N-TV reached a
monthly average of 195.9 million page impressions in the year,
an increase of 63.5 per cent on 2011. The highest month was
in October, with 220 million page impressions and 3.2 mobile
video views.

105.5 SPREERADIO

A new app that puts smartphone listeners at the heart of
live broadcasting, allowing them to send in news items,
traffic information, celebrity-spotting, and shared photos and
videos. And as ever, they can listen to ‘the best songs of
all time, anytime and anywhere’ on live broadcast, or choose
their favourites from the app’s 1970s, 80s or classic hits
playlists — around the clock and uninterrupted.

104.6 RTL

The new 104.6 RTL app showcases the unique ‘RTL Comedy
Alarm’, which wakes listeners to station favourites such
as Amo und die Morgencrew, Der Kleine Nils (Little Nils),
Burhahn, and Angie Merkel. The app also features pictures of
the shows, and provides users with additional material on all
concerts and events organised by 104.6 RTL. Listeners can
also delve into backstage insights on the 104.6 RTL photo
wall, and have access to backstage interviews of the concert
series Stars for free.

na
M6 FOR I-PAD
With almost 1,100,000 downloads up to December 2012, this
free app was the most popular across all categories. It offers
24/7 live streaming of the channel, plus catch-up service M6
Replay featuring the ‘Devant ma TV’ second screen option,
and bonus videos. Its success follows the I-Phone and I-Pod
Touch versions, which have already passed the three million
downloads mark.

RTL NIEUWS 365
Launched in January 2012, the RTL Nieuws I-Pad app gives
Dutch users comprehensive access to RTL Nieuws, RTL Sport
and RTL Boulevard. This interactive ‘digital newspaper’ is con-
tinuously updated and offers regular features across its many
sections.

WIE IS TIM?

The Wie is Tim? (Who Is Tim?) app helped fans of the daily
soap Goede Tijden, Slechte Tijden bridge the summer break.
App users were challenged to discover the true identity of a
new character called Tim, with the help of notes, videos,
games and hidden content. The app was downloaded
120,000 times in its first week and became the number one
free app in the Dutch App Store. To date it has been down-
loaded more than 280,000 times.

in
RTL-TVI, CLUB RTL AND PLUG RTL
FOR THE TABLET USER

Second screen apps for the growing number of people watch-
ing TV while surfing the net, linking channel content, online
searches and social networks more easily. Launched initially
for I-Pad with 80,000 downloads in 2012, these are now also
available with new features for smartphone users, broadening
the three channels’ reach even further. RTL Belgium was the
first in Belgium to offer its viewers the chance to comment and
chat on social media on all of its shows, rather than just
special event programmes.

ANTENA 3’S LIVE XBOX APP
Access to Antena 3’s extensive catalogue of programmes
as live broadcasts or on-demand — either free, or through
additional subscription options — plus extra functionality and
intuitive navigation via the ‘Kinect for Xbox 360’ feature. Users
can also connect with their Facebook friends to share which
episodes they are watching or have watched.

OTHER DIGITAL SERVICES
M6 REPLAY LEADS
THE FRENCH CATCH-UP TV MARKET

With 180,400 daily users, M6 Replay has a 24 per cent mar-
ket share among catch-up TV users on IPTV — amounting to
741,300 users in all — and a 23.4 per cent share of the total
number of videos watched. In fact, M6 Replay has an average
20.9 per cent market share of total daily audience and the
longest viewing times per viewer among traditional channels’
services: an average of 76 minutes a day.

Since the beginning of 2012, Groupe M6 video offerings have
generated more than 600 million video views across all screens
— 65 per cent of them on TV, mobile and tablets.
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MEDIENGRUPPE RTL DEUTSCHLAND

Convergence has been a mantra in the technology world
for many years now. What it meant, in reality, was
that one day we might video-chat on a new device like a

tablet, watch TV on our computers and shop on our
phones. Might it be that we will be watching TV content
on, well, our TV sets?

“Yes, definitely,” says Marc Schrdder,
Managing Director of RTL Interactive.
“Long-form video suits the bigger screen,
and much more will come back to it when
on-demand is readily available on TV.”
What will make these services available to
TV is the new generation of ‘connected’
TVs - that is, those with both broadcast
and broadband connectivity.

Hybrid Broadcast Broadband TV or
HbbTV, is a new industry standard, and a
pan-European initiative, providing an open
and business-neutral technology platform
— a connected TV — that allows consum-
ers to access new and different services
from entertainment providers. RTL Group
is a Steering Group member of the
consortium, which includes other broad-
casters and many leading equipment
manufacturers. “HbbTV is the first viable
non-proprietary solution in the market,”
says Marc Schroder, “which is important
to us, as having one standard reduces
complexity. With mobile, for example, you
have to create content for many different
standards.”

RTL GROUP ANNUAL REPORT 2012

Since 2010, Mediengruppe RTL Deutsch-
land has launched new products based on
HbbTV, in a range of product ‘categories’.
“The starting point was to come up with a
kind of Teletext 2.0,” says Marc Schrdder,
“borrowing the editorial structure and
navigation of the old analogue teletext
service.” Now, the three digital teletext
services of RTL Television, Vox and N-TV
combine the familiar interface of the old

teletext, the power of the internet, and
high resolution pictures and video clips
from those TV channels. “The red button is
the most relevant feature for users,” says
Marc Schrdder, “it’s the link between linear
and non-linear TV.” It means, for example,
viewers watching the news channel N-TV
can explore more about a particular story
using the red button accessing N-TV’s on-
line content direct to their TV set.

“But, the real ‘killer app’
for the big screen is
obviously video content.”

MARC SCHRODER,
MANAGING DIRECTOR OF RTL INTERACTIVE




Vox Now,

RTL Now and
Super RTL Now
on HbbTV

“The next step,” says Marc Schrdder,
“was to look at what adjacent content we
could bring to HbbTV, and we launched
Kochbar, especially for those who view
TV in their kitchen.” Vox airs many shows
based on cooking, and Kochbar is a com-
munity and website with over 380,000
recipes, and synchronised with Vox, pro-
vides the recipes used on the TV shows.

“But,” says Marc Schroder, “the real ‘killer
app’ for the big screen is obviously video
content. Bringing our content back to the
TV screen with the additional reach and

\n Germany,
16.5 per cent

already 0

viewing time that PC offers, but still in
broadcast quality.” Since December 2012,
the on-demand services RTL Now, Vox
Now and Super RTL Now have been part
of the HD Plus Replay offer run by satellite
operator SES, so viewers can catch up
with programmes they missed. “We want
to reach viewers everywhere, at all times,”
says Marc Schroder. “Audiences are al-
ready using our on-demand services on
computers, smartphones and tablets.
Now we are bringing them back to the TV
screen in TV quality.” Another product is

Clipfish Music, giving viewers access to
50,000 original music videos on Clipfish.de,
but through a TV screen, so viewers can
create their own TV music programme —
good news since MTV is available only on
a pay basis in Germany since 2011.

As for the future? “Look at the numbers,”
says Marc Schroder (see bubble). “It's a
bit like HD TV, people had the devices be-
fore the service became widespread. This
is much the same. And RTL is prepared to
be the reason people should use their
connected TV.”

Marc Schroder,
Managing
Director of

RTL Interactive
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In the digital era, watching television is no longer
solely about sitting watching a TV set. Today, viewers
can become more deeply engaged with TV pro-
grammes, using the internet and social networks.
As digital forerunners in France, M6 Web is part

of this evolution, and has developed many tools
aimed at enhancing viewer’s televisual experience.

At the end of 2012, M6 Web made social TV a reality with
‘Devant ma TV’, a second-screen service that's become
part of its catch-up TV platform. Managing Director of M6
Web, Valéry Gerfaud, explains: “Multitasking while watch-
ing TV is undoubtedly on the rise, so we can either just let
it happen, or take a more proactive approach. For exam-
ple, we provide viewers with exclusive additional informa-
tion, and develop interactive features such as surveys or
voting. That’s ‘Devant ma TV’ in a nutshell: enriching the
programme with a new content dimension.” Christian
Bombrun, Deputy Managing Director of M6 Web, adds:
“Users like the interactive tools and social functions. They
can watch a show on TV and follow the social events
linked to it on a mobile, comment on the programmes in
real-time, chat with friends on Facebook or Twitter and
share content and recommend programmes.”

The next step, eagerly awaited by television professionals,
is for the second screen to influence the main screen.
According to Gerfaud: “This has a lot of potential, and could
also generate revenue. Nevertheless, we can only create
new advertising opportunities by primarily offering quality
content to our viewers.” ‘Devant ma TV’ also enhances mo-
bility. With their media synced, viewers can start watching a
programme on TV, pause and pick it up later on their smart-
phone from exactly the moment they stopped watching,
and finish watching it even later on their tablet.

M6 Web enriches TV in other ways, too. Each show is
available on catch-up and has its own website, and most
have a Facebook page as well. Over six million people
have ‘liked’ one of Groupe M6’s Facebook pages. “Some
shows have more fans than the channel itself — Scenes de
Menages has two million Facebook fans compared to the
channel’s one million,” says Bombrun. “There are several
social interactions with shows — viewers can become a fan
on Facebook, follow its presenters on Twitter, or comment
on the show live on Twitter. Talent and reality shows are
the most active on Twitter, whereas Facebook is more
popular with shows where viewers’ attachment is very
strong and long term, such as Scenes de Ménages.”
Soon, enriched advertising will make its debut on the plat-
form. According to Gerfaud: “We can synchronise an in-
teractive advert on the second screen exactly with what’s
happening on the main screen.” Bombrun adds: “With this
option, adverts become interactive in all modes of view-
ing.” Groupe M6 launched the first complete online video
package in France in October 2009, with some content
free and some paid for. In 2012 alone, free content from

M6 Replay and W9 Replay, along with backstage
videos (M6 Bonus) and news from MSN Actu, represented
over 600 million videos streamed. “These are our anti-
piracy tools,” says Gerfaud. “When Megaupload was shut
down, views on our Replay service increased,” adds Bom-
brun. According to Médiamétrie, the number of online vid-
€0 viewers grew by 17.2 per cent from July 2011 to July
2012. In addition, 76 per cent of internet users in France
watched video content when online — a figure that’s con-
stantly increasing. M6 Web doesn’t see any danger for live
TV however. Gerfaud explains: “The time spent on Replay
is only about 3 or 4 per cent of that spent watching M6,
but we know this will grow in the future. We will avoid can-
nibalisation if we continue to value non-linear consumption
as much as linear, both for viewers and advertisers.”

M#6 second screen app users
can post their views and comments,
and respond to others

“We can synchronise
an interactive
advert on the second
screen exactly with
what’s happening
on the main screen.”

VALERY GERFAUD,
MANAGING DIRECTOR OF M6 WEB
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THE YEAR IN REVIEW

FREMANTLEMEDIA

In a pre-digital world, FremantleMedia turned creative ideas into successful shows that reached viewers on
just one screen - the television. In today’s digital landscape, the company transforms its content
into outstanding and inspiring entertainment brands, both on and beyond the TV screen, touching many
different audiences across a multitude of media platforms. FremantleMedia is capitalising on
the new digital world in many ways, and currently focuses its digital activity into three key strands:

EXTEND
Extending successful programme
brands online:

An online presence can create many new opportunities for a
successful TV show. In the UK, both The X Factor and Got Talent
Youtube channels have chalked up well over a billion hits, making
them global rather than national sensations. At the same time
they create new revenue streams — clips of the UK X Factor
viewed in Germany are monetised, for instance. Nowadays, there
is a distinct change in approach — developing social media
strategies and planning digital extensions are actually part and
parcel of the initial TV format. Initially the company was looking to
monetise shows on online platforms, whereas now, increasingly,
digital platforms are becoming a way to acquire new audiences.
Family Feud, the long-running American game show, is a good
example. In 2010, with a new host, an entertaining comedian,
clips posted on Youtube often went viral, recruiting an entirely
new, young male audience. In parallel, the company launched a
game version of the show on Facebook and I-Pad (and now on
the Android platform). As well as being profitable and successful
ventures in their own right, the games have increased TV ratings
among the show’s heartland, older, female audience — in effect
making money while attracting and retaining audiences.

RTL GROUP ANNUAL REPORT 2012

DISTRIBUTE
Applying the company’s distribution skills
in a multi-platform world:

FremantleMedia’s Enterprises arm is a well-positioned and net-
worked global distributor, and makes a strong partner for new
media content producers looking to distribute across online,
mobile and linear platforms. FremantleMedia Enterprises now has
the international distribution rights for Hulu, the US online video
service, which is now producing its own original content. Similar-
ly, new studios launching expressly as multi-platform producers,
such as Vuguru, are looking to FremantleMedia Enterprises’
distribution expertise. This is the expansion of the distribution
business into a multi-platform world. Good examples are the
company’s long content becoming available on |-Tunes and Love
Film and, as a founding partner, FremantleMedia Enterprises
putting over 100 hours of content into Netflix UK.

Global
popularity:
The Youtube
channel for
The X Factor
in the UK

has generated
more than
one billion
video views



Collective’ is
FremantleMedia’s
first-ever
Youtube-only
channel

CREATE
Creating original content initiatives
for new platforms:

The third leg of FremantleMedia’s new media activity is to create
new content distributed exclusively through online platforms such
as Youtube. This differs from the extension of TV formats to
Youtube, in that the company is generating completely original
content for an entirely online audience. This creates more oppor-
tunities for consumers to benefit from programming delivered
over the internet. FremantleMedia’s content creators can adapt
their skills to different platforms, but also develop their knowledge
and expertise in other areas such as marketing, as there is no
broadcaster. ‘The Pet Collective’, launched in May 2012, was the
company’s first ever Youtube-only channel. It started with over
seven different original short-form series offering more than 20
hours of tips, stories and entertainment revolving around pets.
FremantleMedia company Radical Media then launched ‘THNKR’
on Youtube in July, joined in November by two original content
channels from FremantleMedia’s German subsidiary UFA: ‘eNtR
Berlin’ (urban lifestyle) and ‘Trigger’ (crime).

RTL GROUP
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THE YEAR IN REVIEW

MEDIENGRUPPE RTL DEUTSCHLAND

Berlin - Tag & Nacht has enjoyed

a fantastic flourish following its

slow start in late 2011. It has also
given its avid viewers a successful
side-series, and led by example when
it comes to getting the best results
from using social media. Over

2.5 million Facebook fans says it all.

Mediengruppe RTL Deutschland’s hit show
on RTL Il follows an extraordinary group of
people sharing a flat in Berlin — the city
they really love. Cross-media success

RTL GROUP ANNUAL REPORT 2012

aside, the show soon picked up pace after
a few weeks and took its average market
share from 4.6 per cent in September
2011 t0 9.1 per cent among viewers aged
14 to 49 during December 2011.

But perhaps the main reason for its fast-
growing share of viewers ever since is its
clever links with other media — in particular
social networking website Facebook, plus
catch-up TV and its own online presence.
This forward-thinking strategy has even
extended to integrating the show’s Face-
book activity with the plot of the show

) Berlin — Tag & Nacht’s
Facebook page
is an integral part of
the show and key
to fans’ interaction

aired on RTL Il. Berlin — Tag & Nacht char-
acters post comments on Facebook, and
upload photos and videos as part of the
fast-paced storyline. In fact in November,
the flatmates tune in to RTL II's transmis-
sion of the hit film Dirty Dancing for their
own dance party, and viewers can join
the action via live stream on Bild.de and
RTL2.de, in another example of cross-
media entertainment.

Jochen Starke, CEO RTL Il, says, “The
show’s ratings make it clear that our
online activities are the perfect loyalty tool,



especially among younger viewers. RTL NEDERLAND
Fans can use Facebook and the RTL |l
Mediathek to get more information and
share their thoughts about the latest

@
H =
H o
: =
events in the series. Berlin — Tag & E
Nacht’s online community is crucial to 4]
the show’s success — and it’s still grow-
ing.” In December 2012 the format was FO R Succ ESSI """"""
attracting an average market share of i |
13.2 per cent of the 14 to 49-year-old
audience group, and an impressive 24.8

per cent of 14 to 29-year-olds.

This success has in many ways allowed
the freedom to create Kéin 50667, a
spin-off that began airing on RTL Il in

January 2013. Berlin — Tag & Nacht _Vq
character Meike Weber leaves Berlin for

Cologne and falls for bar owner Alex ‘
Kowalski, causing a stir among his
friends and family. Similar cross-media
promotion earned Kéin 50667 300,000
Facebook fans before the show even
premiered.

In October 2012, RTL Nederland acquired Videostrip, the country’s
biggest online video advertising network, thus strengthening the

e Ber Iin - Tag & company’s position in the digital advertising market.

) H
Na Ch t s Onllne : “The clever thing about Videostrip,” says Arno Otto, RTL Nederland’s

community is crucial Managing Director of Digital, “is that it’s not simply a video ad sales net-

work, but also a syndication network.” Videostrip is behind the large-

)
tO the ShOW S H scale distribution of video content to many sites, partners and platforms,
— 1 1) also controlling the advertising on the syndicated network. “This creates
Sucqess a_nd It s reach, which again strengthens our position in the advertising market,”
st| " g rowl ng _” says Otto, “and we control ad sales in our own content, rather than deal-
@ ing with third parties.”

JOCHEN STARKE, CEO OF RTL II Syndication is used mainly for short-form content, and this is where
: Videostrip’s technology allows RTL Nederland to distribute its content
through many other publishers, while maintaining ad sales. “We are try-
ing to put technology much more at the heart of the business,” explains
Arno Otto, “In a vision of digital transformation it’s like the yin and yang:
the technology complements the creative. In this way, Videostrip stays at
the forefront of new developments.” One of these developments is how
the automated real-time bidding used in online advertising might work in
video content.
The long-form content is still presented on RTL platforms, but again,
controlling ad sales is fundamental to holding on to revenue share. The
difference being, that while the TV business has two major competitors,
in the digital world there are at least 30 competitors. “Videostrip adds the
experience and technological know-how to develop these areas. We get
Videostrip’s ad share next to ours, we get full service and bring in reve-
nue from day one. Last but not least we control ad sales on our own
content,” says Arno Otto, “all in all, Videostrip is a nice catch for RTL.”
“In addition to advertising, the next challenge and trend is monetising
paid-for content,” says Arno Otto, “people will pay for pre-view ad-free
content — for example, paying €1.30 to see the next episode of the
Fans of Berlin - Tag & Nacht popular soap Good Times — Bad Times before it airs — so this is an

can use the show’s additional revenue model we're working on.”
app to chat with other fans

on the show’s
commentary page

RTL GROUP ANNUAL REPORT 2012 7















CORPORATE RESPONSIBILITY

Mareile Héppner, Wolfram Kons,
Nazan Eckes and Raul Richter
were on hand to help raise

a record €8.8 million at the 2012
RTL Spendenmarathon.

RTL Klub’s news anchor,
Anténia Erés (centre),
organised events for her
diabetes foundation Egy
Csepp Figyelem (One Drop Of
Notice) to raise
awareness in Hungary.

At RTL Group we don’t just talk about making a difference,
we put our words into action. We believe making a real difference, by giving back
together, helps make the world a better place for everyone.
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Actress and director Zabou Breitman chats to the
Nyangatom Ethiopian tribes people in documentary Rendez-vous en
commission at the FNRS, Terre Inconnue, broadcast on RTL-TVI.
thanks everyone for raising a record
€8.4 million at Télévie 2012.

Arséne Burny, Chairman of the Télévie

104.6 RTL Berlin’s Gerlinde Janicke (right) and
Thomas Koschwitz (2nd from right) helped
listeners collect €90,000 and warm clothes for
Berlin’s homeless.

RTL Radio France
employees took
part in the annual
La Parisienne
women-only charity
run in Paris

with the aim of
raising money for
cancer charities.

Charity Cé Ke Du Bonheur gets help from M6’s Valérie Damidot
and her D&CO team refurbishing a children’s hospital.

Staff at RTL Group headquarters had the chance
to try out the environmentally friendly Renault Twizy
during RTL Group’s 5th environMINDday .
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In Luxembourg, the Télévie ‘Dream Team’ organised
a football match to raise money for Télévie 2012.

Spain’s Antena 3 Una gota una Vida (A Drop, A Life)
foundation raised over €185,000 to provide clean water
to children in Senegal.

Low-emission scooters
ready for testing by
Mediengruppe RTL Deutschland
employees on environMINDday.

Claude Schmit (right) hands over the €12,000
raised during Super RTL’s 5th ‘Toggo Kinder
helfen Kindern’ campaign, for German
food charity Bundesverband Deutsche Tafel.

Singer Joey Kelly (left) celebrates raising
€120,000, and breaking a Guinness world record,
with Spendenmarathon host Wolfram Kons.

Télévie 2012 raised a record amount for Celebrity Wir helfen Kindern mentor, comedian Mario Barth,
scientific research in Belgium and Luxembourg. entertains kids at the RTL Children’s House in Berlin.
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CORPORATE
RESPONSIBILITY
COUNCIL
AT RTL GROUP,
WE CARE.

MESSAGE FROM
ROMAIN MANNELLI

Chairman of the

RTL Group Corporate Responsibility Council (CRC)

In recent years, consumers, the media,
governments and NGOs have all raised
the expectation for companies to act
as better corporate citizens, calling
on them to be more socially and envi-
ronmentally responsible, and practise
greater transparency. In light of this,
we launched our CRC in March 2012
with the aim of advancing environmen-
tal, social and governance matters at
RTL Group. Among many other things,
it's the job of the Council to monitor
and coordinate our efforts, and foster a
common understanding of corporate
responsibility, and of course ensure we
comply with all regulations.

Embracing  corporate  responsibility
stands in contrast to the widely articu-
lated view that TV has a negative impact
on society. As both an opinion former and
information provider, we are aware of the
special relationship between the media
business and society. That’s why we are
committed to providing our audiences

with high quality content, accessible to
everyone. We also acknowledge that, as
one of Europe’s foremost media organi-
sations, RTL Group is in an excellent
position to help raise money for charity,
promote good causes and heighten
awareness of important issues around
the world. And although RTL Group is
not a major polluter, we are aware of our
energy consumption and take steps to
minimise our environmental impact.

The Council comprises eight repre-
sentatives from RTL Group’s Corporate
Centre, with expertise in the different
areas the CRC deals with — such as
environmental protection, ethics and
compliance, diversity and corporate
governance, and their implications on
human resources, investor relations and
communications.

We have so many great initiatives at dif-
ferent levels in the Group, and at various
locations. Therefore our focus in 2013 will
be to bring all these activities together
and provide a clear view of where we
stand with regards to corporate responsi-
bility. The idea is also to create a platform
for exchanging knowledge and sharing
best practice throughout the Group’s de-
centralised operations, rather than dictate
from the Corporate Centre. This way we
can facilitate co-operation between our
profit centres and ensure the long-term
development of corporate responsibility
initiatives throughout the whole Group.

“We launched our CRC in March 2012 with the aim of advancing
environmental, social and governance matters at RTL Group.”

ROMAIN MANNELLI,

CHAIRMAN, RTL GROUP CORPORATE RESPONSIBILITY COUNCIL

RTL GROUP ANNUAL REPORT 2012
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CARING FOR THE
CHILDREN OF THE WORLD

Every day, approximately 19,000 children
around the world die from preventable
diseases through lack of vaccinations,
mosquito nets or clean water. We be-
lieve this figure should be zero. That's
why RTL 4’s RTL Boulevard hosted an
action week for the Unicef campaign
‘We Gaan Voor Null' (Believe In Zero).
Special reports revealed child mortality,
how Unicef is fighting it, and the difficul-
ties they face. Presenter Albert Verlinde
travelled to an emergency aid warehouse
in Denmark with Unicef ambassador
Monique van de Ven, while the channel
showed special broadcasts on Life 4
You and Koffietjd, and launched an
appeal where each SMS received paid
for five child measles vaccinations.
Children were also at the heart of
Super RTLs fifth annual “Toggo Kinder
helfen Kindern’ campaign. Germany’s
most watched kids and family channel
encouraged youngsters to donate toys
to the underprivileged at Christmas.
Over 10,000 parcels were received,
sorted and redistributed to needy Ger-
man families through Bundesverband
Deutsche Tafel, the food bank charity,
who also received a donation of
€12,000, after Super RTL pledged one
euro for every toy parcel collected.
Super RTL Managing Director Claude
Schmit, who presented the cheque at
the Mediengruppe RTL Deutschland
headquarters, commented: “We are
delighted with the high number of par-
ticipants, as it enables us to bring joy
to many children again this year.”

SIDACTION

This year Groupe M6 again helped Si-
daction in their fight against Aids. For a
week in March 2012 they opened the
airwaves to Sidaction’s awareness cam-
paign, helping raise funds through both
TV spots and multimedia platforms. W9
helped out too, broadcasting an edition
of the home improvement programme
D&CO featuring the ‘Amis du bus des
femmes’, a sex-workers support asso-
ciation backed by Sidaction, and others.

COMMIT AWARDS

The RTL Commit Awards for Integration
celebrated their fifth year with 220 stu-
dents tackling the theme ‘We under-
stand each other?!". Winners included
Thabea-Christin Schultz, 17, for her fim
1000 Gedanken — ein Ziel (1,000 Ideas
- One Goal), depicting multicultural life at
her Berlin school, for which she received
a non-cash prize and an internship at a
Mediengruppe RTL Deutschland com-
pany. Claas Relotius and Mareike Mdiller
also won in the Young Journalists cate-
gory, for Luftschloss Europa (Europe,
Castle In The Air) which explored the
lives of African refugees in southern
Spain. The awards were presented at
a ceremony at RTL Television studios
in Berlin. RTL Television editor-in-chief
Peter Kloeppel was delighted: “We were
very pleased so many students an-
swered our call for creative ideas about
integration again this year. They submit-
ted works of amazing quality.”
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Matthias Sammer, Sporting Director
of FC Bayern Munchen, is an RTL —
Wir helfen Kindern celebrity mentor.

Boris Miletic from RTL Televizija
in Croatia helps children through the
‘Be my friend’ campaign.

Andrea Berg (left)
and Wolfram Kons see how the
€1 million RTL — Wir
helfen Kindern donation helped
extend the Stups children’s
centre in Krefeld.
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M6 Mission
Handicap
organised the
Agility
Challenge
during ‘Disabled
Workers Week’
with the help
of a Paralympic
table tennis
champion.

“We are delighted with the high
number of participants, as
it enables us to bring joy to many
children again this year.”

CLAUDE SCHMIT, SUPER RTL MANAGING DIRECTOR

Radio Hamburg gave listeners the
chance to donate money to help Germany’s
most vulnerable children.

RTL SPENDENMARATHON

The Wir helfen Kindern
foundation’s 17th
RTL Spendenmarathon saw
celebrities and the public help
raise €8.8 million, the biggest
total ever. Host, and
RTL Television’s Charity
Director, Wolfram Kons, said:
“Today’s record means
a great deal to us. It shows
trust in us has grown.
I wholeheartedly thank all

who’ve supported us.”
105.5 Spreeradio auctioned celebrity items to support the
Kinderkiiche Berlin-Moabit children’s relief kitchen.

RTL Group employees
trying out the Twizy e-car
Reporters from the African Slum Journal visited RTL Nieuws on environMINDday.
to learn from their Dutch colleagues.
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NO HANDICAP

In 2012, Groupe M6 once again cele-
brated diversity by opening its doors to
welcome disabled job seekers during
Disabled Workers Week, as part of its
professional experience day ‘Un Jour, un
meétier en action’. In addition to raising
employee awareness, of the 70 guests
invited since 2007, 12 have been offered
employment. Head of HR Development
ETL Rechs fin Femse ek and Mission Handicap at M6, Sébastien
‘Les piéces jaunes’ Fablet, believes that: “Being disabled

Cam%aig” for Sti)c"fkids' iret Winners Thabea-Christin Schulz and shouldn’t be a handicap. Our success
resided over ormer T1irs’ : i H 3 q q 3
i Y Claas Relotius receive their 2012 stories include Yannick, who filmed a re-

lady Bernadette Chirac Commit Award from Peter Kloeppel 1 g
(centre) and supported by and Maria Bhmer. PP port aired on 66 Minutes, before becom-

retired footballer Christian ing a full-time employee.”

Karembeu and singer Lorie. W9 showed their commitment to disa-
bled awareness too, airing season two of
J’en crois pas mes yeux, a short comedy
format dealing with non-visible handi-
caps, and Maria la battante, a
TV film about paraplegics. They also
showed clips by French performers such
as Florent Pagny, Grand Corps Malade
and Calogero, whose work deals with
handicaps, and presenters such as
Stéphane Rotenberg recording clips in
sign language.

STARS OUT IN FORCE
TO BACK
WORTHY CAUSES

For the past 27 years the Enfoirés, a
group of French artists and public fig-
ures, come together to sing and raise
money for Les Restos du Coeur, a char-
ity that distributes food to the needy.

In 2012, the concert was broadcast FremantleMedia UK
live from Lyon on RTL Radio and the employees help
commercial TV channel TF1, as 12,000 give Newham City

: Farm a makeover.
people enjoyed appearances from stars

including Jean-Louis Aubert, Yannick
Noah, Garou, Jean-Jacques Goldman,
Kad Merad and Karim Benzema. Re-
cordings of the show went on sale the
following day, raising €74 million, enough
to provide over 100 million meals. Be-
sides Les Restos du Coeur, RTL Radio
also supported France’s other main food
aid organisations, with their ‘Airfood
Project’. The charity raises awareness of
the fact that EU politicians are consider-
ing scrapping the provision of vital food
aid to Europe’s most vulnerable.

Singer Shakira is an RTL — Wir helfen Kindern
celebrity mentor.
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RTL Group colleagues take part
in ‘Bike to Work’ on environMINDday.

TELEVIE
Télévie has raised more than
€125 million for research
into cancer — particularly
child leukaemia — in Belgium
and Luxembourg since 1989.
In 2012, through fundraising
events, donations and a
televised gala, RTL Belgium
and RTL Létzebuerg once
again joined together to
raise a record €8,402,651.

Rockstars Klaus Meine and Rudolf Schenker from the band Scorpions
(second and fourth from left), Minister for Culture

Bernd Althusmann (pictured left) and Hannover 96 Head Coach Mirko

Slomka help Hit-Radio Antenne raise money for children in need.

CORPORATE RESPONSIBILITY

RTL — Wir helfen Kindern
celebrity mentor and football
star Manuel Neuer.

RTL Group’'s 8th Télévie
Challenge saw 400
participants add €55,000
to the total.

RTL GROUP

ANNUAL REPORT 2012

83



84

CORPORATE RESPONSIBILITY

RTL Belgium employees taking part in Télévie fundraising
at the Brussels-Charleroi airport.

FONDATION M6

Fondation M6 continued to
help improve prison life in
France, and prepare inmates

to reintegrate back into

society, by providing
audiovisual and filmmaking
courses, cultural events and
football referee training.
Inmates even made a
‘physical activities in
prison’ film and attended
cookery workshops.

RTL — Wir helfen Kindern mentor, German actress

Christine Neubauer.

RTL GROUP ANNUAL REPORT 2012

Chef Grégory Cuilleron gives French
prisoners a cookery lesson for Fondation M6.

Comedian
Florence
Foresti and
host Valérie
Damidot
refurbished
a children’s
hospital on
M6’s D&CO.

RTL Nederland
employees
participated
in the
charity
Spieren Run
to raise
money for
good causes.

Marie-Rose Armesto journalism

scholarship winners

Simon Frangois, Anne-Emilie Arnault

and Loic Verheyen.
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HELPING HAND FOR THE NEXT GENERATION
OF JOURNALISTS AND FILMMAKERS

The Marie-Rose Armesto Scholarship,
named after the sadly-missed journal-
ist, offers final year journalism students
the chance to work as part of the
RTL-TVI, Bel RTL or RTLinfo.be team
for three months. RTL Belgium’s News
Director Laurent Haulotte says: “We're
very pleased with the quality all these
candidates offered and we’re delight-
ed to welcome them to the editorial
department.”

In Germany, the RTL Journalistenschule
(RTL School of Journalism) once again
welcomed new arrivals, this year with
an expanded selection process.

Peter Kloeppel, Director of the
RTL School of Journalism and editor-in-
chief of RTL Television, says: “This new
class will again ensure competent new
talent in journalism.” Over the years, the
school has established itself as a suc-
cessful, accredited training institution
with graduates finding employment ei-
ther at Mediengruppe RTL or with other
channels, or TV companies.

As part of a course in cooperation with
Grundy UFA at the Film Academy in
Ludwigsburg, students got to produce
an episode of Gute Zeiten, schlechte
Zeiten (Good Times — Bad Times).

Executive Producer Rainer Ruppert
says: “Giving film students an opportu-
nity to work under real-life conditions is
an ideal way for us to interact with the
next generation of filmmakers.”

Now a tradition at France’s RTL Radio,
the Jean-Baptiste Dumas grant re-
wards the most promising students in
journalism each year, and a dozen bud-
ding journalists reported on the French
Presidential elections. First-prize win-
ner, Laura Maucci, received a one-year
work contract with RTL Radio.

“Giving film students an opportunity to work under
real-life conditions is an ideal way for us to interact with
the next generation of filmmakers.”

RAINER RUPPERT, EXECUTIVE PRODUCER, GRUNDY UFA

RTL II Reporter Sandra Thier
turned the spotlight on environmental

health in Ghana.

environMINDday
in Luxembourg
— employees got
to taste fair
trade products.

Journalist Jean-Michel Aphatie catches a ride

for RTL Radio’s environMINDday.
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CARING FOR EMPLOYEES

Unhealthy diets and physical inactivity are two of the
biggest risks to people’s health in the 21st century. Helping
employees stay fit and healthy keeps RTL Group fit and
healthy too, and that is the idea behind the Get Fit,

Be Healthy, Eat Right and Be Zen initiatives at RTL Group
headquarters in Luxembourg.

GET FIT

Breaking up the day by leaving your
desk to get some exercise is a great
way to relieve stress and get the heart
pumping, so RTL Group offers a well-
equipped, on-site fitness centre, run-
ning regular free fitness classes. More
competitive colleagues enjoy football,
while 38 colleagues took part in beach
volleyball at the fifth Luxembourg Busi-
ness Games.

Another great way to improve your
physical health and mental wellbeing is
running — maybe that's why the running
teams grow every year. Around 30 run-
ners now enjoy training on the cyclepaths
and wide-open spaces of the Kirchberg
headquarters site, and take part in races
all over Luxembourg. All this running
training was a great help to the 41 Group
triathletes who competed in the Gérard-
mer Discovery Triathlon 2012.

EAT RIGHT
Staying fit and healthy is not just about
exercise — the fuel we put into our bod-
ies is vital to well-being too. Healthy eat-
ing is encouraged through the daily ‘Eat
Right” dish served at the company res-
taurant. To satisfy little cravings, there is
also free fruit every morning. Vending
machines dispense only 100 per cent
organic and healthy products, and col-
leagues can have organic fruit and veg-
etables delivered at work.

BE HEALTHY

RTL Group was among the first compa-
nies to offer free cardiovascular screen-
ings, and it provides other regular
screening campaigns and flu vaccina-
tions to promote and protect the health
of employees at work. In November
2012, 145 colleagues took part in a body
mass assessment to help them maintain
a healthy weight. Company doctor
Thierry Grimée also helps by recognising
and tackling work-related health issues.
Employees can make appointments at
work, receive advice on workplace ergo-
nomics, visual problems and stress in
our medical room, and can even be re-
ferred to a specialist.

BE ZEN
Too much stress at work is counterpro-
ductive, so through a ‘Be Zen’ initiative,
colleagues can relax and unwind in a
yoga class or pay for a shiatsu massage
on-site.

TRAINING AND DEVELOPMENT
Helping staff prepare for the challenges
of the future by keeping their skills up-to-
date is vital to the company’s success.
Colleagues can discuss their training
needs with supervisors at any time.
The 2012 Ready To Learn programme
offered six high-quality, tailor-made,
in-house training courses. In addition,
colleagues can also propose their own
personal development project, with
RTL Group contributing up to €1,000 a
year towards the cost of their training.
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FremantleMedia UK colleagues
enjoy volunteering
at Newham City Farm.

Another Télévie
fundraising cheque is
prepared for
on-air presentation.



Former gymnast Magdalena Brzeska
travelled to Togo in her role as an
RTL — Wir helfen Kindern mentor.

A choreographer in a wheelchair leads
the Rhythm Challenge for M6 Mission Handicap.

Hit-Radio Antenne Playground SOS
open their 60th playground.

CORPORATE RESPONSIBILITY

EWC’
EUROPEAN WORKS COUNCIL NEWS

In November 2012, having unanimously re-elected its
officers, including its Chairman, Kai Brettmann, the
EWC met RTL Group’s new senior executive manage-
ment for their biannual meeting. Here, the Voluntary
Agreement, which gives the EWC certain rights of
information and consultation on management issues,
was extended for another five years. “The security of
having a dialogue is important,” Kai Brettmann believes,
“it is also a sign of trust, and so we are very happy.”

According to Brettmann, the topic most discussed
was how RTL Group will implement digital transforma-
tion and maintain its lead in European television, and
how free TV can compete with global media opera-
tors. “Nobody knows what shape the TV industry will
be,” he points out, “but it’s important to look ahead to
key issues relating to jobs and social standards.”

The EWC is always in discussion with the
management about any restructuring programmes
in the various profit centres and, where there is
no works council representation, such as in the UK,
encouraging the Group to maintain the best social
practices when people have to leave the company.
The other major talking point this year was to consider
the demographic changes in RTL Group. “People
who started in commercial TV 30 years ago are
reaching pension age,” explains Kai Brettmann, “we
need to consider issues of healthcare, motivation, and
young and old working together — what you invest
in wellbeing now will pay off a few years down the line.”

European Works Council Chairman
Kai Brettmann (standing, left) meets RTL Group
management to sign the new Voluntary Agreement.
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RESPONSIBLE PROGRAMMING

In 2012, RTL Group programmes ex-
plored and heightened awareness of
a range of health and social issues.

In France, W9 aired a new season of
reality show Relooking extréme: Spécial
Obésité (Extreme Makeover: Weight Loss
Edition) where Chris Powell spent months
helping overweight women radically
change their eating and exercise habits
and lose up to 50 kilos, while highlighting
the issue of obesity in today’s society.
RTL Television’s popular German series
Gute Zeiten, schlechte Zeiten (Good
Times — Bad Times) tackled another se-
rious social issue, as the character Lilly
struggled with bulimia. “Our young view-
ers look to a daily series like Gute Zeiten,
schlechte Zeiten for orientation and role
models,” explains producer and chief
writer Marie Holker. “That implies a great
deal of responsibility for us to tell the
stories in a responsible way.” They re-
ceived storyline advice from Dick &
Dunn (Thick & Thin), a charity providing
counselling and treatment for people
with eating disorders.

Another German series, Grundy UFA’s
Verbotene Liebe explored dementia
through popular series figure Arno
Brandner. German Federal Health Minis-
ter Daniel Bahr says: “I am pleased a TV
series like Verbotene Liebe is tackling

“l am pleased a TV
series like
Verbotene Liebe is
tackling this
iliness, so together
we can increase
awareness.”

DANIEL BAHR,
GERMAN FEDERAL HEALTH MINISTER

this illness, so together we can increase
awareness.” The writing team worked with
the German Alzheimer Society on the detail of
the disease, and how it affects patients and
families. Grundy UFA Chief Creative Officer
Guido Reinhardt says: “This disturbing story
shows once again that daily series go beyond
mere entertainment to handle socially relevant
topics in a sensitive and responsible way.”

In Belgium, RTL-TVI joined forces with the
Belgian Institute for Road Safety on Go for
zéro, informing viewers about road regula-
tions and safety. It brings together companies,
organisations, public authorities, media and
the public to create safer traffic. By signing
the ‘Go for zéro’ charter, RTL Belgium prom-
ises its programmes will never ftrivialise
road offenses, or encourage people to com-
mit them.

Alcoholism among women and the young was
the subject of documentary investigations
by Les dossiers de Téva, presented by Mari-
elle Fournier, on French channel Téva. With
200,000 women in France alcohol-dependent
and 41 per cent of 15 year-olds saying they
have already been drunk, this major health
issue is often taboo.

In Germany, RTL Television’s editor-in-chief
Peter Kloeppel presented a new documenta-
ry, Armes Deutschland, reiches Deutschland
— Peter Kloeppel unterwegs in einem Land der
Gegensétze (Poor Germany, Rich Germany —
Peter Kloeppel On The Road In A Country Of
Opposites). According to an OECD survey,
the gap between rich and poor is widening
faster in Germany than in any other European
country. Kloeppel investigated this by travel-
ling across the country. Other shows also
focused on the issue, including Punkt 6, Punkt
9, and Punkt 12, and the magazine and news
shows Explosiv and Exclusiv, RTL Aktuell,
Stern TV and RTL Nachtjournal.

Qutside Europe, German presenter Sandra
Thier and former footballer Hans Sarpei
turned the spotlight on environmental health
in Ghana, on RTL Il. Each year tonnes of
mobiles, computers and other electrical
devices end up on Ghanaian dumps, where
hundreds of children breathe in carcinogenic
substances as they take them apart to make
a living by extracting copper.
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On environMINDday,
Mediengruppe
RTL Deutschland
looked at using
more bicycles.



CORPORATE RESPONSIBILITY

M6 broadcast the critically acclaimed Wall-E:
a warning against over-consumption and pollution.

Using pedal power to make apple juice
on environMINDday in Luxembourg.

RTL Televizija's Ruza Vjetrova’s
actress Marina Fernandez volunteers at
disabled kids’ charity ‘Angels’.

FremantleMedia UK
staff raising

money for cancer
research at

Race for Life.

RTL Klub presenter

and SOS Children Ambassador
Eva Barabas.
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ENVIRONMINDDAY

To secure a bright future for our planet
everyone must do their bit. On 5 June
2012, RTL Group marked World
Environment Day by organising their
fifth environMINDday. In Luxembourg,
RTL Group asked colleagues to think
about how acting together could tackle
environmental challenges. While previ-
ous environMINDdays have targeted
specific themes, such as food, transport,
or our carbon footprint, this year’s event
focused on the employees most dedi-
cated to the environmental cause.

Based on the principle ‘No one can do
everything, but everyone can do some-
thing,” the day began with volunteers
taking a break from using their cars, cy-
cling to work together for the ‘Bike to
Work’ initiative. On arrival everyone had
an organic breakfast, and lunch was an
organic, locally sourced meal. Getting
employees involved is vital to developing
an environmental company approach, so
the environMINDteam organised a
‘Lunch talk’ to recruit environmental
volunteers and discuss actions to take
onsite. “In two years, we reduced our
consumption of paper by 20 per cent
and video cassettes by 70 per cent,
while increasing recycling by 57 per
cent,” says Tun Van Rijswijck, Environ-
ment Chief Officer at RTL Group. “Yet it's
essential we keep up our efforts to fur-
ther reduce our environmental impact.”

To make our company cars more envi-
ronmentally friendly, RTL Létzebuerg is
looking at introducing Renault Twizy
electric cars to its fleet. All employees
got to test the vehicle, and from now on,
they can use them to travel into the city
for work purposes. This test period will
tell us if the vehicles meet the needs of
local teams.

Leading up to World Environment Day,
the environMINDteam sponsored sever-
al workshops at the traditional RTL Group
Garden Party, where people tried their
hand at gardening, using old plastic
bottles to make hanging herb and spice
gardens. Children under 12 also entered
an environment-themed competition to
make drawings and collages from natu-
ral materials.

All over Europe, RTL Group employees
embraced environMINDday. In Germany,
RTL Radio Deutschland’s intranet recom-
mended prudent use of natural resources,
and employees took part in activities or-
ganised by Bertelsmann in Berlin, while
Mediengruppe RTL Deutschland had a
day devoted to reducing paper consump-
tion. In Belgium, the company’s cafeteria
menu included only food from fair-trade
sources, and a poster campaign pro-
moted everyday power-saving ideas. At
RTL Nederland the company restaurant
served organic meals, and computer
screens displayed environmental advice.
RTL Radio in France introduced the first
public-service electric car-share scheme
in Paris, and a subscription bike share
service for employees.

ENVIRONMINDAWARD

In May 2012, members of RTL Group’s
environMINDteam met in Brussels to dis-
cuss environmental issues, and award a
prize to RTL Belgium. RTL Belgium CEO,
Philippe Delusinne said: “In 2004, we
decided to build new headquarters so all
RTL Belgium employees were under one
roof. We took up this challenge integrat-
ing as many environmental features as
possible. The outcome is beyond our
expectations and I'm delighted this initia-
tive is rewarded today. Environmental

matters are part of the daily life of
the company.” In 2008, RTL Belgium
became the first RTL Group subsidiary
fully powered by renewable energy —
evidence of the company’s commitment
to sustainable growth and careful use of
natural resources. This also covers ener-
gy and waste reduction and transport,
for example, subsidising employees’
public transport costs and encouraging
using cleaner company cars. They are
also committed to broadcasting pro-
grammes raising public awareness of
environmental issues.

ENVIRONMENTAL
PROGRAMMING

After five years of shooting in 21 coun-
tries, Earth took viewers on a spectacular
journey through the seasons. This sequel
to Blue Planet was shown as part of the
What A Wonderful World series on Paris
Premiere. Presented by environmentalist
Alexandra Cousteau it showed off the
beauty of our world. They also premiered
the documentary La Terre vue du ciel
(Earth From Above) based on the book by
French photographer and ecologist Yann
Arthus-Bertand.

First broadcast on French television in
2004, Rendez-vous en terre inconnue
continues to introduce viewers to remote
people threatened by modern society.
For the 17th edition, also broadcast on
RTL-TVI, actress and director Zabou
Breitman travelled to the lower Omo
Valley in south-west Ethiopia. On M6's
Capital Terre, Thomas Sotto explored
the environmental impact of the 30 mil-
lion new houses built worldwide every
year. They examined wood houses in
the Vosges, co-housing in Denmark,
earthen towers in Yemen, ecological
villas in Australia and high-rise buildings
in Singapore.
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RTL Belgium’s Philippe Delusinne and
Stéphane Geerts (left and centre) accept the
environMINDaward from Oliver Herrgesell.

Radio Hamburg weather presenter Anke Lothes and Audi Hamburg
boss Jiirgen Deforth (right) hand over a cheque to special education
school Kielkamp director Stephan Berger (left).

Biilent Ceylan tries out his goalkeeping skills
with the kids out on the pitch.

CORPORATE RESPONSIBILITY

RTL — Wir helfen
Kindern mentor and

comedian,
Blilent Ceylan.

DOING GOOD

Younger viewers learned about the envi-
ronment through Super RTL’'s campaign
‘Caillou protects the environment!’,
based on their popular pre-school pro-
gramme Caillou. Children also posted
their own tips online at Toggolino.de and
over 10,000 kindergartens in Germany
received brochures full of fun environ-
mental facts. New DVDs and audiobooks
also reinforced the message.

Through the ‘Hazte Eco’ campaign in
Spain, Grupo Antena 3 and WWEF re-
planted forests after 180,000 hectares
were destroyed by fire in 2012. They
raised money, got involved in the plant-
ing, and broadcast regular reports on TV
channels Antena 3, Neox, Nova and
Nitro, and radio stations Onda Cero and
Europa FM.

RTL-TVI presenters Sophie Pendeville
and Antoine Guillaume promote

safer driving on show Go for zéro.
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TELEVISION

FREE-TV

DIGITAL PAY-TV

NON-LINEAR TV

GERMANY

RTL Television ..................

VOX ..o
RTLII ..
Super RTL

v 100%
..99.7%
..35.9%
50%

RTL Nitro ...

100%
100%

RTL Crime ...
RTL Living ...

Passion

v 100%

ceevereee. 100%
100%

RTL NOW ..o
Vox Now
RTL Il Now .........
Super RTL Now [
N-TVNOW ..o
RTL Nitro Now ... 100%

FRANCE

6ter........
RTLO9.. ...

48.6%
48.6%
... 48.6%

... 35%

Paris Premiére ...
TEVA ..o
Série Club ...

..48.6%
48.6%
.48.6%

TF6

M6 Music Hits ...
M6 Music Black ...
M6 Music Club ...
Girondins TV ...,

48.6%
48.6%
48.6%
48.6%
48.6%

M6 Replay ...
WO Replay ...
6ter Replay ... 48.6%
M6 VOD ...

NETHERLANDS

RTL 7"
RTL 8'

100%
100%
..100%
..100%

RTL Lounge' .........................
RTL Crime' ..............c.......
RTL Telekids' .......................

. 100%

coevereeve. 1009%

R [0/}

RTLXL ... 100%

UNITED KINGDOM

BELGIUM

RTL-TVI' i
Club RTL i

Plug RTL' ...

..66%
..66%
... 66%

RTLaPinfini................66%

LUXEMBOURG

RTL Télé Létzebuerg................
Den2.RTL ..o,

... 100%
...100%

RTLReplay ... 100%

CROATIA

RTL Televizija ...

100%
100%

RTLSada..................100%

SPAIN

Antena 3

20.5%°

LaSexta........

NeoX ..o,

NOVA ..o
NItro ...

Xplora...................

La Sexta 3 Todo Cine..................

... 20.5%°

.. 20.5%°
20.5%°
20.5%°
..20.5%°
.20.5%°

‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘ 20.5%°

Antena3 Modo Salén.................. 20.5%°

HUNGARY’

RTLKIub ...

. 100%

COOl ...

Film Plusz

100%
.100%
100%

Film Plusz TWo ...,
Prizma ...
SorozatPlusz ..............
Muzsika TV ...

.100%

,,,,,,,,,,,,,,,,,,,,,, 100%
............ 100%

100%

RTLMost......................100%

NORTH AMERICA

AUSTRALIA

ITALY

SCANDINAVIA

INDIA

Big RTL Thrill ...

v B0%
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OPERATIONS

This chart illustrates the structure of RTL Group’s principal businesses and undertakings as at 31 December 2012.
The name of each company is followed by an indication of the percentage held directly or indirectly by RTL Group.

RADIO

CONTENT

TV SERVICES PRODUCTION? RIGHTS
CBC..........100% | 104.6 RTL Berlins Hit-Radio ........ 100% | UFA Film & TV Produktion® ........... 100% | Universum Film ....................... 100%
Info Network ...... 100% | 105.5 Spreeradio ....................100% | Grundy LE® ... 100% |UFASports . ... 751%
RTL Radio - Grundy UFA® ... .. .. .........100%
Die besten Hits aller Zeiten' ......... 100% | Phoenix Group®................c....ccc.c...... 51%
Hit-Radio Antenne ... 49.9% | TeamWoOrx® ..., 100%
AntenneBayern ... 16% |UFACinema®. . .. .. ... 100%
Radio Hamburg ............................. 29.2% | UFA Entertainment® ... 100%
RTL' ... . FremantleMedia France® ................ 100% | SND* .. 48.6%
RTL2. ...100% | 123 Productions®............................. 100%
FunRadio ... 100% | TV Presse® ... 100%
20h50 Television®.............................. 100%
Studio89%...........iin.. 48.6%
RTL Lounge.............ccccccccevccenne... 100% | Blue Circle® .....................cccc..ccccceeeo....... 100% | FremantleMedia
Four One Media® .............................. 100% | Operations® ..................cc.cccc.......... 100%
Fremantle Productions® ................. 50%
FremantleMedia UK® ....................... 100% | FremantleMedia
Worldwide3* ..............cccccccceeeoo.... 100%
BelRTL ..........cccooccoovvvivcviiciicnc. 44.2% | FremantleMedia Belgium? ............. 100%
Radio Contact ... 44.2%
BCE............100% | RTL Radio Létzebuerg.............100% CLT-UFA International* ................. 100%
Enex............76.4% | Eldoradio 100%
Fremantle Produkcija® ................... 100%
OndaCero.................. 205%° LaCompetenciade
EuropaFM ... 20.5%8 | Producciones® .........................c......... 100%
Magyar Grundy UFA® ... 100%
FremantleMedia
North America® ... 100%
Original Productions® ... 75%
Radical Media® ........................... 62.5%
Ludia® ... . .80%
Fremantle Productions
Latin America®...................cc......... 100%
FremantleMedia Australia® ... 100%
FremantleMedia Italia® .................. 100%
Blu,Denmark®..................100%
Fremantle Entertainment,
Finland®................cccooveiin.. 100%
Fremantle Sverige, Sweden®....... 100%
FremantleMedia India
TV Productions® .......................... 100%

Principal businesses — extended list on pages 204 to 209. (1) Programmes broadcast by CLT-UFA under a Luxembourg license. (2) FremantleMedia has operations
in 22 countries, including Brazil, Canada, China, India, Indonesia, Mexico, Poland, Portugal, Russia, Switzerland, and Turkey. (3) A FremantleMedia company. (4) Global.
(5) A Groupe M6 company. (6) After deduction of treasury shares held by the entity. (7) Cable channel Reflektor stopped broadcasting on 1 January 2013.
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Andreas Rudas

Philippe Delusinne
Cécile Frot-Coutaz

Bert Habets

Guillaume de Posch

Elmar Heggen
Anke Schaferkordt

Nicolas de Tavernost

Dirk Gerkens

Gert Zimmer

Christopher Baldelli

Alain Berwick

Johannes Ziill
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Each RTL Group profit centre is led by its own CEO.
This allows each to be an entrepreneur, and act quickly
and flexibly in its local market. However, each profit
centre can draw on the understanding and expertise of
other RTL Group companies - to replicate successes,
pass on ideas, and learn from mistakes. The RTL Group
Corporate Centre in Luxembourg facilitates this collab-
oration.

Indeed, the central management sets the strategy for the
Group, and this was one of the main tasks of the Executive
Committee in 2012. This committee, newly reconstituted fol-
lowing the management change at the top of the Group, con-
sists of three Executive Directors — that is, the two Co-CEOs
and the CFO.

“The Executive Committee this year conducted a comprehen-
sive review of our corporate strategy,” says Elmar Heggen,
CFO, “We have many growth opportunities, and together with
the management teams in our operations, we have defined
three main investment areas: broadcast, content and digital.”

“We are committed to
giving the Synergy
Committees an even higher
profile in our
network of companies.”

ELMAR HEGGEN, CFO OF RTL GROUP

RTL Group’s Operations Management Committee (OMC) is
the principal forum for Group-wide discussion and decision-
making, attended by all the profit centre CEOs and senior
executives from the Corporate Centre. The OMC identifies
specific areas for study by Synergy Committees (Sycos), the
next layer down in a classic pyramid structure.

Throughout RTL Group’s decentralised organisation, these
Sycos have become one of the major means for sharing infor-
mation and knowledge. Executives and specialists from across
the Group meet regularly to discuss matters such as market
trends, new ideas and best practice in an atmosphere of trust
and open discussion. Elmar Heggen confirms: “We are com-
mitted to giving the Sycos an even higher profile in our net-
work of companies.”

The Sycos each generally meet twice a year, though some are
scheduled more frequently. So useful are they that the number
of committees has grown over time, and now covers pro-
gramming, news, radio, advertising sales, new media, busi-
ness affairs, marketing research and programme research,
with the facility to convene a special Syco for a specialist topic
on request.

HOW WE WORK

OPERATIONS MANAGEMENT
COMMITTEE (OMC)

ANKE SCHAFERKORDT  Co-Chief Executive Officer,
RTL Group;
Chief Executive Officer,
Mediengruppe RTL Deutschland
GUILLAUME DE POSCH Co-Chief Executive Officer,
RTL Group
DAWN AIREY President, CLT-UFA UK TV
CHRISTOPHER BALDELLI Chief Executive Officer,
RTL Radio (France)
ALAIN BERWICK Chief Executive Officer, RTL Létzebuerg
OLIVER FAHLBUSCH* Senior Vice President,

Corporate Communications & Marketing,
RTL Group
CECILE FROT-COUTAZ Chief Executive Officer, FremantleMedia

PHILIPPE DELUSINNE Chief Executive Officer, RTL Belgium

VINCENT DE DORLODOT  General Counsel, RTL Group
DIRK GERKENS Chief Executive Officer, RTL Klub
ALEXANDER GLATZ Executive Vice President,

Strategy & Controlling, RTL Group
BERT HABETS Chief Executive Officer, RTL Nederland

ELMAR HEGGEN Chief Financial Officer,

Head of the Corporate Centre, RTL Group

ROMAIN MANNELLI Executive Vice President, HR, RTL Group

ANDREAS RUDAS Executive Vice President, Regional
Operations & Business Development

CEE and Asia, RTL Group

NICOLAS DE TAVERNOST Président du Directoire, Groupe M6

GERT ZIMMER Chief Executive Officer,
RTL Radio Deutschland
EDUARDO ZULUETA Consultant, Managing Director,

Mabuat (Spain)
JOHANNES ZULL Chief Executive Officer, RTL Hrvatska

*Permanent guest
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EXECUTIVE DIRECTORS

ANKE SCHAFERKORDT

Co-Chief Executive Officer
since 18 April 2012

Anke Schaferkordt, born in 1962,
has been CEO of RTL Television
since September 2005. In November
2007, the German RTL family of

channels adopted the brand name
Mediengruppe RTL Deutschland.

In her capacity as CEO of RTL Television,
Anke Schéferkordt is also CEO

of Mediengruppe RTL Deutschland.
After receiving her degree in business
administration, Anke Schéferkordt
began her career at Bertelsmann AG in

1988. In 1991 she went to Cologne to
become an executive assistant for sales
controlling and strategic planning at
RTL Plus (now RTL Television), taking
over the controlling department the
following year. From 1993 to 1995 she
was a Director in charge of the Corpo-
rate Planning and Controlling division
at RTL Television. In 1995 she moved
to TV broadcaster Vox, serving as

CFO and, from 1997 onwards, also as
Programme Director. From 1999

until 2005 Anke Schéferkordt was CEO
of Vox. In February 2005 she was
appointed Chief Operating Officer and
Deputy CEO of RTL Television, respon-
sible for Finance, Technical Services,
Information and Media Policy as well as
the General Secretariat, the advertising
sales unit IP Deutschland, the Vox
channel and RTL Group’s holdings in
N-TV and Super RTL.

Since 18 April 2012, Anke Schéaferkordt
has been Co-CEO of RTL Group. In this
capacity, she still retains her role as CEO
of Mediengruppe RTL Deutschland.
She also sits on the Executive Board of
Bertelsmann Management SE,

RTL Group’s majority shareholder.

Mandates in listed companies: Member of
the Supervisory Boards of BASF SE, Ludwigs-

hafen, and of Software AG, Darmstadt

FIRST APPOINTED: 18 APRIL 2012
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GUILLAUME DE POSCH

Co-Chief Executive Officer
since 18 April 2012

Guillaume de Posch, born in 1958,
started his career at the international
energy and services company Tractebel
(1985 to 1990) and then joined the
global management consulting firm
McKinsey & Company (1990 to 1993).

Guillaume de Posch began his career in
the media industry at the Compagnie
Luxembourgeoise de Télédiffusion (CLT)
as assistant to the Managing Director
(1993 to 1994) and then became

Head of CLT’s TV operations in French-
speaking countries (1995 to 1997).
From 1997 to 20083, he was Deputy
General Manager and Programming
Director of the French pay-TV company
TPS, before joining the publicly listed
ProSiebenSat1 Media AG in August
2003, first as Chief Operating Officer
and then as Chairman of the Executive
Board and CEO (2004 to 2008).

Guillaume de Posch was appointed
Chief Operating Officer and a new
member of the RTL Group Executive
Committee on 1 January 2012.

With effect from 18 April 2012,

Guillaume de Posch assumed the role
of Co-CEO of RTL Group.

FIRST APPOINTED: 18 APRIL 2012



THE BOARD

EXECUTIVE DIRECTORS

ELMAR HEGGEN

Chief Financial Officer
and Head of the Corporate Centre

Elmar Heggen, born in 1968, holds a
diploma in business administration from
the European Business School, and
graduated with a Master of Business
Administration (MBA) in finance.

In 1992, he started his career at the
Felix Schoeller Group, becoming Vice
President and General Manager of
Felix Schoeller Digital Imaging in the
UK in 1999. ElImar Heggen first joined
the RTL Group Corporate Centre in
2000 as Vice President Mergers and
Acquisitions. In January 2003, he was
promoted to Senior Vice President
Controlling and Investments. From July
2003 until December 2005 he was
Executive Vice President Strategy and
Controlling.

Since January 2006, Elmar Heggen

has served on the RTL Group

Executive Management team, and since
1 October 2006 he has been CFO

and Head of the Corporate Centre of
RTL Group.

Mandates in listed companies:
Member of the Board of
Directors of Regus PLC, London

FIRST APPOINTED: 18 APRIL 2012

GERHARD ZEILER

Chief Executive Officer
(until 18 April 2012)

Gerhard Zeiler, born in 1955 in Vienna
(Austria), joined RTL Group in November
1998 when he was appointed

Chief Executive Officer (CEQ)

of RTL Television in Cologne. In this
capacity, Zeiler was responsible for
the German RTL family of channels
(RTL Television, Vox, RTL Il, Super RTL,
N-TV). In March 2003 Gerhard Zeiler
was additionally appointed CEO

of RTL Group. He handed over the
management of RTL Television to
Anke Schaferkordt in September 2005
to fully concentrate on RTL Group’s
international entertainment network.

In his function as CEO of RTL Group,
Gerhard Zeiler was a member of

the Supervisory Boards of Groupe M6
in France and RTL Television in
Germany. He was a member of the
Bertelsmann AG Executive Board
from October 2005 to April 2012.

Gerhard Zeiler began his career as a
freelance journalist and then became
press spokesman for the Austrian
Minister for Education and the Arts,

Dr Fred Sinowatz, whom he eventually
followed to the Federal Chancellor’s
Office in 1983. Later he continued
working in the same capacity for
Federal Chancellor Dr Franz Vranitzky.
In 1986 he became Secretary-General
of the Austrian public broadcaster,
ORF, in Vienna. After a two-year period
as CEO of Tele 5 and a further two-
year period as CEO of RTL Il, he was
elected Chief Executive Officer of

ORF in 1994 and stayed in this position
until November 1998.

FIRST APPOINTED: 4 MARCH 2003
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THOMAS RABE

Chairman since 18 April 2012

Chairman and CEO,
Bertelsmann SE & Co. KGaA

Thomas Rabe, born in 1965, holds a
diploma and a doctorate in economics
from the University of Cologne (Germa-
ny). He started his career in 1989 at
the European Commission in Brussels.
From 1990 to 1996 he held various
senior positions at Forrester Norall &
Sutton (now White & Case) in Brussels
as well as the state privatisation agency
Treuhandanstalt and a venture capital
fund in Berlin. In 1996, he joined Cedel
International (Clearstream, following
the merger with Deutsche Borse
Clearing) where he was appointed
Chief Financial Officer and member of
the Management Board in 1998.

In 2000, Thomas Rabe became Chief
Financial Officer and member of the
Executive Committee of RTL Group.
In March 2003 he was also appointed
Head of the Corporate Centre with
responsibility for the Luxembourgish
activities of RTL Group. He was Chief
Financial Officer and Head of the
Corporate Centre of Bertelsmann AG
from 1 January 2006 to 31 December
2011. Since 1 January 2012, Thomas
Rabe has been Chairman and CEO
of Bertelsmann AG, now Bertelsmann
SE & Co KGaA.

Committee membership:

Audit, Nomination and Compensation
Mandates in listed companies:
Chairman of the Supervisory Board of
Symrise AG, Holzminden

FIRST APPOINTED: 12 DECEMBER 2005
(EFFECTIVE 1 JANUARY 2006)
RE-ELECTED: 18 APRIL 2012
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SIEGFRIED LUTHER

Chairman (until 18 April 2012)

Siegfried Luther, born in 1944, was
Chief Financial Officer (from 1990) and
Deputy Chairman of the Executive
Board (from 2002) of Bertelsmann AG,
Gutersloh. He retired at the end of 2005.
Between 1974 and 1990 he held various
senior positions at Bertelsmann AG,

in taxes, group accounting and treasury,
and in corporate finance. He graduated
as a doctor of law from the University
of Munster (Germany).

Committee membership:

Audit, Nomination and Compensation
Mandates in listed companies:
Non-executive member of the Board of
Directors of Compagnie Nationale a
Portefeuille SA, Loverval (until June 2011)

FIRST APPOINTED: 24 JULY 2000

MARTIN TAYLOR

Vice-Chairman; Independent Director

Martin Taylor, born in 1952, began

his career as a financial journalist

with Reuters and the Financial Times.
He then joined Courtaulds PLC,
becoming a director in 1987, then

Chief Executive of Courtaulds Textiles
PLC on its demerger in 1990. He
moved to Barclays PLC in 1993 as
Chief Executive, a post he held until the
end of 1998. From 1999 to 2003 he
was Chairman of WH Smith PLC, and
from 1999 to 2005, International Advisor
to Goldman Sachs. Currently he is
Chairman of the Board of Syngenta AG.

He has worked on various projects for
the British Government and served for
five years as a member of its Council
for Science and Technology. Appointed
as independent, non-executive director
in July 2000 (when RTL Group was
created), he took over the responsibili-
ties of Vice-Chairman of the Board in
December 2004.

Committee membership:

Audit, Nomination and Compensation
(Chairman)

Mandates in listed companies:

Chairman of the Board of Syngenta AG (CH)

FIRST APPOINTED: 25 JULY 2000
RE-ELECTED: 18 APRIL 2012
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THOMAS HESSE

Member of the Bertelsmann
Management SE Executive Board

Thomas Hesse, born in 1966, holds a
doctorate in economics and began

his career in 1991 as a consultant with
McKinsey & Company, leaving in

1996 to join what is now RTL Group,
and subsequently taking on various
executive positions within Bertelsmann
until 2008.

Following the 2004 merger of BMG and
Sony Music, Thomas Hesse served as
head of the worldwide digital business
and Chief Strategist at Sony BMG —
now Sony Music Entertainment, from
2005 to 2010. In this position he was
also responsible for US sales.

In November 2011, Thomas Hesse
was appointed to the Bertelsmann AG
Executive Board. His tasks are to
advance the group’s business develop-
ment, build new businesses for
Bertelsmann, and facilitate the digital
transformation of the core businesses.
In this role he is responsible for the
growth platforms Bertelsmann Digital
Media Investments (BDMI) and
Bertelsmann Asia Investments (BAI),
for the Education business, and

for the holding in the BMG music rights
company.

FIRST APPOINTED: 12 DECEMBER 2011
(EFFECTIVE 1 JANUARY 2012)
RE-ELECTED: 18 APRIL 2012

BERND KUNDRUN

Investor

Bernd Kundrun, born in 1957, studied
business administration at the universities
of MUnster and Innsbruck. In 1984, he
started his career as Executive Assistant
at the Bertelsmann Club. In 1993, he was
appointed Chairman of the Board of
Management of the Bertelsmann Club.

In 1994, Bernd Kundrun became
Managing Director of Premiere Medien in
Hamburg. He was appointed a member
of the Executive Board of Gruner + Jahr
in August 1997 and was responsible

for the company’s newspaper division
until 31 October 2000.

From November 2000 to 6 January 2009,
Bernd Kundrun was Chairman of

Gruner + Jahr's Executive Board and the
company’s CEO. During this time, he was
also a member of the Executive Board

of Bertelsmann. Since February 2009,
Bernd Kundrun has been partner of the
online donation platform Betterplace.org
and since 2010 he has been Chairman

of the Supervisory Board of Gut.org.

At the end of 2009, Bernd Kundrun
founded the Start 2 Ventures
Beteiligungsgesellschaft which provides
online startups with initial capital. Further-
more he is a member of the Board of
Directors of Neue Zircher Zeitung, and of
the Supervisory Board of CTS Eventim.

FIRST APPOINTED: 18 APRIL 2012

JACQUES SANTER
Chairman of the Board of CLT-UFA;
Independent Director

Before Jacques Santer, born in 1937,
became Chairman of the Board of
CLT-UFA in May 2004, his distinguished
career covered a variety of political roles
including Member of the European
Parliament (1974 to 1979 and 1999 to
2004), Prime Minister of Luxembourg
(1984 to 1995) and President of the
European Commission (1995 to 1999).

FIRST APPOINTED: 9 DECEMBER 2004
RE-ELECTED: 18 APRIL 2012
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ROLF SCHMIDT-HOLTZ

Business founder and investor

Rolf Schmidt-Holtz, born in 1948 in
Martinsreuth, Germany, is an examined
lawyer and studied political science and
psychology. Rolf Schmidt-Holtz has
been an independent business founder
and investor since April 2011. He was
CEO of Sony Music Entertainment from
February 2006 (until October 2008
Sony BMG Music Entertainment) to
March 2011. Prior to this appointment,
he served the company as Chairman
of the Board from August 2004.

From January 2001 to August 2004, he
was Chairman and CEO of Bertelsmann
Music Group (BMG). At the same time,
Rolf Schmidt-Holtz was a member

of the Bertelsmann AG Executive Board
(from 2000) and headed the BMG divi-
sion, which consisted of the Sony BMG
Music Entertainment joint venture and
BMG Music Publishing. He also served
the Bertelsmann Executive Board as
Chief Creative Officer. Schmidt-Holtz
was also a member of the Supervisory
Boards of Gruner + Jahr and

RTL Group. He is a member of the
Bertelsmann Stiftung foundation’s
Board of Trustees.

Prior to running BMG, Schmidt-Holtz
served as Chief Executive Officer of
CLT-UFA. He later oversaw the merger
of CLT-UFA with Pearson Television

to form RTL Group. He is Co-Founder
and Chairman of Just Software AG
and Co-Founder and Partner of Hanse
Ventures GmbH.

Committee membership:
Nomination and Compensation

FIRST APPOINTED: 18 APRIL 2012
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JAMES SINGH

Independent Director

James Singh, born in 1946, joined
Nestlé Canada as Financial Analyst in
1977 and served the company in
various executive positions until

2000 when he was appointed Senior
Vice President, Acquisitions and
Business Development, in Nestlé SA's
headquarters in Vevey, Switzerland.
James Singh was a member of

the Executive Board and Chief Financial
Officer of Nestlé SA from 2008 to 2012.
He retired on 31 March 2012 after
along and distinguished career of

35 years with Nestlé.

He serves as Chairman of the
Finance Committee of the European
Round Table, as well as member of
the International Integrated Financial
Reporting Standard Committee.

Committee membership:
Audit (Chairman)

FIRST APPOINTED: 18 APRIL 2012



EXECUTIVE COMMITTEE

ANKE SCHAFERKORDT

Co-Chief Executive Officer

In her capacity as Co-CEO of RTL Group, Anke Schéferkordt is responsible for
the Group’s largest profit centre, Mediengruppe RTL Deutschland, for which she
also continues to serve as CEO.

GUILLAUME DE POSCH

Co-Chief Executive Officer

In his capacity as Co-CEO of RTL Group, Guillaume de Posch is responsible
for the Group’s broadcasting operations outside Germany, and the company’s
production business.

ELMAR HEGGEN

Chief Financial Officer
and Head of the Corporate Centre

In his capacity as CFO and Head of the Corporate Centre of RTL Group,
Elmar Heggen controls Finance and Legal. He also oversees the Group’s operations
in Luxembourg and Spain, and UFA Sports.

ANDREAS RUDAS*
Executive Vice President,
Regional Operations & Business Development
CEE and Asia

Andreas Rudas, born in 1953, worked with the Austrian public broadcaster ORF

from 1986 to 1997, eventually as Secretary-General from 1994 to 1997. In this role, he
was responsible for business planning, media, marketing and satellite broadcasting.
Starting in 2000, he held various positions at Magna International Europe, and was

a member of the Management Board from 2001 to 2005. Since December 2005,
Andreas Rudas was Executive Director of WAZ Ost Holding (a subsidiary of WAZ
Media Group), responsible for Austria, South Eastern Europe and Vietnam.

Andreas Rudas was appointed Executive Vice President Regional Operations &
Business Development CEE and Asia with effect from 1 January 2009. In this capacity,
he oversees RTL Group’s operations in Croatia, Hungary, Russia, and Germany (radio),
and explores business opportunities in Central and Eastern Europe, and in Asia.

GERHARD ZEILER

Chief Executive Officer (until 18 April 2012)

In addition to his roles as Executive Director and CEO of RTL Group, Gerhard Zeiler
was in charge of programme and synergies throughout all operations. He oversaw
the operations in Germany (television), France (television) and FremantleMedia.

RTL Group Corporate Communications, Public Affairs & Marketing also reported to
him, as did Human Resources, which also reports to the CFO.

The Executive Committee keeps the Board of Directors informed on the results of the Group and its main profit
centres on a regular basis. The compensation of the members of the Executive Committee is determined by
the Nomination and Compensation Committee, and is composed of a fixed and a variable part (see note 10.3. to

the consolidated financial statements).
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