
FUTURE BUSINESS AND INDUSTRY 
ENVIRONMENT

to be supported by consumer spending and the construction indus-
try. Forecasts for the increase in private consumer spending range 
between 1.2% (RWI; Leibniz-Institut für Wirtschaftsforschung e. V.), 
1.3% (ifo) and 1.7% (DIW). → Economic Development

According to current forecasts, the German net TV advertising mar-
ket declined in 2019 in a slowing economic environment. Major uncer-
tainty dominated during the year, and expectations still diverge widely. 
The agency groups’ assessments again differ significantly in 2020. 
This is also related to the advertising industry, which responds quickly 
and often procyclically to the general economic situation. Private 
consumption is an important indicator here. However, economic fore-
casts naturally involve uncertainties. It therefore remains to be seen 
whether and what implications macroeconomic risks will have for the 
TV advertising market. There are also sector-specific developments 
that are reducing visibility. For the German TV advertising market in 
2020, Magna Global currently anticipates a decline of 2.1%; Zenith
Optimedia forecasts a drop of 1.5%. GroupM expects growth of 1.0%. 
In the past, however, forecasts often deviated negatively from actual 
market developments. → Risk Report

In contrast, in-stream video advertising is likely to continue its dynamic 
development and drive growth on the online advertising market. For 
the online advertising market as a whole, the agency groups expect 

OUTLOOK

FORECAST FOR GDP, PRIVATE CONSUMPTION AND NET ADVERTISING MARKET IN COUNTRIES IMPORTANT FOR 
PROSIEBENSAT.1 GROUP in %, change vs. previous year
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The International Monetary Fund (IMF) lowered its growth forecasts 
for the global economy and the eurozone several times over the course 
of 2019 and at the beginning of 2020: The downward corrections were 
chiefly due to increasing trade barriers and geopolitical uncertain-
ties in emerging countries. Nevertheless, after a plus of 2.9% in 2019 
(previous year: + 3.6%), the global economy is set to expand with a 
little more momentum again in 2020 with growth of 3.3%. The rea-
sons for this development include the emerging easing of the trade 
conflict between the USA and China and potential trade agreements 
after the Brexit. Growth in the euro zone is expected to accelerate 
somewhat; in the USA, on the other hand, an economic downturn is 
expected. In addition, the forecast risks remain high.

The growth forecasts for the German gross domestic product in 2020 
are above the 2019 figure at between 1.1% (ifo; Institute for Economic 
Research) and 1.2% (DIW; Deutsches Institut für Wirtschaftsforschung 
e. V.). However, 0.4 percentage points are attributable solely to addi-
tional working days as a result of calendar effects. Despite emerging 
easing, the basic economic trend however is not expected to change 
much at first. Uncertainties regarding trade restrictions and con-
flicts as well as geopolitical tensions and the resulting downward risks 
remain unchanged: German industry, which is highly export-oriented, 
will remain weak for the time being due to the external economic envi-
ronment and technological challenges. The economy will continue 
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net growth of between 5.0% (GroupM) and 8.2% (Magna Global) in 
2020. For the German advertising market as a whole, Magna Global 
anticipates net growth of 1.8%. → Development of ProSiebenSat.1 Group’s 

Relevant Business and Market Environments

For 2020, PwC expects the entertainment market to be worth 
EUR 38 billion, with EUR 29 billion attributable to the traditional and 
EUR 9 billion to the digital entertainment market. The digital enter-
tainment market will grow by 11% while the traditional entertainment 
market is expected to decline by 1% per year until 2023. 

The German e-commerce market is expected to have a market vol-
ume of around EUR 89.8 billion by 2023. According to the Institute of 
Retail Research (IFH) in Cologne, the average annual growth between 
2018 and 2023 is likely to amount to 7.4%. Online retail’s share in 
retail is expected to increase to 13.6% in 2023. Mobile shopping is set 
to increase to 69.5% of online revenues; this would equate to online 
mobile revenues of around EUR 62.3 billion by 2023.

The relevant sectors for ProSiebenSat.1 Group will develop as follows: 
According to Statista, the beauty and personal care market as a whole 
is expected to grow by an average of 2.0% per year to EUR 16.3 bil-
lion up to 2023, with the share of e-commerce continuing to increase 
significantly. The market for consumer advice in the fields of energy, 
telco, car insurance and consumer loans is likely to grow to a vol-
ume of around EUR 922 million by 2021. This equates to an increase 
of 22% since 2019. According to the Statista Digital Market Outlook, 
the online dating market is expected to grow by 8% by 2021. Until 
2022, OC&C Strategy Consultants forecasts annual growth rates of 
around 5 to 7% for the experiences segment and around 3% for the 
recreational experiences market.
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FORECAST FOR 2020

Overall Assessment

ProSiebenSat.1 Group is well positioned for the financial years ahead. 
We have a solid financial basis, which is underpinned by long-term 
financing and a clear corporate strategy reflecting the key trends of 
the media industry. We are focusing in particular on the growth of our 
digital and smart advertising business and of NuCom Group’s com-
merce business. In addition to organic growth, i.e. adjusted for con-
solidation and currency effects, which we would ideally like to finance 
from operating cash flow, focused portfolio management after close 
examination of opportunities and risks will also play an important role 
in the future. We consider the Group to be well positioned overall to 
make systematic use of potential opportunities that could also arise 
from consolidation or closer collaboration in our industry. 

Outlook

ProSiebenSat.1 Group pursues a clear strategy aiming at sustainable 
and profitable growth. As Germany’s macroeconomic development 
remains uncertain in financial year 2020, the Group has decided to 
provide ranges for its revenue and adjusted EBITDA outlook that take 
this environment into account. Overall, the Group aims at further 
growth in full-year 2020 — on the basis of constant exchange rates 1 
and without portfolio changes — and at increasing Group revenues 
to EUR 4.2 billion to EUR 4.4 billion. In the base case scenario, the 
Group expects year-on-year revenue growth to around EUR 4.3 billion 
(previous year: EUR 4.13 billion). An important factor for the develop-
ment of the Group’s revenues is the Entertainment segment, in which 
ProSiebenSat.1 Group expects revenues in the base case scenario for 
the full-year to be on previous year’s level. This expectation is based 
on the assumption of a slight decline in total Entertainment adver-
tising revenues, with the Company anticipating a decline in TV core 
advertising revenues, to be partly offset by the growing digital and 
smart advertising business, and an increase in distribution revenues 
amongst others. Based on discussions that the Group has had with 
advertising customers about their readiness to invest, the Company 
also expects a weak start and better development in the second half 
of the year in the TV advertising business. In the Content Production 
& Global Sales (Red Arrow Studios) and Commerce (NuCom Group) 
segments, the Group is aiming for further revenue growth in the low-
double-digit percentage range respectively. 

On the basis of constant exchange rates and without portfolio changes, 
the Group is targeting adjusted EBITDA of around EUR 870 million in 
the base case scenario (range: EUR 800 million to EUR 900 million) 
in full-year 2020 (previous year: EUR 872 million). This assumption 
of around EUR 870 million is likewise based on stable Entertainment 
revenues compared to 2019. The upper and lower end of the outlined 
range particularly depends on the development of total Entertainment 
advertising revenues — a combination of declining TV core advertis-
ing revenues and a growing digital and smart advertising business. 

Furthermore, the predicted adjusted EBITDA range reflects differ-
ent assumptions regarding the composition of Group revenues as 
well as the Company’s decision to invest an additional up to around 
EUR 50 million in local content in 2020 compared to 2019. For the 
upper and lower range of total Entertainment advertising revenues, 
the Group expects, compared with the base case scenario, vari-
ability of – 3% and +2% in 2020 compared to the previous year. In 
financial year 2019, the focus on local content already paid off with 
increasing audience market shares and growing digital view time. 
This development is expected to continue in 2020. A considerable 
earnings increase is expected in the Commerce segment, while the 
Company is targeting a stable development in the Content Produc-
tion & Global Sales segment.

On the one hand, in the full-year, the Group’s adjusted net income will 
reflect the development of adjusted EBITDA. On the other hand, as a 
result of higher depreciation effects and potentially slightly increas-
ing investments in Joyn, the joint streaming platform with Discov-
ery, which are recognized at equity, the Group’s adjusted net income 
may decline in the double-digit million-euro range. Moreover, the 
Group assumes that free cash flow before M&A in the full-year will 
be significantly determined by the development of adjusted EBITDA 
and increased expenditures for the construction of the new campus 
at the premises in Unterföhring. As tax refunds for 2019 as signifi-
cant one-time item are not applying in 2020, the Group expects an 
overall decline in free cash flow before M&A in at least a double-digit 
million-euro range compared to the previous year (previous year: 
EUR 339 million). 

At the end of 2019, stable gross financial debt of EUR 3.2 billion com-
pared with cash of EUR 950 million. The Group therefore closed 2019 
with a leverage ratio (the ratio of the Group’s net financial debt to its 
LTM adjusted EBITDA) of 2.6 and thus slightly above the upper end 
of the target range of 1.5 to 2.5. The leverage ratio — depending on 
business performance and not including any portfolio changes — may 
likewise be slightly above the upper end of this target range at the 
end of 2020. 

The development of audience shares is ProSiebenSat.1 Group’s most 
significant non-financial performance indicator. For financial year 
2020, the Group expects to maintain its leading position with regard 
to audience shares in the advertising-relevant target group of 14- to 
49-year-olds at a high level. 

The Group has also decided to measure the mid-term financial suc-
cess of the Group much more consistently. Therefore, P7S1 ROCE 
(return on capital employed) was introduced as a new key figure for 
the entire Group from financial year 2020 onwards. In financial year 
2020, we are targeting a figure of over 10% (previous year: 16%). 
→ Strategy and Management System

COMPANY OUTLOOK

1	 The main currency besides EUR remains USD, which accounted for 13% and 16% of revenue and costs respectively last year. These are mainly currency translation effects.  
In 2019, the EUR/USD exchange rate was around USD 1.1196.
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The long-term targets for the entire Group are summarized as follows:

_	 ProSiebenSat.1 Group has set itself the target of further diversify-
ing its revenues. The digital and smart advertising business’ share 
in Entertainment revenues is to reach 25% in the mid-term (2019: 
9%), and the digital business’ share in Group revenues (before 
portfolio changes) is to increase to over 50% (2019: 34%). 

_	 ProSiebenSat.1 Group also continues to aim for a leverage ratio of 
between 1.5 and 2.5. As M&A activities cannot be precisely pre-
dicted, they can also temporarily affect the leverage ratio both 
positively and negatively.

_	 The Group is increasingly concentrating on continually growing 
value, which ought to be reflected in an improved P7S1 ROCE. For 
the Group as a whole, this key figure is expected to exceed 15% 
again in the mid-term. In the short term, P7S1 ROCE may be below 
this figure, like in 2020, for example, because of strategic invest-
ments. 

_	 All these targets reflect the strategy of expanding ProSiebenSat.1 
Group into a diversified digital company.

_	 The Group’s dividend policy of distributing 50% of adjusted net 
income as a dividend is to be maintained in order to let the share-
holders participate in the sustained success of the corporate strat-
egy every year. 

Explanatory Notes on the Forecast

The information provided refers to the plans adopted by the Executive 
Committee and Supervisory Board. Our statements are also based 
on current general economic and sector-specific data at the time this 
report was prepared. → Strategy and Management System  → Future Business 

and Industry Environment

Dividend Proposal

Since financial year 2018, ProSiebenSat.1 Media SE has pursued a div-
idend policy of distributing around 50% of adjusted net income to the 
shareholders as a dividend. The Group will use cash inflows exceed-
ing the dividend distribution primarily for investments in organic and 
inorganic growth. In line with the distribution policy, the Executive 
Committee is advising the Supervisory Board to propose a dividend 
of around 50% of adjusted net income or EUR 0.85 per share (previ-
ous year: EUR 1.19) to the Annual General Meeting for financial year 
2019. This corresponds to a dividend yield of around 6% (previous 
year: 8%) of the closing price of the ProSiebenSat.1 Media SE share 
at the end of 2019. → Analysis of Assets and Capital Structure

DIVIDEND PROPOSAL

Adjusted net income in EUR m 387

Number of shares outstanding 1 233,000,000

Number of treasury shares 1 6,859,180

Number of eligible shares 1 226,140,820

Proposed dividend in EUR 0.85

Distribution in EUR m 192

Pay-out ratio in % 50

1	 As of December 31, 2019

Predictive Statements

Forecasts are based on current assessments of future developments. 
In this context, we draw on our budget planning and comprehensive 
market and competitive analyses. The forecasted values are calcu-
lated in accordance with the reporting principles used in the finan-
cial statements and are consistent with the adjustments described 
in the Management Report. However, forecasts naturally entail some 
uncertainties that could lead to positive or negative deviations from 
planning. If imponderables occur or if the assumptions on which the 
predictive statements are made no longer apply, actual results may 
deviate materially from the statements made or the results implicitly 
expressed. Developments that could negatively impact this forecast 
include, for example, lower economic momentum than expected at the 
time this report was prepared. These and other factors are explained 
in detail in the Risk and Opportunity Report. There we also report on 
additional growth potential; opportunities that we have not yet or 
not fully budgeted for could arise from corporate strategy decisions, 
for example. Potential risks are accounted for regularly and system-
atically as part of the Group-wide risk management process. Signif-
icant events after the end of the reporting period are explained in 
the → Notes, note 39 “Events after the closing date” . The publication date of 
the Annual Report 2019 is March 5, 2020.
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