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A recognized and recognizable [ Antena 3is

the only leading

model backed by the audience television

channel which
grew this

Antena 3, the main channel of Atresmedia Television, significantly improved its }
year in terms

audience figures in 2012. The new television model promoted more than two
years ago continues to grow and has obtained the definitive backing of the pub- of audience
lic. This new form of understanding television is based on a varied programmming, figures. ]
which this year was enriched even further with the acquisition of the Férmula 1;

on the presence of limits or, what is the same, responsibility regarding contents;

on shared consumption in the home, versus theme television models of individual

consumption; and on the capacity to generate confidence in the spectator and in

the advertiser. Antena 3 is the television channel most highly rated by the Spanish

public according to an image study carried out by the company Gabinete de Estu-

dios de la Comunicacion Audiovisual(GECA). In addition, the Atresmedia channel

is considered by the viewers as the most innovative for the second year running

and the most entertaining for the last four years.

The audience has endorsed this model. In an environment of growing fragmenta- Alberto Chicote
tion, Antena 3 was the only leading television channel which has grown to climb
to second position and obtain its highest figure since 2009.

In October Atresmedia Televisidon continued to expand. With the arrival of
laSexta, laSexta3 and xplora, the Group attained approximately 28% of the au-

dience figures between October and December. Although its sound results ex-

tend over the whole day, noteworthy is the prime time figure (the slot with the

highest consumption) in which Atresmedia Televisién is the absolute leader.

Atresmedia Televisidon thereby consolidates itself as the most diverse
group with seven different channels which have their own indepen-
dent identities. Seven channels with their own personality, but
which, taken as a whole, form a unigque television model, with
quality and innovation as their seal of identity.

At the end of the year, the channel launched a campaign to
welcome 2013. In the campaign the leading faces of Antena 3
and laSexta joined together to lead a dance with an optimistic
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tone, loaded with humor. This initiative reflects the value of the difference between
both channels, but also the common elements: quality, innovation and respect for
the spectator. The campaign was broadcast for the first time simultaneously and
in a complementary manner on the two channels.

In 2012, laSexta consolidated itself as modern, dynamic channel closely linked to
current affairs. This was combined with cinema and foreign fiction. Since the inclu-
sion of the chain in the Group, the entertainments contents were reinforced, high-
lighting Pesadilla en la Cocina, which became the best entertainment premiere in
its history (13.7% and 2.8% million spectators). This new activity of laSexta com-
menced with a strong audience backing; since the merger, the chain has grown
every month with respect to the same period in 2011.

The offering of the complementary channels Neox, Nova, Nitro, xplora and
laSexta3 obtained average audience figures of 8.8%. Atresmedia Televisién has
a channel aimed at women, another aimed at young audiences, a further channel
for men, as well as a channel of factual content and a channel devoted to cinema.
None of these channels is based on the repetition of contents, rather on new in-
house proposals. They constitute the largest variety of channels with a unique and
exclusive programming and, accordingly, they represent the leading offering of
the market in the last quarter (8.8% in October-December).
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Antena 3 ended 2012 with remarkable results, enabling it to recover its second po-

14.2
13.9

sition and obtain its best figures since 2009. Furthermore, it is the only free to air 5

television channel which has succeeded in expanding with respect to 2011, despite

the fragmentation of audience figures. It thereby ended a successful year with 2
12.5% of audience share, one point more than in 2011, marking a clearly upward

trend. In fact, the last quarter ended with an audience share of 13.3%.

This sound performance commenced at the beginning of the season (2012-2013).
With 13.1% it achieved its best yearly start-up in three years and was situated as
leader in the commercial target (13.3%), among the public from 13 to 54 years
(13.4%), and in the high to middle class (12.5%).

Since its inclusion in Atresmedia Television, laSexta grew to attain 5.4% in Octo-
ber and November, going on to attain 5.5% in December. These are the channel’s
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highest results for more than a year. It ended October, November and December
with increases with respect to the figures obtained in the same months of 2011.
Atresmedia Televisidn, integrated by Antena 3, laSexta, Neox, Nova, Nitro, xplora
and laSexta3 (Gol TV leased to Imagina), ended the year with a 25.8% share and
an increase in audience figures of 11 points. Audience share rose in practically
all the time slots, but especially in the day time slot with growth of more than 2
points in the afternoon.
All the complementary channels, are the leader in their reference public, and end-
ed the last four-month period of the year as the most competitive offering of the
market.
Neox (2.6%) was once again the preferred channel among the young audienc-
es with its offering of sitcoms, cinema and in-house production programs. Nova
(1.6%) reported an annual record and ended the year with maximum audience
figures and as the feminine leader. Nitro (1.6%) improved its result by 0.2 points
in the preceding year despite the new competition and continues to be the mas-
culine leader.
The new channels incorporated to the Group are also experiencing good times.
xplora (1.4% since it was formed) consolidates itself as the leading factual channel
on the market and ended the year with its best monthly results. laSexta3 (1.6%)
also progressed with respect to 2011 (+0,2) and consolidated itself as the leading
cinema channel of the market.
Once again, with the most successful premieres [ Antena 3
_ _ _ _ _ obtained
Antena 3 once again based its model on innovation and for yet another year sit- the highest
uated itself as the channel with the highest percentage of correct decisions in its e nighes
premieres ( 53%, as opposed to the usual 20% on the market). New successful percentage of
fictional offering such as Con el Culo al Aire, Luna and Fendmenos were included, success in its
but also entertainment programs such as El Numero Uno. laSexta obtained its premieres. ]

highest scores with Pesadilla en la Cocina, the best entertainment premiere of its
history, and created a new current affairs brand with laSexta Columna.
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Reference in entertainment with the most innovative El Numero Uno,
- - Tu Cara me Suena,
commercial offering Atrapa un Millon and
iAhora Caigo!

Atresmedia Televisién continues to achieve sound results in entertainment pro-
grams, offering a model which generates trust and which the spectator may share.
After becoming the phenomenon of the preceding season, Tu Cara me Suena
reached a new milestone. In fact, it significantly boosted its following in its sec-
ond season (22.0% vs. 19.0% and 3,362,000 spectators) and became the absolute
leader of its time slot. Furthermore, it set itself up as the most seen and sold tele-
vision format in the world.

Antena 3 is the first channel to pledge for a new brand of talent show. EIl Nume-
ro Uno seeks new musical talent with a star-filled jury and conquers the public’s
favor. The program ended with an average of 17.6% and as the leading offering in
its time slot.

El Hormiguero 3.0, for its part, consolidates its position as exceptional prime time
curtain raiser with more than two million followers. Its innovative proposal of in-
terviews, science and gaming programs achieved its most viewed broadcasting of
the year with the singer Michel Tell (3,190,000 spectators and 15.6%) on 1 February.

But one of the key programing elements was without doubt the afternoon com-
petitions iAhora Caigo! and Atrapa un Millon. The first, with Arturo Valls at the
helm, ended the year as leader in its time slot, with a monthly record in December
(18.2%).

Antena 3 also has a successful competition in the morning slot. La Ruleta de la
Suerte continued to be unbeatable as the leading program with an average of
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17.9% in 2012 and more than a million spectators (1,086,000). The program led Luna, La ruleta de

by Jorge Fernandez is preceded by Karlos Arguinano en tu Cocina, which grew 'Aasu?_rte’ KaV'C‘;SEI
2.2 points with respect to 2011 and ended the year with 13.% and more than half a B;?g:ano an
million spectators.

Entertainment also achieved positive results in laSexta. Pesadilla en la Cocina and
Alberto Chicote are the revelation of the season. Their premiere became the most
watched in this category in the channel’s history (2,802,000 spectators) and end-
ed the year with outstanding figures (12.6% and 2.5 million followers). El Interme-
dio, one of laSexta’s most emblematic programs, ended 2012 with growth of 1.3
points with respect to 2011 (7.4% and 1,409,000 spectators) and rising. In fact, the
program Gran Wyoming obtained a new record in December of 9.7%.

Furthermore, El Club de la Comedia became the Friday night success with almost
1.3 million followers and an average of 6.9%.

Antena 3, the reference channel in fiction: five of
its series were among the 10 most watched, and
broadcasts the most closely-followed film of 2012

Antena 3 continues to be a fictional reference. It offers the most watched series of
the private channels and, always seeking the best within the gender, successfully
encompasses foreign fiction. Con el Culo al Aire (17.3% and 3,200,000) and Luna
(15.3% and 2,786,000), which are the best fictional premieres of the commercial
channels, and Gran Hotel and El Barco, which attained positive results in their new
seasons, were all here to stay. .
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Bandolera and El Secreto de Puente Viejo represented in 2012 a change in mod-
el for the afternoon and evening slots. Bandolera concluded December with a
monthly maximum (12.2%) and El Secreto De Puente Viejo averaged 16.8% in the
season, 3.3 points more than in the same period in the previous year, on various
occasions becoming absolute leader in its time slot.

Antena 3 also offered Pulseras Rojas in 2012. This drama on adolescents in hos-
pital became the most watched of the summer (except sport) and the absolute
leader in its time slot with an average of 15.2% and 2,359,000 spectators.

Furthermore, Antena 3 continues to offer the most prized and prestigious foreign
series. Erase una vez became the most watched foreign fiction (2,366,000 and
13.2%) and Game of Thrones (1,699,000 and 12.6%) in one of the revelations of the
summer with 19.0% and almost 2.7 million followers in its premiere. It also broad-
cast the third season of Downton Abbey, the highly-prized British series.
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Bandolera, El Secreto
de Puente Viejo,
Juego de Tronos,
Erase una vez,
Pulseras Rojas and
Downton Abbey.
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Foreign fiction is once again one of the main axes of laSexta with The Mentalist
(91% and 1,863,00 in its fourth season), The Walking Dead (7.7% and 1,522,000 in
the second round of its second season) and Bones (6.6% and 1,318,000 in its sev-
enth season) as leading exponents.

Beyond serial fiction, Antena 3 consolidated its position in the broadcasting of
the best cinema. Multicine (14.9%) and EI Peliculon (13.5%) are its leading cinema
containers and absolute leaders in their time slot. The premier of Breaking Dawn
Part 1, of the Twilight Saga, became the most watched film of the year of all the
televisions channels with more than 4.5 million spectators (22.8%).

The cinema offering also excelled in laSexta with el taquillazo (8.4% and 1,383,000),
which attained its best result with The Hangover with 2,262,000 spectators and
a 12.5% share.

The leading current affairs offering

Antena 3 Noticias 1 ended the year on a high note and consolidated itself as the
leading news channel of the private channels both from Monday to Sunday (14.3%
and 1,910,000), and from Monday to Friday (14.1% and 1,901,000). In 2012, the 15.00
program with a lead of 1.6 points over Informativos Telecinco from Monday to Sun-
day overtook the whole of the private offering.

But its position as current affairs leader does not only relate to the positive re-
sult of news programs. Espejo Publico reported its highest ever viewing figures
(471,000 and 16.5%) and continued to be the current affairs program with the
greatest share (+3,0) with its analysis by Susanna Griso.

El Mentalista, The
Walking Dead, Antena
3 Noticias 1and
Bones.
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laSexta’s news programs are among those which most grew with respect to the Al Rojo Vivo,

preceding year (1.0). laSexta|Noticias achieved its best annual data (71% and Salvados, Eq“‘pzde
Investigacion an

777,000) and amply exceed the Cuatro news program. laSexta|Noticias 14H aver- Férmu?a 1

aged 8.9% and 929,000 spectators from Monday to Friday and exceeded 10% in
the last months of the year.

Al Rojo Vivo (9.3% and 525,000) and Salvados (13.3% and 2,726,000) yielded the
best results of their history and became the reference slots. The former reached
its maximum on 9 October with the visit of Felipe Gonzalez (12.7% and 728,000),
and the program featuring Jordi Evole led the channel’s most viewed non-sport-
ing slot in the year attaining its record on 2 December with Fraude Rico, Fraude
Pobre (3,584,000 and 16.1%), to become the most viewed non-sporting program
of its history.

Atresmedia Televisién also successfully promoted the news features format on Fri-
day night-time in its two leading channels. Equipo de Investigacion, on Antena 3,
obtained its highest ever viewing figure with its program on stolen babies and Sor
Maria (13.2% and 2,312,000) on 4 June. laSexta Columna, exceeded 9% and 1.5 mil-
lion spectators with 255: No me grites que no gobierno on 28 September.

The best World Féormula 1in four years

2012 was also the year of the inclusion of the Formula 1in Atresmedia Television,
thereby strengthening the diversity of the offering for all manner of public. Fur-
thermore, the championship with Antonio Lobato at the helm won audiences with
respect to previous years and ended its most viewed year since 2008 (4,175,000
and 39.1%).
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Modern Family and
Los Simpson.

Atresmedia Television’s channels overtake their
direct rivals

Neox (2.6%) strengthened its position as leading channel among young people
(8.2%) with its sitcom and cinema offering. Modern Family, Los Simpson and Cin-
ematrix were consolidated as some of its reference slots. Moreover, the channel
once again hedged its bets on in-house productions with Seforas Que (2.7% and
559,000) and Curso del 73 (2.4% and 424,000).

Nova (1.6%) ended the year on a high note, with maximum audience figures. Such
figures rose 0.1 with respect to 2011 and obtained the annual maximum. Its offer-
ing of afternoon and evening series, and cinema nights consolidated its positive
audience share. Bellas Calamidades, Soy tu Duefia and Cuidado con el Angel ap-
peared among the channel's most viewed offerings in the year.

Nitro (1.%) improved 0.2 with respect to 2011. The Formula 1 and the Euro Cup
under 19’s, Law and Order and cinema are its most effective offerings.

xplora (1.4% since commencement) was consolidated as the leading factual chan-
nel on the market, and ended the year with its best monthly results (1.6%). In the
last four month period, it became the third non-children’s theme channel with the
best result in the commercial target with 2.1%.

laSexta3 (1.6%) also grew with respect to the preceding year and consolidated it-
self as the leading cinema channel. It once again obtained positive results with the
theme cycles, while Rocky IV (41% and 783,000) and Operation Swordfish (4.1%
and 743,000) were its most seen productions.
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