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GROUP ENVIRONMENT

ECONOMIC DEVELOPMENT

In 2019, the German economy grew by 0.6% in real terms compared
to the previous year (previous year: +1.5%). After a strong start of the
year, which was driven for example by extraordinary effects such as
the favorable development of the construction industry, the upward
momentum in the industrial sector in particular was curbed primarily
by considerable external strains such as the imminence of Brexit and
the trade conflict between the USA and China. In the second quarter,
gross domestic product declined by 0.2% in real terms compared to
the previous quarter; in the third quarter, it rose slightly by 0.2%.
There was no quarter-on-quarter growth recorded in the final quarter.

DEVELOPMENT OF GROSS DOMESTIC PRODUCT IN
GERMANY in %, change vs. previous quarter

_ The same video content can be used on different screens. At the
same time, the prevalence of mobile devices such as smartphones
and tablets alongside traditional, linear viewing via the TV set is
giving rise to new forms of usage such as catch-up television via
apps on mobile devices. Television is also becoming ever more
diverse thanks to powerful consumer electronics and innovations
inside TV sets themselves. Examples include digital television in
high definition (HD/UHD) and video-on-demand (VoD) on large TV
screens. This development is being driven by broadband Inter-
net access with fast data speeds and the high number of satellite
households in Germany.

_ Despite the diversity of additional offerings, television, radio, and
smartphones remain by far the most-used media devices with
usage rates of around 90%.

0.5 _ 91% of Germans aged between 14 and 69 watch linear television
I at least occasionally (previous year: 93%, 2014: 95%). Alongside
reach, usage time also plays a crucial role in comparison to other
media. Television is the most relevant here, too, with daily usage

0.2 0.2 of 202 minutes (adults aged 14-69) according to AGF.

I I TV HOUSEHOLDS IN GERMANY BY DELIVERY

0.2 TECHNOLOGY Number of TV households
0.0 I 2019 20182
Potential in millions (analog + digital) 38.77 38.80
Terrestrial 1.01 1.30
Cable 15.39 15.77
Satellite 17.68 17.14
Q4 Q3 Q2 Q1 Q4

2019 2019 2019 2019 2018 IPTV 4.69 4.59

Adjusted for price, seasonal and calendar effects.
Source: Destatis, Press Release from February 14, 2020.

In 2019, the growth was primarily supported by the domestic econ-
omy. Private consumer spending, supported by a robust labor mar-
ket and substantial wage rises, increased by 1.6% in real terms (pre-
vious year: +1.3%). The purchasing behavior was also visible in the
development of retail, which accounts for around one third of private
consumer spending. The German Federal Statistical Office estimates
that the real revenue growth here was between 2.9% and 3.0%. The
online and mail order business developed particularly dynamically
again (January to November: +7.4% in real terms). The German econ-
omy was also supported by construction investments (+3.8%) and
government spending (+2.5%). = Future Business and Industry Environment

DEVELOPMENT OF MEDIA CONSUMPTION
AND ADVERTISING IMPACT

In the last few years, digitalization has extended the range of media
usage and changed usage habits. The once strong ties between con-
tent and end devices are increasingly coming undone and the bounds
between different media are merging. This also applies to television
and video usage in general, with the following emerging trends:
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' Information as of December 1, 2019.

2 Information as of December 1, 2018.

Source: AGF in cooperation with GfK / market standard TV /
VideoScope 1.3 / households.

i Daily TV usage time in Germany is measured and reported on behalf of
AGF. In order to provide the market with general data about the usage
of video content, the corresponding instruments are continously devel-
oped to also record the detailed use of video content on PCs, laptops,
tablets and smartphones. The project is designed to model these video
offerings regardless of whether they come from a television station or
a purely online provider. This therefore includes the use of media librar-
ies, offerings from Internet TV stations, and video content on tradi-
tional websites. Since 2019, ProSiebenSat.1 Group has also reported
total video viewtime, i.e. the total usage volume of minutes viewed on
the linear channels and digital entertainment platforms. = Development
of ProSiebenSat.1 Group's relevant business and market environments
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PARALLEL USAGE TV/INTERNET in %
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Basis: 14-49 years old, TV/Internet used at least occasionally.
Source: SevenOne Media / forsa.

The findings of the representative studies of the “Media Activity Guide
2019" and “ViewTime Report 2019" provide a detailed insight into
media usage behavior in Germany:

_ After years of growth, the usage time of media in general has
stopped going up: For the time being, it seems that a ceiling has
been reached at 11 hours and 27 minutes a day. Germans spend an
average of 687 minutes (previous year: 713 minutes) a day on media
usage and communication. People aged between 14 and 69 spend
236 minutes or 42% of the pure media use on TV (previous year:
248 minutes or 42%); this relates to linear and alternative trans-
mission channels. Radio and content-driven Internet usage get 18%
each, or 100 minutes (previous year: 109 minutes) and 101 minutes
(previous year: 97 minutes) respectively. Content-driven Internet
usage includes, for example, social media use, the consumption of
online videos, and online banking. The time spent reading news-
papers and magazines amounts to 22 minutes every day (previ-
ous year: 23 minutes).

_ The way in which people consume video content is changing. The
use of online videos continues to increase, albeit at a slower rate
than in previous years. Nevertheless, there is a shift from linear
toward non-linear video usage. Younger people (adults aged 14-29)
in particular make intensive use of alternative TV distribution chan-
nels: Digital recordings or livestreams from station websites and
apps account for 22% (25 minutes a day).

This is connected to the fact that TV sets increasingly provide
access to online content. 58% of media users now own smart TVs,
of which 77% are actually connected to the Internet. One in five
consumers uses streaming sticks, which bring even conventional
TV sets without Internet functionality online.

_ The parallel usage of different screen media, known as second
screens, is falling slightly, but remains high at a rate of 76% (adults
aged 14-49) in 2019 after 79% in the previous year. 92% of sec-
ond-screen users use their smartphone while watching television,
while nearly half use a laptop (45%) or tablet (41%).
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_ 16% of Germans use pay VoD services on a daily basis. More than
half of pay VoD useis viaa TV set,13% on a smartphone. Free online
videos via streaming services, on video sites or TV stations’ video
libraries have also gained popularity in recent years. Per day, peo-
ple aged between 14 and 69 watch free online videos for an aver-
age of 26 minutes. The most popular platform for this is YouTube
LLC ("YouTube"): At 12 minutes (47%), the video site accounts for
nearly half of the daily viewtime. Six minutes (23%) of usage time
is spent on video libraries, which are particularly popular among
younger people as a supplement to linear television. They are used
by three quarters of adults aged 14 to 29 (adults aged 14 - 69: 59%).
Among people aged 14 to 69, over one third of video library usage
is by TV set (37%), one quarter by smartphone (24%).

_ Germans also use social networks for 17 minutes a day (adults aged
14-69) - including professional offerings and online dating sites.

i The “Media Activity Guide'" examines the Germans' usage of media on
an annual basis. The study is conducted by forsa on behalf of the adver-
tising sales company SevenOne Media. Germans' media usage behavior
was surveyed in telephone interviews from March 6, 2019, to April 2,
2019; the data analyzed relate to the first quarter of 2019. In addition to
the annual Media Activity Guide and likewise in cooperation with forsa,
we examine all forms of video and social media usage on a quarterly
basis in the “ViewTime Report". = www.sevenonemedia.de/service/research

The studies show that digitalization is increasingly opening doors to
media use, and video usage is increasingly shifting from traditional to
digital channels. Television remains the most important mass medium,
both in terms of reach and usage time. TV is also the number one
medium in terms of advertising impact:

_ Linear television is now independent of the TV set. The same con-
tent is consumed via various channels on different devices; smart-
phones and tablets are used in addition to the TV set. At the same
time, new cross-media advertising spaces are emerging, which
coupled with the impulses of parallel usage is resulting in higher
viewer retention. This is increasing TV's relevance in marketing:
For example, 43% of 14- to 49-year-old parallel TV and Internet
users have bought a product online while doing so.

_ TVisthe mostimportant and effective advertising medium thanks
to its high reach. In addition, video advertising on TV inspires a
greater emotional attachment to a brand than any other medium.
This results in brand loyalty among consumers and pays off for
advertisers in the short and long term. This is shown in the “ROI
Analyzer".

i The ROI Analyzer was developed and launched by SevenOne Media.
Since the start of 2015, it has been continued and enhanced under
the aegis of the TV and video initiative Screenforce. It calculates the
short- and long-term sales impact of TV advertising and quantifies the
short- and long-term ROI (Return on Investment). In an elaborate and
comprehensive modeling approach, data from the GfK Consumer Panel
are merged with TV usage data from AGF. The ROI Analyzer has found
that TV advertising works very efficiently for advertising campaigns for
FMCGs and increases the sale of the advertised brands not only in the
short term but also over longer periods. Currently, the average short-
term ROI after one year for the 70 analyzed campaigns is EUR 1.13 and
will be even EUR 2.57 after five years. The ROI is therefore around
the level of the two previously done ROI surveys. Nearly half of the
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campaigns currently analyzed achieve an ROI of at least EUR 2.30 of
more than EUR 3.

DEVELOPMENT OF PROSIEBENSAT.1
GROUP'S RELEVANT BUSINESS AND
MARKET ENVIRONMENTS

Entertainment

According to PricewaterhouseCoopers GmbH (“PwC"), the volume
of the entertainment market in Germany totaled around EUR 37 bil-
lion in 2019 (previous year: EUR 36 billion); of which EUR 29 billion
was attributable to the traditional and EUR 8 billion to the digital
entertainment market (previous year: EUR 29 billion and EUR 7 bil-
lion, respectively), with the digital share growing by 13% year-on-
year. ProSiebenSat.1 Group achieved a market share of less than 1%.

ProSiebenSat.1 Group has updated its strategy in order to translate
the market's high potential into growth and generate additional rev-
enues: The aim is to expand the range of local content in order to
set itself apart from global Internet platforms. At the same time, the
Group is boosting its digital reach by integrating its video offerings
across different media types. = Development of Media Consumption and
Advertising Impact

In connection with this, ProSiebenSat.1 Group is increasingly combin-
ing its linear and digital offerings and thus increasing its total reach.
Since May 2019, AGF has published a daily, convergent total reach
metric. Together with AGF, the Group is driving the integration of the
YouTube platform into the analysis systems. These new indicators
account for altered media usage: The lines between different media
are increasingly blurring and the same content is more often being
consumed via various channels on different devices. The resulting
overlaps between the various forms of use can be presented with the
reach metric “total reach.” As a next step, this reach is to be made
addressable so that advertising can be tailored to the respective view-
ersinanoptimum manner (“smart reach”). In order to reach advertis-
ing customers easily and via standardized technology, ProSiebenSat.1
Group founded the joint venture d-force GmbH (“d-force”) together
with Mediengruppe RTL Deutschland GmbH (“Mediengruppe RTL
Deutschland”). As a cross-marketer platform for booking Address-
able TV and online video inventory as well as through technical stan-
dardization, d-force is intended to create additional growth oppor-
tunities in this area. The joint venture commenced operations and
launched its first campaigns in December 2019.

ProSiebenSat.1 Group's biggest revenue market is Germany, where
the Group holds a leading position in the TV market and has a station
profile of seven free TV brands that address different viewer groups.
Since 2010, the Group has launched four new special interest stations
in Germany, namely sixx, SAT.1 Gold, ProSieben MAXX and Kabel Eins
Doku. In addition, ProSiebenSat.1 Group offers various advertising-
financed free TV stations in Austria and Switzerland that comple-
ment each other.

In Germany, the Group increased its stations’ combined audience
share for the second time in arow in 2019, posting growth of 0.4 per-
centage points compared to the previous year. Over the year as a
whole, the Group achieved a market share of 28.2% among 14- to
49-year-old viewers and thus the best annual market share since 2015.
The station ProSieben particularly excited audiences in 2019 with new
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local entertainment formats such as “The Masked Singer” and “Joko
und Klaas gegen ProSieben."” For example, the final of “The Masked
Singer"” generated a market share of 38.1% among 14- to 49-year-old
viewers. In addition, ProSieben MAXX celebrated the most success-
ful year since the station was launched with a market share of 1.7%,
thanks in part to sports broadcasts featuring American football, rugby
and soccer. Kabel Eins increased its market share by 0.2 percentage
points to 5.2% in 2019, including new, local, live factual productions,
and is thus one of the five most successful German private stations.
The market share of the ProSiebenSat.1 stations amounted to 27.9%
in the fourth quarter (previous year: 28.8%). The stations marketed
by IP Deutschland (RTL, VOX, n-tv, Super RTL, NITRO, RTLplus and
VOXup as of December 1, 2019) had a market share of 25.7% in the
year as a whole (previous year: 24.3%) and 25.2% in the fourth quar-
ter (previous year: 24.7%).

The Austrian broadcasting group ProSiebenSat.1 PULS 4 GmbH
("ProSiebenSat.1 PULS 4") achieved a combined market share of
28.4% among viewers aged between 12 and 49 years in 2019 (previous
year: 28.6%) and is thus the leading private TV provider by far. In par-
ticular, the Austrian stations ATV, ATV2 and PULS 4 set a new record
with a combined market share of 11.1% among viewers aged between
12 and 49 years. September 2019 also saw the launch of PULS 24,
the Group's fourth Austria-only TV station, and an app of the same
name. The offerings focus on news, business, live events and Austrian
content. ProSiebenSat.1 Group thus continues to extend its expertise
regarding informative content. In Switzerland, the ProSiebenSat.1sta-
tion's audience share among 15- to 49-year-olds in the full-year was
on a par with the previous year at 17.7%.
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AUDIENCE SHARES OF PROSIEBENSAT.1 STATIONS
IN SWITZERLAND in %

Target group 14-49 years Q4 2019 Q42018 2019 2018
ProSiebenSat.1 Group 27.9 28.8 28.2 27.8
SATA 7.9 8.0 7.8 8.1
ProSieben 9.3 10.0 9.6 9.5
Kabel Eins 5.0 5.2 5.2 5.0
SixX 1.5 1.3 1.4 1.4
SAT.1Gold 1.6 1.5 1.6 1.6
ProSieben MAXX 1.7 1.8 1.7 1.6
Kabel Eins Doku 0.9 0.9 0.9 0.7
Relevant target groups' Q4 2019 Q42018 2019 2018
SATA 7.6 7.8 7.6 8.0
ProSieben 11.8 13.4 12.6 12.5
Kabel Eins 5.0 5.2 5.2 5.0
SixXx 2.1 1.7 1.8 1.9
SAT.1 Gold 3.0 2.7 3.0 2.8
ProSieben MAXX 3.3 3.1 2.8 2.7
Kabel Eins Doku 1.0 0.7 0.9 0.6

1 Relevant target groups: SAT.1: adults aged 14-59 / ProSieben: adults aged 14-39 /
Kabel Eins: adults aged 14-49 / sixx: women aged 14-39 / SAT.1 GOLD: women aged
40-64 / ProSieben MAXX: men aged14-39 / Kabel Eins Doku: men aged 40-64. /
Figures are based on 24 hours (Mon-Sun). SAT.1, ProSieben, Kabel Eins, sixx, SAT.1
GOLD, ProSieben MAXX, Kabel Eins Doku; source: AGF Videoforschung in cooperation
with GfK / market standard TV / VideoScope 1.3 / January 1, 2018 -December 31, 2019.

AUDIENCE SHARES OF PROSIEBENSAT.1 STATIONS
IN AUSTRIA in %

Target group 12-49 years Q4 2019 Q42018 2019 2018
ProSiebenSat.1 PULS 4 29.0 29.5 28.4 28.6
SAT.1 Osterreich 3.9 5.0 3.8 4.6
ProSieben Austria 6.6 7.7 6.6 7.5
Kabel Eins Austria 2.9 2.9 2.8 2.8
PULS 4 4.9 4.7 4.9 4.5
sixx Austria 1.3 1.1 1.2 1.2
SAT.1Gold Osterreich 1.0 0.7 0.9 0.8
ProSieben MAXX Austria 1.2 1.0 1.1 1.0
Kabel Eins Doku Austria 0.9 0.8 0.9 0.7
ATV 4.9 4.7 4.8 4.3
ATV2 1.5 1.1 1.4 1.1

Austria: A 12-49; SAT.1 Osterreich, ProSieben Austria, Kabel Eins Austria, PULS 4,

sixx Austria, ProSieben MAXX Austria, SAT.1 Gold Osterreich, Kabel Eins Doku Osterreich,
ATV + ATV 2 (since April 7, 2017, at ProSiebenSat.1 PULS 4, before that an independent
group; source: AGTT / GfK TELETEST / Evogenius Reporting / January 1, 2018 -Decem-
ber 31,2019 / weighted for number of people / including VOSDAL / timeshift / standard.
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Target group 15-49 years Q4 2019 Q42018 2019 2018
ProSiebenSat.1 Group 17.2 19.2 17.7 17.7
SAT.1 Schweiz 5.3 5.8 5.2 5.1
ProSieben Schweiz 5.3 6.7 5.8 6.2
Kabel eins Schweiz 2.1 2.7 2.5 2.5
sixx Schweiz 1.3 1.1 1.2 1.1
SAT.1Gold Schweiz 1.2 0.9 0.9 1.0
ProSieben MAXX Schweiz 1.2 1.0 dodl 0.8
Puls 8 0.9 1.1 1.0 1.0

Figures are based on 24 hours (Mon-Sun), all platforms, overnight +7. SAT.1 Schweiz,
ProSieben Schweiz, Kabel Eins Schweiz, sixx Schweiz, SAT.1 Gold Schweiz, ProSieben
MAXX Schweiz, Puls 8 (since October 8, 2015) / advertising-relevant target group: 15- to
49-year-olds / market shares relate to German-speaking Switzerland / D — CH / total
signal; source: Mediapulse TV Data.

In addition to this increasingly specific, targeted approach to view-
ers, ongoing digitalization is providing ProSiebenSat.1 Group with new
revenue models for the TV business. The distribution of programs
in high definition (HD) is one example for this. Here, the Group par-
ticipates in the technical service fees that end customers pay to the
respective providers for programs in HD quality.

In Germany, ProSiebenSat.1 Group HD stations had 10.0 million users
in 2019, 6% more than in the previous year. In 2019, the Group also
expanded its technical reach and made new distribution agreements,
including with HD PLUS, Zattoo, Telecolumbus/Primacom and Deut-
sche Telekom. In addition, more shows were broadcast in the new ultra
high definition (UHD) standard. The Group also offers its programs in
HD quality in Austria and Switzerland.

Partnerships emphasize the Group's strategic objective of offering
programs via as many distribution channels as possible and expand-
ing reach across different media types. In line with this entertain-
ment strategy, ProSiebenSat.1 Group founded the streaming plat-
form Joyn as a joint venture with Discovery and launched it in June
2019. The streaming service offers viewers livestreams of over 60
channels and an extensive on-demand offer of local series produced
in-house, shows, and exclusive previews. The paid Joyn PLUS+ ser-
vice with exclusive content, originals, pay TV stations, and HD content
was added in November 2019. At the end of 2019, seven months after
it launched, Joyn had already more than 7 million users across all
devices; according to measurements by AGOF (Arbeitsgemeinschaft
Onlineforschung e.V.), the free streaming service reached 3.46 mil-
lion unique users in Germany in December 2019. = Organization and
Group Structure

A further essential component of ProSiebenSat.1 Group's portfolio is
Studio71. It pools the broadcasting group's digital content offerings
and distributes them via digital platforms. In addition, the digital stu-
dio cooperates with some of the social influencers with the highest
reach in Germany. In 2019, Studio71 achieved over 9.9 billion video
views a month (previous year: 9.2 billion video views).

In 2019, ProSiebenSat.1 Group counted total video viewtime of
1,075,839 million minutes (previous year: 1,092,515 million minutes).
This figure represents the total number of minutes viewed across
ProSiebenSat.1 Group's linear and digital platforms. Digital viewtime
grew by 30.3% compared to the previous year. With this development,
the Group did not fully compensate the decline in linear reach. In the
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fourth quarter, total video viewtime amounted to 282,795 million
minutes (previous year: 291,318 million minutes).

Production Market

The proportion of local programming on the Group's own stations has
become a particular strategic focus. ProSiebenSat.1 Group's objec-
tive is to set itself apart from competitors with locally produced for-
mats and further hone the stations’ brand profiles with original pro-
ductions. For example, the German production subsidiary Redseven
produced 17.6% of the local prime-time content for the stations SAT.1,
ProSieben and Kabel Eins in 2019. This is an increase of 4.3 percentage
points compared to the previous year. Similarly, Studio71 developed
and produced more new formats for the German market, such as the
web series “Krass Klassenfahrt” for the streaming platform Joyn.

Advertising

According to Nielsen Media Research, gross TV advertising invest-
ment in Germany rose by 0.8% to EUR 16.31 billion in 2019 (previous
year: EUR 16.18 billion). In the fourth quarter of 2019, there was a 0.6%
increase to EUR 5.50 billion (previous year: EUR 5.46 billion). TV has
the greatest relevance in comparison to other media. In 2019 as a
whole, 49.0% of gross advertising investment went on TV advertis-
ing (previous year: 49.3%). This figure was 51.9% in the fourth quar-
ter of 2019 (previous year: 52.6%).

MEDIA MIX GERMAN GROSS ADVERTISING MARKET

in %, 2018 figures in parentheses

a_TVv a
49.0 (49.3) /

c _ Others
13.8 (13.0)

d — Print
25.6 (26.5)

b _ Online

11.6 (11.2)

a®

Source: Nielsen Media Research.

Data from Nielsen Media Research are important indicators for assess-
ing the advertising market's development. However, they are collected
on a gross revenue basis, meaning that they do not take account of
discounts, self-promotion or agency commission. In addition, the fig-
ures alsoinclude TV spots from media-for-revenue-share and media-
for-equity transactions. Furthermore, the advertising revenues of
major digital players from the US such as Google LLC (“Google") and
Facebook Inc. (“Facebook") are not reflected in the Nielsen figures and
therefore do not represent the entire gross market. This also results
in the deviations to the net development of the TV advertising market.

In 2018, unlike in previous years, the German net TV advertising mar-
ket drew only limited benefit from total solid macroeconomic devel-
opment and posted a slight decline of -1.2%. This was chiefly due
to sector-specific effects. In 2019, conditions deteriorated further.
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Economic momentum slowed considerably, especially externally. This
restrained the advertising behavior of the highly export-oriented Ger-
man automotive industry, for example. In ProSiebenSat.1 Group's
view, the TV advertising market therefore fell markedly short of the
previous year on a net basis in 2019; there are similar assessments
from experts from the Organization of Advertisers in the German
Brands Association (“Organisation Werbetreibende im Markenver-
band - OWM"). Official data on the net TV advertising market for
2019 will be published by the German Advertising Federation (“Zen-
tralverband der deutschen Werbewirtschaft — ZAW") in May 2020.

= Economic Development

Against the backdrop of the developments described above, the
agency forecasts for 2019 as a whole vary considerably: The forecasts
for the German TV advertising market range between minus 0.5%
(GroupM) and minus 3.1% (Magna Global). As described above, the
TV advertising market fell markedly short in ProSiebenSat.1 Group’s
view. Net forecasts for the German advertising market as a whole
range between plus 1.8% (Magna Global) and minus 0.7% (ZenithO-
ptimedia). In-stream video advertising is likely to have continued its
dynamic development and be driving growth on the online advertis-
ing market. For the online advertising market as a whole, the agency
groups expect net growth of between 6.0% (GroupM) and 10.0%
(Magna Global).

ProSiebenSat.1 Group is the market leader in the German TV advertis-
ing market and generated, according to Nielsen Media Research, gross
TV advertising revenues of EUR 6.36 billion in 2019 (previous year:
EUR 6.42 billion). In the fourth quarter of 2019, revenues decreased by
3.5% to EUR 2.17 billion (previous year: EUR 2.25 billion). For the full
year of 2019, this resulted in a market share of 39.0%; in the fourth
quarter, ProSiebenSat.1 Group achieved a market share of 39.5%
(same periods of the previous year: 39.7% and 41.2% respectively).

MARKET SHARES GERMAN GROSS TV ADVERTISING
MARKET in %, 2018 figures in parentheses

a _ SevenOne Media a d _ Public
39.0(39.7) / Stations
3.6 (3.8)
b _ IP Deutschland
32.8 (32.1) e _ Others
\ 17.9 (17.3)
¢ — EL-Cartel
6.8 (7.1)

e/(‘
d N

[

Source: Nielsen Media Research.

By selling in-stream video ads, which are shown online before, after
or during avideo stream, ProSiebenSat.1 Group generated gross rev-
enues of EUR 390.1 million in the full year of 2019 (previous year:
EUR 293.5 million). This corresponds to year-on-year growth of 32.9%.
At the same time, the market share increased from 46.3% to 47.9%.
In the fourth quarter, the Group generated EUR 138.7 million here
(previous year: EUR 107.0 million); this results in an advertising mar-
ket share of 49.6% (previous year: 47.5%). The market volume for
advertising budgets for in-stream video ads in Germany rose by 28.6%
to EUR 814.5 million in 2019 (previous year: EUR 633.5 million), and
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by 24.0% to EUR 279.7 million in the fourth quarter (previous year:
EUR 225.6 million).

Overall, investments in online forms of advertising rose by 4.6%
to EUR 3.85 billion in 2019 (previous year: EUR 3.68 billion). In the
fourth quarter, they amounted to EUR 1.19 billion (previous year:
EUR 1.17 billion). With these investments, the Group generated rev-
enues of EUR 478.3 million in the year as a whole (+26.5%) and
of EUR 171.2 million in the fourth quarter (+36.8%). In addition to
in-stream videos, the online advertising market also includes display
ads such as traditional banners and buttons.

In ProSiebenSat.1 Group's view, the online advertising market devel-
oped above the previous year's level on a net basis in 2019. This is
particularly attributable to the growing in-stream market.

i Nielsen Media Research designates gross figures for the online adver-
tising market in Germany. They do not comprise data from Google/You-
Tube and Facebook, among others, and therefore they do not represent
the entire market. For the overall online video market, it can be assumed
that it has grown.

Commerce

Overall, e-commerce on all digital devices in Germany is expected to
have grown by around 8.6% to a market volume of EUR 68.3 billion
in 2019. As such, e-commerce probably accounted for 11% of total
retail in 2019. This was the result of a current study by the Institute
of Retail Research in Cologne (Institut fir Handelsforschung Kélin).
According to this study, mobile commerce is likely to have been of
great significance for e-commerce growth in Germany in the period
under review, with a volume of around EUR 36.6 billion (previous year:
EUR 30.7 billion). This corresponds to 53.6% of online revenues in
Germany overall. The individual e-commerce areas differ in terms
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of their dynamics. Relevant markets for ProSiebenSat.1 Group are
described below:

_ Beauty and Lifestyle: In 2019, the German beauty and personal
care market was worth EUR 15 billion (previous year: EUR 14.7 bil-
lion). E-commerce accounted for around 27% of revenues in the
beauty market in 2019, and this is to rise to as much as 40% by
2023.

_ Online dating: According to Statista GmbH's (“Statista") Digital
Market Outlook, revenues in the online dating market increased
to EUR 204 million in 2019 (previous year: EUR 195 million). The
market comprises the matchmaking, singles site and casual dat-
ing segments. Our portals Parship and ElitePartner belong to the
matchmaking segment, which generates the highest revenues in
the online dating market and accounts for roughly 43% of total
revenues.

_ Consumer Advice: The market volume of online comparison por-
talsin the fields of energy, telecommunications, car insurance and
consumer loans in Germany is expected to come to approximately
EUR 760 million in 2019 (previous year: EUR 721 million).

_ Experiences: The market volume for experiences (including gift
experiences, experience-based short trips and recreational expe-
riences) is expected to have come to approximately EUR 4.5 billion
in Germany in 2019. A joint study by mydays GmbH (“mydays") and
Statista found that shared experiences were a favored gift under
the Christmas tree. Nearly half the men and around two-thirds of
the women surveyed said that they would be most pleased with
the gift of a shared experience for Christmas. = Future Business and
Industry Environment

TV ADVERTISING MARKETS IN GERMANY, AUSTRIA AND SWITZERLAND ON A GROSS BASIS in %

Development of the TV advertising market in Q4 2019
(Change against previous year)

Development of the TV advertising market in 2019
(Change against previous year)

Germany +0.6 +0.8
Austria +9.1 +2.4
Switzerland +16.3 +3.4
Market shares ProSiebenSat.1 Group Market shares ProSiebenSat.1 Group Market shares ProSiebenSat.1 Group Market shares ProSiebenSat.1 Group

Q4 2019 Q42018 2019 2018

Germany 39.5 41.2 39.0 39.7
Austria 44.2 43.8 44.5 43.4
Switzerland 27.1 26.4 27.6 26.4

Germany: January-December, gross, Nielsen Media.
Austria: January-December, gross, Media Focus.

Switzerland: January-December, the advertising market shares relate to the German-speaking part of Switzerland, gross, Media Focus.
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RESEARCH AND DEVELOPMENT

ProSiebenSat.1 Group does not carry out research and develop-
ment (R&D) in the conventional sense of an industrial company.
Nonetheless, both fields do hold a position of high importance at
ProSiebenSat.1 Group.

We conduct intensive market research in every area relevant to
our business activities and in every area in which the Company
sees growth potential. In 2019, expenses for Group-wide market
research activities amounted to around EUR 9 million (previous year:
EUR 9 million). The various research units in the Group prepare inves-
tigations and analyses on advertising impact, on trends in the adver-
tising market and digital industries as well as on media use and also
assess economic and market projections. Those responsible in the
Group use the results of the market analyses for operational and
strategic planning. At the same time, market data and analyses are
an important basis for successfully advising our advertising clients.
With its studies, the Company provides advertisers with valuable
knowledge for marketing and advertising planning, which constitutes
an important basis for investment decisions.

In the program development phase, program research also plays a
decisive role. Animportant task is the assessment of international TV
trends with regard to their potential for the German television market.
In addition, the corresponding research team reqularly provides quan-
titative and qualitative studies and analyses of the ProSiebenSat.1
stations’ programming. Among other things, new formats are tested
with the aid of survey and audience screenings. Besides, this research
team also carries out ad hoc tests on shows that have already been
broadcast. Based on the results, we can adjust formats in the devel-
opment phase and optimize TV programs that have already been
broadcast, thus increasing success rates.

In the area of development, we are particularly working on mak-
ing our advertising products more intelligent. This means that we
are developing offers to target TV and video advertising to specific
target groups. This is for example based on anonymous user data
regarding age, gender, household income or weather. In 2019, the
marketer SevenOne Media launched the Addressable TV Spot in the
advertising market in addition to its existing offerings in the area of
targeted advertising. This enables the Company's own commercials
to be cross-faded with addressable spots in all advertising blocks,
thus addressing viewers based on their interests. The offer is based
on an advertising technology that SevenOne Media developed and
has applied for a European patent. In addition, we are continuously
developing our own digital platforms, for example in the commerce
business.
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