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1. Market
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1. Market A

GDP growth sustained by the expansion of internal demand
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1. Market A

SPAIN: annual increase of media ad spend vs. total |
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1. Market

SOURCE: Zenith Optimedia
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Performance of TV ad market share over total ad spend
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1t CONCLUSION

V' Spanish Economy is more dynamic than the EU average
V' Greater propensity towards consumption

v Advertising investment is growing and strong recovery vs. EU
average

v’ Tv advertising market share is growing and in line with EU

“For Television in Spain, the
Winter won't be as cold as in

the rest of Europe”

The Weather Forecast




2006

v" Consistent increase of Total Advertising
Market
v"Increase of TV quota
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2. Audience

=>» New competitors in TV are not a new phenomenon, and...
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2. Audience
> .

have not had any impact on the ad share of the generalists

A
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2. Audience A

The new operator will start off with a handicap:

v" Partial reach: would begin with a 20% average but
its maximum, in any case, will be 70%

v" Will use occupied frequencies
v" Needs antenna recalibration

v" Low target: 7% in 5 years




2. Audience A

cuatre’

v" Inherited from Canal Plus: 1.7% including movie
premiers and Football

v" Shows objectives of 6% for an urban and young
target

v Nevertheless, to reach an average of 6%, it’s
necessary to....




2. Audience

=>» Audience dispersion in channels with less <10% share is much
higher than those with >20%
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2. Audience A

=>» Audience dispersion in channels with less <10% share is much
higher than those with >20%
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2. Audiencia

A

=» Distribution of hours broadcasted according to audience share
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2. Audience A

The case of five 8,3

8,1

% AUDIENCE SHARE

1997 1998 1999 2000 2001 2002 2003 2004

> First positive EBITA in 2003

» Not very competitive Market and without participation of public TV
> It was the only new operator

» Backed by one of the largest groups in Europe

SOURCE: RTL GROUP, report




2"4 CONCLUSION

“On the bafttlefield, Iluck Is

decisive. But the side with
more cannons usually has it”

Napoleon




2006

v Slight reduction of A3 audience share
v"No change in A3 market share
v" Improving power ratio
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3. Price A

TV consumption per TV consumption per

viewer viewer
(Before) (After)

| Drop in GRP’S




3. Price

A

=» There shall be an increasing % of spots with a low advertising rating
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3. Price A

Slots according Groups according to
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3. Price

A

The greater availability of the most demanded

% Turnover
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spots in A3TV will increase its turnover
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“When the demand is the same,
the scarcity of a product leads

[ls price fo increase”

Law of supply and demand




3. Price A

v In September 2004, for the first time, two private operators were
ranked ahead of TVE

v" This broke the trend of uneven competition which allowed:
Before: Public TV to:
v" Limit the competitive capacity of other operators
v" Partially cover an excessive cost structure
After: Private TV:

v" To undertake a price increase policy that raises advertising
price up to the levels of 2000. A3TV took the following
measures:

v" Elimination of agency discount

v' Offering selected targets



3. Price

=» Growth of advertising prices

Analysis of national conventional GRP cost (A3+T5+TVE)
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3. Price A

Price comparison (CPM) in main European markets }

(E/CPM)
12 4 109
10
Average: €8
-
- H
6 - 50 | +60%

- ltaly mmm France @=® United Kihngdom mm Germany mm Spain

SOURCE: EGTA (European Group for Television Advertising) A




3. Price A

Price comparison (CPM) in European markets
(E/CPM)
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3th CONCLUSION

“Even though you have bread in
your hands, you can’t spread

butter on 7t If it's bread
crumbs”

Popular wisdom
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4. Competition A
TVE 1 Audience

=>» Fifteen years of declining audience
% Audience
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SOURCE: TNS
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4. Competition

TVE 1 Audience Target

Men

42.3

Women

S7.7

13 to 24

7.8

25 to 34 years

12.7

35 to 44 years

14.3

45 to 54 years

13.6

95 to 64 years

14.5

> 64 years

32.9

Upper/Up Middle Class

17.7

Middle Class

36.3

Low Middle/Lower Class

46.0

<50,000 inhabitants

91.7

50,000 to 500,000

32.8

>500,000

15.6

SOURCE: SOFRES (January-September 2005). Data in percentages.



4. Competition A
TVE 1 Ranking in areas with Regional TV

=» With the only exception of Castilla La Mancha, TVE1 is the third or
fourth option in all the Regional Communities that have their own
public programming.

Share Ranking
SPAIN 19.4
ANDALUSIA 16.2
CATALONIA 15.5
BASQUE COUNTRY 15.5
GALICIA 19,8
MADRID 19.8
VALENCIA 17.5
CANARY ISLANDS 16.3
CASTILLA LA MANCHA 24.5

SOURCE: SOFRES (January-September 2005).




4. Competition A

TVE: Possible changes in its business model:
v" Could lead it to instability

v Private operators might be able to take
advantage of this situation

v" Reducing advertising by 3 minutes may
mean...

A



4" CONCLUSION

“No opponent /s so strong that
he doesn’t have any weak

points. The art of war consists
of turning them Info his
desftruction”
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Costs A

Meeting past commitments:

v" Reaching earnings levels comparable with sector
v" Make Uniprex a profitable company
v" Transform A3TV into a multimedia Group

v 0% increase in Group expenses in 2005

Underlying Philosophy in every commitment:

v Be cautious in revenues

v' Berigorous in expenses (2006 growth below inflaction)

A



FINAL CONCLUSION

“Left the cold winter come an
you will see that the pines and|

cypresses haven’t lost their
leaves”

Mao Zedong
G, RGN Z JE AN,
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