
BUSINESS ACTIVITIES AND SEGMENTS

Corporate Profile and Market Position

ProSiebenSat.1 Group unites leading entertainment brands in the audi-
ence and advertising market with an international production busi-
ness and a rapidly growing commerce portfolio under one roof. It is 
therefore one of the most diversified media companies in Europe. Our 
aim is to offer viewers and users entertainment on all screens — with 
the right offers at the right time, no matter where. However, digitali-
zation is not only influencing and increasing the possibilities of video 
use on various end devices, but has also changed consumer behavior 
as a whole. This is why ProSiebenSat.1 Group has invested in leading 
digital commerce platforms in recent years, which are suitable for 
marketing on our TV stations and online platforms and synergize with 
our portfolio. In Germany, we are already the leading video marketer 
in both the conventional TV advertising business and online, number 
one in the TV audience market, and one of the most successful pro-
viders of digital entertainment in German-speaking Europe. On this 
basis, ProSiebenSat.1 Group is making targeted investments in the 
future of its business with the aim of strengthening its market posi-
tion sustainably in the long term.

i  ProSiebenSat.1 Group’s largest revenue market is Germany, where 

it also has its main headquarters. The Group also runs TV stations 

in Austria and Switzerland. An overview of the production and com-

merce business with all relevant sales markets and locations can be 

found in the brand portfolio and the list of subsidiaries and associated 

companies.

Segments and Brand Portfolio

ProSiebenSat.1 Group promotes digital transformation throughout the 
Group. To this end, the Group is expanding its TV business with digital 
entertainment offerings and diversifying its portfolio with commerce 
companies that complement and add value to the entertainment busi-
ness. Part of this strategy is also the dovetailing of the business areas 
within the Group. 

Entertainment segment: We are able to reach over 45 million TV 
households in Germany, Austria and Switzerland with our 15 free and 
pay TV stations. For Germany alone, our TV offerings reach more 
than 60 million people per month. At the same time, the Group has 
a monthly reach of around 36 million unique users with its marketed 
online offerings. 

Shows such as “Germany’s next Topmodel” and “The Masked Singer” 
are successful formats with which we delight audiences on TV and via 
digital offerings. At the same time, the Company is investing in the 
fields of AdTech and data in order to generate additional revenues 
with innovative, data-driven offerings and to customize advertising 
ever more precisely. ProSiebenSat.1 Group thus offers the adver-
tising industry added value. The two sales subsidiaries SevenOne 
Media GmbH (“SevenOne Media”) and SevenOne AdFactory GmbH 
(“SevenOne AdFactory”) support advertising customers and agencies 

by finding ideas and concepts and implementing them across plat-
forms on TV, online and via mobile devices. Accordingly, the Group 
bundles content, digital platform business and monetization under 
one roof in its Entertainment segment. → Development of Media Consump-

tion and Advertising Impact  → Opportunity Report

i  Joyn GmbH (“Joyn”), previously 7TV Joint Venture GmbH, is a joint 

venture between ProSiebenSat.1 Group and Discovery Communications 

Europe Ltd., London, United Kingdom (“Discovery”). ProSiebenSat.1 

Group holds a 50.0% share (previous year: 50.0%) in Joyn. Joyn is a 

cross-channel entertainment streaming platform that bundles the con-

tent of the free TV channels from ProSiebenSat.1 and Discovery as well 

as other content partners on one platform and one app. In total, users 

can watch over 60 free TV channels in the live stream, as well as access 

a media library and numerous self-produced content. In addition to the 

free, ad-financed offer that started in June 2019, the premium offer 

Joyn PLUS + has been available since November 2019. There, subscrib-

ers will find live TV channels in HD, numerous exclusive series as well 

as films and series from the online video store maxdome. The goal is to 

create a comprehensive local OTT platform for cross-channel content.

Content Production & Global Sales segment: In this segment, 
ProSiebenSat.1 Group combines Red Arrow Studio GmbH ś (“Red 
Arrow Studios”) international TV production and distribution busi-
ness with the global digital studio Studio71. Studio71 gives the Group 
direct access to talents and platforms. This is an important compet-
itive advantage in the digital sector, and can thus meet the growing 
demand for content on various digital channels. In 2019, Studio71 
achieved an average of 9.9 billion video views per month. → Develop-

ment of ProSiebenSat.1 Group’s relevant business and market environments

Shows such as “Bosch”, “The Weekly”, “Married at First Sight” and 
“Germany’s next Topmodel” are examples of successful productions 
from Red Arrow Studios. Close cooperation between Redseven Enter-
tainment GmbH ś (“Redseven”) local production business and the 
Group’s Entertainment segment is particularly important. In 2019, 
ProSiebenSat.1 Group thus significantly increased the proportion of 
local programming on its own stations and strengthened the syner-
gies between the business areas. 

ProSiebenSat.1 Group initiated a strategic review for Red Arrow Stu-
dios in 2019 and is examining options for partnerships or selling 
the international production business. Redseven and Studio71 are 
excluded from this review.

Commerce segment: The Group bundles the Commerce business 
in NCG — NUCOM GROUP SE (“NuCom Group”). This comprises mar-
ket-leading and predominantly digital commerce platforms in the 
fields of consumer advice (e.g. Verivox, be Around), matchmaking 
(Parship Group), experience (Jochen Schweizer mydays Group), and 
beauty & lifestyle (e.g. Flaconi). 

The commerce business is the Group’s predominant growth driver, 
making a significant contribution to the expansion of digital revenue 
sources. By advertising on our stations, we are strengthening our 
commerce brands. At the same time, the trading platforms generate 
customer data for targeted advertising products on our channels.

ORGANIZATION AND GROUP STRUCTURE
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The implementation of a more independent Entertainment organi-
zation is an important step in the further advancement of the trans-
formation of the entire Group. Therefore, it was decided in fall 2019 
to transform the operative holding company, which was previously 
closely linked with the Entertainment business, into a strategic holding 
company to be reported separately from the Entertainment segment 
from January 1, 2020. The strategic holding company has a greater 
focus on strategic management and alignment, management of stra-
tegic core projects and measures, governance and capital allocation. 
Purely operative areas previously allocated to the holding company 
since belong to the appropriate segments. Support functions are bun-
dled in Center of Excellence and Shared Service Center and are sub-
ject to the control of the holding company in order to increase effi-
ciency and customer proximity. Overall, the company expects this to 
allow it to react more flexibly and quickly to market challenges and 
to better drive future growth.

CORPORATE STRUCTURE AND 
INVESTMENTS

The economic development of ProSiebenSat.1 Group is determined 
primarily by the subsidiaries, held both directly and indirectly. 
ProSiebenSat.1 Media SE is the ultimate parent company of the Group. 
In this function, its tasks include central financing, Group risk man-
agement and the ongoing development of the corporate strategy. 
These Consolidated Financial Statements include ProSiebenSat.1 
Media SE and all significant subsidiaries — meaning entities in which 
ProSiebenSat.1 Media SE directly or indirectly holds a majority of vot-
ing rights, or whose relevant activities it is otherwise able to control. 
→ Notes, note 4 “Scope of consolidation”

The Group has an integrated portfolio that is also reflected in the 
investment structure. For example, ProSiebenSat.1 Media SE holds 
100.0% of the shares in ProSiebenSat.1 TV Deutschland GmbH. The 
free TV stations of ProSiebenSat.1 Group and the pay TV channels 
(ProSiebenSat.1 Pay TV GmbH) work under its umbrella. ProSiebenSat.1 
Media SE also indirectly holds a 100.0% stake in the sales companies 
SevenOne Media and SevenOne AdFactory. This results in advantages 
with regard to the stations’ programming and the sale of advertising 
time. The global film and TV distribution companies and the inter-
national television production companies both belong to Red Arrow 
Studios as a wholly owned subsidiary of ProSiebenSat.1 Media SE. 

As of December 31, 2019, General Atlantic PD GmbH (“General 
Atlantic”), held a 28.4% stake in NuCom Group.

i  A detailed overview of the shareholding structure in ProSiebenSat.1 

Group can be found in the “list of subsidiaries and associated compa-

nies”.

i  The management declaration in accordance with sections 289f, 315d 

HGB is published in the Annual Report and on the Company’s website 

(→ www.prosiebensat1.com/en/investor-relations/corporate-governance/manage-

ment-declaration).
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STRATEGY AND OBJECTIVES

Our industry is characterized by constant change: The digital devel-
opment and the growing significance of the internet have changed 
consumer behavior. Business models are being tested and new oppor-
tunities for addressing target groups are always emerging. This is also 
true with regard to media usage. We updated our Group strategy in 
2018 and are implementing it in 2019 in order to benefit from these 
opportunities and promote digital transformation. Therefore we focus 
on clear priorities in each segment: 

We are particularly improving our offering of local programming, 
building on our digital reach and our digital and smart advertising 
business, and further diversifying our business via NuCom Group’s 
growth. At the same time, the Group is making greater use of syner-
gies within the Group and is therefore connecting its business areas 
with one another. By investing in the Company’s future, the aim is 
to further improve competitiveness and to accelerate revenues and 
earnings growth in the mid-term. → Company Outlook

In order to make our organization even more agile, the Group is estab-
lishing a new and more independent Entertainment organization in 
which the content areas, the digital platform businesses and their 
monetization are more closely integrated. By bundling our market 
expertise, we can offer our viewers or users entertaining and rele-
vant content that they can consume on their choice of platform. The 
same goes for advertising clients, who benefit from our marketing 
innovations across all channels and from better addressed advertis-
ing thanks to databased offerings. → Opportunity Report

PLANNING AND MANAGEMENT

ProSiebenSat.1 Group’s management system based on key figures 
forms the basis for all of the Company’s economic and strategic deci-
sions. Company-specific performance indicators are derived from the 
Group’s strategy and cover both financial and non-financial aspects. 
They are planned and managed centrally by the Executive Committee 
of ProSiebenSat.1 Media SE. The planning and management process 
is complemented by the monitoring of key figures on the basis of reg-
ularly updated data. This also includes the assessment of develop-
ments as part of opportunity and risk management. → Risk and Oppor-

tunity Report

Intragroup Management System

The performance indicators specific to ProSiebenSat.1 Group are 
aligned to the interests of the capital providers and cover financial 
planning as well as aspects of comprehensive revenue and earnings 
management.

OVERVIEW OF MOST IMPORTANT PERFORMANCE 
INDICATORS AS OF DECEMBER 31, 2019

MOST IMPORTANT NON-FINANCIAL PERFORMANCE 

INDICATORS

Entertainment Segment
_ Audience shares

MOST IMPORTANT FINANCIAL PERFORMANCE INDICATORS

Group
_ Revenues
_ Adjusted EBITDA
_ Adjusted net income
_ Leverage ratio
_ Free cash flow before M&A

Segments
_ External revenues
_ Adjusted EBITDA

_	 Most important non-financial performance indicators: The devel-
opment of audience shares is a key criterion in programming and 
media planning in the advertising-financed TV business. In addition, 
this data is used as a benchmark for the calculation of advertising 
time prices since this indicates the number of potential custom-
ers a broadcast is able to reach. In Germany, TV usage data is col-
lected by GfK Fernsehforschung on behalf of Arbeitsgemeinschaft 
Fernsehforschung (“AGF”). ProSiebenSat.1 Group analyses viewer 
ratings that have been empirically collected by the institutions on 
a daily basis. In addition to this data on linear TV consumption, we 
also analyze digital reach figures and KPIs relating to our data-
based business models. → Development of ProSiebenSat.1 Group’s Rele-

vant Business and Market Environments

_	 Most important financial performance indicators: Revenues, 
adjusted EBITDA and adjusted net income are the central key fig-
ures used to manage profitability. The earnings figure adjusted 
EBITDA stands for adjusted earnings before interest, taxes, depre-
ciation and amortization. Reconciling items, such as M&A-related 
expenses, reorganizations and legal claims, are not taken into 
account so that this figure provides the Executive Committee as 
the chief operating decision maker with the appropriate perfor-
mance measure to assess the operating profitability of the Group 
and the segments respectively. Adjusted net income is the adjusted 
net income attributable to shareholders of ProSiebenSat.1 Media SE 
and provides a suitable indicator for calculating the dividend. In 
addition to the adjustments from adjusted EBITDA, effects of pur-
chase price allocations and other reconciling items in particular 
are adjusted in the calculation. 

Reconciling items can influence or even overshadow operating per-
formance and can make a multi-year comparison difficult. There-
fore, adjusted earnings figures constitute suitable measures of 
performance with regard to sustainable profitability. However, 
the analysis of unadjusted key earnings’ figures provides a holis-
tic view of the expense and income structure. For this reason, 

STRATEGY AND MANAGEMENT SYSTEM
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ProSiebenSat.1 Group also uses in addition to the above-mentioned 
most important financial performance indicators EBITDA as a less 
significant financial performance indicator. Also, EBITDA facili-
tates international comparison, as it does not take into account the 
effects of taxes and depreciation and amortization or the financ-
ing structure. 

ProSiebenSat.1 Group is investing in markets with long-term growth 
opportunities and examining options to expand its portfolio. Part of 
the investment strategy is the acquisition of companies that comple-
ment our value chain synergistically. A capital-efficient leverage ratio 
is a most important financial performance indicator for the Group’s 
financial planning. The leverage ratio indicates the level of net finan-
cial debt in relation to LTM adjusted EBITDA — i.e. the adjusted EBITDA 
that ProSiebenSat.1 Group has generated in the last twelve months 
(LTM = last twelve months). The target is a ratio of between 1.5 and 
2.5 at the end of the relevant year; the target range may be exceeded 
for a short period of time as a result of fluctuations during the year 
if, for example, important strategic investments are required. Free 
cash flow before M&A is also one of the most important financial 
performance indicators. This key figure is defined as free cash flow 
adjusted for cash used and generated by M&A transactions (excl. 
transaction costs) related to majority acquisitions that are carried 
out and planned, the purchase and sale of investments accounted for 
using the equity method and other investments with the exception 
of media-for-equity investments. → Compensation Report  → Analysis of 

Liquidity and Capital Expenditure

 A primary objective is to increase the above earnings figures through 
continuous revenue growth in all segments. The business units operate 
mainly as profit centers, which means that they act with full respon-
sibility for revenues and earnings. At the same time, this results in 
flexibility, which is an important element for ProSiebenSat.1 Group’s 
success, as the Group operates in a dynamic industry environment. 
The organizational entities reach operating decisions independently 
within a centrally adopted framework based on the competitive envi-
ronment. This performance-based approach supports entrepreneur-
ial activities among our employees on all levels. The new strategic 
holding company is further increasing this focus and concentrating on 
strategic management and alignment, management of strategic core 
projects and measures, governance and capital allocation. → Organi-

zation and Group Structure

Adjusted EBITDA is the key indicator for the Group and its segments. In 
addition to adjusted EBITDA, also in financial year 2019 EBITDA served 
as a less important performance indicator and as a basis for measur-
ing performance-based employee compensation thanks to the holistic 
view of the Company’s expense and income structure. From financial 
year 2020, individual employee targets and financial bonuses will no 
longer be linked. Starting in financial year 2020, employees at senior 
management levels as well as selected sales functions will receive 
a performance bonus based on the company’s success and on the 
most important financial performance indicators revenues, adjusted 
EBITDA, free cash flow before M&A (holding company) and operating 
free cash flow (segments). 1 Adjusted net income, EBITDA (where nec-
essary, adjusted for effects arising from significant changes in IFRS 
accounting standards, from unplanned effects from M&A transactions 
conducted within the reporting period, and from measurements of 
Group-wide, multi-year variable compensation plans), free cash flow 

before M&A and for the first time relative total shareholder return 
served as a variable basis for determining the Executive Committee’s 
compensation in financial year 2019. → Compensation Report

i  ProSiebenSat.1 Group concentrates on continually increasing value, 

which in the mid-term should be reflected in an improved P7S1 ROCE 

(return on capital employed). From 2020, the Group is therefore man-

aging investments even more consistently and evaluating each project 

in the various segments according to the same target parameters. Cal-

culation according to the internal rate of return of each project and the 

payback period play a key role here. Accordingly, investments in trans-

formation and growth projects should generate a minimum return after 

taxes of 18% and a payback period of three years. In the case of strate-

gic projects, the payback period should not exceed five years. The P7S1 

ROCE is calculated as follows: 

P7S1 ROCE

P/L

Return (ROCE) 
LTM 1

Adj. EBIT 3 
./. Pension expenses 

+ Result from at equity investments

/

Balance sheet

Capital employed 
average 2

Intangible assets (incl. Goodwill & PPA)
Property, plant & equipment

Investments accounting for using the equity 
method

Media-for-equity investments
Program assets

Inventories
Accounts receivables & other current assets

 
./.
 

Other provisions
Accounts receivables 

Liabilities to at equity investments
Other liabilities

1	 LTM = Last twelve months
2	Average of the closing capital of the last five quarters
3	 Adjusted EBIT: Stands for adjusted earnings before interest and taxes. It 

describes the operating result (earnings before interest and taxes) adjusted for 
certain influencing factors (reconciling items). These factors include the 
reconciling items that flow into adjusted EBITDA as well as depreciation, 
amortization and impairments from purchase price allocations. 

In the financial year 2019, the P7S1 ROCE was 16% after 22% in finan-

cial year 2018. 

1	 Operating free cash flow is the cash flow measure used for performance management at segment level and is defined as operating free cash flow before interest and taxes. It is 
calculated as EBITDA less capital expenditure (programming and other investments) and changes in net working capital.
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DEFINITION OF SELECTED NON-IFRS FIGURES

ADJUSTED EBITDA

Adjusted EBITDA stands for adjusted earnings before interest, taxes, 

depreciation and amortization. It describes earnings before interest, 

taxes, depreciation and amortization, adjusted for certain influencing 

factors (reconciling items). These reconciling items include: 
_ M&A-related expenses include consulting expenses and other 

expenses for ongoing, closed or canceled M&A transactions.
_ Reorganization expenses include functional and personnel 

expenses for reorganizations and restructurings. They comprise 

expenses such as severance payments, leave compensation, con-

sulting costs, legal consultancy fees and impairments on non-cur-

rent assets.
_ Expenses for legal claims include fines, penalties and consulting 

costs in connection with significant ongoing or expected legal 

claims.
_ Fair value adjustments of share based payments include the por-

tion of the changes in the fair value of cash-settled share-based 

payment plans that affects profit or loss, which results from the 

difference between the share price on the issue date and the cur-

rent price on the closing date.
_ Results from changes in scope of consolidation include income 

and expenses in the context of mergers, demergers, acquisitions 

or disposals of Group entities.
_ Results from other material one-time items include transactions 

approved by the Group Chief Financial Officer but not connected 

to current operating performance. In this context, ProSiebenSat.1 

Group considers transactions of at least EUR 0.5 million to be sig-

nificant.
_ Valuation effects relating to strategic realignments of business 

units primarily comprise largely expenses incurred in the context 

of changes in the underlying business objective or strategy of the 

unit in question.

ADJUSTED NET INCOME

Adjusted net income is the net income attributable to shareholders 

of ProSiebenSat.1 Media SE, adjusted for reconciling items shown 

under adjusted EBITDA, as outlined above, and adjusted for addi-

tional reconciling items. These additional reconciling items include:

_Depreciation, amortization and impairments from purchase price 

allocations. 

_Valuation effects included in other financial result, impairments and 

valuation effects of investments, entities accounted for using the 

equity method and other financial assets recognized in other financial 

result. The Group can also acquire control over investees previously 

accounted for using the equity method through multi-stage com-

pany acquisitions. Effects from the valuation of such original shares 

at fair value upon initial consolidation also fall under this category.

_Valuation effects of put-options and earn-out liabilities include val-

uation, currency and interest effects of put-options and earn-out 

liabilities. 

_Valuation effects from interest rate hedging transactions include 

ineffectiveness and de-designation effects of cash flow hedges 

recognized in other comprehensive income and effects from inter-

est rate hedging transactions for which there is no hedge account-

ing as defined by IAS 39.

Moreover, the tax effects resulting from such adjustments are also 

adjusted.

REPORTING AND USE OF NON-IFRS FIGURES

In addition to the financial information determined in accordance with 

IFRS, this Annual Report also includes non-IFRS figures. The recon-

ciliation of these non-IFRS figures with the corresponding IFRS fig-

ures is shown in the → Group earnings .

For its financial, strategic and operating decisions, ProSiebenSat.1 

Media SE uses primarily non-IFRS figures as the basis of making 

decisions. These also provide investors with additional information 

which also allow a multi-year performance comparison, as they are 

adjusted for specific factors. These figures are not determined on 

the basis of IFRS and may therefore differ from other entities’ non-

IFRS figures. Therefore, they do not replace the IFRS figures and are 

not more important than the IFRS figures, but they do provide sup-

plementary information. We are convinced that the non-IFRS figures 

are of particular interest to our investors for the following reasons:
_ Reconciling items can influence or even overshadow operating per-

formance; figures adjusted for such items therefore offer supple-

mentary information for the assessment of the Company’s oper-

ating performance. Adjusted figures thus are more relevant for 

managing the Company.
_ Moreover, adjusted net income is an important factor at 

ProSiebenSat.1 Media SE for the calculation of the dividend pay-

ment, as we want to give the shareholders a share in the Compa-

ny’s operating profitability.
_ The Group has implemented a holistic management system. Non-

IFRS figures are calculated consistently for the past and the future; 

they form an important foundation for internal controlling and the 

management’s decision-making processes. 

Operational and Strategic Planning

Management and planning are closely intertwined at ProSiebenSat.1 
Group. Target figures are defined and determined for various peri-
ods within the context of planning, with a focus on the performance 
indicators outlined above. The different levels in the planning pro-
cess build on each other and are closely linked to our risk manage-
ment. The Supervisory Board is also regularly informed by the Exec-
utive Committee about all issues relevant to the Company’s strategy, 
planning, business performance, risk situation, risk management, 
and compliance, both at the Supervisory Board meetings and out-
side of meetings. 

_	 Corporate planning: Corporate planning comprises operating plan-
ning (budget) and long-term corporate planning (multi-year plan-
ning) and constitutes a detailed quantitative depiction of strategic 
planning. It is on a monthly basis for the first year and an annual 
basis for a further four years. The strategically derived targets for 
the first planning year are specified for the most important finan-
cial and non-financial performance indicators in a top-down/bot-
tom-up process and carried forward to the multi-year planning. 
The financial figures from the income statement, statement of 
financial position and cash flow statement of individual subsid-
iaries are analyzed and aggregated at segment and Group level.

_	 Monthly reporting and trend projections: Trend projections are 
an important tool in planning during the year. They allow the Com-
pany’s expected performance for the year to be calculated on the 
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basis of the targets achieved to date and to be compared with the 
target figures that were originally budgeted. The aim is to iden-
tify potential discrepancies between the target and actual figures 
immediately and to implement the necessary countermeasures 
promptly.

In 2019, the Executive Committee and the Supervisory Board also 
discussed short-term and long-term targets. In addition to monthly 
reporting, potential risks are reported to the Group Risk Officer on 
a quarterly basis. In particular, any changes to the early warning 
risk indicators during the year and over time are analyzed here. For 
example, the development of audience shares is an important early 
warning indicator. Additional opportunities and therefore potential 
positive deviations from projected targets are analyzed in parallel 
with risk management; they are taken into account in budget plan-
ning, if their probability of occurrence is more than 50 percent. 

BUDGET PLANNING AND RISK MANAGEMENT AT PROSIEBENSAT.1 GROUP

Supervisory Board and Executive Committee

Internal Audit 
monitors 

processes and 
checks efficiency

Strategy

Targets

KPI

3. ManagementManagement

2. Assessment1. IdentificationPlanningMonitoring

Budget planning

Business Development

Risk management
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i  Additional information on employees and employee matters can be 

found in the separate non-financial summary report (→ www.prosieben-

sat1.com/en/sustainability/information/publications).

In the period under review, the Group’s average number of employ-
ees (calculated on the basis of full-time equivalents) rose by 11% to 
7,265 (previous year: 6,532). In 2019, an average of 506 employees 
(previous year: 609) — and thus considerably fewer than in the pre-
vious year — were employed at ProSiebenSat.1 Media SE, of which 
136 worked at the strategic holding company. The latter focuses on 
strategic activities at Group level and the Group’s management activ-
ities. Since January 1, 2020, overarching support functions have been 
bundled in the Center of Excellence and Shared Service Center. While 
the average number of employees in the Entertainment segment 
hardly changed year-on-year (+ 1% to 3,659 employees), there was a 
7% increase in workforce in the Content Production & Global Sales 
segment to 1,477 employees and, in particular due to acquisitions, a 
strong increase in employees in the Commerce segment by 40% to 
2,129 employees. In Germany, Austria, and Switzerland, the Group 
had an average of 6,071 full-time equivalents in the reporting period 
(previous year: 5,458). As in the previous year, this amounts to 84% 
of the Group as a whole.

i  The Group’s personnel expenses reported in the cost of sales, selling 

expenses and administrative expenses increased to EUR 707 million 

in financial year 2019 (previous year: EUR 679 million). This equates 

to growth of 4% or EUR 28 million compared to the previous year and 

reflects in particular the described increase in the number of employ-

ees in the Commerce segment.

EMPLOYEES BY SEGMENT average full-time equivalents (FTEs), 

2018 figures in parentheses

Entertainment

Content  
Production &  
Global Sales Commerce

3,659 
(3,624)

1,477 
(1,383)

2,129 
(1,524)

EMPLOYEES BY REGION average full-time equivalents (FTEs), 

2018 figures in parentheses

147 
(125)

459 
(450)

968 
(865)

79 
(84)

Germany US

Austria/
Switzer-

land UK Other 

5,612 
(5,007)

EMPLOYEES1

1	 The annual report uses the more reader-friendly variant „employees“ instead of „employees and employee“. The chosen masculine form is representative of all genders.

 To Our Shareholders Content  Group Management Report  Information Consolidated Financial Statements

Group Management Report
Our Group: Basic Principles 90

http://www.prosiebensat1.com/en/sustainability/information/publications
http://www.prosiebensat1.com/en/sustainability/information/publications


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

Q2 
2019

Q3 
2019

Q1 
2019

Q4 
2018

Q4 
2019

– 0.2

0.2

0.0

0.2

0.5

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: 

_	 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%.

_	 91% of Germans aged between 14 and 69 watch linear television 
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 
of 202 minutes (adults aged 14 – 69) according to AGF.

TV HOUSEHOLDS IN GERMANY BY DELIVERY 
TECHNOLOGY Number of TV households

 2019 1 2018 2

Potential in millions (analog + digital) 38.77 38.80

Terrestrial 1.01 1.30

Cable 15.39 15.77

Satellite 17.68 17.14

IPTV 4.69 4.59

1	 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

GROUP ENVIRONMENT
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