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2017-2020 Advertising business plan

Vision, Mission, Key Areas & Key Drivers confirmed

TV as Total Video: 3

Business 4

* TV content through any device

Strategic
Areas

Key Growth
Drivers

* Total Audience is addressable through

AdTech & Data

* Non-linear inventory on top of existing v

linear business v

RADIO DIGITAL

Content Multiplier

Ad Tech Platform
Be the unrivalled leader in Video Audio

Digital offer delivering advertising on the © TV * Audience Profiling
best TV content across any screen and * Digital
 Radio * Cross-Media Approach

addressed to profiled audiences

? Advertising @ MEDIASET
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2017-2018 | Advertising business plan implementation and results

Implementation:

TV content accessible via Mediaset
Play on any device

Audience profiling & addressability
delivered via AdTech & Data

Increasing non-linear inventory

Enlarged FTA channel portfolio (new
launches)

Position in the radio market
strengthened via network acquisitions

Cross media approach enhanced by the
in-house sales agencies, selling group’s
different media

RADIO DIGITAL

* Advertising

Business KPI 2018 vs 2016:

* TV market share increased from
56.4% in 2016 to 57.0% in 2018

* Digital outperformed the
reference market, increasing the
share by 80 BPSin 2 years

* Radio adv collection increased
by 140% (via acquisitions) with
a market share growth from
17.9% to 22.4%

° Total adv market share
increased from 37.5% to 39.0%

&3¢ MEDIASET




2017-2018 | Advertising business plan implementation and results

Mediaset advertising market share evolution (%)

39.0

38.2

2016 2017 2018

Source: Internal elaborations on Nielsen data

? Advertising @ MEDIASET




2017-2018 | Advertising business plan implementation and results

Mediaset advertising performance in 2018

0.8

Mediaset Mediaset Total Market
Like for Like*

*Excluding discontinuity of football (serieA & CHL)

Source: Nielsen
? Advertising @ MEDIASET




2017-2018 | Advertising business plan implementation and results

POTENTIAL CUSTOMER BASE FOR CROSS MEDIA APPROACH

* 80 TV clients that invest + 210 TV clients that invest
in Radio, but not with us in Digital, but not with us

+ 60 Radio clients that invest TV « 45 Digital clients that invest

@ in TV, but not with us in TV, but not with us

Radio Digital
+ 130 Radio clients that + 45 Digital clients that
invest in Digital, but not invest in Radio, but not !
with us with us M

15-20% contribution to market share growth

@ Advertising &3¢ MEDIASET




2017-2018 | Advertising business plan implementation and results

A cross media customer base in good shape and still with potential growth

2018 CUSTOMER BASE COMPOSITION

3 Media - 11% Advertisers investing
in 2 or 3 media

represent 33% of the
total customer base

2 Media - 2204 but account for 75%
of the total revenues

—_—

Long tail exploitation potential

Total number of clients: + 4% yoy

Cross media overlapped clients: + 5% yoy

? Advertising @ MEDIASET




Advertising
2017-2020 Advertising business plan

2017-2018 Advertising business plan implementation and results
2019-2021 Advertising business plan development
I Market share consolidation

An extended 3D business model
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2019-2021 | Market share consolidation

Organic trend & Rationale expectations

Why is it rational to expect

Positive organic growth o
a consolidation of our

trend (even discounting
net  contribution of
football discontinuities)

market share around 39%,
after a «physiological»
discontinuity in 2019 ?

&

39.0 39.0

38.2 _ -
m -I— | —I I
2016 2017 2018 2019 2020 2021

" 4
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2019-2021 | Market share consolidation

Organic trend & Rationale Expectations

@ oOur 2020 Plan guidance for 39% market share was already including
* Discontinuity in Pay TV Football Business

®* Maintenance in Pay TV Cinema & Series

* Opportunistic approach to FTA Sport Rights (implemented in WC2018 — margin accruitive)

o In our 2019-2021 perspective we have these additional positive factors originally not included

* Sky-Mediaset Agreement delivering extended audience for FTA channels and Pay Cinema & Series
* An extended portfolio of FTA thematic channels, with a net addition of 2 channels

* Possible further positive addition in LCN competition in FTA (+1/+2 LCN)

* Extended implementation of opportunistic approach to FTA Sport Rights: Formula E, Nations League,
Euro Qualifier....to achieve additional extended audience on male target

LKL

* Full Implementation of Cross Media approach in linear media will be extended to all addressable
advertising offer across any media

{20 @ Advertising &3¢ MEDIASET
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2017-2020 Advertising business plan

2017-2018 Advertising business plan implementation and results
2019-2021 Advertising business plan development
I Market share consolidation

An extended 3D business model
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2019-2021 | A 3D business model

In 2015-2016 we started to implement our Cross Media approach...

ADVERTISERS
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2019-2021 | An extended 3D business model
... While in 2018-2021 we are adopting an extended All Addressable Advertising Approach

v' Extended audience
v Extended products
v' Extended markets
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2019-2021 | An extended 3D business model | Total audience
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Total Audience Measure

Any content, any screen, any time

In spring 2019 Auditel will launch the Total Audience measurement, a new currency to value the audience
generated by our programmes across all the devices

Live TV Catch Up TV Broadband Broadcast Full Episode

Any Screen Available

SPETTACOU | *

U BER s 2 ORE Hoonomia

Bian:i B ndos

Cellulari, tablet e smart tv:
debutta la nuova Auditel 4.0

* Advertising

&3¢ MEDIASET




2019-2021 | An extended 3D business model | Advanced TV
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Non linear TV | Mediaset Play

MEDIASET o s (DA bt oains i caia
play

= e (4] 20
) One
Brand
Endless
Screens

? Advertising




Non linear TV | Mediaset Play

MEDIASET
play

OUR NEW OTT FOR
MOBILE, TABLET,

DESKTOP AND w’
CONNECTED TVS ‘\

STRISCIALANOTIZIA RESTARTE CLIP IN TEMPO REALE

n gf 3:24 '?‘ﬁm ’ ,‘— : b | 93 P 1.
'\ n:‘ cat : o Sad A a |

x L am ey
VEDI DALL’INIZIO i i i

Fatti e rifatti - Valeria Marini Pasticcino dal web Il bello e la Marchesa Iniezioni di filler in ¢

)

MEDIASET GRANDE 1 VIDEO DEL
F play n OREHNONDA @ FRATELLO VIP QM MOMENTO
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Non linear TV | 3 years from now

3% REVENUE IN 2021 CAGR 2019 - 2021: 15% DAILY REACH + 50%

? Advertising @ MEDIASET



Non linear TV | Smart TVs growth

 MEDIASET —

play DAILY ACTIVE DEVICES ON MEDIASET PLAY CTV
June-December 2018

Connected TVs 1.200.000
penetration to 1.100.000
increase due to
2022 switch off 200,000
50% forecasted HH

penetration in 2023

700.000
600.000

500.000

75% activations are
driven by long form
content

* Advertising



Non linear TV | Our addressable TV formats

MEDIASET
A play

LIVE ON DEMAND

DISPLAY ON
FREE TO AIR LA N |

VIDEO SPOT

ON DEMAND
CHANNELS PLUS

? Advertising @ MEDIASET



Addressable TV

g, —
NUOVA GOLF WAbituatevi al futuro: *
#0001 G3) 758 KOPRREBIG 3 ‘ i

-

LAUNCHED IN JUL 17|~ ~

13% REACH ON HH

NUOVA GOLF )f NUOVA GOLF TGI

Tua da 169 euro al mese
A TS S

75 ADVERTISERS

10 NEW TO
TV ADVERTISERS

? Advertising




PLUS
INNOVATIVE ADVERTISING FORMATS FOR CONNECTED TV SETS

+ EFFICIENCY

INVENTORY
’ + ma MUNICation opportunities

i )| + EFFECTIVENESS

+ engagement
+ interaction
+ enhancement

“SPOB B e A

? Advertising @ MEDIASET




Cross screen targeting and tracking

A proprietary algorithm designed to track and target our audience on any device anytime

ARCHITECTURE & DESIGN
ARTS & CULTURE
BEAUTY & COSMETICS
TRAVEL & TOURISM

FASHION & LIFESTYLE

PARENTING

COOKING

)g;g)?’ASET @MEDIAMOND J

HEALTH & WELLBEING

MOTORS

TECHNOLOGY

FINANCE & BUSINESS

* Advertising

MEDIASET
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New addressable advertising solutions

CUSTOMIZED TARGETING ADVANCED RETARGETING

SPOT RETARGETING CROSS DEVICE RETARGETING

o
% ‘fé h A
) 6.

¢ ¢ ¢ ¢

GEOTARGETING SOCIODEMO CONTENT DIGITAL DATA
TARGETING TARGETING

? Advertising @ MEDIASET




New addressable advertising solutions
Dynamic advertising insertions making linear tv addressable

NON CONNECTED TV BROADCASTING
\ ° .

Broadcast delivered spots
will be overlaid by
broadband ads to make
linear tv breaks
addressable

BROADCAST:
ADVERTISING
ONE TO MANY

Benefits:

* Increased addressable
1 BROADBAND:
Inventory ADV INDIVIDUALLY

TARGETED TO

* New TV advertisers N s

* Higher yield for inventory

DAI = DYNAMIC AD INSERTION

? Advertising @ MEDIASET



2019-2021 | An extended 3D business model | Advanced TV for the long tail
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Advanced TV for the long tail

CONCESSIONARI | €3 AIRCROSS

PERTUTTE LE INFORMAZIONI E L'ASSISTENZA DI CUI HAI BISOGNO,
RIVOLGITI ALLA CONCESSIONARIA CITROEN PIU VICINA ATE.

INTERAUTO S.P.A. AUTOMEC 92S.R.L. AUTO MOTOR SERVICE SRL

AD HOC

i FRND AEROP 15K
K TEISE WSeE 4B A GRS ET ELO S0 P
TH 080 3060013 TEL 04742574 ™
Lo e A m WEBSITE

AUTO SIS R.L. CONTAUTO DUE

NOCLRA IR OR! (58 TASCR PV A )
YR MCHELE OO 2 G NATIONLE DELLE PUGLEE 245 A18 CONEORTILE ASHAWESSH NOSD
L 21 5174473 W20 75076 O Q31 89T

CICENTER

UM ey LasECA
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TEL: 1818523010 TR 0323 X

CITROEN

CITROEN

CITROEN

AUTO 51 SRL
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8 COINDHILL B SV LRSS B

Automec?9?

AERE |
WL BT ELLL S

FOMEE ALK

I ILTH

NUOVO COMPACT SUV CITROEN C3 AIRCROSS
PREMl@ PER SCOPRIRE DI PIU
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2019-2021 | An extended 3D business model | All Addressability
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ALL OUR ADDRESSABLE PRODUCTS FOR ANY oy -
BUSINESS GOAL ' i £

WARENESS

Y
- ..ﬂ“" R

£ TeEape T

o~
}

MEDIASET ~ *° MAX 5z

play

PERFORMANCE »b»
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Extending cross media campaigns through our “All Addressable” strategy

One target, three media

MEDIASET MEDIAMOND
AUDIO MEDIAMOND
play M EXCHANGE @

Benefits:

FREE TV WEB RADIO DIGITAL * Unique proposition in the

DEVICE a QD 04 ga 0 market

e Higher value for profiled

_ inventor
ADV FORMAT DISPLAY - VIDEO AU})“IAC:I;’:;I:PLL DISF;\II.:_\r(“\;:EDEO y
e Activation of small medium
TARGETS clients
AGE - GENDER

More relevant consumer

LOCALIZATION experience

INTEREST/PURCHASE INTENT/
VIEWING - LISTENING BEHAVIOURS

ANANRN
NN N

* More effective

? Advertising @ MEDIASET




RadioMediaset: broadcast, DAB and online

W, .
=McC radionorba

SPORT la radio del svd

Network

nnnnnn

RADIO

A MULTI PLATFORN OFFERING:
MEDIAMOND RADIO
I MORE PODCASTS AND NON

ON AIR | ON LINE | ON'FIELD | LINEAR PRODUCTS TO COME

ZRADIO  WEB RADIO EVENTS ') NON LINEAR RADIO REVENUE
BRANDS PODCASTS FESTWALS " CAGR 2019-2021: 15%

WEBSITES ‘CONCERTS" # |
4 C & INTERNATIONAL EXPANSION ON
Ed & > DIGITAL RADIO

HOME DEVICES APP LAUNCHED

-
-

-
AUDIENCE TARGET CONTENT

? Advertising




|I|' > l||l

MEDIAMOND
EXCHANGE

26,5 mio

monthly audio
sessions*

[ ] s8%
(L

¢ 2 6%

MEDIASET GROUP

RADIOMEDIASET

Audience

Targets

79 WEB RADIOS
FM Broadcast Brand extensions

- .m sEpE® WW
_% MADEINITALY  LOUNGE ROOM
o3 Q mm HARD RUCK RDCK
lY
o ' 2412
. sl ks m%g

MOMS ‘UY)  CLOTHES Q) wmoto
CARS "4 BEAUTY &
&/ MAKE-UP

FINANCE & &\ EITNESS &
BUSINESS A/ TRAVEL Y WELLNESS

GAMES

FASHION &
LUXURY &) ARREDAMENTO ‘R2) TECH

Source: internal monthly data march 2019, march 2019 * Active sessions above 1'minute listening ** PreRoll+MidRoll audio supply 15” spot.

Mediamond confidential

? Advertising
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2019-2021 | An extended 3D business model | Automation

ADVERTISERS

NON LINEAR RADIO

NON LINEAR TV

ALL ADDRESSABILITY

>
—
()]
L
O
Z
>
()]
<

LINEAR RADIO

AUDIENCE
TOTAL AUDIENCE

DIGITAL

/' LINEAR TV
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Automated buying: non linear programmatic advertising

2016 2018

Non linear revenues
% of Programmatic

Non linear revenues
% of Programmatic

20% 31%

Growing yoy 70% more than the
rest of the market

Spot Price +15-20% Spot Price +26%

Source: Internal data

? Advertising @ MEDIASET




Automated buying: non linear programmatic advertising

2021

Non linear revenues
Programmatic adv will grow with a CAGR of 16% % of Programmatic

35%
Wider client base and agency access

Higher yield on adv campaigns thanks to data

More flexible demand

Spot Price +10%

? Advertising @ MEDIASET




2019-2021 | An extended 3D business model | International

ADVERTISERS

NON LINEAR RADIO

NON LINEAR TV
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ADVANCED TV

LINEAR RADIO

AUDIENCE
TOTAL AUDIENCE

DIGITAL

LINEAR TV N
/ v
>

&3¢ MEDIASET
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MEDIASET GROUP

PUBLIEUROPE
T
N 7

International saleshouse representing 2

Mediaset, Mediaset Espana, ProSieben, @ﬁﬁéfiEUROPE
TF1, MTG and others

E DS sy
Established in 2000 20's
25+ staff in 5 coutries 3 PUBLIEUROPE
202 Advertisers EB)’
61 New advertisers 2018 I A
¥ PUBLIEUROPE

EBX

EUROPEAN BROADCASTER EXCHAMNGE

Ll | G | A e |

EB}
A\ I

&2 BUBLITALIA 20

Pan European addressable broadcaster 2019 @MED'AMOND

v

video marketplace PUBLIESPANA EB>:

London office opened in 2018 EB)

. . rF 2N

JV between Mediaset, Mediaset Espana, o
Channel4, TF1 and ProSieben

15 global advertisers activated

40] @ Advertising &3¢ MEDIASET



Our road to addressability

Data
platform

All
generated
targets

CcTVv
I E
Formats

Digital
addressable
campaigns

Digital
radio

CTV video
formats

Dynamic
Creatives
(013"

DAl on
Broadcast

Blockchain
data
exchange

2016

2017

* Advertising

2018 2019

2020
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Mediaset | Content strategy in Free TV, Radio and Digital

e Strengthen FTA and Radio programming schedule through focus on own productions to
keep creating recurring "unmissable” appointments for the audience in the Italian market
¢ Increase Social and Digital attitude to support promotion and awareness

International monetization of “Mediaset Originals” through global distribution platforms in
order to finance part of the investments

Own and

local

+ Video and audio content @ MEDMSET




Own and local content | The key differentiating element going forward

Audience Share, FTA GRPs, FTA

Note: Comparison between an average episode of “Isola del Famosi”, “Amici” and an average Film of the last season

Source: Auditel, Spring 2018

Y + Video and audio content % MEDIASET

21%

12%

)




Mediaset | Content strategy in Free TV, Radio and Digital

e Strengthen FTA and Radio programming schedule through focus on own productions to
keep creating recurring "unmissable” appointments for the audience in the Italian market
¢ Increase Social and Digital attitude to support promotion and awareness

e International monetization of “Mediaset Originals” through global distribution platforms in
order to finance part of the investments

Own and

local

Change in * Increase weight of own and exclusive local content
Mix in » Decrease investments on low-return content and rights acquisitions
FTA e Extract maximum value from library content and Mediaset Originals

+ Video and audio content @ MEDIASET




Change in mix | Stronger schedule, better economics

US cinema and series Decreasing returns of FTA/ Smart sourcing

Unscripted Areas of excellence: to be further strengthened

Info News

Areas of excellence: to be further strengthened

Hard News Focus on productivity

Relative Value in Linear

Scripted Originals *’a‘iuun UENTIRE NS Renewed combination of formats and genres

VARVAR "I W

ey
. H B! *
Calcio UCL / National League it

cHAMEioN

Opportunistic approach

+ Video and audio content @ MEDIASET




Mediaset | Content strategy in Free TV, Radio and Digital

e Strengthen FTA and Radio programming schedule through focus on own productions to
keep creating recurring "unmissable” appointments for the audience in the Italian market
¢ Increase Social and Digital attitude to support promotion and awareness

e International monetization of “Mediaset Originals” through global distribution platforms in
order to finance part of the investments

Own and

local

Change in * Increase weight of own and exclusive local content
Mix in » Decrease investments on low-return content and rights acquisitions
FTA e Extract maximum value from library content and Mediaset Originals

e Full exploitation in digital of FTA content and TV brands
e Data-driven production and recommendation of digital content
¢ Manage the “Online first” content space through Studio 71 Italian OpCo

+ Video and audio content @ MEDIASET




Digital | Increased focus on own Properties' potential in the digital space

Mediaset TV properties,
Non-linear views this season (Mio)

Source: Nielsen data, internal elaboration

+ Video and audio content

Amici, Social Networks 2018

n 2.5M Page likes
u Up to 963k followers

'@l 2M followers

¥

Over 62M interactions

on social networks

&3¢ MEDIASET




Mediaset | Content strategy in Free TV, Radio and Digital

e Strengthen FTA and Radio programming schedule through focus on own productions to
keep creating recurring "unmissable” appointments for the audience in the Italian market
Increase Social and Digital attitude to support promotion and awareness

International monetization of “Mediaset Originals” through global distribution platforms in
order to finance part of the investments

Own and .
local .

Change in * Increase weight of own and exclusive local content
Mix in » Decrease investments on low-return content and rights acquisitions
FTA e Extract maximum value from library content and Mediaset Originals

e Full exploitation in digital of FTA content and TV brands
e Data-driven production and recommendation of digital content
¢ Manage the “Online first” content space through Studio 71 Italian OpCo

* Focus on local Italian Radio Star

* Branded Linear TV music Channels

 Full exploitation of brands cross media promotions
 Digital Radio

* [talian music Talents management

« Social and Digital to support promotion and awareness

+ Video and audio content
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Radio | Exploiting effectiveness re-focusing on the most successful formats

Audience Share, AQH RADIO GRPs X 1 SPOT, Radio

@ @ o,

1.6
. 12.3
Audience Share
AQH 105
(06:00-24:00)
8.2 -
. 0.8

Music Programme Entertaiment Programme i .
(105 Mi Casa, 105 Trap, (Tutto esaurito Music Programme Entertaiment Programme
105 Friends) Lo Zoo di 105)’ (105 Mi Casa, 105 Trap, (Tutto esaurito,
105 Friends) Lo Zoo di 105)

ol (o Co. U o

Note: Comparison between an average episode of “Lo Zoo di 105” and “Tutto Esaurito” and an average Music Programme of the last season
Source: RADIO TER, 2018 (Monday - Friday)

50| + Video and audio content % MEDIASET




Radio | Digital communities on Social Networks

Mediaset Radio properties, Mediaset Radio properties,
Fanbase per Station Fanbase per Social Media

g n .

RADIO

u 1.65M
= ] 591k
T F ©

CARLD
Bl =

Source: Internal data

Over 5.7 M fans

on social networks

+ Video and audio content
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Mediaset | Channel and Content Distribution Strategy

Linear + Linear channels: DTT managed directly, SAT and IP through distribution/retransmission agreements
DTT, SAT, * HD upgrade for all Linear channels
P + Linear Channel distribution extensions

« Syndication agreements

* Upgrade to HD

* YT only for promotion and Branding

* Development of non linear “Audio” player

Pay
Linear
Channels

 Distribution agreements for all the platforms (SAT and DTT already
implemented, IP to be evaluated)

+ Distribution, User Experience and Data @ MEDIASET



Mediaset | New User Experience and Data management

UX — * Improve linear audience through effective and target-oriented management of a portfolio of Channels
Linear (recent acquisition LCN 66, negotiation LCN 55)
Channel « Channels portfolio reorganizations to protect unguarded areas (Doc&Fact - Focus, Male 25-54yrs —“20”)

UX — « Launch of “Mediaset Play” the new platform able to provide a state-of-the-art
Personal experience to all AVOD users (comparable to the one offered on SVOD Infinity)
devices + Main features: Catch up, live streaming, “digital first” content offer, etc.

* Mediaset Play platform launched also on smart TV: an interactive service
providing a seamless UX for TV viewers across linear and non—linear content

* Main features: Catch up, Restart, “digital first” content, usage data
consumption from TV sets, etc.

» Creation of a Corporate DB ( 7.2 millions actionable user
profiles) — GDPR compliant

« Management of a Digital Metadata Library

* Integrated system of Business Intelligence

+ Distribution, User Experience and Data @ MEDIASET



New User Experience | Mediaset Play: a State-of-the-art Platform

A new platform for the ad-based digital offer mE?’ASET

Enabling a best-in-class User Experience on all devices, -”] l: I:I
included Smart Tv Etl =

Leveraging the experience in SVOD platform to create an . r . U
integrated “customer journey” (free, freemium, SVOD/TVOD) wninnJ

+ Distribution, User Experience and Data




Mediaset Digital Transformation Ecosystem

PAY +N}EDIASET
LIGHT pay

FREE MEDIASET
play

+ Distribution, User Experience and Data

TVOD and SVOD

Full access to Infinity Library
No ADV

Full VAS

“Mediaset Presents”, a curated offer of Mediaset
library programmes and content

“Infinity Presents”, a selection of Infinity library
TVOD

Limited adv airtime

Mid VAS

AVOD

Full access to library

Full episode and snack catch up
Same adv airtime as TV
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End-to-end review of operating model to reap the benefits of a
focused & tech-enabled organization

Business model Tech-enabled business model & way of working review

Simplification

Organization and Structure .
Optimization

Optimization of broadcasting capabilities
Tech-enabled Corporate procurement review

Production, logistics and sourcing

+ Organization & Process @ MED'MSET
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Mediaset | Mid-term guidelines at glance

¢ Adv market share objective achieved 2 years in advance, to be consolidated in next 2-3 years
Advertising e Successful implementation of Cross Media approach, with potential for further growth
e Cross Media approach extended to the “next level” of All Addressable Adv, powered by Ad Tech

¢ Renewed focus on own, high quality, local content
Video & e Improved TV schedule through smart change in content mix
audio e Full exploitation of the FTA contents and brands in digital
content » Exploiting the value of radio properties through a Cross Media approach and digital
extension

Completed Mediaset Premium digital transformation

Exploiting Mediaset FTA and Pay TV channels value on all the platforms
Renewed User Experience on digital platforms

Redefinition of a brand new digital ecosystem

Distribution,
UX and data

- * Business model review
O;ga“'zatm“ « Organization redesign
process « Tech-based ops improvement

‘ Final remarks

&3¢ MEDIASET
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Strategic update on mid-term guidelines

London, March 13th, 2019



