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Strengthening the businesses
Vivendi brands are well-known and appreciated by 

consumers in both the telecommunications and media 
sectors. They are associated with quality, innovation and 
creativity. Drawing on the strength of its engineering teams 
and the creativity of its artists, the Group plans to support 
its business units to maintain customer confi dence over the 
long term and to propose new innovative offerings that take 
full advantage of new technologies. 

Against a general background of gradual change in 
digital services and their distribution models, it provides 
all of its operational entities with the stability and support 
needed to lead change successfully. For instance, GVT, 
the latest company bought by Vivendi, rapidly sped up 
investments and growth thanks to the resources acquired 
by joining the Group. In this way it has reinforced the innova-
tive and competitive nature of its offerings by launching new 
services in synergy with the other subsidiaries (see inset).

Furthermore, Vivendi aims to take exclusive control of 
its operational entities and may acquire the corresponding 
minority stakes when conditions are right. This strategy 
allows the Group to concentrate its efforts solely on 
controlled entities and explains the sale of minority interests, 
such as NBC Universal and the re-acquisition of Vodafone’s 
participation in SFR, which remains to be fi nalized.

Developing Vivendi’s leadership 
in the digital world

The Vivendi Group business units all belong to the 
digital and new technologies sector. The Group is present 
throughout the digital value chain. It is a major player in 
digital content from creation (games, music, fi lms) up to dis-
tribution via various networks. At every stage of the chain, 
the Group’s companies sell directly to the end consumer 
via strong brands like Activision Blizzard, Universal Music, 
SFR, Maroc Telecom, GVT and Canal+. This complementarity 

Strategy
Vivendi has a central position in the world of interactive content, platforms and 
networks. The Group’s strategy is to strengthen its existing businesses, promote 
the implementation of synergies between entities when they create value, 
and expand into high-growth territories or related business activities with a high 
growth potential.
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results in competitive advantages for Vivendi that allow it to 
develop strong skills, in particular in subscription manage-
ment, distribution platforms, creation, and copyrights, 
through a productive exchange of know-how and by antici-
pating technological developments.

The Group’s expertise is strongly linked to the attrac-
tion of subscribers, customer loyalty, and the optimization of 
subscriber-related revenue. This subscription-based economic 
model is a major strength because it provides a recurring and 
therefore predictable revenue stream. Combined with the 
close attention paid by the Group to its customers, it allows 
its business units to create innovative new services in 
response to a growing demand for mobility and high-speed. 
Vivendi is convinced that content businesses should 
gradually move towards subscription solutions. As a result, 
the Group is the world leader in online subscription game 
platforms like World of Warcraft, and it is developing offers 
of unlimited access to music with Universal Music Group, 
in partnership with operators in emerging countries (India, 
Brazil, Africa, etc.), following the subscription-model example.

Greater presence in emerging countries
Vivendi plans to gradually strengthen its positions in 

high-growth markets, while keeping a careful eye on the profi -
tability of these operations. Its international growth strategy 
is built around its four core businesses: video games, music, 
telecommunications, and pay-TV. The Group concentrates 
on developing actions via its subsidiaries. The sub-Saharan 
Africa area, to give an example, is a priority development 
target for Maroc Telecom Group and Canal+ Group. Further-
more, the Group increased exposure in high-growth 
countries with the acquisition of GVT in November 2009. 
Through GVT, Vivendi plans to take full advantage of the 
growing Brazilian market in the years ahead.

 Examples of  
       cross-company projects 

Focus

in the context of strengthening the cooperation 
between Vivendi businesses, a certain number of 
projects have already been completed and others 
are in progress. in 2010, two important projects 
in particular were completed: GVT worked with umG 
to set up the Power Music Club. This service offers 
all Power GVT customers free unlimited access to 
thousands of songs and video clips by umG artists 
from all over the world. This is the fi rst time that GVT 
is offering content distribution via high-speed 
connections. maroc Telecom Group launched the 
universal music package, in partnership with 
universal music Group and mTV. This plan gives 
exclusive access to the entire catalogue of video 
clips from umG and to four mTV channels. in February 
2011, SFR launched its offer of high-defi nition 
television via satellite for all its aDSL customers 
who could not benefi t from television via aDSL. This 
offer was designed thanks to the know-how of Canal+ 
Group. These new offerings, built on complementary 
know-how, refl ect Vivendi’s determination to 
constantly improve the satisfaction of its clientele, 
to diversify services, and to open up new 
development prospects for the Group.

Vivendi is a major player in 
digital content from creation up to 
distribution via various networks.
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Beginning in 2010, GVT and UMG began a collaboration with the purpose 
of proposing a music offer to GVT customers.


