
18 2010 Activity  
and Sustainable  
Development Report

Our business units 
overview

Activision Blizzard           P.  20

No. 1 worldwide iN video games, 
an independent publisher of online and console  
video games, with leading positions in most segments  
of the interactive entertainment industry.

GVT                                      P.  42

No. 1 alterNative telecoms operator 
iN Brazil,  
Brazil’s best-performing broadband operator  
with innovative fixed-telephony, Broadband internet 
solutions and products.

Universal Music Group   P.  26

No. 1 iN recorded music 
with more than 1 in 4 records sold around the world 
and the largest catalog of music rights.

Maroc Telecom Group    P.  38

No. 1 iN telecoms iN morocco, 
leading fixed-line and mobile telecommunications  
operator and internet service provider in morocco, 
with a presence in Burkina Faso, Gabon, mauritania  
and mali.
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ViVEnDi iS aT THE HEaRT oF THE woRLDS oF ConTEnT, PLaTFoRmS anD inTERaCTiVE 

nETwoRkS. THE GRouP CREaTES, PuBLiSHES, aSSEmBLES anD DiSTRiBuTES 

HiGH-quaLiTY DiGiTaL ConTEnT FoR ConSumERS anD BuSinESSES anD HaS EXPERTiSE 

in TECHnoLoGiES, maRkETinG TooLS, inFRaSTRuCTuRES anD SaLES nETwoRkS 

THRouGHouT THaT VaLuE CHain.

Vivendi, the Best Emotions, Digitally

SFR                                           P.  34
No. 1 alterNative telecoms 
operator iN FraNce,  
Europe’s premier alternative mobile and fixed-line 
operator.

zaoza, digitick 
and wengo
Vivendi also owns 100%  
of zaoza (a subscription-
based community legal 
sharing site), 93% of 
Digitick (the French leader 
of e-ticket), and 99.5% of 
wengo (the French leader 
in telephone-based expert 
assistance).

Canal+ Group                     P.  46

No. 1 iN pay-tv iN FraNce, 
leading French publisher of premium and thematic 
channels, main actor in aggregation and distribution 
of pay-TV offerings, and a major player in France and 
the rest of Europe in film production and distribution.
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Headquartered in Santa Monica, California, Activision Blizzard main-
tains operations in the U.S., Canada, the United Kingdom, France, Germany, 
Ireland, Italy, Sweden, Spain, the Netherlands, Australia, South Korea and 
China.

Activision Publishing
Activision Publishing Inc. (Activision) is a leading worldwide publisher 

of interactive software products and peripherals. It develops and publishes 
video games for various consoles, handheld platforms, mobile devices and 
the PC through internally developed franchises and license agreements.

Activision Publishing is known essentially for its action and adventure, 
sport, role-playing, simulation, music, and fi rst-person action video games. 
The latter have long experienced great success, in particular the Call of Duty 
franchise, which Activision Publishing plans to continue developing. As of 

today, it has produced some 4.8 billion in revenue and its online community 
numbers approximately 20 million active players around the world.

The strength of the Call of Duty game online presence, its large 
base of players, coupled with the growing installed base of Internet-

connected game consoles, provides Call of Duty with a competitive 
advantage that is diffi cult for competitors to replicate.

The latest game in the Call of Duty franchise, Call of Duty: Black Ops, 
was launched on November 9, 2010 and became the biggest entertainment 
launch ever in its fi rst 24 hours, selling approximately $360 million in North 
America and the United Kingdom*. This marked the second consecutive year 
that Call of Duty set day one launch records across all forms of entertain-
ment. The game also established an all-new fi ve-day worldwide sell-through 
record of more than $650 million, exceeding Activision’s previous fi ve-day 
worldwide sell-through record of $550 million* set by last year’s Call of Duty: 
Modern Warfare® 2.

In 2010, in addition to Call of Duty: Black Ops, Activision Publishing 
released the following games: Bakugan™: Defenders of the Core, Blur™, 
Cabela’s Dangerous Hunts™, Cabela’s Monster Buck Hunter™; map packs for 
Call of Duty: Modern Warfare 2™; DJ Hero 2™, GoldenEye 007™, Guitar Hero®: 
Warriors of Rock™; How to Train Your Dragon™, James Bond 007: Bloodstone, 
Tony Hawk®: Shred™, Spider-Man™: Shattered Dimensions, Shrek Forever 
After™, Singularity™, Transformers: War For Cybertron™ and Zhu Zhu Pets™.

Activision Blizzard
Activision Blizzard is one of the largest video game publishers and online entertainment 
companies in the world. It was formed in 2008 by combining Activision and Blizzard Entertainment, 
two major players in the fi eld of video games.

* Internal Activision estimates.

 Guitar Hero®: Warriors of Rock™
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World of Warcraft, the most popular online 
role-playing game

A massively multiplayer online role-playing game is a 
video game played only online via an Internet connection 
simultaneously with thousands of other connected players. 
The player, after having purchased a copy of the game and 
installed it on a computer, takes out a subscription for a period 
of his or her choice allowing access to the game universe, 
whose principal characteristic is constancy. As a result of this 
principle, customer assistance is required 24 hours a day, 
seven days a week. This service is provided by “game masters” 
who step in at any time to help players overcome their 
diffi culties, whether they be technical incidents, or problems 
related to the illicit behavior of other players.

Since its launch, World of Warcraft has experienced 
strong regular growth. In August 2010, the company made 
available its second extension, World of Warcraft: Wrath of the 

Blizzard Entertainment
Blizzard Entertainment is a development studio and 

publisher of entertainment software of world renown, known 
for creating some of the most popular games in the sector. 
With the success of World of Warcraft, launched in 2004, it is 
leader in the category of subscription massively multiplayer 
online role-playing games (MMORPGs), both in terms of 
number of subscribers and of revenue. Blizzard develops 
internally and produces games for the Windows and Mac 
platforms and manages Battle.net®, its proprietary platform 
dedicated to its online games.

Blizzard Entertainment generates revenue through-
out the world in different ways – via subscriptions (players 
of World of Warcraft, prepaid cards and other auxiliary 
online revenue), retail sales of game packs, and revenue 
from licenses via distribution agreements with local 
partners.

 World of Warcraft: Cataclysm
employees
in 2010 7,695 

The creative process at the core of success
Dave Stohl, Executive Vice President of Studios, activision Publishing

at activision, we recognize that the 
creative process is at the root of our 
success. Everything that we do calls 
on the imagination, intellectual and 
creative talent of the engineers, artists, 
designers and producers at our studios. 
it is their insight and innovation, their 

passionate commitment to making great 
games that is the reason why audiences 
turn to us for their game experiences. 
By attracting and retaining the best 
creative talent in the industry we pro-
vide gamers with variety, quality and 
originality that they can’t fi nd anywhere 
else. we are committed to nurturing 
and supporting the creative spirit of 

developers, both at our studios as well 
as in the independent development com-
munity. To ensure that we have the talent 
we will need for the future, we have 
established the activision independent 
Games Competition, which is designed 
to foster creativity and innovation from 
rising talents whose ideas need support 
to reach their full potential.
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throughout the world, and notably in North America, Europe, 
South Korea, Australia, New Zealand, Russia, Brazil, Chile, 
Argentina, Southeast Asia and the Taiwan, Hong Kong and 
Macao regions. The game broke strategy game sales records.

In parallel, Blizzard launched a new version of Battle.net, 
its online game service, and succeeded in making it the most 
popular destination for Blizzard players. In addition to 
StarCraft II: Wings of Liberty and World of Warcraft, Battle.net 
will handle Blizzard’s upcoming new games. The platform is 
designed to enable players to remain connected with their 
friends, regardless of what Blizzard game they are playing. It 
gives them perfected communication functions, a social net-
work, and the possibility of contact between players and 
makes digital content available, providing a unique online 
experience to millions of players on multiple brands.

Activision Blizzard: 
A portfolio of successful franchises 

Activision Blizzard’s portfolio, made up of successful 
franchises, is unparalleled in its sector. These franchises 
should provide the company with a solid foundation for long-
term growth. Activision Blizzard intends to grow its biggest 
franchises, establish new online business models, expand 
within Asia and into new geographies and continue to partner 
with the industry’s best development talent.

Lich King®, for the Chinese players, and it broke new records 
for participation. On December 7, 2010, it published World 
of Warcraft: Cataclysm®, the third extension, in all countries 
where game support is provided, excepting China. The launch 
was an opportunity for Blizzard to create new content aimed 
at all players and to update most of the existing content to 
offer players an even more perfected and entertaining game 
experience.

Today, World of Warcraft is available in North America, 
Europe (including Russia), China, South Korea, Australia, 
New Zealand, Chile, Argentina, and Southeast Asia and in
the Taiwan, Hong Kong and Macao regions. On the Asian 
market, Blizzard distributes World of Warcraft either directly 
through its local subsidiaries or via partnership and licensing 
agreements. 

In 2010, Blizzard Entertainment extended its digital dis-
tribution capabilities while developing the worldwide imprint 
of its brand. On July 27, 2010, the company launched the new 
opus of StarCraft, StarCraft II: Wings of Liberty simultaneously 

 Call of Duty: Black Ops

 Transformers: War For Cybertron™

         
 €3,330 million in total revenues in 2010

       €692  million EBiTa in 2010
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For calendar 2010, Activision Blizzard was the #1 
publisher overall in North America and Europe. Call 

of Duty: Black Ops™ was the #1 title in the market 
overall in North America and Europe selling through 
more than 20 million units in the calendar year. 
In addition, Activision Blizzard was the #1 publisher 
on the PC in North America and Europe and had 
three of the top-fi ve titles with Starcraft II: Wings 
of Liberty™, World of WarCraft: Cataclysm™ and 

Call of Duty: Black Ops. 
(Source: The nPD Group, Charttrack and Gfk).

         activision Blizzard 
    leads game publishing in 
 north america and Europe  

ACTIVISION BLIZZARD

Activision entered into an exclusive 10-year 
partnership with Bungie, the developer of 
blockbuster game franchises including Halo, 
Myth and Marathon, to bring Bungie’s next big 
action game universe to market. Under the 
terms of the agreement, Activision will have 
exclusive, worldwide rights to publish and 

distribute all future Bungie games 
based on new intellectual property 

on multiple platforms and 
devices.

      activision partners 
 with Bungie studios  

Call of Duty: Black Ops was released on November 9, 
2010. In 24 hours, it became the biggest launch in 
the history of entertainment. The game posted some 
360 million dollars in sales in North America and 
the UK. It also set a new fi ve-day market record, 
at more than 650 million dollars. It was the 

second consecutive record-launch year for 
the franchise.

    Call of Duty: Black Ops, 
 record-breaking launch 

Activision Blizzard launches the latest 
extension for its MMORPG World of 
Warcraft. World of Warcraft: Cataclysm set 
a new sales record with 3.3 million copies 
sold the fi rst day. It is the fastest-selling 
game in history. The World of Warcraft 
franchise also exceeded 12 million 

subscribers worldwide in 2010.

  World of Warcraft: 
Cataclysm, a 

 phenomenal success 
StarCraft II : Wings of Liberty 

was released on July 27, 2010, 
simultaneously worldwide. Within 
48 hours, 1.5 million copies had been 
sold; more than 3 million units were 
sold during the fi rst month on sale. 

StarCraft II: Wings of Liberty is 
the fastest-selling strategy 

game of all time as of 
today.

      StarCraft II: 
 Wings of Liberty, 
 the fastest-selling game 

2010 Highlights
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LuCian GRainGE 
Chairman and Chief Executive 

offi cer of universal music Group

The recorded-music business discovers recording artists and develops their 
careers by marketing and promoting their music around the world, in all formats and 
platforms. UMG continues to expand its participation in other activities associated with 
its recording artists including touring, sponsoring and brands rights management.

In the music publishing business, UMG fi nds and develops songwriters, and owns 
and administers copyrights to musical compositions (as opposed to recordings) for use 
in recordings, public performances and related uses such as fi lms and advertisements.

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

World’s No. 1 in recorded music
UMG is the world’s leader in recorded music* in most of the globes major markets 

in its sector. It has particularly strong positions in the United States, the UK, France, and 
Germany. The development of the digital market and new innovative business models 
has enabled UMG to improve its performance in the BRIC countries (Brazil, Russia, India, 
and China) as well as expand its presence into other emerging markets such as the 
Middle East and Eastern Europe.

Thanks to their diversity and their locations, both worldwide and local, UMG’s labels 
complement each other, through their focus on different genres and music segments.

UMG owns many labels, including pop-music labels such as Island Def Jam Music 
Group, Interscope Geffen A&M Records, Universal Music Nashville, Mercury Records, 
Polydor, and Universal Motown Republic Group, and classical music and jazz labels such 
as Decca, Deutsche Grammophon and Verve.

UMG’s best-selling albums in 2010 include titles from a broad repertoire made up 
of established artists as Eminem, Black Eyed Peas, Rihanna, Take That and Bon Jovi, and 
new talents like Lady Gaga, Justin Bieber, Drake, and Florence + the Machine. The top 
regional sales also include titles by Masaharu Fukuyama and Hideaki Tokunaga in 
Japan, Mylène Farmer and Les Prêtres in France, and Unheilig in Germany.

* Source: Music Copyright.

Universal Music Group
Universal Music Group is the world leader in music* with global businesses in recorded music, 
music publishing and merchandising. A pioneer in digital distribution of music, UMG offers 
the world’s largest digital music catalog through the widest range of products and services.
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very active in developing new sources of revenue including 
expanded rights arrangements, often described as “360°” 
deals, advertising and sponsorship agreements and partici-
pation in theatrical and television production. In 2010, UMG 
entered into a long-term agreement with 19 Entertainment 
for the program ‘American Idol’. UMG’s Interscope label will 
market, promote and distribute albums globally from ‘Ameri-
can Idol’s’ fi nalists and winning contestants across a broad 
array of retail and new media platforms.

The digital music market
UMG plays a leading role in the expansion of the digital 

music market. The Group encourages and supports inno-
vation. In 2010, it entered into several strategic marketing 
partnerships with major telecommunications companies in 

Catalog releases account for a signifi cant part of UMG’s 
recorded music each year. UMG’s recorded music catalog, the 
largest in the world, features some of the greatest American, 
British and world artists, including ABBA, Louis Armstrong, 
Chuck Berry, James Brown, Eric Clapton, Elvis Costello, 
Dire Straits, Ella Fitzgerald, Serge Gainsbourg, Marvin Gaye, 
Bebel Gilberto, Johnny Hallyday, The Jackson Five, Elton John, 
Herbert von Karajan, Bob Marley, Nirvana, Luciano Pavarotti, 
Edith Piaf, The Police, The Rolling Stones, Michel Sardou, 
Frank Sinatra, Caetano Veloso and The Who.

UMG markets its artists’ recordings and promotes them 
via advertising in the media and at the points of sale. Public 
appearances and concerts are important elements of its mar-
keting policy. Television advertising also plays an important 
role in marketing compilations and new albums. UMG is also 

 Ben l’oncle Soul  Jon Bon Jovi

employees
in 20106,967 
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Digital: A lever for local talent
Rob Wells, President Global Digital Business, universal music Group

our business at universal music Group 
– and our success – depends on the 
extraordinary talent of our artists 
worldwide. after all, today’s music fans 
have access digitally to artists and 
repertoire from everywhere – and 
it’s clear they want to continue to be 
offered this unique global menu. 

we work hard to serve their appetite. 
new technology has given us a unique 
opportunity to break down geographic 
barriers as easily as artists break down 
– and cross – stylistic barriers. This is 
particularly true in the less advantaged 
countries, where young people need 
to be recognized as actors of their 
own cultural, artistic history, and 
to be heard beyond their borders. 

we can help to promote local talent 
on the international scene in small, 
practical ways through digital delivery, 
and we do. 
we can also continue to nurture an 
environment in which everyone who 
works for umG sees value in making the 
musical world a smaller place – so to 
speak – and in helping artists to reach 
audiences far away.
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composers and performers who rank among the fi nest of our 
time, including ABBA, Jon Bon Jovi, Mariah Carey, Coldplay, 
Eminem, Gloria Estefan, Jenifer, Juanes, Linkin Park, Andrew 
Lloyd Webber, Maroon 5, Ne-Yo, Prince, André Rieu, The Beach 
Boys, The Mamas & The Papas, Justin Timberlake, T-Pain and 
U2. Among renowned composers represented are Leonard 
Bernstein, Jimi Hendrix, Elton John, Henry Mancini, Paul 
Simon and Bernie Taupin.

During 2010, UMG entered into publishing deals, inclu-
ding agreements with Justin Bieber, The xx, Mumford & Sons, 
Florence + the Machine, Darius Rucker, Sean Garrett, 
Desmond Child, Alex da Kid, DreamWorks, Leon Russell and 
Jamie Foxx. The company also acquired Maranatha and 
Emack Music/Gotee, two seminal catalogs in the Contem-
porary Christian music genre.

Merchandising
Bravado, UMG’s merchandising division, is a leading 

company in this business. Bravado is an artistic merchandi-
sing service company that develops and markets its artists’ 
offi cial products throughout the world. The products are 
sold during tours, at sales outlets, and via online stores. 
Bravado operates as a licensing agent for many of its artists 
for products such as collectibles, footwear and sports gear.

Bravado’s roster of long term clients includes recording 
artists Green Day, Michael Jackson, Led Zeppelin, Nickelback, 
Katy Perry, Susan Boyle and Queen, and renowned brands like 
Harley-Davidson, Sesame Street and WWE. The company 
continues to leverage UMG’s artist portfolio with clients such 
as Justin Bieber, Eminem, Elton John, Guns N’ Roses, 
Kanye West, Lady Gaga, Mariah Carey, Metallica, Rihanna, 
The Rolling Stones, The Who and Mylène Farmer. 

emerging markets such as Reliance in India and Qtel in Qatar, 
Kuwait and Oman. UMG has also partnered with Vivendi 
owned GVT in Brazil, which will offer a music service to its 
customers for the fi rst time. UMG is also a participant in Vevo, 
a US-based premium video service launched in the United 
States and Canada in December 2009. Vevo was immediately 
the number one Music/Entertainment network in the United 
States. It will be rolled out across the rest of the world com-
mencing in 2011.

No. 1 in music publishing
UMG‘s publishing subsidiary, Universal Music Publis-

hing Group (UMPG), is the world’s leader in music publishing. 
UMPG owns and acquires rights to musical compositions (as 
opposed to recordings) and licenses their use. UMG enters 
into agreements with composers and authors to acquire an 
interest in the underlying copyrights so that the compositions 
may be licensed for use in sound recordings, fi lms, videos, 
commercial, concerts and other public performances.

UMPG is also a global leader in classical music and 
production music libraries, and controls publishing rights to 
an impressive list of traditional classical composers including 
Verdi, Puccini, Ravel, Debussy and Stravinsky. The production 
music library business owns and controls a vast catalog 
of original music and arrangements created for use in fi lms, 
television, advertising, and the new media.

UMPG’s catalog includes over two million titles, inclu-
ding legendary songs such as Respect, American Pie, Strangers 
in the Night, Copacabana, Born to be Wild, Good Vibrations, 
I Want to Hold Your Hand, Sweet Dreams (Are Made of This), 
I Will Survive, Smoke Gets in Your Eyes and (Sitting on) the 
Dock of the Bay. UMPG also represents famous author-

 Vanessa Paradis
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 €4,449 million in total revenues in 2010

       €471  million EBiTa in 2010
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UMG is asserting its classical music 
leadership as never before and is undertaking 

a vast expansion program aimed at developing its 
fl agship labels, Deutsche Grammophon and Decca 

Classics. During 2010, they have signed new talent 
such as Polish soprano Aleksandra Kurzak and cellist 
Alisa Weilerstein to Decca Classics, and Armenian 
violinist Mikhail Simonyan to Deutsche Grammophon. 
New artists will continue to sign with the labels. 
Extension of the catalog and the appointment 

of new directors are also contributing to this 
development.

UMG signs the fi rst-ever comprehensive 
music deal with Reliance Communications, 

India’s largest telecommunications operator. 
Reliance has won the license to offer 3G services 
in India. Under this agreement, UMG provides 
access to its catalogue of artists to Reliance 
Communication’s GSM, CDMA, 3G and broadband 
mobile customers, offers musical services, and plans 
to organize concerts of live music by successful 
Indian and international artists. Together, they 
will offer Reliance Communication’s customers 

a complete musical experience on all 
platforms including Voice, WAP, Web, etc.

         umG begins an exclusive 
 partnership with indian operator 
       Reliance Communications   

Vevo becomes the world’s leading 
music service, averaging 60 million 
unique visitors across its network. 
Vevo features the most extensive 
catalog of premium music content 
on the Web.

    Vevo is the world’s 
   leading music site 

          umG asserts 
 its classical music leadership

UMG and B’In Music partner to promote 
and distribute the label’s Taiwanese pop 

artists in Taiwan and across continental China 
and Asia. B’In Music, founded in 2006 and based 

in Taipei, produces, markets, and promotes albums, 
manages artists and merchandising, and produces 
concerts. Its recognized artists in China include 
Mayday, Rene Liu and Victor Wong. The label also 
promotes the emergence of new talents like Della 
and Yen J. UMG will help B’In Music broaden its 
horizons and promote its artists on a grander 

scale. This agreement is strengthening 
UMG’s presence on the fast-expanding 

Chinese music market.

The Black Eyed Peas I Gotta Feeling is 
the best-selling digital song ever. It is the 

fi rst to pass the bar of six million downloads. 
The Grammy Award-winning album The E.N.D., from 

which the song is taken, is the fi rst in two decades 
to yield fi ve Top-10 hits: Boom Boom Pow (Number One 
for 12 weeks), I Gotta Feeling (Number One for 14 
weeks), Meet Me Halfway, Imma Be, and Rock That 
Body. The album was at the top of the charts for 
59 weeks, with 7.33 million copies sold around 
the world.

    The Black Eyed Peas 
post top digital sales worldwide 

      umG distributes B’in music‘s 
artists across China  

UMG enters into a long-term strategic 
agreement with 19 Entertainment and Simon 

Fuller, creator of the popular American TV show 
‘American Idol’, for the worldwide sale, promotion, 
and distribution of albums by the show’s winners 
and fi nalists. Since its debut in 2001, ‘American Idol’ 
has been responsible for selling more music than 
any other TV show in history, with over 100 million 
units in North America alone and over 120 million 
songs on iTunes.

     umG joins forces 
 with the top-ranking TV 
 show ‘american idol’  

2010 Highlights
UNIVERSAL MUSIC GROUP
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Number one alternative operator in France
In 2010, SFR maintained its leadership with mobile subscribers and 

achieved excellent results in ADSL. It is the Number One alternative operator 
in France with 21.3 million mobile-phone customers and 4.9 million broad-
band Internet customers as of December 31, 2010, which represents 
33.1% of the mobile-telephony market and about 23% of the French market 
for high and very high-speed Internet (Source: Arcep – regulatory body 
for electronic communications and terminals, and SFR data). SFR’s very 
good performance in the fi xed-line Internet market was boosted by the 
launch of the new neufbox Evolution in November 2010, which brought in 
over 200,000 customers at end of February 2011.

The operator also won a tender call for additional 3G frequencies, 
which will allow it to support its customers in their new practices, notably on 
smartphones, and to deal with the extra traffi c generated by the widespread 
use of new services like video and social networks. It also obtained a permit 
from the French competition authority to create a new virtual mobile network 
operator (MVNO) in partnership with the French post offi ce.

Sharp growth of mobile Internet
Mobile Internet use continues to rise sharply, backed by booming 

smartphone sales. At the end of 2010, 28% of SFR customers were equipped 
with smartphones (compared to 15% in 2009). The voice and data bundling 
offers, like the new Absolu 24/24 offer, plus the advent of touch-screen 
tablets (SFR marketed the Samsung Galaxy Tab and the Apple iPad in 2010), 
have also helped develop this market.

A global business approach
SFR Business Team is an entity dedicated to the business market. It 

saw a sharp increase in smartphone sales in 2010. It has expanded its cata-
log of services to include merged communications and customer relations. 
It also launched a Cloud Computing offer, which lets companies benefi t 
from huge computer processing and storage facilities via a virtualized, 
shared platform hosted by SFR.

SFR
SFR is the largest alternative telecommunications operator in France. It is a global operator, 
equipped to bring end customers and businesses the best benefi ts of the digital world.

FRank ESSER 
Chairman and Chief Executive 

offi cer of SFR



homes, it has continued to develop femtocell, with a new, 
cheaper and more powerful version (SFR Home 3G). This 
service uses the convergence of SFR’s fi xed-line and mobile 
networks based on high-speed Internet. All communications 
(voice and data) sent from a mobile go through the fi xed-line 
network, thereby ensuring optimum coverage. Available in 
Spring 2011, it comes with the neufbox Evolution to make it 
simpler to use.

France’s leading alternative fi xed-line 
network

At the end of 2010, SFR had the largest alternative fi xed-
line network in France, with a high-speed fi ber optic network 
of almost 57,000 km extending into neighboring countries like 

An effective mobile network
At the end of 2010, SFR’s GSM/GPRS (enabling mobile 

telephony) network covered almost 99% of the French popula-
tion, the UMTS network (used for third-generation mobile 
telephony known as 3G/3G+) 92%, and the EDGE/3G/3G+ 
network (standards permitting mobile data fl ows) 97%. On the 
3G network, SFR has reached and even exceeded its coverage 
objectives set for the period 2000-2010, and increased the 
capacity to support new mobile Internet practices (the data 
fl ow doubled in one year). The operator wants to offer the most 
user-friendly mobile Internet experience to the greatest 
number. This primarily means improving the network’s quality, 
increasing the available capacity, and improving transmission 
links. Furthermore, to offer the best 3G coverage to customers’ 
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Evaluating and accompanying SFR’s sustainable 
development process
Blandine de Montlivault, Director, internal audit, SFR

in a context of growing expectations 
in the area of sustainable develop-
ment, SFR has adopted a process of 
continuous improvement. it endeavors 
to anticipate risks of different types, 
be prepared to adapt to new challenges, 
and, of course, monitor adherence 
to the commitments it makes.
Concretely, audits are conducted 

regularly by external providers 
– for example in the context of 
iSo 14001 certifi cation – or by 
our internal auditors. To strengthen 
their expertise, they can take 
special training courses or call 
in specialists where needed. 
The internal auditors work either 
on cross-cutting audits, integrating 
points related to sustainable 
development, such as relations 

with suppliers, or on specifi c topics 
– for example in preparation 
for obtaining the Diversity Label 
or for monitoring specifi c action plans. 
SFR’s internal audit Department 
also works on these topics with 
Vivendi’s internal audit Department, 
in particular on the occasion of the 
risks review presented to Vivendi’s 
Risks Committee.

employees
in 201010,021 neufbox Evolution advertising campaign

Cloud Computing 
communication
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sessions, whether in pay, free, subscription, or Catch-Up TV 
mode, compared to 17 million in 2009. The number of ADSL TV 
subscribers rose to 2.7 million at the end of 2010, compared to 
2.1 million at the end of 2009.

Over 3.3 million pay video games downloaded
SFR offers over 1,600 video games for download with 

more than 60 games in High Defi nition. This offering has been 
extremely successful, with over 3.3 million pay video games 
downloaded in 2010.

Broader commercial coverage
SFR’s sales network includes over 7,000 sales outlets, 

including over 800 espace SFR sales outlets. At the end of 
2010, 80% of the French metropolitan population was less 
than twenty minutes away from an espace SFR.

Italy and Switzerland. This network links over 4,000 subscriber 
connection units (SCUs). It can be used to offer high-speed 
data services (ADSL 2+, fi ber optics, etc.) at optimized prices to 
the largest French population coverage of any alternative 
operator. Development of the home fi ber (FTTx) fi eld continued 
in 2010, enabling connection of some 500,000 potential 
households with fi ber optics (general-public customers).

Ever more fans of mobile TV-VoD
The TV-VoD (television on demand) offering on mobile 

phones had over 5 million subscribers at the end of 2010, 
compared to 3 million in 2009. It includes content adapted to 
mobile phones (VoD, content loops, and about 100 TV channels 
including the CanalSat bundle, the fi ve channels in the Canal+ 
bundle, and 30 Pass TV channels) and over 20 thematic 

channels accessible via mini-pass (Sports, 
Music and News).

Strong growth of VoD on ADSL 
SFR supplies over 10,000 programs 

(fi lms, documentaries, TV series, etc.) via 
video-on-demand. Its VoD offer rose 
sharply in 2010: it has recorded 58 million 

 SFR’s video-on-demand offering

         
 €12,577 million in total revenues in 2010

       €2,472  million EBiTa in 2010
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AFNOR awarded the 
Diversity Label to SFR. 
This distinction is a sign 
of quality recognizing the 

entire company’s commitment to fi ght 
discrimination and promote equal 

opportunity. SFR is the fi rst 
telecommunications operator 

to receive this label.

      SFR wins the 
 Diversity Label  

SFR is proposing the fi rst games-on-demand 
offering on television in Europe using Cloud 

Computing. neufbox HD TV (ADSL and fi ber) 
subscribers can now access a catalog of nearly 
30 games on demand on their television, without 
download, and without buying a console or game in 
physical formats, as with video on demand. This new 
service offers many advantages, including simplicity, 
affordable price, and easy access. To play, you 
just use the remote control or a joystick. The 

subscription has no time commitment and it can 
be taken out monthly or per unit.

SFR is proposing Multi-Packs, a program 
offering discounts on the plans of customers 
from a given household who have or subscribe 
to several of its services (mobile subscription, 
ADSL, blocked plan, 3G+ Internet key). Any family 
can now benefi t from a monthly discount of up 
to 20% if they have an Illimythics 5 Webphone 
subscription and a neufbox, or two 

Illimythics 5 Webphone subscriptions.

SFR Business Team has launched a 
complete hosting offering for businesses and 

computing service providers. Cloud Computing 
is a major innovation for companies that 
consists in outsourcing the digital resources 
they usually store (computer applications and 
servers, payroll software packages, business 
or Web applications, etc.) with an innovative 
economic model (payment per use, major 

savings by pooling resources).

         SFR Business 
 Team launches Cloud 
      Computing solutions 

           SFR: The fi rst 
      operator to reward 
 well-equipped households 

    a brand new games-
 on-demand offering 
       on television  

This new offering represents another 
advance for triple play because it offers a 

brand-new experience in the high-speed market. 
It combines the power of a latest-generation 

box with a fl exible 3D browser interface that 
makes the most advanced functions accessible and 
understandable. neufbox Evolution was ecologically 
designed from the start, with the most energy-
effi cient device of its type on the market, and it 
complements the existing neufbox offer, which is 
still available. The focus here is on the use of 

services: SFR has taken great care to make 
its innovations simple and easy to use 

for everyone.

     SFR launches 
 neufbox Evolution 

SFR was awarded fi rst prize in the fi xed-line telephony 
and Internet sector at the 7th edition of the customer 

relations competition called Podiums de la Relation Client 
organized by BearingPoint and TNS Sofres*. This prize 
recognized the company’s continuous investment in the 
relationship with its Internet customers. Determined to offer 
the best customer-relations experience and aware of the 
efforts that still need to be made, SFR will continue to invest 
in customer satisfaction, regardless of the channel involved 
whether the Customer Service department, espace SFR sales 
outlets, or the sfr.fr website.

* Annual survey conducted on 4,000 customers and users, 
175 companies and organizations assessed in 11 business 

sectors. This is the largest survey done in France in the 
customer relations fi eld.

     SFR is number one for customer 
 relations among internet and 
     fi xed-line telephony operators  

SFR

2010 Highlights
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Number one for mobile telephony 
in Morocco

Maroc Telecom Group is Morocco’s leading mobile-
telephony operator, with a customer base that grew in 2010 
(+ 10.6% over 2009), and 95% is prepaid customers. This 

growth is due to the good performance in all segments, 
both postpaid and prepaid. The prepayment system is in 

line with customers’ need to control their communication 
expenditures and avoid overruns. In an effort to expand the 
clientele and build loyalty, while boosting the growth of the 

mobile market, the Group continues to enhance its offerings 
and introduce new innovative services.

In 2010, the prepaid service posted steady growth, 
notably due to the lower price of the Jawal kit (Jawal SIM 

card with a call credit worth 10 Dirham, plus a guide and 
contact cards), the sale of plans with a GSM device at rela-

tively low prices, and varied, recurrent promotional campaigns 
on recharges and call plans.

For postpaid subscribers, Maroc Telecom continued to 
promote unlimited offers, while reducing rat, offering longer call 
plans and constantly proposing other new services. After gene-
ralizing 3G+ Internet access to all its postpaid and prepaid 
clients, the Group has implemented an aggressive policy of 
acquiring and retaining customers by lowering rates, improving 
connection speeds, and multiplying promotional offers.

In 2010, value-added services played an increasingly 
important role in the Group’s activities. They are the focus of 
special attention in development terms. The range of products 
has been signifi cantly enhanced by the launch of new 
services at the cutting edge of technology, like Windows Live 
Messenger, Blackberry® on demand, USSD Portal and the 
information service 160.

A complete fi xed-line telephony offering
Maroc Telecom Group offers the general public and 

businesses all fi xed-line telecommunication services (voice, 

Maroc Telecom Group
Maroc Telecom Group is the leading global operator on the Moroccan telecommunications market, 
with a presence in fi xed-line and mobile telephony and Internet access. Listed on the Casablanca 
and Paris stock exchanges, the Group is fi rmly committed to its international expansion and is 
currently established in fi ve countries.

aBDESLam aHizounE 
Chairman of the management 

Board of maroc Telecom



The Internet market continued to grow in 2010, with 
a slight rise in ADSL and a signifi cant increase in mobile 
3G+ Internet. The Internet customer base grew by 5.4%, 
in particular due to a doubling of bandwidth and the drop in 
prices since 2009.

Thanks to a comprehensive offer (voice, data, Inter-
net) and the introduction of new services, Maroc Telecom 
has recorded steady growth in professional and business 
subscribers, with a market share of 93.5% of lines at end 
2010.

Public telephony comprises a network of public 
booths and a broad network of phone centers. The total 
number of lines at end 2010 was in excess of 181,000 
(all operators and technologies taken together). Maroc 
Telecom’s market share is 80.2% of lines (Source: ANRT*).

data transmission, Internet, and ADSL television). It remains 
the leader in the fi xed-line phone market, open to competition 
since 2007, with over 1.2 million lines at the end of 2010.

Despite heavy competition from mobile telephony, 
Maroc Telecom’s base has stabilized thanks to marketing 
and sales efforts made in 2010. It notably lowered the rates 
for incoming foreign calls to fi xed lines, thereby allowing 
operators like SFR to launch unlimited offers to Morocco.

Marketed under El Manzil brand, the fi xed-line 
telephony offering aimed at individuals include call plans, 
packages, and limited plans with top-up option. The Phony 
unlimited call plans have been very successful since their 
launch in 2006. They were complemented in 2009 by the 
launch of the MTBox, a triple-play offering including unlimited 
fi xed-line calls, broadband Internet, and television via ADSL. 

 Jawal advertising campaign

employees 
in 201013,942 

Sharing the quality culture
Selma Benslimane, Director, quality and Safety information, maroc Telecom

quality is among the priorities of 
maroc Telecom, which in 2004 was one 
of the very fi rst telecoms operators 
to receive iSo 9001 certifi cation for 
the entirety of its activities. in 2010, the 
Group decided to give a new dimension 
to this quest for quality by including all 
its sub-Saharan subsidiaries in its total 
quality process. Sotelma, mauritel, 
onatel, and Gabon Telecom have suc-

ceeded in obtaining their certifi cation, 
thanks to the sharing of best practices 
and above all to the involvement of Hu-
man Resources, both in the subsidiaries 
and at maroc Telecom. This project, 
launched in 2010, was completed 
in a year’s time and involved all the 
subsidiaries simultaneously for the 
totality of their business activities. 
The quality management system is a 
means of implementing a common policy 
for developing the quality of service 

provided to the customers within a 
single process of internal improvement, 
and in that way, setting up an ongoing, 
global management approach. Succeed-
ing in bringing this project to fruition 
has been a fabulous human adventure, 
as well as a professional challenge. 
The maroc Telecom Group’s employees 
are from different countries and 
cultures, but they are all mobilized 
around a single project, and today all 
speak a common language: quality.
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range of offerings and innovative services to facilitate Internet 
access for the greatest number. The Group has a very strong 
position in the ADSL market, which represents over 26% of all 
Internet access, with a market share of over 99% (Source: 
ANRT*). It also owns 100% of the capital of Casanet, one of 
the leading Internet access providers in Morocco.

Promising subsidiaries
One of Maroc Telecom Group’s strategic goals is to make 

foreign expansion a growth vector. Leveraging its leading 
position in its country, it has entered into long-term strategic 
partnerships with a view of developing the telecommunica-
tions sector in Africa, owning 51% shares in the historical 
operators in Mauritania (Mauritel, via the CMC holding 
company), Burkina Faso (Onatel), Gabon (Gabon Télécom), 
and Mali (Sotelma). The aim is to become a benchmark 
operator in these areas and to develop new information and 
communication technologies to reduce the digital gap. 

Thanks to the modernization of these infrastructures 
(close to 28% of the subsidiaries’ revenues are devoted to 
investments) and the quality of services offered at competi-
tive prices, Maroc Telecom Group’s subsidiaries in Africa are 
achieving very satisfactory results. For instance, at end 2010, 
they had over 6.8 million mobile-phone customers, represen-
ting a 58% increase.

* The national telecoms regulatory body.

A richer, affordable ADSL TV offering
Maroc Telecom customers receive three different ADSL 

bundles and over 80 national and international generalist and 
thematic channels. Thanks to this offer, enhanced by the 
Canal+ option (Canal+, Canal+Cinéma, Canal+Family, and 
Canal+Décalé), subscribers can enjoy more fi lms, TV series, 
news, documentaries and entertainment.

The country’s largest distribution network
Maroc Telecom has the largest distribution network in 

the country, with a direct and indirect network of over 71,000 
sales outlets. The direct network is in full development 
and operates via 349 agencies. New agencies are opening 
every year and old ones are being renovated. It also makes use 
of an indirect network of national and regional distributors (mass
distribution, newsagents, tobacconists and post offi ces) as well 
as independent shops bound by exclusivity agreements. 

National coverage
Maroc Telecom’s network is based on an infrastructure 

that meets the latest technological standards. Roaming 
agreements signed in 2010 with partner operators based in 
214 countries allow it to guarantee links to every country in 
the world through two international transit centers (Casa-
blanca and Rabat) and four underwater fi ber-optic cables 
including the Atlas offshore cable, fi nanced out of own 
funds. Its mobile-telephony network covers almost all of the 
population (98.4% at end 2010).

Morocco’s Internet access leader
Maroc Telecom is Morocco’s leading Internet service 

provider, under the Menara brand. It has a 56% market 
share in this sector, all access methods included. 
It offers residential and business customers a broad 

 advertising campaign for mobile packages

         
  €2,835 million in total revenues in 2010

            €1,284  million EBiTa in 2010
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Since October 1, 2010, all customers with 
mobile plans1 benefi t from a free, permanent 

call supplement of 30 minutes to 1 hour per month, 
depending on the duration of their plan. The free call 

minutes offered after the principal plan expires are now 
valid to all national operators in the evening, on weekends, 

and on public holidays. Furthermore, customers have Internet 
access via a free 3G Internet connection2 and can place calls to 

international fi xed-line and mobile numbers under the plan at the 
price of a national call3. Customers with General Public (Grand Public) 
plans can also make unlimited4 calls to a Maroc Telecom mobile number 
of their choice.

1 All General Public and Business mobile plans, except Liberty Plans (Forfait Liberté) 
with no commitment.
2 The free service is limited to 512 Mb/s bandwidth.
3 International calls to fi xed-line and mobile phones in Europe, North Africa and North 

America are included in the principal plan at the rate of a local call – that is, fi rst minute 
indivisible, then per 20-second unit.

4 Within the limit of 30 dh/month.

  new benefi ts for mobile plans 

2010 Highlights
MAROC TELECOM GROUP

Maroc Telecom Group signed an agreement 
with ANRT (the national telecoms regulatory 

body) covering the fourth and last section of 
the PACTE (telecoms access program) that will 

bring coverage to 1,573 districts by the end of 2011. 
This section is part of a program encompassing 7,338 
rural districts among the most diffi cult to reach, for 
a total estimated investment of 2.8 billion Dirham. 
The Group will have equipped 5,765 of them from 
2008 to end July 2011. From now until December 31, 
2011, the populations in these provinces will have 

access to mobile telephones, will be able to call 
for emergency services, stay in touch with 

friends and family wherever they may 
be and, generally speaking, end 

their isolation.

         Extending coverage 
  of isolated areas  

Maroc Telecom Group has launched 
the Universal Music Mobile plan in 

partnership with Universal Music Group and 
MTV. With 60 minutes of call time and 300 SMS/MMS, 

it offers exclusive, unlimited access to the extensive, 
brand-new catalog of UMG video clips and to four 
television channels from the MTV bundle (MTV France, 
MTV Pulse, MTV Idol, and MTV Base), all for 99 dirhams. 
This new offer based on the complementary know-how 
of Maroc Telecom and Universal Music Group refl ects 
Maroc Telecom’s determination to constantly 
improve the satisfaction of its younger clientele, 

which is avid for communication and new 
content, but concerned about staying 

within budget. 

      maroc Telecom Group 
  launches the Universal 
      Music Mobile Plan  

From now on, Moroccans and persons living 
in France can credit the Jawal accounts of their 

friends and family living in Morocco from France, 
thanks to a new Maroc Telecom transfer service. 
All they have to do is buy a “transfer ticket” in one 
of the many sales outlets in France or from the 
website www.transfertpays.fr. The top-up can be 
activated from a fi xed-line phone, a phone booth, 
a mobile phone, or the Internet. This innovative 

service will gradually be extended to other 
countries like Spain and Italy.

        Launch of international    
     transfer service for Jawal 
        recharge from France   

Mobicash is Morocco’s fi rst 
service to offer a payment facility 
by mobile phone, now enhanced by 
a new international money order 
function so that Mobicash customers 
can directly receive money sent 

from abroad. Belgium is the 
fi rst country opened for this 

service.

          Mobicash novelty: 
 international money orders  
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The leader in New Generation Services
GVT has undergone rapid and continuous development since its founding 

in 2000. It is deemed a leader in New Generation Services such as high and 
very-high-speed broadband, Internet services, VoIP (Voice over Internet Proto-
col), and – starting in the second semester of 2011 – pay-TV via satellite using 
IPTV (television over IP) technology. It is the fastest-growing telecommunica-
tions service provider in Brazil. In 2010, its revenues increased by 43%. GVT 
offers innovative rate plans at highly competitive prices. Fixed-telephony 
and broadband services are offered in the form of monthly subscriptions. 
They account for 74% of Retail revenues in the Retail segment, which attends 
residential, professional, small and medium companies with the best quality.

Present on Brazil’s largest markets
Headquartered in Curitiba, in the State of Paraná in Brazil, GVT began its 

business activities as a competitor to the local Incumbent, in the regions of the 
Federal District and the States of southern and north-central Brazil and part of 
the northern regions (corresponding to Region II as determined by the general 
concession plan that divided the country for the provision of fi xed-telephony 
services). It operates in 97 cities in Brazil, all regions taken together, including 
Region I (Rio de Janeiro and the Northeast) and Region III (São Paulo). 

The company is pursuing its growth strategy by extending its network’s 
coverage to new key markets outside Region II in order to be present in all the 
country’s major population areas. In 2010, GVT launched business activities in 
thirteen new cities from which ten with the commercial launch. The company 
plans to locate in new cities in 2011, in particular in São Paulo, Brazil’s largest 
market. Its results from operations in cities outside Region II represent 
an increasingly signifi cant portion of GVT’s overall results – including total 
revenues and lines-in-service (LIS).

GVT is considered the alternative solution to the historical fi xed-telephony 
operators, with the best geographical coverage and the widest notoriety 
in the country. This enables the operator to gain market shares from its main 
competitors in its current areas of operation, as well as new areas where 
it launches services. In 2010, GVT has captured an average market share of 
22.2% of the voice and broadband market in the 97 cities where it operates.

Innovative products and advanced solutions
GVT offers a complete and diversifi ed range of innovative products and 

advanced solutions in both traditional telephony and Voice over IP, corporate 
data transmission, broadband, Internet services, and, in the future, pay-TV via 
satellite over IP. They are aimed at all market segments – private individuals, 

 GVT
GVT is Brazil’s leading alternative telecommunications operator. Boasting strong growth, 
it offers innovative fi xed-telephony, Broadband Internet solutions and products.

amoS GEniSH 
Chief Executive offi cer of GVT
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and Protect, a security package of services with back up online, 
parental control, anti spyware and anti-virus.

GVT’s new broadband generation, unlike the one of the 
Incumbents, delivers ultrahigh speeds of up to 100 Mbits/s at 
affordable prices. As the market shifts dramatically towards 
broadband, the company’s competitive advantages will con-
tinue to grow. In 2010, it reduced the price of its 15 Mb/s 
broadband offering. Its share in GVT’s sales jumped from 7% to 
almost 50%. Customers using bandwidths of 10 Mb/s and 
above accounted for 64% of its customer base. The company 
also increased the minimum speed of its broadband service 

professionals, and small, medium-sized, and large companies. 
This approach also allows the operator to offer all-in-one for-
mulas for all of these services. These solutions respond to the 
needs of customers who want a diverse range of products 
within an integrated offering, at attractive rates, while enjoying 
the best possible quality of service.

GVT’s presence across different markets with diversifi ed 
products and customer segments represents a competitive 
advantage for the company.

In 2010, GVT launched the Premium family, offering more 
than 11,000 minutes of local, mobile and long distance calls, 

employees 
in 20107,714 

Protecting youth: A success factor for GVT
Alcides Troller, Executive Vice President, marketing and Sales, GVT

we ended 2010 with 88% penetration 
of broadband in our customer base. 
we are, by far, the operator in Brazil 
with largest broadband service 
penetration. This is our strategy for 
offering high quality, high performance 
and excellent cost-benefi t relationship. 
on average, our clients browse at 
a 8.2 mb/s speed, against a 1.3 mb/s 

that is the average of the Brazilian 
market. we released protective 
services (Family Protect) with 
antivirus, anti-spam, anti-spyware 
and parental control. 
in only eight months, we reached 
a 13% penetration of these services, 
which also puts us in a leadership posi-
tion in Brazil in offering this service. 
on the social front, we expanded 
the scope of our campaign for the 

Responsible use of the internet, 
a project that teaches parents, 
teachers and children how to make 
good use of the internet and warns 
about the risks of the virtual world. 
we reached about 300 thousand 
people in 2010, almost twice of that 
of 2009. The campaign material was 
issued in printed and online versions 
in addition to an online game that 
makes learning easy.

 GVT advertising campaign
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 Power Music Club communication

Brazil’s most modern network
Designed with the aid of the most advanced technolo-

gies, the GVT network is Brazil’s most modern. With one of 
the country’s most extensive local access networks and long-
distance fi ber backbones, the company is positioned as the 
leader in New Generation Services and is able to extend its 
presence nationwide.

Its network’s NGN architecture, unique in Brazil, is based 
on FTTN (Fiber To The Node) technology. This allows GVT to pro-
vide its customers with integrated, fl exible, unique services, 
with very rapid deployment times. Proximity to its customer’s 
premises allows the operator to supply the best quality 
performance of any broadband Internet service on the market. 
GVT’s ADSL speeds are faster than those of the majority of 
its competitors. Thanks to the modernity and fl exibility of its 
network, it is the only Brazilian operator that can offer broad-
band speeds up to 100 Mbits/s to the general public. This 
means that it is in a position to meet the growing customer 
demand for a wide range of telecommunications, high-speed 
broadband and multimedia services.

Big share in portability of fi xed-line 
numbers

GVT is the leader for portability of fi xed-line telephone 
numbers, with a 58% market share in the cities where it ope-
rates. Since September 2008, thanks to portability, Brazilian 
companies and residential subscribers can change their 
telecommunications operators and still keep their telephone 
number. More than 872,000 GVT lines are currently in service 
thanks to this system.

from 3 to 5 Mb/s, making it the highest entry-level broadband 
speed on the market.

The record usage rates for its products and services are 
a result of the close ties the company maintains with its 
customers. The company also offers them exceptional service 
that strongly sets it apart from the other operators in the 
country.

Residential customers and SMEs
GVT provides its residential and SME customers with 

local and long-distance fi xed telephony and broadband 
services, long-distance services to customers holding lines 
supplied by other operators in cities in which it does not have 
local access presence, and Internet services under the POP 
brand, its Internet service provider, with network connections via 
the switched telephone network and via the broadband lines.

GVT also extends its offering with content services, 
e-mail and other multimedia services such as blogs, photo-
blogs, and hosting services, whether or not customers are 
subscribers to its Internet access services. The company also 
offers Voice over IP services under the VONO brand to residen-
tial and SMEs customers, in Brazil and abroad, regardless of 
the operator providing their broadband connection.

Corporate customers
GVT provides high-end, innovative products and services 

to middle-to large companies. The company offers managed 
services and integrated and personalized solutions from 
conventional telephony to VoIP services, including Internet 
services, private data networks and hosting.

         
  €1,029 million in total revenues in 2010

            €277  million EBiTa in 2010
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GVT reduced the subscription rate for 
15Mb/s broadband Internet, which includes the 

wireless modem and security features, by 20%. 
This decrease is in line with GVT’s strategy 
of remaining the telecommunications operator of 
choice for very-high-speed subscribers. The company 
also increased the minimum broadband speed 
service from 3 to 5 Mb/s, making it the highest 
initial speed on the Brazilian market. GVT also 

intends to be the leader on the Brazilian 
market for multiservice broadband by 

offering content, interactivity, and 
broadband managed services.

In 2010, GVT extended its business 
operations in thirteen new cities: 

Fortaleza (Ceará), João Pessoa and 
Campina Grande (Paraíba), Olinda 
(Pernambuco), Jundiaí, Sorocaba, Campinas, 
Piracicaba, Guarulhos and Osasco (São Paulo), 
Rio de Janeiro and Niterói (Rio de Janeiro), 
and Valparaíso de Goiás (Goiás). In addition, 
GVT began the preparation to start in the 
second half of 2011 the operations launch 

of São Paulo, Brazil’s main market.

GVT’s launch of the Power Music Club 
(www.powermusicclub.com.br) is an important 

stage in its trajectory. It is the fi rst company 
movement towards the content distribution over 

broadband. Developed in partnership with Universal 
Music Group, the service offers all Power GVT customers 
free unlimited access to thousands of songs and video 
clips by UMG artists around the world. Customers 
can also create and share playlists, get exclusive 
news, and participate in contests to win a visit by 
their favorite group or concert tickets in Brazil 

and abroad, with the possibility of a special 
meeting with the artist in person.

      GVT launches 
 the Power music Club 

      GVT extends 
 to new cities 

       new very-high-speed 
            offering  

GVT launches the game Edu, em o Uso Consciente 
da Internet (Edu in Responsible Internet Use). 

Developed in partnership with the CDI (Committee for 
Information Democratization), which works towards 

digital inclusion in Latin America, the game’s purpose is to 
encourage children, teenagers, parents and teachers to 
make better use of the technology. The game’s launch is part 
of a wider campaign by GVT that includes the publi-
cation of a guide to responsible Internet use, 
50,000 copies of which are in print and whose 
online version has had over 100,000 visitors. 
The guide is aimed at children, parents and 

teachers. GVT employees also visit schools 
during weekends to spread the use the 

Internet responsibly. In 2010, 44 volun-
teers visited 50 schools and met with 

1,000 students.

         GVT launches 
 the game “Edu in 
 Responsible internet use” 

GVT was voted best broadband provider on 
the Brazilian market for the second consecutive 

year by the readers of Info Magazine, Brazil’s 
leading technological publication. The company was 
also awarded the Frost & Sullivan prize for excellence 
in diversifi cation of its data transmission products 
in Latin America. Thanks to its management model 
and unique corporate culture, for the second year 
GVT is rated as one of the best companies to work 
for in two major rankings – in the magazines 

Você SA/ Exame and Época Negócios. In the 
latter’s classifi cation, GVT is also among 

the 20 most innovative companies 
in Brazil.

 GVT wins recognition  

2010 Highlights
GVT
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Channels for every taste with Les Chaînes Canal+
At the core of Canal+ Group’s offering, Les Chaînes Canal+ channels 

offers fi ve premium-content channels, each with its own editorial line 
and identity: Canal+, Canal+Cinéma, Canal+Sport, Canal+Family and 
Canal+Décalé. Their programs are based on exclusivity, innovation and 
originality. 

Canal+ is a premium generalist channel offering a unique pro-
gramming format with recent fi lms on an exclusive basis, sports, news, 
American cult series, French fi ction, documentaries, and entertainment. 
Canal+’s strenghts are original creation, development of new talent, and 
exclusivity. 

TPS Star is a premium generalist channel that primarily features 
fi lms and sports. It will be merged with Orange Ciné Max as part of a 
partnership with Orange. The latter is the fl agship channel of Orange 
Cinema Series and the idea is to create a new premium channel called 
Orange Ciné Star. It will mainly feature fi lms and TV series.

Canal+ Group also publishes a range of twenty channels covering 
the most popular themes like fi lms (CinéCinéma channels), sports (Sport+, 
InfoSport), news (i>Télé), documentaries (Planète channels), lifestyle 
(Cuisine TV, Seasons), series (Jimmy, Comédie!), and youth (Piwi, Télétoon).

Canal+, the cinema channel
Canal+ broadcast about 360 fi lms in 2010. It offers all cinema 

genres and all the major fi lm industry events (the Cannes fi lm festival, the 
César and Oscar awards ceremonies) exclusively to subscribers.

The benchmark for television sports
Canal+ Group has developed widely-recognized expertise in sports 
coverage. Les Chaînes Canal+ cover over sixty of France’s top sports 
events: League 1 soccer, the main foreign championships (including the 
English Premier League, the Spanish Liga and the Italian Serie A), 
the Champions League, the Europa League, and also the Top 14, Super 14 
rugby in the southern hemisphere, tennis (including Wimbledon), golf 
(Vivendi Trophy), boxing, and track and fi eld events. Les Chaînes Canal+ 
offer an average of over 5,500 hours of sports per year, mostly live.

Canal+ Group
Canal+ Group is the leading pay-TV group in France. It is France’s leading operator in premium 
and theme-channel publishing and in bundling and distributing pay-TV offerings. A pioneer 
in the new uses of television, it is also a major player in fi lm production and distribution.

BERTRanD mEHEuT 
Chairman of the management 

Board of Canal+ Group
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 Arthur and the Revenge of Maltazard

HD precursor
A precursor of High-Defi nition (HD) via satellite in 

France, Canal+ Group broadcasts Les Chaînes Canal+ in HD 
on all equipped platforms, such as satellite, cable and ADSL. 
CanalSat offers 19 theme channels in HD on satellite and 
ADSL.

Canal+ and CanalSat on demand: 
watch when you want

Canal+/CanalSat on demand allows subscribers 
to watch or replay their programs when they want. 
This Catch-Up service, included in the subscription, is 
available directly on TV, computer, and mobile phones 
(smartphones and tablets). It has been very successful, with 
over 5 million programs viewed every month.

Topical programming
Canal+ continues to set the pace for entertainment 

programming and news with its topical programs like Le 
Grand Journal, Les Guignols de l’info, Le SAV des émissions, La 
Musicale, La Matinale, Dimanche+, and Spécial Investigation.

CanalSat, the leading multichannel offering
CanalSat is the leading multichannel offering in 

France, with over 300 channels, 60 of them exclusive. 
CanalSat is available by satellite, ADSL, DTT and catch-up TV.

At the leading edge of new uses of television
A pioneer of digital TV in Europe, Canal+ Group is 

number one in new TV practices. It is at the leading edge of 
pay-per-view TV, High-Defi nition and multiscreen distribution.

employees 
in 20104,534 
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Canal+ wants to be examplary 
in protecting young audiences
Frédéric Mion, General Counsel, Canal+ Group

Canal+ made an impression from its 
inception by offering its subscribers 
programs reserved for adults – a type 
of programming that had never been 
common on French television before. 
Taking that audacious step required 
us to provide a challenging guarantee 
– namely that only the appropriate 
audience would have access to such 
programming. 
That requirement, which has in no 
way become less stringent because 
of the trivialization of sexually explicit 
and violent content via different 

distribution media, is more than ever 
at the core of the Group’s concerns. 
and it is forcefully underlined in 
the Ethics Charter that applies to all 
employees and which requires them 
to “ensure protection of children 
and adolescents and, to that end, 
to apply the program rating in such 
a way as to ensure the acceptability 
of programming in terms of the 
protection of children and adoles-
cence” by displaying the symbols 
signaling the ratings of its programs. 
Concretely, the Group was an originator 
of the principal protective measures 
that are now part of the regulatory 

system, beginning with double 
encryption. Today, the Group’s efforts 
are concentrated on guaranteeing 
that all new technical media 
used in distributing its offerings 
(connected TVs, computers, game 
consoles, set-top boxes from third-
party partners, cell phones, etc.) 
apply the appropriate protection 
measures upstream. 
aware that no one can take the parents’ 
place in ensuring the protection of 
their children and adolescents, Canal+ 
works to inform and provide them with 
tools to enable them to fully exercise 
their responsibilities.
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StudioCanal, a major player in European 
cinema

StudioCanal, a subsidiary of Canal+ Group, is Europe’s 
leader in fi lm production, purchase and distribution on all 
media, including movie theaters, video, television, and video-
on-demand. It operates directly in the three largest 
European markets (France, the United Kingdom, and 
Germany). It owns the third-largest fi lm catalog in the 
world, with over 5,000 French, British, Italian, German and 
American titles.

In parallel, StudioCanal is active in international fi lm 
production, particularly for remakes, where it can draw on 
its extensive catalog. It has also set up special partnerships 
with world-renowned independent studios like Working Title. 
It is also present in animation and 3D through an agreement 
with nWave, a Belgian production company that is number one 
in Europe, which notably produced Sammy’s Adventures: 
The Secret Passage.

Canal+ Régie
Canal+ Régie is Canal+ Group’s exclusive advertising 

sales agency. A 100% Group subsidiary, it sells the advertising 
for the unscrambled programming of Les Chaînes Canal+, 
i>Télé, ten thematic channels published by the Group and its 
seven websites.

Stronger presence in the sports world
Canal+ Group plays a role in organizing sports 

events through its subsidiary Canal+ Events. Canal+ Events 
notably organizes the French Open tournament, the 
ATP tennis tournament in Montpellier, the Metz marathon, 
the Vivendi Trophy (France) and the European Winter X Games 
in Tignes.

It sells the foreign broadcast rights for the French 
League 1 and League 2 soccer championships, the League 
Cup, the Top 14 in France, OM TV, the French national 
basketball team, and the French basketball champion-
ship.

CanalPlay: Legal downloading of video
CanalPlay is Canal+ Group’s video downloading 

service. Available on computer and on cable, satellite, or 
ADSL television, it currently offers one of the largest VoD 
catalogs in France, with over 8,500 titles available, including 
over 3,500 fi lms. CanalPlay can also be accessed by game 
consoles (PSP and Xbox 360), and on some televisions and 
Blu-ray players from LG and Thomson. 

+Le Cube for design and innovation
+Le Cube is a top-of-the-line HD set-top box with an 

innovative design, launched in 2008. It comes with an Internet 
connection and a hard disk and provides access to exclusive 
services. Since September 2010, the Group sells an upgraded 
version equipped with an Internet connection via Wi-Fi. It is 
planning a massive rollout of this equipment to subscribers 
to give them increasingly customized, top-quality offerings. 
By the end of 2012, all satellite subscribers should be 
equipped with a box with an IP connection so that they can 
receive Les Chaînes Canal+ in HD, Catch-Up TV offerings, 
and all the additional interactive services.

Canal+ Group internationally
Canal+ Overseas, a subsidiary of Canal+ Group, is 

the largest French-speaking pay-TV operator in the French 
Overseas Territories and in Africa. Its offerings provide access 
to over 300 channels, principally in French, in the Caribbean 
(French Antilles and Guyana), the Indian Ocean (Reunion, 
Mayotte, and Mauritius), and the Pacifi c (New Caledonia 
and French Polynesia). It is also present in 30 French-speaking 
African countries and in Madagascar.

Canal+ Group is a major pay-TV player in Poland via its 
subsidiary Cyfra+, in which it has a 75% stake, which publishes 
the bundle of Canal+ premium channels and a bundle of over 
100 TV and radio channels, 63 in Polish. Cyfra+ reported 
1.5 million subscribers at end 2010. In January 2010, Canal+ 
Group launched K+, a new bundle of channels by satellite 
operated by its subsidiary VSTV in Vietnam.

 Adèle Blanc-Sec
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  €4,712 million in total revenues in 2010

            €690  million EBiTa in 2010
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The entire Canal+ station became accessible to 
hearing-impaired audiences thanks to subtitling 

adapted to all of its programs (fi lms, fi ction, and 
documentaries, and live broadcasts too, such 
as entertainment, news and sports shows). This 
represents about 8,000 hours of viewing, including 
2,500 hours of live broadcasts, now available with 
subtitling. Other programs are custom-made for the 
hearing-impaired, like the daily news program 
in sign language produced by Infosport or 

the edutainment program called Au pays 
des signes on Piwi, which teaches this 

language to children.

Canal+ Group is at the cutting 
edge of innovation. In 2010, it marketed 

the fi rst DTT pay-TV set-top boxes for Canal 
Ready-labeled television sets. It launched the 
sale of the new HD and Wi-Fi satellite decoder. 
For the 2010 Soccer World Cup, the Group 
launched Canal+ 3D, an events-based channel 
in 3D that broadcasts matches live. It also 
switched its Canal+ Sport channel to HD, 

allowing subscribers to experience this 
event with even greater intensity.

Canal+ Overseas has launched K+1 
(K+ One), the fi rst premium pay-TV channel 
in Vietnam, which further enhances the 
K+ offering launched in January 2010, 
made up of over 50 Vietnamese and 
international channels. K+1 offers the 

best of sports, movies, fi ction and 
documentaries. 

Canal+ Group has stopped 
analogue signal broadcasts. 
All subscribers still with 
an analogue subscription 

have been switched 
over to digital.  

      Canal+ Group 
 moves to all-digital 

        k+1, the fi rst premium 
pay-TV channel in Vietnam  

      Canal+ becomes 
 accessible to hearing-
 impaired audiences  

2010 Highlights
CANAL+ GROUP

  Canal+ Group 
 at the cutting edge 
 of innovation  

Canal+ Group allows for new television 
consumption trends and offers customers 

optional extra features on their standard 
subscriptions with additional mobile services 
(telephones, tablets), via an Internet connection 
(3G/3G+ or Wi-Fi). It notably provides offerings 
on iPad and Android systems. The Group is also 
launching a webTV service that gives access 

to Les Chaînes Canal+ and to CanalSat, as 
well as its Catch-Up TV services, via a 

broadband Internet connection.

          Canal+ and CanalSat 
 offerings available on 
 mobile phones and webTV  


