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Foreword 

»PROSIEBENSAT.1 IS MORE THAN A 
BUSINESS COMPANY.«

Thomas Ebeling
CEO of ProSiebenSat.1 Media SE
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Dear Readers,

By now, we have informed you about our initiatives for responsible 

corporate governance and our social engagement in our Annual 

Report and the Public Value Report. In this report, we will go even 

further and present our sustainability activities to you for the 

first time. We wish to use this format to present you the essential 

information on our sustainability management in a transparent and 

clear way. 

In recent months, we have initiated new projects and enhanced 

reporting. We have also calculated our Group’s carbon footprint for 

the first time. In the “Climate and Environmental Protection” chapter, 

we report in detail on the main emissions categories. Our social 

engagement also continues to play an important role, of course, 

because ProSiebenSat.1 is more than a business company. With our 

TV stations and digital platforms, we reach millions of viewers and 

users every day, including many young people. We see this as a great 

privilege, but also as a special responsibility. We therefore purpose- 

fully use the reach of our media to direct attention to relevant social 

issues and pursue four goals: We want to engage knowledge, create 

opportunities, communicate values, and promote culture.

Our vision for our business is to transform from a traditional TV com-

pany into a broadcasting, digital entertainment, and commerce power-

house. On this way, we do not just want to ensure the economic pro-

ductivity of our Group. The lasting development of ProSiebenSat.1’s 

environmental and social performance is also very important to us. In 

our report, you will find out how we take responsibility.

Kind regards,

Thomas Ebeling

CEO of ProSiebenSat.1 Media SE

G4-1,
DMA (Public Value)
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The “Junge Helden”, or Young Heroes, raise awareness 

for organ donation — supported by a raft of celebrity helpers. 

“The decision makes the difference” is the motto the 

nonprofit uses. 

 page 20

HEROES 
LIKE US

For over ten years, ProSiebenSat.1 has been using the 

proceeds from RED NOSE DAY to support children’s 

aid projects. One of them is Die Arche (The Ark) 

founded by Pastor Bernd Siggelkow.  

page 48

NEVER A DULL 
MOMENT

WE’RE 
DOING OUR 

PART!
ProSiebenSat.1 employees use Social Day 

to volunteer with charities and 

social institutions.
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A nationwide initiative launched at the suggestion of the 

ProSiebenSat.1 Advisory Board, the video contest is geared to 

improving school students’ media literacy.
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Annette Kümmel, Senior Vice President Governmental

Relations & Regulatory Affairs, explains how the Group and its 

staff get involved in helping refugees.  
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»HELPING MUST BE A 
GROUP EFFORT«

»GO OUT AND
	 MAKE SOME
	 MOVIES«

The FIRST STEPS prize promotes the work of ambitious 

young filmmakers such as Ilker Çatak and gets them started 

in their careers.
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Online references

For orientation





 »Where you come from, who you 
love or what you believe in — none 

of that is relevant to our work 
together at ProSiebenSat.1.«

 
Eun-Kyung Park, Managing Director SevenOne AdFactory 

A
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“Our Responsibility” is ProSiebenSat.1 Group’s first separate report encompassing all 

dimensions of sustainability and the major areas of action for the Group. Together with 

the 2015 Annual Report, this publication provides a comprehensive description of our 

performance on the basis of financial and non-financial information. We published a 

public value report most recently in 2014, which mainly related to our social and public 

engagement. 

The content of this report was defined on the basis of a materiality assessment carried 

out for the first time. The report is aligned to the fourth generation (G4) guidelines of 

the Global Reporting Initiative (GRI). In future, we are aiming towards reporting in ac-

cordance to the GRI ‘core’ option. When defining the report content, we kept in mind 

the principles of “stakeholder inclusiveness,” “sustainability context,” “materiality” and 

“completeness.” We took general sustainability information and sector-specific disclo-

sures according to the Sector Supplement for the media sector as a basis and prioritized 

them with regard to their relevance to ProSiebenSat.1’s business model. 

The content priorities thus derived are divided into five areas of action: “Public Value,” 

“Governance and Compliance,” “Digitalization and Innovation,” “Climate and Environ-

mental Protection” and “Employees and Diversity.” The report focuses on the aspects 

that are material in the ProSiebenSat.1 value chain.

The CO2 emissions that comprise our carbon footprint (scope 1, scope 2 and selected 

scope 3 categories) for 2015 were also subjected to an independent audit with limited 

assurance by KPMG AG Wirtschaftsprüfungsgesellschaft on the basis of the ISAE 3000 

and ISAE 3410 standards relevant to such audits.

This report, “Our Responsibility,” encompasses the valid scope of consolidation of 

ProSiebenSat.1 Group as of the end of financial year 2015 and was published on 

September 1, 2016. The reporting period covers financial year 2015 and part of 2016: The 

key figures generally relate to December 31, 2015; the financial data were taken from the 

2015 Annual Report unchanged and refer to the continued operations. The editorial 

deadline for the actions and projects mentioned in the report was July 31, 2016. The 

next sustainability report is expected to be published in the first half of 2017. The report 

was published in both German and English and an online version is also available. In the 

interests of readability, the report uses the generic masculine form, but this should 

always be taken to refer to persons of both genders.

G4–29

G4–32

G4–33

G4–28
G4–30

http://our-responsibility.
prosiebensat1.com

About this Report
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Revenues by segment

Revenues by region from continuing operations

ProSiebenSat.1 Group

ProSiebenSat.1 Group is one of the most successful independent media companies in 

Europe with a strong presence in the TV and digital markets. In 2015, the Group increased 

its revenues by 13.4 % to EUR 3.261 billion (first half of 2016: EUR 1.688 billion), while 

recurring EBITDA rose by 9.2 % to EUR 925.5 million (first half of 2016: EUR 424 million). 

By 2018, ProSiebenSat.1 intends to increase its revenues by EUR 1.85 billion up to around 

EUR 4.2 billion, compared to 2012.

Advertising-financed free TV is the Group’s core business. The station family comprising 

SAT.1, ProSieben, kabel eins, sixx, SAT.1 Gold, and ProSieben MAXX is the number one on 

the German audience and TV advertising market. The Group has tapped into an addi-

tional attractive business area via the distribution of its television channels in HD quality. 

At the same time, the Group successfully networks the wide reach of its TV business in 

the German-speaking region with its digital unit. In addition, ProSiebenSat.1 is already 

Germany’s leading video marketer on the internet. With the video-on-demand (VoD) 

portal maxdome, the Group is one of the most successful providers of digital entertain-

ment. Studio71 is the largest multi-channel network in Germany and counts among the 

top 5 worldwide. In recent years, ProSiebenSat.1 has also built a successful e-commerce 

portfolio, which is one of the key growth drivers. Via its international production and 

distribution network Red Arrow Entertainment Group, the entity is represented by 19 

companies in seven countries.

ProSiebenSat.1 Group is headquartered in Munich/Unterföhring and employs 5,849 

employees in average as of June 30, 2016. The ProSiebenSat.1 Media SE share is listed at 

the Frankfurt and Luxembourg stock exchanges; in March 2016, the share was the first 

media stock to be included to the leading equity index, DAX.

Broadcasting

German-speaking 66.0 (71.7)

Germany 83.9 (86.1)

Content Production & 

Global Sales 8.0 (7.0)

UK 0.9 (1.3)

USA 6.5 (3.9)

Digital & 

Adjacent 26.0 (21.2)

Other 1.0 (1.0)

Austria/Switzerland 7.8 (7.8)

in percent, 2014 figures in parentheses

in percent, 2014 figures in parentheses

G4–3

G4–4
G4–6
G4–8

G4–5  
G4–7
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Key figures

EUR m

Revenues

Revenue margin before income taxes (in %)

Total costs

Operating costs1

Consumption of programming assets

Recurring EBITDA2

Recurring EBITDA margin (in %)

EBITDA

Non-recurring items3

EBIT

Financial result

Profit before income taxes

Consolidated net profit (after non-controlling interests)4

Profit from discontinued operations (net of income taxes)

Underlying net income5

Basic earnings per share (underlying)

Investments in programming assets

Free cash flow

Cash flow from investing activities

EUR m

Programming assets

Equity

Equity ratio (in %)

Cash and cash equivalents

Financial liabilities

Leverage8

Net financial debt

Employees9

1	 Total costs excluding D&A and non-recurring expenses.

2	EBITDA before non-recurring (exceptional) items.

3	Non-recurring expenses netted against non-recurring income.

4	Consolidated net profit attributable to shareholders of ProSiebenSat.1 Media SE including 	

	 discontinued operations.

5	Consolidated profit for the period attributable to shareholders before the effects of purchase 	

	 price allocations and other special items.

6	Adjustment of underlying net income for financial year 2015 due to the retroactive 

		 adjustment of changes in the fair value of put options and earn-out liabilities in the 

		 second quarter of 2016. For further information, please refer to the half-yearly financial 

		 report 2016, page 5.

2015

3,260.7

18.5

2,555.4

2,354.5

895.5

925.5

28.4

881.1

-44.4

729.9

 -126.4

603.6

390.9

0.3 

464.26

2.19

943.9

-1.2

-1,521.7

31.12.2015

1,252.4

943.07

17.87

734.4

2,674.8

2.1

1,940.4

4,880

2014

2,875.6

19.5

2,209.0

2,046.9

867.8

847.3

29.5

818.4

-28.9

694.5

-134.4

560.1

346.3

-27.1

418.9

1.96

889.7

276.5

-1,148.4

31.12.2014

1,211.9

753.9

19.3

470.6

1,973.1

1.8

1,502.5

4,210

7	The comparative figures as of December 31, 2015 are restated due to the retrospective 

		 adjustment of the first-time consolidation of Studio71 LP.  For further information, please refer 	

	 to the Notes of the half-yearly financial report 2016, note 2 “Scope of consolidation,“ page 41. 

8	Ratio of net financial debt to recurring EBITDA in the last twelve months, adjusted for the LTM 	

	 recurring EBITDA contribution of the Eastern European operations.

9	Full-time equivalent positions as of reporting date from continuing operations.

G4–9
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1	 Adjustment of underlying net income for financial year 2015 due to the retroactive adjustment of changes in the fair value of put options and earn-out 	

	 liabilities in the second quarter of 2016. For further information, please refer to the half-yearly financial report 2016, page 5.
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Corporate Strategy and Sustainability 

The main target of ProSiebenSat.1 Group is to grow profitably and sustainably. In doing 

so, we involve the interests of our stakeholders and pay attention to our employees and 

their concerns. We are convinced that commercial success can be measured not just by 

financial results, but also by how we fulfill our social responsibility. By 2018, ProSiebenSat.1 

intends to increase its revenues by EUR 1.85 billion to around EUR 4.2 billion compared 

to 2012 and recurring EBITDA by EUR 350 million to around EUR 1.1 billion. With revenue 

growth of 13.4 % to EUR 3.261 billion, 2015 was another record year for the Group.

G4–EC1 Directly generated and distributed economic value

EUR m

Revenues

Gross revenue profit

Personnel expenses

	 Wages and salaries

  	 Social security contributions and expenses for pensions and other employee benefits

Other operating expenses

Other operating income

Income taxes

Consolidated net profit (after non-controlling interests)

Underlying net income

Dividend payments

Cash flow from investing activities (continuing operations)

2015

3,260.7

1,496.8

 

-477.3

-422.9

-54.5

-7.6

24.7

-207.7

390.9

 464.21

386.2

-1,521.7

2014

2,875.6

1,315.3

-391.7

-348.4

-43.3

-4.8

27.9

-178.6

346.3

418.9

341.9

-1,148.4

 

We rely on a diverse portfolio with diversified sources of revenue. Our business is based 

on three strategic pillars, that also constitute the reporting segments:

Segments of ProSiebenSat.1 Group

ProSiebenSat.1 Group, 
page 11.

Broadcasting
German-speaking

Digital &
Adjacent

Content Production &
Global Sales

Annual Report 2015, 
page 89.

Sustainability at ProSiebenSat.1

Our segments encompass the entire value chain from development and production of 

content, through aggregation and marketing, to distribution via TV and digital channels. 

In the Broadcasting German-speaking segment, we report on successful station brands 

such as SAT.1 and ProSieben and their distribution in HD quality. The extensive digital 

activities are brought together in the Digital & Adjacent segment. With our digital 

entertainment offerings, we cover all relevant value-adding streams via the selling of 

advertising space, pay-per-view videos and subscription models. At the same time, 

ProSiebenSat.1 increases the overall reach of its TV and digital platforms via external 

distribution partnerships. However, the megatrend of digitalization is not just changing 

media use. Consumer behavior is also in flux, and online retail is growing dynamically. 
Digitalization and 
Innovation, page 98.
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The internet has established itself as a sales channel and generates synergies with TV 

advertising at the same time. This is why we are systematically expanding our portfolio 

with e-commerce portals that extend our value chain and are suitable for marketing via 

video advertising on TV. Red Arrow Entertainment Group complements the value cre-

ation in the core business of TV: Red Arrow develops, produces and distributes TV for-

mats for the stations of ProSiebenSat.1 Group and for third-party companies and is 

consolidated in the Content Production & Global Sales segment. As of July 1, 2016, the 

segment structure of ProSiebenSat.1 Group was adapted to the dynamic growth of the 

digital business and the new Executive Board departments. The previous Digital & 

Adjacent segment was split into two individual segments Digital Ventures & Commerce 

and Digital Entertainment. The Broadcasting German-speaking and Content Production 

& Global Sales segments persist.

Attractive programming is one of the most important requirements for ProSiebenSat.1’s 

long-term success with TV viewers, users of digital services and advertising customers. 

In order to secure a long-term supply of programming for the Group, the Group main-

tains close dialog with domestic and international film studios, as well as film and TV 

producers. ProSiebenSat.1 Group has long-term agreements with nearly all major Holly

wood studios as well as numerous film companies. When purchasing products and 

services, we attach importance to obtaining market conditions, meeting quality require-

ments and delivery times, minimizing risks, and adhering to ethical and ecological 

standards. 

The good supplier relationships with the film industry, the high reach and the many 

years of experience in video marketing are the basis for ProSiebenSat.1 Group’s success 

in the TV business. We want to achieve our goals and make our vision of becoming a 

broadcasting, digital entertainment and commerce powerhouse a reality by expanding 

our strategic growth areas in the digital and production business.

We are convinced that companies that identify sustainability-related risks and opportu-

nities at an early stage can perform better on competitive markets. We see sustainabil-

ity as an approach for ensuring the holistic and lasting development of our Group’s 

economic, environmental and social performance.

G4–12

G4–18

Dimensions of sustainability

Sustainability

Economy

Environment Society
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In the “Public Value” action area, ProSiebenSat.1 has been active in various projects in 

its role as a media corporation for years. With regard to environmental performance 

indicators, we have made great efforts in recent months and systematically broadened 

our reporting:

> Back in 2011, the Group placed its public value activities in a larger social context and 

established an Advisory Board. The interdisciplinary body chaired by Bavaria’s former 

Prime Minister Dr. Edmund Stoiber advises ProSiebenSat.1 Group on socio-political 

issues and gives suggestions regarding the Group’s media offerings. In 2015, the 

Advisory Board met three times. Members of the Executive Board and other deci-

sion-makers in the Group participated in these events. In 2015, the Advisory Board 

again devoted itself to the priority issue of “digital education” with a view towards 

ProSiebenSat.1 Group’s young target group. ProSiebenSat.1 Group reaches around 42 

million households every day with its TV stations and more than 30 million users per 

G4–34
DMA (Public Value)

Materiality Assessment 

This report is aligned to the fourth generation (G4) guidelines of the Global Reporting 

Initiative (GRI) and thus also observes the principle of materiality. We consider aspects 

to be material if they are important to both our Group and our stakeholders. During the 

establishment and expansion of the sustainability management at ProSiebenSat.1, we 

carried out our first materiality assessment in late 2015 and early 2016.

Through internal workshops, surveying people in positions of responsibility in various 

specialist departments, analyzing the results of research by our own research depart-

ment, dialog with individual interest groups and observing the regulatory framework 

of our existing reporting system, we comprehensively identified potential issues and 

stakeholders and narrowed down the universe of topics. As a next step, we arranged 

the issues along our individual value chain and defined priority criteria. The aspects 

thus derived are synthesized into five areas of action, as shown by the table below:

G4–18

G4–19

G4–18
G4–25

ProSiebenSat.1 areas of action

Public Value Governance and 

Compliance

Digitalization and 

Innovation

Climate and 

Environmental 

Protection

Employees and 

Diversity

Public Value (SchoolsON), 
page 28.

In the short to medium term, we want to enhance our sustainability management and 

the reporting processes in the Group and increase the transparency regarding sustain-

ability aspects. We have therefore defined concrete measures that we will implement 

in 2016 and 2017. For instance, we see the improvement in the quality of our carbon 

footprint on all levels of the organization as an ongoing process to ensure comprehen-

sive and open communication and fulfill the requirements of our stakeholders.
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month via its web offerings. The distributed content helps to shape the opinions of 

viewers and users. We are aware of this responsibility and we use the wide reach of 

our media to shine a spotlight on important ecological, social and political issues. We 

pursue four goals: We want to build knowledge, create opportunities, communicate 

values and engage culture.

> 	 In the “Climate and Environmental Protection” action area, we calculated ProSiebenSat.1 

Group’s carbon footprint for the first time for financial year 2015 and subjected our 

emissions to an external review. In the first half of 2016, relevant CO2 emissions cat–

egories were first assessed on a qualitative basis. A target concept for a carbon foot-

print was then developed, specially aligned to the ProSiebenSat.1 model of value 

creation. In the subsequent target/actual comparison, we coordinated the existing 

reporting of environmental and climate information with the defined requirements 

and developed efficient methods to ascertain missing data. As a result of the subse-

quent implementation, we have disclosed the CO2 emissions of our carbon footprint 
(Scope 1 and 2 and selected Scope 3 categories) in this report.

Stakeholder Engagement

Communication with our internal and external stakeholders is very important to us, both 

in daily business and on an ad hoc basis – e.g. in advance of the sustainability reporting. 

We took account of the concerns voiced by the stakeholders when defining our action 

areas and selecting the aspects to report. Outside of institutional dialog management 

such as that performed by Investor Relations, Corporate Communications or the 

Governmental Relations & Regulatory Affairs department, we are developing new chan-

nels of communication and expanding existing forms of dialog for the maintenance of 

our stakeholder relationships in the field of sustainability.

Below, we describe selected stakeholder dialogs of ProSiebenSat.1 Group:

> 	Customers: Dialog with our customers, such as advertisers and media agencies, but 

also end customers in our online trading business, helps us better identify their 

requirements in order to adjust advertising products and commerce offerings appro-

priately. Market analyses, surveys and face-to-face discussions provide us, for example, 

with information on which programming environments and TV formats are of interest 

to advertising customers.

> 	Audiences and users: Alongside the advertising industry, the most important 

stakeholders are the consumers of our offerings, i.e. TV audiences and users of our 

digital entertainment platforms. Direct interaction with them is very important to 

ProSiebenSat.1. Our Group runs 109 Facebook pages and 28 Twitter accounts relating 

to its TV brands. In addition, viewers can e-mail their questions about program content, 

suggestions or criticism to the central audience relations department. In 2015, this 

department processed around 107,000 queries.

>	 Employees: The success of our company is based on the competence and motivation 

of our employees. Communication with them therefore plays a particularly important 

role. There are regular work meetings as well as employee surveys on topics such 

as “engagement” and “commuting”. Moreover, we use the intranet to share the latest 

information, where we also provide a feedback channel.

G4–18
G4–26

G4–24
G4–27

M6

Climate and Environmental 
Protection, page 104.
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> 	Analysts and investors: In numerous road shows and conferences, we outline busi-

ness performance and the company outlook, take questions from the capital market 

on ESG issues and accept suggestions and recommendations. In particular, we have 

observed increased demands for the communication of governance issues and infor-

mation on the company’s ecological performance. The activities are independently 

evaluated in various sustainability rankings (for example CDP Climate Change).

>	 Media representatives: ProSiebenSat.1 informs media representatives comprehen-

sively, promptly and openly via various channels. These include press releases, press 

conferences, interviews and background discussions for journalists. We provide 

detailed information in German and English about our company, business activities 

and relevant sustainability issues on our Group website.

> 	Politicians, government and associations: As a DAX corporation and one of the 

biggest media companies in Germany, ProSiebenSat.1 is subjected to particular pub-

lic attention. In the national and international dialog with representatives of govern-

ments, specialized agencies and parliaments, we contribute to the political discussion 

directly or via memberships in various associations and organizations.

G4–16 Selected ProSiebenSat.1 memberships

Working Group of Television Research (Arbeitsgemeinschaft Fernsehforschung AGF)

Working Group for Online Media Research (Arbeitsgemeinschaft Online Forschung AGOF)

Federal Association of Digital Economy (Bundesverband Digitale Wirtschaft BVDW)

German TV Platform (Deutsche TV-Plattform) 

Digital Video Broadcasting (DVB)  

European Group of Television Advertising (egta)

German Federal Film Board (Filmförderungsanstalt FFA)

Bavarian Film and Television Fund (FilmFernsehFonds FFF Bayern)

Voluntary Self-Regulation of Television (Freiwillige Selbstkontrolle Fernsehen FSF)

German Association for Voluntary Self-Regulation of Digital Media Service Providers 

(Freiwillige Selbstkontrolle Multimedia-Dienstanbieter FSM) 

Initiative for a Competitive Online Marketplace (ICOMP)

Society for the Exploitation of Copyright and Intellectual Property Rights of Media Companies

(Gesellschaft zur Verwertung der Urheber- und Leistungsschutzrechte von Medienunternehmen vg media) 

Association of Commercial Broadcasters and Audiovisual Services in Germany 

(Verband Privater Rundfunk und Telemedien VPRT)


