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 »I ALWAYS KNEW THAT I WOULD TAKE 
PARENTAL LEAVE.« 

Frank Wolkenhauer, Senior Editor/Deputy Vice President Communications/PR Entertainment, 
ProSiebenSat.1 TV Deutschland
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Governance and Compliance

Corporate Governance 

For the Executive Board and Supervisory Board of ProSiebenSat.1 Media SE, good 

corporate governance — and therefore compliance — is an essential component of 

responsible, transparent management and control, oriented to long-term value creation. 

The basic rules for the dualistic management and supervisory system are defined in 

ProSiebenSat.1 Media SE’s articles of incorporation and in the rules of procedure for the 

Executive Board and Supervisory Board. The German Corporate Governance Code 
(Deutscher Corporate Governance Kodex — DCGK) also establishes a standard for trans-

parent control and management of the company, which is particularly aligned to the 

interests of the shareholders. Many of the principles contained in the DCGK have already 

been practiced at ProSiebenSat.1 for a long time. In accordance with the recommendation 

of Item 5.6 of the DCGK, the Supervisory Board conducts regular efficiency reviews. The 

major points of examination include the Supervisory Board’s view of its own mission, 

the organization of its activities, the independence of its members, the handling of 

potential conflicts of interest, and the composition of its committees.

In addition to efficient structures and processes for good governance, ProSiebenSat.1 

Group places great value on openness and clarity in communication. This is an important 

requirement for maintaining and increasing the confidence of external stakeholders 

and our employees in the Group. Our public relations and investor relations work is guided 

by the transparency guidelines of the DCGK. We communicate fully, promptly and frankly 

with journalists, investors, analysts, shareholders and interested members of the public. 

For us, equal treatment of all players is a matter of course. We provide detailed infor-

mation in German and English about our business activities, the ProSiebenSat.1 stock 

and the financial results on our Group website www.ProSiebenSat1.com.

In our Annual Report — published most recently on March 15, 2016 — we report compre-

hensively on corporate governance at ProSiebenSat.1. Every year, it includes

>	 the Corporate Governance Report,

>	 the Management Declaration pursuant to Section 289a of the German Commercial 	

		 Code and

>	 the Declaration of Compliance of the Executive Board and the Supervisory Board of 	

		 ProSiebenSat.1 Media SE with the German Corporate Governance Code pursuant to 	

		 Section 161 of the German Stock Corporation Act.

Compliance at ProSiebenSat.1

ProSiebenSat.1 Group follows a policy of compliance. In the following, we report on the 

fields of law identified as particularly relevant for ProSiebenSat.1 Group. The prevention 

of corruption and violations of antitrust law and media law are important success factors 

for the market position and the attainment of the targeted corporate objectives. Due 

to the increasing digitalization of our business operations, data protection and the 

associated preservation of personal rights also form a central pillar of the compli-

ance-management system (CMS).  Compliance with legal requirements for other fields 

of law relevant to ProSiebenSat.1 Group is addressed via separate governance systems. 
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ProSiebenSat.1 does not tolerate rule-breaking. ProSiebenSat.1 Group has therefore set 

down fundamental guidelines and procedures in its Code of Compliance. These guidelines 

define our general standards for conduct in business, legal and ethical matters. They 

serve all members of the Executive Board, the management and the employees of 

ProSiebenSat.1 Group as a binding reference and regulatory framework for dealing with 

each other and with business partners, customers, suppliers and other third parties. 

This culture of integrity and compliance finds its way into our daily work, it is a compo-

nent of the corporate processes. The Executive Board supports this by providing a suit-

able compliance organization and adequate and efficient compliance programs. These 

including consulting, training and measures derived from guidelines. ProSiebenSat.1 

Group’s CMS is continuously being enhanced, improved and reviewed. The processes 

were analyzed by an independent consultant. The result of this risk assessment demon-

strated that the compliance processes in place are effective. 

In light of the CMS requirements and its individual Group structure, ProSiebenSat.1 is 

structured into centralized and decentralized compliance organizations. The centralized 

organization is made up of the Compliance Board, the Group Chief Compliance Officer 
(CCO) and the compliance subject-matter experts (SMEs). The decentralized compliance 

organization is represented by the Unit Compliance Officers (UCOs).

Centralized compliance organization

Anti-corruption

Antitrust law

Data protection

Media law

Internal Audit

UCOUCO UCOUCO

Head of unitHead of unit Head of unit

Supervisory Board (AFC)

Executive Board

Head of unit

Chief Compliance Officer

Subject-matter Experts

Compliance Board
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A special role in the compliance organization is awarded to the Compliance Board, the 

function of which is to support the Executive Board with regard to the implementation, 

monitoring and enhancement of the CMS. The Compliance Board meets at least every 

two months. The permanent members comprise the CCO, an Executive Board member  

and the Group Chief Financial Officer (CFO). The Board’s task is to decide on the focus 

of the CMS, to investigate matters and to propose sanctions.

On the basis of a relevance analysis, ProSiebenSat.1’s CMS is chiefly devoted to the 

prevention of financial crime relating to corruption, compliance with requirements under 

antitrust and media law, and ensuring data protection, as these areas are important 

components of the company’s corporate strategy:

>	 Anti-corruption: ProSiebenSat.1 aims to create transparency in its dealings with cus-

tomers, suppliers and authorities in order to meet international standards for com-

bating corruption and national and local requirements for combating corruption and 

bribery. The CMS therefore covers the prevention of criminal acts of corruption, 

especially the criminal offenses of taking and giving bribes in commercial practice 
(Sections 299 et seq. of the German Criminal Code (StGB)), granting benefits to public 

officials (Section 333 StGB) and bribing public officials (Section 334 StGB). In 2015, 

there were no incidences of corruption or public legal cases regarding corruption 

brought against the Group or ProSiebenSat.1 employees.

The implementation of a systematic and standardized risk analysis for compliance 

risks is a material foundation of the CMS for ProSiebenSat.1 Group. Building on the 

relevance analysis, a compliance risk assessment is carried out as a second step. 

Specific weighting factors, such as the Corruption Perceptions Index, are included in 

the consolidation of the results into a risk portfolio for the Group.

> 	Antitrust law: In the field of antitrust law, ProSiebenSat.1’s CMS covers the prevention 

of agreements and concerted practices that may adversely affect competition 

(Section 1 of the German Act against Restraints of Competition (GWB), Art. 101 of the 

Treaty on the Functioning of the European Union (TFEU)) and the prevention of the 

abuse of a dominant market position (Section 19 GWB, Art. 102 TFEU). For 2015, we 

have not identified any legal actions against ProSiebenSat.1 regarding anticompetitive 

behavior or violations of antitrust or monopoly legislation.

>	 Media law: The requirements of the CMS according to media law concern licensing 

requirements, journalistic independence, the separation of advertising and program-

ming, requirements for product placement, requirements according to laws for the 

protection of young people and the prevention of surreptitious advertising or the 

broadcast/distribution of illegal advertising. In 2015, no fines were imposed due to 

non-compliance with regulations concerning marketing communications, including 

advertising, promotion, and sponsorship. In ten cases, there were complaints and 

warnings from state media authorities. There were no complaints because of viola-

tions of voluntary codes.
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To protect journalistic independence and fundamental journalistic conditions, 

ProSiebenSat.1 Group formulated guidelines back in 2005 that all program creators in 

Germany are obliged to uphold. The “Guidelines for Ensuring Journalistic Independ-

ence” can be viewed on the corporate website and specify the understanding of the 

journalistic principles set forth in the Press Code of the German Press Council. The 

media group’s journalists and editors are accordingly free to shape their contributions 

and report independently of social, economic or political interest groups. At the same 

time, they are aware of their responsibility with regard to the spread of information 

and their contribution to public opinion. Those with editorial responsibility, especially 

editors in chief, are responsible for compliance with these guidelines and for their 

implementation in daily business.

In the field of youth protection, ProSiebenSat.1 Group makes sure that programming 

on TV and online is age-appropriate. They work independently of the management 

and ensure that content which is inappropriate for children is broadcast only at the 

legally prescribed broadcasting times. They also guarantee technical methods of pro-

tection regarding the distribution of unsuitable content on the internet. Youth pro-

tection officers are therefore involved early on in the production and purchase of 

programs at ProSiebenSat.1. At an early stage, they assess screenplays, accompany 

productions and formats and compile reports. Independently, ProSiebenSat.1 Group’s 

TV and online editors receive regular training on youth protection requirements. In 

addition to internal guidelines and training, we are also committed to protecting young 

people via various organizations: The Company is represented on the Board of the 

Voluntary Self-Regulation of Television Association (Freiwillige Selbstkontrolle Fern-

sehen e. V., FSF) and the Board of the German Association for Voluntary Self-Regula-

tion of Digital Media Service Providers (Freiwillige Selbstkontrolle Multimedia-Dienste-

anbieter e. V., FSM). The two associations are organizations for the voluntary 

self-regulation of private television broadcasters and multimedia service providers 

and are recognized as independent supervisory bodies for television and the internet 

by the Commission for the Protection of Minors in the Media (Kommission für Jugend-

medienschutz, KJM).

>	 Data protection: For a media company like ProSiebenSat.1, data protection is of 

particularly high importance, especially in light of advancing digitalization and new 

services such as addressable TV. In addition to statutory provisions, the Company’s 

internal guidelines are binding for the handling of personal data and their automatic 

collection, processing and use. ProSiebenSat.1 has set down its data protection principles 

in its data protection policy, the Code of Compliance and in further data protection 

provisions. Among other things, the guidelines precisely dictate the data protection 

processes in the Group.

M4
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ProSiebenSat.1 Group has great respect for the privacy of all individuals whose data 

is collected, processed or used. Therefore, no personal information is processed or 

used unless full compliance with applicable laws is ensured in advance. This is based in 

particular on sector and industry standards and best practices. Partly thanks to the 

data protection processes implemented, there were no complaints from customers 

concerning breaches of privacy in 2015. The Bavarian Data Protection Authority 

consulted with ProSiebenSat.1 Digital GmbH regarding the processing of personal data 

in connection with the HbbTV offerings. In November 2015, we took a stand and since 

then didn’t receive any queries from the authorities. We assume, that we have 

answered the request of the authority satisfyingly. Moreover, in 2015 we have not 

registered any cases of data leaks or data theft. Ensuring the protection of all data 

now and in the future is a fundamental objective of ProSiebenSat.1 Group.

Alongside data protection, information security is also in the commercial interest of 

ProSiebenSat.1 Group. A loss, manipulation or unauthorized disclosure of business-critical 

information could lead to significant financial losses or reputational damage. The suffi-

cient security of business processes, IT, infrastructure and critical information is therefore 

a strategic factor for the competitiveness and continued existence of ProSiebenSat.1 Media 

SE. Fundamentally, information security at ProSiebenSat.1 has four strategic objectives:

Data protection processes

Prior checking

Implementation of a risk analysis incl. 

compliance review in connection with 

the introduction/amendment of

automatic procedures for processing 

personal data according to Section

4f of the German Federal Data 

Protection Act (BDSG) in order to 

address data-protection-law require-

ments at an early stage.

Rights of the data subject

Legal processing of data subjects’ 

requests:

>	 Complaints management

>	 Rights of access (Section 34 BDSG)

>	 Right to correction (Section 35 BDSG)

>	 Right to erasure (Section 35 BDSG)

>	 Rights of objection (Section 35 BDSG)

Commissioned data processing

Process for legal composition of 

order processing agreements and 

implementation of the statutory prior 

review as per Section 11 BDSG.

Data breach notification

Process for the legal notification of 

data protection incidences (= unlawful 

access to personal data by third 

parties) as per Section 42a BDSG and 

Section 15a of the German Teleser-

vices Act (TMG).

Disclosures to authorities

Process for legal sharing of personal 

data with authorities.

Transmission control

Process for legal and secure sharing 

of personal data with third parties.

G4–PR8
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> Maximize business continuity

> Minimize business losses

> Prevent and minimize the effects of security breaches

> Limit risks

Failures of systems, applications, or networks are as much potential risks as violations 

of data integrity and data confidentiality. The continuously increasing scope of information 

processing and networking and the advancement of technology are increasing com-

plexity in the interplay with people-process technology on the one hand, and on the 

other hand there is rising vulnerability within company-wide information processing. 

Targeted attacks and other threat scenarios show that politically, economically or 

ideologically motivated groups represent a growing challenge. The Group therefore has 

an Information Security Management System (ISMS), which ensures comprehensive 

protection for the Group’s information assets in a structured and risk-based manner. 

The effectiveness of the security standards is examined regularly by the Internal Audit 

department.

As part of our Information Security Management System, the following properties of 

the information are secured by technical and organizational measures:

> Confidentiality: Ensuring that only authorized individuals have access to information.

> Integrity: Protection of completeness and correctness of information, systems and 	

	 procedures.

> Availability: Ensuring that information, information services and systems are available 	

	 for authorized users, processes and functions.

To ensure that all employees are aware of the relevant fields of law, ProSiebenSat.1 has 

developed a two-part training concept comprising e-learning and classroom training. 

In 2015, we trained around 11,500 participants throughout the Group on various com-

pliance issues. General online compliance training was carried out with content regarding 

anti-corruption and antitrust law (around 5,000 participants), data protection and media, 

copyright, advertising and competition law (around 2,800 participants each). In addition, 

around 900 participants took part in classroom training on youth protection, IT security, 

and more. 

G4–SO4
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Digitalization and Innovation

The fields of society, technology and economics have been massively transformed by 

digitalization. This trend will continue in the years to come. The media sector was one 

of the first industries to feel the effects of digitalization. ProSiebenSat.1 Group has 

therefore been consequently pushing ahead with its transformation from a traditional 

TV company into a digital corporation with a diversified business portfolio since 2009. 

The key strategic objective is to secure the Group’s economic sustainability and profi-

table growth in a changing environment. For this purpose, the Group is developing new 

business models, tapping into additional, dynamic business areas and using innovative 

technology. Digitalization and innovation are relevant to all business segments. 

Broadcasting German-speaking Segment

The Broadcasting German-speaking segment is where ProSiebenSat.1 Group bundles 

all its TV activities and the distribution business. The Group is facing new challenges in 

the wake of digitalization, while attractive growth opportunities are simultaneously 

arising in the television business.

	

>	 	Fragmentation of the TV market:  Digitalization means that there is an unlimited 

number of broadcast frequencies, so there are now significantly more stations on 

the German TV landscape than there were at the turn of the millennium. In 2000, 

an average household in Germany could receive 36 free TV stations; today it is 74. 

The set of large, familiar TV brands is largely the same, but numerous smaller special-

interest stations focused on specific target groups have come onto the scene. 

ProSiebenSat.1 Group is benefiting from the fact that it recognized this trend early 

and helped to promote it. The Group has launched three new free TV stations since 

2010 in the shape of sixx, SAT.1 Gold, and ProSieben MAXX, and one more, kabel eins 

Doku, is to follow in fall 2016. Expanding the station portfolio allows the Group to 

reach new audiences and advertising customers. The Group gained 139 new adver-

tising customers in 2015 alone. Television remains the most popular free-time activity 

in Germany and the most-used medium with 259 minutes a day. Thanks to technical 

advances, such as television in HD quality, large screens, and the integration of 

Internet functionality, the medium is gaining in attractiveness and diversity.

>	 Digitalization of TV advertising: ProSiebenSat.1 Group is Germany’s most innova-

tive TV marketer with its subsidiaries SevenOne Media and SevenOne AdFactory. 

The Group is continuously developing new forms of advertising and also designs 

individual campaigns for advertising customers that spread to all media platforms 

from the core medium of TV. In order to increase advertising impact, the Group is 

consistently integrating its television business with digital entertainment. At the same 

time, ProSiebenSat.1 is looking to the use of innovative technology and thus opening 

itself up to new growth opportunities on the TV advertising market. In 2015, 

ProSiebenSat.1 was the first TV corporation in Germany to broadcast advertising 

spots delivered individually to TV households according to location using the tech-

nological standard “Hybrid Broadcast Broadband TV” (HbbTV). The Group is working 

on using HbbTV to address viewers personally with TV spots in the future. This 

“addressable TV” thus combines the high reach of television as a mass medium with 

the advantages of the Internet and also provides an opportunity for interaction. The 

availability of HbbTV is growing dynamically and has already passed critical mass in 

Germany: According to GfK, over 16 million HbbTV-ready television sets have been 

sold in Germany since 2011.
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>	 	Distribution of content: The topic of distribution has become much more significant 

with the diversification of transmission and reception methods. ProSiebenSat.1 Group 

therefore has long-standing agreements with all major distribution partners such as 

Kabel Deutschland and Unity Media. At the same time, the Group cooperates with 

numerous digital platform operators such as Zattoo and Magine. The Group is thus 

extending its reach and securing the distribution of its content in the world of digital 

media. In addition, the Group has tapped into a new, dynamically growing business 

area via the distribution of its HD stations.

Digital & Adjacent Segment

Ventures & Commerce

The e-commerce business is the biggest growth driver in the Group and is thus making 

a material contribution to the expansion of digital revenue sources.

	

>	 Entry into high-growth business areas: We have gained access to a dynamically 

growing markets in recent years via our Ventures & Commerce business. Global 

e-commerce revenues are forecast to double from around USD 1.7 trillion in 2015 to 

USD 3.6 trillion in 2019. The largest European e-commerce markets are Great Britain, 

Germany, and France with a 61  % share in total revenues. In recent years, 

ProSiebenSat.1 Group has built up a successful e-commerce portfolio, whose growth 

it promotes through the strategic link-up with the TV business. TV spots are often a 

spur to perform an Internet search. This particularly benefits brands with their own 

Internet sales presence. For this reason, Internet firms invest a large part of their 

advertising budgets in TV advertising. ProSiebenSat.1 Group reaches around 42 

million TV households in Germany, Austria, and Switzerland with its TV stations. The 

benefits of this reach are not exclusive to our advertising customers. The Group is 

using it to establish digital business units with sustainable growth, such as in 

e-commerce. To do so, we advertise our own products and brands via our TV stations 

or acquire new companies in return for media services. The Group is counting on 

areas such as travel, lifestyle, health, and comparison sites that can be marketed 

effectively with TV advertising. The Group thus accelerates the growth of its invest-

ments and realizes synergies beyond the cost and revenue effects typical for the 

industry. Examples of this are billiger-mietwagen.de and mydays.de, which have in-

creased their revenues by more than 20 % since being integrated into the Group. 

ProSiebenSat.1 Group is establishing several e-commerce verticals, which are expec-

ted to annually generate revenues of at least EUR 100 million each by 2018. With the 

travel vertical, the Group is already far in excess of this target.

>	 Entry via low-risk investment model: In the e-commerce sector, the Group often 

takes a share in new companies in return for media services. We use TV media as a 

primary investment currency and, in return, participate in the value creation of these 

companies in the form of an equity stake (media-for-equity) or a share in revenues 

(media-for-revenue-share). ProSiebenSat.1 thus expands its portfolio without high 

cash investments and with limited business risk. We often initially acquire a minority 

share and learn about market and business models. An example of this is the website 

moebel.de. The company was fully consolidated in the second half of 2014 and then 

advertised on TV — moebel.de has since significantly accelerated its growth rate and 
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is increasingly benefiting from synergies with other online comparison sites. In 2015, 

its revenues increased by over 40 %.  

>	 Promotion of entrepreneurship: The Group works closely with company founders 

and thus promotes the development of innovative ideas and entrepreneurship in 

Germany. For three years, the Group has run its own funding program, ProSiebenSat.1 

Accelerator, which is aimed at consumer start-ups that address a broad public. These 

companies benefit in particular from seed funding via TV advertising. Alongside a 

mentoring program, every participating start-up receives a TV advertising budget 

worth over EUR  500,000. Since 2013, over 30 start-ups have been through the 

accelerator program; ProSiebenSat.1 participates in these companies via a variable 

investment. In parallel, the Group also promotes entrepreneurial thinking within the 

Group and encourages employees to push ahead with new projects. ProSiebenSat.1 

also invests consistently in staff development and gives staff an appropriate share 

in the Company’s success. Every employee of our Company contributes to enhancing 

ProSiebenSat.1’s strengths with their knowledge and ideas.

Digital Entertainment

The Internet is creating new ways to reach viewers and users and to address different 

media-use interests via various digital offerings. New growth areas are thus presenting 

themselves for ProSiebenSat.1 Group:

	

>	 Diversification of screens and revenue models: The ways to transmit and receive 

television content have multiplied. Programs can be called up regardless of time and 

place and watched on devices other than traditional TV screens, such as smartphones 

and tablets. With its offerings, ProSiebenSat.1 Group has all modern forms of media 

use covered. By extending TV formats to digital platforms, the Group increases viewer 

loyalty while creating new, cross-media advertising space. This is why the Group is 

also the market leader for the marketing of online video content in Germany. In 

addition, the Group is increasingly offering more exclusive content on its digital 

platforms and diversifying its revenue models, e.g. via the video-on-demand (VoD) 

portal maxdome. maxdome generates its revenues via subscription and pay-per-view 

income.

In Germany, ProSiebenSat.1 Group reaches around 30 million unique users every 

month with offers on conventional websites. In 2015, the Group also acquired a 

majority in the US multi-channel network CDS and integrated the brand into its own 

platform Studio71. With over five million video views a month, the Group thus operates 

one of the five largest multi-channel networks in the world and is number one in 

Germany. Via the maxdome VoD portal, the Group offers over 50,000 series and 

films and counts among the top 3 in Germany. ProSiebenSat.1 Group aims to also 

grow sustainably in the Digital Entertainment segment. To that end, the Group will 

sharpen its international focus with partnerships or further acquisitions. At the same 

time, the Group is looking to innovative distribution partnerships: The Group has 

agreed a cooperation with Deutsche Bahn for maxdome. From the end of 2016, 

maxdome will be the first and only video service available via the on-board enter-

tainment system ICE Portal. Deutsche Bahn counts around 80 million passengers a 

year on its ICE trains in Germany.

Employees and Diversity, 
page 107.
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Content Production & Global Sales Segment

Digitalization is also playing an increasingly important role in the Content Production 

& Global Sales segment:

>	 Digitalization expands the production market: The TV market in the US has also 

grown as a result of digitalization. An average US household can now receive 189 TV 

stations; in 2008 it was just 129. This has significantly increased the number of 

program buyers. At the same time, the ranks of the clients have been risen by the 

operators of multinational streaming platforms like Amazon and Netflix. The group 

of potential customers for Red Arrow Entertainment Group in the US has thus been 

considerably expanded. Currently, Red Arrow already is producing the third season 

of the crime series “Bosch” for Amazon, for instance. Against this backdrop, the 

ProSiebenSat.1 subsidiary is therefore increasingly directing its strategic focus onto 

the US market — including with regard to acquisitions. In addition, the Group is 

increasingly digitalizing its portfolio. Red Arrow’s investments in recent months have 

included the foundation of Ripple Entertainment. The US company produces digital 

entertainment content.

Digitalization and Economic Growth

Since 2009, we have been vigorously promoting this digital advancement of our 

Company. To this end, ProSiebenSat.1 has set clear financial targets for all business 

segments that reflect our vision: By 2018, we want to increase consolidated revenues 

by EUR 1.85 billion to around EUR 4.2 billion. Every segment, Broadcasting German-

speaking as well as Digital & Adjacent and Content Production & Global Sales, will 

contribute to this. The Digital & Adjacent segment with the rapidly growing Ventures & 

Commerce portfolio is particularly dynamic; it is expected to grow by EUR 1.2 billion in 

the medium term and thus achieve the highest profitable revenue growth. At the same 

time, we are planning recurring EBITDA of around EUR 1.1 billion at Group level; this is 

an increase of EUR 350 million on 2012. These targets for financial growth are derived 

from our strategy and are therefore also linked to the Group-wide remuneration model: 

EBITDA is not only an important performance indicator for the management of the 

Group and its segments, but is also part of the performance-related compensation 

system for our employees. The Group’s EBITDA and the external revenues and EBITDA 

of the Digital & Adjacent segment likewise serve as a variable basis for the assessment 

of the compensation of the Executive Board. We thus underscore the sustainability of 

our business.

DMA

Annual Report 2015, 
page 57.
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Competitive Situation and Public Value

There are many facets to sustainability. From a business perspective, operating susta-

inably means strengthening future viability via the intelligent use of resources — as a 

media group, our primary resources are our high TV reach and our extensive program 

repertoire. We are not only innovative, and we do not just promote growth via adver-

tising. We increase the value of our portfolio with digital platforms such as e-commerce 

and VoD portals with different business models. Our revenue profile thus stands on a 

solid foundation with diversified earnings potential. 

In the wake of digitalization, however, it is not just the diversity of offerings and 

refinancing models that is increasing. Competition is also becoming more intense, 

especially with regard to global providers. ProSiebenSat.1 has a positive attitude toward 

this development and has identified numerous growth opportunities in the dynamic 

market trend. Equal competitive conditions for all companies assisting the digital 

economic revolution are an important component for successful and sustainable 

development in this area. However, the market is currently still imbalanced by the 

special laws and regulations that ProSiebenSat.1 is subjected to in Germany as a media 

and broadcasting company. While ProSiebenSat.1 is in direct competition with global 

providers such as Google and Facebook, the latter are not yet bound by the same legal 

requirements, e.g. regarding youth protection and copyright. There are also quantita-

tive and qualitative restrictions on broadcasting advertising for TV providers, which 

Revenue growth targets 2018 and degree of achievement Q2 2016

EUR m
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Degree of achievement
Q2 2016

EUR m

in percent

= 2012
= Q2 2016 (LTM)
= 2018e

Growth of external revenues vs. 2012 from continuing operations
1 	External revenues including pay TV.
2	 External revenues excluding pay TV.
LTM = last twelve months, e = estimate.

Broadcasting
German-speaking 1

255

68

1,926

335
95

302 370

2,356

3,522 

4,206

+1,850

+275

1,029

1,535

2,181 2,301

+375

+1,200

Digital &
Adjacent2/3

694

58

Content Production &
Global Sales

207

75

ProSiebenSat.1
Group

1,165

63

3	 As of July 1, 2016, ProSiebenSat.1 Group created a new segment structure for the digital business. The current Digital & Adjacent segment
was split into two individual segments: Digital Ventures & Commerce and Digital Entertainment. From the third quarter of 2016, the Group will 
for the first time report on corporate development and targets on the basis of the new segment structure.
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make it even more difficult to compete on a level playing field with digital platforms. 

For example, broadcast time for TV advertising is restricted to a maximum of twelve 

minutes per hour, and a new ban on advertising such as regional advertising has been 

established for TV providers.

Politicians have recognized that changes are needed. Those responsible have taken 

the first steps to begin leveling the playing field on the digital market with the Federal/

State Commission for Media Convergence at national level and the amendment of the 

Audiovisual Media Services Directive (AVMSD) at European level. Through continuous 

educational work and regular dialog, ProSiebenSat.1 has positioned itself as an impor-

tant and reliable partner of the individual committees and working groups. Together 

with politics and industry, the Group wants to explain and promote the opportunities 

of digitalization and thus to strengthen Germany as a location for business and inno-

vation in the long term, because, for us, sustainability also means shaping our compe-

titive situation and laying the foundation for a modern economic system in Germany 

and Europe. 
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ProSiebenSat.1 Group’s carbon footprint 

Greenhouse gas emissions (CO2 equivalents) in tons

Scope 1 – Direct greenhouse gas emissions

> Vehicle fleet

> Fuel oil 

> Diesel 

> Natural gas 

Scope 2* – Indirect greenhouse gas emissions

> Electricity 

> District heating 

> Geothermal energy 

Scope 3 – Greenhouse gas emissions from upstream and downstream stages of the value chain

> Waste from operating processes

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

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

> Commuting by employees

2,933

9,787

2,800

(market-
based)

11,384

(location-
based)

Climate and Environmental Protection

As a media company, ProSiebenSat.1 does not count among the energy-intensive 

manufacturing industries that use a lot of resources and have complex, global supply 

chains. For this reason, we have not identified any financial consequences of climate 

change for our business activities at present. Nonetheless, we also see climate and 

environmental factors as material for our stakeholders both universally and in connec-

tion with our value creation. We are helping to slow down climate change and conserve 

our environment by taking care in the way we use resources and reducing our energy 

consumption and CO2 emissions through targeted measures. In 2012, we switched the 

power supply at our headquarters in Unterföhring near Munich to green electricity. The 

climate and environmental protection measures are complemented by our involvement 

in the field of ecology. Thanks to our wide reach among TV viewers and internet users, 

we can shift focus onto climate and environmental issues and thus raise awareness of 

the sustainable use of resources.

Greenhouse Gas Emissions

In the fourth quarter of 2015, ProSiebenSat.1 laid the foundation for Group-wide climate 

and environmental reporting. In the first half of 2016, we calculated our Group’s carbon 

footprint for the first time and implemented standardized processes based on recognized 

reporting standards. When calculating the carbon footprint, we were guided by the 

criteria and definitions of the Sustainability Reporting Guidelines (G4) of the Global 

Reporting Initiative (GRI). The data were 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. 

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

Public Value (Green Seven), 
page 72.

www.prosiebensat1.
com/en/sustainability/
further-areas-of-action/
climate-and-environmen-
tal-protection
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These figures were subjected to an independent audit with limited assurance by KPMG 

AG Wirtschaftsprüfungsgesellschaft on the basis of the ISAE 3000 and ISAE 3410 stand-

ards relevant to such audits.

We see improving the quality of our carbon footprint at all levels of the organization as 

an ongoing process in order to guarantee comprehensive and open communication 

and to meet the requirements of our stakeholders. ProSiebenSat.1 is working continu-

ously on integrating all sources of greenhouse gas emissions into the data collection. 

In the future, we will strive to increase the coverage of measured activity data in order 

to improve the accuracy of the reported carbon footprint. For internal purposes, this 

allows the monitoring of environmental performance at different levels and the com-

parison and benchmarking of individual areas of ProSiebenSat.1 Group with competitors.

Energy Consumption

The efficient consumption of energy saves the Company costs and lowers greenhouse 

gas emissions. At the same time, we rely on an environmentally friendly energy supply 

with a beneficial eco-balance. ProSiebenSat.1’s energy consumption involves mostly the 

purchase of electricity and heat. The Company converted its power supply at the 

Unterföhring location to entirely renewable energy in 2012 and covers 100 % of its 

electricity requirement with hydropower. In 2015, we purchased around 60,000 kWh 

less electricity thanks to measures such as the conversion to LED lighting and the mod-

ernization of the transformer technology. The total consumption of electricity at Group 

headquarters in Unterföhring was around 16 GWh in 2015.

Geothermal heat supply is also part of ProSiebenSat.1’s supply concept, which is designed 

to be safe, efficient, and environmentally friendly. Likewise since 2012, the Group has 

used geothermal heat for several properties at the Unterföhring site. Three buildings 

were added to the campus in 2015 and have since been supplied with heat from the 

operator of the local geothermal plant. The buildings, which house offices and a large 

cafeteria, were equipped with six transfer stations. Their connected load totals 2.6 mega

watts.

Since the summer of 2015, two office buildings used by ProSiebenSat.1 in Unterföhring 

have also been air-conditioned in an environmentally friendly manner using geothermal 

heat. This innovative cooling system is made possible by an absorption refrigerator, 

which drives the cooling process using thermal energy and a solution of water and the 

salt lithium bromide. The absorption refrigerator replaced the previous air-conditioning 

system, which ran on electricity. It has a refrigerating capacity of 200 kilowatts and cools 

around 4,500 square meters of office space.

In total, ProSiebenSat.1’s energy consumption for heating and cooling in Unterföhring 

amounted to around 15 GWh in 2015. The main sources of energy were district heating, 

geothermal energy, and natural gas.

ProSiebenSat.1 conducted an energy audit according to DIN EN 16247-1 in a timely man-

ner in 2015 and completed it for all Group companies on the campus in Unterföhring in 

December. On the basis of the audit results, we will consider measures to further opti-

mize the operating energy supply systems technically, economically, and ecologically.

G4–33
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Mobility

In the first half of 2016, we incorporated electric vehicles into our fleet and set up 

e-charging stations on the ProSiebenSat.1 campus. The Group also negotiated master 

agreements with car-sharing providers. This gives our employees the opportunity to 

register free-of-charge for the environmentally friendly alternative to driving their own 

cars and to use this service for both business trips and private journeys. Our guidelines 

for business travel urge ProSiebenSat.1 employees not to fly short distances and to use 

more environmentally friendly alternatives such as trains instead. Long-distance rail 

travel undertaken by our employees with Deutsche Bahn uses green power from re-

newable energy sources, so their travel is 100 % carbon neutral.

The commuting habits of ProSiebenSat.1 employees also have a significant influence on 

our carbon footprint. The first “Employee Commuting” survey in March 2016 met with 

great interest; around 1,000 employees took part in the survey at the Unterföhring site. 

On average, an employee of ProSiebenSat.1 Group travels around 8,500 km per year 

on the way to and from work. More than half of the workforce makes use of public 

transport as an environmentally friendly alternative. ProSiebenSat.1 has concluded an 

agreement with Münchner Verkehrs- und Tarifverbund (MVV) for reduced-price “job 

tickets”. ProSiebenSat.1 also offers an incentive for the most environmentally friendly 

way to travel to work: The company bicycle concept “JobRad” offers employees the 

opportunity to lease a bicycle at special conditions under ProSiebenSat.1 Group’s 

compensation & benefits program and to keep it after the end of the lease period.
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Employees and Diversity

Our employees are the basis of our economic success. With their talent, creativity and 

commitment, they ensure that ProSiebenSat.1 remains competitive now and in the 

future. We support them with a sustainable and responsible human resources strategy. 

A few years ago, we were still a conventional TV corporation, but now we are much more 

than television: We are a digital media company with businesses ranging from e-com-

merce and international program distribution to our own multi-channel network. Our 

corporate culture is characterized by an unfaltering willingness to change and innovate. 

We thus offer our employees an exciting working environment with lots of creative 

leeway. We support this process with numerous human resources measures that are 

derived from the strategy and that strengthen the Company’s innovative power.

Development of Employee Numbers

As of December 31, 2015, the Group had 5,584 employees (previous year: 4,210), calcu-

lated on the basis of full-time equivalents. The average number of full-time equivalents 

in the last year was 4,880 (previous year: 4,118). In 2015, we hired 545 women and 626 

men. 37.2 % of the newly recruited employees were under 30 years old, 16.8 % were 

between 30 and 50 and 7.3 % of the new colleagues were over 50 years old. There was 

no seasonal variation in the number of employees at ProSiebenSat.1.

In 2015, ProSiebenSat.1 had an average of 4,164 employees in Germany, Austria, and 

Switzerland (previous year: 3,440 average full-time equivalents). This equates to growth 

of 21.1 % year on year. The regional distribution of employees in 2015 was as follows:

The Company’s turnover rate reflects the employees’ high level of satisfaction: It fell to 

8.8 % in financial year 2015 (previous year: 9.7 %).  

DMA
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Annual Report 2015,
page 103.

Employees by region

average full-time equivalents, 2014 in parentheses 
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Diversity Management

As a media company, ProSiebenSat.1 is a people business. We appreciate and respect the 

individual characteristics of our employees. They are an important part of our corporate 

culture. We are convinced that our ability to compete in the future is significantly depen-

dent on how we promote and use this diversity. We feel that it is particularly important 

for us to achieve a good balance of men and women within the Company and in manage-

ment positions. In 2015, 46.8 % of ProSiebenSat.1 employees were female (previous year: 

45.5 %) and 53.2 % were male (previous year: 54.5 %). 

The ratio of women in management positions was 29.0 % (previous year: 29.9 %), while 

27.9 % of managers in the core market of Germany were female (previous year: 29.0 %). 

This value is in line with the average in German companies (Federal Office of Statistics 

2014: 29.0 %). In order to continue promoting a balanced ratio of men and women, the 

Executive Board of ProSiebenSat.1 Media SE also set targets for the ratio of women on 

the two management levels below the Executive Board in September 2015. The target is 

15 % for the first management level and 25 % for the second, both to be achieved by 

June 30, 2017. We already meet the target for the ratio of women on the first manage-

ment level.

For ProSiebenSat.1, diversity means that employees are hired exclusively on the basis of 

their skills. Factors such as gender, nationality, sexual orientation and age play no role. 

In financial year 2015, ProSiebenSat.1 employed people from around 50 different nations 

in Germany. In 2015, the average age of the employees was 36.7 years. 26.0 % of the 

employees were under 30 years old. 67.8 % of the employees were between 30 and 50 

and 6.1 % of the employees were over 50 years old. ProSiebenSat.1 Group also signed 

the Diversity Charter in 2014 and follows the guidelines stipulated therein. By joining this 

initiative, the Group underlines its commitment to creating a working environment free 

of prejudice that promotes diversity at employee level.

Cooperation with Employee Representatives

We cooperate closely with the statutory employee representation bodies on all decisions 

that affect our employees. At ProSiebenSat.1, these comprise primarily the works coun-

cils of ProSiebenSat.1 Media SE and ProSiebenSat.1 Produktion GmbH. Since 2015, there 

has also been the “European Employee Board” (EEB). The EEB is a contact partner for 

the Executive Board in all international matters. A total of 54 % of the employees of 

ProSiebenSat.1 Group are represented by works councils. The Group draws up company 
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Proportion of woman and men in the whole Group

Men 52.2 (54.5) Women 46.8 (45.5)

in percent, 2014 figures in parentheses
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agreements together with the employee representatives, e.g. regarding working hours. 

The minimum notice period regarding operational changes is usually four weeks, but 

can be shorter or longer depending on the matter at hand. 

Work-Life Package

It seems natural to us to help our employees balance career and family life. Our company 

agreements aim at a good work-life balance for our employees. At our headquarter 

location in Unterföhring, we offer corresponding services to all employees, including 

temporary and part-time employees. 

We make it easier to balance careers and private lives with flextime models, teleworking 

jobs and part-time work. The new working hours model (FlexTime) was introduced as 

part of a company agreement at the start of 2015 and offers employees a generous 

flextime arrangement as well as various opportunities for compensatory time off. In 

addition, the model governs mobile work at home and while traveling. In Germany, every 

employee has the right to parental leave. At ProSiebenSat.1, we offer our workforce 

numerous additional benefits such as a gift of money on the birth of a child, flexible 

working hours and our own daycare center with over 70 places. 

According to the most recent survey by the Federal Office of Statistics from 2014, the 

ratio of parents on parental leave among all employed parents was around 20 % — of 

which around 40 % were women and around 2 % were men. At ProSiebenSat.1, 74 men 

and 151 women took parental leave in 2015. The average duration of the parental leave 

was 3.1 months for men and 17.8 months for women. We also support our employees with 

flexible re-entry models when they return to work, which are very well received. Twelve 

months after the end of parental leave, 93.9 % of employees that took parental leave 

were working again. This figure was 94.6 % for women and 93.6 % for men. In 2015, the 

ratio of part-time employees of ProSiebenSat.1 in Germany increased to 16.8 % (previous 

year: 16.1 %). 

Our employees also have the opportunity to eat a healthy and balanced diet in the 

canteen. Furthermore, the Unterföhring campus has its own gym with lots of courses, 

masseurs and a company doctor. Moreover, our employees can take time out via various 

sabbatical models. We also cooperate with an external partner that provides childcare 

and support in caring for family members. Regular employee surveys are also enshrined 

in the company agreement.

Occupational Health and Safety  

Safety at work and of our employees is our top priority. The most important port of call 

for questions about safety at ProSiebenSat.1 is the Corporate Security department with 

the Chief Security Officer, who reports directly to the Executive Board, as well as the 

Security, Health & Safety department. In addition, a total of eleven members of the works 

council are also engaged in occupational health and safety committees. Moreover, an 

occupational health and safety committee meets four times a year with representatives 

from the HR department and the works councils, the Corporate Security and Security, 

Health & Safety departments as well as the company doctor, the occupational health and 

safety specialist and the Chief Security Officer. The working conditions at ProSiebenSat.1 
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are monitored continuously, and improvements are implemented when necessary. In 

addition, we plan our employees’ workstations, the interior design and escape and emer-

gency routes such that they comply with or exceed legal requirements. There are no 

agreements with trade unions on health and safety topics, as ProSiebenSat.1 is not a 

member of such associations and the employees are not unionized. 

Most employees of ProSiebenSat.1 do not work in a production environment. They are 

therefore exposed to risks related to their occupation only to a minor degree. However, 

we are aware of other potential health risks that could arise from work-related stress, a 

lack of physical activity, or incorrect posture, for example. We therefore offer various 

training courses on self- and time management, which help our employees better orga-

nize their everyday working routine and their work environment. In addition, the Group 

provides guidance on how to sit correctly and sport facilities to encourage physical 

activity.

The illness rate among permanent employees in the core market of Germany in 2015 

was 3.9 % (previous year: 3.3 %). This equates to an average of 8.8 working days per 

permanent employee per year (previous year: 7.4 working days per year on average). In 

2015, there were 40 work-related accidents within the Group. The majority of these were 

accidents while commuting. These involved 20 female and 20 male employees. There 

were no work-related fatalities.   

 

Recruiting, Education and Training

In order to succeed in a dynamic industry environment in the long term, it is particularly 

important to ProSiebenSat.1 Group that its employees continue to develop. We invest 

purposefully in the development, education and training of our employees — regardless 

of their level in the hierarchy. For this purpose, there are training measures that apply 

throughout the Group to help colleagues with and without management responsibility 

to acquire new knowledge and skills.

In 2015, ProSiebenSat.1 further increased its budget in this area: In the past financial year, 

ProSiebenSat.1 Group’s investments in education and training programs rose to 

EUR 3.6 million (previous year: EUR 3.0 million). A portion of the investments went on 

the ProSiebenSat.1 Academy as a central provider of training courses for employees and 

managers. The number of Academy events increased to 750 (previous year: 561); the 

number of participants rose by 16.4 %. In total, 6,945 participants made use of training 

offers (previous year: 5,965). 

The various seminars on professional and personal development are derived from the 

corporate strategy and aligned to the qualification requirements of ProSiebenSat.1 

employees. The range on offer includes events such as “Lunch & Learn” and “Guest 

Speaker,” at which we regularly present analyses of trends and developments in the 

media and entertainment industry. Since the line that divides TV and the Internet is 

becoming increasingly blurred, we need employees that understand both TV and our 

digital business areas. We promote networking among employees just as much as their 

higher-level technical expertise. Therefore, the Academy focuses in particular on digital 
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issues: The Company offers training courses such as “Digital Economy,” “E-Commerce & 

Online Marketing” and “Lean Start-Up for User Experience.” The objective is that emplo-

yees understand digital megatrends and the latest technologies and that they estimate 

the importance for our industry, in order to develop new products and business models. 

In addition, the Group strengthens its employees’ innovative power with various instru-

ments such as Learning Expeditions.

Moreover, there is mandatory e-learning training for every employee with regard to 

“compliance,” “data protection”, and “antitrust law.” In addition, there is special training 

for ProSiebenSat.1 employees with journalistic roles in editorial teams. The training is 

part of the “Factual Academy” initiated in 2015. At the Factual Academy, all ProSiebenSat.1 

employees with editorial roles are trained in “compliance,” “press law”, and “youth 

protection for Factual” in two-hour sessions. This training is mandatory for all editors.

We consider it very important that our managers also continuously enhance their skills. 

ProSiebenSat.1 Group is undergoing the greatest transformation process in its history. 

In this environment, our Group needs managers that can deal with complexity and lead 

employees through change processes. They must be able to think in an entrepreneurial 

manner, encourage employees to innovate, and make decisions quickly. ProSiebenSat.1 

supports them in this with its own manager development program. Every new manager 

takes the modules “New Leader,” “Performance,” “Team,” “Self-Management,” and “Digital 

Leader.” In 2015, a total of 451 managers took part in the development offers (previous 

year: 219).

In addition to employee training, it is important for ProSiebenSat.1 to gain new, highly 

qualified talents as part of the growth strategy. The Group therefore continuously grooms 

qualified junior staff through various apprenticeships that are tailored specifically to the 

Group’s requirements. These include management trainees, trainees, and apprentices. 

This will allow us to counter a skills shortage in our Group. In 2015, ProSiebenSat.1 had a 

total of 24 apprentices, 53 management trainees, 65 trainees, and nine dual-track 

students.

Furthermore, the Company is continuously developing its various recruiting approaches: 

The digital methods include its own career portal as the central platform. In December 

2014, ProSiebenSat.1 also introduced the electronic job recommendation program 

Talentry, which turns employees in the Group into recruiters: They are able to recommend 

appropriate candidates for vacancies and receive a bonus if the recommendation is a 

success. Additionally, ProSiebenSat.1 uses social media channels such as Facebook to 

approach talented individuals. In total, the number of applications in Germany rose to 

37,700 in 2015 (previous year: 34,000). 
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Performance-Based Compensation System 

With performance-based compensation, ProSiebenSat.1 gives its employees an approp-

riate share in the Company’s success. The compensation depends on the function per-

formed and is therefore gender-neutral. Salary differences may arise from individual 

performance differences. Men and women in similar positions at ProSiebenSat.1 Group 

have the same earning opportunities.

At annual assessment interviews, employees and their supervisors define personal targets 

for the financial year. The target system is tied to a bonus plan calculated on the basis of 

individual target attainment and the EBITDA generated by the Company. 89.2 % of our 

employees receive a performance review via our bonus system, equating to 86.6 % of 

female employees and 91.4 % of male employees. 78.8 % of employees aged under 30, 

92.0 % of employees aged between 30 and 50 and 89.9 % of employees over 50 parti-

cipate in the bonus system. 

In order to increase the motivation of employees and their identification with the 

Company, ProSiebenSat.1 also launched a share program for employees in June 2016. 

Employees can acquire shares worth between EUR 120 and EUR 1,000 in a year. Regard-

less of the amount, they are given additional shares worth EUR 360, tax free. After a 

three-year holding period, they also receive one free share for every three of their shares. 

Over 1,800 employees invested in MyShares in 2016, which equates to a ratio of nearly 

50 % of all eligible employees.
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P
PR editor Frank Wolkenhauer has 

already taken parental leave for the 
second time.

Frank Wolkenhauer, Senior Editor Communications/PR Entertainment, is 

responsible for TV formats such as “The Voice of Germany” and has already 

taken parental leave for the second time. 

Parental leave is a great opportunity to experience the intense early days with your 

own baby and to develop a strong bond, says Frank Wolkenhauer, Senior Editor 

Communications/PR Entertainment at ProSiebenSat.1 and father. He has already 

taken parental leave for the second time and determined that the differences 

between work and being a dad are actually not that great: remaining calm, organi-

zational talent, good time management, and the ability to adapt. That was exactly 

what was required when for two months he did the housework and took care of his 

two children full time. 

»I ALWAYS KNEW THAT I WOULD TAKE 
PARENTAL LEAVE.«
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“I always wanted to be a father who has a strong bond with his children. It is important 

to me to spend time with them and to be involved in their day-to-day lives. For me, as 

for many young fathers, raising children is not just a mother’s responsibility. I therefore 

always knew that I would take parental leave. My daughter Emilia was born four years 

ago and Lukas is now a year old. When I work full time, contact with my children is limi-

ted to getting up, getting dressed, having breakfast, and taking them to nursery school. 

With a little luck I get to see them both again briefly before they go to bed. During 

parental leave, things were different. Then, I was a full-time dad with all the trimmings, 

and I really enjoyed it: Going shopping, preparing meals, cooking baby food, putting 

Lukas down for his afternoon nap, picking Emilia up from nursery school, going to the 

playground or swimming pool, reading books — simply spending the day together.

My wife worked on a daily basis. Admittedly, being alone with two small children is 

certainly a challenge and really demanding. A day with children seldom goes according 

to plan. Sometimes it is almost more demanding than a day at the office. One’s full 

attention is required at all times, at least — there’s no time left for a coffee break. But 

every minute is worth it! As Michael Mittermeier so nicely puts it, ‘When they smile...’ 

For me, being there to witness when they babble, crawl, and stand for the first time was 

a great gift. Lukas’ first ‘word’ was ‘Dada,’ by the way.  Was he really referring to me?       

I was very happy in any case.

The team has supported my plans from the outset

My boss supported me in planning my parental leave right from the start. We discussed 

a time period that suited my wife and I, but that was also manageable for the colleagues 

who covered for me. I work at ProSiebenSat.1 TV Deutschland in the Communications/

PR department, where I’m responsible for the PR for formats such as ‘The Voice of 

Germany’ or ‘The Voice Kids.’ My colleagues never gave me the feeling that they 

thought, ‘Now he’s going on parental leave and leaving his work to us.’ We are a great 

team, enjoy working together, and support each other — this is especially clear in such 

situations. And of course I’m also happy to cover for my colleagues at any time, just as 

they did for me.

»I’M CONVINCED THAT NOT ONLY
EMPLOYEES OR FATHERS BENEFIT FROM 

PARENTAL LEAVE, BUT THAT
EMPLOYERS DO TOO.«
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Back when Emilia was born, I was the first father in our department to go on parental 

leave. The two colleagues who became fathers after me also took two months’ parental 

leave. This is supported in our department, and everyone encourages others to take 

this time out for the family.

When I came back to the office after two months, recording for the blind auditions for 

‘The Voice of Germany’ was just starting, so there was no easing back in gently; I was 

straight back in the thick of things — in the projects and in the team. I can’t say that I 

went back completely physically rested and relaxed. Emilia and Lukas simply sleep too 

little for that — which also has its advantages: At seven in the morning you never have 

to stand in line for long at any market stall. But my mind was really clear. After this time 

out, I was mentally refreshed and highly motivated. I really looked forward to work and 

to my projects. I’m therefore convinced that not only employees or fathers benefit from 

parental leave, but that employers do too. In the best case, the boss and colleagues 

receive a happy, well-balanced employee who gets back to work with new ideas and 

great drive.

There’s nothing more worthwhile than spending an intensive, uninterrupted 

period of time with your children

I wholly recommend spending this everyday time together. Since going back to my job 

full time again, I have to limit on our morning get-up-and-get-ready routine. Lukas waves 

goodbye, and in the evening, the children welcome me with a beaming smile — so every 

(working) day ends on a happy note.”

A
After the parental leave, Frank Wolkenhauer got back to work 

mentally refreshed and highly motivated.
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»The daycare center Telezwerge is a 
great help to us.«

 

How do Kristin and Walter Bierlmaier manage to juggle three kids and two 

jobs? Mutual support, flexible working hours, home office days, and a daycare 

center located directly on the ProSiebenSat.1 campus.

It’s one of those hot summer days when the best idea is just to take off after work and 

go swimming. In the early afternoon, the Bierlmaier family meets up for ice cream in the 

ProSiebenSat.1 cafeteria. Walter works as a Senior Product Manager at ProSiebenSat.1 

TV Deutschland, and Kristin is Deputy Head of Live Cooperations and Head of Ticketing 

Sales at Starwatch Entertainment. Kristin picked up the children a short while ago at 

“Telezwerge”, the campus daycare center just a stone’s throw from her office. They are 

now going to have some ice cream with their dad before heading for the swimming 

pool.  

Walter and Kristin met 15 years ago at ProSiebenSat.1 and started a family. “We just 

celebrated 30 years at the company — both of us together! Back then, I had to convince 

Walter that music by Starwatch would make the trailers he was working on even better”, 

Kristin recalls. Today, the Bierlmaiers have three children aged between four and 13, 

and all of them have attended “Telezwerge”. “It was and still is a huge help to us. We 

don’t have to battle our way to another part of town in the morning before work to get 

A
All three kids of Kristin and Walter Bierlmaier 

attended “Telezwerge“.
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the kids to daycare. And we know that our children are receiving excellent care in the 

building right next door, so we can concentrate fully on our work.” If necessary, either 

of them could be at the center in five minutes. 

Flexible working hours and long daycare opening hours are making it possible 

to combine career and children

Walter and Kristin are a good example of how careers and children can be harmoniously 

combined with a little extra support. “As far as our jobs go, we have each other’s backs. 

If one of us is working on a time-intensive project, the other spends more time with the 

kids. The center’s long hours also mean we can be very flexible.” The daycare at 

ProSiebenSat.1 has room for around 70 children. “The kids love going there”, says Kristin. 

They not only get to spend a lot of time playing but also enjoy stimulating activities like 

music and foreign language lessons, or field trips into town. Every year, the children 

spend several days at a farm. “The kids help milk the cows, and feed and pet the animals 

there. It’s a really special trip”, Walter explains.  

»After the children’s birth, my colleagues 
supported me a lot.«

For Kristin, returning to work soon after giving birth was not a problem. “I received a 

lot of support from my colleagues. When I came back after having my third child, I was 

even able to help build the live business at Starwatch, which mainly includes events and 

concerts.” She is now Deputy Head there. Several times a month, Kristin has to travel 

for work and sometimes attends client meetings. “We don’t have family nearby, so it’s 

a huge relief that the kids can stay at the daycare center until Walter is finished with 

work.”  

Thanks to flexible working hours, Kristin can usually organize her day to spend time 

with the children in the afternoon. Every so often, she pulls out the laptop again in the 

evening. For all this flexibility, one thing is a must for the Bierlmaiers: fixed family times. 

“We have breakfast together every day. And if I have time in the afternoons, I squeeze 

in a short visit with Kristin and the kids before they drive back into the city.” Like today, 

when they are having ice cream together. What advice do the Bierlmaiers have for 

would-be parents? “Get to know your future spouse at work”, says Kristin with a wink. 

“That makes combining careers and family so much easier!”

T 
The Bierlmaier children are happy about the exciting offers 

in the daycare center. 


