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from Management

ROLLING OUT THE NEW VIVENDI

“Going farther and faster in Vivendi’s transformation”:

this was the ambition we set for ourselves in this same report in 2014.
A year later, this goal has been met: a new industrial group has taken
shape, one that is more homogenous and more integrated,

where the value of the whole is greater than the sum of its parts.

From left to right :

Simon Gillham, Member of the Management Board and Chairman of Vivendi Village, Senior Executive Vice President, Communications of Vivendi -
Vincent Bolloré, Chairman of the Supervisory Board - Frédéric Crépin, Member of the Management Board and Group General Counsel -
Arnaud de Puyfontaine, Chairman of the Management Board - Stéphane Roussel, Member of the Management Board and Chief Operating Officer -
Hervé Philippe, Member of the Management Board and Chief Financial Officer.
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he acquisition of Dailymotion, investments

in cinema and television, equity interests in

Telecom ltalia and Ubisoft/Gameloft... 2015

was a year rich in developments for Vivendi,
which has laid the foundation for a new, world-
class cultural entertainment group.

In May 2015, Vivendi completed the sale of
its interests in Numericable-SFR and GVT, its
Brazilian telecommunications subsidiary. These
two transactions, which were completed on
satisfactory financial terms, have given the group
significantly more room to maneuver. Our net cash
position of €4.6 billion at year-end 2014 rose to
€6.4 billion at year-end 2015.

First, this new financial position has allowed us
to distribute the dividend amounts requested
by our shareholders. Indeed, Vivendi committed
to a significant return of capital to them: it
anticipates paying out €6.6 billion (€4 billion of
which has already been distributed) by 2017 and
implementing a share repurchase program valued
at a maximum of €2.7 billion.

Further, our financial capacities have been
directed at strengthening our core businesses,
which are facing rapid and significant changes in
their respective sectors. Universal Music Group
(UMG) is at the forefront of the evolution in media
consumption toward streaming by subscription,
whereas the pay-TV activities of Canal+ are
experiencing a particularly difficult economic and
competitive environment in France.

These investments have given support to the
operational performance of our brands. This year,
UMG consolidated its global leadership position in
recorded music, with excellent album sales by both
established artists (Taylor Swift and Maroon 5)
and new acts (Sam Smith and The Weeknd). The
breakthrough of its new talents (Louane and Kendji
Girac in France) has even allowed Universal Music
to gain a 45% market share in France.

2015 was also marked by significant success at
Canal+ Group. Its international pay-TV operations
continue to grow, particularly in Africa where the
two-million subscribers threshold was passed.
Free-TV in France is also seeing a positive growth
trend, driven in particular by D8, which has
established itself as the leader in DVB. Finally,
boosted by the box-office success of the films
Paddington, The Imitation Game, Shaun the Sheep
and Legend, in 2015, Studiocanal confirmed its
standing as Europe’s leading film studio.

Alongside its two major assets (UMG and Canal+
Group), Vivendi Village has been demonstrating
its business agility in developing innovative
services in electronic ticketing (Vivendi Ticketing),
video streaming (Watchever), professional
recommendations (MyBestPro), digital radio

(Radionomy) and live shows (L'Olympia and the
Théatre de I'CEuvre). In just one year, Vivendi
Village has taken its rightful place within Vivendi's
ecosystem. While continuing to grow, it perfectly
fits its role as a laboratory of ideas for digital
and as an incubator linking the group’s various
activities to one another.

Because our ambition is to build a major media
and content company over the long-term, we
will give our businesses all the resources they
need for their development. While seeking to
preserve overall financial equilibrium, Vivendi thus
anticipates a period of potentially high investment
in 2016 and 2017. Our goal is specifically to
strengthen the foundations of Canal+'s publishing
activities (cinema, sports, series and entertainment
broadcasts) to regain the perceived value of its
subscriptions. In 2015, major investments were
made in original creations (including the well-
known series Versailles), in television (26.2%
interest in the new Banijay Group) and in cinema
(30% interest in Mars Films).

"With its ability to manage
exceptional creative expertise and
know-how, Vivendi more than ever
strives to be the home for talent”

As part of our strategic growth, proceeds
from sales have allowed us to make targeted
acquisitions and investments in certain businesses
where particular opportunities presented
themselves. Vivendi's deployment in content,
production and distribution has taken various
forms.

First, the group acquired a 90% interest in
Dailymotion, one of the largest aggregation
and digital distribution platforms in the world.
With some 3.5 billion videos viewed each month
and 300 million visitors per month, Dailymotion
allows Vivendi to digitally distribute its music
and audiovisual content. In return, Vivendi gives
Dailymotion the possibility to accelerate its
international growth and development. Although
85% of videos currently consumed in the world
are less than six minutes long, Dailymotion’s skills,
combined with those of UMG and Canal+ Group,
are crucial in helping us to imagine and develop
new formats, shorter and more closely tailored to
new digital consumer uses.

In addition, our investment in Telecom ltalia
gives us a foothold in a market where we share
the same Latin culture, and affords us growth
opportunities in Southern Europe. As the largest
shareholder, holding 21.39% of the ordinary
shares at year-end 2015, Vivendi has confirmed
its determination to contribute to Telecom ltalia’s
long-term development.

MESSAGE FROM MANAGEMENT

Finally, this year Vivendi decided to acquire
interests in Ubisoft and Gameloft, two French
companies with globally recognized expertise in
video games. These investments demonstrate
our desire to develop paths into other creative
industries, and especially in the video game
industry. As of December 2015, Vivendi held
13.98% of Ubisoft and 28.65% of Gameloft.

While the foundation has now been laid, creating
the new Vivendi can only be viable if the necessary
talent is secured. With its ability to manage
exceptional creative expertise and know-how,
Vivendi strives more than ever to be the home for
talent in music, audiovisual content and comedy.
The goal is to extend our reach throughout the
entire talent chain: identification, production,
promotion... L'Olympia brand will spearhead
this effort.

As the true unifying element among our various
business lines, talent is the cementing factor in
our integrated industrial group building process.
In September 2015, all Vivendi companies (UMG,
Canal+ Group, Vivendi Village and Dailymation)
worked together to organize a historic concert
in Conakry (Guinea), bringing together a dozen
African stars with a total attendance of 80,000.
This event was also the occasion to lay the
cornerstone of a theatrical venue for film and
events called CanalOlympia — the combination
of the impertinence of Canal+ and the legend of
['Olympia — which will be replicated in several
Central and Western African countries in 2016.

Driven by a new corporate culture enhancing the
common potential of all its assets, Vivendi can
look confidently toward the future. While a number
of tasks await us in the coming year: expanding
the international reach of our distribution
networks, in particular through partnerships with
telecom operators; accelerating the broadcast
of our content, particularly with the support
of Dailymotion; continuing to invest heavily
in exclusive content, talent and live shows...
We are nevertheless confident that we have the
ability to successfully implement this roadmap and
create long-term value. Through our innovative
position in corporate social responsibility (CSR),
this value creation will go beyond the strictly
financial framework and will benefit all the group’s
stakeholders.

In an entertainment world dominated by a few
US majors, Vivendi's goal is to become a large,
essentially European, international media and
content group. We have the teams, resources and
time to achieve this.
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Profile of the Group and its Businesses | Financial Communication and Regulatory Environment | Risk Factors
Simplified Economic Organization Chart of the Group

SECTION 1
PROFILE OF THE GROUP AND ITS BUSINESSES

Simplified Economic Organization Chart of the Group

Percentage of voting interest held by Vivendi as of March 10, 2016
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1.2. Key Figures

| REVENUES AND HEADCOUNT BY GEOGRAPHIC REGION

December 31 —in millions of euros

TOTAL USA FRANCE REST OF EUROPE REST OF THE WORLD
REVENUES 2,191 M€ 4,464 ME 2,567 ME 1,540 M€
2015 .
=0 "‘ 2
10,762 Mg O - e
France (excl. France) {Asia»Paciﬁc
5,694 5 016 C L PO\ | P

North
America

. os
<SS
e

South and
Central America

339

Africa

1143

| REVENUES BY BUSINESS SEGMENT | HEADCOUNT BY BUSINESS SEGMENT
December 31 —in millions of euros December 31, 2015
o
10,762 10,089 ‘ 1 6 395
2015 2014
m Universal Music Group | 5,108 | 4,557
m Canal+ Group 5513 | 5456
= Vivendi Village 100 96 7575
= New Initiatives 43 0 ) )
Eliminati fint t @ Universal Music Group
mina !on or Intersegmen 209 7,611 ® Canal+ Group
transactions (2) (20) 230 © Vivendi Village
© Dailymotion
770 @ Corporate
2015 2014
vivendi
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Key Figures
| INCOME FROM OPERATIONS BY BUSINESS SEGMENT | EBITA BY BUSINESS SEGMENT
December 31— in millions of euros December 31 —in millions of euros
1,061 1,108 942 999
2015 2014 2015 2014
m Universal Music Group 626 606 m Universal Music Group 593 565
m Canal+ Group 542 618 = Canal+ Group 454 583
Vivendi Village 10 (34) Vivendi Village 9 (79)
New Initiatives (18) 0 New Initiatives (20) 0
m Corporate (99) (82) m Corporate (94) (70)
[ TOTAL 1,061 1,108 [ —— TOTAL 942 999
- - - =
2015 2014 2015 2014
| ADJUSTED NET INCOME | ADJUSTED NET INCOME PER SHARE
December 31 — in millions of euros December 31 —in euros
697 626

I

2015 2014
2015 2014

| NET CASH POSITION (a)

December 31 — in millions of euros

6.422

(a) Vivendi considers Net Cash Position, a non-GAAP measure to be a relevant indicator in measuring Vivendi's
treasury and capital resources:

4637 — Net Cash Position is calculated as the sum of cash and cash equivalents as reported on the Consolidated
Statement of Financial Position, as well as cash management financial assets, derivative financial instruments
in assets, and cash deposits backing borrowings (included in the Consolidated Statement of Financial Position
under “financial assets”) less long-term and short-term borrowings and other financial liabilities.

Net Cash Position should be considered in addition to, and not as a substitute for, other GAAP measures as
presented in the Consolidated Statement of Financial Position, as well as any other measures of indebtedness
reported in accordance with GAAP, and Vivendi considers it to be a relevant indicator of treasury and capital
resources of the group. Vivendi Management uses this indicator for reporting, management, and planning purposes,
as well as to comply with certain covenants.

[ —

2015 2014
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Profile of the Group and its Businesses
2015 Highlights

1.3. 2015 Highlights

JANUARY

¢ James Bay (UMG) is voted the
biggest breakthrough artist in the
United Kingdom in 2015 by BBC
Sound voters.

& After the National Rughy League
call for bids, Canal+ Group retains its
TOP 14 rights for the seasons 2015-
2016 to 2018-2019.

MARCH

¢ The film Paddington breaks the
$236 million worldwide box-office
threshold and becomes Studiocanal’s
biggest success ever.

MAY

& C(Canal+ enters into a five-year agreement
with all professional French cinema
organizations (ARP, BLIC, BLOC and UPF).

¢ Vivendi finalizes the sale of GVT, its
Brazilian telecom subsidiary. The group also
sells its 20% interest in Numericable-SFR.

« Universal Music Group launches the EMI
Records India label in partnership with
Mobhit Suri, a well-known Bollywood
producer.

vivendi

FEBRUARY

¢ UMG Artist Sam Smith wins four Grammy
Awards, including Best Artist and Best
Song with Stay with me.

& The original soundtrack of the movie
50 Shades of Grey, released by Republic
Records, enjoys great success, particularly
with the hits Love Me Like You Do, by
Ellie Goulding, and Earned It, by The
Weeknd.

ANNUAL REPORT 2015

dailymotion

JUNE

*
*

APRIL

& Universal Music Publishing Group

signs an exclusive agreement

with singer-songwriter Shawn

Mendes, the youngest artist to

hit number one on the Billboard .
Top 200 in five years.

Vivendi organizes the first Vivendi

Talents Show at |'Olympia.

Vivendi finalizes its acquisition of Dailymotion.
Canal+ Group acquires the broadcasting rights
for both the 2016 and 2020 Summer Olympic
Games, as part of an agreement with France
Télévisions.

Vivendi becomes the largest shareholder of
Telecom ltalia, replacing Telefonica.
Eminem (UMG) becomes the only artist to
win two Digital Diamond Awards in the United
States for his hits Not Afraid and Love the Way
You Lie.

Wengo becomes MyBestPro and promotes
under this new brand various websites
connecting private individuals to professionals
(in health and fitness, building, legal, teaching
and medical).

JuriTravail.com (MyBestPro) launches its
digital hub and legal call center at La Rochelle.
23 legal experts are hired to answer over
100,000 legal-related enquiries per year.
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2015 Highlights
D’AFRIQUE
{1 OCTOBER
& Vivendi acquires equity interests in Ubisoft and s
JuLy Gameloft radionomy
o Laura Domenge, first artist signed by Vivendi, ~ ® Studiocanal, along with its subsidiary RED

performs live at L'Olympia.

Production Company, announces the creation
of Guilty Party, a new TV and film production DECEMBER

& Canal+ Group and ITI Group finalize the sale of f B : .
their controlling interest in TVN, the largest o E%nlwpany ”;]th? UtT]Ite,(,leimgd;m' ier Olvmpia” ¢ Canal+ Group buys the rights to
private television group in Poland. v ylg?rFs){aOI Orfl Sia] gvenir?ncor:?grltl:frje di‘c"’l;tlg(ﬁo the League Cup until 2020.
o Canal+ Group launches four new channels yoJlng talen¥s F\Jmth Fakeagrjas i first qUest. ¢ Vivendi acquires 64.4% of
dedicated to sports in Sub-Saharan Africa. : ' : o - Radionomy Group, a major player
& Digitick (Vivendi Ticketing) offers exclusive a8 MRS L ) GG iiee in global digital radio.
ticketing for the Vieilles Charrues Festival g:;s;ﬁ:;?i:he D LA I & Vivendi successfully proposed the
" Bnttgny. . .. . . & Canal+ Group renews its agreement with ?p[ﬁ‘mtgentéﬁ ffos!' metmbersf
# Vivendi sells its remaining shares in Telefonica Disney Media for exclusive first run and SVoD WU LOELE G DILERLIET O
Brasil, thus completing the divestment of all its riahts to Disney movies Telecom ltalia: three are Vivendi
equity interests in Brazil g U : representatives and one is an
independent member.
SEPTEMBER NOVEMBER
# Vivendi organizes a major music festival in Conakry (Guinea), ¢ D8 acquires broadcasting rights to the 2016, 2017
with 80,000 attending. apd 2Q18 Champions Leagqg ?mals. .
o The first stone is laid for a CanalOlympia venue in Conakry. ¢ Vivendi announces the acquisition of a 26.2% interest

& Canal+ Group broadcasts all Rugby World Cup matches (48),

27 of them exclusively.

& Vivendiacquires a 30% interest in Mars Films, a leading French

film producer and distributor.

« Vivendi becomes Grand Sponsor of French Cinema for five
years. Vivendi and Canal+ are partners in the Martin Scorsese

exhibition.

¢ Vivendi acquires the Studios de Boulogne in Paris.
& Watchever launches a completely new version of its subscription

video-on-demand (SVoD) service in Germany.

in the Banijay Group, one of the world's largest
independent TV program producer and distributor.

& The reissue of the album The Beatles 1, with added
video clips, is a great success. It rises to the top of the
combined local and international artists ranking in Japan,
a rare position for a non-Japanese group.

« Justin Bieber's new album Purpose beats streaming
sales records in the United States and international
markets in its first week of release. The UMG artist
stands out by becoming the only artist to place eight
titles in the UK Top 40.

& Vivendi holds 100% of Société d'Edition de Canal Plus (SECP).
& Vivendi buys 90% of the Théatre de I'Euvre. Starting
September 2016, the group will be in charge of programs.

vivendi
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Strategy

1.4. Strategy

141. FROM REFOCUS TO REDEPLOYMENT:
THE DYNAMIC OF THE NEW VIVENDI
IN MEDIA AND CONTENT

2015 was marked by the growing strength of Vivendi, as it finalized
its program of disposals, and embarked on a significant redeployment
in media and content.

A Disposals Program Executed on Good Financial Terms

In 2015, the final two disposals were completed:

« inMay 2015, Vivendi sold its entire 20% interest in Numericable-SFR
for a total consideration of €3.9 hillion. This transaction was
completed on financial terms offering a 20% premium over
Numericable-SFR's closing share price on November 27, 2014, the
date of SFR's divestment;

< in the same month, Vivendi completed the sale of 100% of its
Brazilian telecommunications subsidiary GVT, for a total enterprise
value of €7.5 hillion, which was significantly higher than the market
consensus. GVT was sold on the basis of a 10x EV/EBITDA valuation,
compared to the average bx EV/EBITDA valuations for the Brazilian
telecom sector.

Made under favorable market conditions, these two transactions allowed
Vivendi to strengthen its balance sheet position, which had already been
strengthened by its 2014 disposals (Maroc Telecom and SFR). While the
group’s net cash position totaled €4.6 billion at year-end 2014, it was
approximately €6.4 billion at year-end 2015.

Finally, in January 2016, Vivendi sold its remaining interest (5.7%) in the
US video game publisher Activision Blizzard, for a total consideration of
€1 billion.

A Balanced Approach to Redistribution and Redeployment

With a very strong financing capacity, Vivendi has opted for an
evenhanded balanced reallocation of part of its resources, between
compensating its shareholders and redeploying its activities.

The group is first of all committed to ensuring an attractive return for its
shareholders: by 2017, it expects to have distributed a total amount of
€6.6 billion to them, €4 billion of which has already been paid. In addition
to these distributions, as of February 17, 2016, Vivendi had purchased a
total of €1,386 hillion treasury shares, pursuant to the share repurchase
program approved by the 2015 General Shareholders’ Meeting.

Further, while maintaining rigorous financial discipline, Vivendi has
mobilized considerable funds to strengthen its presence in content
creation and distribution. This development strategy has resulted
in Vivendi making targeted acquisitions and equity investments in
businesses where the opportunity presented itself:

< in June 2015, Vivendi completed the acquisition of 80% of the
Dailymotion platform, then increased its investment by purchasing
an additional 10% one month later. With some 3.5 billion videos

vivendi
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viewed each month and 300 million visitors per month, Dailymotion
is intended to become the digital showcase for the group’s musical
and audiovisual content;

+ also in June, Vivendi became the largest shareholder of Telecom
Italia. This interest in Telecom ltalia, which had increased to 21.39%
as of year-end 2015, allows the group to participate in the plans for
growth of a major Italian operator and to establish itself in a high-
potential market, with which it shares the same Latin culture;

& in September 2015, Vivendi acquired a 30% interest in Mars
Films, a French leader in cinema film production and distribution.
The following month, the group announced the creation of a new
UK-based film and TV series production company, Guilty Party,
in which Studiocanal, a subsidiary of Canal+ Group, holds a 25%
interest together with its subsidiary RED Production Company;

« in October 2015, Vivendi acquired an interest in each of Ubisoft and
Gameloft, two French companies with world-class expertise in video
games. At year-end 2015, the group held a 13.98% interest in Ubisoft
and a 28.65% interest in Gameloft;

« in November 2015, Vivendi announced that it had acquired a 26.2%
interest in the world's third-largest television program producer and
distributor, in anticipation of the merger of Banijay Group with Zodiak
Media.

Whether these investments are inherent or complementary to Vivendi's
core activities, they all increase the group’s value.

Closer Integration between the Group’s Businesses

During 2015, in addition to its strategic transformation, Vivendi
underwent an operational transformation. By integrating its business
operations and encouraging synergies, the group showed its ability to
form an integrated industrial group.

This transition was first reflected in the promotion of a new company
culture. As witnessed by the group’s signing of “Vivons Ensemble” (Let's
Live Together), both the management teams and the operating teams
have a clear plan and share the same goals. 2015 was an opportunity to
design human resources tools aimed at developing a sense of belonging
and promoting the mobility of high-potential candidates within the group.
A "Vivendi Welcome Pack” allows new hires to be better welcomed and
immersed in the culture of Vivendi. Additionally, “Learning Expeditions”
are expected to be implemented in 2016, giving some 50 high-potential
candidates the opportunity to work together, get to know the group better,
discover new business lines and be inspired by good practices.

Within this organization, more cooperative and less partitioned work
methods have been developed to reveal and maximize the common
potential of the group’s activities. UMG, Canal+ Group, Vivendi Village
and Dailymotion are not entities operating in isolation: they are fully
integrated into Vivendi. “Co-founders” seminars bringing together the
group’s top managers are held regularly, focused on common challenges
such as new content formats, high-potential geographical markets, or the
content platform strategy.
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Starting this year, this collective effort resulted in the implementation of
several joint projects:

¢ Studiocanal and UMG have greatly increased their co-creation and
cooperation. In September, the film Legend, the original soundtrack of
which was produced by UMG artists (e.g., the famous singer Duffy),
saw the best British box-office launch ever posted by Studiocanal,
generating sales of £17 million in theaters in five months. Some
40 potential collaborations between Studiocanal and UMG have
now been identified (including biopics, documentaries and musical
movies);

& Studio+ is producing digital mini-series specifically designed for
mobile viewers, leveraging Watchever's expertise to develop its
application. Furthermore, several mini-series created with UMG and
Studiocanal are in the pipeline;

& Vivendi mobilized its companies and brands (including Island Africa,
A+, D8, D17, Vivendi Village and Dailymotion) to organize a historic
concert in Conakry (Guinea) in September, featuring a dozen African
stars and with an attendance of some 80,000 people. In the same
month, UMG organized an “Island Life” festival in New York around
its Island label and artists, with the assistance of Dailymotion and
Vivendi Ticketing; and

+ finally, beginning construction on the first CanalOlympia venue in
Africa, which combines two leading Vivendi brands, illustrates the
group’s desire to use its subsidiaries’ business skills, creations and
talents to benefit culture on the African continent. CanalOlympia’s
programming will be supported by the Canal+ Group's audiovisual
content and UMG artists.

In 2015, Vivendi's transformation into an integrated industrial group thus
became a tangible reality.

142. CONTENT AND TALENT AT THE HEART
OF VIVENDI'S DEVELOPMENT

Vivendi is carrying out its transformation to address its unchanged
ambition of becoming a global cultural entertainment giant that values
its French and Latin identity. In doing this, the momentum unleashed in
2015 must continue in 2016, with some priority goals:

+ strengthening our business units in a more competitive environment;
« internationalizing our content distribution;

+ developing innovative content and formats;
*

expanding our activities to promote talent.

Strengthening our Business Units in a More Competitive
Environment

With a media industry facing an ever-changing competitive digital
environment, Vivendi must continue strengthening the two pillars of
its strategic plan: UMG and Canal+ Group. These two assets, which
form the group’s backbone, must be strengthened to address significant
competition and major disruptions in their respective sectors. In this
context, Vivendi anticipates a period of potentially heavy investment in
2016 and 2017, especially in pay-TV.

In music, UMG must adapt to the applicable trends in its sector including
a move from physical to digital consumption/usage, from downloading

to streaming, from free streaming financed by advertising to streaming
financed by subscriptions. To better address these structural changes,
Vivendi has created a development plan for the next five years, and
confirmed Lucian Grainge's position as UMG Chairman and CEQ until
2020. This plan will allow UMG to pursue profitable growth and continue
to play a key role in transforming the music industry. The plan is centered
around five priorities:

& accelerating the monetization of music by expanding the base of
subscribers who pay for streaming;

¢ expanding audio and video content distribution by multiplying
partnerships with content platforms;

strengthening strategic relations with brands and sponsors;

continuing to make the assistance and development of its artists a
priority;

& continuing to invest in markets with high music potential (Africa,
India and China).

In audiovisual, particularly in its pay-TV activities in France, Canal+ Group
is also facing a particularly difficult economic and competitive
environment. A company reorganization was approved in the summer of
2015, and a number of initiatives were taken to improve the economic
viahility of offering first and exclusive content in France. Restoring
value to subscriptions requires massive investment in publishing, thus
constituting the “Canal+ model”:

& C(réations Originales: Canal+ Group proposed six original creations
(an unprecedented offer in the group’s history) for 2015-2016, and
anticipates producing six to ten original creations each season,
representing an additional annual investment of 15% to 20%;

& sports: after launching four new dedicated sports channels in Sub-
Saharan Africa, Canal+ Group acquired new sports rights with the
broadcast of the Champions League final on D8 (2016, 2017 and 2018)
and of League Cup matches (2016-2020);

« cinema: Canal+ Group signed a five-year agreement with the French
cinema industry, of which it is the largest financial contributor
(approximately €200 million per year);

& entertainment shows: the conversion of an emblematic show like
Les Guignols from open broadcast to encrypted broadcast gives more
value to subscriptions. The show, which airs just before prime time at
8:50 p.m., is available on Dailymotion a few hours later and continues
to be offered on open broadcasts on Sundays.

Increasing International Distribution of our Content

Today, Vivendi is one of the rare media companies active on every
continent and earning revenue in the different regions of the world. The
group’s business units extend to several geographic regions:

¢ UMG is active in approximately 60 countries, including the United
States, the United Kingdom, France and Germany (i.e., the music
industry’s largest markets);

¢ Canal+ Group has exceeded 2 million paying subscribers on the
African continent;

< approximately 1/3 of the 3.5 billion videos viewed each month on
Dailymotion are watched in Asia.

Vivendi must, however, continue to pursue its internationalization
even further, particularly as regards the distribution of its musical
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and audiovisual content. From this standpoint, working with telecom
operators is advantageous as it allows us to broadcast and monetize
our content to a larger audience. From their standpoint, operators can
no longer rely on their basic services packages, and need our content
in order to provide a richer media experience to their customers. The
ongoing convergence between the media and operators in the United
States and Europe demonstrates that such partnerships have become
essential.

Within this context, Vivendi seeks to develop relationships with large-
scale telecom operators, in the form of industrial partnerships or the
acquisition of minority interests, with the intent of retaining them. This
was the reasoning behind the group taking an interest in Telecom ltalia
and implementing the combination with Telefonica. These two operators
have a total of approximately 450 million customers in Southern Europe
and Latin America.

Furthermore, the appreciating value of our content is also the result of
another content distribution medium: digital platforms. In furtherance of
this objective, last July, Vivendi acquired a 90% interest in Dailymotion,
one of the world’s largest aggregation and digital distribution platforms.
Dailymotion’s global strength allows the group to considerably increase
the digital exposure of its content. In a more limited context, Vivendi
is extending its distribution networks to local partners. Last December,
Canal+ Group combined with iROKO, the African leading distributor of
online content, to launch the first mobile subscription video on demand
(SVoD) service in French speaking Africa.

Developing Innovative Content and Formats

Vivendi does not limit itself to distributing content on its own wholly or
partially-owned platforms (including Dailymotion, StudioBagel, Vevo and
Watchever); it also seeks to develop innovative formats that can meet
the needs of a new generation of digital consumers. This is specifically
the role of Vivendi Content, an entity assigned the task of designing and
developing the content of the future.

This means, first of all, devising new ways to write and new sources
of inspiration to feed the group’s future audiovisual productions. Vivendi
Content’s goal will also be to preempt new video formats for every
screen, particularly mohile handsets.

Indeed, cultural content will increasingly be consumed on smartphones,
the number of which is expected to rise from 2.6 billion today, to
approximately 6 billion by 2020 (representing 70% of the world's
population). The growth in mobile use will have the effect of cutting
video viewing time. Short formats (a few minutes), or very short formats
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(a few dozen seconds) will be at the core of tomorrow’s entertainment.
With 85% of videos consumed in today’s world being under six minutes
in duration, Vivendi seeks to offer very high quality short content,
specifically designed for mobile use. To this end, Studio+ is starting to
produce exclusive digital mini-series in various genres (including action,
adventure, science fiction and horror).

Finally, by investing in digital content and platforms, Vivendi is developing
direct access to its clients, and is doing so in compliance with applicable
laws on the protection of personal data. Exploiting consumer data, allows
the group to become closer to its users, to better understand their habits
and to offer them customized services. These new ways of reaching our
consumers are valuable tools for creating the content of tomorrow.

Expanding our Activities to Promote Talent

All of Vivendi’s strategic plans share one powerful common denominator:
talent. As valuable and rare assets in the global competition for
intellectual property, this is the key to the group’s ongoing development.

As a leader for several years in music, television and cinema, Vivendi has
made a hallmark of identifying, developing and broadcasting its talent.
In 2015, ten artists who emerged on the French musical scene all came
from Universal Music.

To bolster this effort, in 2015 Vivendi created an entity dedicated to
identifying and pursuing talent in comedy, music and cinema. The purpose
of this entity is to offer the best possible career path for talent. This
recently led to the emergence of the young French comic Laura Domenge.
After performing at L'Olympia last July, she toured Paris venues and
appeared on several Canal+ television broadcasts. New artists are
expected to join this entity in 2016.

In order for talent to be discovered and developed, it must benefit from
media exposure. Due to its wide range of activities, Vivendi has all the
resources needed to assist artists throughout their careers: including
programming, event production, ticketing, concerts, endorsement and
merchandising. Our event venues (L'Olympia and the Théatre de I'CEuvre
in Paris, Abbey Road Studios in London) are strongholds in this talent
promation process.

Because talent knows no limits, Vivendi is building a dozen CanalQlympia
venues in Africa. Focusing on entertainment and promoting local and
international artists, these venues are designed as multi-use spaces
capable of changing their configuration depending upon the event.
Dedicated primarily to cinema, when used as outdoor venues, they can
host several thousand concert viewers. This network of CanalOlympia
venues strengthens the group’s presence on the African continent.
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1.5. Creating Value for the Group’s Stakeholders

151. AN INTEGRATED REPORTING PROCESS
THAT IS PART OF VIVENDI'S ONGOING
CSR STRATEGY

Vivendi highlights the materiality of its CSR (corporate social
responsibility) issues as they are directly related to the activities of the
group, which exerts an influence over millions of customers and citizens.
Societal priorities are, in fact, a primary focus of the company’s strategy.

In a very competitive international market, it is important for Vivendi
to maintain high standards for innovation, not only in its ability to
discover and promote talent and not only for the services and musical,
cinematographic or audio-visual content it offers consumers, but also in
its vision and its responsibility to society.

The media and cultural industries, which help revitalize the economy,
also contribute to the harmonious development of the planet and to
intercultural living together.

Driven since 2003 by the will to combine CSR and value creation through
the choice of its strategic issues and its positioning, Vivendi has pursued
this dynamic by involving the different functional divisions of its corporate
headquarters and its subsidiaries.

The choice to experiment, in part, with the International Integrated
Reporting Council (IIRC) framework and formalization proposed by it,
is consistent with Vivendi's ongoing determination to integrate its
corporate social responsibility (analysis of risks and opportunities,

The cultural diversity at the core of Universal Music Group’s business and exceptional
catalog: soprano Pumeza Matshikiza; DJ and electro music producer The Avener;
songwriter, composer and singer Sam Smith; songwriter, composer and singer Barbara.

dialog with stakeholders, support for change) with a view toward overall
performance.

In 2013, the launch of the integrated reporting pilot project, devoted
to cultural capital, made it possible to involve the finance directors
(headquarters and subsidiaries) more directly in this reflection process.
Indicators establishing the link between investments in content diversity
and profitahility were selected, then examined by analysts representing
the investors (Amundi, Groupama AM, Oddo Securities). This pilot project
showed that the production of musical, cinematographic and audiovisual
content offering a rich cultural diversity satisfies general interest (societal
value) and offers the group a competitive advantage over its competitors
(financial value).

Expanded internationally in 2014 and presented in an integrated analysis
of the strategy, this pilot project gave rise in 2015 to a more in-depth
analysis.

The following pages detail the resources necessary for the development
of Vivendi's business, the group’s sphere of influence concerning the
promotion of human rights in its business sector, the benefits enjoyed
by the different stakeholders of the group and the interaction of these
different factors that contribute to the creation of value.

This allows the group’s stakeholders to have a grid that provides an
overview of its missions, its performance, its growth drivers, its corporate
social responsibility (CSR) commitments, its strategy, its risks and its
opportunities.

The societal, social and environmental indicators
Y providing a detailed illustration of this value
creation are presented in section 3 of Chapter 2.
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RESOURCES NECESSARY TO VIVENDI'S
OPERATIONS

15.2.

To carry out its missions and its strategy (see “The Vivendi business
model « on the next page), the group needs the specific human, cultural,
financial, industrial and natural resources detailed below.

Financial capital 4—.*

Vivendi has financial capital at its disposal
by restructuring its assets and calling upon
financial markets and institutional lenders.

Intellectual and

cultural capital <«—

o—>

Vivendi owns intellectual property rights
(exploitation rights for films, audiovisual
programs, music catalogs, broadcast rights
for sporting events) that it markets via its
own distribution networks and media, its
digital platforms or those of its partners.
These intellectual property rights also include
trademarks, labels and patents.

The group also has cultural resources
and networks that help increase its potential
for creativity and for attracting talent offering

a wide diversity of expression.

Vivendi maintains a regular dialog with

all of its stakeholders or their representatives
(artists and professionals of the sector, shareholders,
employees, clients, public authorities, academic
institutions, NGOs and suppliers).

Societal
environment

1O

These exchanges consolidate strong and long-term
relationships with all of the private or public actors,
allow enhanced anticipation of societal changes
and contribute to the group’s overall performance.

Industrial
capital

The group develops its own distribution materials
and its digital platforms (Dailymotion, Canalplay,
Watchever) as well as its satellite capabilities.

[t manages a vast stock of set-top boxes. It also
has facilities (e.g., buildings and performance
halls) in numerous cities in Europe and
internationally.

Talent

Vivendi relies at the international level on

the skills and talents of its employees, artists,
authors, creators, journalists, technicians,
developers or designers.

The group draws from this rich diversity
of cultures, ideas and artistic expressions to
produce original, quality content and services.

Natural

—>
resources

The group, its suppliers and its service
providers use raw materials necessary

to produce and distribute their offerings

of content, services (data centers; transport
flows; consumer equipment) and goods
(CDs and DVDs).
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153. THE VIVENDI BUSINESS MODEL

VIVENDI, MISSIONS
A GLOBAL « Discover and support talent in their creativity

and their artistic expression.
INTEGRATED .

Produce and broadcast original, quality

|N DUSTR'AL mus:[icatl, cinematographic, audiovisual
content.
GROUP IN MEDIA + Promote access to this content
AND CONTENT to the largest audience.
*

Contribute to intercultural living together
and dialog.

GOVERNANCE

A dual structure with a Supervisory
Board, a collective body that involves
all of its members,
and a Management Board.

Steering committees and cross-
functional working groups bring together
Vivendi's different skills and areas
of expertise.

PRODUCTS AND
SERVICES

BUSINESSES

= Recorded music: the largest catalog with prestigious labels
; i ; o (e.g., Motown, Deutsche Grammophon, Polydor and Blue Note).
= Universal Music Group, world leader in music with strong

ol ; ; o = Music platforms.
gﬁg'ﬁ?gﬁﬁg;ﬂiﬁgorded T B A g “—> & Music publishing (Universal Music Publishing Group).
; = Merchandising (Bravado).
= Partnerships with brands (Universal Music & Brands).
= Payand general interest (Canal+) or special interest (e.g., Ciné+ and Planéte+) channels.
= Canal+ Group, the leading French audio-visual media group, m free entertainment (D8), news (iTélé) and music (D17) channels.
present in France, Africa, Poland and Vietnam. Leading <«—> m Multi-channel packages (Canalsat, nc+, K+).
contributor to funding for French cinema and European leader ®m Films and TV series (“new” productions and works from one of the world's largest
in the production and distribution of films and TV series. film catalogs).
= Film and series broadcasting platforms (Canalplay).
= Dailymation, one of the world’s largest video aggregation <“—

and broadcasting platforms = (3lobal video hosting and broadcasting service.

m Digital platforms of services offered to individuals (Vivendi Ticketing,
MyBestPro, Watchever, Radionomy).

= |ive performances (L' Olympia, Théatre de I'CEuvre, CanalOlympia).

m Vivendi Village, laboratory of ideas and developer “—>
of services that supplement the group’s offerings.

vivendi
ANNUAL REPORT 2015



Profile of the Group and its Businesses | Financial Communication and Regulatory Environment | Risk Factors
Creating Value for the Group’s Stakeholders

STRATEGY CSR
® |nnovate in a rapidly changing environment. . ; _ o ) .
= Maximize the known potential of all the group’s businesses Ensure the implementation of the eight priority CSR issues, the first four
to attract and develop the best creative talent. of which are directly connected to Vivendi’s business sector:
= Mobilize employees around a shared corporate culture. Promotion of cultural diversity in content production and distribution.

Empowerment and protection of young people in their use of digital media.
Knowledge sharing (pluralism of content and access to media).

Valuation and protection of personal data.

Vigilance in conducting business.

Social and professional empowerment of employees.

Economic, social and cultural local development.

Respect for the environment in the digital era.

® o

Own equity interests in influential telecom operators
to optimize the broadcasting of the group’s content.

GROWTH
DRIVERS

Grow internationally
and particularly in Southern Europe
and Africa by supporting local talent.

Innovate with regard to the group’s
content and services offers through
transition to digital technology.

Develop direct and trusting
relationships with the group’s customers
and the different audiences.

\

OPPORTUNITIES & RISKS PERFORMANCE
= Seize and maximize opportunities, particularly those = |Measure achievement of the quantitative objectives: revenues,
associated with know-how in identifying talent, with EBITA, cash flow.
the pooling of resources of the content businesses, = Evaluate the qualitative performance associated with achieving
with knowledge of the French-speaking market priority initiatives including those related to CSR.
or with the innovative CSR positioning of the group. = Value short-term performance (annual earnings) through bonuses
= Anticipate and control the principal risks: regulations, piracy, and medium-term performance through performance shares.

country governance, reputation, supply chain, competition from
major international players in the digital market.
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154.  VIVENDI'S “SPHERE OF INFLUENCE”
IN HUMAN RIGHTS AT THE CENTER

OF THE GROUP’S VALUE CREATION

Vivendi is one of the rare multimedia groups to occupy a leadership
position across the entire value chain of content business.

Aware of the human and cultural influence that the group exerts over
millions of customers and citizens, Vivendi strives to define its specific
contribution to the respect for human rights through a direct link with its
content production and distribution business, thus putting into practice

I THE “CORE"” CSR ISSUES PERTAIN TO HUMAN RIGHTS

one of the OECD Guidelines for Multinational Enterprises: “Enterprises
should respect the internationally recognized human rights of those
affected by their activities” or the preamble to the UN Global Compact,
which encourages businesses to act in favor of human rights “in their
sphere of influence” (see table below).

Linking the “core” CSR issues to human rights allows the group to
integrate this vigilance into its governance (extra-financial reporting,
information verification work on the part of its auditors, inclusion of these
issues in the variable compensation of senior executives) and its strategy
(see Chapter 2, Section 1). In 2015, this policy was entered on the agenda
of the Vivendi Audit Committee.

Beijing

United Declaration

Nations and Platform
European International for Action European Union
Universal Convention on Convention — 4% World Charter of
Declaration Human Rights on the Rights Conference on Fundamental
of Human of the Council of the Child Women Rights
Rights (1948)  of Europe (1950) (1989) (1995) (2000)

PROMOTION OF CULTURAL DIVERSITY IN CONTENT PRODUCTION AND DISTRIBUTION

Encourage creation in all its diversity Article 27 Article 31 Objectives A1, J1 Article 22
Support female artists and producers Objectives B4, F1, Article 23
of cultural goods and services F2,J1,J2, 14,18
Promote local talent Objectives A1, B4
Promote cultural heritage Articles 29, 30 Chapter 2 Article 22
Ensure respect for intellectual . .
33 property and support artists Article 27 Article 17
a EMPOWERMENT AND PROTECTION OF YOUNG PEOPLE
& Allow young people to exercise their Articles I .
o creativity and their citizenship 13,17, 29, 31 Objectives L3, L8 Article 24
8 Raise the awareness of young people and
s their circle to the responsible use of goods Articles 17, 29 Objective J2
L and services
(-’
8 Encourage media literacy Article 17 Objective L8
|=.u KNOWLEDGE SHARING
= Promote the quality and the pluralism .
= of content Article 11
Facilitate access to offerings and services Article 27 Objective L8
Raise public awareness of the sustainable Article 29 Objectives K2, J2
development issues
VALUATION AND PROTECTION OF PERSONAL DATA
Cultivate the digital trust of customers Article 12 Article 8 Article 16 Objective L Article 8
in a spirit of loyalty and transparency
Exerc!se digital vigilance (employees, Article 12 Article 8 Article 16
suppliers)
vivendi
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This requirement of transparency for economic players is increasingly
sought by the company’s stakeholders and expected pursuant to ever
stricter regulations and standards both at the national (Grenelle Il),
or international (UN Guiding Principles on Business and Human Rights;
European directive on non-financial information of large companies; GRI
guidelines including the Media Sector Supplement) levels.

Respect for all human rights is therefore a valuable corporate asset that
contributes fully to companies’ reputations and to their performance.

UNESCO Convention

UNESCO on the Protection
Universal and Promotion of the OECD Guidelines
Declaration on Diversity of Cultural for Multinational
Cultural Diversity Expressions Enterprises
(2001) (2005) (2011)

Articles 5, 8,9, 10 Articles 1,6, 7, 10

Article 7

Articles 6, 9, 10
Articles 6, 7

Articles 1, 2,6, 7

Articles 1,7, 8
Article 8 Articles 6, 7

Article 10

Point VIII.8
Consumer interests

Articles 8, 9, 10 Articles 1,6,7, 8

Articles 6, 9 Articles 2,6, 7

Article 2 Articles 2, 13

Point VIII.6
Consumer interests

Whether this involves the increase in alerts issued by NGOs,
controversies that are receiving more and more media coverage urging
investors to exclude from their portfolios multinationals or States accused
of failing to keep their commitments, reluctance on the part of public
authorities to open markets to offenders in this area, potential boycotts
by consumers or dissatisfied customers, or rankings selecting the most
virtuous companies, human rights are at the core of the company’s value
creation for itself and for its stakeholders.

UN Guiding Principles  Children’s Rights and

on Business and Business Principles

Human Rights — by UNICEF, UN Global
Reporting Framework Compact and UN Sustainable
Implementation Table Save the Children Development
(2011) (2012) Goals (2015-2030)

Page 106

Page 105

Principles 1, 6

Principle 1

Principles 5, 6

Principles 1, 6

Declaration;
Objective 8.3

Objectives 4.2, 4.3,
47,55,54a,5h5¢

Objective 11.4

Objective 4.7

Page 104 Principle 5
Page 104 Principle 5 Objectives 9.c, 11.a
Principle 10 Objectives 4.7, 12.8

Page 104

Principles 1, 5

Principles 1, 5
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155.  CREATING VALUE FOR ARTISTS

It is essential for Vivendi to create value for the artists and the talent
that produce the cinematographic, musical and audiovisual content or the
entertainment programs that the group offers its customers, its subscribers
and its different audiences. Discovering creative sources, paying special
attention to the contribution of women and their access to cultural life,
identifying talent, supporting it, ensuring respect for intellectual property,
providing this talent with exposure on a local and international scale are
at the core of Vivendi's missions.

In this way, the investments of Universal Music Group, the world leader in
music, contribute to musical creation by discovering and supporting artists
in all the countries where this group has a presence. This mobilization of
financial resources and employee know-how creates a continuous renewal
of the repertories that satisfies the diverse tastes of audiences on a global
scale. It also favors the attraction of local talent eager to be signed by
prestigious labels with an international reputation.

Finally, the investments made to digitize the catalog allow the artists
to extend the life of their works while simultaneously ensuring that the
group’s profits continue to increase. In fact, the digitization of musical
works no longer accessible on physical medium enhances the value of the
assets making up the exceptional UMG catalog in all its genres, including
pop, classical, jazz and rock.

Canal+ Group, the leading French audiovisual media group, established
in France, Africa, Poland and Vietnam, is the main contributor of funds to
French cinema and the European leader in the production and distribution
of films and TV series along with its subsidiary Studiocanal. Cultivating the
creativity of local talent and taking advantage of the pooling of the group's
areas of expertise strengthens artists’ exposure.

Thus, in 2015, Canal+ Group has remained a privileged partner of French
cinema. It actively supported creation by financing 55% of the French-
initiative films approved by the CNC (the French national centre for cinema
and motion pictures) for 175 million euros, which represents a total of
129 films.

Studiocanal has developed an ambitious production policy for European
works with important international potential, thus proposing an alternative
and complementary offer to that of the major American production
companies. With a direct presence in the three largest European markets
— France, Germany, United Kingdom — Studiocanal thus secures its supply
of projects and a durable link with some of the greatest European talent.

On the African continent, the investments of Canal+ Afrique in local
content increased by 80% in one year. In 2015, 5.5 million euros were
invested in African production (films, audiovisual programs, A+, Nollywood
TV). The construction of the CanalOlympia movie theatres and performance
venues in numerous countries of the continent is fuelled by the same
determination: identifying and supporting local talent to give it the means
to make itself known and to reach vast audiences.

In Vietnam, the subsidiary of Canal+ Group, K+ is attentive to the
development of new talent to work for an ambitious and accessible
Vietnamese movie industry. The study of scripts, prior to commitment,
corresponds to this dual ambition. In 2015, for the first time,
K+ co-produced five Vietnamese films.

Digital gives an additional impetus to this business expertise in the
discovery and support of talent particularly through the effectiveness of
social networks and easier access to works, allowing the group to meet
the new needs of their customers, particularly as regards the conditions
under which they choose to consume their content. Vivendi is also
increasing its investments in different platforms including Dailymotion and
Watchever to optimize the exposure of the artists signed by the group (see
Chapter 2, Section 2.1.1).

Vivendi pays close attention to the distribution of value and puts significant
effort to ensuring respect for intellectual property, which is a necessary
condition for the fair remuneration of rights holders.

On October 2, 2015, Universal Music France signed a Memorandum
of Understanding for the fair development of online music pursuant to
which the parties “believe that it is indispensable, in the best interest of
the entire industry, to re-establish trust by ensuring the most transparent
and the most equitable sharing possible of all revenues generated by the
digital exploitation of musical works.” Producers in particular made the
commitment within this framework to guarantee a minimum compensation
to artist-performers. “All these provisions constitute considerable advances
for artists.” (source: French Ministry of Culture).

Furthermore, in May, Canal+ signed an agreement with all of the
professional organizations of the film industry. This agreement defines
in particular the investment commitments of Canal+ “in European
and original French expression feature-length cinematographic
works” in addition to commitments to a diversified film acquisition
policy of French expression feature-length cinematographic works
(representativeness of the different budget levels of the films selected,
balance between newcomers and established directors, financing
of a wide variety of genres). This agreement, which lasts 5 years,
supports the historical and virtuous partnership between Canal+ and the
professionals of the seventh art.

\1/ —
\.. ., ==
—{ first French-
amnm31% =©29% 65% 20 "5
AMOUNT OF MARKETING AND RECORDING ON AVERAGE OF UNIVERSAL OF UNIVERSAL and
INVESTMENT OF UNIVERSAL MUSIC FRANCE MUSIC FRANCE'S REVENUE MUSIC GROUP SALES

dedicated to new talent
(artists releasing their first album) as a percentage
of total investment

Source: Universal Music France.

* Figures as of 12/31/2015.
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from the sale of new products, was
generated by new talent (artists
releasing their first album)

1 4 second French-
initiative films

financed by CANAL+

generated by local artists
in their own country

(scope of 59 countries)

Source: UMG Source: Canal+
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Supporting the contribution of women throughout the entire content
production process is a component of Vivendi's performance. After
launching its initial study on the role of women in cinema and music in
Europe in 2013, Vivendi created a Steering Committee made up of several
professionals of Canal+ Group and Universal Music in order to raise
awareness and collect data. Thus, in 2015, 25% of the films bought up
by Canal+ will be directed by women. Of the 19 films officially competing
at the 2015 Cannes Film Festival, only two were by female directors.
They were both supported by Canal+ Group: Mon Roi by Maiwenn was
coproduced and distributed by Studiocanal, and Marguerite et Julien
by Valérie Donzelli benefited from investment by Canal+. As part of its
policy of supporting the development of African production, the channel
A+ encourages several magazine and series projects led by women like
Akissi Delta, Yolande Bogui and Alexandra Amon. Alexandra Amon,

discovered by Canal+ Afrique during the project L’Afrique au féminin,
saw her first series, Chroniques africaines, receive the award for best TV
series at the 2015 Pan-African Film and Television Festival. Furthermore,
of the 50 best-selling Universal Music Group albums in the world in 2015,
28% were by female artists and 40% were by male artists (excluding
groups, film scores and compilations).

The subject of the role of women in artistic creation fuelled in particular
the partnership between Vivendi and Sciences Po (see Chapter 2,
Section 2.1.2.1). Vivendi is also a member of the Ministerial Committee
for gender equality set up by the French Minister of Culture. Finally, the
site Culture(s) with Vivendi and the CSR webradio Vivoice highlight the
careers of women who have become famous as orchestra conductors,
screenwriters, film producers or directors.

Canal+ Group, privileged partner of the seventh art and of the cinematographic heritage:
Mon Roi, Maiwenn (Cannes Film Festival, 2015); Timbuktu, Abderrahme Sissako
(Césars, 2015); The Imitation Game, Morten Tyldum (Academy Awards, 2015); Ran, Akira

Kurosawa (4K restoration by Studiocanal, 2015).

_—_—
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E M OF INVESTMENTS
INVESTMENTS excluding sports of Canal+ Afrique
BY STUDIOCANAL allocated to the production
in European works of local African content

Source : Studiocanal Source: Canal+ Overseas

5 25%

VIETNAMESE FILMS OF THE FILMS PRE-PURCHASED
CO-PRODUCED BY BY CANAL+ IN 2015

THE SUBSIDIARY DIRECTED BY WOMEN

OF CANAL+ GROUP

Source: Canal+ Overseas Source: Canal+
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156. CREATING VALUE FOR SHAREHOLDERS

Creating shareholder value is central to Vivendi's strategy, with a
long-term view. This created value is measured in particular through the
group’s financial and extra-financial performance. It is accompanied by an
active communication policy that is essential for establishing a regular
dialog with Vivendi's management, sharing the strategy and commenting
on the achievements of the group’s subsidiaries. The integrated reporting
process illustrates this dynamic.

In a context in which the economic models of its businesses are in
transition, Vivendi has achieved financial performances consistent with
the objectives announced in early 2015. Sales grew by 6.7% (1.4% at
constant currency and perimeter), the current operating margin is 10.2%
(at constant currency and perimeter) and adjusted net income reached
697 million euros, up 11.3%.

As of December 31, 2015, the group had a net cash position of €6.4 hillion
compared to €4.6 billion at year-end 2014. This position is primarily the
result of finalizing the group’s restructuring with the sale of its remaining
20% interest in Numericable-SFR, as well as the sale of GVT in Brazil and
the payment in April of a dividend of €1 per share, and the payment in
June of an interim dividend of €1 per share.

Vivendi shares are listed in compartment A of Euronext Paris,
code ISIN FRO000127771. As of December 31, 2015, Vivendi was the
seventeenth weighted stock of the CAC 40 index and the second weighted
stock on the Stoxx Europe 600 Media index.

The Vivendi stock market price ended 2015 at €19.86, down 4.0%
compared to 2014, and up 4.4% based on reinvested dividends.
By comparison, the Stoxx Europe Media index was up 12.2%
(+15.3% reinvested dividends) and the CAC 40 index grew by 8.5%
(+11.9% reinvested dividends).

Vivendi's financial communication is based on the principle of providing
precise, transparent and fair information concerning the group'’s position
to all shareholders, analysts and investors. The group ensures that it
complies with all the laws, regulations, standards and procedures in force
in France: the French financial security act, IFRS (International Financial
Reporting Standards) and the standards defined in the COSO (Committee
of Sponsoring Organisation of the Treadway Commission) report. It also
reports on the implementation of French laws and regulations (Grenelle Il)
or international standards that frame its social responsibility.
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* Source: Vivend.
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The Vivendi Investor Relations department maintains a close and ongoing
dialog with the analysts of brokerage firms and investment funds. It
also continuously adds to and updates the Investors/analysts section of
the corporate web site, which is intended in particular for institutional
investors. In cooperation with the Corporate Social Responsibility (CSR)
department, it organizes meetings with analysts and investors interested
in the group’s CSR policy.

Vivendi's financial communication to institutional investors also translates
into the organization of meetings about the world’s main financial markets,
and the participation of executives from corporate headquarters and from
the group’s subsidiaries at investor conferences.

Inall, in 2015, 546 “events” (including roadshows, investor conferences,
meetings at Vivendi corporate headquarters or at its subsidiaries and
analyst contacts) were organized in Europe and in the United States. They
allowed the management teams of Vivendi or of its subsidiaries to meet
with the representatives of 382 financial institutions to present to them
the group’s results and outlook.

Furthermore, Vivendi is engaged in a close dialog with its individual
shareholders who hold 4.9% of the group’s capital (the employee
shareholders own 3.3%). They benefit from communication dedicated
specifically to them. Staying close to them, keeping them informed and
understanding their expectations are the priorities of the group’s Individual
Shareholders Information department.

On the group’s website, there is a section specifically aimed at individual
shareholders, which includes “General meeting,” “In pictures,” “Audio
news,” “Letters to the shareholders,” “Shareholders” Committee,”
“Agenda,” “Press releases,” “Shareholders’ club,” “Shareholder’s
passhook,” “Market prices” and “Contact us” pages. A toll-free telephone
number and a Twitter account have been created specifically to best meet
their expectations.

At the 12" edition (2015) of the Grands Prix for corporate governance
organized by the AGEFI (Agence économique et financiere), Vivendi was
awarded 3" place for “Shareholder democracy, information transparency
and communication quality.”
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15.7.  CREATING VALUE FOR CUSTOMERS

Vivendi's capacity to offer its customers original, quality content while at
the same time facilitating the options for enjoying it at will, is one of the
main sources of value creation for them. To satisfy this demand, the group
nurtures the curiosity and the diversity of its customers’ tastes, cultivates
their digital trust in a spirit of loyalty and transparency, welcomes their
creativity and ensures it protects and empowers its younger audience.

Diversity of artistic expression, pluralism of content and editorial innovation
are all criteria for satisfying customers 75% of whom feel that “Canal+ is
a channel that offers programs that you cannot see anywhere else” and
who, through their purchases, give Universal Music Group a better than 30%
share of the world’s music market.

This sharp difference characterizes the offers of Canal+ Group whether
this involves films, TV series or entertainment programs. The same is true
for the documentary channels that cover a diversity of themes and genres
(history, science, civilization, society, investigation, adventure, escape,
wildlife) and which, in 2015, offered 1,135 hours of programming to Canal+
subscribers. News is not to be outdone, as witnessed by the success of
Le Petit Journal. This televised news program of the new generation, hosted
by young journalists, attracts new audiences who want to understand the
world’s current events and are interested in a national and international
news format that mixes humour, audacity and a taste for investigation. In
December 2015, Le Petit Journal reached its second best audience of the
season with 1,666,000 viewers.

Canalplay and myCanal broadcast this rich and original content package by
allowing subscribers to access thousands of films, complete series, digital
series, comedy and programming for a younger audience, at a time and
place of their choosing.

Committed to expanding its content on the Internet, in 2015, Canal+ created
a Digital Creation hub. This centre offers young talent in particular the
opportunity to expand their audience and benefit from assistance with
the production and promotion of short formats and original productions
developed specifically for the web. In Africa, in November 2015, Canal+
launched the MDR! (Mort de rire, or Dying of laughter) project in partnership
with CFI, the French media cooperation agency, to identify and train the
African talent of tomorrow to participate in the creation of new, short
comedy programs.

The diversity in the cultures of audiences is satisfied by the richness and the
variety of the Universal Music Group labels (which include Capital Music
Group, Island Records, Def Jam Recordings, Polydor, Blue Note Records,

Decca and Deutsche Grammophon). The digitization of UMG's exceptional
catalog promotes heritage and encourages different generations to share
musical emotions. The artists signed by UMG in close to 60 countries
express themselves in 44 different languages. In 2015, the best UMG sales
were not only achieved by established international artists but also by new
musical discoveries and local artists.

UMG is increasing its initiatives for attracting talent in the countries where
the group has a presence. To this end, Abbey Road Studios in London, owned
by UMG, launched the Abbey Road Institute in 2015. Since September 2015,
this institute has offered a year of training aimed at students who will earn
a sound engineering and musical production diploma when they complete
their studies. In Africa, UMG partnered with the British director Richard
Curtis to organize a competition for young people to involve them in writing
the lyrics to the song “Tell Everybody” in connection with the campaign to
raise awareness of the new United Nations sustainable development goals.
Almost 6,000 young people sent their proposed lyrics via their mobile phone.

Vivendi's strategic choice to bet on the growth opportunities offered by
digital technology must be supported by a rigorous policy concerning the
collection and management of personal data that preserves respect for
customers’ privacy. Vivendi has established instruments, such as the Data
and Content Protection Charter, adopted in 2008, or the best practice guide
concerning sensitive data. Vivendi takes care to verify that its partners
comply with the group’s values and rules of conduct in the countries where
the group has a presence. The protection and valuation of personal data are
the subject to certain reporting requirements based on precise indicators
by the subsidiaries of the company, which are then examined by the
Company's Auditors. CSR (corporate social responsibility) criteria, associated
with this issue, are also included in the variable compensation of Vivendi
executives. This compliance creates value for the group’s customers, who
are increasingly better informed concerning the protection of their personal
data and more inclined to disclose aspects of their identity to companies
that have a clear and comprehensible policy.

Concerning this subject, special attention is paid to young audiences, with a
taste for musical, cinematographic or online video offers. At the request of
the CSR department, monitoring is conducted to obtain better knowledge of
the methods for processing the personal data of children and teenagers on
the web sites of the group’s subsidiaries offering media content intended for
this audience. This sustained vigilance makes it possible to anticipate the
measures for protecting minors included in the future European regulations
and to limit the potential reputation risks.
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REFERENCE CHANNEL STREAMING OFFERS RETENTION OF THE NF 0 OF UMG DIGITAL SALES
FOR FILMS FOR PER SUBSCRIPTION CUSTOMER SERVICE NUMBER OF and 28% of UMG physical sales generated
MILLION CERTIFICATION LANGUAGES by the catalog (works marketed for more
860/0 e (NF is the main French sung by UMG artists than two years)
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(scope of 59 countries)
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* Figures as of 12/31/2015.
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158. CREATING VALUE FOR EMPLOYEES

Vivendi, an integrated industrial group with international ambitions,
involved in media and the production and distribution of cultural or
entertainment content, invests in men, women, ideas and creativity.

This is the condition of its success and of its ahility to innovate in a
constantly changing environment. The group must also provide for the
excellent management of its employees to attract them, retain them and
support them. Involving the employees in the company's strategies and
results and satisfying their expectations regarding employability and the
quality of their work environment life are both priorities for the group.

The year 2015 was marked by the desire of Vivendi’s management to
involve the employees of the group’s different entities in a joint and
participatory reflection process to define together the group’s strategic
developments and the new business opportunities.

This dynamic was carried forward through the organization of three
international seminars that brought together some fifty operational and
headquarter managers, who sought to facilitate the cross-functional
mobilization of employees. Several campaigns were selected and some
have already been deployed. Thus some forty young, recently hired
employees under the age of thirty were asked to develop a “welcome and
teamwaork program” for new employees, based on four major focuses: the
discovery of the group’s different businesses, the development of internal
networks, the pooling of ideas and the building of bridges between
entities. Another pilot program intended for more senior managers
will allow them to discover the best practices (offering of goods and
services, technological innovations, team management, corporate social
responsibility initiatives) through training cycles that bring them together
for several weeks. Finally, certain occupations, such as web developers or
designers, have already been organized into networks to foster synergies
within the group.

Seeking to establish a fair distribution of the fruits of the employee’s
labor, Vivendi set up a profit sharing system that strongly encourages the
development of employee share ownership. In 2015, a capital increase
reserved for employees was carried out.

This operation was a great success in terms of employee participation
(4,659, or a 43% increase compared to the previous capital increase
carried out in 2013) and in terms of the amounts to which the employees
subscribed, which increased by close to 75 million euros. As of December
31, 2015, employees of the group held 3.3% of Vivendi's capital.

Helping employees adjust to changes in their business is a central focus
of the training programs deployed in the group. If Canal+ Group puts a
premium on collective initiatives, Universal Music Group has opted for
individualized methods. In 2015, more than 10,000 employees benefited
from training campaigns.

In addition to employability, parenthood is an important issue for
social dialogue considering the employee age pyramid. Close to 70%
of employees are under the age of 44. Several agreements or charters
provide for a certain career flexibility and leave of absence by the
employee (maternity leave or parental leave). In order to foster gender
equality, the agreements include measures for identifying and correcting
pay gaps. Canal+ Group therefore disregards periods of maternity leave
in the annual evaluation, and identifies pay gaps for equal jobs and the
associated corrective actions. More globally, Vivendi seeks to achieve
parity in succession and promotion plans. Women represent 42% of
management staff and, on average, 20% of them sit on the management
committees of the entities (Vivendi, Universal Music Group, Canal+ Group,
Vivendi Village, Dailymotion).

Finally, all employees carry out their mission in compliance with the
group’s rules of conduct listed in the Compliance Program adopted in 2002.
Compliance with these rules is a condition for being a part of Vivendi.
These rules are applicable to each employee regardless of his or her level
in the group’s hierarchy and his or her duties. They cover the rights of
employees, the accuracy and protection of information, the prevention
of conflicts of interest, business ethics and compliance with the rules of
competition, the use of property and resources belonging to the group,
financial ethics and environmental awareness. To guarantee the best
standards in conducting the group’s business activities, the Management
Board monitors the application of this Program, on the initiative of the
General Counsel of Vivendi and the Compliance Officers of the principal
operational units. An activity report is submitted annually to the Audit
Committee, which reports to the Supervisory Board.
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CREATING VALUE FOR SUPPLIERS
AND BUSINESS PARTNERS

1.5.9.

Vivendi contributes actively to the local economic fabric of the territories
in which it conducts business, particularly through the business contracts
that it signs with its different partners in compliance with the group’s
rules of conduct. To assess the creation of value, economic results and
fairness of practices must go hand in hand. As the Vivendi Compliance
Program states: “The desire to strive for economic performance cannot in
any circumstances justify breaching the rules of business ethics. On the
contrary, this requirement for performance requires everyone to act in a
way which favors commercial relationships which are lasting and based
on loyalty and integrity”.

The Vivendi business units make sure to integrate the group’s
commitments based on the Compliance Program and the principles of the
United Nations Global Compact in their tender calls and their contracts
with their principal suppliers. In 2015, to assess the risks associated
with the Vivendi supply chain, an evaluation of the purchases made from
suppliers and subcontractors accounting for at least 75% of the total
expenditures of each of its subsidiaries was updated. This study shows
that 85% of the group’s purchases comprise the purchase of content
and professional services and that 84% of these purchases are made
in Europe.

Canal+ Group pays particular attention to ensuring that its suppliers and
service providers are economically independent. Thus, the proportion
of the sales of these suppliers and service providers attributable to
Canal+ Group is audited regularly using ERP (Enterprise Resource
Planning) purchasing management software. When this proportion
becomes significant and reaches 30%, assistance may be offered to the
service provider who is then alerted and invited to diversify its clientele.
The Purchasing department ensures, as far as possible, not to sign
contracts for more than three years. At the end of this period, the supplier
must compete in requests for proposals.

PURCHASES BY CATEGORY

0,
30% G
55% 9% 54%
1%
5%
Content ® Raw materials France
Professional services Finished products ® Asia-Pacific
® (Others Europe (excl. France)
Scope:

PURCHASES BY GEOGRAPHIC REGION

In 2015, in six African countries (Burkina Faso, Cameroon, Congo, Gabon,
Ivory Coast and Senegal), Canal+ Group maintained business relations
with 76 local producers for the purchase and pre-purchase of rights and
the coproduction of shows, films and productions. The group created
close to 4,500 indirect jobs through its distribution network, its purchases
of communication services and the technician services that it used to
install the equipment necessary for subscribers to receive the packages.

In its main business regions, Universal Music Group requires its suppliers,
through its calls for tender, to sign the Universal Music Group Supplier
Corporate Responsibility Policy. In the United Kingdom, the UMG
Purchasing department has been made aware of the new regulatory
framework of the Modern Slavery Act adopted in 2015 requiring
companies to detail the measures that they have taken to ensure that
their suppliers do not engage in modern slavery practices or in human
trafficking.

Bravado Australia, UMG’s Australian merchandising subsidiary,
requests its suppliers to provide evidence of international accreditation
(WRAP, BSCI and SEDEX) certifying that they comply with the ethical
requirements prior to any contractual commitment. They are also asked to
sign a Manufacturing Agreement that reminds them of their commitments
in relation to respect for human rights, and compliance with those
commitments is verified by the company through annual audits.

In connection with the renewal of its EMAS environmental certification,
Vivendi SA includes environmental protection clauses in its contracts and
its business relationships with its suppliers and subcontractors.

In 2016, Vivendi will continue its work to consolidate the commitments
it has made to making progress on its purchasing operations with the
operations staff of its business units and in order to better anticipate
increasingly demanding regulatory changes.

CANAL+ GROUP:
renewal of

THE SOCIAL RESPONSIBILITY

LABEL ror caLL cenTERs

780/0 of purchases

MADE FROM LOCAL SUPPLIERS

1%
13%

30% @
-

Africa a

@ North America

- Universal Music Group limited to a focus group of nine countries (Australia, Brazi, France, Germany, Japan, the Netherlands, South Africa, the United Kingdom and the United States):
- Canal+ Group: entities located in France, in Africa (a focus group of six countries: Canal+ Burkina Faso, Canal+ Cameroon, Canal+ Congo, Canal+ Gabon, Canal+ lvory Coast, Canal+ Senegal), in Poland and in Vietnam; and

Vivendi Village: Vivendi Ticketing, MyBestPro, Watchever, L Olympia.

* Figures as of 12/31/2015. Source: Vivend.
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15.10. THE VALUE CREATION CIRCUIT

The following two pages illustrate as a summary the sharing of financial and extra-

financial value produced by Vivendi with its main stakeholders. The page references refer Total workforce Attractiveness of the businesses
to additional information detailed in the Reference Document. 16,395 pp. 12-14, 59
Wages Development
and salaries of skills pp. 59, 84-87
€1,138M

Cross-functional mobilization
of employees pp. 12-13, 26, 59

Amounts distributed to Human rights and business relationships pp. 20-21, 27, 48, 52, 57-58, 73-74, 165 Employee share ownership

artists, suppliers and service | SR 45 part of the purchasing policy and in relations pp- 26, 58
provfers (dflStrlbUthl’], with suppliers and subcontractors pp. 27, 53, 57-58, 73-74 Employee representation
urchase of programs, : .
P © of progre Percentage of purchases made from local suppliers pp. 27, 70 on the Supervisory Board
royalties, subscriber 26 86117
management...): Breakdown of purchases by main categories and geographic regions pp. 27, 73 pp- 20, €.

€1,751M

Employees

vivendi

Number of employees: 16,395
Revenues: €10,762M
Investments in content: €2,309M

Discovering and supporting talent
in their creativity and their artistic expression.

Producing and broadcasting original, quality musical,
cinematographic and audiovisual content.

Promoting access to this content
to the largest audience.

Contributing to intercultural
living together and dialog.

@)

00O
@)
Artists and
professional
associations
communities
. Investment in local creation L . .
and talent pp. 15, 17, 20, 22-23, 48, 53, 55, 62-65, 70-71 Contribution to economic, social and cultural local
Support f talent pp. 13-14, 20, 22-23, 55, 63-67 Dovalopmant fevelopment pp. 14,27, 56,07
upport for new talent pp. 13-14, 20, 22-23, 55, 63- ; o
PP . bp of business Solidarity programs
Respect for intellectual property pp. 17, 20, 22-23, 65-66 <+—-e activities e—— and sponsorship initiatives pp. 66-67, 71
Promotion of heritage pp. 20, 25, 55, 63-65 Investments Development of infrastructures,
Dialog with the professional associations pp. 22-23, 53, 72 lg;;g;clt particularly performance
Role of female artists and producers ' venues in Africa pp. 14, 17, 56, 70, 263
of cultural goods and services pp. 20, 23, 53, 56, 63 Respect for the environment pp. 17, 27, 60-61, 89-94, 160
vivendi
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Promotion of cultural diversity pp. 20, 25, 55-56, 62-65
Empowerment and protection of youth pp. 20, 25, 52, 57-58, 66-68, 70

Pluralism of content, access to media and awareness raising
of sustainable development issues pp. 20, 25, 56, 68-70

Valuation and protection of personal data pp. 20, 25, 57, 69-70
Dialog with consumer associations pp. 25, 72

Customers

State and Dialog with national and
local authorities international institutions pp. 22, 53, 55-56, 75
Taxes on production Responsible lobbying p. 75
and income: Respect for intellectual property and

€1,216M fight against piracy pp. 20-21, 65-66, 72, 75
Payroll taxes on wages

and salaries:
€310M

=
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Public
authorities
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Shareholders
and financial
community

Shareholders*
Dividends paid to shareholders
in 2015, for fiscal year 2014: €1,363M ™ Financial
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Academic
institutions
and NGO

Regular and constructive dialog
through partnerships pp. 17, 53, 56, 66-67, 70-71

Two innovative digital tools: Culture(s)
with Vivendiand Vivoice pp. 23, 52-53, 56-57, 90

Involvement of young citizens pp. 20, 49, 53, 56

Financial institutions
Interest paid to banks: €30M

*  Employees and former employees hold 3.3% of the share capital.

(1) See also Chapter 4, note 15 to the consolidated financial statements

communication
policy pp. 24, 41-42

for the year ended December 31, 2015 “Shareholder dividend distribution policy”.

Role of women in cultural life pp. 20, 23, 26,
52-53, 56, 59, 76, 81, 85-86, 131
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1.6. Businesses

Vivendi, as an integrated industrial group, wishes to develop its various
businesses on the basis of a shared dynamic. Structured around its
major content streams: music, television, cinema, digital and live
events, Vivendi is basing its strategy for the future on the strength of the
collaboration between its business units. These form Vivendi’s bedrock
and contribute to its outreach.

With new businesses in 2015, the group is capitalizing on its synergies by
being present along the whole value chain, from the discovery of talent to
the production and distribution of content.

161. MUSIC

Music is Vivendi's most significant asset, through its subsidiary UMG.
As the world leader in the music industry, UMG is home to the greatest
local and international artists, representing every musical genre from
classical to urban and jazz to pop. Titles from Taylor Swift, The Weeknd,
Kendji Girac and Justin Bieber as well as The Beatles, Andrea Bocelli,
The Rolling Stones and Charles Aznavour are all part of its prestigious
catalog.

UMG has three main operating businesses: recorded music, music
publishing and merchandising.

The recorded music business discovers and develops recording artists,
and then markets and promotes their music across a wide array of
formats and platforms. UMG also continues to expand its operations in
other areas related to recording artists, such as brand rights management
and sponsorship.

The music publishing business discovers and develops songwriters, and
owns and administers the copyright for musical compositions for use
in recordings, public performances and related uses, such as films and
advertisements.

The merchandising business produces and sells artist-branded and other
branded products via multiple sales points, including fashion retail,
concert touring and the Internet.

1.6.1.1.

UMG's recorded music business primarily consists of the discovery and
development of artists and the associated marketing, distribution, sales
and licensing of the content created by these artists. With a diverse
range of labels in the music market and a worldwide presence in more
than 60 countries, UMG has a global market share of more than 30%
of the recorded music business, and holds market-leading positions in
most of the world’s major music markets, including the United States, the
United Kingdom, France and Germany.

Recorded Music

For those countries that have not traditionally been major markets for
recorded music, such as the BRIC countries (Brazil, Russia, India and
China), Latin America, Africa, the Middle East and Eastern Europe, UMG
is partnering with innovative new companies to increase fan access to
music. By utilizing these partnerships, UMG makes its content legally
available in countries where historically music availahility was very
limited or non-existent.
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UMG's diverse range of labels helps the business consistently cater
to evolving consumer tastes. UMG’s major recording labels include
everything from popular music labels (such as Capitol Music Group,
Interscope Geffen A&M, Republic Records, Island Records, Def Jam
Recordings, Universal Music Group Nashville and Polydor) to classical and
jazz labels (such as Blue Note Records, Decca, Deutsche Grammophon
and Verve).

In 2015, UMG's best-selling artists included not only global best-selling
established acts such as Taylor Swift and Justin Bieber, but also breakout
artists such as Sam Smith and The Weeknd and regional bestsellers such
as Louane and Kendji Girac in France, Helene Fischer and Sarah Connor
in Germany, Dreams Come True in Japan and Juan Gabriel in Mexico. In
the United States, UMG had seven of the top ten albums for the year,
including two of the top three with Taylor Swift's 7989 and Justin Bieber's
Purpose. In the United Kingdom, UMG had nine of the Top 20 tracks, led
by Hozier's Take Me To Church, and also nine of the Top 20 artist albums,
including the debut of the UK's higgest breakthrough artist of the year,
James Bay.

Sales from prior releases significantly increase UMG's recorded
music revenues each year, and UMG benefits from having the most
comprehensive catalog of recorded music in the world. The catalog
includes a wide array of performers, including, among others, ABBA,
Louis Armstrong, The Beatles, The Beach Boys, Andrea Bocelli, Elton
John, Guns n" Roses, Charles Aznavour, Nirvana, The Rolling Stones,
Andre Rieu, Frank Sinatra, Daniel Balavoine and Amy Winehouse.

UMG markets its recordings and promotes its artists through a variety of
highly coordinated activities, including radio, television, digital channels,
social media and live appearances.

While UMG's products continue to be sold in physical form at
retail outlets as well as through online physical retailers, sales and
consumption continues to shift to digital formats. UMG plays a leading
role in the evolution and expansion of the digital music market and
continues to encourage and support innovation through partnerships
with the leading players in the market, including Apple, Spotify, Deezer,
Amazon, Google and Vevo.

UMG is also extremely active in developing new sources of revenue,
including through brand consulting and strategic solutions via its agency,
Universal Music & Brands. It is continuing to develop its revenue
streams through advertising and sponsorship agreements - across
diverse set of partners in more than 50 countries, including with airline
companies, banks, technology companies, tech companies, telecoms
and others. Finally, UMG supports the participation of artists in live
and TV productions, such as “The Voice”, which is produced locally
in 60 countries and is aired in more than 180 countries.

1.6.1.2. Music Publishing

Universal Music Publishing Group (UMPG) is the world's second largest
music publishing company. Music publishing involves acquiring the rights
to musical compositions (as opposed to recordings) and licensing those
compositions for use in a variety of formats.

UMPG licenses musical compositions for use in sound recordings, films,
television, advertisements, and live and other public performances, such
as broadcasting and film performances. It also licenses compositions for
use in printed sheet music and song portfolios.
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Generally, UMPG licenses compositions after acquiring a direct interest
in their copyrights by entering into agreements with composers and
authors of musical compositions. The company also administers musical
compositions on behalf of other owners, which can include other music
publishers or authors who have retained or acquired such rights.

UMPG also owns and controls a vast catalog of original music and
arrangements, and offers this music for use in films, television,
advertising and new media industries as an alternative way of utilizing
the license.

UMPG's combined publishing catalog contains more than three million
owned and administered titles, including some of the world’s most
popular songs. Some of the major artists/songwriters whose works are
represented include Adele, Coldplay, Elton John, Eminem, Billy Joel,
Paul Simon, Florence and the Machine, Justin Bieber, Justin Timberlake,
Keith Urban, Mumford & Sons, Nicki Minaj, Mariah Carey, Nick Jonas,
Britney Spears, Miguel, U2, Imagine Dragons, Sam Hunt, André Rieu,
Diane Warren, Andrew Lloyd Webber, The Beach Boys, and Irving Berlin,
among many others.

During 2015, UMPG completed a number of publishing deals, including
agreements to represent the songs of Ariana Grande, Shawn Mendes,
Demi Lovato, Nick Jonas, Tobias Jesso Jr., Maroon 5, Pearl Jam,
Grammy-winning producer Jeff Bhasker, Halsey, Joe Jonas, Post Malone,
Kacy Hill and Michael Chabon, among others. The company also extended
its relationships with such major artists as Adele, J. Cole, Eminem,
Martin Garrix, Nicki Minaj, Big Sean, Jason Derulo, Gloria and Emilio
Estefan, and Future, among many others.

1.6.1.3. Merchandising

UMG's wholly-owned global merchandising company, Bravado, is the
only global, full-service merchandising company in the industry. Bravado
works closely with new and established entertainment clients, creating
innovative products carefully tailored to each artist or brand. Products
are sold on live tours, via selected retail outlets and through web-based
stores.

Bravado also licenses rights to an extensive network of third party
licensees around the world. The company takes advantage of UMG's
global sales and distribution networks as well as UMG's significant
marketing strength. The company’s broad client roster includes artists
such as The Beatles, The Rolling Stones, Bob Marley, Justin Bieber, Katy
Perry, The Weeknd, 5 Seconds of Summer and Ariana Grande.

1.6.1.4. Regulatory Environment for Music

UMG's businesses are subject to the laws and regulations of the
countries in which they operate.

In 2015, the US House Committee on the Judiciary continued its review of
copyright law in the United States. Having completed two years of public
hearings and meetings with stakeholders, it is contemplating a proposal
to update US copyright law. Those discussions have included music
licensing and related matters. Separately, the US Department of Justice
continued its review of the long-standing Consent Decrees regulating
the two largest performing rights organizations for songwriters and
publishers —BMI and ASCAP. In addition, the US Copyright Royalty Board
issued the new statutory rate to be paid by webcasters (such as Pandora,
the largest US webcaster) to labels and artists for the years 2016-
2020. The rate was increased by 21% over the previous rate, but that
figure is partially offset by a 12% reduction in the rate for webcasters’

subscription streams. The ruling also included a 32% reduction in the
statutory rate paid by terrestrial (AM/FM) radio stations for simulcasting
their programming over the Internet.

On December 9, 2015, the European Commission published its first
copyright package as part of the initiatives under the Commission'’s
project to create a single digital market. This included a communication
on copyright, a proposal for regulation on cross-border portability of
online content services (which is already common practice for the
music industry in Europe), and a proposed directive on the sale of online
content. On the same day, the Commission also published a consultation
aiming to modernize the directive on intellectual property rights. The IFPI
(International Federation of the Phonographic Industry), which represents
the recording industry globally, supports the Commission’s position on
these key issues and stresses the need for new legislation in Europe.

In France, the “Schwartz agreement” was signed in October 2015 by key
stakeholders in the music industry. The French government, through the
Ministry of Culture and Communication promoted this voluntary code of
practice to help govern relationships between digital platforms, record
labels, publishers and artists, with the major labels being represented in
France by their national union, SNEP.

1.6.1.5.

Piracy materially harms the music industry and impedes the development
of new business models. Based on data from comScore and Nielsen,
the IFPI estimates that 20% of fixed-line Internet users regularly access
services offering copyright-infringing music. Working in conjunction with
the rest of the music industry and other entertainment sectors (including
the movie and games industries), UMG takes a multi-pronged approach
to combating piracy, which includes:

Piracy

& supporting the development and launch of innovative services across
a number of platforms, as well as the continued growth of existing
services such as those from Apple, Spotify, Deezer, Amazon, Google
and Vevo. UMG works with partners collaboratively to ensure music
can be accessed legally on all new platforms such as mobile, tablet
computers, game consoles, in-car and in-home, to offer consumers
the best, fully comprehensive digital music experience;

& working with governments and intermediaries (such as credit
card companies, advertisers, search engines, proxy services and
ISPs) to reduce potential profits from piracy and ensure adequate
enforcement. For example, UMG has participated in programs with
ISPs to educate consumers about the wide availability of legal
downloading services and provide warnings to those using illegal
services.

1.6.1.6. Competition

The profitability of a recorded music business depends on its ability to
attract, develop and promote recording artists, the public acceptance
of those artists, and the success of its recordings. UMG competes with
other major record companies in searching for talent, whether it be new
artists or established artists signed to other labels. UMG also faces
competition from independent labels.
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The music industry competes for consumer discretionary spending with
other entertainment products such as video games and films. In recent
years, UMG has been facing greater competition for shelf space, due to
declining CD sales and continued consolidation of the retail sector in the
United States and Europe.

Finally, the recorded music business continues to be adversely affected by
piracy, in particular illegal downloading and streaming from the Internet
(see Section 1.6.1.5 “Piracy” above).

1.6.1.7.

As the industry continues to evolve, UMG works to maximize
opportunities for digital distribution by partnering with both established
and emerging digital businesses. UMG also actively works to protect its
copyrights and those of its artists against unauthorized digital or physical
distribution. In addition, the company continues to pursue new ways to
capitalize on the digital transition in the industry, including using data
that was previously unavailable in the physical business. For example,
UMG developed Artist Portal, a database allowing for robust, real-time
analysis of artist sales, streaming, social media traction and airplay,
among other metrics.

Research and Development

16.2. TELEVISION AND CINEMA

Vivendi is a major player in television and cinema in France and abroad,
via its subsidiary Canal+ Group. As the largest audiovisual media group
in France, it is a leading producer of exclusive and special-interest
channels as well as a leader in the distribution of pay-TV packages, in
France, Africa, Poland and Vietnam. Canal+ Group is also a key player
in the production and distribution of feature films through its subsidiary
Studiocanal.

Canal+ Group's ambition is to offer its subscribers the best content
and services in terms of exclusivity, quality, mobility, consumer choice
and customization. It has a total of 11.2 million individual subscribers
representing 15.7 million subscriptions. Its goal is to continue to grow at
an even greater rate in the short and medium term, both in France and
abroad.

With Canal+, the group possesses a powerful brand with strong brand
recognition. The quality of its content “the strength of its talents”, its
editorial excellence and synergies with other Vivendi group entities
carry its growth. Its ability to innovate in order to adapt to changes in
its markets is well recognized. Its presence in high-growth regions can
be seen in the dynamism with which it develops its activities in Africa.

The group also intends to capitalize on growth through free television,
which centers around three television channels (D8, iTélé and D17),
through the production of audiovisual content via its Studiocanal
subsidiary and, finally, through digital, with new streaming offers and a
stronger presence on video sharing platforms (Dailymotion).
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1.6.2.1. Pay-TVin France

1.6.21.1. Programming Activities

Canal+ Channels

Canal+ Group produces six channels offering exclusive, original and
innovative programming:

¢ ageneral interest channel (Canal+), which offers movies, sports,
news, drama, documentaries and entertainment programs; and

« five high value-added channels (Canal+ Cinéma, Canal+ Sport,
Canal+ Family, Canal+ Décalé and Canal+ Séries), featuring their
own programs.

In 2015, these channels (the Canal+ channels) aired 379 films on Canal+
and 512 over all formats.

Canal+ has developed widely recognized expertise in sports coverage,
characterized by exclusive programs, accurate and relevant commentary,
analysis by expert consultants, and technical know-how. Overall,
the Canal+ channels cover many French and international sports
competitions: football with League 1, the UEFA Champions League
and the English Premier League; rughy — with the Top 14, the Pro D2,
the Southern Hemisphere rugby; the Formula 1 World Championships;
the tennis masters in Monte-Carlo and Paris Bercy (ATP 1000); the golf
majors, Ryder Cup, the PGA European Tour; and some meetings of the
Diamond League in athletics (Saint Denis and Monaco). Canal+ also
broadcasts major world events such as the recent Rugby World Cup and
the next Olympic Games in Rio in 2016 and Tokyo in 2020.

Canal+ Group is also highly praised for the quality of its works of fiction.
The critically acclaimed Créations Originales (original programming)
are particularly emblematic of the quality of the content offered on the
group’s channels and, through their unique writing, are contributing to
the revival of the genre. They form part of the DNA of Canal+. Six original
works, including the famous Versailles series, have been ordered for
the 2015-2016 season, and the group is planning to produce six to ten
original works each season, representing an additional annual investment
of 15% to 20%.

Special-Interest Channels

Canal+ Group produces about 20 special-interest pay channels covering
major TV segments: movies with the Ciné+ channels, discovery
with Planéte+, and children’s programming with Piwi+, Télétoon and
Télétoon+1.

1.6.2.1.2. Bundling Activities

Canal+ Group combines and assembles channels in packages or theme
packs. The first exclusive package offers the Canal+ channels, while the
Canalsat package is made up of special-interest channels.

Canalsat offers more than 150 channels, both those produced by the
group (the “+" channels) and the special-interest channels coming from
third-party publishers (40 exclusively, including Eurosport and all the
Disney channels). Canalsat is available on satellite, ADSL and DVB via a
new set-top box connected to the Internet, the Cube S.

Canalsat is accessible on all screens (Internet on PC and Mac, as well
as mobile devices) with over 130 channels offered live or on demand via
the website and the new myCanal interface in HD, French version and
original version with subtitles.
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The Canalsat catch-up on-demand offer is the largest library of this type
on the French market, with nearly 65 channels referenced and more than
10,000 programs available at any time. Every month, there are more than
ten million views by subscribers.

1.6.2.1.3. Distribution Activities

The offers of Canal+ Group are available through specific subscriptions
on DVB, satellite, ADSL, fiber, cable (the Canal+ channels only), mobile
devices and the Internet. Packages are sold through call centers, on the
group’s websites, at nearly 2,000 points of sale, through the group’s
commercial partners (big-box retail stores, specialized stores and phone
boutiques) and via Internet Service Provider (ISP) distribution platforms.

Canal+ Group maintains an exclusive relationship with its subscribers,
from activation to termination.

Last year, it launched the development of its own network by setting up
temporary boutiques and “pop-up” shaps in major retail centers in France.
Canal+ Group now has 60 pop-up shops in retail centers throughout
France.

As part of its distribution activities, Canal+ also markets some of its
special-interest channels through third-party distributors, particularly
ISPs, which include the channels in their own pay-TV packages.

With 11.2 million individual subscribers in mainland France as of
December 31, 2015, Canal+ Group holds the largest portfolio of pay-TV
customers.

Internationally, the group adapts its distribution strategy to the specific
features of each market.

1.6.2.1.4. New Services

Canal+ Group is among the pioneers of digital and a pioneer of new
television services in Europe, particularly video-on-demand and multi-
screen distribution. Recently, the group accelerated the expansion rate
of its online presence.

Video-on-Demand with Canalplay

Canalplay is Canal+ Group's streaming offer that enables subscribers to
access more than 10,000 units of content, anywhere, any time (movies,
full seasons of TV series, comedy and children’s programs). Canalplay
is available on television via set-top boxes, as well as on computers,
smartphones and tablets using a mobile application. Canalplay is also
available without any subscription to the television offers of Canal+.

myCanal Second Screen Service

myCanal enables subscribers to find all Canal+ content, direct or
on-demand, as well as all related services via a single paint of entry,
irrespective of the device used. A single subscription to myCanal enables
users to benefit from myCanal offers on one or more screens within the
same household. myCanal is accessible on all screens: PC and/or Mac,
and all smartphones and tablets on the market (over 6,000 different
screens). Overall, myCanal represents 10,000 programs on demand,
6.2 million downloads, 30 million visits each month, and 1 million users
every day.

Suggest Recommendation Engine

Also launched in 2015, Suggest is the new recommendation engine now
available on Canalplay. It draws on both the best technology and the
editorial know-how of Canal+ in each area of interest (including cinema,
box sets and young people). Suggest offers an evolutionary television
experience that accounts for the characteristics of its user. Suggest
will be progressively generalized to be included in all packages of the
Canal+ Group.

Internet

Committed to a policy to expand the broadcasting of its content online,
within two years Canal+ Group has become the leading French media
network on YouTube, with more than 50 “channels” offering programming
from Canal+, D8 and iTélé, along with original content produced in
particular by Studio Bagel. This leading comedy channel network
on YouTube, has been majority-owned by Canal+ Group since 2014.
The group's aim is to reach new audiences (including the youngest
viewers), to discover new talent, and to test innovative video formats.
Almost one billion videos have been watched on these channels
combined.

1.6.2.2. Free-to-air TV in France

1.6.2.2.1. Free Channel Division

Canal+ Group has historically operated in free-to-air TV with unscrambled
programs from Canal+ and the 24-hour news channel iTélé. In 2012, it
developed a hub of free channels, which included the general interest
channel D8 and the music channel D17.

These three channels, broadcast by TNT, are available throughout France
to virtually the entire French population. They are also included in the TV
packages of satellite operators, ADSL, cable and other operators. All of
their revenue is derived from advertising.

With a market share of 3.4% in 2015, D8 was ranked the fifth national
channel, and iTélé closed the year having broken its viewing record,
despite a larger DVB offer base (26 channels since year-end 2013), and a
general downturn in the TV market.

1.6.22.2. Canal+ Régie

Canal+ Régie is the exclusive advertising arm of Canal+ Group and
is a wholly-owned subsidiary of the group. It sells advertising on the
Canal+ channels (unscrambled programs), iTélé, D8, and D17, as well as
on their spin-offs on YouTube and Dailymotion. Canal+ Régie operates
12 of the group’s special-interest channels, the group’s websites,
including canalplus.fr, Studio Bagel and OFF.tv from Universal Music
France, mobile and tablet applications, as well as catch-up TV services.
It is also the exclusive advertising agency of the UGC cinemas network.
Its sales and marketing innovations provide Canal+ Group with close to
stable advertising revenues, despite the difficult economic environment.

1.6.2.3. Audiovisual Production and New Formats

In its strategy of reinvesting in its audiovisual content, Vivendi has
acquired several production companies. By investing in production, the
group is establishing its presence over the whole value chain of content,
from creation to distribution. In 2015, the interests acquired in Mars Films
and in Banijay Group reinforced the expertise of the group in this area.
Furthermore, Vivendi has developed an in-house production entity to
create digital mini-series for mobiles (Studio+).

Announced in July 2015 and finalized on February 23, 2016, the merger
between the production companies Banijay and Zodiak created one
of the world’s leading company in the sector: Banijay Group. With a
significant international presence, Banijay Group generates 75% of its
revenue streams outside of France, an international reach consistent
with the ambitions of Vivendi, which has taken a 26.2% interest in the
group. Banijay Group is one of the biggest players in the production of
entertainment programs and works of fiction. Among others, it produces
the formats May the Best Host Win, Sing It On and Pioneers.
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Created in 2008, Banijay brings together Air Productions (Nagui) and H20
(Cyril Hanouna), which produces, Touche pas & mon poste for D8, among
other programs. Zodiak Media has developed expertise in adventure
programs (Fort Boyard, Koh-Lanta), world class fiction such as Versailles,
and animation with the company Marathon, a leader in this sector.

In 2015, Vivendi also strengthened its investment in creation and
renewed its support for cinematic art. The group aquired a 30% interest
in the production company Mars Films, one of the leaders in production
and cinema distribution in France. This investment came within Vivendi’s
strategy to offer Canal+ Group the financial and technical resources for
its growth, and to ensure that it had better control of its production,
creation and distribution resources. Among other productions, Mars Films
produced La Famille Bélierin 2014, and has become well-known for its
distribution of Woody Allen movies in France.

Lastly, with the production and distribution of short films having become
a major focus for Vivendi’s growth, a new entity was created: Studio+. It
produces exclusive digital mini-series, specially designed for mobile use.
The production of several mini-series created in collaboration with UMG
and Studiocanal is already planned in all fiction genres (including action,
adventure, science-fiction and horror).

1.6.2.4.

Canal+ Group has developed its pay-TV operations internationally through
its subsidiary Canal+ Overseas. It currently has more than 5.5 million
subscribers in the zones it covers (Africa, Caribbean, Indian Ocean, South
Pacific, Poland and Vietnam).

International Pay-TV

Africa

Present in more than 30 countries in Central and West Africa, Canal+
Overseas is the leading pay-TV operator in French-speaking Africa
through its “Bouquets Canal+" offer, its ten subsidiaries present on the
continent and Madagascar, as well as its powerful distribution network.

The October 2014 roll-out of the major African channel A+ significantly
enhanced the quality and content of the offerings proposed and confirmed
Canal+ Group's strong commitment to developing the audiovisual services
on this continent. It is the ambition of A+ to present African talents in all
their diversity through a package of first exclusive programs developed
for the African public (including TV series, movies and entertainment
programs). In 2014, one of the programs launched by A+ was /sland
Africa Talent, a musical television talent show broadcast in every
French-speaking African country. The first season of the show was highly
successful.

As of December 31, 2015, A+ had more than 2 million subscribers on the
African continent and has been broadcast in France since February 2016.

In addition, Canal+ Overseas holds a majority stake in Thema, a company
specializing in the distribution of general-interest and special-interest
TV channels that produces the channels Novelas TV, Nollywood TV and
Gospel TV.

Overseas

Leading overseas audiovisual group Canal+ Overseas markets “The
Canal+ channels” and Canalsat in the Caribbean, in the Indian Ocean and
in the South Pacific.
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The acquisition of Mediaserv in 2014 was as an important step in
the diversification of the activities of Canal+ Overseas. Among other
objectives, it made it possible to launch Canalbox, a joint Internet/
telephone package, in the Caribbean and Réunion.

The Canal+ Mobile mobile package has also been available since 2014
in the Caribbean and is offered to consumers in partnership with the
operator Digicel.

Poland

Poland is the second biggest market for Canal+ Group. It has historically
been represented by its old subsidiary Cyfra+. nc+, which produces eight
first exclusive channels of the Canal+ family and seven special-interest
channels, and has the most varied television package offers in Poland,
including for sports by offering the best of Polish and European football
to its consumers: the Champions League (accessible exclusively on the
channels of nc+), the Europa League, the English championship, and the
Polish league. nc+ also holds the main broadcasting rights for the most
popular sports in Poland, such as handball, speedway and basketball.

Cinema is also at the heart of the nc+ package. Every year, subscribers
have access to around 500 movie premieres from the main Hollywood
studios on the Canal+ first exclusive package. Canal+ is also involved in
local productions, including the new television series Belfer, which will
be broadcast in 2016.

As of December 31, 2015, nc+ had 2.1 million subscribers.

Vietnam

Canal+ Qverseas is present in Vietnam with K+, a satellite package
of local and international channels held jointly with Vietnamese
public television. The package offers four first exclusive K+ channels
(K+1, K+NS, K+PM, K+PC) produced by the group.

The K+ offers benefit from a large distribution network with more
than 2,800 points of sale and 13 proprietary K+ STORE boutiques.
Canal+ Group has operational control of K+, in which it holds a 49%
interest.

As of December 31, 2015, K+ had 804,000 subscribers.

1.6.25. Cinema

Studiocanal, a subsidiary of Canal+ Group, is the leading European player
in the production, acquisition, and distribution of world-class movies and
TV series. It operates directly (theater distribution, video, digital and TV)
in the three main European markets (France, the United Kingdom and
Germany) as well as in Australia and in New Zealand. Studiocanal boasts
the largest film catalog in Europe, with more than 5,000 movies.

Studiocanal is developing an ambitious international production policy,
and has had great success at the worldwide box office with family
films such as Paddington and Shaun the Sheep, and the blockbuster
Non-Stop with Liam Neeson. From the six British films that generated
over £10 million at the box office in the last year, four were Studiocanal
films: Paddington, The Imitation Game, Shaun the Sheep and Legend.
Studiocanal also co-financed and distributed The Imitation Game with
Benedict Cumberbatch. Future releases include A Bigger Splash by
Luca Guadagnino, with Tilda Swinton and Ralph Fiennes, the next film
by James Marsh on the English sailor Donald Crowhurst, featuring
Colin Firth and Rachel Weisz, and Nick Park’s new animated film for the
Aardman studios, Early Man.
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In addition to the commercial success of its productions and co-
productions, Studiocanal enjoyed great critical success in 2015:
17 Academy Award nominations (for The Imitation Game, Foxcatcher,
Selma, Song of the Sea and The Tale of Princess Kaguya), 15 BAFTA
nominations and also 13 for BIFA, where Tom Hardy was awarded Best
Actor for his performance in Legend.

With a very strong presence in the family movie and animation segment.
Studiocanal stood out in 2015 with two films in particular: Paddington
and Shaun the Sheep. Paddington, which was released in December 2014
was a success worldwide. This year, Shaun the Sheep from the Aardman
studios did exceptionally well in cinemas in over 70 countries, passing
the US$100 million mark at the box office worldwide. The film has
been nominated five times for Best Animated Film at various festivals,
including the Academy Awards and 2016 Annie Awards.

Alongside these developments, Studiocanal is actively growing in the
television series market, strengthening its position as a European leader
in content production. It became the majority shareholder of Tandem
Communications in 2012 (based in Germany), the European leader in the
production and sale of international TV shows, and of RED Production
Company in 2013 (Great Britain), a specialist in quality English-language
TV series. In 2014, Canal+ Group, Studiocanal, the authors and creators
Saren Sveistrup and Adam Price, and the producer Meta Louise Foldager
partnered to form SAM Productions ApS. In 2015, Studiocanal partnered
with RED and three young actors and writers to create the production
company Guilty Party, bringing together a talented team, highly regarded
in England, to launch and produce projects for new works of fiction and
TV series.

1.6.2.6. Regulatory Environment for Cinema
and Television

The overall regulatory environment of the Canal+ Group has been
discussed in previous Annual Reports and did not change significantly
in 2015.

The audiovisual communications industry in Europe is subject to national
laws and regulations. In France, compliance is overseen by regulatory
authorities such as the CSA (Conseil Supérieur de I'’Audiovisuel). Canal+
has a license to broadcast the Canal+ channel in France via terrestrial
networks as well as networks that do not use frequencies assigned
by the CSA, such as satellite, cable and ADSL. In December 2000, this
license was renewed for a period of five years, and then extended three
times, the Canal+ channel’s authorization to broadcast over terrestrial
networks expires in December 2020.

It should be noted that Article 40 of Law 86-1067 of September 30,
1986 on freedom of communication provides that not more than 20%
of the share capital of a company holding a license relating to a French
language television service can be held, directly or indirectly, by foreign
non-EU entities.

Pursuant to the interpretation given by the French Conseil d’Etat in
its administrative notice of June 27, 2002 on the criteria to qualify as
non-EU investors, available on the website of the Conseil Supérieur
de I'’Audiovisuel, such foreigners cannot exercise their power over a
company holding a license, even through a company that they indirectly
control, it being understood that the term control means the holding of
shares representing the majority in Ordinary Shareholders’” Meetings,
which is 50% of voting rights plus 1. Within this meaning, only a company
which share capital is majority held by foreign non-EU entities could not

hold more than 20% of the share capital of a French television company
directly or indirectly.

However, according to another interpretation, both the text of the law
itself and the preparatory works make clear that the legislator's intent
was to prevent foreign non-EU entities exerting an influence over a
company holding a French-language television service license. Within
this interpretation, if foreign non-EU entities were to hold more than 20%
of the share capital or voting rights of a company indirectly holding these
licenses, by combining their interests, this could result in a breach of the
abovementioned Article 40. As such, Canal+ Group, which is a wholly-
owned subsidiary of Vivendi, and which owns 100% of the Société
d'Edition de Canal Plus (SECP), is authorized to broadcast the channel
Canal+. Not more than 20% of the share capital of the company holding
this broadcasting authorization can be directly or indirectly held by a
foreign, non-EU shareholder or by several foreign non-EU shareholders
where their combined shareholding exceeds this threshold.

The analysis conducted by Vivendi and its counsel of this legal text and
its interpretation given by the Conseil dEtat, led to the conclusion that if
non-EU foreign entities, by combining their interests, were to hold more
than 20% of the share capital or voting rights in Vivendi, which indirectly
holds this broadcast license, this situation could constitute a breach of
the aforementioned Article 40.

A single company may directly or indirectly hold seven licenses for a
national terrestrial digital television broadcasting service. Canal+ Group
has four licenses for pay-TV channels (Canal+ HD, Canal+ Cinéma, Canal+
Sport and Planéte+) and three for free channels (iTélé, D8 and D17).

Under its license to broadcast in France, Canal+ Group must comply
with certain obligations in relation to the broadcasting of programs and
investments made in audiovisual and film production. For example, 60%
of the audiovisual works and films broadcast by the group’s channels
subject to these obligations must be of European origin, and 40% must
be originally broadcast in French.

With respect to the obligations governing investments in audiovisual
production, the Canal+ channel must spend at least 3.6% of its total
net revenues for the previous year on “heritage works” (works of fiction,
animation, creative documentaries, music videos and filming or recreation
of live performances). A portion of this expenditure (representing at least
3.1% of net revenue) is allocated to the development of independent
production.

In the film sector, the channel must dedicate 12.5% of its annual revenue
to acquiring European films, including 9.5% for original French works.

The D8 channel must invest 15% of its net annual revenue from the
previous year in the production of European audiovisual works or works
originally broadcast in French, of which at least 8.5% must be invested in
the production of “heritage works".

Under its obligations to invest in film works, D8 must allocate at least
3.2% of its revenue from the previous year to European works and 2.5%
to original French works.

Canalplay (pay-per-view video-on-demand and video-on-demand by
subscription) is also subject to regulations governing audiovisual on-
demand media services. A November 2010 decree imposes certain
obligations in relation to investments in the production of audiovisual
and film works and obligations in relation to offers made to consumers
and advertising. There is also a December 2011 CSA decision on the
protection of youths and the ethics and accessibility of programming.
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Pursuant to the law of June 2009, media scheduling (which required
films to be broadcast within a certain time period after their release) has
been adjusted. Canal+ Group has implemented the agreement entered
into on July 6, 2009 and extended by the order of July 9, 2009, which
imposes the following requirements with respect to the timeframe for
broadcasting films after their theater release:

< for films available via pay-per-view video-on-demand (primarily the
Canalplay VoD service) and on DVD: four months minimum after
theater release and three months for films which sold fewer than
200 tickets in their fourth week in theaters;

« for movie channels:
— first period for release: ten months for an original broadcast if
an agreement is entered into with film organizations (otherwise
12 months), and
— second period for release: 22 months if agreed with the film
organizations (otherwise 24 months);
¢ on unscrambled television channels and on other pay television
channels:
— 22 months if the channel contributes at least 3.2% of its revenue
to film production,
— otherwise 30 months; and

« for subscription on demand films (Canalplay):
— 36 months.

1.6.1.7.

Canal+ Group actively combats audiovisual piracy. It gives priority to
innovation and technological monitoring as well as to prosecuting the
perpetrators of piracy to protect its commercial interests and those of
its licensees.

Piracy

1.6.2.8. Competition

Canalsatellite/TPS Merger

On July 23, 2012, the French Competition Authority issued a new decision
in which it approved the merger between Canalsatellite and TPS (after
withdrawing approval in a decision on September 20, 2011). This decision
made the merger between Canalsatellite and TPS subject to compliance
with 33 injunctions, which were imposed for five years and renewable
once. They primarily affect:

« the acquisition of film rights from US studios and French producers;

« theinterest of Canal+ Group, through its subsidiary Multithématiques
SAS, in Orange Cinéma Séries;

& the availability and distribution of independent or internal first
exclusive and special-interest channels, as well as non-linear
services (VoD and SVoD).

The enforcement of the injunctions was accompanied by the creation of a
dedicated organization within Canal+ Group. An agent was appointed to
monitor the successful enforcement of the injunctions by Canal+ Group,
and reports every three months to the French Competition Authority on
implementation of the injunctions. In addition, three annual oversight
meetings between Canal+ Group, the agent and the representatives of
the French Competition Authority have already been held.

vivendi
ANNUAL REPORT 2015

Acquisition of the Direct 8 and Direct Star Channels

Notice of acquisition of the Direct 8 and Direct Star channels by
Canal+ Group was given to the French Competition Authority on
December 5, 2011 and the acquisition was approved by the Authority
on July 23, 2012, subject to compliance with several commitments by
Canal+ Group over five years, renewable once after a new analysis of
competition is performed by the Authority.

TF1 and M6 filed an appeal before the Conseil d’Ftat on the ground that
the French Competition Authority’s decision approving the acquisition of
these two channels exceeded its powers. On December 23, 2013, the
Conseil d’Ftat annulled the Competition Authority’s decision, ruling that
it had not deliberated collectively on the version of the commitments
contained in its decision of July 23, 2012. Further, with regards to
the internal legality of that decision, the Conseil d'Ftat ruled that the
Competition Authority had erred in its assessment when it concluded that
Commitment 2.2 would prevent the anti-competitive effects of the deal
linked to restricting French film rights markets in the second and third
unscrambled windows.

On January 15, 2014, Vivendi and Canal+ Group again provided notice to
the French Competition Authority of the acquisition of the Direct 8 and
Direct Star channels. On April 2, 2014, the Competition Authority again
authorized the Canal+ Group acquisition of Direct 8, Direct Star, Direct
Productions, Direct Digital and Bolloré Intermédia, subject to several
commitments. The commitments of Canal+ Group in reference to French
films were reinforced; the rest of the 2012 commitments remained the
same.

The enforcement of the commitments was accompanied by the
establishment of a dedicated organization within Canal+ Group. An agent
was appointed to monitor the proper enforcement of the commitments by
Canal+ Group, was appointed. He reports to the Competition Authority
every three months on this enforcement. In addition, three annual
oversight meetings of Canal+ Group, the agent and representatives of
the Competition Authority have already been held.

Partnership in Poland

The Canal+ Group and the [Tl 'and TVN groups entered into a strategic
partnership agreement to combine their pay-TV channel packages in
Poland to provide for the acquisition by Canal+ Group of a significant
interest in the capital of TVN. This partnership was approved
unconditionally by the Polish Competition Authority on September 14,
2012 and by the European Commission on November 30, 2012.

In March 2015, Canal+ Group, jointly with ITI Group, announced the sale
of its controlling interest in TVN, the most important private premier
television group in Poland, to Scripps Networks Interactive Inc.

This sale took effect in July 2015.

Competitive Environment in France
The French pay-TV market is changing rapidly due to:

& new players that have entered the market and are offering premium
content. These include Orange, which has positioned itself in the
upstream market for the acquisition of audiovisual rights and in the
intermediate market for the production and distribution of movie
and drama channels (“OCS” channels); and Al Jazeera, which has
substantial financial backing, recently launched the belN sport
channels, expanded its offer to a third channel, and offers a number
of premium sports events. Lastly, there is the Altice group, which has
acquired the rights to the Premier League, the most attractive premier
football championship in Europe, for the 2016-2019 seasons;
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« the proliferation of distribution platforms and technologies, such as
connected TV;

¢ the development and enrichment of deals offered by Internet Service
Providers (ISPs);

& new non-linear services offering quality and premium content in VoD
and SVoD. Netflix, the world leader in SVoD services, strengthened
its position on the French market in 2015. These new services
represent real growth relays for ISPs in particular, insofar as they
allow providers to rapidly build pay-TV offerings without the editorial
or regulatory constraints resulting from the production of a television
service; the arrival of other worldwide Internet players will be
announced in the next few months;

& the growing attraction of these usages for consumers; the entry of
- often global - ISPs into this market is thus favored. They now have a
strong presence in the audiovisual production sector;

& the competitive pressure being exerted by the new group resulting
from the merger of SFR and cable operator Numericable, which
benefits from dual expertise in the development of fiber optic
networks and pay-TV. Ultra high-speed Internet, which expands
capacity in video and data flows, and allows this new group to
propose an attractive offer, in terms of both quantity (more channels)
and quality (including more HD channels, new VoD services, new
interactive opportunities and opportunities for recommendations);

& the undeniable and growing success of DVB in France, which is
helping drive radical change in the audiovisual landscape. It has
significantly opened the market to a new wave of competition from
producers in free television.

1.6.2.9. Research and Development

Canal+ Group’s Research and Development (R&D) policy primarily focuses
on innovation in new services, new uses and new technologies.

The advancement of an idea or concept from the monitoring phase
into the prototyping phase, and then to its ultimate implementation, is
controlled by a cross-disciplinary committee composed of the operations
directors (Distribution, Programming, Technology and Information
Systems).

Some of the projects implemented within this framework receive
research tax credits.

163. DIGITAL

As a key player in media, Vivendi directed its efforts to digital several
years ago by investing in dynamic businesses which distribute content
but also have an innovative approach to customer experience.

The recent acquisition of Dailymotion and the creation of Vivendi Village,
a laboratory of ideas for digital, have supported the already remarkable
digital rollout of Canal+ Group and UMG.

The diversity of these digital start-ups offers the possibility of developing
innovative projects on the Internet, in particular by offering services
complementary to the offerings of the Canal+ Group and UMG.

With its content bundling, ticketing, professional recommendation,
video-on-demand service and digital radio activities, Vivendi Village

has developed an original collaborative model, capable of broadcasting
“digitally” the content and talents of the group.

1.6.3.1.

Dailymotion is the leading French website worldwide in terms of traffic,
with almost 3.5 billion videos viewed and 300 million users each month.
This platform is the European leader in online hosting and sharing of
videos. Dailymotion makes it possible to view, broadcast, search, store,
share, comment and monetize videos on the Internet. The platform puts
video creators in contact with the users viewing them, and with the
advertisers which enable them to manetize their videos.

On June 30, 2015, Vivendi acquired 80% of Dailymotion, and the next
month increased its interest to 90%.

Bundling of Video Content

Since then, Dailymotion has worked on implementing synergies with
Vivendi's various subsidiaries. Significant video and musical content has
been added to the platform. The Dailymotion audience has also increased
1.5 times since September 2015.

Dailymotion produces its own content via the Dailymotion studio (based
in Paris), a place of support for new talents in online video. The studio
is now an asset at the heart of the group’s synergies and serves as an
incubator of talents destined to be developed over all media.

Dailymotion is rolling out its new generation media player in order to
offer creators and users one of the best possible viewing experiences.
This media player improves three key functionalities: performance (new
design, speed, and 100% responsive), circulation (more users reached),
and customization (insertion of logo and choice of color of the media
player).

The platform has also launched Repost, a new tool which enables its
users to publish extracts of their favorite videos in order to broadcast
them on Dailymotion and on social networks. This tool enables all users
to reach wider audiences, with the views being credited by Dailymotion
both to the user who uploaded the initial video and the person reposting
it. Furthermore, through Repost, all advertising revenues generated are
allocated to the creator of the initial video. Repost is put in place with
the agreement of the legal beneficiary of the video: the tool can be
deactivated at any time.

Dailymotion benefits from the status of “host” as defined by
Directive 2000/31/EC of the European Parliament and Council of June 8,
2000 on certain legal aspects of information society services, in particular
electronic commerce, in the Internal Market (Directive on electronic
commerce).

Protection of the content of rights holders is an absolute priority for
Dailymotion. In addition to the prompt removal, by teams available 24
hours a day, after notification of assumed illegal content, and which goes
beyond any legal obligation it might have as a host, Dailymotion has put
in place several “fingerprinting” or digital recognition solutions in order
to best protect the rights holders.

Research and Development is at the heart of the growth strategy of
Dailymotion, which this year doubled its investments compared to 2014.

In practice, this has resulted in a notable technical improvement of the
platform, which launched innovative and high-performing products in
2015: new media player, presence on the new Apple TV, launch of Repost,
improvements on all mobile applications, as well as availability in new
languages such as Malay to attract a growing Asian audience.
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1.6.3.2. Ticketing

Vivendi Ticketing is a ticketing service present under the See Tickets
brand in the United Kingdom and the United States, and under the
Digitick brand in France.

Vivendi Ticketing offers the best service to its customers at the best
price, and now supports more than 20,000 cultural and sporting events.
It offers a full range of services including retail sales, installation of
software, marketing and online service. Vivendi Ticketing will continue to
strengthen its reach in North America, where opportunities are likely to
present themselves in 2016.

In 2015, Vivendi Ticketing experienced several highlights:

+ Digitick exclusively provided the ticketing for the Vieilles Charrues
festival in Brittany, which brought together 240,000 festival-goers;
access to and security for the festival were supervised by Digitick;

& See Tickets broke a sales record with 120,000 tickets sold in only
30 minutes for the 2016 Glastonbury Festival;

& the US subsidiary of See Tickets sold tickets for the L Festival-Féria
Cultural Latino Americana, attracting 30,000 people to California;

+ the Digitick.com website welcomed 20,000 visitors simultaneously
for the sale of tickets to the Adele and Insus concerts.

In France, Digitick developed white label ticketing linked to the artists’
websites. The first artists to benefit from white label ticketing, which is
accessible directly from the official websites, were Louane, Kendji Girac,
Michel Polnareff and Emmanuel Moire.

1.6.3.3. Professional Recommendation

The peer-to-peer professional recommendation platform Wengo was
renamed MyBestPro in June 2015. MyBestPro’s ambition is to create the
leading peer-to-peer professional recommendation label. The company
has collected 500,000 customer reviews, and has an audience of 5 million
visitors each month on its websites, and 15,000 downloads of the
application RDVmedicaux.

MyBestPro continues to be present in the five key markets of education,
law, coaching, health and home services, and offers immediate access to
a network of 30,000 available professionals throughout France:

& JuriTravail, France's premier website for legal matters, provides
free legal information, assistance forums and legal advice over the
phone. In 2015, JuriTravail opened new premises in La Rochelle and
recruited 23 legal experts responsible for interacting with web users;

¢ Wengo now regroups all activities linked to expert advice by
telephone and on the Internet around key themes including fitness,
health and psychology. The platform has received a positive response
in the group’s channels and has created many partnerships for the
coming year;
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o DevisPresto ranks third in French websites which specialize in
providing cost estimates for various construction works and services.
The DevisPresto platform puts private individuals who wish to
carry out construction works in contact with the 5,000 subscribing
contractors;

& Bordas is the first educational support network provided exclusively
by graduate teachers. The site www.bordas.com enables the families
of school students to contact teachers;

& Finally, the platform RDVmedicaux offers a list of physicians and
specialists to persons seeking to make an appointment. It is possible
to check their availability and make an appointment directly online.
More than 30,000 appointments are made each month and the
application was downloaded 15,000 times in 2015.

1.6.3.4. Subscription to Video-on-Demand

Watchever is a SVoD platform based in Berlin, Paris and Marseille,
targeted at the German market. The site provides its users with a large
catalog of local and international content, made up of thousands of
movies and shows on an ad-free basis. Watchever offers content in its
original version with German subtitles, in most cases in high definition,
and available on different hardware: PC, smart TV, games consoles,
Apple TV. The platform enables users to customize the viewing and
recommendation parameters, and also the security parameters (including
those relating to parental control).

Watchever seeks to distinguish itself by expanding its catalog to
include niche programs targeted at an audience of cinema-lovers in
addition to its library of successful works. Watchever relies on a system
of recommendation and on social networks to broaden its catalog.
At the same time, the company has entered into a partnership with
Canal+ Group and provides its users with 500 Studiocanal movies.

At the end of September 2015, Watchever modernized its platform with a
new presentation, enhanced content, and new functionalities. This new
version enables access to content via 25 special-interest channels and
offers customized navigation, with access to customized offering.

1.6.3.5. Digital Radio

The digital radio platform Radionomy joined Vivendi Village in
December 2015. Radionomy enables web users to create their own digital
radio stations, which they can then broadcast, promote and monetize.
More than 57,000 digital radio stations have been created throughout
the world.

With Radionomy, Vivendi adds digital radio to its activities and thus
reinforces its presence on the value chain of content, from the discovery
of talent to the production and distribution of content.

In 2014, Radionomy won the “Best Global Digital Strategy” prize,
awarded at the RAIN summit (bringing together all players in digital
radio). This prize rewarded the innovation and adaptability shown by
Radionomy in developing its activities.
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164. LIVE

Vivendi's Live events, which are part of the activities of Vivendi Village,
enable Vivendi to ensure the representation of artists on stage in France,
with L'Olympia and the Théatre de I'(Euvre, and overseas with the
network of CanalQOlympia venues and Abbey Road Studios.

1.6.41. Theaters in France

L'Olympia

As an emblematic setting for Parisian shows, L'Olympia has consolidated
its position as a renowned music hall venue. In 2015, L'Olympia hosted
284 shows and has maintained stable levels compared to those of 2014,
in spite of the events of November 2015.

The theater is continuing its mission to discover talent by developing
new initiatives targeted at young artists. “Mon premier Olympia”,
produced with OFF.tv and broadcast on Dailymotion, is the perfect
illustration of this desire to give talented youngsters more exposure
(Fakear, Louane, Kendji Girac...). By opening up L'Olympia stage to
youth, the theater is targeting a new audience and becoming more of a
partner for these talented artists.

Continuing in this effort, L'Olympia has launched various projects. 28
boulevard des Capucines will serve as a dance floor for the venue's
electro music events (“Olympia by Night”), where the stage will host
festivals and famous DJs. The first event will take place in April 2016.

Lastly, since 2015, L'Olympia has organized tours for the general public.
Given the success of this event, they are expected to continue in 2016.

1.7. Holdings

1.7.1.  TELECOM ITALIA

The Théatre de I'CEuvre

A new theater was added to Vivendi Village in 2015. The Théatre de
|'CEuvre will be a venue dedicated to talent, but will remain an important
venue for Parisian theater.

From September 2016, Vivendi will be responsible for the scheduling
of the theater alongside Frangois-Xavier Demaison, who owns 5% of
the venue.

1.6.4.2. Venues Elsewhere in the World

CanalOlympia

Around ten cinema theaters and venues, called CanalOlympia, are
opening in West and Central Africa in 2016. Dedicated primarily to
cinema, the venues can house several thousands of people for concerts
held outdoors.

The scheduling of the theaters is based on the assets of the group
around the Canal+ and UMG brands, which will pool their content and
expertise to serve culture and entertainment.

Abbey Road Studios

The most emblematic studios in London, made famous by the Beatles,
have belonged to UMG since 2011. This renowned music venue remains
the preferred recording studio for artists all over the world. Abbey Road
Studios also transform into a venue for shows. In April 2016, they will
host French comedian Gad Elmaleh and English comedian Eddie Izzard,
for a Frenglish Night.

173.  MARSFILMS

On June 24, 2015, Vivendi became the largest shareholder of Telecom
[talia, the leading fixed-line and mobile operator in Italy. In accordance
with the option given to it at the time GVT was assigned to Telefonica,
Vivendi exchanged 4.5% of the share capital of Telefonica Brasil for
1.11 billion ordinary shares of Telecom ltalia (8.24% of its share capital).
Vivendi consolidated this investment by acquiring 6.66% additional
shares in Telecom ltalia, raising its interest in the Italian company to
14.9%.

As of December 31, 2015, Vivendi held 21.39% of its ordinary shares.
In its capacity as main shareholder, Vivendi obtained four seats on the
Board of Directors of Telecom ltalia made up of three representatives of
the group and one independent member.

As of March 10, 2016, Vivendi held 24.9% of Telecom ltalia ordinary
shares.

17.2.  TELEFONICA

On July 29, 2015, after having entered into an agreement with Telefonica
relating to the exchange of 58.4 million of its Telefonica Brasil preferred
shares (representing 3.5% of its share capital) for 46.0 million Telefonica
ordinary shares, Vivendi held 0.95% of the share capital of the Spanish
telecoms operator.

On September 29, 2015, Vivendi acquired a 30% interest in the share
capital of Mars Films, one of the leaders in cinema production and
distribution in France. One of the films Mars Films is known for is
La Famille Bélierin 2014.

1.74.  UBISOFT AND GAMELOFT

On October 14, 2015, Vivendi acquired interests in French video game
companies Ubisoft and Gameloft, of 6.6% and 6.2%, respectively.

By year-end 2015, Vivendi had progressively increased its interest in both
companies to 13.98% of the share capital of Ubisoft and 28.65% of the
share capital of Gameloft.

As of March 10, 2016, Vivendi held 15.90% of the share capital of Ubisoft
and 29.86% of the share capital of Gameloft.

1.75. BANIJAY GROUP

On November 10, 2015, Vivendi announced that it was acquiring a 26.2%
interest in the share capital of the production company formed from the
merger between Banijay and Zodiak Media. Finalized on February 23,
2016, this merger gave rise to the Banijay Group, the third-largest actor
in the production of television programming in the world.
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1.8. Operations Sold

181. NUMERICABLE-SFR

183. TVN

On November 27, 2014, Vivendi sold 80% of SFR — the second-largest
telecommunications operator in France — to Altice-Numericable for
€13.166 billion in cash.

In 2015, Vivendi continued its divestiture by selling the remaining 20%
of SFR to the Altice group, thus finalizing the sale of its activities in the
group.

On May 6, 2015, Vivendi received from Numericable-SFR an initial cash
payment of €1.8 billion, net of the price adjustment of €116 million
linked to the debt of SFR at end-November 2014. A second payment of
€1.9 billion was received on August 19, 2015.

182. GVT

On September 18, 2014, Vivendi signed a final agreement with Telefonica
for the sale of GVT, its Brazilian telecommunications subsidiary, for an
enterprise value of €7.5 billion.

This transaction was completed on May 28, 2015. In total, Vivendi
received €4.2 billion before taxes, estimated at €0.6 billion, including the
reimbursement of shareholder loans made to GVT by Vivendi.
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On July 1, 2015, Canal+ Group and ITI Group sold the whole of their
52.7% controlling interest in TVN, the leading private television
group in Poland. The cash consideration received by the ITI Group and
Canal+ Group for this transaction amounted to €584 million.

1.84. TELEFONICA BRASIL

On July 30, 2015, Vivendi sold 67.9 million preferred shares in Telefonica
Brasil (4.0% of the share capital) for an amount of US$877 million.
This operation was carried out after first converting the shares into
American Depositary Receipts (ADR), resulting in the sale by Vivendi of
all its equity interests in Brazil.

1.85.  ACTIVISION BLIZZARD

On January 15, 2016, Vivendi sold its shares in Activision Blizzard
representing 5.7% of the share capital of the video game producer.
All of Vivendi's Activision Blizzard shares were sold for US$1.1 billion
(approximately €1 billion).

For further details on the businesses sold, please refer to Note 2 to the
Consolidated Financial Statements of the Financial Report in Chapter 4.
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SECTION 2
FINANCIAL COMMUNICATION AND REGULATORY ENVIRONMENT

2.1. Financial Communication and Performance

2.1.1.  INVESTMENT POLICY

To continue creating value, the group needs to improve its results which
will require investment and innovation. In furtherance of this, Vivendi
selects investment projects based on several criteria:

& expected growth resulting from the investment, as well as its impact
on the growth of adjusted net income per share and on cash flow;

the profitability of the investment against the assessed financial risk;

in-depth assessment of non-financial risks (e.g., geopolitical risks and
currency risks).

All investment projects are reviewed first by the Investment Committee
and then by Vivendi's Management Board. The most significant
investments are subject to approval by the Supervisory Board.

For major transactions, a post-acquisition audit is performed to compare
actual operational and financial results with the assumptions made
during the investment decision process. The conclusions drawn from
auditing these transactions are used to promote best practices within
the group.

21.2. FINANCIAL COMMUNICATION POLICY

21.21. Objectives and Means of Vivendi's Financial

Communications

Vivendi's financial communications have a clear objective of providing
fair, accurate and transparent information on the group’s position to
all shareholders, analysts and investors. The group ensures that it
complies with laws, standards and procedures applicable in France,
including the French Financial Security Act, IFRS standards (International
Financial Reporting Standards), and the benchmarks set out in the COSO
(Committee of Sponsoring Organizations of the Treadway Commission)
report.

Vivendi's Investor Relations department is continuously engaged in
dialog with analysts at brokerage firms and investment funds with whom
it maintains a close relationship. It also provides a continuous stream
of information and updates on the the Investors / Analysts section of
the www.vivendi.com website, which is aimed primarily at institutional
investors.

Vivendi also provides financial information to institutional investors
through meetings organized in the main global financial markets and

through the participation of executives from the head office and its group
businesses at investor conferences.

A total of 546 events (including roadshows, investor conferences,
analyst meetings and meetings at Vivendi's head office or at the offices
of its subsidiaries), taking place in Europe and the United States,
were organized in 2015. These were opportunities for executives from
Vivendi and its subsidiaries to meet representatives from 382 financial
institutions and present to them, the group’s results as well as the
outlook.

Lastly, Vivendi is developing ad hoc communications for analysts and
investors who specialize in socially responsible investments.

21.2.2. Communication with Individual Shareholders

Vivendi currently has 284,000 individual shareholders, holding 4.9%
of its share capital (together, employee shareholders hold 3.3%).
Specific information is disclosed to them in their capacity as employee
shareholders. The priority of Vivendi's Individual Shareholders’
Information department is to give the group’s shareholders close and
constant support, provide them with information and understand their
expectations. Vivendi has implemented several means of communicating
with shareholders.

In 2009, a Shareholders’ Committee was created. It has ten members,
whose terms of office are for a renewable two-year term. The committee
acts as a bridge between Vivendi's management and individual
shareholders. The committee’s membership reflects the diversity of
shareholder ownership. It is kept up to date on the group’s strategy and
latest news, as well as its various challenges and initiatives. Its focuses
include the Shareholders” Meeting and communication tools available to
individual shareholders (including information sessions, newsletters and
Club activities). It meets at least three times a year.

A Shareholders’ Club was also established in 2010. Its purpose is to
organize information sessions and training events related to the group’s
businesses. It also strives to keep shareholders informed in an easy and
straightforward manner. It is open to anyone who holds a Vivendi share,
in either registered or bearer form.

The Club offers a broad range of activities:

& “Jeudi, c'est Vivendi" themed meetings whose purpose is to provide
shareholders with an insight into the group’s businesses. In 2015,
these meetings focused on music streaming from UMG, Canal OTT,
Dailymotion and Vivendi Village, and Vivendi's corporate social
responsibility policy. These meetings are held in Paris and the rest
of France;
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« financial meetings held outside Paris in partnership with another
group listed on the French CAC 40 index. Taking place six times a
year, Vivendi discusses its strategy, outlook and results at these
meetings;

& training meetings with the Ecole de la Bourse. In 2015, these
meetings covered the topics “The reasons for being a shareholder
in 2015" and “How to be properly informed about listed companies”
(through visits to the Palais Brongniart in Paris);

# visits to the Garnier and Bastille Operas, to L'Olympia, live broadcasts
of operas and ballets (Paris, Bordeaux, Lyons, Orléans and Nantes),
premiere screenings of films produced by Studiocanal (Paris and Lille),
and entertainment offered by the partner associations of Create
Joy, Vivendi's solidarity program (concerts by the Jeunes Talents
associations and the Orchestre Palais Royal, and films at the Forum
des Images).

2.2. Insurance

Vivendi holds centralized insurance coverage for its own risks and
the risks of its subsidiaries. Within this framework, plans have been
established by the group’s Insurance department with major French and
international insurers. These policies are subject to regular competitive
bidding to allow the group to benefit from optimal technical and financial
terms. Local contracts are used for coverage of certain risks specific to
Universal Music Group in the United States.

These insurance plans supplement the group’s risk management policy.
With respect to the Property Damage / Business Interruption plan,
regular inspections of the group’s main facilities, in France and abroad,
are performed by the insurers, allowing them to better assess the
risks covered, and enabling Vivendi to optimize the terms on which it
negotiates the corresponding insurance policies. This risk management
policy also includes plans for resuming operations or ‘rescue’ plans in
the event of accidents having an effect on an essential component of a
particular business. There are also environmental protection measures
in place.

The main insurance policies contracted by Vivendi include, among others,
those covering property damage and business interruption, civil liability
and workplace accidents.
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The group’s website has a specific section dedicated to individual
shareholders with pages on “Shareholders’ Meetings”, “In pictures”,
“Shareholders’ Newsletters”, “Shareholders” Committee”, “Agenda”,
“Press Releases”, “Shareholders’ Club”, “Shareholders’ Booklet”, “Stock
Market Prices” and “Contact us”.

The Individual Shareholders’ Information department may be contacted
during normal business hours Monday through Friday by telephone at
0805 050 050 (toll-free number in France), by e-mail (actionnaires@
vivendi.com) or by mail (Vivendi — Individual Shareholders” Information
department — 42, avenue de Friedland — 75380 Paris Cedex 08, France).
A Twitter account has also been set up specifically for individual
shareholders.

221. PROPERTY DAMAGE AND BUSINESS
INTERRUPTION

General insurance programs for the entire group have been contracted
for a total coverage of up to €400 million per loss. These programs cover
risks of fire, water damage, natural events, terrorism (depending on the
legal restrictions in each relevant country or state) and also business
interruption resulting from these events. In general, the applicable
deductible per claim is €250,000.

222.  CIVILLIABILITY

Insurance policy programs to cover civil liability in the course of business
operations as well as product liability for the entire group have been
secured for €180 million per year in total aggregate coverage.

223. WORKPLACE ACCIDENTS

Certain plans are specific to operations in the United States, particularly
those to cover occupational illness and workplace accidents, where
the employer is responsible for the insurance. Workers’ compensation
programs have been established to comply with obligations required by
the laws of various states.
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2.3. Investments

Vivendi's main investments and divestments include acquisitions
or disposals of financial investments, as described in Note 2 to the
Consolidated Financial Statements, as well as investments in capital
expenditure and content, described in Note 3 and Note 10 to the
Consolidated Financial Statements, respectively.

The impact of these investments and divestments on Vivendi's financial
position is described in Section 2 of the Financial Report, and the impact
of the investments in content and capital expenditure on Vivendi's
financial position is described in Section 2.3 of the Financial Report.

2.4. Seasonality of Group Businesses

The activities of Vivendi's subsidiaries are relatively seasonal in nature.
Sales volumes are higher during the last quarter, which is when UMG
achieves almost 50% of its sales. Nonetheless, results are spread over
the full year as a result of regular launches of products and services
(e.g., films, albums and sale of seats at events).

As regards pay-TV, the revenues of the Canal+ Group are more consistent
since they depend on subscriptions. Sales are however more significant

Moreover, the contractual commitments made by Vivendi for the
acquisitions of financial investments, as well as investments in capital
expenditure, are described in Note 22 to the Consolidated Financial
Statements. The distribution and breakdown of capital expenditure
per business are presented in Note 3 to the Consolidated Financial
Statements.

at the beginning of the school year in September and over the end-of-
year holiday season. In addition, major sporting events such as the Rughy
World Cup have had an impact on the volume of subscriptions.

Seasonal variations are not really noticeable in the case of business
activities linked to the customer experience or the business units involved
in live events.

2.5. Raw Materials Used for the Group’s Operations

The main raw materials used by Vivendi's subsidiaries are:
& paper for product packaging at UMG and the Canal+ Group;

& polycarbonates for producing CDs and DVDs at UMG and the
Canal+ Group.

Paper and polycarbonates are not subject to price variation that could
have a significant impact on the Canal+ Group's activities. For its part,
UMG has signed various contracts with its suppliers protecting it against
price fluctuations in its raw materials.

In general, the activities of Vivendi’s subsidiaries are not dependent on
suppliers of raw materials.
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SECTION 3
RISK FACTORS

Vivendi regularly conducts a review of the risk factors that could have a
negative impact on its operations or results. This review is presented to

Legal Risks

RISKS ASSOCIATED WITH REGULATIONS
APPLICABLE TO THE GROUP'S OPERATIONS

In the ordinary course of its business, Vivendi must comply with complex,
restrictive and evolving regulations, particularly those governing the
broadcasting sector.

Substantial changes in the legislative environment, the application or
interpretation of regulations by the French Competition Authority or by
administrative, judicial or other authorities, particularly with respect to
competition law and tax law, may result in Vivendi incurring additional
costs or altering the products and services it offers, which may materially
impact its business, financial position, results and development
prospects.

In addition, certain operations of the group are dependent on obtaining or
renewing licenses issued by regulatory authorities, (in France, the French
Broadcasting Authority, Conseil Supérieur de I’Audiovisuel). The process
of obtaining or renewing these licenses can be long, complex and costly.
It should be noted that Article 40 of law 86-1067 of September 30, 1986
on freedom of communication provides that not more than 20% of the
share capital of a company licensed as a French-language television
service provider can be held, directly or indirectly, by foreign, non-EU
entities. As such, Canal+ Group, a wholly-owned subsidiary of Vivendi
that holds 100% of Société d'Edition de Canal Plus (SECP), is authorized
to broadcast the Canal+ channel. Not mare than 20% of the share capital
of the company holding this broadcasting license can be held, directly or
indirectly, by a foreign, non-EU shareholder or by several foreign, non-
EU shareholders if their combined interest in the share capital of the
company exceeds this threshold. The analysis which was carried out by
Vivendi and its legal advisers, of this law and of its interpretation by
the Conseil d'Ftat (in its Administrative Notice of June 27, 2002), has
led them to conclude that if the combined interest of non-EU foreign
shareholders exceeds 20% of the share capital or voting rights of Vivendi,
which indirectly holds this broadcasting license through its Canal+ Group
subsidiary, this could constitute a violation of Article 40. Vivendi’s ability
to achieve its strategic objectives may be impaired if it is unable to obtain

the Audit Committee. Vivendi has not identified any significant risks other
than those described below.

or retain in a timely manner the licenses required to conduct, continue
or expand its operations. For a detailed description of the regulatory
environment in which the group operates, see Section 1 of this chapter.

LITIGATION RISKS

The group is involved in, or could become involved in, a number
of lawsuits or investigations initiated by shareholders, consumers,
competitors, or regulatory or tax authorities. In some of these cases,
if Vivendi fails to negotiate an amicable settlement it may be ordered to
pay damages or financial penalties.

For a description of the main disputes and investigations in which the
group is involved, see Note 23 to the Consolidated Financial Statements
(Chapter 4 of this report).

Vivendi recognizes a provision each time a risk is identified, seems
likely to materialize and is either quantifiable or can be estimated with
reasonable accuracy. At any time during a legal proceeding, events may
occur which result in a reassessment of the risk. With the exception of
the main legal proceedings and investigations described in Note 23 to
the Consolidated Financial Statements (Chapter 4 of this report), Vivendi
considers it unlikely that current legal proceedings will have a material
negative impact on the group’s financial position.

RISKS ASSOCIATED WITH
VIVENDI'S COMMITMENTS

Vivendi and its subsidiaries have made a number of conditional
commitments, the most important of which are described in Note 22
to the Consolidated Financial Statements (Chapter 4 of this report).
Some of these commitments are unlimited in their duration or amount.
If Vivendi has to make a payment to satisfy one or more of these
commitments, this could have a negative impact on its financial results
and financial position.

Risks Associated with the Group’s Operations

RISKS ASSOCIATED WITH PIRACY
AND COUNTERFEITING

The development of computer and electronic equipment and the decline
in its cost, as well as technological advances, facilitate the unauthorized
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reproduction of music and audiovisual works. Meanwhile, increased
access to high-speed Internet connections has enabled, and continues
to enable, computer, smartphone and tablet users to share such works
more easily (and in greater number), without the copyright holder’s
authorization and without paying royalties.
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Vivendi is dependent on the decisions of public or administrative
authorities and their determination to find effective means to combat
piracy. Persistent difficulties in passing and applying suitable legislation
or in enforcing court rulings, particularly in certain regions of the world
where piracy is endemic, constitute a threat to Vivendi's businesses,
which depend heavily on the intellectual property rights owned by or
licensed to the group.

Section 1 of this chapter contains a detailed analysis of piracy issues
and measures taken by each of the group’s business units to combat it.

RISKS ASSOCIATED WITH INFRASTRUCTURE,
SERVICE PLATFORMS AND DATA PROTECTION

The infrastructure of some of the group’s operating units may be affected
by damage or interruption to the services provided to customers or
subscribers as a result of hardware or software failure, human error,
a breach by the service provider, equipment sabotage or unwanted
intrusions (physical or electronic) into operating systems or critical
software, which could have an impact on their business operations.

The security of infrastructures, information systems and service platforms
is an ongoing concern for Vivendi, as is the safeguarding of access to,
privacy, and protection of transmitted personal data.

RISKS ASSOCIATED WITH INTENSIFIED
COMMERCIAL AND TECHNICAL COMPETITION

Vivendi's businesses face strong competition, which may intensify
in the near future due to the trend towards industry concentration
among existing companies, or the entry of new competitors in the
relevant markets. Growing competition exerts considerable pressure on
Vivendi, which may lead to a loss in market share if Vivendi is no longer
able to supply quality products and services and innovative offers
at competitive prices.

In particular, Vivendi's development depends on its ability to adapt
its services, offers, products and content to meet the requirements
of increasingly demanding customers, in increasingly innovative
markets, and in industries marked by rapid technological development.
The need for Vivendi to respond to such requirements and advances or
even, in some cases, to anticipate them, may lead to the group making
substantial investments without any assurance that the new products,
offers and services it has developed will not become obsolete within a
short period of time.

RISKS ASSOCIATED WITH THE LACK

OF COMMERCIAL SUCCESS OF RECORDED
MUSIC, FILMS AND CONTENT PRODUCED,
PUBLISHED OR DISTRIBUTED BY THE GROUP

The production and distribution of content represents a significant
proportion of Vivendi's revenues. Its commercial success will depend
on how the public responds to such content, which cannot always be
predicted, on the existence and success of competing offers, and on the
general economic environment.

Finally, when these operations are based on content provided by third
parties, no assurance can be given that such third parties will always
agree to transfer their rights to various media on financial and commercial
terms acceptable to Vivendi.

RISKS ASSOCIATED WITH THE CONDUCT
OF OPERATIONS IN VARIOUS COUNTRIES

Vivendi conducts its operations in different markets in more than

100 countries. The main risks associated with conducting its operations

internationally are as follows:

& the local economic and political situation;

exchange rate fluctuations;

restrictions on capital repatriation;

unexpected changes in the regulatory environment;

the various tax systems, which may have an adverse effect on the

results of Vivendi's operations or on its cash flow, and in particular

regulations relating to transfer pricing and the withholding tax on the

repatriation of funds; and

& tariff barriers, customs duties, export controls and other
trade barriers.

* 6 00

Vivendi may not be able to protect itself against such risks.

INDUSTRIAL OR ENVIRONMENTAL RISKS

The group’s operations do not present any major industrial or
environmental risks. This is because the group’s operations are, by their
very nature, primarily non-manufacturing, and a large proportion of the
group’s assets are intangible. However, the group remains alert to any
environmental risks that may arise or be discovered in the future.

RISKS ASSOCIATED WITH THE CURRENT
ECONOMIC AND FINANCIAL SITUATION

The unfavorable consequences of the economic crisis in recent years,
particularly the decrease in consumer purchasing power and consumer
confidence, may lead customers to postpone or reduce their spending
on the products, services and content offered by the group or affect their
ability to pay for them, which in turn could have a negative impact on
Vivendi's revenues and results.

Each year, Vivendi conducts depreciation tests on the value of its
purchased assets, and those which have a finite or infinite operating
life, in order to assess whether the book value of the assets exceed
their recoverable value. The current economic environment could lead
Vivendi to record depreciation losses on such assets (see Note 9 to the
Consolidated Financial Statements (Chapter 4 of this report).

MARKET RISKS

For a detailed analysis of market risks (interest rates, foreign exchange
rates, market liquidity and stock prices), see Notes 12, 14 and 19 to the
Consolidated Financial Statements (Chapter 4 of this report).
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Societal, Social and Environmental Information

SECTION 1
CORPORATE SOCIAL RESPONSIBILITY (CSR) POLICY

Vivendi has integrated its CSR policy into its strategy and governance, since CSR fully contributes to the group’s value creation.

The group’s societal, social and environmental information allows the different stakeholders to better evaluate the group’s overall performance over the

medium and long term.

1.1. CSR - A Source of Value Creation for Vivendi and its Stakeholders

INNOVATIVE POSITIONING
IN THE MEDIA SECTOR

As a key player in the media sector, Vivendi differentiates itself through
its approach and contribution to sustainable development. Through its
businesses, the group enables present and future generations to:

satisfy their need to communicate;
develop their talent;
feed their curiosity; and

encourage intercultural living together and dialog.

As a creator, publisher and distributor of content, the group exerts a
human, intellectual and cultural influence. By setting the standard in the
area of responsibility of companies in the media and culture industry as
early as 2003, Vivendi has defined its CSR “core” issues directly linked
to the core focus of its activity and related them to human rights (see
Chapter 1, Section 1.5.4).

This approach was applauded by the Worldwide Movement for Human
Rights (FIDH), which, in November 2014, added Vivendi to its Libertés et
Solidarité socially responsible investment fund (Sicav), a fund managed
by Banque Postale Asset Management since 2001. In particular, FIDH
recognized “the innovative efforts undertaken by Vivendi to understand,
measure and improve its impact on human rights.” FIDH noted that

“establishing and reporting on indicators measuring the impact on human
rights of the content distributed by Vivendi is especially innovative.” FIDH
also encourages Vivendi to continue its efforts and to pursue its policy
in relation to dialog.

Vivendi bases its social responsibility on four strategic “core” issues
which are directly linked to the group’s operations:

promoting cultural diversity in the production and distribution of
content while fostering the artistic creative process;

empowering and protecting young people in their use of digital
media;

fostering knowledge sharing which includes pluralism of content,
media access and awareness raising of sustainable development
issues; and

reconciling the valuation and protection of personal data to take
advantage of the great potential of utilizing digital technology, while
respecting the privacy of the group’s customers.

The group aims to promote cultural diversity as a growth driver and as
a pillar of social cohesion. It therefore shares the vision of the United
Nations Educational, Scientific and Cultural Organization (UNESCO)
which, in its 2005 Convention on the Protection and Promotion of the
Diversity of Cultural Expressions, stated that cultural diversity is “a

INTEGRATING CSR INTO THE GROUP'S GOVERNANCE AND STRATEGY

people,
— knowledge sharing.
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Definition of CSR strategic “core” issues
related to content production and distribution:
— promotion of cultural diversity,

— empowerment and protection of young

CSR Committees composed of subsidiaries
and of civil society representatives.
Report from the Statutory Auditors on
the procedures for reporting social and
environmental indicators.
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mainspring for sustainable development for communities, peoples
and nations”. Encouraging diversity in musical, audiovisual and
cinematographic creation, promoting local talent and showcasing cultural
heritage — these objectives are shared by all the group’s business units
(see Chapter 1, Section 1.5.5).

Films, audiovisual programs, the Internet and other platforms can, on
the one hand, expose young people to risks: the disclosure of personal
data, excessive or inappropriate use, and access to sensitive content.
On the other hand, these digital tools can offer them vast opportunities
for expression and discovery as well as employability once they can
master the use of media and information. It is Vivendi's responsibility to
empower and protect the younger generation in its use of digital media
and cultural practices, so that young people can express their creativity
and status as citizens in an environment that respects their rights.

Due to the international nature of its businesses, leaders in their
respective markets, the group has a duty to guarantee quality and
pluralism of content, to facilitate access to content services and media,
and to raise public awareness on sustainable development issues.

The innovative steps taken by the group to offer content and services
which meet the expectations of its customers and its various audiences,
while taking advantage of pooling its subsidiaries” skills and resources,
must be accompanied by vigilance when it comes to protecting personal
data. The trust afforded to the group by its partners’ throughout this
digital transition is essential to the company’s long-term performance.

Elaboration of the Protocol

THE EIGHT PRIORITY ISSUES
OF VIVENDI'S CSR POLICY

The four strategic issues listed above for the media sector (the “core”)
are part of Vivendi's eight priority CSR issues, which take into account
the group’s economic, societal, social and environmental performance:

promotion of cultural diversity in content production and distribution;

empowerment and protection of young people in their use of digital
media;

knowledge sharing;

valuation and protection of personal data;

vigilance in conducting business;

social and professional empowerment of employees;
economic, social and cultural local development; and

respect for the environment in the digital era.

Vivendi makes its commitments clearly visible to all its stakeholders:
customers, employees, shareholders, suppliers, public authorities,
artists, and civil society as a whole. For a detailed description of these
eight priority issues, please refer to Section 3 of this chapter and the
CSR section of Vivendi's website (www.vivendi.com). This section
includes all of Vivendi's extra-financial indicators for fiscal year 2015
as well as cross-referencing tables setting forth the various references
used, including the Global Reporting Initiative (GRI) and its Media Sector
Supplement (MSS), the French Grenelle Il Law, the OECD Guidelines for
Multinational Enterprises, the United Nations Global Compact and the
United Nations Guiding Principles on Business and Human Rights.

for reporting societal, social
and environmental indicators.
Definition of societal
indicators related to Vivendi's
three CSR strategic “core”
issues.

Investor survey to achieve a deeper
understanding of their expectations
regarding Vivendi’s CSR policy: an
initiative described as “original” and
“proactive” by the financial community.

Vivendi’s participation in the UNESCO
Global Alliance for Cultural Diversity /
Launch of a training program for

Malian sound engineers in Bamako
in partnership with UNESCO.

Tunis World Summit on the Information
Society: Vivendi participates and shares
its contribution to sustainable