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2019 2018

Revenues 4,135 4,009

Revenue margin before income taxes (in %) 13.8 8.6

Total costs 3,592 3,710

Operating costs 1 3,297 3,027

Consumption of programming assets 958 1,319

Adjusted EBITDA 2 872 1,013

Adjusted EBITDA margin (in %) 21.1 25.3

EBITDA 838 570

Reconciling items 3 – 34 – 443

Operating result (EBIT) 578 348

Adjusted EBIT 684 850

Financial result – 6 – 4

Result before income taxes 572 344

Adjusted net income 4 387 541

Net income 412 250
Net income attributable to shareholders of  
ProSiebenSat.1 Media SE 413 248

Net income attributable to non-controlling interests – 1 1

Adjusted earnings per share (in EUR) 1.71 2.36

Payments for the acquisition of programming assets 1,072 1,070

Free cash flow 207 – 78

Cash flow from financing activities – 294 – 468

Free cash flow before M&A 339 244

12/31/2019 12/31/2018

Employees 5 7,253 6,583

Programming assets 1,204 1,113

Equity 1,288 1,070

Equity ratio (in %) 19.5 16.5

Cash and cash equivalents 950 1,031

Financial debt 3,195 3,194

Leverage ratio 6 2.6 2.1

Net financial debt 2,245 2,163

1	 Total costs excl. expense adjustments, depreciation, amortization, and impairments.
2	 EBITDA before reconciling items.
3	 Expense adjustments less income adjustments.
4	Net income attributable to shareholders of ProSiebenSat.1 Media SE before the amortization and impairments from purchase price allocations, adjusted 

for the reconciling items. These include valuation effects recognized in other financial result, valuation effects of put-options and earn-out liabilities, 
as well as valuation effects from interest rate hedging transactions. Moreover, the tax effects resulting from such adjustments are also adjusted. Annual 
Report 2018, page 85.

5	 Full-time equivalent positions as of reporting date.
6	 Ratio net financial debt to adjusted EBITDA in the last twelve months.

KEY FIGURES OF PROSIEBENSAT.1 GROUP
in EUR m
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Passion goes further than a brief burst of excitement. 
Day in, day out, it motivates us, driving us on. It’s what 
sets us apart. Everyone at ProSiebenSat.1 puts heart 
and soul into what we do. And that passion is infec-
tious, spreading to viewers, clients and employees. We 
provide the best entertainment — anywhere, any time 
and on any device. We develop and produce thrilling, 
local content. We expand our digital reach and create 
smart advertising solutions for even better moneti-
zation. We drive NuCom Group’s growth in order to 
further diversify our company. Our people, numbering 
over 7,000 across the globe, pour their creativity 
and dedication into achieving these things. Always 
with the goal of securing sustainable and profitable 
growth. And making ProSiebenSat.1 a leading digital 
entertainment and commerce champion. 
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OUR AMBITIONS  
& RESULTS

OUR AMBITIONS

OUR RESULTS

EUR

4,135
million

GROUP REVENUES

+ 16%
GROWTH IN  

COMMERCE REVENUES

52%
SHARE OF NON-TV 

ADVERTISING IN 

GROUP REVENUES

+ 38%
REVENUE GROWTH IN 

THE DIGITAL AND SMART 
ADVERTISING BUSINESS

While we are continuing our transformation to become a leading digital entertainment and com-
merce champion, our strategic priorities remain the same — focusing on local content, expanding 
our digital reach, improving the monetization of our reach through intelligent advertising prod-
ucts and accelerating the growth of NuCom Group. At the same time, we are setting up our orga-
nization future-ready.

LOCAL CONTENT
ProSiebenSat.1 broadcast over 
160 new local shows in 2019. 
These powerful, local produc-
tions thrilled audiences and 
earned the Group an annual 
market share of 28.2% — the 
best since 2015. This is also 
reflected on the digital side, 
where viewtime grew by 30% in 
2019.

GROWTH OF  
NUCOM GROUP
In 2019, once again the Commerce 
portfolio drove the Group’s reve-
nues. And we intend to accelerate 
this development. Two of the busi-
nesses that will play an important 
role in achieving this are US online 
matchmaking provider eharmony, 
which is now fully integrated into 
our Parship Group, and online 
beauty retailer Flaconi.

ORGANIZATION
Our transformation is also reshap-
ing the way the Group is orga-
nized. This is why we have 
established an efficient Holding 
structure and a more independent 
Entertainment organization. 
That means content, platforms 
and monetization will be even 
more closely interlinked.

INTELLIGENT ADVER-
TISING PRODUCTS
Addressable advertising is becoming 
increasingly relevant to viewers and 
taps into potential additional reve-
nue sources. By launching the 
Addressable TV Spot and establish-
ing d-force, our AdTech joint ven-
ture with Mediengruppe RTL, we 
reached two important milestones in 
this business area in 2019.

DIGITAL REACH 
Since the launch of the adver-
tising-financed version of Joyn 
in June 2019, the streaming 
platform has recorded continu-
ous growth: By the end of 2019, 
Joyn already had more than 
7 million monthly users across 
all available devices. 
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ProSiebenSat.1 Group aims to further diversify its revenues and is concentrating 
on a continuous value growth. Our objectives are reflecting the Group’s strategy to 
expand ProSiebenSat.1 into a diversified digital company. 

P7S1 ROCE (RETURN ON 
CAPITAL EMPLOYED)

>

15%25%
SHARE OF  

ENTERTAINMENT REVENUES

DIGITAL AND SMART 
ADVERTISING BUSINESS

> 

50%
SHARE OF  

GROUP REVENUES 

DIGITAL BUSINESS

1.5 – 
2.5 ×
RATIO OF NET FINANCIAL 
DEBT TO LTM ADJUSTED 
EBITDA OF THE GROUP

LEVERAGE RATIO

The Entertainment business 
includes our free TV stations, 
digital platforms as well as their 
marketing and distribution.

We bundle our commerce 
companies in NuCom Group. The 
portfolio focuses on four areas: 
consumer advice, matchmaking, 
experiences as well as beauty & 
lifestyle.

The Content Production & Global Sales 
segment is an umbrella for the pro-
gram production and distribution 
network of Red Arrow Studios as well 
as our local production business and 
digital studio Studio71.

ENTERTAINMENT CONTENT PRODUCTION &
GLOBAL SALES

COMMERCE

OUR SEGMENTS

OUR MID-TERM OBJECTIVES 

OUR AMBITIONS  
& RESULTS

5Our ambitions & results



30
TO OUR  
SHAREHOLDERS

81
GROUP  
MANAGEMENT  
REPORT

124
CONSOLIDATED  
FINANCIAL  
STATEMENTS

211
INFORMATION

CONTENTS

12
DIGITAL 
ATTACK

16
CONSUMER
FOCUSED

20
TOTAL REACH &
MONETIZATION

24
PASSIONATE
CREATORS

28
THE YEAR AT  
A GLANCE 2019

29
HIGHLIGHT 
NUMBERS

7

11 OUR  
EXECUTIVE COMMITEE

INTERVIEW WITH  
MAX CONZE

31	 Report of the Supervisory Board
39	 Members of the Supervisory Board
40	 Corporate Governance Report
47	 Management Declaration
49	 Combined Separate Non-Financial Report
57	 Compensation Report
75	 Takeover-Related Disclosures
78	 ProSiebenSat.1 Media SE Share

83	 Our Group: Basic Principles
91	 Report on Economic Position: The Financial Year 2019
111	 Risk and Opportunity Report
120	 Outlook

125	 Income Statement
126	 Statement of Comprehensive Income
127	 Statement of Financial Position
128	 Cash Flow Statement
129	 Statement of Changes In Equity
130	 Notes

206	 Members of the Executive Committee
207	 Members of the Supervisory Board
208	 List of Subsidiaries and Associated Companies
212	 Explanatory Notes on Reporting Principles
213	 Responsibility statement
214	 Independent auditor’s report
219	 Independent auditor’s report: non-financial report
221	 Group Key Figures: Multi-Year Overview
222	 Segment Key Figures: Multi-Year Overview
223	 Financial Calendar
224	 Editorial Information

6



MAX
CONZE

INTERVIEW WITH MAX CONZE

ON OUR STRATEGIC  FOCUS

20 1 9  wa s  a  d e c i s i ve  ye a r  i n  t h e 
t ra n sfo r m a t i o n  of  P ro S i e b e n Sa t .1 , 
as  we  made  s ign i f i cant  progress  and 
ach ieved  fundamenta l  successes  in 
imp lement ing  our  s t ra tegy.  We  a re 
focus ing  on  sett ing-up  our  Enter ta in -
ment  bus iness  future - ready,  offer ing 
more  loca l  content  and  d i st r ibut ing 
i t  d i g i ta l l y  a s  we l l  a s  b ette r  m o n-
eta r i z i n g  o u r  to ta l  rea c h  t h ro u g h 
s m a r t  a d ve r t i s i n g  te c h n o l o g i e s . 
To  harness  synerg ies ,  we  combine 
t h i s  b u s i n ess  w i t h  a  fa st - g row i n g 
Co m m e rce  p o r tfo l i o .  A s  a  res u l t , 
we  are  on  our  way  to  a tta i n i ng  o ur 
goa l  of  c reat ing  susta inab le  growth 
and  added  va lue.

H ow  d o es  t h a t  t ra n s l a te  i n to  f i g -
u res?  We  l a u n c h e d  ove r  1 6 0  l o ca l 
fo r m a t s  i n  20 1 9,  we l co m e d  s ev -
e n  m i l l i o n  u se rs  to  o u r  s t rea m i n g 
p l a tfo r m  J oy n  by  t h e  e n d  of  t h e 
yea r,  a i re d  ove r  8 0 0  Ad d ressa b l e 
TV  adver t i s ing  campa igns  and  once 
aga in  ach ieved  doub le -d ig i t  revenue 
growth  w i th  NuCom Gro up.  Des p i te 
a  d i f f i cu l t  market  env i ro nment ,  we 
thus  ach ieved  what  we  set  out  to  do. 

Transformat ion  i s  a  marathon ,  even 
i f  we  are  of  course  not  sat i s f ied  w i th 
o u r  c u r re n t  s h a re  p r i ce  d eve l o p
m e nt .  Th a t  i s  w hy  we  co nt i n u e  to 
d r i ve  f u l l y  fo c u se d  o u r  s t ra te g i c 
pr io r i t i es  in  2020 :
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Our customers’ wishes and needs are central to 
what we do. NuCom Group directed its efforts 
primarily at tailoring its Commerce business 
portfolio to our customers’ needs even better 
in 2019: Online perfumery Flaconi expanded its 
product range by more than 700 brands and now 
also serves customers in Austria and Poland. A 
success: Flaconi’s revenues grew by 48 percent 
in 2019. On the matchmaking services front, we 
introduced the Parship Group’s technology at our 
US provider eharmony in order to make our custom-
ers search for love easier and more user-friendly. 
In 2020, we expect significant growth impetus 
from the group’s new international positioning. 

Content is at the heart of our strategy in the En-
tertainment business. We aim to air programs that 
our viewers not only love but also regard as rele-
vant and authentic. After all, we reach 60 million 
people in Germany every month with our offerings. 
This is why we are increasingly investing in local 
formats and prioritizing entertainment, infotain-
ment and sports. In 2019, we aired 33 percent 
more in-house productions during prime time on 
ProSieben alone. For evidence of this strategy’s 
success, look no further than hits such as “The 
Masked Singer,” which attracted an average of 
seven million TV viewers per episode and more 
than 26 million video views across all platforms. 
Those are ratings usually only seen for the FIFA 
World Cup — and proof positive that live television 
still has an incomparable force. Over the full-year, 
we achieved the highest TV audience share since 
2015, while our programs’ digital viewing time has 
increased by over 30 percent.

At the same time, we are expanding our digital 
reach by all means in order to more than com-
pensate for reach decline in the linear TV mar-
ket. And this is possible! Our ProSieben in-house 
production “Late Night Berlin” recently reached 
the majority — 59 percent — of its viewing time via 
online platforms, while simultaneously achieving 
record figures in traditional TV broadcasting. This 
validates our strategy: People want strong and 
original content anytime, anywhere, irrespective 
of end device, but without letting go of this one 
special TV moment. 

We are also systematically pursuing this path 
with our streaming platform Joyn. Joyn went 
live in June. So in less than a year, we have built 
a completely new product, making it very much 
a milestone project. Incidentally, accomplishing 
this in such a short time is unique anywhere else 
in Europe. That’s true of the product, too. As Joyn 
is an explicitly open aggregator platform, the ad-
vertising-financed version bundles live streams 
from 60 stations in addition to offering original 
local content and TV programs as previews and in 
catch-up. Furthermore, November saw the launch 
of the subscription version Joyn PLUS+, which 
offers even more exclusive productions as well 
as pay TV stations and HD quality. In short, it is 
Germany’s biggest freemium offer in a single app. 
Here, too, our focus is squarely on users. With Joyn, 
each customer is free to choose whether they 
want to pay or not, whether they want to watch 
live TV or video-on-demand content. This is what 
sets us apart on the market. We are not a German 
Netflix and have no intention of becoming one. 
With just a half-year in, we have already gained 
seven million monthly Joyn users — something 
we are incredibly proud of. 
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A D D R E S SA B L E  T V  C A M PA I G N S 
H AV E  B E E N  A I R E D  I N  2 0 1 9.

 TOTAL 
 REACH & 
 MONETIZA 
 TION 

More local and digital content extends our total 
reach. By making it addressable via innovative 
advertising technologies, we are able to better 
monetize that reach. With our Addressable TV 
products, advertising is customized to each spe-
cific target group, enabling us to attract advertis-
ers we didn’t reach previously and consequently 
address a market volume beyond the traditional 
TV advertising business. As for its potential, we 
expect the combined market for Addressable 
TV and online video in Germany to be in the sin-
gle-digit billion range by 2022.

This explains why we are working intensively on 
a large number of projects in the targeting and 
Addressable TV sector. In the summer, we took 
an important step with the market launch of the 
Addressable TV Spot. This allows us to overlay an 
addressable spot over a linear self-promotion TV 
commercial on all channels. At the same time, we 
launched the d-force joint venture with Medien-
gruppe RTL. This means that, for the first time, 
the German advertising market has a shared, fully 
automated booking platform for Addressable TV 
and online video. The figures prove we’re on the 
right track: In 2019, our revenues from digital and 
smart advertising rose by 38 percent — a pace we 
intend to maintain.

9Interview with Max Conze
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We are redoubling our efforts when it comes to 
advancing our transformation into a more diversi-
fied, digital group. Our passionate ProSiebenSat.1 
team is the engine behind this change. That’s why 
I would like to thank each and every one of you 
for the passion and commitment you devote daily 
to new services, products and content that are 
driving ProSiebenSat.1 forward. Transformation 
can only succeed if everyone pulls their weight and 
has the courage to rethink longstanding practices. 

With this mindset at the heart of our organization, 
our Group structure has already become more 
agile since January 2020: Now concentrating 
purely on strategic tasks, the Holding company 
is transferring its previous operational functions 
to the respective business segments. This serves 
to make the segments more independent and re-
sponsive. We are confident that this positioning 
will allow us to react in the best possible way to 
the ongoing changes in our industry.

As also in 2020, the market environment in the 
TV advertising business will remain challenging, 
we are staying the course and will keep focusing 
all our energy on our future initiatives: more and 
mainly local content and its digital distribution, 
smart advertising offerings and, of course, the 

synergies between our Entertainment and Com-
merce business. So we will continue to invest in 
these areas. At the same time, we aim to expand 
the technology platforms behind Joyn and d-force 
to other European countries. Partnerships and 
cooperations play an important role in this — such 
as with General Atlantic in the case of NuCom 
Group, Discovery with Joyn, RTL with d-force, 
and TF1 and Mediaset with Studio71. As always, 
the crucial factor here is that these arrangements 
create growth and lasting value.

While we still have a way to go, we are making 
headway in all key strategic areas — and most 
importantly, we’re doing it faster than most of 
our European competitors. Our non-TV advertis-
ing business grew by 12 percent in 2019 and now 
accounts for 52 percent of our Group revenues. 
That makes us one of Europe’s most diversified 
media companies. If there was one thing 2019 
showed, it was that our decision to invest in future 
initiatives is the right one. This is the only possi-
ble path to implementing our transformation and 
securing long-term revenue and earnings growth 
for ProSiebenSat.1. And it’s the path we will reso-
lutely continue to follow in 2020 to also meet our 
responsibility to our shareholders. In 2020, we 
aim to continue our revenue growth and to sta-
bilize our adjusted EBITDA. The development of 
our Entertainment advertising revenues will play 
a decisive role in this regard. This outlook does 
not take into account the possible effects that a 
further propagation of the coronavirus could have 
on advertising customers’ investment decisions.

M I L L I O N  P EO P L E  E V E RY 
M O N T H  W I T H  O U R  T V 
O F F E R I N G S  I N  G E R M A N Y.

W E  R E A C H
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How did the idea of build-
ing a streaming platform for 
Germany come about?

Joyn emerged from the idea of 
creating a local platform that  
aggregates German-language 
channels and content. About two 
years ago, ProSiebenSat.1 en-
tered into a joint venture with Dis-
covery Communications for this 

purpose. Much like ProSiebenSat.1,  
Discovery was also working to-
ward a solution of this kind. Our 
shared goal was to establish a 
new home for local users. 

What makes Joyn dif-
ferent from other platforms?

Before Joyn, the German market 
was divided into either all-digital 
TV extensions or providers of  
video-on-demand content. Why 
does it have to be either-or?  
After all, users simply want the 
best German-language mix on one 
platform. With Joyn, we give them 
exactly that — traditional live TV, 
previews and catch-up content 
before and after the TV broad-
cast, entertaining and gripping 
original productions as well as 
a comprehensive movie library. 
Joyn is now a hub for 60 channels 
and over 30,000 pieces of video 
content. What’s more, we are con-
tinuously expanding this offering. 
As Joyn is an open platform, we 
can always bring new content and 
even partners on board — just as 
we have already done with the 
public stations.

How has the public re-
sponded to Joyn so far? 

Joyn has definitely made a splash 
on the market and the figures  
reflect that: In 2019 alone, the 
app was downloaded more than 
six and a half million times and the 
monthly user numbers reached 
over seven million at the end of 
the year. While the mobile ver-
sion in particular has experienced 
heavy use, live TV and on-demand 
content are equally popular. This 

is proof positive for us that our 
combination of offerings is right 
on the mark. In addition to lo-
cal and international series as 
well as the major TV formats, 
it’s the offbeat, slightly provoca-
tive programs that are especially 
successful. 

Joyn was developed in 
less than a year. What was the 
biggest challenge?

CEO Alexandar Vassilev and COO 
Tassilo Raesig were really the 
ones involved from the very be-
ginning. You could say the biggest 
challenge was putting together a 
team capable of channeling their 
passion into accomplishing this 
mammoth task in the shortest 
possible time. Don’t forget, the 
competition to attract top talent 
is especially fierce on the tech 
market. And we made it happen. 
Today, almost two years later, 
a staff of 300, including exter-
nal employees, form the heart 
of Joyn.

In November 2019 you 
introduced a premium version, 
Joyn PLUS+, in addition to the 
free offer. What do you hope to 
get out of it?

Joyn PLUS+ is a way to offer an 
even broader range of elaborately 
produced content. With our free-
mium model, the customer gets 
to choose. Many users want the 
full program and are happy to pay 
a token price for it. Others prefer 
the complimentary, ad-funded 
version. This means we are active 
in two areas with great potential. 

In what way?

Current research shows that both 
the number of subscribers to paid 
video-on-demand offerings and 
the advertising revenues from 
free streaming are expected to 
double by 2023. Thanks to our 
freemium approach, we tap into 
both these growth opportunities.

K ATJA  H O F E M ,  C C M O  &  M A N A G I N G 
D I R EC TO R,  J OY N

With  the  June  2019  l aunch  of  J oyn ,  Ge rm any ’s  l a rgest 
f re e m i u m  p l a tfo r m ,  D i scove r y  Co m m u n i ca t i o n s  a n d 
P ro S i e b e n Sa t .1  a re  s t i r r i n g  u p  t h e  G e r m a n  st rea m i n g 
m a r ket  w i t h  a  u n i q u e  offe r i n g  t h a t  s pa n s  l i ve  T V  a n d 
o n - d e m a n d  co nte nt ,  l o ca l  h i t  se r i es  a n d  to p  i n te r n a -
t io n a l  f i lms ,  p lus  subsc r ip t ion  and  f re e  se rv i ces .  I n  th i s 
i n te r v i ew,  M a n a g i n g  D i re c to r  a n d  C h i e f  Co m m e rc i a l  & 
M a r ket i n g  O ff i ce r  Ka t j a  H ofe m  ta l ks  a b o u t  c h a l l e n g es 
and  oppor tun i t i es .

A flying start: Within the space of 
just a few months, the monthly user 
numbers soared to over seven million. 
With its wide range of offerings, the 
app is now a home base for local 
users — and the Joyn office is a home 
away from home for Katja’s dog, Tilly.

JOYN — AN APP  
WITH SOMETHING  
FOR EVERYONE.

13Digital Attack



WE DON’T JUST ‘EXTEND’  
TV CONTENT TO THE ONLINE 
WORLD. WHAT WE DO IS KEEP 
TELLING NEW STORIES THAT 
ARE NOT ON TV AND PRESENT 
THE SHOW IN A DIFFERENT 
WAY ON EACH CHANNEL. THAT 
GENERATES ENDLESS POS
SIBILITIES FOR ONLINE-ONLY 
FEATURES THAT MAKE US A 
FIRST MOVER IN THE DIGITAL 
ARENA.

Dominik Stahl

Senior Social Media Strategist, 
ProSiebenSat.1 TV DeutschlandG e r m a ny ’s  m ost  s u ccessf u l  m u s i c  s h ow  i s  a l so 

break ing  records  on l ine :  Season  9  of  “ The  Vo ice 
of  Germany”  reached  more  than  266   mi l l i on  v ideo 
v iews  across  a l l  d ig i ta l  p la tforms  in  autumn 2019  – 
three  t imes  the  number  ach ieved  in  2018 .  An  aver -
age  of  10   m i l l i on  peop le  saw  the  show each  week 
dur ing  the  season  on  Facebook  a lone.  Beh ind - the -
scenes  mater ia l  and  we b -exc lus ive  form ats  such 
as  “Vo ice  Stor ies ,”  “The  Vo ice :  Comeback  Stage  by 
SEAT,”  own  Instagram f i l te rs  and  G IFs  make  TVOG 
the  Group’s  d ig i ta l  f l agsh ip  wh i le  g iv ing  the  show 
an  even  greater  reach .

OUR CREATORS STAND OUT OF 
THE VAST RANGE OF OFFERINGS 
ON THE WEB, THANKS TO THEIR 
CREATIVITY, PASSION, AND 
PROFESSIONALISM. THEY INSPIRE 
MILLIONS OF PEOPLE EVERY 
DAY — NOT JUST WITH THEIR 
AUTHENTIC DIGITAL CONTENT, 
BUT ALSO WITH THEIR SPECIALLY 
DESIGNED PRODUCT LINES AND 
APPEARANCES ON SUCCESSFUL 
PROSIEBENSAT.1 SHOWS.

Sebastian Romanus

Managing Director, Studio71

Dig i ta l  i s  i n  the i r  DNA:  As  one  of  the  wor ld ’s  l ead-
i n g  d i g i ta l  s tu d i os  a n d  m u l t i - p l a tfo r m  n etwo r ks 
wh ich  i s  a l l  about  c reators ,  Stud io7 1  wo r ks  w i t h 
the  most  renowned  soc ia l  i nf luencers .  To get her, 
they  come up  w i th  customized  concepts  for  adver -
t i s ing  par tners ,  ta i lo red  products  for  the i r  ta rget 
markets ,  and  top - f l i ght  enter ta inment  for  m i l l i ons 
of  v iewers .  At  the  same  t ime,  numero us  po pu l a r 
ProS iebenSat .1  TV  shows  are  ava i lab le  on  YouTube 
address ing  new aud ience  groups .  For  exa mpl e  i n 
2019,  “Ga l i l eo”  was  Germany ’s  most  successfu l  TV 
show o n  Yo uTube,  w i t h  605  m i l l i on  v ideo  v iews  in 
German-speak ing  countr ies .
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CO R I N N A  M I L BO R N ,  H E A D  O F  I N FO R M AT I O N ,  
P U L S  4  &  ST E FA N I E  G RO I SS- H O ROW I TZ ,  
C H A N N E L  M A N AG E R,  P U L S  4  &  P U L S  24

LIVE, LOCAL, RELEVANT: PULS 24

P ro S i e b e n Sa t .1  f u r t h e r  ex pa n d e d  i t s  i nfota i n m e nt  a c -
t i v i t i es  in  20 19.  The  offe r ing  of  PULS  24  was  l aunched 
in  September  under  the  m otto  “ D ig i ta l  F i rs t” .  The  goa l : 
to  become the  news  re fe re nce  num b e r  one  in  Aust r ia . 
Two  months  a f ter  the  l aunch ,  the  app  of  the  360-degree 
pro jec t  has  a l ready  been  down loaded  over  ha l f  a  m i l l i on 
t imes  —  a  p romis ing  s tar t .

Dynamic duo 
of daily news: 
Corinna Milborn 
(l.) and Stefanie 
Groiss-Horowitz 
live for local, live 
content. With the 
Media Quarter 
Marx in Vienna 
as their home 
base, the PULS 
24 teams report 
daily from all 
over Austria. 

On May 17, 2019 at 6 p.m., when 
the Ibiza video with Heinz- 
Christian Strache and Johann 
Gudenus of Austria’s Freedom 
Party was released, the event 
triggered not only the premature 
end of the governing Freedom 
Party/Austrian People’s Party 
coalition, but also a new begin-
ning in Vienna’s 3rd district. The 
project that had been so long in 
the making suddenly had just a 
few weeks to get off the ground: 
a cutting-edge news network that 
would be more local, closer to the 
action, and more relevant than 
anything that had ever been seen 

before in Austria. “The launch was 
originally scheduled for a much 
later date, but then this video 
landed. With the decision to hold 
new elections, it was crystal clear 
to everyone that we definitely 
had to start before that,” says 
ProSiebenSat.1 PULS 4 Head of 
Information Corinna Milborn, who 
is the driving force behind PULS 
24 together with Channel Man-
ager Stefanie Groiss-Horowitz.

ProSiebenSat.1 PULS 4 CEO 
Markus Breitenecker has long 
been committed to public value 
content for the private broadcast-
ing group. So an individual news 
channel was an obvious goal. The 
video and news app PULS 24 on 
the Austrian streaming platform 
ZAPPN had already been provid-
ing news 24/7 since May 2019. 
What makes it so special: Using 
artificial intelligence, it searches 
online German-speaking media 
and customizes the most relevant 
news to match users’ preferences. 
Despite their dedication to digi-
tal, Milborn, Groiss-Horowitz and 
their team quickly realized that 
it was television that generated 
the power behind the news, made 
it relevant, and signaled reliabili-
ty. “It’s essential to think digital. 
Many viewers don’t watch linear 
television during the day, but TV 

programs are still important to 
them. Launching in digital form 
meant we could do things like 
test extended news programs in 
connection with the Ibiza affair,” 
Corinna Milborn says. So conceiv-
ing of PULS 24 in any other way 
than on all channels and platforms 
was never an option.

“This was a special 
moment for us as 
TV creators!” 

Support from the management 
knew no bounds. “Markus is  
a real torchbearer. His ability  
to sweep everyone up in the ex-
citement is something you real-
ly have to experience,” Stefanie 
Groiss-Horowitz recalls enthusias-
tically. Even though the decision 
to move the launch date forward 
was a shock to many, the team 
nonetheless managed to build up 
an entire channel, set up two new 

TV studios, hire 35 employees, and 
install all the technology within 
just three months. It all came 
together on September 1: PULS 
24 went on air for the first time 
in the brand-new studio. None 
other than Austria’s president 
Alexander Van der Bellen pressed 
the start button. Moderator Corin-
na Milborn interviewed Sebas-
tian Kurz, leader of the Austrian  
People’s Party, on prime time. It 
was a truly magical moment for 
all TV professionals — seeing their 
idea come to life. The vision? To 
be the largest news broadcaster 
in Austria that offers viewers of 
linear TV and digital users good, 
in-depth information and relies on 
live reporting. What’s behind it? A 
team in the Media Quarter Marx 
giving their all to make it happen.
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It’s autumn 2018, and the 
Parship Group, known for its  
Parship and ElitePartner brands, 
has achieved what no other Ger-
man online company before it 
has – the acquisition of its Amer-
ican role model eharmony, which 
was instrumental to establishing 
the US online matchmaking mar-
ket in 2000. Shortly afterwards, 
on Valentine’s Day 2001, Parship 
introduced a matchmaking ser-
vice using scientific methods in 
Germany and Europe.

Seventeen years down the line, 
the peas are sharing a pod:  
After all, Parship and ElitePartner 
on one side of the Atlantic and 
eharmony on the other were al-
most identically positioned. Their 
mission? Love. Both offerings 
appeal to singles who are looking 
for a partner to start a serious 
relationship. To begin with, singles 
complete a questionnaire to de-
termine specific features of their 
partnership personality. Based on 
the results, they are matched with 
potential partners. “This focus on 
seriousness is something we take 

to heart. It’s clearly embedded  
in the three brands’ DNA,” empha-
sizes Tim Schiffers, CEO of Parship 
Group. “eharmony embodies the 
same values as our Parship and 
ElitePartner brands.” That’s just 
one of the reasons why eharmony 
was a perfect match for us.” By 
acquiring the American icon, the 
Parship Group is also systemati-
cally extending its international 
reach: “With the help of a com-
pany that is a perfect fit for us, 
we are expanding our offerings 
into a new language market and 
tapping into the US, the UK, Can-
ada and Australia.”

Together with fellow members of 
management, Henning Rönneberg 
and Marc Schachtel, Schiffers 
was the driving force in integrat-
ing the US role model last year: 
“The Paship Group has developed 
successfully. Acquiring and inte-
grating ElitePartner in 2016 was 
a great chapter in this success 
story. Before we purchased ehar-
mony, they were no longer able 
to make the most of their high 
profile and the brand had lost a 

lot of its relevance.” So the first 
order of business was to breathe 
new life into the company. Thanks 
to eharmony’s brand recogni-
tion — which notably on the US 
market is on a par with the likes 
of Twitter, Instagram, Budweiser 
or American Airlines — this was 
well within reach. Additionally, the 
Parship Group was able to harness 
the team’s expertise already ac-
quired integrating ElitePartner. 
To ensure that eharmony also 
offers singles the best service 
going forward, the group opted 
to integrate the US brand into 
a joint technical platform with 
Parship and ElitePartner. “That 
sounds easy enough. But in fact 
it was a huge project that the 
entire team worked on in the first 
twelve months following the ac-
quisition,” says Tim Schiffers. 
All the effort paid off: Exactly a 
year after the purchase and on 
schedule to the day, the platform 
integration was completed in No-
vember 2019. While keeping a 

firm eye on the goal, the team is 
already lining up the next steps: 
“We want eharmony to once again 
be unquestionably perceived as 
the go-to matchmaking brand 
for serious relationships, just as 
Parship and ElitePartner are in 
the German-speaking and Ben-
elux regions.” So for the new, 
expanded Parship Group, 2020 is 
clearly marked by innovation and 
progress in providing people with 
just the help they need to find the 
right partner. Call it a love story 
to be continued.

T I M  S C H I F F E R S ,  C EO,  PA R S H I P  G R O U P

PERFECT MATCH

I t ’s  noth ing  shor t  of  a  fa i ry ta le :  They  share  the  same 
b e l i e fs ,  wo r k  o n  d i f fe re nt  co nt i n e nts ,  a n d  f i n a l l y  t i e d 
the  knot  in  fa l l  20 18 .  We  are  ta l k ing  ab out  the  Parsh ip 
Group  an d  ehar m ony   —   the  i con ic  on l ine  matc hma k i ng 
company.  So  what  has  l i fe  been  l i ke  s ince  the  acqu is i t ion?

Love is in the air: 
More than 200 
couples who met 
on eharmony tie 
the knot every 
day in the US 
alone. 
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What’s so special about 
advertising concepts like prod-
uct placement and special ads?

These innovative forms of adver-
tising are more in demand than 
ever, because they give advertis-
ers a way to address their target 
group authentically within our 
shows. At the same time, they let 
us tap into new sources of revenue 
in marketing our entertainment 
content. We develop a concept 
for each client that is perfectly 
tailored to their brand, and can 
also be harmoniously woven into 
the plot of one of our shows. With 
these customized forms of adver-
tising, we succeed in maximizing 
advertisers’ proximity to viewers. 
To achieve that, we coordinate 
closely with the show’s writers 
and its producers, and actively 
approach our preferred advertis-
ing partner. For the 2019 edition 
of “The Voice Kids,” for exam-
ple, we set ourselves the goal of 
featuring lifestyle and fashion 
more prominently, since music 
and fashion are closely linked. 
With H&M as a partner, we even 
succeeded in launching the first 
“The Voice Kids” merchandise 
collection, which we advertised 
with a 360° campaign. 

What role do viewers play 
in the development of new ad-
vertising concepts?

With every concept, we ask our-
selves how to entertain our view-
ers best. So it’s crucial that the 
advertising concepts integrate 
into the storyline of each show in 
a way that feels harmonious and 
native. Our product placement 
execution with PENNY super-
markets and “Promi Big Brother” 

J O L A N DA  F E I G L ,  D I R EC TO R  C O N C E P T I O N  & 
BRAND COOPERATION,  SEVENONE ADFACTORY

THE ART OF STORYTELLING 

Jolanda and her team are proud of their product: the eight-piece 
“The Voice Kids” merchandise collection comprising clothing and 
accessories for children was available in over 400 H&M stores in 
Germany, Austria and Switzerland in 2019.

Adver t i s ing  that  doesn’ t  fee l  l i ke  adver t i s ing?  That ’s  an 
a r t  Jo landa  Fe ig l  has  mastered .  As  D i rec tor  Co n cept i o n 
&  Brand  Cooperat ion  a t  SevenOne  AdFactory,  she  works 
w i th  her  team to  deve lop  c reat ive  36 0°  cam pa igns  that 
authent ica l ly  doveta i l  adver t i s ing  par tners’  brand  wor lds 
and  stor i es  w i th  ProS iebenSat .1  shows .  The  resu l t :  i n -
novat ive  adver t i s in g  form ats  and  g reat  e nte r ta inment 
for  v iewers .

(Celebrity Big Brother) shows how 
brands, despite their advertising 
nature, can authentically dovetail 
with native storytelling. A key fea-
ture of the “Promi Big Brother” 
concept is the residents’ total iso-
lation, which means that everyday 
things like going to the supermar-
ket suddenly take on greater sig-
nificance. When a campground was 
chosen as the setting for the show 
in 2019, that was the chance to 
place a food retailer center stage 
as the main advertising compo-
nent in a reality show for the first 
time. Since “neighborhood” as a 
concept plays an important role 
in PENNY’s branding strategy, we 
approached them with our idea of 
integrating a supermarket. 
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Christiane Heinemann

Managing Director, Redseven Entertainment 

Time  to  sh ine !  As  the  f i rs t  d rag  show on  G er ma n  te l e -
v i s ion ,  “Queen  of  Drags”  was  a  h i t  w i th  c r i t i cs  a nd  fa ns 
a l i ke.  Re dseve n  Ente r ta i n m e nt  wo rke d  w i th  ProS ieben 
to  d eve l o p  a n d  p ro d u ce  t h e  s h ow   —   a n d  a l so  c rea te d 
customi ze d  d i g i ta l  fo rma ts  to  g o  w i t h  i t .  Week ly  IGT V 
rev iews  and  the  on l ine -on ly  “Who’s  that  Queen?”  s up -
p l i ed  the  communi ty  w i th  omnichanne l  updates  f rom the 
“Queen  of  Drags”  un iverse. 

Together, we introduced the 
first-ever product placement 
that was a constant throughout 
the 14-day run, and opened the 
world’s smallest PENNY store. The 
celebrities could earn money in 
challenges and then shop at the 
camp’s own supermarket.

How did the audience re- 
spond to the product placement? 

By introducing the PENNY store, 
we established the most emo-
tional event in the “Promi Big 
Brother” residents’ daily lives – 
and the #pennychallenge also 

turned out to be a stealth hit 
among our viewers. Thanks to this 
special embedding, #Penny was 
even among the top ten hashtags 
trending on Twitter on a regular 
basis… We are delighted that the 
idea was so well received by the 
viewers!

WE PRODUCED ‘QUEEN OF DRAGS’ 
CONSISTENTLY FOR ALL CHANNELS 
AND TOLD THE RIGHT STORY FOR 
EACH TARGET GROUP. THAT WAY, WE 
NOT ONLY GAVE OUR AMAZING DRAG 
QUEENS THE STAGE THEY DESERVE 
AT LAST; EVEN MORE IMPORTANTLY, 
WE TRAINED A STRONGER SPOTLIGHT 
ON THE SOCIAL MESSAGE OF THE 
SHOW — AND SENT A CLEAR SIGNAL 
FOR DIVERSITY AND TOLERANCE  
IN THESE TIMES OF HATE SPEECH. 
IT’S AN ENTERTAINMENT FORMAT 
THAT WAS LONG OVERDUE ON 
GERMAN TV.”
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What exactly is the sto-
ry behind d-force? 

d-force is an ad-tech joint ven-
ture between ProSiebenSat.1 and  
Mediengruppe RTL. The center-
piece is the Active Agent technol-
ogy — a fully automated platform 
that, for the first time, allows 
companies to book Addressable 
TV and online video advertising 
via a single interface serving both 
media houses. In short: We are 
making our customers’ lives eas-
ier! No advertising cooperation 
this comprehensive has ever been 
seen on the German — or for that 
matter the European — market. It 
is truly unique.

How did the partnership 
between Germany’s two leading 
TV networks come about?

The real driving force was, in fact, 
the market. More and more ad-
vertisers were asking us for a 
shared booking platform. Since 
RTL has been as active as we 
have in advancing advertising 
technologies, and we had invested 
in complementary companies, the 
synergies were obvious. So we 
entered into discussions. Both 
sides agreed that although we are 
competitors in terms of content, 
ratings, advertising inventory and 
its marketing, that doesn’t extend 
to technology. The big moment 
arrived in June 2019, when we set 
up d-force. In August, we got the 
go-ahead from the cartel office, 
and in September, we launched 
our first campaigns. It was a very 
special moment!

J E N S  M I T T N A C H T,  M A N A G I N G  D I R EC TO R,  
S E V E N O N E  M E D I A

TEAMING UP WITH A COMPETITOR:  
THE D-FORCE FLAGSHIP PROJECT

H ow  ca n  rea c h  b e  f u r t h e r  m o n et i ze d ?  D r.  J e n s  M i t t n a c ht , 
M a n a g i n g  D i re c to r  of  Seve n O n e  M e d i a ,  d e d i ca tes  h i m se l f 
to  answer ing  th i s  quest ion  eve ry  d ay.  Thanks  to  the  d - force 
f l a g s h i p  p ro j e c t   —   a  P ro S i e b e n Sa t .1  a n d  M e d i e n g r u p p e  RT L 
jo in t  venture   —  h i s  team  m ad e  s ig n i f i cant  s t r ides  in  20 19.  I n 
th i s  i n terv iew,  Jens  ex p la ins  how they  cam e  to  team up  w i th 
a  d i rec t  compet i tor.
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How has the advertising 
market reacted to your offering? 

Right from the start, we got a lot 
of positive feedback from cus-
tomers, especially with regards 
to the comprehensive service and 
ease of booking — all it takes is 
a few clicks to order tailor-made 
advertising. But that’s only the 
beginning: In 2020, we’re launch-
ing programmatic configuration 
of Addressable TV commercials 
and integration of the cross-de-
vice bridge. This means that by 
linking different devices in the 
household — such as TV, smart-
phone and tablet — we can run a 
campaign across all of them using 
a target group-specific approach. 
All in all, we have received a tre-
mendous response not only from 
clients — international broadcast-
ers and marketers are also very 
interested.

In what way? Are you 
planning on integrating interna-
tional partners into the booking 
platform, too?

In February 2020, we already 
brought our booking platform to 
Austria and integrated the adver-
tising inventories of our subsid-
iary ProSiebenSat.1 PULS 4 and 
the Austrian marketer of RTL. And 
we are also in contact with media 
companies from Switzerland.
Our goal is to offer the largest 
possible advertising portfolio on 
the platform. Looking beyond the 
German-speaking countries, we 
are rather aiming to establish 
our offering as an independent 
tech solution in each country’s 
official language. This task is now 
being driven by the new d-force 
management team, which took 
office on January 1.

What does ProSieben-
Sat.1 expect to get out of d-force 
in the long term? 

On the one hand, d-force is tes-
timony to our innovation lead-
ership in the field of advertising 
technology. After all, the core 
technology, Active Agent, is part 
of our ad tech subsidiary Virtual 
Minds. On the other hand, we 
also want to accelerate growth 
in our Addressable TV business, 
as this very area not only offers 
huge potential for monetizing our 
reach, but is also our absolute 
core competency.

Stefanie Fröhner

SVP Business Intelligence 
Entertainment

BY USING TOTAL VIDEO 
VIEWTIME, WE MAKE 
SENSE OF THE SEA OF 
NUMBERS AND ENABLE 
CROSS-PLATFORM 
COMPARISON. WE MEASURE 
HOW LONG VIEWERS SEE 
OUR CONTENT — IN BOTH 
LINEAR AND DIGITAL 
FORMS. 

Stefan ie  Fröhner,  SVP Bus iness  In -
te l l igence  Enter ta inment ,  and  her 
team deve loped  the  new interna l 
m et r i c  of  Tota l  V i d e o  V i ew t i m e 
( T VV ) .  I t s  b e n ef i t?  T VV  v i v i d l y 
d esc r i b es  i n  m i n u tes  t h e  t i m e 
u se rs  s p e n d  co n s u m i n g  e n te r -
ta i n m e nt  of fe r i n g s  ove ra l l  a n d 
across  p la tforms,  and  renders  a 
d i rect  compar ison  between TV and 
st reaming  data  poss ib le.  The  met-
r i c  t ies  in  neat ly  w i th  estab l i shed 
f igures  in  the  f ie ld  of  adver t i s ing 
metr ics ,  as  TVV conver ts  fami l ia r 
measures  in to  m inu tes ,  s uch  a s 
v i d e o  v i ews  a n d  ra t i n g s .  Wh a t 
counts  a f ter  a l l  i s  tha t  o ur  co n -
tent  reaches  peop le  –  no  ma tter 
on  wh ich  p la tform.

Such comprehen-
sive cooperation 
as d-force has 
never been seen 
before in the 
German advertis-
ing market, and 
is even unique 
in Europe. Since 
January 1, 2020, 
Ralf Hammerath, 
Alen Nazarian 
and Jens Pöp-
pelmann (from 
left to right) on 
the management 
board have been 
driving the light-
house project 
forward.
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T H O M A S  WA G N E R,  C H A I R M A N  O F  T H E 
M A N A G E M E N T  B O A R D,  S E V E N O N E  M E D I A

WINNING NEW ADVERTISERS WITH 
THE ADDRESSABLE TV SPOT

I t ’s  8 .15pm on  a  Saturday :  The  comedians  Joko  and  K laas’ 
show “Das  Due l l  um  d ie  We l t”  ( Due l  Around  the  Wor ld ) 
i s  about  to  beg in .  M i r i am ,  27,  i s  s i t t ing  on  he r  couch  in 
f ront  of  her  smar t  TV.  The  wa i t  i s  a lm ost  over.  Before 
the  s how star ts ,  a  commerc ia l  fo r  the  new MAC cosm et-
i cs  co l l e c t i o n  a i rs .  At  exa c t l y  t h e  sa m e  t i m e,  Pete r  i s 
a l so  wa i t ing  for  the  show to  come on .  Un l i ke  M i r iam,  the 
53 -year -o ld  sees  th e  TV  com m e rc ia l  fo r  an  e lec t ron ics 
reta i l e r,  p romot ing  a  new-g e ne rat ion  sm ar tp hone.

Two different target audience 
groups watch two different com-
mercials on a single channel at the 
same time. This is possible thanks 
to the new Addressable TV Spot, 
which the ProSiebenSat.1 Group’s 

sales subsidiary SevenOne Media 
launched in August 2019 after a 
roughly one-year-long beta phase.

“We developed the unique tech-
nology behind the Addressable 
TV Spot in-house and registered 
it for a Europe-wide patent,” says 
Thomas Wagner, Chairman of the 
Management Board of SevenOne 
Media. “Advertisers can define 
audience characteristics, such 
as age, gender, interests or net 
income, in advance and precisely 
tailor the content of their com-
mercials to that target group. 
Overlayed over the standard 
commercial, the Addressable 
TV Spot is served exclusively to 
the preselected audience. Only 
ProSiebenSat.1’s own advertising 
is overlayed. Viewers who fall out-
side the predefined target group 
see the standard commercial. The 
technology is only supported on 
Internet-enabled TVs. The offer 
is available for all ProSiebenSat.1 
stations and in all time slots, from 
morning shows to prime time.

“Addressable TV is one of the key  
sales growth areas,” says Wagner 
of the new offering’s potential. 
“In coupling precision of delivery 
with TV’s great reach, we are 
combining the best of the digital 
and linear worlds.” The advan-
tages are obvious: “Thanks to 
the highly targeted nature of our 
Addressable TV Spot, it attracts 
maximum audience attention and 
perfectly complements our linear 
reach. This opens the door for 
advertisers who didn’t previously 
consider TV advertising an option. 
So we are appealing to a whole 

new segment of the advertising 
market.”

According to Wagner, the clients’ 
response has been positive: “In 
2019 alone, we ran more than 
100 campaigns for clients such 
as Nestlé, Opel and Vodafone. 
And the market potential for the 
coming years is huge.” By 2022, 
the combined market for Address-
able TV and online video in Ger-
many, Austria and Switzerland is 
expected to be in the single-digit 
billion range. There are currently 
some 18 million internet-enabled 

TV sets in the German-speaking 
countries, which can be targeted 
with personalized advertising 
options. Today, 36 percent of the 
German television audience can 
already be reached via smart TVs.

> 100 Addressable TV Spots were sold 
by SevenOne Media in 2019. Plenty of 
market research, meetings with cus-
tomers and teamwork went into them. 

>
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Between school and studio: For 
Daisy, a mother of two, the day 
starts early. And, like the first 
15 minutes of Joko and Klaas’s TV 
show, it often ends late (photo: Pia 
Klemp, captain of a rescue vessel, 
reports on her day-to-day efforts 
on search-and-rescue missions). 
“As every mother knows, coordi-
nating work and family can be chal-
lenging. In my job at ProSieben, I 
can manage both.” 

How did you develop the 
idea for this show? 

After the success of “Duell um die 
Welt,” we wanted to try something 
new with Joko and Klaas. And 
we were aiming for something 
that had broader appeal and was 
more family-friendly than other 
programs the duo had done. Then, 
while we were talking with the 
production company Florida TV, 
someone said, “Why don’t they 
compete against ProSieben?” Ev-
eryone liked the idea right away. 
But we quickly realized that there 
is no single individual who is the 
face of ProSieben. The red sev-
en is a brand, an attitude — so 
we went with the abstract figure 
“Mister ProSieben,” which we had 
already established in “Duell um 
die Welt.” We worked with Joko 
and Klaas and, step by step, we 
created a concept in which the two 
of them form a team for the first 

time. And then we “sweetened the 
pot” with an unheard-of prize: 15 
minutes of live broadcasting time 
on ProSieben. In prime time.

They gave away the very 
first 15 minutes they won to 
“people who have more to say 
than we do,” as Klaas put it. 
What those people offered were 
strong statements on search-
and-rescue missions at sea, 
right-wing extremism and home-
lessness. That surprised quite 
a few viewers — you too? 

The guys wanted to do something 
nobody could have expected — and 
that’s exactly what they did. Giv-
ing people a platform who don’t 
otherwise occupy this space was 
a stroke of genius. Of course, we 
were delighted to have generated 
social value with an entertainment 
program and, as a TV company 
that reaches so many millions of 

people every day, that’s also part 
of our responsibility. Even though 
everyone already knew before this 
show how outspoken Joko and 
Klaas are in public, we found their 
courage admirable — especially 
since the negative reactions to 
their taking such a clear stance 
on controversial issues did not 
fail to appear. So those 15 min-
utes were also a surprise to us, 
the showrunners — a fantastic 
one! Even just the setting: one 
person in a chair in the spotlight, 
the camera circling them. It was 
so focused, so incredibly intense. 
Definitely a very special on-screen 
moment. The kind of moment that 
only happens on live television. 

Is that what you find so 
unique about the show? 

This show illustrates the enor-
mous appeal that linear television 
still has. Live TV is especially 
powerful: These 15 minutes are 
an absolute thrill. Nobody knows 
what to expect, but everyone 
wants to be there, wants to know 

what all the buzz will be about af-
terwards around the water cooler, 
in the schoolyard or in the media. 
With this, we proved yet again 
that we can do strong, local pro-
grams. Just good TV. Preferably 
self-made. “Joko & Klaas gegen 
ProSieben” was developed for the 
German-language market and is 
perfectly adapted to this channel 
and audience — “tailor-made,” as 
it were. Our own shows are always 
best for that. But they’re also the 
hardest part of my job. Sure, we 
know what suits ProSieben — but 
you don’t just pull a successful 
new show out of your hat. The 
fact that we are now distributing 
the show internationally as “Beat 
the Channel” is a nice affirmation 
that shows the huge potential our 
idea has, and not only in Germany. 

DA I SY  R O S E M E Y E R - E L B E R S ,  
E X EC U T I V E  P R O D U C E R, 
C O N T E N T  C R E AT I O N  P R O S I E B E N

“THESE 15 MINUTES ARE AN ABSOLUTE THRILL” 

Two  p e re n n i a l  r i va l s  h ave  n ow  tea m e d  u p .  Th e i r  a d ve rs a r y : 
B ig ,  red  and  st ronge r  than  eve r.  I n  May  201 9,  ra ther  than  go ing 
head  to  head  as  usua l ,  J oko  and  K laas  jo ine d  forces  and  took 
on  the i r  emp loyer.  I n  the  p r im e - t im e  show “J oko  &  K laas  gegen 
ProS ieben”  (Joko  &  K laas  vs .  ProS ie b e n) ,  the  two  enter ta iners 
competed  in  a  s t r ing  of  cha l l e ng es ,  p lay ing  to  w in  a  15 -minute 
l i ve  broadcast  s lo t  to  f i l l  as  they  w ishe d .  Da i sy  Rosemeyer -E l -
bers  he lped  deve lop  and  p rod uce  the  show.  As  the  woman  who 
once  shared  the  stud io  w i th  M ichae l  “Bu l l y”  Herb ig  and  brought 
home the  Eurov i s ion  Song  Contest  v i c tory  w i th  Stefan  Raab,  she 
u n d e rsta n d s  w h a t  m a kes  t h i s  n ew  fo r m a t  so  u n i q u e.  A n d  w hy 
German  te lev i s ion  ne e d s  m ore  hom e -g rown  shows. 
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IN ORDER TO ATTRACT NEW 
TARGET GROUPS, ESPORTS 
NEEDS EXPLAINING. WE ARE  
THE FIRST IN GERMANY TO  
WORK WITH AN EDITORIAL  
TEAM AND EXPERTS IN THE 
STUDIO, WHO HELP MAKE  
SENSE OF MOVES, UNPACK 
TACTICS AND REPLAY KEY 
MOMENTS — JUST AS YOU  
WOULD EXPECT IN SPORTS 
REPORTING. IN THIS WAY, WE 
ARE GROWING THE MARKET  
BIT BY BIT AND MAKING 
ESPORTS AS POPULAR AS 
MAINSTREAM SPORTS.

Stefan Zant

Managing Director, 7Sports

e S p o r ts  i s  b o o m i n g .  Wi t h  a l m ost  1 0   m i l l i o n  fa n s ,  t h i s 
i s  t h e  fa stest  g row i n g  s p o r ts  t re n d  i n  G e r m a ny.  I n  n o 
t ime  a t  a l l ,  Ste fan  Zant  has  m ad e  ProS ie b e nSat .1  sub -
s i d i a r y  7 S p o r ts  t h e  l ea d i n g  a d d ress  i n  t h i s  f i e l d  a n d 
h a s  esta b l i s h e d  t ra d i t i o n a l  e d i to r i a l  cove ra g e  of  b ot h 
TV  and  on l ine  broadcasts .  Fo l low ing  the  acq u i s i t ion  of 
eSpor ts .com,  7Spor ts  now wants  to  p ush  i t s  ac t i v i t i es 
i n te r n a t i o n a l l y :  G l o ba l  tu r n ove r  i n  t h e  e S p o r ts  m a r -
ket  i s  expected  to  grow f rom  USD  1 .1   b i l l i on  in  20 19  to 
USD   1 .8  b i l l i on  by  2022 .

Invest iga t i ve,  bo ld ,  emot iona l :  “akte.”  has  been  te l l i ng 
the  stor ies  that  move  Germany  for  a  quar ter  century.  I n 
2019,  SAT.1  set  up  i ts  own ed i tor ia l  team for  the  magaz ine, 
a n d  h a s  b e e n  p ro d u c i n g  “a kte.”  i t se l f  i n  U nte r f ö h r i n g 
s ince  August .  Th i s  has  on ly  enhanced  the  Gro up’s  j o ur -
na l i s t i c  p rof i l e . 

WE TELL STORIES FROM UNUSUAL ANGLES, 
ALWAYS ATTEMPTING TO DELIVER A GOOD 
MIX OF TOPICAL, ENTERTAINING, AND 
INVESTIGATIVE REPORTS. IN THE PAST  
YEAR, WE GREW TOGETHER TO A DYNAMIC 
AND DETERMINED EDITORIAL TEAM.  
AND WE HAVE BIG PLANS FOR 2020, TOO.  
ALL WE CAN SAY RIGHT NOW IS: IT’S  
GOING TO GET LOUD!”

Nadja Pia Wagner

Chief reporter, “akte.”
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With Raab’s autographed cue card occupying a place of honor in the office, everything 
goes like clockwork. And a market share of 54 percent at the moment Max Mutzke was 
unmasked made for plenty of smiling faces.

Shortly after the end of “TV total,” 
Daniel the Head of Entertainment 
became Daniel Rosemann, Chan-
nel Manager of ProSieben. And 
the onetime editor responsible for 
the first season of “The Voice of 
Germany” faced a Herculean task: 
how to replace the person young 
TV fans were tweeting about as 
“the Man of ProSieben.”

By the summer of 2019, the 
Twitterverse had long forgotten 
the subject. Suddenly everyone 
was feverishly tweeting: Who’s 
the cute Monster? Who moves 
as gracefully as a Grasshop-
per? And what Astronaut can 
sing such a heavenly version of 
“What a Wonderful World”? The 
finale of “The Masked Singer” 
set records. Germany had never 
seen more tweets about a TV 
show in a single evening. The 
moment when Max Mutzke took 
off his Astronaut mask brought 
as many Germans to the edge of 
their seats as a penalty shoot-out 

DA N I E L  R O S E M A N N ,  
C H A N N E L  M A N A G E R,  P R O S I E B E N

THE MAN BEHIND THE 
MASKS

“We a l l  have  to  be  st rong  now!  We lcome to  the  very,  very, 
very  l ast  ed i t ion  of  ‘TV  tota l .’ ”  Whe n  Dan ie l  Rosemann 
s i t s  i n  t h e  P ro S i e b e n  tea m  m e et i n g  ro o m ,  a  p i e ce  of 
te lev i s ion  h i s tory  hang s  b e h ind  h im :  the  l ast  announc -
e r ’s  c u e  ca rd  f ro m  t h e  2 , 303 rd  a n d  f i n a l  “ T V  to ta l ” 
s h ow.  D ow n  i n  t h e  l owe r  r i g ht- h a n d  co r n e r,  i t  b ea rs  a 
l i t t l e  m essa g e  f ro m  t h e  m a ste r  i n  b l a c k  fe l t - t i p  p e n : 
“D ear  Dan ie l ,  Thanks  for  eve ryth ing !  Best ,  Ste fan .”  I t ’s 
the  cue -card  vers ion  of  a  m e d a l  of  honor  f rom Stefan 
Ra a b,  t h e  k i n g  of  G e r m a n  T V.  A  cu e  ca rd  t h a t  s p ea ks 
vo lumes :  ProS ieben  ch ie f  Dan ie l  Rose m ann  i s  the  man 
the  s tars  t rust .

in the Champions League. With a 
54-percent market share (14- to 
49-year-olds), the event drew 
the nation to their screens — all 
except Daniel Rosemann, who was 
ensconced in his favorite profes-
sional spot: the control room, i.e. 
the engine room of television.

Together with his ProSieben team, 
he fought harder for the rights to 
“The Masked Singer” than any-
thing he or the station had ever 
pursued before: “We were positive 
that ‘The Masked Singer” would 
be a big hit,” Daniel Rosemann 
says. “But I must admit, we didn’t 
expect it to be this huge. It fits 
right in with our strategy, though: 
we’re expanding the share of pro-
gramming that we produce in 
Germany, for Germany.”

What was the biggest challenge 
that came with this show? “Keep-
ing quiet.” Keeping quiet? “Yes. I 
usually talk to lots of colleagues 
about the details involved in any 

show and all the things related to 
it. I couldn’t really do that in this 
case.” Why not? “There were only 
eight people altogether who knew 
the identities of the stars behind 
the masks. Even the director didn’t 
know what star he was showing 
in close-up at any given moment. 
That was crucial. When the whole 
team is guessing too, that’s the 
best way to tell the story from 
the viewers’ perspective.”

“The Masked Singer” earned 
Rosemann major kudos in the 
international arena. ProSieben 
was the first station in the world 
to broadcast “The Masked Singer” 

live. “Big shows deliver a special 
thrill when they’re live. For the 
station, sure — and, more impor-
tantly, among viewers. There is 
no substitute for that feeling,” 
Rosemann says. His eyes light up 
as he talks about “The Masked 
Singer.” “In the US, they said we 
were crazy to do it live.” What 
he said to his team was, “We’re 
ProSieben. We have to do it live.” 
 
Note: The day the finale of “The 
Masked Singer” aired, marked 
ProSieben’s highest daily rat-
ings in 20 years — thanks to a 
passionate team. And thanks to 
Daniel Rosemann, the man behind 
the masks.
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2019
Q3

AU G
SEVENONE MEDIA ROLLS  
OUT COMPREHENSIVE  
ADDRESSABLE TV SPOT OFFER

  Read more on page 23

S E P
PULS 24 LAUNCHES IN  
AUSTRIA

On September 1, PULS 
24, the fourth purely 
Austrian TV channel of 

ProSiebenSat.1 PULS 4 Group, and its independent 
new app are launched. The 360-degree project 
offers viewers added value to national and inter-
national TV offerings, with local and live content. 
With PULS 24, ProSiebenSat.1 is both expanding 
its information expertise and driving the digital 
transformation of the Group forward.

Q4

O C T
7SPORTS FURTHER EXPANDS 
ESPORTS COMMITMENT
Next step in the eSports offensive of ProSieben-
Sat.1: 7Sports, the umbrella brand for the Group’s 
sports business, increases its stake in eSports GSA 
GmbH from 50 percent to 100 percent. The brand 
and domain of the news portal www.eSports.com 
are thus also transferred to 7Sports. After Ger-
many, Austria and Switzerland, 7Sports is now 
also stepping up its international activities with 
the complete takeover of eSports.com. Since 
2016, 7Sports has been consistently expanding 
its involvement in the eSports sector, which is 
considered the fastest-growing segment in the 
sports and entertainment environment.

N OV
PROSIEBENSAT.1 ESTABLISHES 
PRODUCTION COMPANY PYJAMA 
PICTURES WITH CHRISTIAN  
ULMEN AND CARSTEN KELBER 
ProSiebenSat.1 establishes the Berlin-based pro-
duction company Pyjama Pictures with the two 
renowned content production experts Christian 
Ulmen and Carsten Kelber, thereby further expand-
ing the Group’s expertise in the field of content 
production in Germany. In the future, the new 
creative set-up will produce fiction content for all 
ProSiebenSat.1 platforms as well as for external 
partners. Its focus will be on German-language 
and local content. As the first project, the newly 
founded production company will produce the 
fourth season of the hit series “jerks.” for the 
streaming platform Joyn and subsequent free-TV 
broadcasting on ProSieben. 

Q1

JA N
NUCOM GROUP ACQUIRES MA-
JORITY STAKE IN AROUNDHOME

ProSiebenSat.1 con-
tinues to expand its 
commerce portfolio: 

The worldwide operating growth equity investor 
General Atlantic sells shares in Aroundhome, 
Germany’s largest online broker for home related 
products and services, to NuCom Group, and, in 
return, increases its NuCom stake to 28.4 per-
cent. At the same time, NuCom Group increases 
its voting stake in Aroundhome from 42 percent 
to 94 percent and thereby holds a majority stake 
in all its portfolio companies. 

F E B
PROSIEBENSAT.1 ESTABLISHES 
NEW MANAGEMENT STRUCTURE
The Group adapts its management structure as  
of April 1: An Executive Committee consisting of 
the CEO, CFO, and Deputy CEO/Group General 
Counsel is established on Holding level. At the 
same time, the three pillars Entertainment, Content  
Production & Global Sales as well as Commerce 
are led by two co-CEOs respectively. All co-CEOs 
as well as some executive department leaders 
become part of the Executive Board. By shift-
ing operative decision-making processes to the 
individual pillars, ProSiebenSat.1 becomes much 
more agile, expanding the autonomy of the seg-
ments and consistently pushing ahead with its 
transformation. 

Q2

J U N

PROSIEBENSAT.1 AND  
MEDIENGRUPPE RTL DEUTSCH-
LAND ESTABLISH ADTECH JOINT  
VENTURE    Read more on page 21

PROSIEBENSAT.1 AND FACEBOOK 
SIGN COOPERATION AGREEMENT
ProSiebenSat.1 is the first European TV Group to 
agree a comprehensive cooperation with Facebook 
on Facebook Watch: From latest content relating 
to TV formats to archive content to exclusive 
clips — the video destination within Facebook now 
offers its users a comprehensive catalogue of 
video material from ProSiebenSat.1. This content 
is exploited via the digital studio Studio71. The 
partnership increases the Group’s digital reach 
and generates additional revenues in the content 
and production business.

ANNUAL GENERAL MEETING  
RESOLVES RE-ELECTION OF  
ENTIRE SUPERVISORY BOARD
At the 2019 Annual General Meeting, the share-
holders confirmed all nine members of the Group’s 
Supervisory Board with a clear majority in office. 
The Supervisory Board had unanimously stood for 
re-election. In addition, the Annual General Meeting 
resolves to distribute a dividend of EUR 1.19 per 
share for the 2018 financial year. This corresponds 
to a total payout of around EUR 269 million and 
a payout ratio of around 50 percent based on 
adjusted net income.

STREAMING SERVICE JOYN  
GOES LIVE

  Read more on page 13
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HOURS OF REPORTING 

MORE ORIG INAL  
PRODUCTIONS DURING  
PR IME  T IME  IN  2019  
ON  PROSIEBEN ALONE . 

H OURS OF  WORK WENT INTO MAKING  
THE  COSTUMES FOR “THE  MASKED S INGER” .

INCREAS E  I N  FAC E-
BOOK V I EWS  WAS 
ACHIEVED FOR  TH E 
N INTH S EASON  OF 
“THE  VOI C E  OF  
GERMAN Y.”

%

DURING THE  FOURTH  S EASON 
OF  “LATE  N IGHT  BER L I N ”  
CAME FROM D IG ITA L  C H A N N ELS, 
WHILE  41% WAS GE N ERATED 
WITH  THE  TV  BROA DCAST.  
THAT  MADE IT  THE  F I R ST  OF 
PROSIEBEN’S  ORIG I N A L  P RO-
DUCTIONS TO GAIN  A  H I G H ER 
TVV VALUE ON ALL  ON LI N E 
CHANNELS  THAN V I A  L I N EA R 
TV,  WHICH ALSO SAW G ROWI N G 
MARKET  SHARES.

OF TOTAL VIDEO  
VIEWTIME (TVV)

AIRED ON PULS  24  NEWS DURING 
AUSTRIA’S  NATIONAL COUNCIL  ELECT IONS.

TRUCKLOADS OF  SOIL  (AROUND  15,000 M 3) 
WERE  MOVED FOR THE  FOUNDATI ON S  A N D 
STRUCTURAL WORK FOR THE  NEW CA M P U S 
BUILD ING. 

EXTRA PACKAGES WITH  A  TOTAL  OF  16 ,962  PRODUCTS  WER E  
BOXED BY  120  FLACONI  EMPLOYEES  DURING A  F IVE-HOUR  N I G H T 
SHIFT  THE  WEEK BEFORE CHRISTMAS.

P IECES  OF  V IDEO CONTENT  
WERE  AVAILABLE  TO  JOYN  
USERS  IN  2019.

H IGHLIGHT NUMBERS

OF GERMANY’S  TOP 30  
YOUTUBE CHANNELS  
(MEASURED IN  V IDEO V IEWS)  
ARE  MANAGED BY  STUDIO71 .

NEW LOCAL SHOWS WERE LAUNCHED ON  
OUR CHANNELS  IN  2019  AND WE INVESTED  
OVER EUR  1  B ILL ION IN  OUR PROGRAM. 

MORE THAN 

TH ERE  WERE

A

29Highlight numbers


