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The Group and its results in 2007

For Mediaset, 2007 was a year of change in which the company made a decisive a shift in
an environment quite different to that in which it was founded.

Starting with the competitive scenario. The media business is undergoing vast changes.
The most obvious signs of which have been the success of Sky on the satellite platform,
the development of the internet towards models increasingly based on video content and
mobile TV.

The very conception and use of television is changing. _

The underlying trend is for the personalisation of content by the users. And it is a trend that
will accelerate with the coming generations.

The world's leading television operators are, as a result, at a crossroads.

Either they cling desperately to the existing model, defending entrenched positions in a
damage limitation exercise to hold off the moment when they lose their leadership.

Or, alternatively, they make the great leap forward; turning defence into attack and
transforming a siege into an assault of the world of new media and, in particular, pay-TV.
Mediaset has opted for the second path.

We now have a competitor that can run all the TV channels it wants without antitrust limits.
But which, while operating on a pay model, has the same limits as we do in terms of the
proportion of advertising it can run.

But even in this complex scenario, at Mediaset we believe we can look to the future with
confidence.

Generalist TV in Italy is in rude health, with over 90% of the total audience and a vitality
that has not been seen in the United Kingdom and France. .

But despite the relative calm surrounding our traditional business, we have nevertheless
recognised and anticipated the extent of the changes that are affecting the media.

In fact, already in 2001, we were engaged in the development of digital terrestrial, an
extraordinary and natural competitor of satellite, and an effective way of shifting our offer
into a multichannel world.

The acquisition of frequencies, significant investments in technology and innovation, such
as the pre-paid card.

As well as the launch of the new free digital channels and live football coverage that we
have used to launch our Premium pay-per-view offer, inventing a new way of exploiting
premium content.

Finally, and this takes us right up to 2008, the ultra-competitive pay-TV package “Premium
Gallery”, the very best of cinema and TV, on air, 24 hours a day.

And our innovative drive - which, in terms of economic resources has meant investments
of around €1.5 billion - continues.

The next stage will be the expansion of the digital platform to cover the entire country,
anticipating the date for the analogue switch-off at the end of 2012.

And all this without compromising our economic stability, depriving our core business of
resources or making risky acquisitions, of people or companies.

Qur strategic aims are clear.

First: to maintain our leadership in free-to-air generalist TV. Second: to develop a
multichannel and multiplatform offer. Third: to carve out a position of strength in the
content market.

Thanks to digital, generalist TV will be even richer, with an increase in the number of both
national and local channels.

And even allowing for the aforementioned extra competition from other platforms, we are
convinced that the big audiences will remain with free-to-air generalist TV, and along with
the audience the largest share of advertising.
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But leadership in generalist TV on its own is no longer enough. Increasingly Mediaset will
become a pay-TV, multichannel, multiplatform broadcaster.

And this is the sense in which we can talk of a counter-offensive.

Only a couple of years ago our revenues derived exclusively from advertising.

As a company we can now count on revenues from a range of sources. And this opens up
promising opportunities for development and diversification.

On the content side, it is sufficient to make a single consideration. Content is the fuel that
drives the media industry, and, much like oil, is a rare and valuable resource.

As platforms multiply, there is a growing discrepancy between the potential of
communication networks and what can effectively be delivered in terms of editorial,
audiovisual and advertising content.

The development, creation and packaging of content and the construction of schedules is
a job that only a few operators can handle, and the advantages are obvious for those who,
like us, have been successfully operating in these area for years.

The recent acquisitions of Medusa (the Italian leader in film production and distribution),
Taodue (the Italian leader in quality TV drama) and Endemol (the international leader in
TV entertainment) are a consequence of this evolving scenario.

We would merely add that we have brought into Mediaset companies and professionals
we have worked with for years, who share our confidence in the future and who, in their
different fields are number ones.

But we haven't looked for partners only in our own backyard.

We have even gone as far as China.

With a local partner we have created a joint venture that aims to sell advertising
exclusively for a new sports channel which currently broadcasts in six regions and already
reaches more than 290 million people. What we want {o do is to offer international
advertisers the possibility of reaching a country with vast numbers and a rapid rate of
growth.

And finally, 2007 was also a year of great movement.

Let's now take a look at the quantitative aspects of our business.

2007 saw a marked recovery in the second half of the year. In a year in which the
economic situation was essentially gloomy and marked by a credit squeeze, Mediaset
produced its third best result ever and distributed the same dividends as the previous year,
the highest in its history.

But let's look at the highlights.

Consolidated net revenues grew by 8.9% to reach €4,082.1 million, compared with the
€3,747.6 million of 2006.

The group’s EBIT rose to €1,149.0 million, an increase of 10.8% compared with the
€1,036.6 million of the previous year.

Operating profitability rose to 28.1% from the 27.7% of 2006, putting us among the top
European broadcasters.

Consolidated net profit came to €506.8 million, up from €505.5 million in 2006.

The board of directors of Mediaset will propose to the forthcoming AGM a dividend of
€0.43 per share, in line with that of the previous year.

This corresponds to about 97% of the consolidated net profit and, at March 2008 prices, a
yield of more than 7.5%.

On the financial side, the group’s cash generation in 2007, excluding asset investments,
saw a marked growth to €666,7 million, compared with €363.6 million the previous year.
The group’s net financial position went from -€568,3 million in 2006 to around -€1.2
billion in 2007, mainly due to the strategic acquisitions made during the year.

In Italy, thanks to a strong recovery in advertising in the second half of the year, our final
results were excellent.




Net revenues reached a record of more than €3 billion, and increase of 9.1%.

Operating profit came to around €664 million, double-digit growth of 11.2%.

Net profit for 2007 amounted to €330.8 million, a fall compared to 2006 due to
extraordinary and non-recurring fiscal charges resulting from the 2008 government budget.
However, the same provisions will lead, in the current year, to an improvement of our tax
rate.

It is also worth pointing out the very positive results obtained in Spain by our subsidiary
Telecinco.

Net revenues were widely over a billion euros, an increase of 8.4% on 2006.

Operating profit grew by 10.4% to €485.2 million, while net profit reached the record
level of €353.1 million, an increase of 12.3% on the previous year.

It is also important to underline that 2007 saw a dividend distribution of around €490
million, a pay out ratio of almost one hundred per cent, a figure that gives a clear indication
of our confidence in the future.

2007 was a year of which we are particularly proud.

A difficult and, on some fronts, a tough year.

We began the year in a falling advertising market and recovered spectacularly.

Our competitors were extremely aggressive and we were able to respond successfully.
The company became bigger thanks to targeted acquisitions that are absolutely in line with
our strategic objectives.

And we are sure that the market perceives the real value of the company, beyond facile
generalisations about the sector and analyses of the Italian situation that are, frankly
speaking, often rather superficial.




The Mediaset Group in brief

Founded with the name Telemilano:

Became a public listed company with the name Mediaset:
Headquarters:

Main countries of business:

Employees:

Shareholders (on 31 December 2007):

Consolidated net revenues in 2007 (€m):
Operating profit for 2007 (€m):
Net profit for 2007 (€m):

1978
1996
Milan, Italy
Italy, Spain
6,332

Fininvest (36.0%)
Market (60.2%)
Treasury stock (3.8%)

4,082.1
1,148.0
506.8




The main companies of the Mediaset Group
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Total Net Revenues
4.082.1
14116 31.678.0 3747 6 s
10700 . o
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3 : . \
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E | 3620 3697 i P PN
& Toes e
=g —— e —————— . .
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777 Net Profit  —#=—9 Net Profit/Net Revenues
J
f/
Dividendie Pay out®
I
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E 247.4 271.3
c ‘ 97.7%
e e T e
1002 00} 2004 005 2006 2007
Dividends Distriputed by Mediaser Spa —€—9%Pay our
b y
{*) 2007 Dividends calculated on the net number of shares
excluding the Buyback shares
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Main Income Statement Data

7002 2003 ) 2004 2004 o) 2005
Total net Revenues 2.316,1 3.070.0 34416 EE PN 3.678,0
kaly 2.316,1 24249 16494 1.62%.4 2.748,1
Spain - 646.0 793.4 7934 LEIN]
Operating Profit tay 5585 :¥hX:] 1.082,0 1.090,5 1.201,0
Raly 5585 650,1 788.0 7957 787,38
Spain - 170.7 254.0 4133
Group Operating Profit (EBIT) ¢4 5585 7776 1.034,2 1.244,1
Profiz before Tax and Minority Interestc 4971 6751 9948 1.202.2
Group Net Profit 3620 3697 500,2 6034
Main Balance Sheet and Financial Data
2002 2003 ) 2004 2004 gy a00s
Net Invested Capital (4 2.639.5 30318 29832 . 310344 1.237.0
Total Net Shareholders' Equity 14687 28315 30452 3.096 .4 1.879.0
Net Group shareholders' Eguity 2.467.2 2.5%1.8 2.810.7 2.865.3 2.593.%
Minorities Shareholders' Equity 1,8 1409 214,5 2311 285,1
Net Financial Position (4) {170,8) (199.3) 62,0 62.0 (358,0)
g Cash Flow @ 1.213,4 1.537.6 16143 1.601.0 1.606.8
ents B4%,3 8351 i.1165 11159 1.145.7
Dividens paid by the Parent Company 1478 474 2713 71,3 4488
Dividens paid by Subsidiares - 16,9 110.¢ 120.0 1441
Personnel
2002 2003 1) 2004 2004 2005
Mediaset Group Personnel {headcount) 4.3%3 5.600 5.662 5.662 5.844
lealy 4.3%3 4395 4,459 4,459 4.467)
Spain - 1.205 1.203 1.203 1173
Mediaset Group Personnel (average) 4.399 5.587 5638 5.638 5.798
Italy 4.359 4.396 4415 4415 4.613
Spain . 1191 1123 1.223 1,185
Main Indicators
001 2003 2004 LT 1005
Operating Profit/Net Revenues 24,1% 26,7% 31,4% 32,7%
laty 24,1% 26,8% 19,7% 18,7%
Spain - 26.5% 1% 44.4%
Net Revenues 4.1% 25,3% 30.0% 33,8%
rity Interest/Nec Revenuas 21.5% 21.0% 28.9% A 32.7%
Net Profit/ Net Revenues 15,6% 12,0% +4,5% 16,0% 16,4%
ROt {Return on Net Invested Capital}s) 21,1% 27.4% 34,496 36,0% 39.7%
ROE (Return on Equity)s) 15.09% 14.6% £8.5% 20.19% 21.1%
N. ef Shares 1.181.227.564 1.181.227.564 1.181.227.564 1.181.227.564 1.13B.297.564
Consolidated Net Profit per Share (EUR) 0.31 on 042 0.47 0.53
Drwwedend per Share {EUR) 0.21 0.23 0.38 0.38 0.43

(1) Since 2003 figures include the effects of the total consolidation of the Telecinco Group
{2) Reclassified in line with the adoption of IAS/IFRS international accounting principles
{3) From the third quarter of 2007 figures include the effects of the consolidation of the Medusa Group
(4) Figures refer to intermediate levels in the results and aggregates of assets and figures for which the criteria are cutlined in the
Management Report, as per CONSOB directive n. 6064283 of 28 July 2006 and the CESR recommendatian of 3 November 2005

concerning non-GAAFP measures

(5) Group operaling profit (EBIT) / average net capita! employed

(6) Greup net profit / Average net Group assets

(7) Figures for 2005, 2006, 2007 are net of 42.930.000 shares aliocated far the share buy-back plan
{8) Proposal of the Board of Directors to the Genera! Shareholders Meeting

2006

17476
2.751.5
997.46
1.035.3
5957
439.6
F.036.6
I.DVI9.L6

505,5

2006
15007
19333
2.634.1
299,2
(568.3)
£.588.4
1.466.,5
4893
144.1

5.839
<660
1.179
5.849
4,665
1184

1008

27.6%
24,7%
44.19%
27.7%
27.1%
13.5%
308%
19.1%
1.138.297.564
0.4

0.43

{Eur m}

2007
4.082,1
3.002.1
1.08L6
1.14%,0
662.8
485.2
1.14%.0
1.095.5

506.8

{Eur m)

2007 oy

4.067.2
21.858,4
1.557.7
300,7
{1.208.8)
17307
9512
4858
155.9

2007 qy

6.332
5.138
1.194
6.161
4.966
1.195

2007

18,1%
12,1%
44,9%
18.1%
26.8%
12,4%
30,4%
19.5%
1.138.297.564
G.45
043
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The history and activities of the Mediaset Group

1978

1984

1996

1997

1999

2003

2004

2005

2006

2007

The Mediaset Group’s story began almost thirty years ago, in 1978, with
Telemilano, a local Milan-based broadcaster that became Canale 5 two years later
and began broadcasting nationally. Canale 5 was subsequently joined by Italia 1
(bought from the publishing group Rusconi in 1982) and Retequattro (acquired
from Arnoldo Mondadori Editore in 1984).

The television area was called RTI and became established with three national
analogue networks, supported by an advertising sales company, Publitalia '80,
that exclusively collects advertising for all three channels, and two other
companies, Videotime, that manages TV technology and production activities, and
Elettronica Industriale that guarantees signal distribution through the management
of the broadcasting infrastructure.

RTI, Videotime, Publitalia and Elettronica Industriale were brought together in a
single group Mediaset which was then listed on the Milan stock exchange,
opening up the company to both important institutional investors and private
investors (around 300,000).

Mediaset expands outside Italy with the acquisition of a 25% stake in the Spanish
broadcaster, Telecinco.

The Mediaset Group expands its web-based activities with Mediaset.it, a television
portal dedicated to Canale 5, Italian 1 and Retequattro, TGCOM, a daily online
news service, is accessible from a range of media (internet, TV, radio, Mediavideo
teletext and mobile phones).

Mediaset increases its stake in Telecinco and becomes the major shareholder
with 50.1% of the shares. The following year the Spanish TV company was listed
on the Madrid stock exchange.

With the debut in Italy of digital terrestrial television, an innovative signal
broadcasting system that uses standard aerials and a small set-top box, Mediaset
launches Boing, a dedicated channel for children, and MediaShopping, a hope
shopping channel.

The Group launches Mediaset Premium, a pay digital terrestrial television service
that offers viewers live Serie A football, with a pre-paid card and without a
subscription. Mediaset Premium also has a pay-per-view offer including films
(including first TV-screenings), theatre and live events.

Mediaset builds Europe’s first digital terrestrial mobile TV network using DVB-H
(Digital Video Broadcast Handheld} technology.

Was the year of acquisitions and international expansion as Mediaset takes on
the look and feel of a major, the only one of its kind in Europe, and:

¢ in a consortium with Cyrte Fund and Goldman Sachs, buys from Telefonica a
controlling interest in Endemol, the Dutch production company and world
format leader;

» buys Medusa, Italy’s leading film production and distribution company;

» reaches an agreement for the acquisition in acquisition in 2008 of Taodue, a
leading Italian producer of high-quality TV drama;
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¢ enters China, where the 2008 Olympic Games will be held. Mediaset obtains
the licence to sell advertising for China Global Media which in October launched
the sports channel China Sport Network, a consortium of seven regional
broadcasters with an audience reach of 400 million viewers. Publieurope will
sell international advertising for the channel,

» launches a new free digital terrestrial channel, Iris, featuring auteur cinema,
music, literature and theatre.

2008 Sees the creation of Premium Gallery, a new digital terrestrial premium content
offer available with a pre-paid card. Three new worlds, Joi, Mya, Steel, where
viewers can see exclusive previews of the best TV series and films from Time
Warner and NBC-Universal.

The launch is planned in the second half of the year of another new digital
terrestrial channel, Bis!, the best of light entertainment produced by commercial

TV in the last thirty years.

Telecinco enters the North American market with the acquisition of a 28.3% stake
in Caribevision, a US broadcaster for the country’s Spanish-speaking population.
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In ltaly, the Mediaset Group operates in the following areas:

advertising (Publitalia '80 and Promoservice)

analogue free-to-air generalist television (Canale 5, ltalia 1 and Retequattro)
broadcast infrastructure management (analogue, digital, DVB-H networks)
free digital terrestrial thematic channels (Boing and Iris)

pay-per-view digital terrestrial (football, cinema, TV series, theatre, events)
multimedia (internet and mobile TV)

home shopping (MediaShopping)
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Advertising

in Italy the Mediaset Group operates through two advertising companies: Publitalia '80 and
Promoservice both of which are wholly-owned subsidiaries.

Publitalia exclusively sells advertising for Mediaset channels and, overall, in 2007, had a
portfolio of some 1,130 clients. The top 10 key clients accounted for around 25% of sales,
while the top 100 made up 71% of revenues. On the basis of its 2007 results, Publitalia
has, according to the figures for the advertising market supplied by Nielsen Media
Research, a market share of 35.7%.

Promoservice is the specialised advertising sales company for the Mediaset channels
broadcast on the digital terrestrial platform, Premium, Boing, MediaShopping as well as for
new media, such as the internet and Mediavideo. The company also handles advertising
sales for leading football clubs, including AC Milan, Inter Milan and Genoa, and television
advertising sales in barter agreements.
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Generalist TV

Television channels

The Group's generalist channels - Canale 5, Italia 1 and Retequattro — are managed by
RTI, which oversees the development and construction of the schedules, from the
production of original programmes to the acquisition of rights. In 2007 each channel
broadcast 8,760 hours of programmes, a total of 26,280 hours, 44.9% of which was
produced in-house. 2007 ratings figures across the 24-hours amounted to an average
8,989,307 individuals, which translates in terms of audience share as 40.6% in Prime
Time and the 24-hours. Mediaset’s overall offer of programmes is calibrated to reach the
audience of most interest for advertisers, that between the ages of 15 and 64, the age
band in which Mediaset has a consolidated leadership.

CANALE 5 is the flagship channel, aimed at the core audience of ltalian households
ITALIA 1 is Italy’s most popular channel among younger viewers.

RETEQUATTRO is targeted at a audience that is more mature, in terms of age, class and
income.

Scheduﬁng
In 2007 RTI produced 37.6% of the programmes broadcast by Mediaset channels.

CANALE 5

A range of national and international entertainment programmes (including Grande
Fratello, Striscia la Notizia, Chi vuol essere Milionario). Italian TV drama has an important
place in the schedules, along with the leading TV series, such as Dr. House and Settimo
Cielo. News coverage is delivered by Tg5 with 6 daily bulletins and a number of
background current affairs programmes, such as the weekly Terra.

ITALIA 1

Films, TV series and entertainment are the backbone of the schedule and great
emphasis is also given to sport, with a number of daily sports news bulletins (Studiosport),
a range of events (Motomondiale) and several background programmes. News and
current affairs programmes are provided by Studio Aperto, a historic news brand for
Mediaset, and the most popular news programme among younger viewers.
RETEQUATTRO

Big films in both prime time and the late slot and the best European TV series make up
the core offer, while four daily bulletins of the Tg4 news complete the channels schedule.
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TV rights acquisition

Mediaset SpA and its subsidiary RTI SpA own Italy’s most important library of TV
rights and one of the biggest in Europe. The acquisition, development and production of
rights for national television broadcast is managed by RTL

US majors

The Mediaset Group has stipulated long-term contracts with all of the leading American
producers and distributors (Universal, Twentieth Century Fox, DreamWorks, Sony
Columbia and Warner Bros. International) for the acquisition of rights with an average
duration of 5 years, and the possibility of 5/6 TV screenings.

International television producers

The group also has important and consolidated rights acquisition relationships with
American and European producers for the supply of popular TV movies, soap operas,
mini-series, and TV series.

National film producers/distributors

National operators supply packages that include television rights for films produced by
them (which combined with the acquisition of European product is important in respecting
the broadcast and investment quotas foreseen by current broadcasting regulations) and
international film rights.

In-house TV drama production

The Mediaset Group has the know-how and organisational structure to select projects and
develop the production of TV movies, mini-series and popular TV drama series. ltalian TV
drama is the central pillar and characteristic of Mediaset's schedules, in particular in the
long series format (from 6 to 13 episodes). Of particular relevance, in this regard, is an
exclusive production agreement, for 2006-2008, with Taodue Film, one of the leaders in
the sector. In November RTI signed a preliminary agreement for the acquisition during
2008 of Taodue Film. In addition, Mediavivere Srl, jointly owned and managed by RTI and
Endemol ltalia SpA, exclusively develops and produces national soaps for the Mediaset
Group, taking advantage of the synergies that derive from the Mediaset Group's extensive
familiarity with the audience and the production efficiency of Endemol italia in industrial
content production,
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Programme production technology

The technology for the production of television programmes (in-house production) is
concentrated in the subsidiary Videotime, which guarantees the technological
maintenance and development of the production infrastructure (studios, post-production
and graphics units and mobile studios).

Signal distribution

The network for the distribution of the signal of the Mediaset Group, which is owned by the
subsidiary Elettronica Industriale, uses 1700 technology towers to reach 99% of the
population. The company has also been awarded by the relevant authorities a network
operators licence for digital multiplexes on terrestrial frequencies and reached an
agreement for the provision of transmission capacity using DVB-H technology, which
has opened up the market to telecoms operators.

Elettronica Industriale is now in a position to play a role as ltaly’s leading network operator.
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Digital terrestrial:
the future of ltalian TV

All ltalian generalist television will be broadcast in digital by 2012. The Mediaset Group
has believed in the new technology since its beginnings in 2003 and has invested €1,5
billion in the digital conversion of frequencies and the acquisition of content. Thanks to
digital terrestrial broadcasting Mediaset has expanded the offer of its three flagship
channels with three new channels: Boing (in partnership with Turner Broadcasting System
Europe, Time Warner Group), MediaShopping and Iris. With its broadcast capacity, the
Group also carries four third-party channels, offers premium pay-per-view content and
has launched broadcast services using DVB-H technology for mobile TV.
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Boing
Boing: the free children’s channel

On 20 November 2004 Mediaset launched Boing, the first free channel for children
developed for the digital terrestrial platform. Born of a joint venture between RTI, with 51%,
and Turner Broadcasting System Europe, part of Time Warner, and the owner of the rights
to some of the world's most popular cartoon characters (Yogi Bear, The Flintstones,
Scooby Doo, etc). In its first three years Boing, thanks to a high quality and highly
appealing schedule, has become the most widely watched of the new digital channels
on the DTT platform and the second in absolute terms, including satellite, after the
Disney Channel, a subscription channel that does not carry advertising.

18




MediaShopping
The growth of MediaShopping

MediaShopping is an absolutely unique case in the teleshopping - the so-called “home
shopping” - sector and organises its sales across a variety of distribution channels: TV (a
24-hour digital terrestrial channel and on digital satellite 808 on Sky, daily windows on
Mediaset's analogue channels), Internet (www.mediashopping.it), large-scale retail
(through an agreement with leading retail chains) and a shop (MediaShopping outlet),
telemarketing, catalogue. MediaShopping TV, which broadcasts 24 hours a day was
launched in 2005.
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Iris

in 2007 Mediaset’s free digital terrestrial offer was reinforced with the launch of Iris, a
channel largely dedicated to art-house cinema, with seasons and retrospectives of cult
directors and actors, both Italian and international. The schedule also includes theatre,
opera and literature. In other words, a channel for the most refined viewers.
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The growth of
Mediaset Premium

Launched on the digital terrestrial platform by Mediaset in 2005, Mediaset Premium is a
pay TV service that is accessed by a pre-paid card. For viewers it is the only possibility to
have easy, flexible and transparent access to high quality content at a low cost. The model
works, like the pre-paid offer of mobile phone operators, with a card equipped with a micro
chip (the so-called “smart card”) that holds in its memory the credit available with which the
viewers can select what they want to watch. In order to ensure the maximum flexibility for
users, cards can be recharged with any of a range of six amounts, from €10 to €100. This
new approach has allowed Mediaset Premium to combine in the same package the
advantages of both the pay-per-view model and the pre-paid formula.

Gallery

Gallery is the latest addition to Premium. In three distinct approaches, Joi, Mya and Steel,
bring together an offer of high-quality films and TV series, in exclusive first-screenings in
italy. A concentration of quality where viewers can find the best of American TV series, at
the same time as they are shown in the US, as well as the best blockbuster films. Gallery
has three distinct offers, plus the possibility to postpone viewing using the +1 feature. Joi
is the name of the family entertainment package, with programmes for all the family; the
most beautiful stories, blockbuster TV series, the great classics and must-see hits. Mya is
dedicated to women, as well as to men who love women. Here you can find films and TV
series that love passion, romance and intrigue. Steel (developed in cooperation with
Universal) is the place for action, pace, courage, adrenaline.

Big League Football

Mediaset broadcasts live coverage of the Serie A matches of AC Milan, Inter Milan,
'Roma, Lazio, Torino, Atalanta, Livorno, Juventus, Napoli and Genoa. In addition, as
the result of an agreement with La7 Televisioni, Mediaset Premium also shows the
highlights of all of the Serie A matches during the programme Diretta Premium, which
follows the action from all of the games live. Mediaset Premium also offers all of the
matches of the UEFA Champions League.

First-view cinema

Thanks to an agreement with the leading national and international distributors, Mediaset
Premium broadcasts first-view TV runs (a pay-per-view window 9 months after theatrical
release), of the most successful films of the current season. The offer consists of 10 films
per day, shown between the hours of 2.00 pm and 2.00 am.
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Reality shows

On Mediaset Premium it is possible to buy and watch the 24-hour versions of the reality
shows that are currently running on the Group's generalist channels. Viewers can follow
the adventures of the participants, day and night, selecting from a range of viewpoints, as
if they were the director.

The commercial offer

The mode! foresees the possibility for all card-holders to select content individually and
with the maximum flexibility, or to adopt a package offer consisting of a series of
predetermined events at a discounted price.

Football content is consequently available as either single events or in the form of a
special offer: which may mean the purchase of an entire championship, such as the
Italian league, the Champions League, the inter-continental cup or other competitions for
which rights are held. Finally, it is also possible to buy all of the matches of a single club.
Preview cinema events are offered as single events, which means that each film is
available separately.

Gallery, or the programmes of Joi, Mya and Steel, is available as a package covering a
period of time. Every Premium viewer can therefore choose to see and pay for the films
and TV series — absolutely exclusively — for a period of time most suited to his or her
needs, from a month to a whole year.

Customer relations are managed by a Customer Service structure organised with a Call
Center and a Customer Care service. A special Premium offer is also available for public
spaces, the Mediaset Premium Club. Mediaset Premium can also be received on DVBH
mobile phones as part of the packages offered by TIM and H3G.
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Mobile TV on DVB-H

In 2006 Mediaset launched Europe’s first Mobile TV service (the first in the world using
DVB-H technology). Mediaset operates as both content provider and network operator,
thanks to the development of its own DVB-H transmission network, used by the leading
mobile phone operators.

In particular, an agreement was reached with TIM for the transport of content in TIM's
package over the DVB-H network run by Elettronica Industriale, the supply of the
schedules of RTI (Canale 5, ltalia 1 and Retequattro), the supply of pay-per-view sports
content from Mediaset Premium’s offer (Serie A and the Champions League). The
agreement reached with the telecom operator H3G, meanwhile, concerns the simulcast
supply of ‘best of from the generalist channels (Canale 5, ltalia 1 and Retequattro), the
football matches form the Serie A championship and the free digital terrestrial children’s
channel, Boing.

Mobile TV should be seen as an additional platform for the distribution of television
content in innovative media environment.
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New Business

A New Business area has been created within RTI SpA to draw together all of the activities
that complement the core analogue television business: web sites, value added telephone
and computer services - RTI Interactive Media, Licensing & Merchandising, music -
RTI Music, distance shopping - MediaShopping.

RT! Interactive Media

Has the task of creating services and content to be used across different platforms
(internet, teletext and telecoms), and developing new synergies and promoting content
extension initiatives with regard to the traditional core business focused on free generalist
TV.

Is active on the web in three different areas through the web site: Mediaset.it
(www.mediaset.it), the point of entry for all of Mediaset's web content:

® community, with Jumpy (www.jumpy.it);

® sport, with the sports news portal (www.sportmediaset.it) which offer sports enthusiasts
exclusive news and film content in real time. It also features windows dedicated to the
most popular programmes, such as Controcampo and Grand Prix;

® news, with TGCOM (www.tgcom.it), TGFIN (www tgfin.it) and the sites of the two
flagship TV news programmes TGS5.it (www.tg5.it) and Studio Aperto.it
(www studioaperto.it).
In particular the editorial staff of TGCOM supplies journalistic content for a range of
platforms: internet, analogue and digital teletext, radio, analogue and digital TV, mobile

phones.
Mediaset's teletext service (Mediavideo) is a multimedia television news service with

800 pages and also available on the digital terrestrial platform;

® acquisition of video content, with Rivideo (www.rivideo.mediaset.it), a site which
offers the public an additional opportunity for a small payment, to see again their
favourite series, films and sports events directly on their computer.

RTI Interactive Media also operates in the mobile phone sector in two specialised areas:

¢ brand extension, which aims to leverage well-known television brands/formats (for
example, for the multimedia game from the programme Grand Prix, infonews services
such as TG5sms and TG5mms, news video clips produced by TGCOM);

® interactivity, aimed at creating interactive opportunities between users andg television
programmes (for example voting and an inbox).

Licensing & Merchandising

Develops licensing activities related to the world of cartoons, continuing to focus on the
children’s area which, in ltaly, offers promising opportunities. The same area of the Group
buys and manages non-television brands linked to the world of teenagers in order to
operate as an all-round licensing agency. It also creates editorial products, with the aim of
directly exploiting ideas and opportunities generated by the RTI schedule, through the
newsstand channel.

24




RTI Music

The RTI music department’s main function is to provide all of the Group's TV productions
with support on the music front. However, it has also developed and manages the site
MusicShop (www.musicshop.it), a portal for online music sales with which users can hear,
select, assemble, buy or gift music, entirely safely and legally, downloading the selected
tracks to their computer and paying by credit card.

MediaShopping

MediaShopping is the first home-shopping TV channel, on the air 24 hours a day on the
Mediaset digital terrestrial platform. But MediaShopping is not only digital TV: it also
appears throughout the day on Mediaset’s three generalist channels, on the internet at the
site www.mediashopping.it and on the Sky satellite platform, on page.

MediaShopping has also opened a number of direct sales outlets in a number of leading
chain stores and its own shop (MediaShopping Outlet) in Rome.
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Medusa

Medusa is Italy’s leading film distribution company, with a 2007 market share of 17.3%.
The company's core business is the production and distribution of Italian and
international film in Italy and the management of the entire life cycle of the product, from
theatrical release to home video and the sale of television rights. _
Medusa is also ltaly's biggest investor in Italian cinema, having financed, between 1996
and the present, some 170 films and investing a total of around €500 million. Many of the
most successful films of the recent past have been Medusa titles and since 1996 19 of the
100 most successful films (those grossing more than €10 million) were produced and
distributed by Medusa.

Medusa also directly manages 10 multiplexes located in Italy’s major cities, which
account for 7.3% of the national market.

During 2008 a joint venture will be created between Medusa Film and Taodue, leader in
high-quality TV drama. The union of these two companies will create an Italian
production structure able to compete with the majors on international markets.
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Taodue

Taodue, the Italian leader in quality TV drama has, since the end of the 1960s, produced
drama that has had a positive impact on many Canale 5 seasons, with successes such as
Karo!, Nassiryia, Paolo Borsellino, Maria Montessori, |l capo dei capi, Distretto di Polizia,
Uno Bianca and Ris.

Taodue’s aim has always been to produce films that are solidly based on real events and
lives, a characteristic that has allowed the company to distinguish itself in the Italian
television business. _

The agreement for the acquisition of Taodue Srl will be finalised during 2008.
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Spain

Mediaset is the major shareholder of Telecinco, the Spanish television group that heads

the television channel of the same name and which began broadcasting in 1990. Today

Telecinco is undisputedly Europe’s most profitable television group. The company is

listed on the Spanish stock exchange and is included in the Ibex 35, the index of Spain’s

top 35 listed companies.

- The Telecinco Group operates in Spain as an integrated television broadcaster in the

following areas:

» television advertising sales (Publiespafia S.A.U.);

- non-TV media advertising sales, both for the Group and third parties (Publimedia Gestion

S.AU);

- analogue generalist television (Gestivision Telecinco S.A.);

* press agency (Atlas),

+ film co-production (Telecinco Cinema S.A.U),

- free-to-air digital terrestrial thematic channels (Telecinco 2, Factoria de Ficcion);

- tele-shopping on Publieci Television S.A.;

» internet through Conecta 5 Telecinco S.A.U.;

- since 2008 a stake in Caribevision, a North American TV channel aimed at the Spanish-
speaking audience.

Advertising

The television advertising market in Spain is Europe’s fifth largest. It is second, after [taly,
in terms of the proportion of total advertising revenues spent on traditional media
(according to Infoadex 43.2%).

Compared with the ltalian market, the competitive scenario in Spain is more fragmented.
In addition to Telecinco, there is: the state broadcaster Televisione Espanola, with two
channels (TVE 1 and TVE 2); a private commercial operator, Antena 3; and a federation of
local broadcasters (Autonomicas) reunited under the logo La Forta and the digital platform
Digital + with more than 2 million subscribers. At the end of 2005, these were joined by a
new free-to-air, Cuatro, created following regulatory changes that have made it possible to
convert the pay-satellite TV licence of Canal+ and La Sexta, a new operator that was
awarded an analogue licence in 2006.

Generalist TV _

Telecinco is Spain’s most popular TV channel, both in prime time and across the 24-
hours. Despite the entry of the new players Cuatro and La Sexta, Telecinco can point to
greater stability in its ratings than other TV operators. Over the years Telecinco has
consolidated its move towards original in-house production, which now accounts for
more than 80% of the schedule. The two most significant types of programme
characterising the Telecino offer are national TV drama and light entertainment.

At the beginning of 2008 Telecinco began to expand its presence to the North American
market through the acquisition of a significant stake (29.2%) in Caribevision, a TV
broadcaster aimed at the Spanish-speaking community in the United States. The channel,
which broadcasts in New York, Miami and Puerto Rico, has a potential audience of around
50 million viewers.
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Investments in TV rights

On the basis of current legislation that obliges Spanish television operators to invest 5% of
advertising revenues in Spanish and European film production, Telecinco is involved in
important investments in high-quality productions through its subsidiary Telecinco
Cinema S.A.U. Of particular note has been the film Ef Laberinto del Fauno, winner of
three Oscars (for best photography, best set design and best make-up) out of the six for
which it was nominated (the film was also a candidate for best foreign film, best original
screenplay and best soundtrack).

In 2007 Telecinco was Spain’s most active film producer, with 11 new titles generating box
office receipts of around €34 million and attracting an audience of some 6 million.

Four Telecinco Cinema productions were among the ten most popular Spanish films of
2007. These included E! Orfanado, the absolute winner in the film season with overall
takings of around €25 million and an audience of more than 4 million, a result that makes it
the second most successful film in the history of Spanish cinema.

The new digital world

Thanks to its Broadcast Centre, Telecinco has a digital platform able to distribute and
receive digital content by satellite, fibre optic cable, and over mobile and DSL networks.
Following the opening up of the Spanish regulatory situation to digital terrestrial television,
Telecinco, like other commercial operators, received licences for two new digital channels,
which have added to the simulcast broadcast on the DTT multiplex of the generalist
channel: Telecinco Sport, a channel dedicated to sports events and Telecinco Estrellas,
which focuses on national and international TV drama productions.

Also on the mobile TV front, Telecinco is a leading player in technological innovation
thanks to experimentation conducted with the leading operators in the mobile phone sector
in Spain’s biggest cities. Further impulse is supplied by the internet, where the company’s
portal, Gruppo Telecinco.es, and the news site informativostelecinco.com are at the top of
their respective categories in terms of popularity.
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Endemol

Endemol is Europe’s leading independent television production company. In a short
time the company has managed to become the leader in the natiocnal and international
production of entertainment and drama, with programmes that have made television
history. Every year the company produces more than 15,000 hours of programming.
Endemol is based in Holland and has affiliated operations and joint ventures in 25
countries around the world including France, Italy, Germany, Spain, the United Kingdom,
Holland, Denmark, Norway, Belgium, the United States, South Africa, Australia, Argentina
and Brazil.

Thanks to a library of 1400 formats, Endemol is able to respond to the growing demand
for TV drama (series, miniseries and soap operas} and entertainment (reality shows, game
shows, talk shows, talent shows, makeover shows, etc.), without forgetting the need to
adapt the product to meet local tastes and needs. With one of the world's most important
creative laboratories, Endemol constantly develops new ideas for television and studies
their adaptability for individual markets, and conducts research for the foreign sale of
original products. in addition to managing the group’s format catalogue, the company also
buys programmes from the principal foreign markets and continuously monitors
international formats and their popularity. ‘

In May 2007 Endemol was acquired by a joint venture made up of Mediacinco Cartera (the
Mediaset Group), Cyrte, a company owned by the founder John de Mol, and the
investment bank Goldman Sachs.
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International advertising

In the context of an advertising market that is increasingly international in its outlook and
which has been characterised in recent years by concentration and a continuous shift in
the decision centres, the Mediaset Group has entrusted Publieurope Ltd., a company
founded in 1996, with the task of organising an adequate response to the European
market and the aim of generating additional revenues deriving from:

« the development of new business in other countries;
+ constant contact with the headquarters of multinational clients.

The beneficiaries of these activities are first of all the group’s channels — Canale 5, ltalia 1,
Retequattro and Telecinco — but also those other channels that have commissioned
Publieurope to sell their advertising space outside their national borders. In fact
Publieurope has developed over the years an articulated portfolio of media clients which
makes it possible to offer international advertisers, in addition to the group’s channels, the
German channels Pro7, Sat 1, Kabel 1, N-24 and DSF, which together account for around
30% of the German audience, and Britain's Channel 4, which gives advertisers access to
around 15% of the UK's commercial audience. The portfolio of products is completed by
the magazine titles of Mondadori Pubblicita and by new forms of advertising, such as the
Group’s digital and thematic channels, the various internet sites, Mediavideo and a range
of initiatives linked to sport.

Publieurope has signed a three-year agreement for the sale of advertising with CSPN,
the Chinese free-to-air sports channel, launched in October 2007 by China Global
Media. CSPN currently comprises 7 regional channels with an effective reach of 4000
million viewers. Publieurope exclusively sells advertising for all world markets (except
China, Macao, Hong Kong and Taiwan) for both the free-to-air channel and any eventual
platforms created by CGM, such as pay-TV, Internet, IPTV, efc. This agreement between
Publieurope and China’s leading sports channel is particularly significant in view of the
forthcoming Olympic Games that will be held in China for the first time.

The sales activities, which are run from offices in London, Munich, Paris and Lausanne,
with the active cooperation of Publitalia '80 and Publiespafia, has generated very
satisfying results that consolidate the trends of recent years.
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Training initiatives

In order to ensure that the company has access to competent and motivated human
resources, the Mediaset Group has for many years invested in training, both to meet its
internal requirements and to transmit to the market the accumulated competences and
know-how that it has developed in the field over the last twenty years. The most important
initiative include:

- Campus Multimedia In-Formazione: in cooperation with Milan’s IULM University
(Libera Universita di Lingue e Comunicazione) this initiative aims to create an area of
excellence for training and research in the area of the digital economy, media
communications and technology.

Courses are concentrated in two areas:

- Master in Journalism: Recognised by the National Association of Journalists as a
training centre, this course aims to provide young journalists with the professional skills
and cultural and multimedia competences that will allow them to work in a range of
specialised areas, producing content for a range of platforms.

- Master in Management Multimediale (MIMM): a course designed to train mangers
for multimedia organisations, a profession that demands a command of a range of skills,
including strategy, organisation, marketing, finance, accounting and control, all of which
are integrated with more detailed notions concerning technological innovation,
communications and law. The course is run in conjunction with a number of prest|g|ous
'talian and foreign universities.

« Master Publitalia '80: active since 1988, the Master Publitalia programme is now an
established feature of the advanced study options open to young graduates looking for
a career in marketing and communications. Particular attention is paid to the placement
of students in companies on completion of the course.
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A commitment to culture and society

Mediafriends

Mediaset and Medusa, along with Mondadori (the Fininvest Group’s publishing company)
founded Mediafriends Onlus (a not-for-profit, socially useful organisation) that, in five
years, has collected, through television appeals and other activities across the country,
more than €30 million which has been distributed to 70 specialised non-profit
humanitarian associations.

Medusa

The Medusa subsidiary, in addition to a significant contribution to the work of Mediafriends,
has for many years supported the [talian Amiloidosis Association. In particular in the
creation of a new clinic at the Centre for the Study of Systemic Amiloidosis at the San
Matteo Hospital in Pavia. The clinic has been named in memory of Carlo Bernasconi, the
founder and first chairman of Medusa.

Mediaset and Public Awareness Communication

Every year Mediaset dedicates over 6,000 advertising slots to public awareness
campaigns. These spots are allocated for free to associations and non-profit bodies who
need visibility for their initiatives. Last year more than 250 organisations were invioved.
Moreover, each year Mediaset's Creative Department, using its own resources and
know-how, produces tens of public awareness campaigns covering a range of civic and
social issues.

In Spain, the growing importance of Telecinco in the Spanish television business, brings
with it a growing social responsibility for the company.

Since December 1999 Telecinco has run an original project to build viewers' awareness
about 12 areas of social concern. The initiative, called 12 meses, 12 causas, has made
Telecinco Spain’s most highly considered broadcaster for the attention it gives to social
issues in the list compiled by the Fundacion Empresa y Sociedad, a body that analyses
corporate social responsibility. As part of the 72 meses, 12 causas initiative, the channel
makes available programming time, dedicated advertising slots on the issue of the month
and, as part of a range of programmes, space for the discussion and debate of the issues.

Cultural initiatives

In 1995 Mediaset with Medusa launched the film restoration programme Cinema Forever-
‘Dedicated to Carlo Bernasconi aimed at saving some of the masterpieces of Italian
cinema otherwise destined to be lost as a result of film degradation. Cinema Forever has
given new life to 21 films by directors such as De Sica, Fellini, Pasolini, Rossellini,
Antonioni, Bertolucci, Germi and Pietrangeli, names that have made cinematic history.
Every year. Mediaset organises hundreds of free screenings of the films around the world.
Between 1999 and 2002, fifteen of the restored films were donated by the Mediaset Group
to the Museum of Modern Art in New York in order to enrich, with prestigious titles from the
Italian cinema, one of the world’s most important film archives.

For over twenty years Mediaset supports and organises at Milan’s Teatro Manzoni the
concert series Aperitivo in concerto. An initiative that has attracted international attention
for its commitment to the most innovative and captivating examples of contemporary
musical creativity: from jazz to experimental music, and from ethnic traditions to the so-
called “music on the edge”.
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Mediaset and minors

Mediaset has always been sensitive to the need to protect children:

« dedicating special attention to the protected time band (16.00-19.00) with a rigorous
control of all content broadcast (programmes, advertising, trailers, promos) and with
programming specifically designed for minors on at least one of the three channels;

« harmonising and coordinating prime time schedules in order to ensure - at least on one of
the channels - programmes suitable for family viewing;

« using coloured symbols on the screen at the beginning of programmes to indicate the
character and content of the programme (Green, suitable for all viewers; Yellow,
suitable for children accompanied by an adult; Red, not suitable for children),

- consolidating, alongside the usual symbols, efforts aimed at providing clear information
about programmes (e.g. through “labels” at the beginning of programmes or special
editions of news bulletins, verbal announcements or signs at the beginning of
programmes and banner headlines after each commercial break).

In Spain, Telecinco has adhered to the Convenio de Segnaletica, which obliges
broadcasters to identify programmes according to suitability for age ranges. Programmes
aimed at an adult audience are identified by a red visual signal accompanied by an audio
signal; programmes that are forbidden for children under 14 have a yellow symbol, while
programmes that are suitable for all ages have no symbol.
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NOTICE OF CONVOCATION

The Shareholders of Mediaset S.p.A. (ticker MS) holding ordinary shares {ISIN ITO001063210 — Sedol 5077946) as
well as any holders of ADRs (CUSIP 584469407} are hereby invited to attend the Annual Ordinary and Extraordinary
General Meeting to be held in Cologno Monzese (M), Via Cinelandia n. 5, on Tuesday, 15 April 2008, at 10:00 a.m.
in first call or, if necessary, on Wednesday, 16 April 2008, same place and time, in second call, in order to resolve on

the following

AGENDA

A. Annual Report of Mediaset S.p.A. as at 3| December 2007

}. Approval of the Financial Statements of Mediaset S.p.A. as at 31 December 2007 and Board of Directors’ Report

on Operations;
2. Submission of the Independent Auditers’ Report and the Statutory Auditors’ Report,

3. Approval for the distribution of profits for the period; relevant resolutions.

B. Submission of the Group’s Consolidated Annual Report as at 3| December 2007; Report of

the Board of Directors and Independent Auditors’ Report.

C. Appointment of the Board of Statutory Auditors, its Chairman and determination of the

compensation.
4. Appointment of the members of the Board of Statutory Auditors;

5. Determination of the yearly compensation of the members of the Board of Statutory Auditors.

D. Appointment of the Independent Auditors for the auditing of Mediaset S.p.A. Annual Re-
port and the Group’s Consolidated Annual Report as well as for the limited auditing of the In-

terim Report for the fiscal years 2008/2016

6. Appointment of the Independent Auditors for the auditing of Mediaset $.p.A. Annual Report and the Group's Con-

solidated Annual Report as well as the Interim Report for the fiscal years 2008/2016

E. Authorisation to the Board of Directors to effect a buy-back and to utilise company shares

7. Authorisation to the Board of Directors to effect a buy-back and to utilise company shares, also to sustain the

company's stock option plans; relevant resolutions.

EXTRAORDINARY PART

37




F. Proposal for the modification of the Company’s By-Laws

8. Proposal for the modification of the following articles included in the Company's By-laws: 10) Shareholders’
Meeting, 17), 23), 24) Board of Directors, 27) Board of Statutory Auditors and formal adjustments of the following

articles 8) and 19).

The Shareholders’ Meeting may be attended by shareholders who have delivered to the Company appropriate certi-
fication from authorised intermediaries pursuant to Art. 2370, par. 2 of the ltalian Civil Code at least two days prior

to the meeting.

Shareholders will be requested to vote only on the proposals indicated by number in this Agenda. All proposals will
be subject to the approval of the Company's ordinary shareholders and holders of ADRs representing the Company’s

ordinary shares.

Shareholders are entitled to examine the entire documentation regardin