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TF1:  FROM NO.1 CHANNEL TO 
NO.1 MEDIA GROUP

When TF1 was privatised on 16 April 1987, Bouygues became the number-one 
private operator of a mainstream TV channel in France. At the time, TF1 was 
a simple broadcaster, creating a unilateral hierarchical relationship with its 
viewers. 

Twenty five years later TF1 has become the number-one French media group, 
with 4 freeview channels, 12 pay TV channels and 25 subsidiaries, and enjoys 
continuous dialogue with its publics.

Digital technology has led to new kinds of relationships in which the collective 
television experience can be extended to a personal dimension and people can 
discuss the channel’s programmes in their community using their TV screen, 
computer, tablet or smartphone. Television programmes can be shared through 
MYTF1 and the social networks and not just via the family TV set. By forming a 
productive alliance, digital technology boosts rather than cannibalises audience 
figures, to the point that average individual viewing time hit a record of 3 hours 
and 47 minutes in 2011*. TF1 also uses digital technology to increase contact 
points with its public, at home or on the move, by bringing people access to 
content when and where they like.

TF1 addresses the person themselves - now TV viewer, now web user, now 
consumer - by providing them with mainstream content through its freeview 
channels and affinity-based content through its theme channels available via 
routers, as well as an ever-stronger web offer and pay services such as video on 
demand and e-tailing.

Mindful of its social and environmental responsibility, the TF1 group is fully in-
volved in the promotion of diversity, on its channels and within the company. It is 
the first media group to obtain AFNOR’s “Diversité” label and in 2011 recruited 
young people from disadvantaged neighbourhoods through its fourth annual 
Foundation programme. 

With a premium programme offer including The Voice, la plus belle voix, the 
2012 UEFA Euro football competition, MasterChef and Danse avec les stars, 
the launch in autumn of a new channel dedicated to creation, an outstanding 
line-up of mainstream cinema after the astonishing success of Intouchables, 
and the new musical 1789, les amants de la Bastille, from the creators of the 
hit Mozart, l’Opéra Rock, TF1 will once again be bringing all of its audiences a 
unique experience in 2012.   

More than ever, there is something for everyone on TF1.

Nonce Paolini
Chairman and CEO of TF1

*Source: Médiamétrie - Médiamat/126 000 Radio/NetRatings – 2011 aggregate



The programmes on TF1’s freeview 
mainstream channels attract a broad 
range of audiences. The Group has 
forged a unique bond with viewers 
through characters they can all identify 
with and through TV hosts who appeal 
to the French public. It also attracts 
enthusiasts with its theme channels 
and pure-player web offer. However 
you look at it, there’s something for 
everyone on TF1.

CLOSE TO
AUDIENCES

1
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SOMETHING  
FOR EVERYONE
To respond to a broad range of expectations, the Group has a 
substantial offer of pay TV channels and websites. 

•  With TV Breizh, the number-one cable and satellite channel, the Disco-
very division (grouping Ushuaïa TV, Stylía and Histoire), Eurosport and LCI, 
as well as TF6 and Série Club, TF1 has a diverse range of well-known pro-
grammes. 

•  TF1 has enhanced its web offering with a rich array of theme sites, inclu-
ding Plurielles, TFou.fr and Excessif, that have proved highly successful. For 
example, Wat.tv is the third-ranked video media on the web.

FAMILIAR  
FACES
The connection between the faces of TF1 and the public grows 
stronger with each new year and continues today on all the 
Group’s channels and platforms.

•  TV viewers know and appreciate the leading stars on TF1, who are regularly 
voted France’s favourite personalities, journalists and TV hosts. 

•  TF1’s numerous presenters reveal new facets of their personalities on the 
Group’s diverse channels including TMC, NT1 and Stylía

•  And the family is growing larger, with young talents on DTT and affinity-
based channels having quickly won over their public.

THE BEST-LOVED  
PROGRAMMES
The TF1 group satisfies the public by continuously boosting its 
enthusiasm with the most popular programmes, from major new 
shows to renewed successes.  

•  With programmes ranging from Une famille formidable, Les enfants de la télé, 
CSI, Reportages and Koh-Lanta to 50 mn Inside and Automoto, TF1 scored a 
23.7% audience share in France in 2011, a figure unrivalled in Europe. 

•  With its family programming, including 90’ enquêtes, Les Maçons du cœur, 
Fan des années and Les Mystères de l’amour, plus a broader selection of 
films, TMC has moved up to number five in the national channel rankings. 

•  The young and modern NT1 channel is growing fast thanks to successful 
series including How I Met Your Mother and True Blood as well as a range of 
all-new magazines such as Tous différents and En mode gossip.

Sources: Médiamétrie - Médiamat’ Thématik - Médiamétrie/Netratings video panel1 Une famille formidable (TF1) - 2 Koh-Lanta (TF1) - 3 How I met 
your mother (NT1) - 4 TMC personalities  - 5 Wat.tv site
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TF1 takes viewers to where the action is, 
be it the latest news, important ceremonies 
or sports competitions. The Group analyses 
current events, taking the time to dig 
deeper to gain a greater understanding. 
It creates happenings, offers the public 
unforgettable moments on its channels and 
in entertainment venues and cinemas, and 
brings them headlining events, exclusive 
action and the biggest emotions.  

WHERE
THE ACTION IS

1
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DAILY  
NEWS

ENTERTAINMENT  
IN ALL ITS FORMS

THE PASSION  
OF SPORT

TF1 is a great entertainer, bringing the public unforgettable 
emotions live on television or in the finest concert and show halls. 

•  TF1, France’s number-one entertainment venue, regularly organises eve-
nings with the best comedians, including Laurent Gerra, Florence Foresti 
and Gad Elmaleh.

•  Hot on the heels of the successful Mozart l’Opéra Rock, the new co-produc-
tion from TF1 Entreprises, a musical called 1789, les amants de la Bastille, 
is set to debut at the Palais des Sports in Paris in 2012.

•  The entertainment division at TF1 Enterprises invests in the most popu-
lar productions and events, such as the Tutankhamun: His Tomb and His 
Treasures exhibition, the theatrical return of Pierre Palmade and Michèle 
Laroque in Ils se re-aiment, and the West Side Story musical.

The Group brings major international events to the greatest 
number on TF1 and provides sports enthusiasts with coverage  
of over 120 disciplines on Eurosport. 

•  TF1 broadcasts the biggest sports occasions. It is an official partner of the 
French football team through 2014 and will be broadcasting the UEFA Euro 
2012 and 2016 competitions, the next Soccer World Cup in 2014 in Brazil, 
and Formula 1 Grand Prix races.

•  Eurosport is a pan-European multimedia platform with five channels - two of 
which broadcast in HD - available in 59 countries and 20 languages. It has 
a leading sports website in Europe and a smartphone app that has been 
downloaded over five million times.

•  TF1 broadcasts sports content on a range of platforms, as witnessed in its 
the 2011 Rugby World Cup coverage, with 20 of the best matches on TF1, 
48 matches on Eurosport, a shared website attracting 14 million visits and 
nearly seven million videos watched on the internet, phones and tablets.

The TF1 group is a news leader, bringing viewers rigorous 
and responsible news coverage through its TV news shows, 
programmes, web and the written press. 

•  TF1 combines the hottest news with an international outlook in its highly 
popular 1 o’clock and 8 o’clock news programmes, magazines such as Sept 
à Huit, and the TF1News.fr website. 

•  LCI, a pioneering news station, reasserted its positioning as an in-depth 
news analyst in 2011. 

•  The free newspaper Metro, addressing some three million readers daily, 
now boasts a comprehensive news offering via the press, web, mobile apps 
and tablets. 

1 2011 Rugby World Cup  - 2 TF1 news anchors - 3 Michel Field 
and Romain Hussenot (LCI) - 4 The French football team - 5 The 
musical 1789, les amants de la Bastille
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Sources: One 2011 - Comscore Networks - Xiti - App Store



TF1 constantly looks for new concepts that 
meet the expectations of its audiences 
with a view to boosting recognition, using 
its comprehensive range of channels and 
extending the experience through its 
numerous diversification subsidiaries. 
The Group creates programme and 
entertainment brands that strengthen 
ties with its publics. 

MAKING
THE BIGGEST 
BRANDS SHINE

1
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SETTING  
NEW STANDARDS
By regularly introducing new events and enabling strong existing 
brands to evolve, the Group’s channels develop the leading 
programmes of the future. 

•  The TF1 group develops concepts (Secret Story) and seeks out the best ideas 
internationally (including The Voice, MasterChef, Danse avec les stars, Mo-
ney Drop, You can dance and Hell’s Kitchen) and turns them into successes 
in France. 

•  With Doctor House, The Mentalist and Grey’s Anatomy on TF1 and Downton 
Abbey, American Wives and Gossip Girl on DTT channels, the Group brings 
audiences the world’s leading TV series on an exclusive basis. TF1 broad-
casts seven of the top US series every week in prime time.

•  It also airs French shows including Clem, Doc Martin, Camping Paradis, 
Week-end chez les Toquées, Profilage and Mes amis, mes amours, mes 
emmerdes whose strong concepts and appealing characters immediately 
enter the everyday life of French people.

The TF1 group gives its major brands pride of place on television 
and further enhances their popularity by using the web, video 
rights and merchandising. 

•  TF1 Licences extended the success of the TF1 programme MasterChef by 
negotiating the publication of books and the launch of ready-made meals.

•  For Babar’s 80th birthday, a cartoon was broadcast on TFou accompanied 
by an exhibition at the Museum of Decorative Arts in Paris and the launch 
of a range of merchandising by TF1 Games-Dujardin and TF1 Vidéo.

SUPPORTING OUR  
PROGRAMMES AND CHARACTERS

Through its diversification subsidiaries, TF1 builds on the biggest 
French heritage and international brands with considerable care 
and thought. 

•  TTF1 Games-Dujardin has given a new lease of life to two classic games, 
Mille Bornes® and Le Cochon qui rit®.

•  For the cinema release of Steven Spielberg’s Tintin film, TF1 Entreprises 
launched the first collection of Tintin figurines.

•  TF1 Licences handles the French rights to Hello Kitty, an international icon 
for over 30 years.

CULTIVATING  
THE CLASSICS

1 The Voice (TF1) - 2 The Mentalist (TF1) - 3 Profilage (TF1) -  
4 The Babar, les aventures de Badou making-of (TF1) -  
5 The Mille Bornes® game
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The Group contributes to landmark ci-
nema successes such as Intouchables 
and works with the biggest names to 
produce top-quality French drama 
and renew the country’s TV industry. It 
helps future talents to break through 
and creates lasting relationships with 
them. TF1 is the leading private media 
group backing French creation.

CREATION
FOSTERING

1
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WORKING WITH  
THE FINEST TALENTS
The TF1 group works with outstanding partners, be they 
confirmed talents or rising stars.

•  700 writers, 7,000 actors and 900 evenings of first-air French drama in 10 
years on TF1.

•  TF1 signed a partnership with Luc Besson’s company, EuropaCorp Televi-
sion, in 2011 to distribute French series internationally.

•  TF1 fosters the emergence of new talents through calls for projects, as with 
the “Il était une fois…” initiative, in which young creators from different ethnic 
backgrounds help to write drama shows for the channel.

•  HD1*, the Group’s fourth unscrambled channel and 100% dedicated to 
creation, showcases all forms of drama narratives, French and internatio-
nal, and promotes new writing styles and new talents. 

Several Group subsidiaries finance and distribute films through 
co-productions, rights acquisition and video publishing. 

•  A winner at the César and Trophées du Film Français awards, Intouchables 
was the film phenomenon of the year with more than 33 million ticket sales 
worldwide. It benefitted from Group-wide involvement including co-produc-
tion, video rights, the soundtrack album, a dedicated website and future 
unscrambled broadcast on TF1.

•  In 2011 some 21 feature films co-produced by TF1 Films were released in 
theatres, with 13 selling more than one million tickets.

•  TF1 group films received 56 nominations in the 2012 César awards.

PLAYING A  
PART IN FILM

TF1 plays a leading role in the development of audiovisual and 
film production.

•  TF1 invests 12.5% of its revenue** in French productions, 3.2% in films.

•  TF1 devoted some €202 million to French works in 2011 and invested €45 
million in film co-production through the TF1 Films Production subsidiary.

•  TF1 also invested €10 million in French and European animation in 2011.

FINANCIAL  
INVOLVEMENT

* provisional name, broadcasting to begin in autumn 2012  
** net publicity revenue of the TF1 channel.  

Sources: Ecran Total – Gaumont

1 Intouchables - 2 The Doc Martin series with Thierry Lhermitte  
(TF1) - 3 The prestigious Merlin miniseries with Gérard Jugnot 
(TF1) - 4 The Rabbi’s Cat  - 5 Largo Winch II
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TF1 encourages viewer reactions through 
i ts  programmes and bui lds personal 
relationships by answering the audience’s 
questions and launching other discussions. 
It shares by going out to meet its public to get 
to know them better. TF1 maintains dialogue 
with all its publics wherever they are.

MAINTAINING
DIALOGUE

1
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CREATING  
REACTIONS 
Looking beyond their success, the TF1 group’s programmes also 
serve to foster dialogue and create strong ties with the public. 

•   During broadcasts, The Voice was week after the week the most tweeted 
subject in France - and even worldwide. NT1’s show You can dance ranked 
second.

•  MYTF1.fr encourages debate by giving web users the possibility of com-
menting live on all programmes thanks to the CoveritLive system.

•  The TF1&Vous site is a real public forum for TF1 viewers, with answers to 
web user questions, information on programmes and hosts, a news mediator 
page and exclusive content.

The Group uses the social networks to dialogue with web users 
and bring them exclusive information.

•  The TF1 group’s Twitter accounts have more than one million subscribers. 
The channel has a community of more than eight million Facebook fans.

•  MYTF1VOD launched the first social video-on-demand service on Facebook, 
enabling users to rent a video, watch it, comment on it and offer it to their 
friends.

•  In 2011 TF1 launched Tweet Replay on MYTF1.fr, which synchronises catch-up 
broadcasts with comments from Tweeters.

MAKING A MARK  
IN SOCIAL NETWORKS

TF1 is an accessible media that the public can dialogue with 
across France.

•  In 2011 TF1 travelled to 38 French cities to meet with over 100,000 people, 
including TV viewers and high school students. It also launched its first 
summer tour of 12 French coastal resorts.

•  TF1 journeyed around France to carry out a large-scale casting operation 
and choose an amateur to play a role in Camping Paradis from among 5,000 
candidates.

•  Several times each season, Michel Field’s cultural magazine Au Field de 
la nuit visits a high school to hold a debate with programme guests and 
young viewers.

GOING OUT  
TO MEET THE PUBLIC

1 TF1 summer tour - 2 TF1&Vous twitter -  
3 TF1 grassroots operation in Lyon with Nikos Aliagas -  
4 TF1&1Vous website - 5 Au Field de la nuit (TF1)
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Source: devantlatele.com



TF1 takes account of changes in public 
tastes and habits and surprises viewers 
with new product. It takes advantage 
of technological advances to improve 
and win market share in promising 
sectors, with a forward-looking stance 
on future issues. TF1 innovates in all 
of its activities and stands as a decisive 
player in its industry.

INNOVATING
ACROSS THE BOARD

1



15

RENEWING THE  
TELEVISION OFFER
The Group innovates first and foremost in its core business: TV 
programmes.

•  TF1 launched ten new programmes in 2011 including Danse avec les stars, 
Après le 20H c’est Canteloup and Vendredi, tout est permis avec Arthur,  
renewing its offer to meet the expectations of TV viewers.

•  The introduction of new time slots has enabled TF1 to create new meeting 
points with its viewers and gain their loyalty, for example with 4 mariages 
pour 1 lune de miel and Bienvenue chez nous, two daily shows that quickly 
proved a success on TF1 in late afternoon programming.

•  Modernity is also about new kinds of writing, as illustrated by the Harry 
Roselmack en immersion news magazine and the Baby Boom docu-reality 
show.

With the number of media consumption modes on the rise, TF1 is 
innovating to bring its public easy access to the best technology. 

•  The majority of the Group channels propose catch-up programming on 
their websites, along with free apps and IPTV. These initiatives have made 
TF1 the leading media group in France in terms of video viewing time and 
the number of videos broadcast*.

•  With Premium VOD, an all-new concept from MYTF1VOD, viewers can 
watch episodes of the new seasons of the top-rated TV series just a few 
hours after they air in the USA. 

•  The Place des Tendances website brings shopping addicts access to over 
200 brands with purchases as easy as a simple click.

MAKING  
LIFE EASIER

TF1 makes regular and positive contributions to transformations 
in its sector.

•  Connected TV is a core focus of the Group. TF1 signed an agreement on this 
key technology with Samsung back in 2009.

•  The “Labo TF1 Publicité”, the advertising department’s innovation unit, works 
to help advertisers better understand new communication territories and 
boost the effectiveness of their campaigns through fresh new approaches 
harnessing all of the Group’s strengths.

DESIGNING  
THE SERVICES OF THE FUTURE

* Source: Médiamétrie/NetRatings - December 20111 TF1 Showroom - 2 Après le 20H c’est Canteloup (TF1) -  
3 Catch-up on MYTF1.FR  - 4 MYTF1VOD - 5 TF1 on all screens
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The Group promotes diversity and solidarity 
and works to raise environmental awareness 
on its channels, while making sure that all 
its audiences are protected from unsuitable 
content. It involves all its partners and, 
naturally, its staff on a day-to-day basis. 
The first media group to obtain France’s 
“Diversité” label*, TF1 is a responsible 
company.

COMPANY
A RESPONSIBLE

1
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ADDRESSING  
ALL VIEWERS
As France’s number-one TV channel, TF1 is duty bound to be 
accessible to all.

•  TF1 subtitles 100% of its programmes for people with hearing deficiencies.

•  People with visual deficiencies are gaining access to more and more pro-
grammes thanks to audio description, in which an extra narrative track des-
cribes what is happening on the screen.

•  All TF1 channel programming, be it news shows, games, reality TV or dra-
ma, represents the diversity of the French population through the choice of 
contestants, guests, hosts and actors.

As a leading company, TF1 is committed to sustainable 
development. It regularly mobilises its channels on the issue and 
takes account of sustainable criteria in the design and production 
of its programmes and products.

•  With at least one story a day, TF1 is the French channel that places the 
most importance on the environment in its news reporting**. An indicator 
of French carbon consumption, Eco2Climat, is presented every month on 
TF1’s 8 o’clock news programme.

•  Ushuaïa TV focuses on solutions for protecting the environment while at 
the same time filling viewers with wonder thanks to its top-quality pro-
grammes, notably in HD. 

•  TF1 Production applies the recommendations of the Ecoprod organisation 
aimed at better taking environmental issues into account in TV production. 
R.I.S, police scientifique is the Group’s first “eco-filmed” series.

RAISING  
AWARENESS

The Group provides a number of associations with direct aid and 
considerable visibility, with special operations, free advertising 
and cash donations. 

•  The TF1 group donated a total of nearly €23 million in 2011.

•  The efforts of TF1, LCI, TF1 News and Metro have resulted in the signature 
of nearly 10,000 job contracts since 2009 thanks to the Employment Week 
programme.

•  Every year the TF1 Company Foundation recruits young people aged from 
18 to 30 from disadvantaged neighbourhoods to provide them with pro-
fessional experience at the Group. Since creation in 2007, some 50 young 
people have integrated the Foundation. 

COMPANY  
COMMITMENT

* The Diversité label, overseen by AFNOR Certification,  
formalises the compliance and effectiveness of the systems introduced by companies  

deemed as exemplary in the fields of equal opportunities anti-discrimination .  
**The INA Stat barometer.
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1 The TF1 group’s Atrium site  - 2 TF1’s Camping Paradis 
series broadcast with audio description - 3 Eco2Climat on 
TF1’s 8’oclock news programme - 4 Ushuaïa TV - 5 The TF1 
Foundation



GROUP CHANNELS IN FRANCE
Freeview TV

TF1: the channel for major events, ranked number-one in France with 99 of the top 100 
audience ratings in 2011
TMC: the number-one DTT channel and fifth nationwide
NT1: the number-three DTT channel for women under 50, main household shoppers
HD1*: a channel with an innovative approach to narrative

Pay TV

EUROSPORT: leading sports channels
TV BREIZH: no.1 cable/satellite channel 
USHUAÏA TV, STYLIA, HISTOIRE - the Discovery division: affinity-based channels and 
leaders in the multi-channel offer in France
LCI: premium news analysis channel
SÉRIE CLUB, TF6 : channels co-owned 50/50 with M6
* provisional name
Sources: Médiamétrie / Médiamat / Médiamat’Thématik 2011

MYTF1: the Group’s multi-screen offering for computers, IPTV, mobiles, tablets
MYTF1.fr : TF1 channel mirror site - no.1 media site with 7.9 million unique visitors
TF1News.fr: news site from the most powerful news team in France
MYTF1VOD: most-distributed VOD platform in France

Pure player

WAT.tv: no.3 video media site in France
Plurielles.fr: no.3 player in women’s interest, celebrities and glamour
TFou.fr: for children and their parents
Ushuaia.com: news on the planet and sustainable development
Excessif.com: an authority on cinema, TV series, DVDs and video games
Automoto.fr: a leading car and motorbike site
Automotocompare.fr: insurance comparisons for individuals
Eurosport.fr: no.2 sports news site in France 
Recycler.fr: free site for mobile recycling

E-tailing  

Teleshopping.fr: the Group’s distance-selling website
Place des tendances.com: a major on-line fashion site

Sources: Panel NNR, all locations, December 2011 / Mediamétrie/NetRatings December 2011

ON THE WEB

KEY INFO

Audience share:
TF1: 23.7% 
TMC: 3.5% 
NT1: 1.9%

Source: Individuals over 4,  
Médiamétrie 2011

1.2 BILLION
Free videos watched in 2011  

on Group sites 

Sources: eStat Streaming TV; Médiamétrie/
NetRatings - December 2011

Consolidated revenue in 2011: €2,620 million Current operating income in 2011: €283 million
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EUROSPORT: no.1 pan-European platform distributed to 129 million households worldwide

TF1 Entreprises: brand agency and publisher of music, entertainment, games and 
collections, consisting of TF1, TF1 Licences, TF1 Games-Dujardin, TF1 Publishing and TF1 
Musique-Une Musique

TF1 Production: the Group’s internal production business (excl. TV news shows and pro-
grammes)
TF1 Films Production: co-production and pre-purchases of feature films

TF1 Vidéo: no.1 independent French video publisher with a 4,000-title catalogue

TF1 DA / TF1 International: purchase and sale of audiovisual rights

Téléshopping: a leading player in distance selling (home-shopping and e-tailing)

Metro France: no.2 national daily newspaper, 770,000 copies distributed in 15 cities

TF1 Institut: events agency and communication consultancy

Source : OJD

DIVERSIFICATION

KEY INFO
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A RECORD YEAR IN 2011
 for TF1 Films Production,  

with 13 films selling  
over 1 million tickets

TF1 Publicité: no.1 plurimedia advertising entity that notably works in:
Television: TF1 / LCI / Eurosport / Eurosport 2 / TV Breizh / Stylía / Histoire / Ushuaïa TV / Cartoon 
Network / Boomerang / Boing / Disney Channel / Disney XD / Disney Junior / Disney Cinémagic / TF6  
Radio: Les Indés Radios / Sud Radio / Wit
Digital: MYTF1.fr / TF1conso.fr / Stylía.fr / TvBreizh.fr / Eurosport.com / TF1News.fr / Rugbyrama.fr / Telefoot.fr /  
Automoto.fr / Bouyguestelecom.fr / Gallerymobile.fr / Ushuaïatv.fr / Ushuaïa.com / Wat.tv / Excessif.com /  
Universalmobile.fr / TFou.fr / Disney.fr / Plurielles (mobile) / Metro (mobile)
Free newspapers: Metro

TMC advertising department: handles advertising for TMC and NT1

ADVERTISING 

TF1 Publicité:
 TV 

RADIO
DIGITAL (4 screens)
FREE NEWSPAPERS
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