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Media Rate Card

TV Prime time (7-9am & 10pm-2am) €800 // Off Prime €400

Facebook 1x post a day €1000 (500.000 impressions)

Google+ 1x post a day €1000 (500.000 impressions)

VOD:
Pre-rolls per 1 million impressions €30.000

Overlay per 1 million impressions €15.000




Media Package

2 Month Campaign - €500.000
793 TV spots (13 a day) (5x €400 / 8x €800 = €512.400)
1 million VOD impressions (500.000 pre-rolls €15.000 & 500.000 overlays €7.500 = €22.500)
60 Facebook posts (€60.000)
60 Google+ posts (€60.000)
Package original worth: €654.900

4 Month Campaign - €1.000.000
1586 TV spots (13 a day) (5x €400 / 8x €800 = €1.024.800)
2.4 million VOD impressions (1.2 million pre-rolls €36.000 & 1.2 million overlays €18.000 = €54.000)
144 Facebook posts (€144.000)
144 Google+ posts (€144.000)
Package original worth: €1.366.800
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Rate Card for 30 Seconds

Europe/CIS/Middle- €600 €600 €400

East/Africa

North/South America €400 €400 €300

Asia €800 €800 €600

Global Total €1800 €1800 €1300
Discount if global €900 €900 €650
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TV Campaign Reach according to reach figures of
FashionTV

1 Week 1 Month 3 Month
Europe 123 million 3.936.000 8.659.200 17.220.000
CIS 62 million 1.984.000 4.364.800 8.680.000
Asia 230 million 7.360.000 16.192.000 32.200.000
Middle East 33 million 1.056.000 2.323.200 4.620.000
Africa 11 million 352.000 774.400 1.540.000
Oceania 4 million 128.000 281.600 560.000
South America 2 million 64.000 140.800 280.000
North America 5 million 160.000 352.000 700.000
Total 470 million 15.040.000 33.088.000 65.800.000
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FashionTV TV Distribution number of
Households
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24/7 TELEVISION NETWORK

. TV: 7 MILLION PUBLIC PLACES
FashionTV
TV: 500 MILLION HOUSEHOLDS

FOCUSED EXCLUSIVELY ON FASHION,
BIGGEST FASHION LIFESTYLE PROGRAM BEAUTY, TRENDS

GOOGLE+: 3.9 MILLION LIKES FACEBOOK: 4.7+ MILLION LIKES
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FashionTV Demographics

Male %

Age Female %
13-17 2.2
18-24 9.3
25-34 5.5
35-44 1.8
45-54 1
55-64 N/A

65+ N/A

Well-off, technophile, globetrotters, trendy and ad-aware

Early adopters, opinion leaders, models, fashion stars

and fashion professionals
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Income Demographics

fashiontv audience

Income
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Customer Evolution In Fashiontv's Media Mix

similarincome bracket as news

ADDITIONAL AUDIENCE
GAINED BY INCLUDING
FASHIONTV IN
A MEDIA MIX

Customar Evolution
in traditlonsl medis mix

Y

age I Much younger audience tham news

In comparison to other TV channels, FTV viewers are:

More affluent, older and of higher-education than music channel viewers
Younger than news channel viewers but fall into a similarly high income bracket
Younger than viewer of sports channels but with a higher disposable income



Viewership Distribution by hours of
the day and days of the week
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FashionTV Audience Structure
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Women

More women watch FashionTV during the day. Program More men watch FashionTV during the night. Program is
is fitted to their tastes — more model talk, more hair and fitted to their tastes — more swimwear
makeup, more fashion
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Households
in millions

I
e _

Views of FashionTV Households vs Time of Day
(based on local time)

. Female views

/

7
7-9 am Midnight Time of Day
Based on Local time.
Daytime 75% from 7am — 9pm are mostly women watching. Women viewing remains constant during day and night.
Number of men viewing FashionTV increases from 9pm, reaching peak at midnight.
Two prime times 7-9am and 10pm —2am




SFR Graph showing FashionTV on 16.07.2013,
on 16.07.2014 and on 15.06.2015
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mhigitime Courbes d'usages Fashion TV 2

Taux moyen d'usages

SFR Graph
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SFR Graph
showing
Market Share
of FashionTV
compared to
other Top
European
Channels
05/06/2015
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Digitime & FashionTV

Higitime Definitions

Average audience ratings (Rat%) : Percentage of households viewing a determined
event/channel with reference to total households equiped with SFR Neufbox TV.

Audience share (Shr%) : Percentage of households viewing a determined
event/channel with reference to the percentage of households watching TV.

Reach rate (Rch%) : Percentage of households in contact with a determined
event/channel with reference to the total households equiped with SFR Neufbox TV
without counting twice the same viewer.

Sourcs : Dioftime. tous dmits résenes
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Eigitime

Indicators of performances

Result in average per weeks.
Result in audience share and audience rating of Fashion TV during June 2014 and June 2015 compared its

competitors.

Evolution of results of Fashion TV on average of June 2015 compared to its competitors.
Evolution of results on average time spent (ATS).

A. Consumption of TNT channels and Premium bouquets by the various targets
B. Consumption of “Sports + cinema et jeunesse musique” channels by the various targets
C. Consumption of “Art de vivre et Découverte” channels by the various targets
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Aigitime

Results in average per weeks : From June 2th until June 23st

1dience share of Fashion TV has improved since the beginning of June 2015. The maximal audience share
:cured on week 09/06.
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Audience share and audience rating of Fashion TV during

Eigitime

June 2014* and June 2015* compared to its competitors.

Fashion TV is one of the two channel in progression between 2014 and 2015. Fashion TV has the fourth
best record viewer for June 2015. The channel E! distances itself from one’s other competitors for this

month.
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Indicators of performances

@lmttme Evolution of results on average of June 2015 compared one’s
competitors —Fashion TV

‘ashion TV has also the 4" best results in average audience share.

% Performances of Fashion TV and her competitors on average of June, 2015
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@1mnmg Evolution of results on average time spent — Fashion TV in

average in June, 2015.

The viewers of Fashion TV are watching the channel in average 45 minutes per day. That is lower then
for many competitors, because the channel attracts more occasional viewers.

Hh:mm:ss
01:40:48 -

01:26:24 -

01:12:00 -

00:57:36 -

)
3
&
&

&«

01:14:48
01:05:17
00:51:28 00:53:04

00:45:38

00:43:12 4 00:40:11
00:27:52
00:28:48 -
00:14:24 I
00:00:00 - T T T T T T T T T
Y s, o
c\c\ & @ & s ‘\pr

Average time spent on June, 2015 for Fashion TV compared to its
competitors at the threshold of 1 consecutive minute

012904 pq-2713 01:22:15

)
ES K @»‘

20 4



A. Consumption of TNT channels and Premium bouquets by

Eigitime the various targets

The occasional and the regular viewers of Fashion TV have a grater affinity with the information channels and with RMC Découverte (
1discovery channel) and Arte (a documentary channel for well educated people). = It is the higher socio professional category that
s watching Fashion TV.

imong the premium channels, the information channel TVSMonde is being watched, and E!. This confirms that higher socio
rofessional category is watching Fashion TV.

Ranking of the historic channel and TNT channel as well as the Premium bouquets the most considered by the
TNT channels various targets the week of June 15th. Premium channels

Affinités Affinités
Occasionnels |Réguliers Occasionnels |Reguliers
RMC Découverte 1,26 1,19 0OCS Géanis 1,25] 0,91
Numéro 23 0,93 1,19 OCS Choc 1,16 0.76
6Ter 0,94 0,80 OCS City 1,51 0,89
L"Equipe 21 1,36 1,21 OCS Max 0,81 1,52
France 6 1,10 1,02 Canak Cinéma 1,18 1,51
HD1. 0,75 0,86 Canal+ Sport 1,24 1,07
‘;‘;’ ‘1"‘15; [1]’?2 Canalt Series 1,36 1.24]  Indication of affinity
== 1-33 1‘36 Canak+ Famity 0,83 1,13 = Audience share
o 1.37 1:33 Canal+ Décalé 1,53 1,19 target (regular or
- - Canal+ HD 1,17 1,46 occasionnal)/
FEIEE 0.95 0.85 Canal+ a la demande| 0.00] 0,06 ;
LCP-AN PUBLIC SENAT [1 21 0,89 — 0-75 4,03 Audience share of all
== 077 0.68 e — 1,49 Neufbox TV
NT1 0,86 0,83
= 078 0.68 ;‘f’r‘iﬁg 1,12 0.95]  Pperiod = Week 25
France 2 0,86 0,81 1,41 e from June 15th till
France 3 0.79 0.69 e 1,12 1,01 June 21st - 2015
Canal+ 0,98 1,03 Game One +1 1,14 1.11
France 5 1,07 0,97 TV5 Monde 2,04 2.37
5 0.71 0,62 IREIERT 178 0.57
Arte 1,21 1,24 AB1 1,47 0,96
D& 0,96 0,95 MCM 223 0.70
Wa 0,90 0.72 Vivoita 0,00] 0,00
™C 0.79 0.84 B 3.93 2.04

Requlars : TV viewers of Fashion TV who has been watching between once time the channel from June 15th till June 21st | for 10 consecutive minutes
Occasionals : TV viewers of Fashion TV who has been watching between 1 and 6 times the channel from June 15th till June 21st, for 10 consecufive minutes




Eligitime

channels by the various targets

B. Consumption of “Sports + cinema et jeunesse musique”

Fuel TV and Golf channel have a great affinity with the viewers of Fashion TV - The viewers of Fashion TV are in the higher socio
professional category and more male. The youth channel have very few affinities with the viewers of Fashion TV = The viewers of
Fashion TV are working, with no children. Just4Talent, Clubbing Tv and Be Black are the TV channel with the more affinity.

Ranking of the sports + cinema et jeunesse musique channels the most considered by the various targets the week of June 15th.

Sport channels

Youth & m

1sic channels

Affinités

QOccasionnels | Reéguliers

Afinités
QOccasionnels |Réguliers
Lo 2,54 2,15
France 24 2,68 1,45
BFMV Business 217 2,90
LCP-AN PUBLIC SENAT 1.21 0,89
LCP-AN 24/24 1,01 1,51
Fublic S&nat 1,79 2,20
Burcnew s 2,03 1,67
Equidia Live 1.21 1.48
Equidia Life 1,37 0,56
sport 265 3,22 0,94
Eurosport 0,00 0,00
Eurosport 2 0,00 0,00
AE Moteurs 1,50 2,20
Trace Sport Stars 1.02 3.07
Fuel TV 5,93 9,65
Golf Channel 2,06 8,21
Nautical 0,97] 3.56
Girondins TV 0,08 3,62
Pass cinéma 0,00 0,00
Paramount 1,66 1,76
TCMch101 1,90 1,38
BEurochannel 5,16 4,94
Sundance 3,87 3,62
Ciné Famiz 1.52 2,16
Ciné Classict 227 2.56
Giné Glub+ 2 45 5,23
Action 1,81 1,94
‘Ciné Polar 1,75 1,65
Giné FX 2.22] 1,54
Barker Universcing 277 12,34
MG Boutique & Co 2,89 2,08
TEK TV SHOP 4,39 5,01
Best of Shopping 4,04 2,61

Dokeo TV 1,22 0,46
Disney Channel 0,89 0,70
Disney Channel +1 0,93 0,71
Disney channel avant premiére 0,00 0,00
Télétoon + 0,69 1,54
Boomerang 0,80 0,72
Boomerang+1 0,85 1,24
Baoing 0,87 1,43
Prwi+ 0,85 0,71
Baby TV 0,17 0,27
Gong Base 6,07 8,42
GONG 3,74 0,82
Mangas 1,01 0,87
KZ TV 2,80 0,07
B Music Hits 0,84 1,23
N Hits 1,10 0,98
SFR Live Concerts 0,00 0,00
JustdTalent 3,55 8,03
Clubbing TV 4,53 5,63
Game one Music HD 4,95 0,92
OFve TV 4,56 7,22
L'ENORME TV 3,60 3,76
BeBlack 2,86 6,10
i-concerts 4,80 0,87
MCM TOP 2,19 3,46
Trace Urban 1,42 0,81
Trace Tropical 1.65 2,61
Mezzo 2,01 1,40
Brava TV HD 2,93 0,16
VHI1 0,36 0,31
VH1 Classic 24,50 0,00

4

Requlars : TV viewers of Fashion TV who has been watching between once time the channel from June 15th fill June 21st , for 10 consecutive minutes
Occasionals : TV viewers of Fashion TV who has been watching between 1 and 6 times the channel from June 15th till June 21st, for 10 consecutive minutes

Indication of affinity
= Audience share
target (regular or

occasionnal)/
Audience share of all
Neufbox TV

Period = Week 25
from June 15th till
June 21st - 2015

22



C. Consumption of “Art de vivre et Découverte” channels by

@igitime :
the various targets

The art of living and discovery channel have great afinity with the viewers of Fashion TV, in peticular Luxe TV HD.

Ranking of the Art de vivre et Découverte channels the most considered by the various targets the week of June 15th.
Ranking by decreasing affinity.

Art of living and discovery channels

Affinites
Occasionnels|Réguliers

Quatch TV 13,68 12,58
e P 27,69 39,21 Indication of affinity
Men's U TV 19,55 36,92 = Audience share
Lucky Jack 4,80 3,59 target (regular or
GINX 6,43 13,87 ‘_:u:,c.‘,a'asir.nnnal]uf
Souvenirs From Earth 50,48 72,62 Auc":;;ﬁbs;’:r_revﬁ all
Astro Center 9,05 11,10
Télévision Numérique Alternative 32,33 51,03 Period = Week 25
Fshion TV S W e
Daitymotion
KTO 1,53
Montagne TV 1,78 3,01
Campagnes TV 4,05 4,43
TV8 Mont-Blanc 2,03 3,05

Regulars - TV viewers of Fashion TV who has been watching between once time the channel from June 15th till June 21st , for 10 consecutive minutes

Occasionals : TV viewers of Fashion TV who has been watching between 1 and 6 times the channel from June 15th till June 21st, for 10 consecutive minutes




Channel Rating FashionTV Sky Vision

TOP 10 PROGRAM WEEK 1522

No Description (grouped) Average Number of Audience  (r) TVR Share
1 FASHION 4 NIGHT 36 001 0111
2 FASHION BREAKFAST 12 0 0,04
3 SPECIAL WEEKEND 6 0 0,01
4 FASHION REVIEW 8 0 0,01
5 TOP PHOTOSHOOTS 4 0 0,01
6 FASHION NEWS 2 0 0
7 BEST OF FASHION 2 0 0
8 SWIMWEAR 0 0 0
CHANNEL SHARE SUMMARY
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European Media Survey of reach of top 20 percent income
earners — about 45 million homes 2010-2013

—
F—p . Gk - 2010 Reach 2013 Reach Total Reach Growth (2010 to 2013)

Pan-European TV Weekly Monthly Weekly Monthly Weekly Growth Monthly Growth

@ f as 1-1 iontv 1,90 4,30 3,20 7,04 68,42% 63,72%
B | B | 12,6 25,8 11,4 25,08 -9,52% -2,79%
B I oom b erg 5,2 10,5 4,1 9,02 -21,15% -14,10%

European Media
Survey (EMS) shows
the comparisons study
of growth of reach ] s 28 168 3496 0,09% 6 59%
from 2010 to 2013 Deutsche| g 36 17 372 13,33% 3,80%

5.8 13,6 54 11,88 -6,90% -12,65%

with gFOWth above 2.1 44 3.2 7.04 52,38% 60,00%
60% in comparison to 16 21,8 1 238 -12,50% -14,39%
top other TV Emm——emr] e 2 w036 osT 7%
Channels. 3,2 6,5 3,5 7,7 9,37% 18,46%

0,6 1,4 1,7 3,74 183,33% 167,14%

14,8 25 16,1 35,42 8,78% 41,68%
I rave a3 9,5 6,6 14,52 53,49% 53,849
5.8 10,6 3,6 7,92 37,93% _25,28%
|
11/06 |




EMS Report — European Media Survey of Top 20% Income
earners in West and East Europe (45 million people) 2013

e_ﬁ\ . — 2013
Pan-European TV Weekly reach Monthly reach 3 Month reach

Tfashiontv 320 7,04 14,08
= | = 11,4 25,08 50,16
Bloomberg 41 5,02 18,04
e 5,4 11,88 23,76
< IiNY 16,8 34,96 69,92
@ Rentsche 1,7 3,74 7,48
3,2 7,04 14,08
14 23,8 47,6
25,6 40,96 81,92
35 77 15,4
1,7 3,74 7,48
16,1 35,42 70,84
6,6 14,52 29,04
36 7,92 15,84




FashionTV New Media

FashionTV is a New Media leader, with a highly trafficked and expansive digital reach that includes
FTV.com (1 mil visitors per month), a Facebook page (3.7+ million fans), Google+ (3.5+ million fans) and more.

In the top 300 media online.
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Search Facebook Q

1 p O St O nto F a S h i O n TV Page Messages Notifications Insights Publishing Tools Export Settings Help ~
Fa C e b O 0 k b ri n g S 5 O O ‘ 0 0 O Your Fans  People Reached  People Engaged
impressions

30%
Women 22%
W 68% Your 46% Al 6% 6%
Fans Facebook _ - 2% 0.549% 0.886%
25-34 35-44
. T
%

facebook.

1317 1824 4554 5584 85+

4.7+ Million likes on Facebook - Facebook shows Men — BN

B 32% vour 54% Al

more female likes (women 68% male 32%)

19 0.3% 0.487%

Country Your Fans City Your Fans Language Your Fans

The graph shows that women are mostly aged from idia wase | | Toilsl Georga sei2 | | Englen(us) e
18_24 and 25 to 35 Philippines 188,854 Tehran, Tehran Province, | 79,703 English (UK) 365,602

Iran 166,441 Cairo, Cairo Governorate, ... 61,380 French (France) 219,046
R . % Indonesia 150,061 New Delhi, Delni, India 42,324 Spanish 161,201

M h lar age group
e n a re I n t e SI m I a r a e ro u United States of America 146,552 Ulaanbaatar, Ulan Bator, ... 40,880 Arabic 139,328
Pakistan 129,903 Bangkok, Thailand 40,180 Indonesian 106,528

India is the forefront runner, and USA highest in Eom 22229 Vargon, Wy
number Of fa ns |n com pa rlson to its population Romania 112,075 | Lahore, Punjab, Pakistan 38,500 Vietnamese 73,124

Georgia 108,750 Jakarta, Indonesia 36,074 Russian 71,748

htt p ://WWW. fa Ce bo O k A co m/ FTV Vietnam 86,499 Dhaka, Dhaka Division, B. 34,727 Polish 68,417

See More
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http://www.facebook.com/FTV

FashionTV &

FashionTV o Like
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Graph displaying exponential growth on Facebook
20 10'2015 FashionTV Facebook

6.000.000 -

5.000.000 J.»dﬂﬂﬂﬂﬂﬂ

4.000.000

3.000.000 - i
== FashionTV Facebook

== 2015 Prediction

Facebook Likes

2.000.000 -

1.000.000 -

T T T T T
2010 2011 2012 2013 2014 2015

Years

11/06/2017



Campaign on Facebook — 3.7 million + Fans

Message & ~

VIEWER CLICKS ON ONE OF THE ABOVE FACEBOOK OPTIONS AND IS TAKEN TO:

S




| 1 post on FashionTV Google+ brings
Goc ’g[€+ 500.000 impressions
Google+ = :

N o

O v <

%p'

o

FashionTV

wwe ey v ©

Fovin

FTV Google+ page has been joined by more than 3.5+ million users, growing over 100,000 a month.

It is number 24 most popular G+ sites worldwide.

The page provides plenty of links to interesting articles and videos connected with fashion industry.
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Campaign on Google+ 3.5 million fans

VIEWER CLICKS ON ONE OF THE ABOVE GOOGLE+ OPTIONS AND IS TAKEN TO:

i




<Pfashiontvvod

NEW
SIGN IN
MY FAVOURITES

PHOTOGRAPHERS
TOP MODELS

TOP DESIGNERS
CATEGORIES
HIGHLIGHTS

OPTIONS
DISPLAY i 2
FASHION HOME TITLE: GENERIC MOVIE STORY: Lorem ipsum dolor sit amet, consectetur

T adipisicing elit, sed do eiusmod tempor
DURATICH 24 fiolks incididunt ut labore et dolore magna aliqua...
RATING: 9/10

11/06/2017
¥ GO BACK TO GRID VIEW



More Options such as Parties at the FashionTV Café Vienna,
Fashlon Shows and Model awards are ava|lable upon, reuest

yaly
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MORE FASHIONTV PRODUCTS
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Why Advertise on FashionTV New Media

FashionTV has a growing scale of online activities :

Facebook (4.7+ million fans): http://www.facebook.com/FashionTV

Google Plus (3.9+ million fans): https://plus.google.com/+FashionTV/posts

Twitter: http://twitter.com/#!/fashiontv

Vk.com: http://vk.com/fashiontv

Website: 1 million monthly users http://www.fashiontv.com/

Own VOD Platform under development
With many mobile, tablets and smart TV applications.

For more information: http://www.fashiontv.com/
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http://www.facebook.com/FashionTV
https://plus.google.com/+FashionTV/posts
http://twitter.com/
http://vk.com/fashiontv
http://www.fashiontv.com/
http://www.fashiontv.com/everywhere/

CONTACT

For more information and other opportunities please contact:

Maria

maria@ftv.com
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