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»  Sport brings people together, irrespective  
of their origins, social status, or skin color.«

  Patrick Esume, American football coach and former player who holds  
several German, Eurobowl, and World Bowl titles

»  Cyberbullying has become a 
serious problem in our society.«

 Kaspar Pflüger, Managing Director of SAT.1

»  It’s not just about giving the kids a  
good time, they also have to learn to take  
responsibility. That’s why we get them to  
help out around the farm.«

 Bernd Siggelkow, founder of The Ark

»  There are so many ways of  
communicating visually.«

 Kassandra Wedel, actor, dancer and choreographer
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Dear Readers,

For ProSiebenSat.1, being successful not only means increasing our financial 
results in a sustainable manner and growing dynamically. It also  means con-
sistently enhancing the Group’s ecological and social performance. We are 
 aware of our corporate and social responsibility and see it as a holistic chal-
lenge.

We want to be a reliable partner in the capital market for our  shareholders, 
who are key stakeholders, and benchmark our performance against 
transparent and concrete targets. At the same time, we pay out between  
80 % and 90 % of underlying net income as a dividend each year. We offer 
our employees a dynamic working environment with lots of creative lee-
way, family- friendly working conditions and performance-based remuner-
ation  models. Since 2016, we have also given them a greater share in the 
Company’s  success via the MyShares program. We do this because their tal-
ent, their creativity and their passion make ProSiebenSat.1 one of the most 
 successful media companies in Europe – and ensure our competitiveness 
in the future.

It is also thanks to their dedication that ProSiebenSat.1 Group is able to 
 perform its duties in society and for society. In this sustainability report, we 
will therefore present in detail what the interplay between responsible corpo-
rate governance and public engagement looks like at ProSiebenSat.1 – and 
how the Group uses its reach to give relevant social issues a  platform via 
our public value activities. In addition, we will inform you about all  significant 
non-financial aspects and the sustainability management of ProSiebenSat.1.

 
Yours 
Thomas Ebeling 
CEO of ProSiebenSat.1 Media SE

»We are aware of our  
corporate and social  

responsibility.«

ProSiebenSat.1 Group 
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ProSiebenSat.1 Group

ProSiebenSat.1 Group is based in Munich/Unterföhring 
and is one of the most successful independent  media 
companies in Europe with a strong presence in the TV and 
digital market. The Group is growing  dynamically, with 
consolidated revenues increasing by 17 % to EUR 3,799 
million in 2016 (Q1 2017: EUR 910 million). At the same 
time, recurring respectively adjusted EBITDA  increased 
by 10 % to EUR 1,018 million (Q1 2017: EUR 188 million). 

Advertising-financed free TV is the Group’s core  business. 
The station family comprising SAT.1, ProSieben,  kabel 
eins, sixx, SAT.1 Gold, ProSieben MAXX, and kabel eins 
Doku is the Number 1 in the German audience and TV 
advertising markets. The Group has tapped into an ad-
ditional attractive business area through the distribu-
tion of its television channels in HD quality. At the same 
time, the Group success fully networks the wide reach of 
its TV business with a strong digital unit. Already today,  
ProSiebenSat.1 is Germany’s leading video marketer 
on the Internet and with maxdome or Studio71 one of 
the most successful providers of digital entertainment. 

ProSiebenSat.1 has also built up a successful e-commerce 
business of digital platforms in recent years, with brands 
such as Verivox, Parship and Flaconi, which is now one of 
the Group’s most important growth drivers. This broad-
casting, digital entertainment and commerce portfolio is 
supplemented by Red Arrow, an international production 
and distribution network. With Red Arrow Entertainment 
Group, the Company is represented with 19 companies 
in seven countries. Thus, ProSiebenSat.1 has a broadly 
diversifi ed revenue and earnings base. In October 2016, 
ProSiebenSat.1 once again increased its mid-term growth 
targets, and expects to increase its revenues by EUR 2.15 
billion to around EUR 4.5 billion by 2018, compared to 2012.

ProSiebenSat.1 Group had 6,054 employees on average in 
2016 (Q1 2017: 6,461 employees). The ProSiebenSat.1  Media 
SE share is traded on the stock exchanges in  Frankfurt and 
Luxembourg. In March 2016, it became the first media 
company to be included into the leading DAX index.

Revenues by region

in percent, 2015 figures in parentheses

Revenues by segment

in percent, 2015 figures in parentheses

REvEnuEs

EuR 3.799 BILLIOn
of revenues were generated by  

ProSiebenSat.1 in financial year 2016. 

EaRnIngs

EuR 1.018 BILLIOn
of recurring EBITDA was reached by the Group 
in 2016, 10 % more than in the previous year.

DIvIDEnD fOR 2016

EuR 1.90
were paid out by ProSiebenSat.1, continuing 

its earnings-oriented dividend policy.

REvEnuE TaRgET 2018

EuR 4.5 BILLIOn
ProSiebenSat.1 aims to increase  consolidated 

revenues by EUR 2.15 billion in 2018.

shaRE Of aDvERTIsIng

42.7 PERCEnT
ProSiebenSat.1 is the leader in the 

German TV advertising market.

hR sTRaTEgy

6,054 EMPLOyEEs
The Group is one of the most 

 attractive employers in Germany.

Key figures 2016

Broadcasting
German-speaking 
58 (66) 

Content Production &
Global Sales 10 (8) 

Digital Entertainment 
12 (11) 

Digital Ventures & 
Commerce 20 (14) 

Germany 
78 (84)

UK 1 (1) 

Austria/Switzerland 
7 (8) 

Scandinavia 4 (1)

USA 10 (6)
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Corporate Strategy and Sustainability

We are using the opportunities of a changing  market 
 environment to secure the Group’s dynamic and profitable 
growth in the long run. At the same time, ProSiebenSat.1 is 
fulfilling its corporate responsibility, as we are convinced 
that a successful corporate strategy cannot be measured 
by financial results alone. As a  media company, we make 
an important contribution to the  dissemination of infor-
mation and diversity of  opinion in  society. Simultaneous-
ly, our philosophy as an employer is to serve the individual 
 interests of our employees. These are two examples of how 
we consider the needs of our internal and external stake-
holders in our corporate activities.

Companies that identify sustainability-related risks and 
opportunities at an early stage can hold their own on 
competitive markets. In this context, we define sustain-
able corporate activity as a holistic approach to secure 
the economic as well as the ecological and social perfor-
mance of our Group. In September 2016, ProSiebenSat.1 
Group published a separate report for the first time deal-
ing with these three dimensions of sustainability and tak-
ing the key aspects of sustainability into account. It was 
 titled “Our  Responsibility — Public Value and Sustainabili-
ty at ProSiebenSat.1 2015/2016”.

Since the report was published, we have further  enhanced 
our sustainability management and the reporting pro-
cesses in the Group and increased the  transparency 
of our sustainability performance. We have therefore 
 defined concrete measures that we have already imple-
mented or will implement in the second half of 2017. For 
example, we have systematically expanded the content of 
the Sustainability Report 2016 and broadened the scope 
of the  review to include additional selected non- financial 
 aspects. Selected disclosures and key figures were sub-
jected to an independent audit with limited  assurance by 
KPMG AG Wirtschaftsprüfungsgesellschaft. Such  audits 
are based on the relevant ISAE 3000 and ISAE 3410 
standards. In parallel, the Group is working on enhanc-
ing the sustainability organization and the correspond ing 
governance structures in the Group.

Together with the Annual Report 2016, the  Sustainability 
Report 2016 provides a comprehensive description of 
the performance of ProSiebenSat.1 Group on the basis 
of  financial and non-financial information. This sustain-
ability report complies with the core option of the guide-
lines of the Global Reporting Initiative (GRI) in the fourth 
generation (G4).

Materiality Assessment  
Through internal workshops, surveying people in posi-
tions of responsibility in various specialist departments, 
analyzing the results of research by our own research  
department, the dialog with individual interest groups and 
observing the regulatory framework of our existing re-
porting system, we comprehensively identified potential 
issues and stakeholders and narrowed down the universe 
of topics to material matters. As a next step, we arranged 
the issues along our individual value chain and defined 
priority criteria. The aspects thus derived are synthesized 
into five areas of action.

We carried out our first materiality assessment at the end 
of 2015. In recent months, we have validated and  reviewed 
the identified aspects in connection with the enhance-
ment of the reporting processes, the  preparation for the 
statutory reporting and auditing  obligation with regard to 

Dimensions of sustainability and action areas

Public Value

Economy

Digitalization and Innovation

Environment

Climate and
Environmental

Protection

Employees
and Diversity

Governance
and

Compliance

Society
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Stakeholder Engagement  
Communication with our internal and external stakehold-
ers on sustainability issues is very important to us, both 
in daily business and on an ad hoc basis, for example in 
advance of the sustainability reporting. We took account 
of the concerns voiced by the stakeholders when defin-
ing our action areas and selecting the aspects to report. 
Outside of institutional dialog management such as that 
practiced by Investor Relations, Corporate Communica-
tions or the Governmental Relations & Regulatory Affairs 
department, we are developing new channels of commu-
nication and expanding existing forms of dialog for the 
maintenance of our stakeholder relationships in the field 
of sustainability.

the non-financial statement in effect from 2018, and the 
expansion of sustainability management in the Group. 
Among other things, there were workshops with various 
departments such as Human Resources, Corporate Com-
munications and Public Affairs on the materia lity matrix, 

sustainability indicators and management approaches. In 
addition, ProSiebenSat.1 refined the  definition of bound-
aries for relevant issues and material aspects and gave 
the value chain a more significant role in the assessment.

areas of action

Public Value Governance and
Compliance 

Digitalization
and Innovation

Climate and 
Environmental Protection

Employees and
Diversity

Capital market

Employees

Audiences
and users

Suppliers
and service 

providers
Advertising 

customers and 
business 
partners

B2C customers

Media 
representatives

Society

Important stakeholders

Corporate Strategy and Sustainability: 
report.prosiebensat1.com/sustainability

sustainability aspects in the value chain

Outside P7s1

Broadcasting German-speaking 
Digital Entertainment  

Digital Ventures & Commerce 
Content Production & Global Sales

Outside P7s1

upstream Production aggregation Marketing Distribution Downstream

Public value

governance  
and Compliance

Digitalization  
and Innovation

Climate and 
Environmental 
Protection

Employees  
and Diversity
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ProFESSionAl  
AthlEtES UP CloSE

“Wir stärken Kinder” (We support children): Sportdeutschland.tV, ProSiebenSat.1 Group’s 
digital sports channel, partnered with the charity SoS Children’s Village to set up this 

 initiative that gets athletes involved for a good cause. the kids get to train with the pros,  
in the process learning the value of engagement and team spirit.

Professional soccer player Tobias strobl gets young people moving.
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It starts with a friendly bow. But after that, the eyes of 
the eight girls and boys gathered in the gym at the SOS 
 Children’s Village in Germany’s Sauerland region grow 
wider and wider. Olympian Martyna Trajdos uses an 
 expert move to fling her judo partner Szaundra Diedrich 
to the mat. “Uh oh, we’re supposed to do that next? That’s 
got to hurt!” says Diedrich, quoting the children’s first 
 reactions. “So after the warm-up, we started out with a 
couple of games to allay their fears, then practiced some 
falling techniques, and finally worked on the first throws.”

Their enthusiasm grows with each new exercise. “With 
the right technique, I actually threw my opponent to the 
mat!” one of the young beginners’ course participants 
enthus es, pointing to a friend who towers a full head 
above him. In his zeal, he even dares to take on former 
European Judo Champion Trajdos, who gamely lets her-
self be tossed.

We support children

The name says it all: We support children. In 
 August 2016, the German SOS Children’s  Village 
organization partnered with digital channel 
Sportdeutschland.TV, the official platform of the 
German Olympic Sports  Confederation (DOSB), 
to launch the social initiative. The concept 
 behind it: Current and former top-tier  athletes 
invite kids from the SOS  Children’s  Village 
homes to events or run sports activities for 
them as a way of boosting their self-confidence, 
motivation, and group  dynamics. Donations go 
to sports projects at the SOS Children’s  Villages. 
Six events took place in 2016, with around ten 
slated for 2017. The idea was conceived by 
7Sports, a subsidiary of ProSiebenSat.1 that 
focuses solely on sports — from digital sports 
platforms (such as Sportdeutschland.TV, 90min.
com) and sports productions about the manage-
ment of young talent and pro athletes, through 
to organizing and running major events (like the 
Volleyball Supercup and the BMW Open). In addi-
tion to 7Sports and the German Olympic Sports 
Confederation, the initiative is funded by the 
German Sports Youth, and the agency Jung von 
Matt sports.

www.wirstaerkenkinder.de
#wirstaerkenkinder

“The children realize they can achieve something if they 
have the courage and the right approach. Conveying that 
self-confidence is one of our main goals,” says Diedrich, 
who advanced to the top tier worldwide in 2015 by win-
ning the Grand Prix in Tbilisi and gold at the European 
Open. During the training session, the judoka duo  caution 
the kids never to forget one thing: “Look out for your 
partner! You have to be fair and make sure nobody gets 
hurt.” After a two-hour workout, the group enjoys lunch 
together, and meets again a few weeks later at the Judo 
Grand Prix in Düsseldorf so the kids can watch the two 
pros compete.

Martial arts with the elites of women’s judo, swimming 
with former freestyle world champ Paul Biedermann, 
paddling with Olympic champion canoeist Sebastian 
Brendel, throwing the pigskin around with football coach 
Patrick Esume — the list of activities run by top-ranking 
athletes as part of the “Wir stärken Kinder” (We support 
children) initiative goes on and on. Sportdeutschland.
TV, ProSiebenSat.1 Group’s digital sports channel, joined 
with Germany’s SOS Children’s Village organization to 
launch the program in 2016. “This partnership is very 
dear to our hearts,” says Zeljko Karajica, CEO of 7Sports, 
ProSiebenSat.1 Media SE’s sports-related business com-
pany, which sparked the idea for the project. “We are 
thrilled with the fantastic commitment of these top 
 athletes, who bring great enthusiasm to the project from 
day one.”

saT.1 host Matthias Killing (center) with soccer-mad girls 
and boys from the sOs Children’s villages in the Lower 
Rhine and sauerland regions.

ProSiebenSat.1 Group 
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“Children whose biological parents can’t care for them 
need extra support,” says Dr. Kay Vorwerk, CEO and 
 Managing Director of SOS Children’s Village: “ Professional 
athletes, world champions, and Olympic gold medalists 
are role models when it comes to virtues such as disci-
pline, focus, stamina, and the will to succeed. Sports teach 
kids to pull together as a team, solve problems together, 
and not give up when the going gets tough.”

learning from setbacks  
Many of the pros involved in the initiative themselves 
learned the meaning of motivation, willpower, team  spirit, 
and responsibility through sports. And also how to deal 
with setbacks. That was the case for soccer player Tobias 
Strobl of Borussia Mönchengladbach, whose father died 
early: “That blow made me lose my direction,” he says, 
 recalling the time immediately after his father’s death. 
But sports helped him get back on his feet. Today, he plays 
in the German Bundesliga with appearances even at top 
 European level. 

Strobl stands on his team’s practice field, takes a run-
ning start, and shoots — but the little goalkeeper  deftly 
saves the penalty! After all, this is an aspiring  Manuel 
Neuer.  Kitted out in gym clothes and goalkeeper’s gloves, 
the  elementary schooler is one of over 30 boys and girls 
from nearby SOS Children’s Villages invited by Strobl 
and his club to join them for soccer practice. After lunch 
in the VIP area, the midfielder takes them on a tour of 
the Borussia Park stadium, sits with them on the play-
ers’ benches, and shows them the locker room. “The 
 children hung on his every word as Tobias described how 

Media muscle

TV, online, social media, events — ProSiebenSat.1 
uses all channels to generate awareness for 
the “We support children” initiative. Julius 
Brink, 2012 Olympic champion in beach volley-
ball, kicked things off in a TV commercial. In 
2017, another commercial featured several 
sports ambassadors: Football coach Patrick 
Esume, the judoka pair Martyna Trajdos and 
Szaundra Diedrich, along with Paralympics 
stars Niko Kappel and Mathias Mester, all 
stepped up. Coverage on ProSiebenSat.1’s 
channels and Internet platforms, video clips 
about the athletes’ engagement on the web-
sites, and the involvement of SOS Children’s 
Village as a partner at 7Sports’s stadium and 
indoor events all help to publicize the initiative 
and boost donors’ generosity. On top of that, 
the sports ambassadors feature their activi-
ties on their own social media sites.

for Zeljko Karajica, CEO of 7sports, the social  
initiative is “dear to our hearts.”

ProSiebenSat.1 Group 
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»  Most kids love being physically active. It is 
up to us adults to ensure that they continue 
to enjoy it for as long as possible.«

 Tobias Strobl, professional soccer player with Borussia Mönchengladbach

»  Children are our future. We need to 
 motivate them and give them the strength 
to say, ‘Hey, this is my life and I’m going to 
take control of it.’ The best way to learn that 
kind of self-confidence is through sports.«

 Szaundra Diedrich, 2017 German judo champion

»  Sport brings people together, irrespective  
of their origins, social status, or skin color.«

  Patrick Esume, American football coach and former player who holds  
several German, Eurobowl, and World Bowl titles

ProSiebenSat.1 Group 
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the  players file out onto the field through the tunnel with 
their fans cheering in the stands,” TV host Matthias Killing 
says. “Getting that close to a Bundesliga pro is an amaz-
ing experience for them.” 

Killing, who hosts SAT.1’s Frühstücksfernsehen and ran 
sports programs, is also involved with the  project 
as an ambassador. “A child’s laughter is the greatest  
possible motivation for me — when I see that, I’ve  really 
 accomplished something,” says Killing, who grew up in 
a well-protected environment near a children’s home. 
“Even when I was very young, it really affected me when 
children weren’t able to grow up in a happy family. We aim 
to support them through exercise and sports, give them a 
love of life and self-confidence.” He is on hand for events 
featuring Tobias Strobl or German national volleyball 
player Lenka Dürr, to report on them on ProSiebenSat.1 
Group’s channels and websites.

“Our strength is getting the initiative’s message across to 
the public,” Zeljko Karajica, CEO of 7Sports, says. “Well-
known athletes are inundated with requests for social 
 activities every day,” the manager says. “With our initi-
ative, they can be sure that when they join us for local 
events and donation drives, they’ll be making a positive 
impact on these children’s lives.” Karajica is also pleased 
that other media have shown interest in this engage-
ment — such as the German TV channel ZDF, which aired 
its own report on Strobl’s training activity as part of its 
UEFA Champions League coverage.

SoS Children’s Village

Austrian medical student Hermann Gmeiner lost 
his mother when he was five and grew up with 
his sister. In 1949, he founded the SOS Children’s 
 Village association in Austria in order to provide 
a home for children who had been abandoned 
or  orphaned in the war. Germany’s first SOS 
 Children’s Village opened on the shores of Am-
mersee lake in 1958. Today, most of the homes’  

residents are young children and teens with  
difficult family situations.

SOS Children’s Village also supports disadvan-
taged families, people with disabilities, and under-
age refugees. With a total of 40 facilities at nearly 
300 locations in Germany, the organization cares 
for more than 95,000 people each year.

www.sos-kinderdorf.de

The in-person training sessions and tickets to the com-
petitions score the most points with the kids, who can 
 hardly contain their excitement. “The response to the 
first  activities has been overwhelming,” Dr. Kay  Vorwerk, 
CEO of SOS Children’s Village, reports. Of course, those 
 responsible at 7Sports and SOS Children’s Village hope 
the collaboration continues as successfully as it  began 
one year ago. Karajica: “We want to go on making chil-
dren’s dreams come true.”

swimming training with a two-time World Champion: 
Paul Biedermann invited 30 kids and teens from the 
gera and Zwickau sOs Children’s villages to join him. 

ProSiebenSat.1 Group 
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onlinE 
hArASSMEnt  

the anonymity of the internet lowers the inhibitions that would normally prevent 
bullying. Without timely intervention, the consequences for the victims can be 

devastating. SAt.1 is raising public awareness for this pervasive problem with the tV 
movie nackt. Das netz vergisst nie. while also underscoring the station’s long-term 

social engagement. 

Virtual confessionals on the photo-sharing platform 
 Instagram are a hot trend among students in German 
schools. But you won’t find religious images under the 
hashtag #beichten (“confessions”); they have nothing to 
do with sin, guilt, or repenting. Here, students post “reve-
lations” that often refer to classmates or teachers. “The 
content of the confessions ranges from harmless jokes 
to personal insults and accusations tagging people by 

name,” says Günter Steppich, a teacher and youth media- 
protection adviser at the Wiesbaden school board. His 
digital tally for the week: four cases of cyberbullying in 
the form of Instagram confessions, two of which  resulted 
in libel charges. The cases stand a good chance of  being 
solved. “Most operators of these confessional pages 
don’t realize that they are by no means anonymous on 
 Instagram,” Steppich says. 

stupid cow! 

ProSiebenSat.1 Group 
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Things are rough at many German schools.  Psychological 
and physical abuse are often the order of the day, accord-
ing to the recently published special  volume of the 2015 
PISA study on students’ well-being throughout the world. 
In Germany, nearly one in six 15-year-olds experiences 
bullying on a regular basis at school. And that’s not the 
only place. In this era of social  media such as WhatsApp, 
Snapchat, Twitter, and others,  insults, threats, humilia-
tion, and isolation have spread far beyond the classroom 
and schoolyard. Even in  elementary schools, WhatsApp 
groups are set up with names like “Class 4b except Laura.”  

“Serves you right, how could you be so naive and care-
less?” That’s often the initial reaction, especially when the 
bullying involves nude photos. “At first, these  pictures are a 
sign of love and trust, and then …,” is sexting  victim Amal’s 
description in the SAT.1 movie. Once they’re in  circulation, 
whether motivated by revenge, jealousy, or adolescent 
power plays, they trigger a cycle of suffering that runs the 
gamut from shame, fear, and self-doubt, all the way to sui-
cidal thoughts. The victims, usually girls and women, can’t 
count on much empathy. That’s  because in cyberbully-
ing — far more than the traditional variety —  onlookers 
and malicious accomplices are part of the system.

Getting help and informing parents, teachers, or school 
administrators is not an easy step. “Many try to weather 
the storm alone. The public nature of the insults is an in-
credible burden the people affected have to bear. The 
fear is overwhelming,” says Nina Pirk, a specialized 
counselor at the umbrella organization of the “Nummer  
gegen Kummer” helpline, which has been offering 
 children and teens free, anonymous counseling for 
over 30 years. 

the adult universe in your back pocket  
Many people lack any sense of wrongdoing when they 
click “Share” or “Like.” “We hear the excuse that it was 
‘just a joke’ all too often. But that is neither moral or legal 
justification,” says Stefan Middendorf, the media expert 
responsible for prevention at the State Office of Crimi-
nal Investigation in Stuttgart. The legal situation is clear: 
 Cyberbullying can be prosecuted under various articles in 
the criminal code and copyright law. Victims are going to 
the police more often. “Charges are being pressed in far 
more cases,” Middendorf says. 

“ugly bitch!”

“Zit face!”

“fat slut!”

According to the most recent JIM study on youth, 
 information, and multimedia by the Media  Education 
 Research Association South-West, 95 percent of all 
young people between the ages of 12 and 19 use the mes-
senger service almost daily. Instagram, used  several 
times a week by over half of all teens, ranks  second 
among  online activities. When asked if they themselves 
had  experienced  bullying on their phones or the Inter-
net, some eight  percent answered “yes.” That propor-
tion rises to 13  percent for older teens. “These days, bully-
ing virtually always has a cyber component, which makes 
the  humiliation more effective and even worse for the 
 victims,” says Birgit Kimmel, head of education at the EU 
initiative Klicksafe, which works to make the Internet safer.

With “traditional” bullying, awareness of each incident 
is limited to a certain number of people; now, practi-
cally  anyone can be involved and watch victims experi-
ence massive attacks around the clock. There is no es-
cape. And attempting to stop the onslaught is like fighting 
windmills, as the SAT.1 drama Nackt. Das Netz vergisst nie. 
 (Naked. The Net Never Forgets.)  powerfully illustrates. 

»  Cyberbullying has become a 
serious problem in our society.«

 Kaspar Pflüger, Managing Director of SAT.1

ProSiebenSat.1 Group 

Public Value and Sustainability 2016

13



500,000  
teens

Asked whether they themselves had been affected by 
bully ing, eight percent of young people aged 12 to 19  

answered “yes.” That is equal to about 500,000 teens  
in Germany.1

#AugenAUF

Insults, hurtful comments, and embarrassing pictures have no business online — that’s 
the clear message sent by the theme day SAT.1 set up in April 2017 to raise awareness 
for the issue of cyberbullying. The TV and online campaign #AugenAUF (eyes open) 
was implemented in cooperation with the EU initiative klicksafe.de along with TV and 
Internet celebrities, and publicized on the station’s own platforms as well as the spokes-
people’s Facebook and YouTube channels.

www.sat1.de/tv/augenauf

 
 

34 percent
In the 12- to 19-year-old age group, one in three  

(34 percent) claims to know someone who has been  
bullied, either online or by phone. 1

1 Source: Media Education Research Association South-West, 2016 JIM Study
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To stop things before they get that far, prevention 
is called for. “Broad-scale education is the key to pre-
venting cyberbullying,” youth media-protection expert 
 Steppich says. But teachers, school social workers, and 
guidance counselors trained to provide that are scarce. 
And unlike the Netherlands, for example, where all 
schools have been required by law since 2015 to imple-
ment long-term preventive measures, German schools 
can choose whether or not to take action. It’s also up to 
parents, however, to get more involved with the  online 
worlds their children live in. 

nackt. Das netz  
vergisst nie.

When a nude photo of her 16-year-old daughter 
Lara appears on the Internet and there is an at-
tempt to blackmail the family, Lara’s mother Char-
lotte (Felicitas Woll) wants justice. Yet the harder 
she fights the blackmailer in the SAT.1 drama 
 Nackt. Das Netz vergisst nie., the more intensely 
she  experiences the net’s overwhelming power. 
Simply going offline, trying to “quit looking at that 
garbage all the time,” as Marcus  (Martin  Gruber), 
the father in the movie, advises his shocked daugh-
ter (Aleen Kötter) is not the answer. At school, Lara 
suffers from her classmates’ derision and malice; 
ultimately, even her friends turn their backs on her. 
The police are just as powerless. “There are no beat 
cops on the Internet,” an officer tells Charlotte.  

The SAT.1 movie is based on the true story of 
 Canadian high-school student Amanda Todd, one 
of 39 victims blackmailed with nude photos for 
years by a 38-year-old Dutch man who has since 
been convicted, and who took her life in 2012 at 
the age of 15. It explores the apparently hopeless 
battle fought by a mother along with other  victims, 
prosecutors, and Internet experts to stop the 
 perpetrator. They succeed in shutting down the 
website — but it’s a Pyrrhic victory, as one of the 
people involved is unable to bear her psychological 
scars and commits suicide. 

“As a major TV station, we also want our pro-
grams to raise our viewers’ awareness of issues 
like these,” says SAT.1 Managing Director Kaspar 
Pflüger of the motivation for this engagement, 
which reached some 2.62 million viewers (ages 
three and up; market share: 11.2 percent among 
14–49 year-olds). Nackt. Das Netz vergisst nie. 
(Naked. The Net Never Forgets.) is already the 
third theme-based film that illustrates the sta-
tion’s long-term social engagement. The drama 
Die Ungehorsame (The Disobedient Woman) about 
domestic violence was watched by an audience 
of some 3.58 million (ages three and up; market 
share: 12.8 percent among 14–49 year-olds) in 
2015. The movie garnered numerous awards, in-
cluding the 3sat Audience Award for its authentic 
portrayal of the topic. In 2016, the organ donation 
drama Zwei Leben. Eine Hoffnung. (Two Lives. One 
Hope.) attracted 2.28 million viewers (ages three 
and up; market share: 9.2 percent among 14–49 
year-olds). ProSiebenSat.1 leverages its expertise 
as an entertainment company to charge difficult 
issues with emotion and make them accessible to 
a broad audience. 

Producers: Christian Becker, Martin Zimmermann 
Director: Jan Martin Scharf

www.sat1.de/film/der-sat-1-filmfilm/nackt-das-netz-vergisst-nie

“Many parents still don’t  realize that a smartphone isn’t 
a simple cell phone,” Steppich says. “Putting the entire 
adult universe into young children’s back pockets is not 
such a good idea.” 

www.klicksafe.de
www.buendnis-gegen-cybermobbing.de

www.nummergegenkummer.de
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in the SAt.1 film nackt. Das netz vergisst nie., the 
photo on lara’s phone gets onto the internet even 
though she never sent it. how can smartphone 
users protect themselves against abuse?
Pascal raddatz: Updating your operating system regu-
larly is the key. These updates often close security gaps. 
Also, never react to spam, whether by e-mail, instant 
messaging, text or MMS — even the confirmation that the 
 address is valid and the e-mail has been read, for exam-
ple, is a valuable indication for attackers. Smartphones 
should be protected against physical attackers with a 
 secure password, PIN, or fingerprint scanner. Care should 
also be taken with public WiFi networks, which hackers 
can use to attack smartphones by listening in on and 
 manipulating communications.  

What do people need to watch out for when they 
use apps? 
raddatz: Only install apps from the manufacturers’ 
 official sites. Especially with free apps, often the real prod-
uct is in fact the users’ data. The operating system uses 
access authorizations to manage the resources — such as 
texts, news, pictures, contacts, or current location — each 
app can access. As a general rule, when you install an app, 
always check the access authorization, compare it to the 
purpose of the app and, when in doubt, do not allow it. An 
app that saves your notes does not need to access your 
telephone contacts, texts, or camera.  

Bullies often use fake identities. how can people 
protect themselves against that and check the 
sender’s identity?  
raddatz: You have to be aware that a lot of what’s on 
the Internet is fake. Always be cautious with information, 
never share it indiscriminately, and don’t make your pro-
files public. If you’re not sure, make an effort to identify 
the sender — for example, by calling them on the phone.

Do media companies run a higher risk of being 
preyed upon by hackers?  
raddatz: Attackers set their sights on various indus-
tries. We are aware of these threats and focus intense-
ly — especially in the German election year — also on 
attack scenarios with political or activist motives. We 
collaborate with internal and external security experts, 

others in the media industry as well as the authorities to 
develop effective sets of measures. In addition to techni-
cal safeguards, in-house training is also vital. 

offensive comments also keep appearing on the 
stations’ social media fan pages. What happens 
when people ignore netiquette?  
raddatz: The Audience Relations Department is respon-
sible for managing the communities on the free-to-air TV 
stations’ Facebook pages and some of their shows’  pages. 
Viewer comments are scanned attentively and discus-
sions are moderated if necessary. If lines are crossed, 
countermeasures range from a friendly heads-up that a 
faux pas has been committed, all the way to blocking the 
user or — in clear cases of defamation — reporting the ac-
count on Facebook. Comments requiring legal action are 
rare, but may be forwarded to our legal counsel for review 
to see whether charges are warranted. With insults, how-
ever, charges need to be brought by the person affected. 
In such a case, a specific person or group of people must 
be clearly identifiable in the comment.

interview with Pascal raddatz, Cybersecurity Analyst, ProSiebenSat.1 Media SE

»BE CAUtioUS 
With inForMAtion«
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For more than a decade now, ProSiebenSat.1 has supported social institutions such as 
children’s and youth charity “Die Arche” (the Ark). With the proceeds of rED noSE DAY 
donations, the Ark’s first children’s ranch opened in october 2016. in Schulzendorf in the 

state of Brandenburg, boys and girls learn responsibility by caring for animals and can 
wind down far from the city.

lEAVinG thE BiG CitY 
BEhinD For A FArM

farida cuddles with a lamb. 
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Miriam climbs gingerly into the aviary to look for quail 
eggs. She has to take care not to burn herself on the 
 infrared lamp that keeps the birds warm. At first, the 
nine-year-old comes up empty-handed. Aaron, who 
searched the coop before her, made off with all the 
spoils. A little later, Miriam strikes it lucky after all.  
“I found one!” she cries, holding a tiny egg in her hand. 
Next, the children get to spend some time with the bun-
nies, stroking the babies that were born just two weeks 
earlier. The air rings with excited voices, exclaiming: 
“Aren’t they sweet?” “So cute!” and “Can I hold one?”

»  It’s not just about giving the kids a  
good time, they also have to learn to take  
responsibility. That’s why we get them to  
help out around the farm.«

 Bernd Siggelkow, founder of The Ark

And there’s plenty to keep the group from Leipzig busy. 
Fresh straw and hay must be provided for the sheep, the 
horses have to be tended, and the riding arena cleaned. 
While some of the children bounce exuberantly on straw 
bales in the barn, Aaron and a few friends get busy with 
a wheelbarrow, caring for the animals. Miriam and some 
of the other children are at work in the riding arena. 
When they have finished cleaning, the schoolgirl and 
her friend Lisa rest on a bench. “That was pretty tiring,” 
the girls agree. As a reward for their efforts, they  finally 
get to take a ride. 

Miriam, Aaron, and a dozen other girls and boys from 
Leipzig have come to Schulzendorf in Brandenburg to 
spend the afternoon at The Ark’s new children’s ranch. 
Here, at a location about an hour’s drive north of  Berlin, 
the Ark’s founder Bernd Siggelkow has realized his 
dream. Set in the heart of nature, his farm is teeming with 
animals and welcomes children, many from difficult back-
grounds, offering them positive experiences. The pastor’s 
idea is to use animals as therapy to help build children’s 
self-confidence and encourage them to feel closeness. 
“It’s not just about giving the kids a good time, they also 
have to learn to take responsibility. That’s why we get 
them to help out around the farm,” explains Siggelkow.

Parvis working in the stables.
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All the while, newcomer farmer Siggelkow tells the kids 
fascinating facts about the animals and ranch. He bought 
the property in 2016 with donations. “Thanks to the first 
100,000 euros courtesy of RED NOSE DAY, the facility was 
finally able to open its doors at the beginning of October,” 
says Siggelkow. He explains that the money went into all 
the necessary technology and infrastructure as well as 
rebuilding a barn. 

The pastor got young people involved right from the 
 get-go: “A group of teenagers from The Ark in Berlin’s 
Hellersdorf district came through each weekend. Among 
the many jobs they took on were clearing out the  stables 
and putting up fences,” recalls the 53-year-old. “They 
loved being on the farm so much that they would have 
happily moved in permanently.“

Set on two hectares of land — one owned by The Ark, 
the other leased — the 200-square-meter farmhouse 
that is Siggelkow’s home includes eight beds, a play-
room and  living room as well as a dining room and 
lounge for guests. In addition to the horses, the farm’s 
 other  residents  include rabbits and birds as well as sheep, 
 chickens, dogs, and parrots. When Siggelkow doesn’t 
have young visitors, he cares for the animals by himself 
or with the help of  interns before making the commute to 
Hellersdorf where his main job as head of The Ark awaits.  

It’s there that the youth pastor founded the first of the 
Ark centers 20 years ago. Characterized by prefabricated 
housing projects, the area in eastern Berlin is regarded as 
a tough neighborhood with high levels of unemployment. 
Many children here have troubled home lives. Siggelkow 
and his staff ensure that these kids don’t spend all their 
time on the streets or in front of screens.

EuR 200,000
The proceeds of RED NOSE DAY were donated to The Ark project.

Bernd siggelkow has realized his dream of owning a farm 
that makes children like Lara happy.
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the Ark

Born in Hamburg in 1964, Bernd Siggelkow also 
grew up in difficult circumstances. After his mother 
abandoned the family while he was still a child, 
he was raised by his grandmother and sick father. 
He has a business qualification and completed his 
theological training with the Salvation Army. For 
several years, including after he came to Berlin, 
he served as a youth pastor. In 1995, he set up 
The Ark, a Christian charity that opens doors for 
underprivileged children and teens, in Berlin’s 
 Hellersdorf district.

Today, there are 22 centers across Germany. 
Some 180 staff members and interns in addition 
to roughly the same number of volunteers serve 
4,000 children and teens warm meals, help with 
their homework, and encourage them to partici-
pate in sports and music as well as other bene-
ficial recreational activities. The Ark’s offerings 
also  extend to vacation camps, parent liaisons, and 
assistance finding training positions. The aim is 
to help boys and girls — often from difficult back-
grounds — to not only gain self-confidence and 
social skills but also reach their full potential and 
broaden their educational horizons.

The Ark is financed by donations. Bernd Siggelkow 
has already published a number of books on the 
subject of child poverty as well as an autobio graphy 
entitled Papa Bernd. He has received the Order of 
Merit of the Federal  Republic of Germany and Order 
of Merit of Berlin in recognition of his work.  

www.kinderprojekt-arche.eu

“The ranch significantly improves what we can offer 
them,” he says confidently. “In Berlin, kids face the pres-
sures and frantic pace of life in a big city on top of the 
stressful school and family life. Here in the countryside, 
they have the space to run free,” says the animal lover in 
jeans and rubber boots. He admits to often feeling him-
self shift down a gear, too, on the journey from the capital 
back to Schulzendorf. 

Young visitors from The Ark in Berlin’s Hellersdorf arrive 
once a week, but he has also welcomed children from the 
charity’s various other centers. What’s more, the ranch is 
open to children and families from the  surrounding  areas. 
Siggelkow works with schools in Berlin and takes chil-
dren with behavioral problems to the countryside. “We 
take on elementary school children who get  suspended 
from classes for a whole week because the teachers 

don’t know how else to deal with them,” explains the 
 pastor. “When they arrive, they are often aggressive and 
think they’re incredibly tough, although in reality they are 
 fragile and vulnerable,” he adds. After their time on the 
farm, many of them are completely changed. “Working 
with animals teaches them that making an effort has its 
rewards.” As a result, their attitude to school also shifts. 
“Suspensions don’t help children. Here, we can achieve a 
lot with very little.” In his experience, “these young people 
come to realize it’s worthwhile working at school rather 
than just being a nuisance.” 

ProSiebenSat.1 Group 

Public Value and Sustainability 2016

20

http://www.kinderprojekt-arche.eu


rED noSE DAY

ProSieben has already collected more than 12 
million euros in donations in honor of RED NOSE 
DAY. With this initiative, the broadcaster has 
demonstrated its enduring commitment to social 
responsibility. For years, the proceeds have helped 
needy children in Germany and throughout the 
world. Beneficiaries of the ProSieben drive include 
The Ark centers, a shelter operated by the Off 
Road Kids Foundation, a soccer-focused boarding 
school in Haiti opened after an earthquake as well 
as schools in Syrian refugee camps.

The charitable campaign originated in the UK and 
was introduced to Germany by the broadcaster in 
2003. From its beginnings as a daylong  comedy 
event, the initiative has grown into a donation 
drive lasting several weeks. Many celebrities get 
involved and wear a red nose for a good cause.

2015 marked the first year that all proceeds went 
to just one project: the Ark’s new facility in  Berlin’s 
Treptow neighborhood. In 2016, The Ark’s chil-

dren’s ranch in the Brandenburg village of Schul-
zendorf was able to open its doors thanks to a 
check for the RED NOSE DAY money. At the farm, 
children and families have the chance to experi-
ence nature and animals up close. The RED NOSE 
DAY donation drive in May 2017 focused on The 
Ark’s plans for a new center in Herne. 

 
www.prosieben.de/tv/red-nose-day

The group of children from Leipzig come from Eutritzsch, 
a socially mixed neighborhood. “Our facility is attended 
by both underprivileged children and those from good 
homes,” says Adrienn Schmidt, head of The Ark in  Leipzig, 
who accompanies the group. All of them benefit from 
getting out of the city for a day and spending time in na-
ture together with animals. “This is a rare opportunity for 
most of them. “Many children never get to experience the 
peace that the countryside offers,” emphasizes Schmidt. 
For some of the kids from The Ark in Berlin, this is their 
first excursion ever, adds Siggelkow. “The hour-and-a-half 
journey seems like a world tour to them.”

For the group from Leipzig, the journey home is twice as 
long. Later Adrienn Schmidt reports that, the moment 
they got home, many of the children signed up for the 
next trip to Schulzendorf in summer: “They’ll be talking 
about visiting the farm for weeks to come.” 

Joyce enjoys looking after the rabbits.
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Kassandra Wedel loves performing on stage. Ever since childhood, she’s enjoyed  
dancing and playing different roles. With her talent and positive energy, the winner  
of the ProSieben show Deutschland tanzt (Germany dances) has already gained a  

huge following — an important step forward on the road to greater inclusion. 

»i hAVE So MUCh 
i WAnt to ShArE 
With thE WorlD«

Dressed in a business suit and hunting alien slime mon-
sters — just like Dana Scully who sneaks around secret 
military bases at night in the cult series The X-Files. That’s 
the dream. A female lead who is not only beautiful but 
also smart and self-confident — that was a sensation on 
TV back in the nineties. The super agent inspired a host 
of subsequent heroines and a whole generation of young 
girls who until then had mostly seen women on TV depict-
ed as the sexy sidekick to a male lead. With her red hair, 

fair complexion, toned physique, and confident gaze, it’s 
easy to imagine Kassandra Wedel in the role.

Agent Scully was a major influence on the performer in 
her youth and the 33-year-old would love to play the part 
of the resolute alien hunter to this day. She is an actor, a 
dancer and a choreographer — and deaf.
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»  There are so many ways of  
communicating visually.«

 Kassandra Wedel

But she is still talking: with her hands, eyes, and body. 
“Language is so much more than words that come out 
of your mouth,” she says, tracing a big arc in the air 
with her delicate fingers. You can shape language in a 
 spatial  dimension, through dance, by making gestures, 
or  combining all these elements together: “There are so 
many ways of communicating visually.”

Kassandra has been dancing since she could walk. Or 
since she was born in 1984, as her mother Romy likes to 
joke. At the age of three, she started ballet lessons. When 
the bright little girl lost her hearing in a car accident a 
year later, she continued to prattle away, reading lips. At 
first no one noticed it, until finally a doctor, holding up 
a newspaper to obscure her mouth, started asking the 
girl questions. Kassandra tore it away angrily. “Then it was 
clear to everyone that I couldn’t hear her.”

Growing up in the German municipality of Seeheim- 
Jugenheim, the young girl took part in children’s  theater 
and soon realized that it’s possible to dance without  being 
able to hear the music. As a teenager, she  discovered 
what remains her great passion to this day — hip-hop. 
Having qualified as a dance teacher, she gives lessons to 
both deaf and hearing students. The first question hear-
ing people always ask is how it’s even possible to dance 
if you’re deaf. Her patient answer is: “I can feel the vibra-
tions, especially the bass.”

Kassandra Wedel has also established her reputation 
as an actor. The theater is her second great passion.  
In 2017, for instance, she has appeared at the  Münchner 
Kammerspiele theater in the play Lügen (Lies) and is 
touring with the German Deaf Theater performing in   
Der Diener  zweier Herren (Servant to Two Masters).  
In January 2016, the newcomer landed her first notable 
TV role in the Tatort (Crime Scene) series set in the Ger-
man federal state of Saarland. The role of deaf dancer 
 “Kassandra” was written specifically for her. Critics have 
repeatedly praised her “extraordinary talent.”  

In September 2016, the performer who makes her home 
in Munich won the ProSieben Deutschland tanzt compe-
tition, enthralling the jury and audiences in all 16 German 
federal states. The tabloid press also discovered Wedel 
in the same year, declaring that the “deaf dancer” wins 
hearts with her “moving story” and more. Kassandra 
takes this in her stride, saying that society still has to get 
used to the idea of a deaf dancer. “I think more contact 
between people is important in overcoming prejudices.”

The actor would like to see more subtitles for deaf  viewers 
on TV and broadcasters being more daring in their choice 
of material and actors. “There are too few roles for  people 
with disabilities,” she emphasizes. And the portrayal of 
such characters tends to focus on their disability  rather 
than their personality. “The character should be more 
 important than the disability.”
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Accessibility at 
ProSiebenSat.1 

According to the German Association for the Deaf, 
there are currently some 80,000 deaf people in 
Germany, while its counterpart for the hard of 
hearing estimates about 14 million people in the 
country have impaired hearing. To ensure that this 
demographic can still enjoy TV, subtitles in shows, 
series, and movies are not only used to convey 
 dialog but also sound effects such as a creaking 
door or accompanying music.

In 2016, ProSiebenSat.1 Group once again signif-
icantly expanded its offerings for people with 
hearing loss. ProSieben subtitles popular series 
such as The Simpsons, The Big Bang Theory, and 
Grey’s Anatomy. In addition to Germany’s next 
 Topmodel, the TV station added Deutschland tanzt 
to its  major shows that are aired in an accessible 
 format. On SAT.1, new series such as Blindspot 
round out subtitled offerings of classics including 
Criminal Minds. And kabel eins airs all episodes 

of The  Mentalist with captions. Compared to 2015 
when 7,000 minutes of series were broadcast with 
 subtitles each month, a total of nearly 30,000 
 minutes per month is now available.

ProSiebenSat.1 stations have also dramatically 
ramped up their commitment to catering for the 
hard of hearing in terms of feature films. Over 
100 movie highlights per month air with subtitles, 
while in 2015 there were 35. Online overviews of 
all programming featuring subtitles can be found 
at www.sat1.de/Untertitel and  www.ProSieben.de/ 
Untertitel. Among commercial TV broadcasters, 
the Group is a  pioneer in accessibility and is contin-
ually expanding its quality and quantity. ProSieben 
 began its subtitling initiatives as far back as 2000 
and has exceeded the minimum requirements for 
media providers since 2013.

More shows with subtitles: On top of series and feature films, Prosieben also airs highlights such  
as germany’s next Topmodel with additional information for viewers with impaired hearing. 
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Her choreography frequently includes elements of sign —  
not only to make it easier for the deaf to understand:  
“I want to convey how I feel,” she says. Dancing is about 
more than learning a sequence of steps, “You have to 
pour something of yourself into the movements and tell a 
story,” she explains, tousling her red hair. “I have so much 
I want to share with the world.”

Kassandra’s mother taught her daughter to be strong. 
“Can’t isn’t a word you heard in our house. My mother 
 always said, just do it! Without my mother, I wouldn’t be 
the person I am today.” In 2000, the pair moved to  Munich. 
The idea behind the move to the Bavarian  capital was that 
there’d be better opportunities for  Kassandra — a  bigger 
deaf community and special schools. But her school 
 career continued to be bumpy.  Whether she  attended 
mainstream schools or ones for the deaf and hearing im-
paired, she always had to struggle to  follow what was be-
ing taught because hardly any of the  teachers were fluent 
in sign language. “There was so much bottled up inside 
me, it was unbelievable,” she says earnestly as her hand 
rises up from her chest to her chin: “Staying polite, stay-
ing calm, not exploding,  trying to understand.”

Kassandra attended seven different schools. Today, she 
knows that sign language is the key. It’s simply unac-
ceptable when children don’t understand the curriculum 
 because they can’t lip read enough of what’s being said. 
“More people need to learn sign language — not only so 
that the deaf understand everything but also so that their 
needs are better grasped.”

Eventually the young woman gave up on her hearing aids. 
“At around 18, I noticed that I can feel music better when 
I’m not wearing a hearing aid. The jumble of noises that 
arrived in my ears irritated me more and more.” With the 
help of two sign language interpreters, Kassandra went 
on to successfully complete a degree in theater studies 
and art education.

In her hip-hop dance group Nikita, communication between 
the deaf and hearing is “bilingual” — both spoken and sign 
language are used. “No one should feel excluded, everyone 
is welcome to join in,” says the dance teacher. The hearing 
members of the group soon get their heads around signing 
and some have even qualified as interpreters.

This is the way Kassandra Wedel would like people with 
and without disabilities to interact in society: “I don’t like 
it when inclusion is so heavy-handed and contrived. It 
should go without saying that everyone is welcome.”

“I want to prove how much deaf people are capable  
of achieving,” says the dancer with multiple hip-hop  
championship titles. 

 
 

~80,000
deaf people are currently living in Germany according  

to the German Association for the Deaf. 
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Schoolson  

As part of the SchoolsON competition for school stu-
dents, ProSiebenSat.1 is conferring a special prize for 
a subtitled entry for the first time in 2017. The com-
petition was initially proposed by the ProSiebenSat.1 
Advisory Board with the backing of the German 
Children and Youth Foundation. Whether as a whole 
class or on their own initiative, students brainstorm 
and produce a TV segment for the Galileo, taff, or 
Newstime magazine shows.

With SchoolsON, we aim to get young people 
 excited about grappling with media literacy,” says 
 Edmund Stoiber, Chairman of the Advisory Board of 
ProSiebenSat.1 Media SE. An expert jury  comprising 
TV presenters Annemarie Carpendale, Laura 
 Dünnwald and Funda Vanroy together with author 
and journalist Dieter Kronzucker selects the winners. 
In choosing the best entries, the judges are more 
interested in the idea behind the segment than its 
technical polish. “SchoolsON is not only an opportu-
nity for young people to  blossom creatively but also 
for us to gain insights into what content and subjects 
preoccupy this generation,” emphasizes Heike Kahl, 
managing director of the German Children and Youth 

Foundation and a member of the ProSiebenSat.1  
Advisory Board.

The prizes are awarded in two categories: In the 
“general” category, the young participants can sub-
mit work on topics of their choosing (for broadcast 
on Galileo or taff), while the “special category” is 
dedicated to the German federal election (for News-
time). The best clips will be aired on  ProSieben. Oth-
er prizes include a visit to the  Galileo, taff, or News-
time studios as well as a  technology hamper with 
hard- and software for the next film project. The spe-
cial prize for a  subtitled entry will be a surprise. The 
winner will be selected by the ProSieben producers.

www.schools-on.de

2017

In the first quarter of 2017, ProSiebenSat.1 Group stations  
broadcast twice as many programs with subtitles as in the  

same quarter of 2016.

In the first quarter of 2016:

Subtitled broadcasting time on the

ProSieben, SAT.1, and kabel eins stations

In the first quarter of 2017:

Getting more out of the tV experience

1,612

994 broadcasting hours

703 broadcasting hours
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Governance and Compliance

Corporate Governance  
For the Executive Board and Supervisory Board of 
ProSiebenSat.1 Media SE, good corporate govern-
ance — and therefore compliance — is an essential com-
ponent of responsible, transparent management and 
control, oriented to long-term value creation. The basic 
rules for the dual management and supervisory system 
are defin ed in ProSiebenSat.1 Media SE’s articles of incor-
poration and in the rules of procedure for the Executive 
Board and Supervisory Board. The German Corporate 
Governance Code (Deutscher Corporate Governance 
Kodex — DCGK) also establishes a standard for transpar-
ent control and management of the Company, which is 
particularly aligned to the interests of the shareholders. 
Many of the principles contained in the DCGK have al-
ready been practiced at ProSiebenSat.1 for a long time. 
In accordance with the recommendation of Item 5.6 of 
the DCGK, the Supervisory Board conducts regular effi-
ciency reviews. The major points of examination include 

the  Supervisory Board’s view of its own mission, the or-
ganization of its  activities, the independence of its mem-
bers, the handling of potential conflicts of interest, and 
the composition of its committees.

In addition to efficient structures and processes for good 
governance, ProSiebenSat.1 Group places great value 
on openness and clarity in communication. This is an 
 important requirement for maintaining and increasing 
the confidence of external stakeholders and our emplo-
yees in the Group. Our public relations and investor rela-
tions work is aligned to the transparency guidelines of the 
DCGK. We communicate fully, promptly and frankly with 
journalists, investors, analysts, shareholders and interest-
ed members of the public. For us, equal treatment of all 
players is a matter of course. We provide detailed infor-
mation in German and English about our business activi-
ties, the ProSiebenSat.1 stock and the financial results on 
our Group website www.ProSiebenSat1.com.

 

 

Anti-corruption

Antitrust law

Data protection

Media law

Internal Audit

UCOUCO

Head of unit

UCO

Head of unit

UCO

Head of unitHead of unit

Chief Compliance Officer

Subject Matter Experts

Compliance Board

Executive Board

Supervisory Board (AFC) 

Centralized compliance organization
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In our Annual Report we report comprehensively on cor-
porate governance at ProSiebenSat.1. Every year, it includes

> the Corporate Governance Report,

> the Management Declaration pursuant to Section 
289a of the German Commercial Code and

> the Declaration of Compliance of the Executive 
Board and the Supervisory Board of ProSiebenSat.1 
Media SE with the German Corporate Governance 
Code pursuant to Section 161 of the German Stock 
Corporation Act.

Compliance Management System (CMS)  
ProSiebenSat.1 Group follows a policy of compliance. The 
Executive Board believes that sustained economic suc-
cess in a competitive environment can only be achieved 
by ensuring that all action taken is in compliance with the 
applicable laws. In the following, we report on the fields of 
law identified as particularly relevant for ProSiebenSat.1 
Group. The prevention of corruption and violations of anti-
trust law and media law are important success  factors 
for the market position and the attainment of the target-
ed corporate objectives. Due to the increasing digitaliza-
tion of our business operations, data protection forms 
another central pillar of the compliance management 
system (CMS). Compliance with legal requirements for 
other fields of law relevant to ProSiebenSat.1 Group is 
 addressed via separate governance systems.

Data protection processes

Prior checking Implementation of a risk analysis including compliance review in connection with 
the introduction/amendment of automatic procedures for processing personal 
data according to Section 4f of the German Federal Data Protection Act (BDSG)  
in order to address data-protection-law requirements at an early stage.

Commissioned data processing Process for legal composition of order processing agreements and  
implementation of the statutory prior review as per Section 11 BDSG.

Disclosures to authorities Process for legal sharing of personal data with authorities.

rights of the data subject Legal processing of data subjects’ requests:

> Complaints management

> Rights of access (Section 34 BDSG)

> Right to correction (Section 35 BDSG)

> Right to erasure (Section 35 BDSG)

> Rights of objection (Section 35 BDSG)

Data breach notification Process for the legal notification of data protection incidences (= unlawful access 
to personal data by third parties) as per Section 42a BDSG and Section 15a of the 
German Teleservices Act (TMG).
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ProSiebenSat.1 does not tolerate rule-breaking. 
ProSiebenSat.1 Group has therefore set down fundamen-
tal guidelines and procedures in its Code of Compliance, 
which was updated in 2016. They provide a framework for 
conduct in business, legal and ethical matters. They serve 
all members of the Executive Board, the management 
and the employees of ProSiebenSat.1 Group as a bind-
ing  reference and regulatory framework for dealing with 
each other and with business partners, customers, sup-
pliers and other third parties. This culture of integrity and 
compliance finds its way into our daily work; it is a compo-
nent of the corporate processes. The Executive Board sup-
ports this by providing a suitable compliance organization 
and adequate and efficient compliance programs. These 
include consulting, training and measures derived from 
guidelines. ProSiebenSat.1 Group’s CMS is continuously be-
ing enhanced, improved and reviewed. In order to obtain 
an independent, external assessment, the  audit firm KPMG 
has audited the CMS in the areas of antitrust law, anti- 
corruption regulations, media law and data protection law 
in  accordance with the IDW Auditing  Standard 980. The 
audit focusing on appropriateness and implemen tation 
as of December 31, 2016, was successfully  completed on 
April 6, 2017.

A special role in the compliance organization is awarded to 
the Compliance Board, the function of which is to support 
the Executive Board with regard to the implementation, 
monitoring and enhancement of the CMS. The Compliance 
Board meets once a month. The permanent members are 
the Group Chief Compliance Officer (CCO), the Group Chief 
Financial Officer (CFO), the Executive Board member res-
ponsible for Legal and Compliance and the Head of Group 
Audit. The Compliance Board is supplemented by further 
members with operating functions. The Board’s task is to 
decide on the focus of the CMS, to investigate matters and 
to propose sanctions. On the basis of a relevance analy-
sis, the focal points of ProSiebenSat.1’s CMS were identi-
fied as combating corruption, antitrust and media law, and 
data protection.

Digitalization and Innovation 

 transformation of ProSiebenSat.1 Group  
Digitalization is changing companies in multiple sectors 
around the world. This trend will continue in the years to 
come. The media sector was one of the first industries to 
feel the effects of digitalization. ProSiebenSat.1 Group has 
therefore been rigorously pushing ahead with its transfor-
mation from a traditional TV company into a digital corpo-
ration with a diversified business portfolio since 2009. For 
this purpose, the Group is developing new  revenue  models, 
investing in additional business areas and using innovative 
technologies. This strategy has made us successful be-
cause we have not only achieved but also exceeded our 
revenue and earnings targets multiple times. In October 
2016, the Company recently increased its medium-term 
 financial targets. These adjustments  reflect the growth 
contributions from recent acquisitions. ProSiebenSat.1 
aspires to increase consolidated revenues to EUR 4.5 
 billion by the end of 2018. This is EUR 300 million more 
than originally expected. At the same time, ProSiebenSat.1 

is  pursuing clear targets for  adjusted EBITDA. Adjusted  
Group  EBITDA is set to rise by EUR 400 million to EUR  
1.15  billion (previous ly EUR 1.10 billion). These targets for fi-
nancial growth are  derived from our strategy and are also 
linked to the Group-wide remuneration model.  EBITDA 
is not only an important performance indicator for the 
manage ment of the Group and its segments, but is also 
part of the performance-related remuneration system for 
employees up to the  Executive Board. We thus underscore 
the sustainability of our business.

Digitalization and Economic Growth  
Digitalization and innovation are relevant to all our seg-
ments. The digital business will contribute over EUR 1.7  billion 
 in revenues by 2018. ProSiebenSat.1 is seeking to generate 
over 50 % of its consolidated revenues outside the TV ad-
vertising business by 2018 (2012: 23 %, 2016: 47 %). 

Governance and Compliance: 
report.prosiebensat1.com/governance-compliance
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Competitive Situation and Public Value  
There are many facets to sustainability. From a business 
perspective, operating sustainably means strengthening 
future viability via the intelligent use of resources — as 
a media group, our primary resources are our high TV 
reach and our extensive program repertoire. We are not 
only innovative, and we do not just promote growth via 
advertising. We increase the value of our portfolio with 
digital platforms such as e-commerce and VoD portals with 
different business models. Our revenue profile thus stands 
on a solid foundation with diversified earnings  potential.

In the wake of digitalization, however, it is not just the 
diversity of offerings and refinancing models that is in-
creasing. Competition is also becoming more intense, 
 especially with regard to global providers. ProSiebenSat.1 
has a positive attitude toward this development and has 
identified numerous growth opportunities in the  dynamic 
market trend. Equal competitive conditions for all com-
panies assisting the digital economic revolution are an 
 important component for successful and sustainable 
 development in this area. However, the market is current-
ly still imbalanced by the special laws and regulations 
that ProSiebenSat.1 is subjected to in Germany as a me-
dia and broadcasting company. While ProSiebenSat.1 is in 
direct competition with global providers such as Google 
and Facebook, the latter are not yet bound by the same 

legal requirements, e.g. regarding youth protection and 
 copyright. There are also quantitative and qualitative 
 restrictions on broadcasting advertising for TV providers, 
which make it even more difficult to compete on a  level 
playing field with digital platforms. For example, broad-
cast time for TV advertising is restricted to a maximum of 
twelve minutes per hour, and a ban on regional advertis-
ing has been established.

Politicians have recognized that changes are needed. 
Those responsible have taken the first steps to  begin 
leveling the playing field on the digital market with the 
Federal/State Commission for Media Convergence at 
national level and the amendment of the Audiovisual 
Media Services Directive (AVMSD) at European level. 
Through continuous educational work and regular dialog, 
ProSiebenSat.1 has positioned itself as an important and 
reliable partner of the individual committees and working 
groups. Together with politicians and the industry, the 
Group intends to clarify and promote the opportunities 
provided by digitalization and thus also to strengthen 
Germany as a location for business and innovation in 
the long term. This is because, for us, sustainability 
also means shaping our competitive situation and lay-
ing the foundations for a modern economic system in 
Germany and Europe.

Challenges and Developments

> Expansion of  
production market

Broadcasting 
German-speaking 

segment

Digital Entertainment 
segment

Digital Ventures & 
Commerce segment

Content Production & 
Global Sales segment 

> Fragmentation of the  
TV market

> Digitalization of  
TV advertising

> Distribution of content

> Diversification of 
screens and revenue 
models

> Growth via synergies

> Investments with a 
balanced risk profile

> Promoting  
entrepreneurship

Digitalization and Innovation: 
report.prosiebensat1.com/digitalization-innovation
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Climate and Environmental Protection 

Ecological responsibility  
As a media company, ProSiebenSat.1 does not count 
among the energy-intensive manufacturing industries 
that use a lot of resources and have complex, global 
 supply chains. For this reason, we have not identified any 
financial consequences or other material risks or oppor-
tunities posed by climate change for our business activi-
ties at present. Nonetheless, we can help to slow down 
 climate change and conserve our environment by taking 
care in the way we use resources and, for example, reduc-
ing our energy consumption and CO2 emissions through 
targeted measures.

In 2012, we therefore switched the power supply at our 
headquarters in Unterföhring near Munich to green elec-
tricity. From 2017, our computer centers will also be used 
to heat the office buildings. In addition, ProSiebenSat.1 
has amended its travel policy so that, from January 2017, 
employees may only make the journey between  Munich 
and Frankfurt, one of the most frequent journeys in the 
Group, by rail as a more environmentally  friendly alter-
native to air travel. Moreover, we will pay even  closer 
 attention in the future to relevant standards when 
 selecting electricity providers, waste disposal companies 
and other partners for whom environmental aspects play 

Prosiebensat.1 group’s carbon footprint

Greenhouse gas emissions (CO2 equivalents) in tons

2016 2015

Scope 1 — Direct greenhouse  
gas emissions

2,371 2,933

> Vehicle fleet

> Fuel oil

> Diesel

> Natural gas

Scope 2 — indirect greenhouse  
gas emissions

12,058
(location-based)

3,471
(market-based)

11,384
(location-based)

2,800
(market-based)

> Electricity

> District heating

> Geothermal energy

Scope 3 — Greenhouse gas emis-
sions from upstream and down-
stream stages of the value chain

14,862 9,787

> Waste from operating processes

> Fuels and energy-related activities not 
included in Scope 1 or 2

> Business travel (plane, train, rental car 
and taxi)

> Employee commuting

total emissions from scope 1, 2 and 
3 (without use of sold products)

29,291
(location-based)

20,704
(market-based)

24,104
(location-based)

15,520
(market-based)
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a key role. In the planned renovation of the campus in 
 Unterföhring, the Group is aiming for sustainability certi-
fication according to the LEED model and is developing a 
corresponding energy concept, among other things.

ProSiebenSat.1 has calculated the Group’s carbon foot-
print for 2016 for the second time. As well as improved 
data quality of the carbon footprint, this allows com-
parisons to be drawn with the previous year for the first 
time. Internally, this offers the opportunity to work on 
the  formulation of qualitative and quantitative targets 
for  environmental performance. ProSiebenSat.1 Group 
was recognized for its climate report ing in October 2016 

with the “Best Improvement Award Germany (non pub-
lic)” in the “CDP climate score” category. Every year, the 
non-profit organization CDP  assesses companies’ climate 
protection performances on behalf of 800 institutional 
investors with invested capital totaling around USD 100 
trillion according to own data.

Public Value and Ecology  
The climate and environmental protection measures are 
complemented by our public value activities in the field 
of ecology. Thanks to our wide reach among TV viewers 
and internet users, we can shift focus onto environmental 
 issues and thus raise awareness of the sustainable use of 
natural resources. Since as early as 2009, ProSieben has 
used the annual “Green Seven” week to get TV  audiences 
excited for a sustainable and environmentally  friendly life-
style with special program highlights. From July 11 to July 
17, 2016, the station urged viewers to  handle water respon-
sibly as the basis of all life with “Save the  Water” as its 
theme. In 2017, the theme of “Green Seven” week is “Save 
the Ice.” In addition, ProSieben has presented the “Galileo 
Wissenspreis” at the “GreenTec Awards” every year since 
2013. The prize honors innovative, green  inventions and 
ideas that combine technology and everyday life.

Employees and Diversity

human resources strategy of ProSiebenSat.1  
Our employees drive the dynamic development of 
ProSiebenSat.1 Group forward: With their talent, cre-
ativity and commitment, they ensure that we remain 
competitive. ProSiebenSat.1 was a traditional TV group 
only a few years ago. Today, we are a digital media cor-
poration with a diversified business profile, including 
e-commerce, international program sales and our own 
multi-channel network. We support this process with 
numerous human resources measures. For example, 
part of our philosophy as an employer is to create con-

ditions that strengthen our innovative power and serve 
the individual interests of our employees. We offer 
our employees an exciting working environment with 
lots of creative leeway. At the same time, we promote 
 diversity in the composition of teams and help emplo-
yees balance their careers and private lives. We define 
personal targets on the basis of our Group targets and 
ensure that good results are rewarded appropriately. 
We use clear target agreements to document personal 
successes and variable compensation components to 
give our employees a share in the Company’s growth. 

Mobility

The commuting habits of ProSiebenSat.1 employees 
also have a significant influence on our carbon foot-
print. The “Employee Commuting” survey in March 
2017 was expanded to the DACH region; around 1,300 
employees (previous year: around 1,000 employees) 
took part in the survey. On average, an employee of 
ProSiebenSat.1 Group travels around 9,500 km per 
year on the way to and from work. Around half of the 
workforce (48 %) makes use of public transport as an 
environmentally friendly alternative to the car. 

Climate and Environmental Protection: 
report.prosiebensat1.com/environmental-protection
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This is based on a management culture that encourag-
es motivation. For this purpose, we have implemented 
guidelines that serve managers as a point of reference 
and promote open dialog.

Diversity Management 
We value and promote the individual characteristics 
of our employees: Diversity strengthens the creativity 
of our teams. We are convinced that our future viabili-
ty hinges on how we use this potential in order to better 
understand the different needs of our customers and to 
reinforce our employees’ identification with the Compa-
ny.  Diversity is therefore an important part of our corpo-
rate culture. ProSiebenSat.1 Group signed the Diversity 
Charter back in 2014 and follows the guidelines stipulat-
ed therein. The Group thus underlines its commitment 
to creating a working environment free of prejudice that 
promotes diversity. We hire employees at all hierarchy 
levels  solely on the basis of skills and objective criteria. 
Factors such as gender, nationality, sexual orientation and 
age play no role. In financial year 2016, ProSiebenSat.1 
employed  people from around 50 different nations in 

Germany. As in the previous year, their average age was 
36.7 years. 24.6 % of the employees were less than 30 
years old (previous year: 26.0 %), 66.4 % were between 
30 and 50 years old (previous year: 67.8 %) and 9.0 % 
were over 50 years old (previous year: 6.1 %).

In 2016, 49.2 % of ProSiebenSat.1 employees were female 
(previous year: 46.8 %) and 50.8 % were male (previous 
year: 53.2 %). In the core market of Germany, the ratio of 
women was 48.4 % (previous year: 45.4 %) and was thus 
roughly on the same level as the average ratio of  women 
at German companies. The ratio of women in manage-
ment positions was 29.1 % (previous year: 29.0 %), while 
28.7 % of managers in the core market of Germany were 
female (previous year: 27.9 %). This figure also corre-
sponds to the average figure at German enterprises. In 
order to promote this balanced ratio, in September 2015 
the Executive Board of ProSiebenSat.1 Media SE set tar-
gets for the ratio of women at both management levels 
below the Executive Board and for the Supervisory Board 
by June 30, 2017. The target for first-level management is 
15 % and the target for second-level management is 25 %. 
Nevertheless, we already meet the target for the  ratio of 
women on the second management level. This is also 
correct regarding the composition of the Supervisory  
Board. On December 31, 2016, the Supervisory Board was 
made up of nine members, including three women. This 
means that the Supervisory Board’s current composition 
meets the self-determined target of 33 %. In addition, 
ProSiebenSat.1’s Supervisory Board set targets for the 
Executive Board. The ProSiebenSat.1 Executive Board has 
had a female member, Sabine Eckardt, since January 2017.

Ratio of women and men in the whole group

in percent, 2015 figures in parentheses

Women 
49.2 (46.8) 

Men 
50.8 (53.2) 

Employees and Diversity: 
report.prosiebensat1.com/employees-diversity

WORK LIfE BaLanCE

17.4 PERCEnT
of employees worked part-time at ProSiebenSat.1 in 

Germany in 2016 (previous year: 16.8%).

RECRuITIng

41,800 aPPLICaTIOns
were received in Germany in 2016  

(previous year: 37,700).

avERagE agE

36.7 yEaRs
was the average age of employees  

in Germany in 2016.

DIvERsITy

~50 naTIOns
were represented among the ProSiebenSat.1  

employees in Germany in 2016.
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