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GENERAL DISCLOSURES

ORGANIZATIONAL PROFILE

ProSiebenSat.1 unites leading entertainment brands
with an international production business and a rapidly
growing commerce portfolio under one roof. It is there-
fore one of the most diversified media companies in

Europe. Our objective is to offer entertainment –
whenever, wherever and on any device. With our 15 free
and pay TV stations, we are able to reach
over 45 million TV households in Germany, Austria and
Switzerland. At the same time, around 36 million unique
users a month use the online offerings marketed by
ProSiebenSat.1.

Our family includes formats such as “The Masked
Singer,” “Germany’s next Topmodel” and “Joko & Klaas
gegen ProSieben” and superstars such as Heidi Klum
and Dwayne Johnson. Shows like “Bosch,” “Married at
First Sight” and “Queen of Drags” are in-house produc-
tions of our production and distribution network Red
Arrow Studios. In addition, ProSiebenSat.1 Group’s
global digital studio Studio71 generated an average
of 9.9 billion video views a month with its web channels
in 2019 (previous year: 9.2 billion).

Our NuCom Group is a rapidly growing e-commerce
player with leading portfolio companies in the areas of
consumer advice, online dating, experiences, and beauty
& lifestyle.

ProSiebenSat.1 Group has over 7,000 employees who
devote tremendous passion to entertaining and inspir-
ing our viewers and customers every single day.

ProSiebenSat.1 Group concluded the 2019 financial year
largely as it expected: Despite challenges in the TV
advertising business, the Group increased its revenues
by 3% to EUR 4,135 million (previous
year: EUR 4,009 million); the organic increase was 2%.
The Group’s adjusted EBITDA declined as expected in
the year as a whole, decreasing by 14%
to EUR 872 million (previous year: EUR 1,013 million).
This reflects the decision announced by the Group to
continue investing in the future of the entertainment
business and the growth of NuCom Group. Lower TV
core advertising revenue also had an impact on adjusted
EBITDA. Adjusted net income is essentially a result of
the changes in adjusted EBITDA and the investment in
Joyn and, as expected, fell by 28%
or EUR 154 million to EUR 387 million (previous
year: EUR 541 million).

GRI 102-1 Name of the organization

GRI 102-2 Activities, brands, products, and

services
(Other disclosures: Organization and Group Structure in the

Annual Report 2019)

GRI 102-3 Location of headquarters

GRI 102-4 Locations of operations
(Other disclosures: Organization and Group Structure in the

Annual Report 2019)

GRI 102-5 Ownership and legal form
(Other disclosures: The ProSiebenSat.1 Media SE Share and

Organization and Group Structure in the Annual Report 2019)

GRI 102-6 Markets served
(Other disclosures: Organization and Group Structure in the

Annual Report 2019)

GRI 102-7 Scale of the organization
(Other disclosures: Organization and Group Structure and

Report on Economic Position: The Financial Year 2019 in the

Annual Report 2019)

GRI 102-8 Information on employees and other

workers
(Other disclosures: Employees, page 52, Diversity, page 56)

GRI 102-9 Supply chain
(Disclosures: Organization and Group Structure and Group

Earnings in the Annual Report 2019)

GRI 102-10 Significant changes to the organiza-

tion and its supply chain
(Disclosures: Significant Events and Changes in the Scope of

Consolidation in the Annual Report 2019)

GRI 102-11 Precautionary principle or approach
(Disclosures: Environmental, page 48)

GRI 102-12 External initiatives
(Disclosures: Sustainability at ProSiebenSat.1, page 6,

Governance, page 42, Stakeholder Engagement, page

42, Diversity, page 56, Management Declaration in the

Annual Report 2019, Projects)

GRI 102-13 Membership of associations
(Disclosures: Stakeholder Engagement, page 42)
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KEY FIGURES OF PROSIEBENSAT.1 GROUP in EUR m

2019 2018

Revenues 4,135 4,009

Revenue margin before income taxes (in %) 13.8 8.6

Total costs 3,592 3,710

Operating costs1 3,297 3,027

Consumption of programming assets 958 1,319

Adjusted EBITDA2 872 1,013

Adjusted EBITDA margin (in %) 21.1 25.3

EBITDA 838 570

Reconciling items3 –34 –443

Operating result (EBIT) 578 348

Adjusted EBIT 684 850

Financial result –6 –4

Result before income taxes 572 344

Adjusted net income4 387 541

Net income 412 250

Net income attributable to shareholders of ProSiebenSat.1 Media SE 413 248

Net income attributable to non-controlling interests –1 1

Adjusted earnings per share (in EUR) 1.71 2.36

Payments for the acquisition of programming assets 1,072 1,070

Free cash flow 207 –78

Cash flow from investing activities –294 –468

Free cash flow before M&A 339 244

12/31/2019 12/31/2018

Employees5 7,253 6,583

Programming assets 1,204 1,113

Equity 1,288 1,070

Equity ratio (in %) 19.5 16.5

Cash and cash equivalents 950 1,031

Financial debt 3,195 3,194

Leverage ratio6 2.6 2.1

Net financial debt 2,245 2,163

1 Total costs excl. expense adjustments, depreciation, amortization and impairments.
2 EBITDA before reconciling items.
3 Expense adjustments less income adjustments.
4 Net income attributable to shareholders of ProSiebenSat.1 Media SE before the amortization and impairments from purchase price

allocations, adjusted for the reconciling items. These include valuation effects recognized in other financial result, valuation effects of
put-options and earn-out liabilities, as well as valuation effects from interest rate hedging transactions. Moreover, the tax effects
resulting from such adjustments are also adjusted. See Annual Report 2018.

5 Full-time equivalent positions as of reporting date.
6 Ratio of net financial debt to adjusted EBITDA in the last twelve months.
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SEGMENTS OF PROSIEBENSAT.1 GROUP

ProSiebenSat.1 Group renamed its segments in the
first quarter of 2020. Its reporting segments are
now SevenOne Entertainment Group (formerly
Entertainment), Red Arrow Studios (formerly
Content Production & Global Sales) and NuCom
Group (formerly Commerce).

BUSINESS PERFORMANCE IN THE FIRST
QUARTER OF 2020

Until the restrictions on public and economic life
in response to COVID-19 began to make an impact
from mid-March, the first quarter of 2020 was going
well for ProSiebenSat.1 Group. Overall, the Group
closed the quarter with a slight revenue increase
of 1% to EUR 926 million (previous year:
EUR 913 million). There was a minor 1% fall in
organic revenues. The non-TV advertising business
accounted for 52% of Group revenues in the first
quarter of the year (previous year: 48%); the digital
share of consolidated revenues was 35% (previous
year: 30%).

STRATEGY

INTEGRATED SUSTAINABILITY APPROACH
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For ProSiebenSat.1, sustainability is not limited merely
to environmental and climate protection. The Group
defines sustainable entrepreneurial activity as an integ-
rated approach for improving both its economic as well
as environmental and social performance. We are aware
of our corporate and social responsibility and see it as
a comprehensive challenge. For us, success not only
means sustainably increasing ProSiebenSat.1 Group’s
financial results. It also implies consistently enhancing
the Group’s sustainability performance and key non-
financial figures and harmonizing the interests of our
target groups, especially employees, shareholders, audi-
ences, users and customers. As a business, we want
to operate inclusive, sustainable, and environmentally
and socially responsible. As a media group, we want to
reflect and above all promote a tolerant and democratic
society.

ETHICS AND INTEGRITY

ProSiebenSat.1 Group has laid down basic guidelines and
policies in its Code of Conduct. The stipulations therein
define the general standards for conduct in business,
legal and ethical matters. They serve as a binding refer-
ence and regulatory framework for all members of the
Executive Board, the management, and the employees
of the Group for dealing with each other and with
external stakeholders. We are convinced that our busi-
ness success also depends on the trust of our custom-
ers, business partners, and shareholders in our inde-
pendence and integrity. Adherence to high ethical stand-
ards and our overall social commitment are therefore
just as crucial as compliance with all relevant laws.

GRI 102-14 Statement from senior decision-maker
(Other disclosures: Foreword, page 5, Strategy and Goals,

page 6)

GRI 102-16 Values, principles, standards, and

norms of behavior
(Other disclosures: Organization and Management, page 8,

Governance, page 42, Anti-Discrimination, page 58,

Product Governance, page 59)
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GOVERNANCE

The Executive Board and Supervisory Board of
ProSiebenSat.1 Media SE believe that corporate
governance is an essential component of responsible
management and control that is geared towards long-
term value creation. The German Corporate Governance
Code (Deutscher Corporate Governance Kodex — DCGK)
establishes a standard for transparent control and
management of the company, which is particularly
aligned to the interests of the shareholders.

STAKEHOLDER ENGAGEMENT

Continuous dialog with stakeholders makes an import-
ant contribution for the development of ProSiebenSat.1
Group, its sustainability strategy, and the annual report-
ing on key sustainability issues. The stakeholder groups
relevant to ProSiebenSat.1 were last fundamentally eval-
uated as part of the “We love to sustain” sustainability
strategy developed and published in 2018/2019. In
dialogue with our internal and external stakeholders, we
continuously check whether changes and adjustments
to the orientation and focus of sustainability manage-
ment and the corresponding reporting are required.
Society, for which we also bear responsibility as a
company, is our overriding concern.

IMPORTANT STAKEHOLDER GROUPS

Media Employees

Capital market

The media business is a people business. It is therefore
essential that we retain our talented employees and
bring well educated, gifted and creative people on
board. For employees, it is increasingly important in this
context that we live up to our corporate responsibility
and promote a sustainable company philosophy. In addi-
tion to the internal communication of sustainability
issues, ProSiebenSat.1 has been in regular dialog with
the sustainability working group since 2019, in which
employees from various companies and departments
have joined forces to promote even more sustainability
in their working environment and implement concrete
measures in close coordination with the Corporate
Sustainability Office. Employees, page 52

Our aim is to center all our decisions around the
consumers of our offerings. We want to excite our view-
ers and users with content on all platforms. In Germany,
the Group increased its stations’ combined audience
share for the second time in a row in 2019, posting
growth of 0.4 percentage points compared to the previ-
ous year. Over the year as a whole, the Group achieved
a market share of 28.2% among 14- to 49-year-old view-
ers and thus the best annual market share since 2015.

Media-Specific Disclosures, page 63

In numerous roadshows and conferences, we inform
investors and analysts about the business performance
of ProSiebenSat.1 and the company outlook and answer
questions from the capital market on ESG issues (envir-
onment, social, governance). We are in regular contact
with our shareholders and, among other things, answer
questions at the Annual General Meeting. The require-
ments for the disclosure of non-financial information
are steadily increasing in terms of quantity and quality.
The number of rating agencies and research houses that
assess our sustainability performance in the economic,
social and environmental fields also increased further in
the reporting period. Our aim is to respond to the vari-
ous inquiries promptly and comprehensively.

GRI 102-18 Governance structure
(Other disclosures: Organization and Management, page

8, Organization and Group Structure, Corporate Governance

Report and Management Declaration in the Annual Report 2019)

GRI 102-40 List of stakeholder groups

GRI 102-41 Collective bargaining agreements

(Disclosures: GRI Content Index, page 68)
GRI 102-42 Identifying and selecting stakeholders

GRI 102-43 Approach to stakeholder engagement

GRI 102-44 Key topics and concerns raised
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ESG RATINGS, INDICES AND RANKINGS

Climate Change
Score: C
Average performance: C

Rating: 4.7
Subsector average: 2.5
Industry average: 2.3

Rating: C-
Decile rank: 2
(High relative performance)

Quality Score
Environment: 2
Social: 3
Governance: 1

Inclusion in Index

Rating: AA
Industry-adjusted 
score: 8.2

Overall Score: 56
Relative position: 
33 out of 91

#1 in MDAX
Scorecard for Corporate 
Governance 2019

No inclusion in indices

Company score: 30
Industry AVERAGE: 30

The ProSiebenSat.1 Media SE share is also part of the
DAX® 50 ESG launched in March 2020. This index tracks
the performance of the 50 largest, most liquid German
market stocks that are particularly sustainable. The
companies included in the index are evaluated according
to standardized ESG criteria on the basis of Global
Standards Screening.

As a listed group and one of the largest European media
companies, ProSiebenSat.1 is particularly in the public
eye. Governmental Relations & Regulatory Affairs is the
contact for external stakeholders from politics and regu-
lation. In national and international dialog with repres-
entatives of governments, parliaments and authorities,
we bring our politically independent positions to the
discussion directly or via memberships in various asso-
ciations and organizations.

SELECTED MEMBERSHIPS

AGF Videoforschung
Arbeitsgemeinschaft Media-Analyse (agma)
Arbeitsgemeinschaft Online Forschung (AGOF)
BITKOM
Bundesverband Digitale Wirtschaft (BVDW)
European Group of Television Advertising (egta)
Filmförderungsanstalt (FFA)
FilmFernsehFonds Bayern (FFF Bayern)
Freiwillige Selbstkontrolle Fernsehen (FSF)
Freiwillige Selbstkontrolle Multimedia-Dienstan-
bieter (FSM)
Initiative D21
Initiative for a Competitive Online Marketplace
(ICOMP)
Verband Privater Medien (VAUNET)
Vereinigung der bayerischen Wirtschaft (vbw)
German Economic Council
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REPORTING PRACTICE

In 2017, we conducted a materiality analysis due to the
first-time application of the CSR Directive Implement-
ation Act, which complied with both the statutory
requirements and the definition of materiality according
to GRI, and have validated it every year since.

In the combined non-financial report (NFR) for financial
year 2019, ProSiebenSat.1 Group reports on the main
non-financial aspects with the corresponding informa-
tion needed in order to understand the parent
company’s and the Group’s business development,
results and position and the effects of the business
activities in this regard. We used the standards of the
Global Reporting Initiative (GRI) as a basis when prepar-
ing the NFR. For financial year 2019, we identified four
non-financial aspects for ProSiebenSat.1 Group on which
we make disclosures in the NFR in accordance with
section 289c (3) of the German Commercial Code (HGB)
regarding the concepts followed, the due diligence
processes used, the results, and the related key figures.

Although ProSiebenSat.1 Group as a media group does
not operate in a manufacturing sector with high
resource consumption and energy intensity, we are
aware of our ecological responsibility as a company.
Together with our employees and in dialog with our
other stakeholders, we want to contribute to help mitig-
ate climate change and to protect the environment, for
example through the careful and efficient use of natural
resources and by reducing our energy consumption and
CO2 emissions. Nevertheless, we consider the environ-
mental impact of our business activities to be limited
and have therefore not identified environmental matters
as a key non-financial aspect in accordance with section
289c (3) HGB.

According to the GRI definition, aspects that report on
the key economic, environmental and social impacts of
the organization or that significantly influence the
assessments and decisions of stakeholders are classed
as material. Because this definition of materiality is
broader than the one used in the NFR, the sustainability
report covers additional topics, including the environ-
ment and climate protection. The topics reported
include the result of the regular validation of the mater-
iality analysis, the implementation and development of
the ProSiebenSat.1 sustainability strategy, and the

GRI 102-45 Entities included in the consolidated

financial statements
(Disclosures: List of Subsidiaries and Associated Companies in

the Annual Report 2019)

GRI 102-46 Defining report content and topic

boundaries
(Other disclosures: Report Profile, page 66)

GRI 102-47 List of material topics
(Other disclosures: GRI Report, page 39)

GRI 102-48 Restatements of information
(Disclosures: GRI Content Index, page 68)

GRI 102-49 Changes in reporting
(Disclosures: GRI Content Index, page 68)

GRI 102-50 Reporting period
(Disclosures: Report Profile, page 66)

GRI 102-51 Date of most recent report
(Disclosures: Report Profile, page 66)

GRI 102-52 Reporting cycle
(Disclosures: Report Profile, page 66)

GRI 102-53 Contact point for questions regarding

the report
(Disclosures: Contact and About, page 78)

GRI 102-54 Claims of reporting in accordance with

the GRI Standards
(Disclosures: Report Profile, page 66, GRI Content Index,

page 68)

GRI 102-55 GRI content index
(Disclosures: GRI Content Index, page 68)

GRI 102-56 External assurance
(Disclosures: Report Profile, page 66, Assurance, page 76)

MATERIAL NON-FINANCIAL ASPECTS IN THE NON-FINANCIAL REPORT

Employee-related matters Social matters
Respect for

human rights
Anti-corruption and

antitrust law

Anti-discrimination

Employee retention and
people development
Employer branding and
recruiting
Diversity

Social responsibility
Product governance

Anti-corruption
Antitrust law
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continuous dialog with internal and external stakeholder
groups. They are also reflected in our sustainability
management action areas. Strategy and Goals, page 6

MATERIAL TOPICS IN THE SUSTAINABILITY REPORT

Economic Environmental Social

Economic performance Energy

Dissemination of information Viewer interaction

EmissionsAnti-corruption

WasteAntitrust law

Media-Specific Disclosures

Anti-discrimination

Data protection

Information security

Media law (advertising guidelines, 
journalistic independence, protection 

of young people)
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ECONOMIC

ECONOMIC PERFORMANCE

The Annual Report 2019 provides comprehensive inform-

ation on the economic performance of ProSiebenSat.1
Group. Together with the Sustainability Report, it
provides an holistic overview of the Group’s corporate
performance based on financial and non-financial
information.

DIRECT ECONOMIC VALUE GENERATED AND
DISTRIBUTED

in EUR m 2019 2018

Revenues 4,135 4,009

Gross profit 1,757 1,440

Personnel expenses 707 679

Wages and salaries 619 600

Social security contributions and
expenses for pensions and other
employee benefits 87 79

Other operating expenses –11 –14

Other operating income 35 50

Income taxes –161 –94

Net result attributable to shareholders of
ProSiebenSat.1 Media SE 413 248

Adjusted net income1 387 541

Dividend payments - 269

Cash flow from investing activities –1,396 –1,536

1 Net income attributable to shareholders of ProSiebenSat.1
Media SE before the amortization and impairments from
purchase price allocations, adjusted for the reconciling items.
These include valuation effects recognized in other financial
result, valuation effects of put-options and earn-out liabilities,
as well as valuation effects from interest rate hedging
transactions. Moreover, the tax effects resulting from such
adjustments are also adjusted.

At the Annual General Meeting on June 10, 2020, the
shareholders of ProSiebenSat.1 Media SE approved the
proposal of the Executive Board and the Supervisory
Board to carry forward all the distributable profit to the
next accounting period due to the uncertain environ-
ment as a result of COVID-19 and thus to distribute no
dividend for financial year 2019.

We have not identified any financial implications or
other significant risks and opportunities due to climate
change for our business activities at present.

ANTI-CORRUPTION AND
ANTITRUST LAW

Management Approach Disclosures

ProSiebenSat.1 Group believes that sustained economic
success in a competitive environment can only be
achieved by ensuring that all action taken is in compli-
ance with the applicable laws. Therefore, preventing
corruption and violations of antitrust law is highly relev-
ant to business and represents an important success
factor for achieving our corporate goals. In addition to
the prevention of corruption, the Group’s compliance
management system organizationally encompasses the
avoidance of antitrust violations as well as adherence
to the data protection processes and media law require-
ments of the German Interstate Broadcasting Treaty
(Rundfunkstaatsvertrag). The major aim is to anchor
integrity and lawful conduct in the thoughts and actions
of all employees on a lasting basis and hereby prevent
violations of laws and regulations from the outset.

Organization and Management, page 8

The Group has laid down basic guidelines and policies
in its Code of Conduct. The stipulations therein define
the general standards for conduct in business, legal and
ethical matters. They serve as a binding reference and
regulatory framework for all members of the Executive
Board, the management, and the employees of the
Group for dealing with each other and with external
stakeholders. Another central compliance instrument
for ProSiebenSat.1 Group is the whistleblower system,
which comprises internal and external reporting chan-
nels. Anti-Discrimination, page 58

GRI 201-1 Direct economic value generated and

distributed

GRI 201-2 Financial implications and other risks

and opportunities due to climate change
GRI 103-1 Explanation of the material topic and its

boundary

GRI 103-2 The management approach and its

components

GRI 103-3 Evaluation of the management

approach

46 G R I  R e p o r t

https://annual-report2019.prosiebensat1.com/


Anti-Corruption

14 companies underwent a compliance check in 2016.
As well as issues such as antitrust and media law and
data protection, this check also examined risks related
to corruption. The companies assessed included central
units such as ProSiebenSat.1 TV Deutschland and Seven-
One Media, which generate a high proportion of the
consolidated revenues. With regard to the main compet-
ition and corruption issues, one of our key focal points
is the advertising sales model owing to how financially
important it is to the ProSiebenSat.1 business model.
This risk assessment remains valid.

In addition, ProSiebenSat.1 Group has implemented
training in the fields of antitrust law, anti-corruption,
data protection and media law, which includes both
online and classroom training. The online training, which
is offered in English and German on a two- to three-year
cycle and is mandatory for all employees, is intended
to provide a basic understanding of the main compli-

ance risks. The classroom training is targeted at risk
groups and is carried out by Legal Affairs, Group Compli-
ance, HR Law, Corporate Information Security, the Data
Protection Officer and the Youth Protection Officer for
their individual areas. In addition, ProSiebenSat.1 Group
offers all-day seminars for the managers of German
affiliated companies at its P7S1 Academy in order to
give them a comprehensive overview of their rights and
obligations and the relevant legal bases. Product

Governance, page 59

In 2019, as in the previous year, no investigations
became known against the Group, its subsidiaries or
employees of ProSiebenSat.1 Group with regard to
corruption offenses. No fines or financial penalties were
imposed.

Anti-Competitive Behavior

In 2019, as in the previous year, no investigations
became known against the Group, its subsidiaries or
employees of ProSiebenSat.1 Group with regard to anti-
trust violations. No fines or financial penalties were
imposed.

GRI 205-1 Operations assessed for risks related to

corruption

GRI 205-2 Communication and training about

anti-corruption policies and procedures

GRI 205-3 Confirmed incidents of corruption and

actions taken

GRI 206-1 Legal actions for anti-competitive

behavior, anti-trust, and monopoly practices

TRAINING ON COMPLIANCE RELATED TOPICS
2019 2018

Live
WBT

Live
WBT

Topic Sessions Attendees Sessions Attendees

Media, copyright, advertising law,
German Unfair Competition Act

9 247

4,235

10 164
2,921

Compliance
13 250 7 121

Antitrust law 2,738

General Act on Equal Treatment
(AGG), labor law

– – 2,469 – – 1,884

Data protection 6 77 2,621 7 33 6,139

Information security 6 146 2,205 – – 2,465

Youth protection 6 84 536 6 38 473

Occupational health and safety 4 171 5,820 12 135 5,075

Tax law 9 79 – 5 37 –

Management seminars 3 22 – 4 33 –
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ENVIRONMENTAL

MANAGEMENT APPROACH
DISCLOSURES

Although ProSiebenSat.1 Group as a media group does
not operate in a manufacturing sector with high
resource consumption and energy intensity, we are
aware of our ecological responsibility as a company.
Working with our employees and in dialog with our other
stakeholders, we want to contribute to help mitigate
climate change and to protect the environment, for
example through the careful and efficient use of natural
resources and by reducing our energy consumption and
CO2 emissions. Operational responsibility for recording
and consolidating environmental activity data lies with
the Corporate Procurement & Real Estate department
for the headquarters in Unterföhring and is decentral-
ized for the ProSiebenSat.1 investments, where it rests
with the respective management teams. The Corporate
Communications central function and the Corporate
Sustainability Office are responsible for CO2 reporting
and determining other reported environmental perform-
ance indicators.

We developed our first-ever holistic sustainability
strategy for the Group in 2018, which we have been
specifically implementing since the start of 2019. In this
strategy, the environment is one of four key action
areas. Our aim is to be climate neutral by 2030. Primar-
ily, we want to achieve this target by reducing our
energy consumption. In the future, we also plan to offset
CO2 with our own climate protection projects and certi-
ficates. Extensive, Group-wide measures will be imple-
mented successively from 2020. In this context, the road
map includes measures relating to green productions
and green events, travel management and the travel
policy, vehicle fleet management and the company car
policy, and the disposal and recycling of waste. In addi-
tion, sustainability certification in accordance with the
LEED model (Leadership in Energy and Environmental
Design) is planned for the new campus in Unterföhring,
currently under construction. Strategy and Goals, page 6

ProSiebenSat.1 has been recording the Group’s green-
house gas emissions since 2015. We are continually
working to improve the data quality of our carbon foot-
print and to ensure that our Company’s measurement
data has the highest possible coverage rate. At our site
in Unterföhring, we supplied our office buildings,
production studios and computer centers exclusively
with green electricity in 2019. ProSiebenSat.1 has
successively expanded the environmentally friendly
heating supply, and since 2019 has exclusively used
geothermal energy in Unterföhring. We also use the
waste heat from our computer centers in Unterföhring
to heat the office buildings. The ongoing conversion to
energy-efficient LED lighting is standard. In the report-
ing period, the Group also adjusted its travel policy to
urge its employees to reduce business trips to a
minimum and instead to push up-to-date alternatives
such as video calls. If a digital meeting is not feasible,
short-haul flights should be avoided where possible.
More environmentally friendly solutions should be selec-
ted, such as Deutsche Bahn, whose long-distance trains
are powered by electricity from renewable energy
sources. In addition, the measures for waste separation
and reduction are being optimized on an ongoing basis.
The canteens on the ProSiebenSat.1 campus have
already completely eliminated single-use plastics.

ENVIRONMENTALLY FRIENDLY MOBILITY
SOLUTIONS

In recent years, ProSiebenSat.1 has increased the
number of hybrid vehicles in its fleet and set up e-
charging stations on the campus in Unterföhring.
The Group also negotiated framework agreements
with car-sharing providers. There is also the option
of leasing a job bicycle. We also offer our employees
job tickets for public transport at reduced prices.
Around two thirds of the workforce in the DACH
region already commute by bus and train between
home and work.

Since the start of 2020, the Company has been conduct-
ing a pilot project in the field of green productions under
the title “Clean shoot.” The aim is to reduce CO2 emis-
sions, protect natural resources, avoid environmentally
unfriendly substances, and reduce plastic as well as
waste in all TV and film productions. In February 2020,
we also signed the joint declaration for the sustainable
production of film and television productions in
Germany. Clean Shoot! (Sustainability Magazine), page 32

GRI 103-1 Explanation of the material topic and its

boundary

GRI 103-2 The management approach and its

components

GRI 103-3 Evaluation of the management

approach
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Thanks to our wide reach, we can shift focus onto
socially relevant and environmental issues and thus
raise awareness of the sustainable use of natural
resources. Once a year, ProSieben’s logo therefore turns
from red to green for “Green Seven” week. The station
uses its large reach to raise awareness of sustainability
among young viewers in particular. The content is
focused on environmental issues. In October 2019, “Save
the Oceans” week drew attention to the consequences
of the pollution of the oceans with plastic waste. The
heart of “Green Seven 2019” was the 90-minute docu-
mentary “Save The Oceans – The Plastics Experiment.”
In addition, the ProSieben magazine shows “taff” and
“Galileo” broadcast reports on the topic of plastic waste
for a whole week starting on October 14. Projects

In addition, the first “Green Seven Summit” took place
in 2019, a three-day sustainability conference on Sylt
sponsored by ProSiebenSat.1. Under a theme that trans-
lates as “making waves for climate protection,” the
event was held from September 29 to October 1, 2019,
alongside the Mercedes-Benz Windsurf World Cup Sylt,
and comprised an extensive framework program with
panel discussions, keynote speeches, and workshops.
The guests included Prof. Dr. Maja Göpel, Secretary
General of the German Advisory Council on Global
Change, and Prof. Dr. Karen Helen Wiltshire, Vice-
Director of Alfred Wegener Institute Helmholtz Centre
for Polar and Marine Research.

At the “Green Seven Summit,” ProSiebenSat.1 also
unveiled its Media4Sustainability business model and
announced the cooperation with Media4Planet (M4P),
the first provider of sustainable advertising space in
support of the UN Sustainable Development Goals. M4P
bundles media partners’ advertising space at favorable
conditions and sells it to sustainable enterprises, initiat-
ives, and projects. Most of the proceeds are to be used
to support the climate protection campaign of the
United Nations Environment Programme (UNEP) as well
as other projects and NGOs.

WETTER.COM

In 2019, wetter.com, a subsidiary of ProSiebenSat.1
Group, stepped up its efforts for climate and envir-
onmental protection by offsetting CO2 emissions.
The weather website is thus supporting the protec-
tion of the April Salumei rainforest in Papua New
Guinea. wetter.com is also a member of the “Lead-
ers for Climate Action” initiative.

ENERGY

ProSiebenSat.1’s energy consumption mainly involves
the purchase of electricity and heat. The total energy
consumption (incl. electricity) within the Group fell to
approximately 41 GWh in the reporting period (previous
year: approximately 45 GWh), primarily due to lower
heat consumption. Energy consumption outside the
Group is indicated indirectly in the carbon footprint
though the Scope 3 emissions.

TOTAL ENERGY CONSUMPTION
in GWh

Energy source 2019 2018

Vehicle fleet 8.01 8.49

Fuel oil 0.16 0.20

Diesel 0.00 0.00

Natural gas 0.00 0.63

Electricity 19.96 19.81

Heat 12.59 15.51

Total 40.72 44.64

The fuel consumption of company cars in Germany in
2019 amounted to 377 thousand liters of gasoline (previ-
ous year: 364 thousand liters) and 269 thousand liters
of diesel (previous year: 313 thousand liters). This
equates to energy consumption of 6.2 GWh (previous
year: 8.3 GWh) and thus a decline of around 25% on
the previous year. The total consumption of electricity
at the headquarters in Unterföhring was around 16 GWh
in 2019, as in the previous year. For the generation of
heat, environmentally friendly geothermal energy was
largely used rather than fuel oil or natural gas. In total,
ProSiebenSat.1’s energy consumption for heating and

GRI 302-1 Energy consumption within the organ-

ization

GRI 302-2 Energy consumption outside of the

organization

GRI 302-3 Energy intensity
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cooling in Unterföhring amounted to around 7 GWh
(previous year: around 11 GWh) in the reporting period
and was thus significantly below the previous year’s
figure. The decline must be viewed in the light of the
demolition work at the Unterföhring site and a warmer
winter than in the previous year.

ENERGY INTENSITY
2019 2018 2017

Energy consumption in GWh 40.72 44.64 49.91

Revenues in EUR m 4,135 4,009 4,078

FTE 7,265 6,239 6,169

Energy consumption /
revenues in MWh/EUR m

9.85 11.13 12.24

Energy consumption / FTE in
MWh/FTE

5.60 7.15 8.09

EMISSIONS

Our carbon footprint includes direct greenhouse gas
emissions (Scope 1), indirect greenhouse gas emissions
(Scope 2) and greenhouse gas emissions from upstream
and downstream stages in the value chain (Scope 3).
Detailed information on the reporting of greenhouse gas
emissions can be found in the Accompanying Notes on the

Carbon Footprint.

GRI 305-1 Direct (Scope 1) GHG emissions

GRI 305-2 Energy indirect (Scope 2) GHG emis-

sions

GRI 305-3 Other indirect (Scope 3) GHG emis-

sions

GRI 305-4 GHG emissions intensity

Scope 1: As it was the case in the previous year,
the direct emissions are mainly generated by
ProSiebenSat.1’s vehicle fleet.
Scope 2: The significant year-on-year decrease in
energy indirect emissions (market-based) is due to
the purchase of green electricity at the Unterföhring
site.
Scope 3: Business trips and commuting are respons-

PROSIEBENSAT.1 GROUP’S CARBON FOOTPRINT1

Greenhouse gas emissions (CO2

equivalent) in metric tons 2019 2018 2017 2016 2015

Scope 1 – Direct greenhouse gas
emissions 2,110 1,910 2,456 2,371 2,933

Scope 2 – Indirect greenhouse gas
emissions2

10,557
(location-

based)

2,882
(market-

based)

11,804
(location-

based)

10,460
(market-

based)

12,478
(location-

based)

4,035
(market-

based)

12,058
(location-

based)

3,471
(market-

based)

11,384
(location-

based)

2,800
(market-

based)

Scope 3 – Greenhouse gas emissions
from upstream and downstream
stages of the value chain 16,292 20,605 17,356 15,130 9,787

Total emissions from Scope 1, 2 and
3

28,959
(location-

based)

21,284
(market-

based)

34,319
(location-

based)

32,975
(market-

based)

29,883
(location-

based)

23,847
(market-

based)

29,559
(location-

based)

20,973
(market-

based)

24,104
(location-

based)

15,520
(market-

based)

1 When calculating the carbon footprint, we were guided by the criteria and definitions of the Sustainability Reporting Guidelines (Standards) of the Global
Reporting Initiative (GRI). The data was collected on the basis of internal guidelines. In addition, we aligned the calculation of our carbon footprint and
selected data on indirect CO2 emissions (Scope 3) to the following standards: the Greenhouse Gas (GHG) Protocol – Corporate Accounting and Reporting
Standard, the Corporate Value Chain Accounting and Reporting Protocol of the World Resources Institute (WRI) and the World Business Council for
Sustainable Development (WBCSD). All of ProSiebenSat.1 Group’s own sites and employees were included in the carbon footprint.

2 Energy consumption by the production studios and computer centers outside of the Unterföhring and Berlin sites is not included.

Vehicle fleet
Fuel oil
Diesel

Electricity
District heating and
geothermal energy

Fuels and energy-related
activities not included in
Scope 1 or 2
Waste from operating
processes
Employee commuting
Business travel (plane, train,
rental car and taxi)
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GREENHOUSE GAS EMISSIONS FROM
UPSTREAM AND DOWNSTREAM STAGES OF
THE VALUE CHAIN (SCOPE 3)
in percent

2019 2018

Employee commuting 39.7 46.9

Business travel (plane, train, rental car,
taxi)

47.9 41.3

Fuels and energy-related activities not
included in Scope 1 or 2

12.1 11.6

Waste from operating processes 0.3 0.2

GHG EMISSIONS INTENSITY
2019 2018 2017

Greenhouse gas emissions in t 21,284 32,975 23,847

Revenues in EUR m 4,135 4,009 4,078

FTE 7,265 6,239 6,169

Greenhouse gas emissions /
revenues in t/EUR m

5.15 8.23 5.85

GHG emissions / FTE in t/FTE 2.93 5.29 3.87

WASTE

Due to the “New Campus” construction project, the
waste generated at the Unterföhring site in the report-
ing period increased to 4,028 metric tons (previous
year: 2,724 metric tons). In the 2019 waste balance,
3,228 metric tons (previous year: 1,745 metric tons) were
directly attributable to the upstream demolition work.
Any waste that cannot be reclaimed is disposed in an
environmentally responsible manner. When doing so,
ProSiebenSat.1 complies with the local regulations and
classifies waste as hazardous or non-hazardous in
accordance with the relevant national legislation. The
volume of hazardous waste (e.g. insulating material and
construction materials containing asbestos) fell from
734 to 46 metric tons in 2019 on account of the
advanced demolition work. Municipal waste (domestic-
type waste produced by trade and industry) decreased
to 122 metric tons (previous year: 305 metric tons),
primarily likewise as a result of the said construction
work.

WASTE BALANCE FOR THE UNTERFÖHRING
SITE
in metric tons

2019 2018

Non-hazardous waste 3,982 1,990

Hazardous waste 46 734

Total 4,028 2,724

ENVIRONMENTAL COMPLIANCE

As in the previous year, no cases of non-compliance with
environmental laws and regulations were identified for
2019.

ible for the majority of the reported greenhouse gas
emissions from upstream and downstream stages in
the value chain. GRI 306-2 Waste by type and disposal method

GRI 307-1 Non-compliance with environmental

laws and regulations
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SOCIAL

EMPLOYEES

Management Approach Disclosures

The media industry is being transformed by the advance
of digitalization more rapidly and fundamentally than
many other industries. One of the most important keys
to our future success is therefore to transform our
Group into a modern and digitally successful business.
Part of this transformation is adequate human
resources management: It therefore forms part of our
self-conception as an employer to create personnel-
related conditions through our HR work that support
this transformation process and cater to the individual
interests of our employees. With our overall offer, which
includes performance-based compensation, additional
company benefits, personal development opportunities
and an attractive working environment, we want to
acquire, retain, and develop dedicated and qualified
employees for ProSiebenSat.1 Group. The material
topics for us are therefore employee retention and
people development, employer branding and recruit-
ment, and diversity as well as its management. Diversity,

page 56

Employee issues and diversity management fall under
the operational sphere of the HR department, which is
led by the Chief Human Resources Officer. The Human
Resources department supports the Executive Board,
managers and employees with a business-oriented port-
folio of products, guidelines and processes in order to
make ProSiebenSat.1 Group attractive and successful in
business in the long term. Besides quarterly reporting
on personnel risks as part of Group-wide risk manage-
ment, internal HR reporting plays an important role. In
the HR organization, the HR Business Partners in partic-
ular are closely connected to the operating business
units and are thus made aware of specific employee
concerns. Teams of experts for all HR issues from
recruitment, talent development, compensation & bene-
fits and labor law to administrative and process issues
complete our HR work.

ProSiebenSat.1 Group attaches great importance to
work-life-balance and has a broad range of offerings
in this area. It comprises various family services and
social benefits as well as sports programs and healthy
meals on campus. Alongside flexible working hours, out-
of-office work and the option to take a sabbatical, we
also offer a work-life-training series. These measures
are gender-neutral. We abide by the applicable laws on
part-time work and also endeavor, within the limits of
operational possibility, always to find individual solu-
tions for our employees according to their situation.

EMPLOYEES IN FULL-TIME AND PART-TIME EMPLOYMENT BY GENDER (GRI 102-8)

Employees by Headcount (HDC) as of December 31, 2019

2019 20181

Part-time Full-time Total Part-time Full-time Total

Women 868 2,551 3,419 799 2,228 3,027

Men 407 3,124 3,531 380 2,832 3,212

1,275 5,675 6,950 1,179 5,060 6,239

1 Adjusted
Not including international investments in the Content Production & Global Sales segment except Studio71.

GRI 103-1 Explanation of the material topic and its

boundary

GRI 103-2 The management approach and its

components

GRI 103-3 Evaluation of the management

approach
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In the period under review, the Group’s average number
of employees (calculated on the basis of full-time equi-
valents) rose by 11% to 7,265 (previous year: 6,532).
While the average number of employees in the Enter-
tainment segment hardly changed year-on-year (+ 1% to
3,659 employees), there was a 7% increase in workforce
in the Content Production & Global Sales segment to
1,477 employees and, in particular due to acquisitions, a
strong increase in employees in the Commerce segment
by 40% to 2,129 employees. In Germany, Austria and
Switzerland, the Group had an average of 6,071 full-
time equivalents in the reporting period (previous year:
5,458). As in the previous year, this amounts to 84% of
the Group as a whole.

EMPLOYEES BY EMPLOYMENT CONTRACT
AND REGION(GRI 102-8)

Employees by Headcount (HDC) as of December 31, 2019

Temporary Permanent

2019 2018 2019 2018

Germany 1,245 990 4,803 4,447

Austria / Switzerland 24 18 505 509

US 0 0 219 158

UK 0 0 33 23

Other 0 3 121 91

1,269 1,011 5,681 5,228

Not including international investments in the Content
Production & Global Sales segment except Studio71.

COVID-19

ProSiebenSat.1 Group’s priority is the health of its
employees. After the outbreak of the coronavirus
crisis, a mandatory home-office rule was introduced
for all employees, so the employees have been
working from home since mid-March. Only employ-
ees working in business-critical infrastructure such
as the Playout Center are exempt. Business trips
were reduced to the necessary minimum, and live
productions were filmed without a studio audience.
Washable and reusable masks are handed out to
employees on campus. In addition, a works agree-
ment has been concluded on the maintenance of
operations during the pandemic, in which
ProSiebenSat.1 pledges, among other things, to
protect employees. A “COVID-19 Taskforce” was
also formed, which together with Group Security,
Occupational Health and Safety and the works
council is working to implement the German Federal
Ministry of Labor and Social Affairs’ SARS-CoV-2
Occupational Health and Safety Standard.

ProSiebenSat.1 also offers support for employees who
want to volunteer for social projects. Among our corpor-
ate volunteering offerings, for example, we sponsor the
startsocial competition, which we co-founded in 2001.
Around 500 experts from business, the public sector
and social institutions throughout Germany support the
practical implementation of volunteer projects with vari-
ous emphases, such as migration, social justice and
education. In a four-month coaching phase, a total of
100 selected initiatives receive specialist advice,
personal contacts and detailed feedback in order to
develop and realize their ideas. In 2019, 25 of the most
compelling projects were again selected by an expert
panel and invited to Berlin for the national prize-giving
ceremony. Seven initiatives received monetary prizes
totaling EUR 35,000 altogether, including a special
award from the German Chancellor. ProSiebenSat.1
employees once again volunteered as coaches in 2019,
contributing their expertise in various fields.

Employment

ProSiebenSat.1 Group offers innovative and forward-
looking education concepts for talented young people in
the media business and is thus continually socio-polit-
ically engaged in the field of vocational education. With
our management traineeships, trainee programs, Cham-
ber of Industry and Commerce apprenticeships and dual
courses of study, there is a range of ways for talented
young people to get started at ProSiebenSat.1 Group.
In this way, we intend to create a strong foundation
of qualified young talents with an extensive internal
network and specific company and industry knowledge.
In 2019, 183 young talents (previous year: 168) were
trained at ProSiebenSat.1 Group; as in the previous year,
around three quarters were subsequently hired.

We take various measures to acquire the right talents
for ProSiebenSat.1 Group. Success depends on the one
hand on the dissemination of content for all target
groups, such as our “Faces of ProSiebenSat.1” campaign.
On the other hand, we believe it is important to address
target groups that are critical to success, such as talents
in the tech sector through campaigns like
“Connect.Code.Create.” By supporting initiatives such as
“Global Digital Women” and our own employer branding
events specifically for female target groups, we also
want to position ourselves as an attractive employer
for women. In addition, the careers page ( www.karri-

ere.prosiebensat1.com/en) went live as the central platform

after an extensive relaunch in 2019. By combining the

GRI 401-1 New employee hires and
employee turnover
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careers page with the jobs portal, we have improved the
link between careers information and specific job oppor-
tunities.

Alongside sourcing channels such as social media, direct
approach and university partnerships, we also approach
new candidates via an employee recommendation
program and by hosting regular events for schoolchil-
dren, such as “Girls’ Day,” with our partners. In total,
Group Recruiting received around 31,300 applications
in 2019 (previous year: around 33,700). In addition to
application numbers, external employer rankings such
as Universum and Trendence are an important measure
of the success of our HR marketing strategy in employer
branding and recruitment.

SELECTED EMPLOYER RANKINGS

EMPLOYER BRANDING AWARD
HR Marketing & Recruitment — Global Player
GOLD for careers page karriere.prosiebensat1.com

UNIVERSUM
Business
19th place (previous year: 20th place)

UNIVERSUM
IT
32nd place (previous year: 32nd place)

UNIVERSUM
Humanities / Social Sciences / Education
5th place (previous year: 4th place)

TRENDENCE SCHOOL STUDENT BAROMETER
Total
12th place (previous year: 10th place)

TRENDENCE YOUNG PROFESSIONALS
Total
52nd place (previous year: 50th place)

TRENDENCE YOUNG PROFESSIONALS
Media / advertising
2nd place (previous year: 2nd place)

NEW EMPLOYEE HIRES BY AGE GROUP,
GENDER AND REGION
Employees by Headcount (HDC)

New hires New hire rate

2019 2018 2019 2018

Age group

<30 years 907 722 53.9% 49.1%

30-50 years 1,151 826 25.0% 19.8%

>50 years 71 62 10.8% 10.2%

2,129 1,610 30.6% 25.8%

Gender

Women 1,105 780 32.3% 25.8%

Men 1,024 830 29.0% 25.8%

2,129 1,610 30.6% 25.8%

Region

Germany 1,853 1,372 30.6% 25.2%

Austria / Switzerland 84 117 15.9% 22.2%

US 145 74 66.2% 46.8%

UK 16 12 48.5% 52.2%

Other 31 35 25.6% 37.2%

2,129 1,610 30.6% 25.8%

Not including international investments in the Content
Production & Global Sales segment except Studio71.

Especially when undergoing a transformation process,
we believe it is crucial to retain qualified and dedicated
employees within the Company. The average duration of
employment at ProSiebenSat.1 Group amounted to 5.7
years (previous year: 6.1 years). The turnover rate in the
Group was 15.6% in financial year 2019 (previous year:
15.4%). The continuing relatively high fluctuation is due
to the organizational restructuring of the Group.

To calculate the turnover rate, the number of employees

who left during the reporting period is divided by the

number of employees on the reporting date of December

31. The reasons for leaving include terminations and sever-

ance agreements. Departures due to fixed-term contracts,

the end of an apprenticeship, entering retirement and

death are not taken into account.
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TURNOVER BY AGE GROUP, GENDER AND
REGION
Employees by Headcount (HDC)

Turnover rate

In percent 2019 2018

Age group

<30 years 18.5 20.3

30-50 years 14.7 15.1

>50 years 14.0 5.6

15.6 15.4

Gender

Women 15.9 15.8

Men 15.2 15.0

15.6 15.4

Region

Germany 14.9 15.0

Austria / Switzerland 14.0 13.1

US 38.4 41.1

UK 18.2 17.4

Other 11.6 8.5

15.6 15.4

Not including international investments in the Content
Production & Global Sales segment except Studio71.

Occupational health and safety

Most employees of ProSiebenSat.1 do not work in a
production environment. They are therefore only
exposed to risks related to their occupation to a minor
degree. However, we are aware of other potential health
risks that could arise from work-related stress or a lack
of physical activity, for example. We bundle numerous
service offerings relating to occupational health
management in our work-life-program. We offer the
opportunity for balance between work and life, for
example with our sports program and individual health
advice (“Body Check”). Talks and work-life-training at
the ProSiebenSat.1 Academy raise awareness of energy
and resources and provide tips, for example in the form
of time and stress management. There is also a
company doctor at the Unterföhring Campus as well as
the opportunity to book massages and osteopathic ther-
apy. Our occupational safety team makes regular work-
place inspections and provides advice on ergonomics.
Alongside flexible working hours, out-of-office work and
the option to take a sabbatical, we also offer a work-
life training series that aims to strike a balance between
employees’ professional challenges and personal life
goals. Through operational integration management, we
ensure that sick employees overcome their incapacity to

work, that their repeated incapacity is avoided, and that
their job is retained.

Training and Education

Our employees are a key factor for the Company’s
success. To support its employees in today’s profes-
sional tasks and to prepare for future challenges, espe-
cially through digitalization, ProSiebenSat.1 Group inves-
ted a total of EUR 4.5 million in its education and train-
ing programs in 2019 (previous year: EUR 3.5 million).
Part of this was attributable to the courses offered by
the P7S1 Academy, which offers the Group’s employees
technical and personal training. In 2019, a total of 492
events (with 5,849 participants) were held in the P7S1
Academy (previous year: 596 and 7,560), including 58
manager training courses with 371 participants (previ-
ous year: 87 and 758). There is also an opportunity for
self-improvement through job rotation, job shadowing
or mentoring programs.

TRAINING AND EDUCATION
Employees by Headcount (HDC)

Average hours 2019 2018

Women 8.6 12.0

Men 6.4 8.5

7.5 10.2

Top Management 0.1 1.1

Senior Management 2.6 5.2

Middle Management 6.2 11.4

Team Lead 9.9 13.7

Not management level 7.3 9.7

7.5 10.2

Production 4.7 6.0

Administration 10.2 13.3

Sales 11.9 17.0

7.5 10.2

Core ProSiebenSat.1 Group companies (especially headquarters in
Unterföhring).

In the field of Talent and Management Development, we
support the development of employees at the headquar-
ters in Unterföhring through individual offers such as
job rotation, mentoring, 360 degree feedback, and
coaching. We want to use our manager development
programs to strengthen the performance and develop-
ment of managers at all levels. This includes mandatory
training for first-time managers and seminars for
managing directors. We also have an internal network
for female managers (“LeadingWomen@P7S1”).

GRI 403-3 Employees with a high frequency or

high risk of work-related ill health

GRI 404-1 Average hours of training per year per

employee
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DIVERSITY

Management Approach Disclosures

Social and economic trends are changing our working
world. Demographic development, globalization, chan-
ging values, falling employment figures, a growing
proportion of women in the working population, and
more people from migrant backgrounds are the condi-
tions under which businesses are operating today. We
are convinced that diversity management will help us
react to these trends. We appreciate the diversity of the
workforce and want to be an attractive employer for
skilled workers and young talents. The aim is to align the
processes and structures of organizations such that all
employees feel appreciated and motivated to live up to
their potential.

Against this backdrop, ProSiebenSat.1 Group signed the
Diversity Charter in 2014 and strives to follow the
guidelines specified in it. Thereby, we emphasize our
commitment to creating a working environment free of
prejudice and exclusion that specifically promotes
diversity among employees. Our internal guidelines also
stipulate that employees at all hierarchy levels must
be hired exclusively according to objective criteria and
promoted solely on the basis of their abilities. “Don’t

hate me. Celebrate me!“ (Sustainability Magazine), page 18

Other factors such as age, disability, ethnic background
and nationality, sex and gender identity, religion and
ideology, and sexual orientation and identity should not
play a role. The average age of ProSiebenSat.1 Group
employees as of December 31, 2019 was 36.8 years
(previous year: 37.1 years). As of the end of 2019, people
of 52 different nationalities were employed in the core
companies of ProSiebenSat.1 Group.

LGBTIQ

In ProSiebenSat.1’s view, an open-minded working
climate with regard to sexual orientation and
gender identity means that employees do not have
to hide an important part of their personality.
Applicants also see LGBTIQ engagement as an
indicator of the openness of the corporate culture.
More information can be found in the Sustainability

Magazine, page 12.

Diversity is aided in particular by the best possible
balance ratio of men and women in the workforce and in
management positions. In 2019, 49.4% (previous year:
48.8%) of employees in the Group were women. The
figure is slightly above the average proportion of women
in German companies, which according to the latest
figures from the Federal Statistical Office was 48.1%. In
2019, the proportion of female managers also increased
from 32.5% to 34.8%. When filling management posi-
tions in the Group, know-how and personal aptitude are
equally important for men and women. In addition, we
have integrated “gender equality” into the
ProSiebenSat.1 sustainability strategy as a United
Nations Sustainable Development Goal (SDG) that is
particularly relevant to us. The internal and external
communication of this goal sends a clear signal to
potential managers and to decision-makers at all
management levels in the selection process.

EMPLOYEES BY EMPLOYMENT CONTRACT
AND GENDER(GRI 102-8)

Employees by Headcount (HDC) as of December 31, 2019

Temporary Permanent

2019 2018 2019 2018

Women 703 546 2,716 2,481

Men 566 465 2,965 2,747

Total 1,269 1,011 5,681 5,228

Not including international investments in the Content
Production & Global Sales segment except Studio71.

GRI 103-1 Explanation of the material topic and its

boundary

GRI 103-2 The management approach and its

components

GRI 103-3 Evaluation of the management

approach
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Diversity and equal opportunity

DIVERSITY OF GOVERNANCE BODIES
as of December 31, 2019 in Percent

Executive
Board

Supervisory
Board

2019 2018 2019 2018

Gender

Women 0 20 33 33

Men 100 80 67 67

100 100 100 100

Age group

<30 years 0 0 0 0

30-50 years 33 80 33 33

>50 years 67 20 67 67

100 100 100 100

With Christine Scheffler’s appointment to the Executive Board
from March 2020, the proportion of women on the Executive
Board as of the date the report was compiled was 33%.

DIVERSITY OF EMPLOYEES
Employees by Headcount (HDC) as of December 31, 2019

in Percent

2019 2018

Top Management Women 29 11

Men 71 89

Senior Management Women 17 17

Men 83 83

Middle Management Women 27 28

Men 73 72

Team Lead Women 36 34

Men 64 66

Not management level Women 54 53

Men 46 47

Top Management <30 years 0 0

30-50
years

57 44

>50 years 43 56

Senior Management <30 years 0 0

30-50
years

61 69

>50 years 39 31

Middle Management <30 years 0 0

30-50
years

72 72

>50 years 28 48

Team Lead <30 years 3 4

30-50
years

83 85

>50 years 14 11

Not management level <30 years 22 21

30-50
years

66 68

>50 years 12 12

Production Women 44 44

Men 56 56

Administration Women 59 56

Men 41 44

Sales Women 54 53

Men 46 47

Production <30 years 19 18

30-50
years

66 68

>50 years 15 15

Administration <30 years 17 16

30-50
years

72 73

>50 years 11 11

Sales <30 years 17 18

30-50
years

71 71

>50 years 12 11

Core ProSiebenSat.1 Group companies (especially headquarters in
Unterföhring).

GRI 405-1 Diversity of governance bodies and

employees
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ANTI-DISCRIMINATION

Management Approach Disclosures

ProSiebenSat.1 Group does not tolerate discrimination
on the basis of age, disability, ethnic background and
nationality, sex and gender identity, religion and ideo-
logy, or sexual orientation and identity. The Group
promotes a corporate culture that forbids any type of
sexual violence or abuse of power. For years, we have
taken up a clear position against such behavior with
our Code of Conduct. All employees are encouraged to
report discrimination or violations of other principles
set out in the Code of Conduct to the Company’s Compli-
ance Officers, for example. In addition, we provide the
workforce all over Germany with mandatory training on
the General Act on Equal Treatment (AGG). Via the
private media association VAUNET, we participate in the
Themis advice center against sexual harassment and
violence, which provides assistance for those affected in
the film, television and theater industry.

Moreover, based on a company agreement concluded in
2018, employees and third parties have the opportunity
to report legal violations anonymously via an external
Ombuds Office as part of the pre-existing reporting
system with exclusively internal channels. The Ombuds
Office accepts complaints and reports by telephone or
e-mail, checks their plausibility and then forwards them
to Group Compliance. In the event of reports of serious
suspicions and after internal evaluation, the Chief
Compliance Officer promptly informs the management.

Non-Discrimination

In 2019, a total of four cases (previous year: seven)
were recorded in connection with sexual harassment
and other discrimination. All procedures were concluded
in the reporting period.

GRI 103-1 Explanation of the material topic and its

boundary

GRI 103-2 The management approach and its

components

GRI 103-3 Evaluation of the management

approach

GRI 406-1 Incidents of discrimination and correct-

ive actions taken

PROSIEBENSAT.1 GROUP’S WHISTLEBLOWER SYSTEM

Whistleblower

Internal reporting channel

(internal or external)
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PRODUCT RESPONSIBILITY

Management Approach Disclosures

We see product governance, with its central components
of data protection and media law, not only as a legal
requirement but also as an important competitive factor
with a lasting impact on trust in ProSiebenSat.1 Group’s
products, offerings and brands and thus also on the
economic success of the Group. Data protection and
media law provisions are covered by the compliance
management system (CMS).

For information on compliance training, please refer to the

Anti-Corruption and Antitrust Law section.

ProSiebenSat.1 Group has implemented processes and
measures to protect personal data against misuse. The
aim is to ensure compliance with data protection on
the basis of a risk-oriented data protection management
system and to protect personal and other sensitive data
from loss, destruction, unauthorized access, or unau-
thorized use, processing, or disclosure.

INFORMATION SECURITY

The sufficient security of business processes, IT,
infrastructure and critical information is a strategic
factor for the competitiveness and continued exist-
ence of ProSiebenSat.1. The strategic goals of data
protection and information security comprise
maximizing business continuity and minimizing
business losses, complying with laws and regulatory
requirements (compliance), preventing and minim-
izing the effects of security breaches, taking
precautions for the authorized use of systems and
information, and avoiding damage and unauthor-
ized processing. The Information Security Policy
defines our fundamental guidelines for the use of
ProSiebenSat.1 Group information. Fulfilling legal
requirements and regulations as well as complying
with internal security rules are essential for
ProSiebenSat.1 Group. Data protection and safe-
guarding the Company’s assets in the form of
information are two of the most important factors
for ProSiebenSat.1 Group’s compliance objectives.

The media law provisions of the CMS particularly deal
with journalistic independence, the principles of the
separation of advertising and programming, the require-
ments for product placement and protection of young
people, and the prevention of surreptitious advertising
and broadcasting of legally prohibited advertising. A
number of individual topics also form part of the Code
of Conduct.

DATA PROTECTION PROCESSES AT
PROSIEBENSAT.1 GROUP

Data protection
compliance

Performance of an initial risk
analysis including a compliance
check in the context of introducing/
changing automated procedures for
processing personal data in order to
meet the requirements of data
protection law (Articles 5, 6 GDPR).

Commissioned
processing

Process for legally compliant prepar-
ation of agreements under data
protection law in order to meet the
requirements of Articles 26, 28
GDPR.

Information to public
authorities

Process for legally compliant
disclosure of personal data to public
authorities.

Information to be
provided and rights of
the data subject

Legally compliant information and
processing of data subjects’
requests for the fulfillment of
articles:

Data breach notifica-
tion

Process for legally compliant report-
ing of data breaches (= third parties
unlawfully obtaining personal data)
in accordance with Articles 33, 34
GDPR.

GRI 103-1 Explanation of the material topic and its

boundary

GRI 103-2 The management approach and its

components

GRI 103-3 Evaluation of the management approach ProSiebenSat.1 Group is committed to differentiating
between editorial reporting and broadcasts for
advertising purposes. At relevant compliance events,
the individuals responsible, such as TV editors,
receive training on bans and the consequences of
violations. In justified individual cases in which the
use of surreptitious advertising is suspected, an ad
hoc supervisory committee may take action. The
Group is also committed to following the provisions
of the German Interstate Broadcasting Agreement
and the “Common Guidelines of the State Media
Authorities for advertising, for ensuring separation
of advertising and programming, and for sponsorship
on television and radio.” In particular, every
employee must make sure that the ban on influen-
cing programming, the ban on surreptitious advert-

Transparent information (Articles
12 et seq. GDPR)
Rights of access (Article 15 GDPR)
Right to rectification and erasure
(Article 16 GDPR)
Right to erasure (Article 17 GDPR)
Data portability (Article 20 GDPR)
Rights to object (Article 21 GDPR)
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ADVERTISING GUIDELINES

The ProSiebenSat.1 advertising guidelines on the
separation of advertising and programming also
contain specific explanations of placement bans for
certain products and services. They provide
employees with binding guidelines as part of their
employment contract. For the German stations, the
guidelines serve the preservation of journalistic
credibility and safeguard the independence of the
content from third-party influences as the top-level
programming guidelines. For the TV stations in
Austria and Switzerland, the respective national
laws apply.

ising and the labeling obligations are complied with.
In addition, the content and scheduling of a
sponsored broadcast may not be influenced by the
sponsor such that the responsibility and editorial
independence of the broadcaster is impaired.

To ensure journalistic independence and comply with
fundamental media regulations, the Group formu-
lated guidelines which are binding for all of the
Company’s program makers in Germany. The
“Guidelines for Ensuring Journalistic Independence”
specify the understanding of the journalistic prin-
ciples set forth in the Press Code of the German
Press Council. In accordance with internal guidelines,
journalists and editors working for ProSiebenSat.1
Group must follow the International Federation of
Journalists’ “Principles on the Conduct of Journal-
ists”. According to these principles, they are essen-
tially free to report as they see fit independently
of social, economic or political interest groups. As
a media company, political independence is of the
utmost importance to us. Cash and non-cash dona-
tions to political parties are therefore not permitted
unless the donation is approved by the Executive
Board of ProSiebenSat.1 Media SE in advance. Gener-
ally, the guidelines stipulate that editorial content
must not be influenced by private or commercial
interests of third parties or by personal or economic
interests of employees. Public Value Highlights, page 12,

Media-Specific Disclosures, page 63

Youth protection officers at ProSiebenSat.1 Group are
tasked with making sure that all TV and online
content for which the Group is responsible is offered
in an age-appropriate way. The aim is to make it diffi-
cult for children and young people to access content
that is inappropriate for their age group. The German
Interstate Treaty on Youth Protection in the Media
defines clear guidelines in this respect. The Group’s
Youth Protection Officers work independently of the
management and are responsible for ensuring that
content that is inappropriate for children and young
people is broadcast only at the legally prescribed
broadcasting times. At the same time, they are
expected to use technical means (e.g. PIN proced-
ures) to ensure the protection of young people from
the dissemination of content on the Group’s websites
that could potentially harm their development. To
this end, the youth protection officers are involved
in the production and purchasing of programs at an
early stage. They assess scripts in advance, support
productions, and prepare expert reports. Within the
Company they perform an advisory role, while
externally they are available to viewers and users as
contact persons for complaints, for example. Inde-
pendently from the work of the youth protection
officers, TV and online editors receive regular train-
ing on youth protection regulations. As well as
providing employee training and internal guidelines,
we support the protection of young people via vari-
ous organizations, such as the Voluntary Self-Regula-
tion of Television Association (Freiwillige Selbstkon-
trolle Fernsehen, FSF) and the Voluntary Self-Monit-
oring of Multimedia Service Providers Association
(Freiwillige Selbstkontrolle Multimedia-Diensteanbi-
eter, FSM).
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YOUTH PROTECTION PROCESSES AT PROSIEBENSAT.1 GROUP

Broadcasting manage-
ment programm planning

Program purchasing

Editorial departments
production

Approval of broadcasting time
and technical age registration

Special format for earlier
broadcasting time

Youth Protection Commission / State Media Authorities

Consulting

M
e

d
ia

 p
o

li
cy

S
u

p
e

rv
is

io
n

A
ud

it

Video content
Free / Pay / VoD / Digital / Trailer / Commercials

Audit

Media policy

C
reation

Voluntary self-
regulation association
for multimedia (FSM)

Voluntary self-
regulation association
for television (FSF)

Youth protection &
program consulting

Public Policy

In 2019, as in the previous year, ProSiebenSat.1 Group
did not make any monetary donations or donations in
kind to political parties.

Customer Health and Safety

For 2019, we recorded a total of eleven violations (previ-
ous year: 17) of program principles and journalistic due
diligence as well as provisions for the protection of
minors and personal rights. No fines or financial penal-
ties were imposed in the reporting period.

ProSiebenSat.1 reports on publicly confirmed incidents of

non-compliance concerning media law. No further informa-

tion (e.g. compensation payments or warnings) is provided.

Marketing and Labeling

In 2019, we identified five incidents (previous year: 0)
of non-compliance with regulations or voluntary codes
concerning information on the labeling of products and
services. No fines or financial penalties were imposed in
the reporting period.

ProSiebenSat.1 reports on publicly confirmed incidents

of non-compliance with regulations or voluntary codes

concerning information on the labeling of products and

services. No further information (e.g. compensation

payments or warnings) is provided.

In this respect, we identified a total of 21 incidents
(previous year: 27) of integrity, GTC and advertising viol-
ations with regard to the advertising of our own
products in 2019. No fines or financial penalties were
imposed in the reporting period.

In this section, we report on publicly confirmed incidents

of non-compliance with statutory regulations, but do not

provide any disclosures regarding incidents of non-compli-

ance with voluntary codes.

GRI 415-1 Political contributions

GRI 416-2 Incidents of non-compliance concerning

the health and safety impacts of products and

services

GRI 417-2 Incidents of non-compliance concerning

product and service information and labeling

GRI 417-3 Incidents of non-compliance concerning

marketing communications
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Customer Privacy

In 2019, there were eight cases (previous year: seven)
of substantiated complaints regarding the violation of
customers’ privacy at companies of ProSiebenSat.1
Group in Germany. Furthermore, there were twelve
cases (previous year: seven) of data leaks, data theft, or
data loss that had to be reported in accordance with the
General Data Protection Regulation (GDPR). No fines or
financial penalties were imposed in the reporting period
as a result of data protection violations.

Due to the small number of incidents, we are not reporting

by complainant.

Socioeconomic Compliance

In 2019, ProSiebenSat.1 identified a total of eleven viola-
tions (previous year: five) with compensation payments
of approximately EUR 5,000 for non-compliance with
laws and regulations relating to the provision and use
of products and services. No fines or financial penalties
were imposed in the reporting period.

With regard to socioeconomic compliance, we report on

financial penalties but do not provide disclosures on non-

financial penalties.

GRI 418-1 Substantiated complaints concerning

breaches of customer privacy and losses of

customer data

GRI 419-1 Non-compliance with laws and regula-

tions in the social and economic area
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MEDIA-SPECIFIC DISCLOSURES

ProSiebenSat.1 Group can reach around 45 million TV
households with its stations in its TV markets in the GSA
region (Germany, Austria and Switzerland). In Germany,
the Group increased its combined audience share
among 14- to 49-year-olds by 0.4 percentage points to
28.2% in 2019 (previous year: 27.8%). The Austrian
broadcasting group ProSiebenSat.1 PULS 4 achieved a
combined audience share of 28.4% among viewers aged
between 12 and 49 years (previous year: 28.6%). In
Switzerland, the ProSiebenSat.1 station’s audience share
among 15- to 49-year-olds in the full-year was on a par
with the previous year at 17.7%. At the end of 2019, the
digital offerings managed by SevenOne Media GmbH,
ProSiebenSat.1 Group’s marketer, also had a monthly
reach of around 36 million unique users (aged 16 and
above) after around 34 million in the previous year. In
addition, ProSiebenSat.1 Group’s global digital studio
Studio71 generated an average of 9.9 billion video views
a month with its web channels in 2019 (previous year:
9.2 billion).

We want to offer viewers and users entertainment on
all screens with the right offers at the right time, no
matter where. Moreover, the content distributed by the
TV stations and digital platforms also contributes to
pluralism and the diversity of information and helps to
shape the opinions of viewers and users. This is a great
privilege but also a special responsibility for
ProSiebenSat.1 Group. As a media group, our reach gives
us significant social and journalistic responsibility.
Considering this, we aim to continue our socio-political
engagement in the future and further increase the
amount of informational and public value formats. We
will try to focus on issues that are particularly relevant
to young people. In all our activities, we are committed
to a free and democratic order, which is based in partic-
ular on the fundamental right to freedom of opinion, and
observe the principles of editorial freedom and journal-
istic independence.

Following the initiative for the German federal election
in 2018, ProSiebenSat.1 launched “Go vote!” in May 2019,
a campaign encouraging participation in the European
Parliament election. Featuring famous faces from its
stations as well as influencers, the call to action promp-
ted notably the younger generation to exercise their
right to vote. The campaign centered on “Go vote!”

commercials on the group’s entertainment platforms
and was flanked by extensive reporting in magazines,
news and information formats in the run-up to the elec-
tion. In addition, ProSiebenSat.1 Group wants to use its
theme-based films to raise awareness of societal prob-
lems and provoke thought. To this end, ProSiebenSat.1
uses its expertise as an entertainment group in order to
present difficult topics such as organ donation or stalk-
ing in an emotive manner and to make them access-
ible to a wide audience. Theme-based films such as “Die
Ungehorsame” (“The Disobedient”), “Zwei Leben. Eine
Hoffnung” (“Two Lives. A hope”)and “Nackt. Das Netz
vergisst nie” (“Naked. The Net never forgets”) have met
with a great audience response in the past and stim-
ulated discussion. In 2019, SAT.1 cooperated with the
police’s crime prevention units to raise awareness about
spiked drinks, stalking and intervening when others are
threatened. The thrillers “Lautlose Tropfen” (“Silent
Drops”), “Dein Leben gehört mir” (“Your Life belongs to
me”)and “Ein ganz normaler Tag” (“A perfectly normal
Day”) told the dramatic stories of three women, repres-
enting victims whose stories often remain unheard.

Public Value Highlights, page 12, Projects

DISSEMINATION OF INFORMATION

ProSiebenSat.1 is committed to barrier-free access to its
services. For this reason, we offer subtitled program-
ming areas and audio description for deaf and hard of
hearing people on our channels, among others, in order
to improve the dissemination of information. Already
in 2000, ProSieben introduced the first regular subtitle
service for the deaf on private television. Accessible
content is broadcast on nearly all of the Group’s
stations, and the amount is increasing all the time. In
addition, the first shows with live audio description were
offered in 2019.

Moreover, the German Interstate Broadcasting Agree-
ment of broadcasters of nationwide programs promotes
the expansion of accessible offerings within the limits of
technical and financial possibility. Individual states and
the German government have published action plans to
implement the UN Convention on the Rights of Persons

GRI 103-1 Explanation of the material topic and its boundary

GRI 103-2 The management approach and its components

GRI 103-3 Evaluation of the management approach

M4
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with Disabilities, which also aim to include more access-
ible formats on television. The state media authorities
regularly monitor the expansion. According to their
seventh monitoring, looking at the period from Septem-
ber 15 to December 15, 2019, the number of subtitled
shows on ProSiebenSat.1 stations rose by 11% from 3,105
to 3,458. The broadcast time increased by 14%. On aver-
age, ProSiebenSat.1 broadcast around 22% of the shows
with special subtitles for the hearing impaired, an
increase of four percentage points.

ProSiebenSat.1 also cooperates with Arbeitsgemeinsch-
aft Behinderung und Medien e.V. (abm), which is
responsible for extensive TV programming broadcast
throughout Germany for the circumstances, concerns
and interests of people with disabilities. The Group has
supported the initiative since 2000 with the magazine
show “CHALLENGE,” which is broadcasted on kabel eins
and SAT.1 Gold on the first Saturday of every month.
In a thirty-minute report, our fellow citizens with disab-
ilities are encouraged to participate actively in social
life according to their own requirements. In addition,
“CHALLENGE” informs non-disabled people about life
with a disability, dismantles prejudices and promotes
inclusive thinking. Pictures in Your Mind (Sustainability

Magazine), page 26, Projects

VIEWER INTERACTION

TV viewers and users of our digital entertainment plat-
forms are among the most important stakeholders.
Direct interaction with them is therefore of great
importance for ProSiebenSat.1. With individual research,
close cooperation with the respective editorial teams
and press representatives, the Audience Relations /
Social Media department wants to guarantee optimum
customer service and viewer retention. Its tasks also
include community management for the Facebook pages
of the stations and shows. In 2019, the department
processed around 80,000 inquiries (previous year:
around 68,000). Viewers’ feedback reveals moods,
trends and opinions. In contrast to ratings, viewer
contact allows qualitative aspects of broadcast program
content to be evaluated directly and immediately.

Stakeholder Engagement, page 42

MEDIA LITERACY

ProSiebenSat.1 is also committed to the promotion of
media competence in its target groups, especially in
the digital field. An example is the project #FemaleEm-
powerment by Studio71. The digital studio of
ProSiebenSat.1 initiated the international funding
program #FemaleEmpowerment in 2020, and will
support ten selected female artists in building and grow-
ing their own channels by the end of the year. The back-
drop is the digital gender gap: In Germany, girls and
women are still outnumbered on YouTube, both in abso-
lute numbers and in terms of view numbers, as a recent
study by the Malisa Foundation shows. In April, the
program of Studio71 started with a Digital Kickoff Week,
in which the participants were given a comprehensive
insight into the market, success criteria were estab-
lished and first analyses of the YouTube channels were
carried out. In addition, measures to increase reach
were discussed such as channel maintenance to
successful cross-promotional measures. This is followed
by the supervision period, during which the quantitative
and qualitative development of the participants' chan-
nels is ensured at individual level by female mentors.

M6

M7
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