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FashionTV TV Distribution number of
Households




24/7 TELEVISION NETWORK

FaShIOnTV TV: 7 MILLION PUBLIC PLACES

TV: 500 MILLION HOUSEHOLDS
FOCUSED EXCLUSIVELY ON FASHION,

BIGGEST FASHION LIFESTYLE PROGRAM BEAUTY, TRENDS

GOOGLE+: 3.8 MILLION LIKES FACEBOOK: 4+ MILLION LIKES




FashionTV Demographics
~ Sex/AgeDemographics Income Demographics

(o) [o) . -
Age Female% Male% fashiontv audience
13_17 2 ° 2 1 : 3 Fy Customer Evolution In Fashiontv's Media Mix
18'24 9-3 20 X similarincome bracket as news X
25-34 5.5 29 ADDITIONAL AUDIENCE
GAINED BY INCLUDING
FASHIONTV IN |
35-44 1.8 14 g| Ameommn i
I
o
w
|
45-54 1 8.8 = |
|
55-64 N/A 4.7 :
[
65+ N/A 2.2 St |
| 1 .
Well-off, technophile, globetrotters, trendy andad-aware age !_ Much youngeraudience than news J| 4
Early adopters, opinion leaders, models, fashion stars In comparison to other TV channels, FTV viewersare:
and fashionprofessionals 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

80%
70%
60%
50%
40%
30%
20%
10%

0%

Men

Women

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




Households
inmillions

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

. Totalviews
. Male views

. Femaleviews

/

e
7-9am Midnight Time of Day
Based on Localtime.
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 16.07.2015,
on 16.07.2016 and on15.06.2017

cligittme Courbes d'usages Fashion TV
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FashionTV Ratings have
increased by over 30% since .
2015, a French survey by SFR ‘M
NeufBox Shows. SFR provides o F.l| “;\
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ligitime Courbes d'usages Fashion TV 2
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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.

Source : Digime. tous dmits résenis
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Digitime FashionTV Summary

e igitime Summary

Indicators of performances

Result in average per weeks.
Result in audience share and audience rating of Fashion TV during June 2016 and June 2017 compared its

competitors.

Evolution of results of Fashion TV on average of June 2017 compared to its competitors.
Eveolution 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

S



digitime

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

Audience share of Fashion TV has improved since the beginning of June 2017. The maximal audience share
occured on week 09/06,
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r Audience share and audience rating of Fashion TV durin
Eigitime 2 9

June 2016* and June 2017* compared to its competitors.

Fashion TV is one of the two channel in progression between 2016 and 2017, Fashion TV has the fourth
best record viewer for June 2017, The channel E! distances itself from one's other competitors for this

manth.
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Indicators of performances

@imtimt Evolution of results on average of June 2017 compared one’s
competitors —Fashion TV

Fashion TV has also the 4 best results in average audience share.

% Performances of Fashion TV and her competitors on average of June, 2017
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@[mt[m Evolution of results on average time spent — Fashion TV in

average in June, 2017.

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.,

Average time spent on June, 2017 for Fashion TV compared to its
Hhmimss competitors at the threshold of 1 consecutive minute
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A. Consumption of TNT channels and Premium bouquets by

migitinme the various targets

The cccasional and the regular viewers of Fashion TV have a grater affinity with the information channels and with RMC Découverbe {
a discovery channel) and Arte {a documentary channel for well educated people). 3 It is the higher socio professional categaory that
i watehing Fashion TV,

Amang the premlum channels, the information channel TVSMonde I3 being watched, and E!. This conflrms that higher socio
professional category iz watching Fashion TV,

Ranking of the historle channel and TNT channel as well as the Premium bouguets the most considered by the

THT channels various targets the week of June 13th, Premium ¢hannels

AfToies | Adfinités
Occasionnels liers Dccasionnels | Réquliers

FMG Dlbvounverin 126 1,19 OGS Geants, 1,25 0.91
Hurrire 23 0.53 115 oS o 146 0.76)
L 0.34 0.80 DG Gy 1.51 0.9
L Equipa 21 1,36 I[1.2 BT 0.8 1.52]
B 1.10 1,02 [ Canakr Grema 1,18 1.51
HOm 0,75
;: 1”5; - . Indication of affinity
PTEE .03 = Audience share
BRATV T aT— 1 target (regular or
France 4 0,95 occaslonnallf
LEF-ANPUBLC SERAT [ 21 Audience share of all
[H 077 Maufbox TV
KTl 0,86
TF1 0,78 Period = Weak 25
France 2 0,86 from June 13thtill
France 3 0,79 June 25th - 2017
Tanals 0,95

_ﬁ:n:n 5 1,07
[ .71

“Ane 1,21

| = 0,56
Wi 0,90
THME 0,79 0,84 B C 3,93 204

Baguiars | T viewers of Fashion TV whi s been walching beswesn once Bmi the charmed bom Suns 15th 80 June 256 | a0 10 consecutivg mnubes
Jecasionals | T viawers of Fashion TV wha has bocn walching befween 1 and 6 limes the channel &om Suns 15h B8 June 2565, fo0 10 conseostve minutes




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

Eigitime

channels by the various targets

Fuel TV and Golf channel have a great affinity with the viewers of Fashlon TV < The viewers of Fashion TV are In the higher socle
professional category and more male, The youth channel have very few affinitiez with the viewers of Fashion TV =* The viewers of
Fashion TV are working, with no children. JustdTalent, Clubbing Tv and Be Black are the TV channal with the more affinity.

Ranking of the Sports + cinéma #f jéundsse musique channels the most considersd by the various targets the wesk of Juns 15th,

Sport channels Affinitbs

Afnitds [Cccasionns [Réguiiers |
Ccasionnels | Repuers | S :
L 254 215, i) 1,22] 0,46
Frores 24 Z.58 1 R R 0,89 0.70
z

Indication of affinit
= Audience share
target (regular or

gccasionnal)l
Audience share of a

] Meuflkox TV
“ 5
!.l.igl 4 Sk o PoLraes HLH 4,55 [EF] Period = Weak 25
Turedance 3,87 3,62 s :ww ‘;ﬁ T‘ﬁ from June193th till
S Fars 1,52 2,16 : = June 25th - 2017
Fr 337 2,585 [ Detinck 2,85 & 10
Gl ke 3 A% (] Lo, 4,80 0,87
it et 163 MCWATCR 2.19 348
e 175 = Trace Lrban 1,43 0,8
T FRr] £ Trace Tropscal 1,65 26
[ Barker Unfvorscind 277 HeEss 2,01 1,310
% Boutce & Co ) 2 0 Brarea T HD 2,00 | I
| T T e a, f:ﬁ{' WM
| Bt o Shopren 4,04 P WHI Casak

Beaulars.: TV viewers of Fasheon TV whe Fas been walching betwesn once Bme the channed from June 95ih B June 2565, for 10 conseoutve minutes
Gccaslonals ; TV varwers of Fashion TV whe has been walching batwesn 1 and 6 tmes the channed from June 18dh 811 June 2568, for 10 consegutim mintes




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

I EREIEREN 6

The art of living and discovery channal have graat afinity with the viewears of Fashion TV, in peticular Luxe TV HD.

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

Art of living and discovery channels

Affindés
Qccasionnels| Reguliers

Ouatch TV 13,68 12,58
Luxe TV HD 27,65 39,21 Indication of affint
Men's ndication of affinity

LU 19,35 35,92 = Audience share
Lucky Jack 4,80 o target (regular or
G 6,43 13,87 accasionnal)/
SoUvenirs From Earth 50.48 7262 Aum:{i?f;;.;%uf all
Asire Center 2,05 11,10
Telévision Muménique Altemative Period = Week 26
Fachion Tv. fram June13th til

June 25th - 2017

Daiymotion
KTC
Montagne T
Carmpagnes TV
TVE Mont-Blanc

Regulars | TV viewers of Fashion TV who has been walching betwien once limée the channe fom Juns 1310 T Jung 2580, for 10 conseculive minutes
Oecasionals - TV viewers of Fashion TV wivd Das been wlching bebween 1 and 6 times the channed Trom June 1340 T June 2560, for 10 conseosive minses




Channel Rating FashionTV Sky Vision

TOP 10 PROGRAM WEEK 1722

No Description (grouped) Average Number ofAudience  (r)TVR Share
1 FASHION4NIGHT 36 0,01 0,11
2 FASHIONBREAKFAST 12 0 0,04
3 SPECIALWEEKEND 6 0 0,01
4 FASHIONREVIEW 8 0 0,01
5 TOPPHOTOSHOOTS 4 0 0,01
6 FASHIONNEWS 2 0 0
7 BESTOFFASHION 2 0 0
8 SWIMWEAR 0 0 0
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« Zoom Thématiques » STUDY
Canalsat and Cable Viewers as well as individuals connected by
ADSL - FashionTV Key figures K

29% of interviewed individuals know Fashion TV
Notoriety Vs 71% for CNN, 20% for Bloomberg et 1 7% for Luxe TV.
50% notoriety: men 25-49 years old

Among them, 21% TV -viewers
Of which 6% regular and 15% occasional viewers.

Viewing
Of Fashion TV mainly between 18h30 and 22h45

Satisfaction Averagg sa.tisfa.ctior? score 6;’;!.0.
47% of viewers give fashion TV a rating between 7 and 10.

Viewers who particularly enjoy Fashion and Fashion
Shows on the Network

R 87




<{E2-Notoriety of TV-Channels

Fashion TVis the second best known of tested Channels

Do your know the fellowing TV.Channels, if enly by name, even if you never watched them?

B Canalsar
rox TR 71y

W CableTy

mADSL

3% 347

N
wanty

Based on a wralef I 800 individials

M




@ Notoriété of Fashion TV

Do you know Fashion TV, if enly by name, even If you never watched it?

Individuals aged 15 and+ o ——————

Men .| 5%
Women

15-24years e 314
25-3dypears e 4} 15 Zoom : men aged 25-39
35-d4% pears I 5
sOand 50+ e 2

Ievcivaddiaal s C5P+
Individuals C5P-

S
400
33% 3TH
inactive individ,. EE——— 7T . .

Agglom. smaller 100 Qf() —e—————— 5% |
s auis 100000nb. e ChN  Fashion TvBleomberg Luxe TV

Bape rin 25 - 40piarie 264 indiidal

Region Parisienne
Horth

Sauth .
A TV Channel mostly known
Canalsat by men, in the age of 25-49
Cable by the active, by people living
ADSL vivant in the Paris area and by
subscribers of Canalsat,
Free
Crange Des hommes 25-49 ans
SFR connaissent  la chaine

Ausres | Fashion TV.




{32 Notoriety of TV networks: profile

Base Knaw know know know
total CNN Fashion TV Bloomberg Luxe TV

Base 1800ind.

_ 265ind. 544 ind. 395 ind. 336 ind.
men 46% - - - -
women 54% A 50% 5% P 68% T 65%

Age - S0% P 43% Y3 W o35%

S | | o o ol
25-34 12% ¥ 16% 22% 12 21%
35-49 27% 13% 1w 15% 14%
50and+ 1% sy P33y P aax P 30

40% W 20% 39% 27

Socio-professional catego
| 29%

i
1

Csp- 20% 35% 33% 49% 41%

Non active 41% 30% 355 W 22% 27%
Region - ¥ o35% Wo32% b2 T
e | e | e
North 43% 1‘ 24% 28% 33% 27%
South 36% 40% 40% Vo3 ¥ 38%
Size of agglomeration - 36% 32% 35% 35%
smaosooma 0 | x| (| ] g e
More than 100000 inhabitants 53% 44% W o41% b4 35% ¥ 3%

Type of subscription/TV connection - 56% P sox 65% T 63%
A e | (| o |
Cable TV 9% 24% 27% EPTT 24%
ADSL B67% 9% 11% 10% 'r 13%

67% ¥ 62% ¥ 58% 63%

** significant differences of 95% compared fo the total of subscribers 15 years and older interviewed




{32, Viewing habits - FashionTV

>

21% of TV viewers

or 6% of interviewees

79%of the individuals that know
Fashion TV are not TV Viewers

21% of individuals who know the Channel also watch it m
Could you tell me if, personally, you watch Fashion TV?
Every day or almost 1% 6% of regular TV
i viewers
i 4%
2-3 times/week o
Once/week "
. 15% of occasional TV
1-3 times/month e viewers
-l
Less often i
| only watched it once 1%
for a short moment
78%
Never g
YL Ow [—
M Basis:knows m
FashionTV Basis: total sample
100% =544 100% = 1800 individuals.

individuals.




@ Viewing habits- FashionTV

Could you tell me if ,personally, you watch Fashion TV?

Individuals 15 + SR 21%

Men  IEEEERI 15%
Women TR S 20%

g md -24 TR A

- agel5-24 18%
age 25-34 AN eR I 20%
age35-49  EEEINSKI 19%

moccasional TV ages0and + 17% 24%
viewers
CSP+ s T 2%
CSP-

individuals non-active

24%

21%

M

21% of individuals who know
the Channel also watch it
i.e. 6% of total interviewees.

f

If the Channel is better les
known by men, it is, in
contrary more consumed by
women, based on the
number of individuals who
know  Fashion TV. On the
other hand women watch
Fashion TV on a more regular
basis than men

T

©s ' fashiontv



{32 Viewing habits Fashion TV: profile

reqular TV
Total know viewers occasional TV
base FashionTv TV Viewers {caution: small base,) Viewers

Base 1800ind.
Gender et 22 ond

men 46%

Women 54% AN 57% 51% 37% 57%
e | | |

25-34 12% 22% 20% 27% 17%

35-49 27% P 16% 12% 18%

S50and + 41% " 33% 30% 23% 33%
Socio-professional catego - b 29% 34% 38% 33%
EE— [ [

CSP- 30% 33% 40% 19% 48%

Non-active 41% P3sx 32% 35% 30%
s 5 [ IO 2 O R I
T oo | |
North 43% A 28% 25% 12% 30%
South 36% 40% 44% N 63% 36%
Size of agglomeration - 3% 31% 24% 34%
e o B D I R I R B
More than100000 habitants 53% ¥ 41% 47% 55% 44%

* 59% 53% 45% 56%

Type of subscription/ TV cannection

24%
Cable TV 9% 27% 26% 26% 26%
ADSL 67% 11% 12% 13% 12%

¥ o62% 62% 61% 62%

ﬁ»,l. significant differences of 95% compared to the total of subscribers 15 vears and older interviewed




{E2 Viewing time

A TV Channel mainly watched between 18h30 and 22h45 m

Are you watching Fashion TV... ?

Before 9:00am marning 9:00-12 :00am  at lunchtime Afternoon 2 :00pm— 6:30pm - 8:30 pm 8:30 pm—10:45pm After 10:45 pm
12:00 am - 2pm 6:30 pm
. Total — WOTNEN — |\lan
Base 100% = 122 ind. Base 100% =64 ind. Base 100% = 58 ind.

20% of TV Viewers watch the Channel before lunch, 10% watch it between 12:00 am-2:00 pm 52% watch it
between 2:00 pm and 8:30 pmand47%in the evening after 8:30 pm.




{f*. satisfaction score M

You told me that you watch Fashion TV. Could you give us a satisfaction rating from 1to 10, 1 being the lowest rating, 10 the

highest.
The intermediary ratings allow you to give a more nuanced assessment.

Average rating (out of10):

Individus 15ans et + GG
g 42% i
11%
men I ; AT
Wornen N 1 P T
W TV-viewers
Base 100% = 122 ind.

Age 25-34 .5
52
Age 35-49 An average rating of 6, logically

Weswy0» Hlalis By maar iaoars GG

The rating of the Channel is higher

socio -prof+ [N - - with women than with men,and it is
_— 3 higher among the age group 15-24
socio-prof- NG - and among Canalsat subscribers
non-active N ¢
47% of TV Viewers rate Fashion TV
Canalsat [ between 7 and 10 10.They are 68%*

of regular TV Viewers..

Cable NG -
ADSL I

* caution, small base, numbers for reference

5.8 purposes only.

viewers base = 122 ind.




f:2. Themes

You told me to watch FASHION TV, what are the channels Themes that you like the most ?

Some verbatim: “the music” “the information™ - “the news” - “the’reports” “the documentaries” :
“the hotels™ “the events™ Quelques verbatim :

«lamusique»
«lesinformations »

« l'actualité »

«les reportages»

«lesdocumentaires»

«les hdtels»

«les soirées»

53% So%
28%
18 15%
S
fashion fashion shows hairstyles Make -up None other
W Toal W MEN o WOMEN
Viewer base - Base 100% = 122 ind. Base 100% = 58 ind. Base 100% = 64 ind.

FSHION AND FASHION SHOWS are appreciated by all TV-Viewers.
Hair styles and Make Up are less appreciated by men , but they still remain appreciated by FashionTV viewers.

84% of TV Viewers appreciate at least one of these topics touched by par Fashion TV.




Conclusions M

. 29% of Cable TV or Canalsat subscribers or viewing TV by ADSL know FashionTV (vs
71% for CNN, 20%for Bloomberg and 17%for LuxeTV). This notoriety reaches 50% for
men aged 25-49, and, more precisely 61%for men aged 25-34.

. 21% of individuals who know the Channel also watch it. (among them 6% of regular
TV Viewers and 15% occasional TV Viewers).

. The average satisfaction score of Television Viewers for the TV Channel is 6.
47% of them give Fashion TV a rating between 7 and10 ..

. 84% of TV viewers appreciate at least one of the topics covered by FashionTV. «

Fashion » is the favorite subject for 75% of TV-Viewers, followed by« Catwalk» for 67%
of TV- viewers.

N &l L,
|




TAM Media Research India

Share of FASHION TV amongst it Genre

Share of Fashion & Lifestyle Channels in India

W Fashionty W TRAVEL XP HD ETLC
Market: All India Month: May 1T Data point: Reach "000s

TAM

fueling media insights that ' businesses




Majority of the FASHION TV Viewers are from the North Zone

lNartﬁgﬂ-Zﬁ
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TG: CS 4+ Market: All India Month: May ‘17 Data point: Reach ‘000s
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fueling media insights that businesses




Males watch more of FASHION TV than Females

20

TG: CS 4+ Market: All India Month: May '17 Data point: Reach ‘000s

.AxM

7

fueling media insights that businesses




Viewers watch FASHION TV more on Weekdays

60% (40%

TG: CS 4+ Market: All India Month: May '17 Data point: Reach ‘000s

TAM

7

fueling media insights that businesses




Afternoon daypart garners more viewers

Daypart Viewership of FASHION TV

D 1 1 1 1 1
06:00 to 10:00 hours 10:00 to 14:00 hours 14:00 to 18:00 hours 18:00 to 21:00 hours 21:00 to 24:00 hours

TG: CS 4+ Market: All India Month: May '17 Data point: Reach ‘000s

| .AsM

"

fueling media insights that businesses




European Media Survey of reach of top 20 percent income
earners — about 45 million homes 2014-2017

European Media
Survey (EMS) shows
the comparisons study
of growth of reach
from 2014 to 2017
with growth above
60% in comparison to
top other TV
Channels.

= e T 2014 Reach 2117 Reach Total Reach Growth (2014 fo 2017)
Pan-European TV Wenkly Monthly Weekly Manthly Waeakly Srowth Monthly Growth

1,90 4,30 3,20 7.04 68,47% 63,725

=Y = 12,4 5.8 11,4 25,08 5,525 2,7

SI100 = 52 10,5 a1 9,0 21,155 14,10

- 5.8 13,6 54 11,88 5,005 12,655

m!l_ 15,4 22,8 16,8 34,96 2.09% .55%

@ Sl L5 36 17 3,74 13,33% 3,85%

ﬁ 1 a4 32 704 52,355 E0L00%

16 78 14 738 12,509 -14,39%

P i oz EEF PR 27,4 44,2 5.6 20,86 557 7,338
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EMS Report — European Media Survey of Top 20% Income
earners in West and East Europe (45 million people) 2017
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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 (4+ million fans), Google+ (3.8+ million fans) and more. In the top

300 media online.
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Search Facebook
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The people who like your Page

Women
W 68% Your 46% Al "
Fans Facebook % 0.549% 0.886%

4+ Million likes on Facebook - Facebook showsmore Men — - -
female likes (women 68% male 32%) N e | S

0.3% 0.487%

Country Your Fans City Your Fans Language Your Fans

The graph shows that women are mostly agedfrom i | o e iz | | Egn s
18_24 and 25 to 35 Philippines 188,854 Tehran, Tehran Province, .. 76,703 English (UK) 265,602

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

M th lar agegroup
e n a re I n e S I 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 122220 | vargo, anmar
n u m ber Of fa ns i n CO m pa riso n tO itS po pu |ati0 n Romania 112,075 Lahore, Punjab, Pakistan 38,500 Vietnamese 73,124

Georgia 108,750 Jakarta, Indonesia 36,074 Russian 71,746

Vigtnam 86,499 Dhaka, Dhaka Division, B. 34,727 Polish 68,417

http://www.facebook.com/FTV

See More
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John Richmond is LIVE in 1hr! WATCH:

Message & ~

E FashionTV

Did you miss London Fashion Week? Don't fret, as today you can

FIND Out More:

n.ftv.com/ 1gthIRF & WAT
vith Karzan Ahmed
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Graph displaying exponential growth on Facebook
2011-2017

FashionTV Facebook

4500000

4000000

3500000
3000000
2500000 == FashionTVFacebook

2000000

= 2017Prediction

Facebook Likes

1500000

1000000
500000
0

2011 2012 2013 2014 2015 2016 2017
Years

_ 1




Campaign on Facebook — 4 million +Fans

Message & ~

VIEWER CLICKS ON ONE OF THE ABOVE FACEBOCOK OPTIONS AND IS TAKEN TO:
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1 post on FashionTV Google+ brings
ogle+ - -
8 500.000 impressions
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F1V Google+ page has been joined by more than 3.8+ million_users, growing over 100,000 a month.

It is number 24 most popular G+ sitesworldwide.

The page provides plenty of links to interesting articles and videos connected with fashion industry.
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Campaign on Google+ 3.8 million fans
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FASHION
< WEEKS

The most fashionable event of the year,

taking place in every fashion capital world wide,
Featuring the top designer presenting their
newest trands, showen by world’s top models.
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More Options such as Parties at the FashionTV Café Vienna,

Fashion Shows and Model awards are available upon request
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Why Advertise on FashionTV New Media

FashionTV has a growing scale of online activities:

Facebook (4+ million fans): http://www.facebook.com/FashionTV Google

Plus (3.8+ 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 underdevelopment

With many mobile, tablets and smart TV applications.

For more information: http://www.fashiontv.com/



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:

max@ftv.com
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