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FACTS & 

HIGHLIGHTS

50
NATIONS

ProSiebenSat.1 regards 
diversity as an important 

success factor for the 
company.

 More on page 16

0
CASES

In 2017, there were no 
investigations due to 

violations of antitrust law 
or corruption offenses.

 More on page 44

50
GWH

was the company‘s energy 
consumption in 2017.

 More on page 49

7,564 
TV BROADCASTS

with subtitles in 2017
on our channels SAT.1, 

ProSieben, kabel eins, sixx 
and ProSieben MAXX.

 More on page 27

19
PERCENT

market share among viewers 
aged 14 to 29 achieved by the 

first episode of » Ein Mann, 
eine Wahl « on ProSieben.

 More on page 21





FOREWORD
[GRI 102-14]

Dear Readers,

ProSiebenSat.1 has been growing sustainably for many
years by realizing the opportunities of digitalization in all
business areas and consistently interlinking these business
areas. However, we are more than just a successful
commercial enterprise. We reach many millions of viewers
and users every day with our TV stations as well as our
digital entertainment and commerce platforms. This is a
great privilege, but also a special obligation.

FREE SOCIETY WITH A DIVERSITY OF OPINION

As a media group, we have a social and journalistic
responsibility – especially against the background of the
current challenges. Social networks have led to a funda-
mental change in how information is handled. However,
information processes need coordination and guidance
and must not be controlled by algorithms alone. There-
fore, it is the duty of media companies to again take
on a greater role in this task, which is so important for
our free society with its diversity of opinion. We stand
for editorial responsibility and have the expertise, reach
and relevance – especially among young target groups.

For this reason, in 2017 like in previous election years,
we again focused on the German parliamentary elec-
tions as part of our public value activities and fulfilled
our social duty with various TV programs such as “Ein
Mann, eine Wahl.” In addition, we encouraged viewers
and users to vote via a cross-media campaign on all
stations and online platforms. With our “Media Regula-
tions 4.0” initiative, we are furthermore proposing that
programs with sociopolitical content are promoted with-
out this being tied to institutions. Story “Parliamentary Elec-

tions”, page 21

» As a media group,
we have a social and
journalistic responsibility. «

SUSTAINABLE CORPORATE ACTIVITY AS A
HOLISTIC APPROACH

In our view, the strength of a business strategy cannot just
be measured financially; non-financial aspects are also
crucial for lasting success. In this context, ProSiebenSat.1
defines sustainable entrepreneurial activity as a holistic
approach for increasing both the economic performance as
well as the environmental and social performance of our
Group in the future.

In the last few months, we have therefore enhanced our
sustainability communication and initiated new projects.
For many years, we have also supported other so-
cial engagements like the startsocial competition co-
founded by ProSiebenSat.1, which is entering its 15th
round in 2018. In this report, we will show you specific
examples of how we take responsibility and give you
detailed information on activities in ProSiebenSat.1’s
five sustainability categories. Our Projects, page 32
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PROSIEBENSAT.1 GROUP

ProSiebenSat.1 Group is one of the most successful inde-
pendent entertainment and commerce companies in
Europe. Our entertainment business includes eleven
free TV stations, four pay TV stations and the video-
on-demand portal maxdome, which are offered on all
relevant platforms. Red Arrow Studios is ProSiebenSat.1
Group’s international production and distribution busi-
ness and is a renowned company in the field of devel-
oping, producing and distributing television and digital
video formats. In NuCom Group, ProSiebenSat.1 bundles
its commerce business with ten market-leading, mainly
digital portfolio companies. The Commerce business is
the Group’s biggest growth driver, making a significant
contribution to the expansion of digital revenue sources.
We are growing steadily and dynamically as we are
consistently promoting the integration of our wide-
reaching TV stations with digital offerings and creating
additional sources of revenues due to new business
ideas in all segments. Thus, ProSiebenSat.1 has a broadly
diversified revenue and earnings base. [GRI 102-1, GRI

102-2, GRI 102-4, GRI 102-6]

2017 was another record year for ProSiebenSat.1 with
revenues of EUR 4,078 million and adjusted EBITDA of
EUR 1,050 million. The Group enlarged its portfolio and
expanded it through strategic acquisitions, which had
a considerable effect on the development of revenues
and costs. ProSiebenSat.1 is focusing on investments
that synergistically complement the portfolio and that
are suitable for TV advertising.

NEW SEGMENT STRUCTURE

The Group has been organized into the three
segments Entertainment, Content Production &
Global Sales and Commerce since January 2018.
For the financial year 2017, the Group reports on
the Company’s performance in the four segments
Broadcasting German-speaking, Digital Entertain-
ment, Digital Ventures & Commerce and Content
Production & Global Sales.

ProSiebenSat.1 Group is headquartered in Unterföhring,
near Munich. As of March 31, 2018, it had 6,357 employ-
ees (December 31, 2017: 6,483; December 31, 2016:
6,565). The ProSiebenSat.1 Media SE share is traded on
the stock exchanges in Frankfurt and Luxembourg. The
Company is listed in the MDAX. [GRI 102-3, GRI 102-5,

GRI 102-7]

GROUP REVENUE SHARE BY SEGMENT in %,

2016 figures in parentheses [GRI 102-6]

a

b

c

da  Broadcasting
German-speaking

Ventures

11(12)

c  Digital
Entertainment

b  Content 
Production & 
Global Sales

55(58)

9 (10) 24(20)
& Commerce

d  Digital

REVENUES BY REGION in %, 2016 figures in

parentheses [GRI 102-4]

a

c
b

d

e

b 

a

c 
9(10)

 Germany

 UK

 Scandinavia

d  Austria/
Switzerland

e  USA

f  Others

(78)79

(1)1

(4)3

7 (7)

(0)0

REVENUES BY REGION in EUR m [GRI 102-4]

2017 2016

Germany 3,241 2,970

Austria/Switzerland 297 267

USA 387 377

UK 30 28

Scandinavia 104 148

Others 19 9

Total revenues 4,078 3,799

OUR RESPONSIBILITY
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KEY FIGURES OF PROSIEBENSAT.1 GROUP in EUR m [GRI 102-7]

2017 2016

Revenues 4,078 3,799

Revenue margin before income taxes (in %) 15.8 17.3

Total costs 3,590 3,056

Operating costs1 3,053 2,804

Consumption of programming assets 1,145 915

Adjusted EBITDA2 1,050 1,018

Adjusted EBITDA margin (in %) 25.8 26.8

EBITDA 1,084 982

Reconciling items (net)3 34 –35

Operating profit (EBIT) 820 777

Financial result –174 –119

Profit before income taxes 646 658

Consolidated net profit (after non-controlling interests)4 471 402

Profit from discontinued operations (net of income taxes) –/– –42

Adjusted net income5 550 5369

Basic earnings per share (adjusted, in EUR) 2.408 2.479

Investments in programming assets 1,048 992

Free cash flow 728 –4

Cash flow from investing activities –894 –1,623

31.12.2017 31.12.2016

Programming assets 1,198 1,312

Equity 1,252 1,432

Equity ratio (in %) 19.1 21.7

Cash and cash equivalents 1,552 1,271

Financial liabilities 3,185 3,185

Leverage6 1.610 1.9

Net financial debt 1,63210 1,913

Employees7 6,483 6,565

1 Total costs excl. D&A and expense adjustments.
2 EBITDA before reconciling items (net).
3 Expense adjustments less income adjustments.
4 Consolidated net profit attributable to shareholders of ProSiebenSat.1 Media SE including discontinued operations.
5 Consolidated profit for the period attributable to shareholders of ProSiebenSat.1 Media SE before the effects of purchase price

allocations and additional reconciling items.
6 Ratio net financial debt to adjusted EBITDA in the last twelve months.
7 Full-time equivalent positions as of reporting date from continuing operations.
8 Calculated on the basis of the volume weighted average number of shares for the financial year 2017 of 228.9 million; taking into

account the shares carrying dividend rights at the reporting date, the economic underlying earnings per share amount to EUR
2.40.

9 Adjusted due to changes in reporting practices for non-IFRS figures from the beginning of financial year 2017. The Annual Report
2016 comprises more detailed information in section Explanatory Notes on Reporting Principles.

10 After reclassification of cash and cash equivalents of Tropo.

OUR RESPONSIBILITY
PROSIEBENSAT.1 GROUP
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SUSTAINABILITY AT
PROSIEBENSAT.1

Corporate Strategy and Sustainability

We are aware of our corporate and social responsibility
and perceive this as a comprehensive challenge. For
ProSiebenSat.1, success not only means sustainably
increasing our financial results and growing dynamically.
It also means consistently enhancing the Group’s non-
financial performance.

Furthermore, we believe that enterprises that identify
opportunities and risks in the field of sustainability at
an early stage can also better prevail in competitive
markets. After all, the strength of a business strategy
cannot just be measured financially; non-financial
aspects are also relevant for lasting success. In this
context, ProSiebenSat.1 defines sustainable entrepre-
neurial activity as a comprehensive approach for ensur-
ing both the economic as well as the environmental and
social performance of our Group.

DIRECT ECONOMIC VALUE GENERATED AND
DISTRIBUTED [GRI 201-1]

in EUR m 2017 2016

Revenues 4,078 3,799

Gross revenue profit 1,688 1,779

Personnel expenses 660 616

Wages and salaries 581 544

Social security contributions and
expenses for pensions and other
employee benefits 79 72

Other operating expenses –33 –11

Other operating income 332 34

Income taxes –165 –206

Consolidated net profit (after non-
controlling interests) 471 402

Underlying net income 550 536

Dividend payments 442 435

Cash flow from investing activities –894 –1,623

Organization

At ProSiebenSat.1, non-financial aspects, sustainability
performance indicators, and ESG information (Environ-
ment, Social, Gouvernance) are particularly the respon-
sibility of the CFO and the Deputy CEO and Group
General Counsel, whose executive department includes
the areas of Legal Affairs, Public Affairs and Compliance.
Corporate Communications at ProSiebenSat.1 has the
role of a competence center that further develops
sustainability activities together with other central
Group divisions and departments and is responsible for
reporting and external communication.

Key sustainability issues at ProSiebenSat.1 such as anti-
corruption, antitrust law, media law and data protection
are covered in organizational terms by the compliance
management system (CMS). The main objective of the
CMS is to ensure that all employees always think and
act with integrity and in accordance with the law. In view
of its Group structure, ProSiebenSat.1 is divided into
a central and a decentralized compliance organization.
The central organization is made up of the Compliance
Board and the Group Chief Compliance Officer, who are
assisted in the performance of their duties by experts
from other areas, such as the legal department. The
Compliance Board held a total of nine meetings in the
reporting period. The Compliance Board and the Chief
Compliance Officer support and advise the Executive
Board in implementing, monitoring, and updating the
CMS. In addition, they monitor legal developments and
make proposals for the further development of the CMS,
including with regard to combating corruption and
bribery and complying with antitrust law. [GRI

102-16, GRI 103-2 (product responsibility), GRI 103-2

(compliance)]

The decentralized compliance organization is repre-
sented by Unit Compliance Officers (UCOs), who are
appointed in Group entities. Overall responsibility for
the CMS lies with the Executive Board of ProSiebenSat.1
Media SE as the parent company of ProSiebenSat.1
Group. 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 review of the
appropriateness, implementation, and effectiveness of
the holding company ProSiebenSat.1 Media SE’s CMS
for the first half of 2017 was completed on December
20, 2017. [GRI 103-2 (product responsibility), GRI 103-2

(compliance)]

OUR RESPONSIBILITY
SUSTAINABILITY AT PROSIEBENSAT.1
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CENTRAL COMPLIANCE ORGANIZATION
[GRI 103-2 (PRODUCT RESPONSIBILITY), GRI 103-2 (COMPLIANCE)]

Head of unit Head of unit Head of unit Head of unit

UCO UCO UCO UCOChief Compliance Officer

Subject Matter Experts

Compliance Board

Executive Board

Supervisory Board / AFC

Anti-corruption

Antitrust law

Data protection

Media law

Internal Audit

In 2011, the Group also placed its public value activities
in a larger social context and underscored their rele-
vance for the Group by establishing an Advisory Board.
The interdisciplinary body chaired by Bavaria’s former
minister president Dr. Edmund Stoiber advises
ProSiebenSat.1 Group on relevant social, ethical and
media-political issues and provides impetus on impor-
tant topics such as education and culture.

CORPORATE GOVERNANCE [GRI 102-12, GRI

102-16, GRI 102-18]

The Executive Board and Supervisory Board of
ProSiebenSat.1 Media SE regard good corporate
governance as an essential component of respon-
sible management and control geared toward long-
term value creation. The German Corporate Gover-
nance Code (Deutscher Corporate Governance
Kodex — DCGK) establishes a standard for trans-
parent control and management of the Company,
which is particularly aligned to the interests of the
shareholders. The corporate governance principles
contained in the DCGK have already been followed
by ProSiebenSat.1 for a long time. In accordance
with the recommendation of Item 5.6 of the DCGK,
the Supervisory Board conducts regular efficiency
reviews. Further information on corporate gover-
nance at ProSiebenSat.1 can particularly be found
in the “To Our Shareholders” section in the Annual

Report 2017.

OUR RESPONSIBILITY
SUSTAINABILITY AT PROSIEBENSAT.1
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Stakeholder Engagement

In order to increase public acceptance of our business
operations, we also assess our activities with regard
to their sustainability. A fundamental aspect of this is
understanding the demands that different stakeholders
have of the Company, taking them into account in our
decisions, and communicating these decisions transpar-
ently. Exchanging information helps us understand even
better what society expects of us and which measures
we need to take to establish and maintain trust. When
selecting our stakeholders, we also take account of their
topic-specific expertise and willingness to engage in
constructive dialog. In the following, we describe
selected stakeholder dialogs held by ProSiebenSat.1
Group: [GRI 102-42, GRI 102-43, GRI 102-44]

KEY STAKEHOLDERS OF
PROSIEBENSAT.1 [GRI 102-40]

Capital market

Employees

Audiences
and users

Politics, public
authorities, and

associations
Advertising

customers and
business
partners

Suppliers
and service
providers

B2C customers

Media
representatives

ESG RESEARCH ON PROSIEBENSAT.1
(SELECTION) [GRI 102-12]

Capital market: In numerous roadshows and confer-

ences, we inform investors and analysts about
ProSiebenSat.1’s business development and company
outlook and respond to questions from the capital
market relating to ESG topics (Environment, Social,
Governance). We maintain regular dialog with our
shareholders and are available to answer questions
at the Annual General Meeting. At present, we are
particularly observing increasing requirements for
the disclosure of the Company’s sustainability infor-
mation, governance issues, and diversity concepts.
In particular, the number of rating agencies and
research institutes that assess our sustainability

performance with regard to economic, social, and
environmental aspects rose significantly in the year
under review. In the context of rating processes, we
engage in continuous dialog with the relevant
providers to ensure that all material information is
taken into account in the sustainability evaluation of
our Company.

CDP
ISS-oekom
MSCI
Sustainability Intelligence
Sustainalytics

Employees: Part of ProSiebenSat.1’s philosophy as
an employer is to create personnel-related conditions
that support our employees with their professional
challenges and take account of their individual inter-
ests. In 2017, ProSiebenSat.1 used a new tool for
employee surveys with “Pulse Check”, which aimed
to record the current mood within the Group, gather
ideas for improvements, and quickly implement these
in specific projects. Employees and Diversity, page 12

Viewers and users: TV viewers and users of our
digital entertainment and commerce platforms are
among the most important stakeholders. Direct inter-
action with them is therefore extremely important
for ProSiebenSat.1. The Group operates 46 Facebook
pages and twelve Twitter accounts in relation to its
TV brands, each with more than 20,000 followers.
In addition, viewers can e-mail their questions about
program content, general suggestions or criticisms
to the central Audience Relations Department. In
2017, the department processed around 92,000
queries (previous year: around 95,000). [GRI M6]

Politics, public authorities, and associations: As a
listed corporation and one of the biggest European
media companies, ProSiebenSat.1 is a particular
focus of public attention. The Governmental Rela-
tions & Regulatory Affairs Department is the contact
for external stakeholders from the fields of politics
and regulation. In national and international dialog
with representatives of governments, parliaments,
and public authorities, we contribute our politically
independent positions to the discussion either
directly or via our membership of various associa-
tions and organizations. In 2017, ProSiebenSat.1 initi-
ated a public debate on the future viability of the dual
broadcasting system with our model “Media Regu-
lation 4.0.” Our top priority here is to reorder the

OUR RESPONSIBILITY
SUSTAINABILITY AT PROSIEBENSAT.1
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SELECTED MEMBERSHIPS OF
PROSIEBENSAT.1 [GRI 102-13]

Materiality Assessment

In the Sustainability Report 2016, we published infor-
mation on the action areas of “Public Value,” “Gover-
nance und Compliance,” “Digitalization and Innovation,”
“Climate and Environmental Protection” and “Employ-
ees and Diversity.” These were partly the result of a
materiality analysis based on internal workshops by
areas such as Corporate Communications, Human
Resources, and Governmental Relations & Regulatory
Affairs and dialogs with external stakeholder groups,
and were defined in line with the regulatory require-
ments for sustainability reporting.

In the Non-Financial Group Statement in accordance
with section 289c and section 315c (1) of the German
Commercial Code (HGB) for the financial year 2017,
which was published in March 2018, ProSiebenSat.1
reports on the main non-financial aspects with the
corresponding information needed in order to under-
stand the Company’s business development, results and
position and the effects of the business activities in
this regard. As part of an extended materiality analysis
performed particularly in the context of the CSR Direc-
tive Implementation Act, we had identified four non-
financial aspects for ProSiebenSat.1 and made disclo-
sures on the approaches taken, the due diligence
processes applied, the results, and the associated
performance indicators. In addition, we already used the
Global Reporting Initiative’s GRI Standards as a basis
when preparing the Non-Financial Statement. [GRI

102-46]

MATERIAL NON-FINANCIAL ASPECTS IN THE NON-FINANCIAL STATEMENT

Employee matters
Company-specific

aspects 

Combating corruption
and bribery /

company-specific aspects

Social matters /
company-specific aspects 

Employees and  
Diversity

Product Responsibility
Social Responsibility

(Public Value)  
Compliance

financing for socially relevant, opinion-making, and
inclusive formats. Media Law, page 40, Story “Parliamen-

tary Elections”, page 21

Arbeitsgemeinschaft Fernsehforschung (AGF) –
Working Group of Television Research
Arbeitsgemeinschaft Online Forschung (AGOF) –
Working Group of Online Research
BITKOM – German Association for IT, Telecom-
munications and New Media
Bundesverband Digitale Wirtschaft (BVDW) –
German Association for Digital Business
Deutsche TV-Plattform – German TV Platform
European Group of Television Advertising (egta)
Filmförderungsanstalt (FFA) – German Federal
Film Board
FilmFernsehFonds Bayern (FFF Bayern) – Bavar-
ian Film and Television Fund
Freiwillige Selbstkontrolle Fernsehen (FSF) –
Voluntary Self-Regulation of Television
Freiwillige Selbstkontrolle Multimedia-Dienstan-
bieter (FSM) – Voluntary Self-Regulation of
Multimedia Service Providers
Initiative for a Competitive Online Marketplace
(ICOMP)
Verband Privater Medien (VAUNET) – Associa-
tion of Private Media
Vereinigung der bayerischen Wirtschaft (vbw) –
Bavarian Industry Association
Verein zur Förderung des Kinder- und Jugend-
schutzes in den Telemedien (JusProg) – Associ-
ation to Promote the Protection of Children and
Young People in Telemedia
Wirtschaftsrat – German Economic Council

OUR RESPONSIBILITY
SUSTAINABILITY AT PROSIEBENSAT.1
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As a result of different concepts of materiality and new
findings from our continuous dialog with stakeholders,
we provide extensive information on anti-discrimination
as well as on environmental issues at ProSiebenSat.1
in this sustainability report. We also report on other
topics below the non-financial aspects that are material
for the Non-Financial Statement. Based on the GRI defi-

nition, aspects are considered material if they reflect
the main economic, environmental, and social effects
of the organization or significantly influence stakehold-
ers’ assessments and decisions. Overall, there are five
sustainability pillars at ProSiebenSat.1 to which the indi-
vidual issues are allocated. [GRI 102-44, GRI 102-46,

GRI 102-47]

SUSTAINABILITY PILLARS AT PROSIEBENSAT.1 [GRI 102-47]

Employees and
Diversity

Product
Responsibility

Environment and
Climate Protection

Social
Responsibility
(Public Value)  

Compliance

 

 

Development of 
employee numbers 
Recruitment / employer 
branding 
Talent management 
Work-life package 
Diversity management

 

Opinion forming 
Media literacy 
Dissemination of 
information 
Corporate volunteering 
Donations and 
sponsorship

 

Data protection 
Information security 
Media law (Advertising 
guidelines, journalistic 
independence, 
protection of young 
people)
Marketing and product 
labeling

 

Anti-corruption and 
antitrust law
Anti-discrimination  

Energy consumption
Greenhouse gas 
emissions
Disposal
Mobility

OUR RESPONSIBILITY
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EMPLOYEES AND DIVERSITY
Our employees are the basis of our economic success.
ProSiebenSat.1 thrives on the creativity and the fast
pace of innovation of its employees. Digitalization is
changing the media sector faster than other industries.
For this reason, our corporate culture is characterized
by constant willingness to change. Part of our philoso-
phy as an employer is to create personnel-related condi-
tions that support this process and serve the individual
interests of our employees. With an attractive overall
offer, which besides market-based remuneration also
includes additional benefits, individual development
opportunities and a good working environment, we want
to acquire and retain committed and qualified employ-
ees for ProSiebenSat.1 and motivate them to deliver
their best performance. [GRI 103-1, GRI 103-2]

Managers who have an entrepreneurial spirit and encour-
age their employees to be innovative are also important
for the Group’s development. To this end, new measures
and concepts, such as leadership development, talent
management or employer branding, are presented on a
regular basis in “HR Sounding Boards”. The results are
submitted to the Executive Board member responsible for
Human Resources at ProSiebenSat.1 for decision-making
and presented to the Executive Board as a whole before
being implemented. ProSiebenSat.1’s Human Resources
are under the responsibility of the Chief Human Resources
Officer, who reports directly to the Executive Board. In
some cases, there are independent departments for the
individual fields of recruiting and employer branding,
talent management, work-life offerings and diversity
management. [GRI 103-1, GRI 103-2]

EMPLOYEE STOCK OPTION PLAN

In order to promote the shareholder culture within
ProSiebenSat.1 Group and strengthen employees’
identification with the Company, a share-based
incentive system was developed by the Company in
June 2016 (“MyShares”). In addition to their own
investment in ProSiebenSat.1 shares, employees
who take part in this system also participate in a
tax-free subsidy in the form of subsidized invest-
ment shares and a long-term matching component.
Over 2,000 employees, corresponding to 45% of
all eligible employees, participated in the two
MyShares tranches issued to date in 2016 and 2017.
As of December 31, 2017, they held a total of 78,348
shares.

DEVELOPMENT OF EMPLOYEE
NUMBERS

As of December 31, 2017, the Group had 6,483 employ-
ees (previous year: 6,565), calculated on the basis of
full-time equivalents. The number of full-time equiva-
lents averaged 6,452 in 2017 (previous year: 6,054). The
increase of 6.6% was mainly due to acquisitions and
reflected the expansion of the Broadcasting German-
speaking and Digital Ventures & Commerce segments.
In 2017, an average of 696 people (previous year: 570)
were employed at ProSiebenSat.1 Media SE. In Germany,
Austria, and Switzerland, the Group had an average of
5,335 full-time equivalents in the reporting period
(previous year: 4,876). This equates to growth of 9.4%
year-on-year and an 82.7% share of the Group’s total
employees (previous year: 80.5%). [GRI 102-8]

EMPLOYEES AND DIVERSITY
DEVELOPMENT OF EMPLOYEE NUMBERS
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EMPLOYEES BY SEGMENT1

average full-time equivalents (FTE), 2016 figures in

parentheses

772 
(920)

 

 

2,738
(2,478)

1,733
(1,488)

1,153
(1,140)

    Broadcasting
German-
speaking

Digital 
Entertain-

ment

Digital
Ventures &
Commerce

Content 
Production &
Global Sales 

1 The total amount of 6,452 average full-time equivalents includes
57 employees who are not allocated to a segment.

EMPLOYEES BY REGION
average full-time equivalents (FTE), 2016 figures in

parentheses

 

43 
(30)

361 
(308)

844
 

(795) 166
(280)

 

64 
(73)

Germany

4,974
(4,568)

Austria/
Switzer-

land

US Scandinavia Other UK

EMPLOYEES BY EMPLOYMENT
RELATIONSHIP AND GENDER
Employees by head (HDC) as of December 31, 2017 [GRI

102-8]

Temporary Permanent Total

Women/men 1,163 5,006 6,169

Women 641 2,361 3,002

Men 522 2,645 3,167

Not including international investments in the Content
Production & Global Sales segment.

EMPLOYEES BY EMPLOYMENT
RELATIONSHIP AND REGION
Employees by head (HDC) as of December 31, 2017 [GRI

102-8]

Temporary Permanent Total

Germany 1,163 4,325 5,488

Austria/Switzerland 0 488 488

USA 0 149 149

Other 0 44 44

1,163 5,006 6,169

Not including international investments in the Content
Production & Global Sales segment.

The average duration of employment increased year-on-
year to 6.1 years (previous year: 5.5). The turnover rate
in the Group was 12.8% in the financial year 2017 (previ-
ous year: 10.2%). These two key figures do not include
the international investments in the Content Production
& Global Sales segment.

To calculate the turnover rate, the number of departures

in the reporting period is divided by the number of employ-

ees as of the reporting date. Reasons for departure include

resignations and termination agreements. Departures due

to temporary employment, the end of apprenticeship,

retirement or death are not included.

NEW EMPLOYEES BY AGE, GENDER AND
REGION
Employees by head (HDC) [GRI 401-1]

Entries
2017 Entry rate

Age

<30 years 707 48.9%

30-50 years 858 20.4%

>50 years 54 10.5%

1,619 26.2%

Gender

Women 793 26.4%

Men 826 26.1%

1,619 26.2%

Region

Germany 1,400 25.5%

Austria/Switzerland 75 15.4%

USA 64 43.0%

Scandinavia 70 0.0%

Other 10 22.7%

1,619 26.2%

Not including international investments in the Content
Production & Global Sales segment.
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TURNOVER BY AGE, GENDER AND REGION
Employees by head (HDC) [GRI 401-1]

Turnover rate

Age

<30 years 15.8%

30-50 years 12.9%

>50 years 4.1%

12.8%

Gender

Women 12.6%

Men 13.1%

12.8%

Region

Germany 12.0%

Austria/Switzerland 6.1%

USA 36.2%

Scandinavia 0.0%

Other 0.0%

12.8%

Not including international investments in the Content
Production & Global Sales segment.

RECRUITING AND EMPLOYER
BRANDING

We set high standards for the recruiting at
ProSiebenSat.1. The central platform is the careers
portal www.fascinating-people.com. Since December 2014,

the online portal has been supplemented by the digital
job recommendation program Talentry, which had over
1,500 users in 2017. It allows Group employees to recom-
mend suitable individuals from their own networks for
vacant positions. In many cases, they receive a bonus
if the person they recommend is eventually hired.
ProSiebenSat.1 also uses social media channels such as
Xing and LinkedIn to address talented candidates. In
2017, around one-third of all applications were received
via new sourcing channels such as employee recom-
mendations, social media, direct contact, and university
marketing. Group Recruiting recorded a total of around
29,000 applications and attended around 70 university
fairs and events. [GRI 103-1, GRI 103-2]

With campaigns such as “Claim New Grounds” and
“Connect.Code.Create”, we are also stepping up our
efforts to address potential candidates with a digital or
IT focus. Our employer branding concept aims to ensure
the best possible candidate experience for all of our
target groups on the personnel market. In addition to
applicant numbers, external rankings are therefore also
an important benchmark for the success of our HR strat-

egy. These show that ProSiebenSat.1 Group is one of
Germany’s most popular employers. [GRI 103-2]

SELECTED EMPLOYER RANKINGS

EMPLOYER BRANDING AWARD

Best Employer Value Proposition Germany –
Global Players GOLD

POTENTIALPARK

13th place (previous year: 11th place)

TRENDENCE SCHOOL STUDENT BAROMETER

8th place (previous year: 9th place)

UNIVERSUM

Media sector
1st place (previous year: 1st place)

In 2017, ProSiebenSat.1 also used a new tool for
employee surveys with “Pulse Check”, which aimed to
record the current mood within the Group, gather ideas
for improvements, and quickly implement these in
specific projects. Another important aspect is the net
promoter score (NPS), which was surveyed using the
new tool. This key figure is intended to provide an indica-
tion of employee satisfaction. [GRI 103-2, GRI 103-3]

TALENT MANAGEMENT

ProSiebenSat.1 continuously trains qualified junior staff
for the Group through various apprenticeships. With our
management traineeships, trainee programs, Chamber
of Commerce and Industry training, and dual study
programs, talented young people have a range of
options for joining our Company. We offer specialisms in
IT, digital media, sales, marketing, finance, HR, project
management, or editorial work. In this way, we create
a strong foundation of well-trained junior staff with an
extensive internal network and specific company and
industry knowledge. In 2017, a total of 158 employees
were supported by our Young Talents department. The

majority of graduates were then employed permanently.

The goal is to take active measures to combat the short-
age of specialist staff on the labor market and support
ProSiebenSat.1’s diversification strategy with suitable
training formats at the Company. [GRI 103-1, GRI

103-2, GRI 103-3]

As well as initial training for young employees, ongoing
training is also a key element of ProSiebenSat.1’s HR strat-

EMPLOYEES AND DIVERSITY
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egy. We systematically plan the short-, medium-, and long-
term development of our employees within the Group by
means of our talent management. Employee development
is managed and suitable measures are selected via
appraisal interviews. They are based on a target system
that breaks down the overarching corporate targets into
segment, department and individual targets and thus spec-
ifies them for employees and managers. Personal devel-
opment goals can also be defined in these interviews. We
thereby ensure that individual skills are promoted in a
targeted manner. [GRI 103-2]

The ProSiebenSat.1 Academy offers a wide-ranging portfo-
lio of technical and personal training. In 2017, a total of 596
events (with 6,266 participants) were held in the Academy,
including 60 manager training courses (with 568 partici-
pants). One focus area is digitalization, with content such
as “Digital Economy”, “E-Commerce & Online Marketing”
and “Lean Start-up for User Experience”. These training
courses aim to ensure that employees understand digital
trends and current technologies and can assess their
effects on the media industry in order to develop new
products and business models for ProSiebenSat.1. As in the
previous year, ProSiebenSat.1 Group invested around EUR
3 million in its education and training programs in 2017.
Part of this was attributable to the courses offered by the
ProSiebenSat.1 Academy. In addition, there are programs
such as mentoring and the “Lunch & Learn” events that
have been held since 2010. With the job rotation program,
ProSiebenSat.1 employees also have the opportunity to
gather experience in other departments and apply this
to their own field of work. [GRI 103-2, GRI 103-3, GRI

404-1]

EDUCATION AND TRAINING
Employees by head (HDC) [GRI 404-1]

Average number of
hours

Women 11.4

Men 8.1

9.7

Top management 1.6

Senior management 4.9

Middle management 7.2

Team leaders 10.3

No management level 9.9

9.7

Production 7.2

Administration 13.7

Sales 9.6

9.7

The indicated number of hours are related solely to the
offerings of the ProSiebenSat.1 Academy. Substantial part
of the leadership training takes place through individual
training participation as well as additional measures such
as coaching and mentoring. The corporate culture is
shaped by the behavior of employees – especially
managers. Accordingly, we invested heavily in the expan-
sion of our management development program last year,
especially in employee leadership, communication and
change management. ProSiebenSat.1 needs managers who
inspire people and create optimal conditions for their
employees. At the start of 2015, the Executive Board of
ProSiebenSat.1 Media SE defined the P7S1 Leadership
Values in order to give managers guidance and support
as to how employees can be encouraged to innovate and
think entrepreneurially. On this basis, we offer a systematic
development program for managers that ranges from
onboarding to training courses to 360° feedback in the
P7S1 Center of Leadership. [GRI 102-16, GRI 103-2]

EMPLOYEES AND DIVERSITY
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WORK-LIFE PACKAGE

Our employees’ requirements with regard to working
hours differ depending on what stage of life they are
in, their own plans for their life and their working situ-
ation. For this reason, ProSiebenSat.1 offers a variety
of flexible modules for individually deciding when and
where to work in order to support the best possible
compatibility of career and private life. Our works agree-
ments therefore aim to promote an appropriate work-
life balance. This is supported by teleworking jobs, part-
time work, and sabbatical models. On January 1, 2015,
we also introduced the FlexTime working hours model,
which takes account of the increased requirements in
day-to-day work, makes it easier to balance work, family
and free time, and offers ProSiebenSat.1 employees
more flexibility overall when it comes to organizing their
working hours. [GRI 103-1, GRI 103-2]

RATIO OF PART-TIME EMPLOYEES
Average employees by head (HDC) in percent; 2016 figures in

parentheses [GRI 102-8, GRI 103-3]

(14.8)

(16.6)(16.3)

Group Germany ProSiebenSat.1 
Media SE

17.5 17.6

14.6

FULL- AND PART-TIME EMPLOYEES BY GENDER
Employees by head (HDC) as of December 31, 2017 [GRI 102-8]

2017 2016

Part-time Full-time Total Part-time Full-time Total

Female 765 2,237 3,002 712 2,268 2,980

Male 339 2,828 3,167 313 2,767 3,080

1,104 5,065 6,169 1,025 5,035 6,060

Not including international investments in the Content Production & Global Sales segment.

At the same time, our staff benefit from several social
security and fringe benefits. At the headquarters in
Unterföhring, for example, we have been running an in-
house daycare center for over ten years. We offer these
services to all employees, regardless of whether they
work part-time, full-time or are on a temporary contract.
Around 70 places are available in total. In 2017, the costs
for childcare amounted to EUR 1.3 million. There is also a
focus on health and sport. With an in-house restaurant,
gym and company doctor at the Company’s headquar-
ters, we cover a wide range of work-life standards for
modern employers. [GRI 103-2]

DIVERSITY MANAGEMENT

Our corporate culture is characterized by openness and
respect. ProSiebenSat.1 values the diversity of individual
characteristics, talents, and skills that our employees
contribute to the Company. We are convinced that
diverse teams are better at solving complex tasks and
understanding the different needs of our customers. We
therefore regard diversity as an important success
factor for our Company. In the financial year 2017,
people from around 50 countries were employed at

ProSiebenSat.1 in Germany, with 28 different national-
ities represented in the workforce at ProSiebenSat.1
Media SE. The average age of ProSiebenSat.1 employees
was 36.8 years as of December 31, 2017. [GRI 103-1,

GRI 103-2, GRI 103-3]

EMPLOYEE AGE STRUCTURE as of December 31,

2017
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Not including international investments in the Content Production &
Global Sales segment.
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We hire employees entirely on the basis of objective
criteria at all hierarchy levels and promote staff based
on their skills alone. Other factors such as background
and culture, age, gender, sexual orientation and identity,
religious beliefs and ideology or physical abilities do not
play a role. A balanced ratio of men and women in the
Company and in management positions also contributes
towards diversity. In 2017, 49.0% of the employees in the
Group were female; the ratio at ProSiebenSat.1 Media SE
was 58.1%. [GRI 103-2, GRI 103-3]

PROPORTION OF WOMEN AND MEN IN THE
WORKFORCE Employees by head (HDC) in percent; 2016

figures in parentheses [GRI 103-3]

 
 

Group Germany ProSiebenSat.1
Media SE 

 Women  Men

48.9 48.3

58.1
51.1 51.7

41.9
(42.8)(57.2)

(53.6)
(46.4)

(52.5)(47.5)

Not including international investments in the Content Production & Global Sales
segment.

PROPORTION OF WOMEN AND MEN IN
MANAGEMENT POSITIONS Employees by head (HDC)

in percent; 2016 figures in parentheses [GRI 103-3]

 
 

Group Germany ProSiebenSat.1
Media SE 

 Women  Men

31.1 30.7 31.1

68.9 69.3 68.9
(70.4)

(29.6)

(71.1)

(27.9)

(71.4)

(28.6)

Not including international investments in the Content Production &
Global Sales segment.

RATIO OF WOMEN AT MANAGEMENT
LEVELS [GRI 103-2]

For information on the percentage of women in the
two management levels below the Executive Board
at ProSiebenSat.1 Media SE and the corresponding
targets, please refer to the Management Declaration in

the Annual Report 2017. For disclosures regarding
diversity on the Executive Board and the Supervi-
sory Board, please refer to the Corporate Governance

Report.

ProSiebenSat.1 Group signed the Diversity Charter in 2014

and follows the guidelines stipulated therein. We thus
underline our commitment to creating a working envi-
ronment free of prejudice and exclusion that specifically
promotes diversity among employees. Employees are
also required to report discrimination or violations of
other principles set out in ProSiebenSat.1’s Code of
Conduct to the Company’s compliance officers, for
example. In addition, we provide the workforce with
mandatory training on the German General Act on Equal
Treatment (AGG). [GRI 103-2] Interview “Anti-Discrimina-

tion”, page 46

DIVERSITY CHARTER [GRI 102-12, GRI 103-2]

ProSiebenSat.1 attaches great importance to an open
and respectful corporate culture, in which our employ-
ees can contribute to the Group’s diversity with their
various traits, interests and abilities. We therefore
signed the “Diversity Charter” in 2014 with the inten-
tion of creating an appreciative working environment
free of prejudice. Across Germany, the initiative
counts more than 2,800 businesses and institutions
with more than nine million employees as signatories.
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OUR FIVE
SUSTAINABILITY PILLARS



SOCIAL RESPONSIBILITY
(PUBLIC VALUE)

OUR APPROACH

ProSiebenSat.1 Group reaches around 45 million TV house-
holds every day with its stations in its TV markets in the
DACH region; at the end of 2017, the websites managed
by SevenOne Media, the ProSiebenSat.1 marketer, also had
a monthly reach of around 38 million unique users. The
distributed content contributes to the diversity of informa-
tion and helps shape the opinions of viewers and users.
We are aware of this social responsibility. ProSiebenSat.1
therefore makes targeted use of the wide reach of its
media offerings to focus on important ecological, societal
and sociopolitical issues and thus make a valuable contri-
bution to society as a company. In doing so, we observe
the principles of editorial freedom and journalistic inde-
pendence. [GRI 102-44, GRI 103-1, GRI 103-2, GRI M4,

GRI M6, GRI M7] Foreword, page 3, Media Law, page 40

Our public value activities serve to increase the public
relevance of our TV stations and media offerings, thus
setting us apart from our competitors. It is not just with
our programs and campaigns that we fulfill our responsi-
bility, but also by making our offers accessible to everyone.
ProSiebenSat.1 Group is therefore continuously expanding
its range of subtitled programming for deaf and hearing-
impaired people and the number of stations on which
subtitles are available in order to improve its dissemination
of information. Due to the large number of available free
TV and pay TV stations, public value measures in the
ProSiebenSat.1 station family also represent a tool for
brand management and brand loyalty. [GRI 103-2, GRI

M4] Our Projects, page 32, Story “Accessibility”, page 27

In 2011, the Group placed its public value activities in a
larger social context and underscored their relevance for
the Group by establishing an Advisory Board. The interdis-
ciplinary body chaired by Bavaria’s former minister presi-
dent Dr. Edmund Stoiber advises ProSiebenSat.1 Group on
relevant social, ethical and media-political issues and
provides impetus on important topics such as education
and culture. In 2017, the Advisory Board met three times.
Members of the Executive Board as well as other decision-
makers in the Group participated in these events. In view
of ProSiebenSat.1’s young target group, the Advisory Board
prioritized the issue of digital education. The Board intends
to use corresponding measures to strengthen the media
literacy of young people in particular and give them guid-
ance in the digital world, as these skills are increasingly

becoming a prerequisite for participation in society and
access to the labor market. One example of this is the
SchoolsON project, which was carried out for the third time
in 2017. Due to the German parliamentary elections in 2017,
another public value focus with regard to diversity of opin-
ion was a campaign to convey political issues and promote
political participation among young viewer groups in
particular. [GRI 103-2, GRI M7] Our Projects, page 32,

Story “Parliamentary Elections”, page 21

When selecting measures, we focus on topical, socially
relevant issues that affect young target groups in partic-
ular, and pursue four strategic goals: [GRI 103-2]

FOCUS AREAS OF PUBLIC VALUE ACTIVITIES
AND SPECIFIC MEASURES [GRI 102-44, GRI

103-1, GRI 103-2]

OPINION MAKING

MEDIA LITERACY

DISSEMINATION OF INFORMATION

CORPORATE VOLUNTEERING

DONATIONS AND SPONSORSHIP

Building knowledge
Offering opportunities
Communicating values
Promoting culture

Programming focus areas and campaigns (e.g.
German parliamentary elections)
Green Seven
Day of Heroines
CHALLENGE

SchoolsON

Accessibility (subtitles in TV programming)

startsocial
Social Day
WE HELP

RED NOSE DAY
“Wir stärken Kinder” (We support Children)
FIRST STEPS
GreenTec Awards
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In addition to the Advisory Board as the governance
committee, such projects are generally selected and
implemented on the basis of a bottom-up process. For
example, relevant sustainability topics are identified by
the editorial teams of the TV stations as part of their
journalistic work and corresponding formats and
program environments are developed for them. An
example of this is the sustainability brand “Green
Seven.” In addition, ideas for supporting social projects
or implementing internal initiatives at the Company
such as the refugee aid project “WE HELP” also come
directly from ProSiebenSat.1’s staff. In addition to the
stations, departments such as Governmental Relations
& Regulatory Affairs also have budgets for public value
projects. We measure the success of our actions quan-
titatively in some cases, for example based on audience
shares, employee involvement in projects such as the
Social Day, or funds raised in the RED NOSE DAY
campaign. The projects are generally implemented in
line with regulations such as the ProSiebenSat.1 Code

of Conduct, the International Federation of Journalists’ Principles

on the Conduct of Journalists, and internal guidelines on data

protection, protection of young people, and the separa-
tion of advertising and programming. [GRI 103-2, GRI

103-3] Our Projects, page 32, Compliance, page 44

CORPORATE VOLUNTEERING

Corporate volunteering has become an important
component of the practice of responsible corporate
governance. According to a study by the UPJ
network, children and young people, refugees, and
development, schooling and education are among
the areas in which a large majority of the compa-
nies surveyed carry out corporate volunteering
activities. In its social engagement, ProSiebenSat.1
too makes targeted use of the time, work, know-how
and experience of its employees who volunteer for
social causes during and outside of working hours,
including in the areas mentioned above, with the
support of their employer. In this way, companies
make an important contribution to civic engage-
ment and a functioning community.

SOCIAL RESPONSIBILITY (PUBLIC VALUE)
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IT’S

YOUR CHOICE
TO VOTE!

[GRI 103-3, GRI M4]

#EinMann: That’s the hashtag that was all but unavoidable for Twitter users on
the evening of September 11, 2017. On this day, these two unassuming words
made up the third most-tweeted German hashtag. It’s a sign of what inspires
younger people above all. “An interesting and entertaining political broadcast
on German television – never thought I would ever see the day! #EinMann,” is
one example. And “#EinMann. A person who actually seems capable of mobiliz-
ing voters and making our democracy stronger. A great story.” Another one: “I
think #EinMann is just the right thing for our generation today.”

#EinMann is the official hashtag for the political show
Ein Mann, eine Wahl (One Man, One Vote) on ProSieben.
The show’s host is Klaas Heufer-Umlauf. The 34-year-
old is best known as one half of the duo Joko und
Klaas, winners of the Grimme Award, among others, for
their ProSieben program Circus HalliGalli. That show
had nothing to do with politics – it was pure enter-
tainment. And that was exactly the missing ingredient
Heufer-Umlauf, who is very politically engaged, wanted
to bring to election coverage: “A political show that
manages to have some humor in it” is how he described
it when he presented the program in Berlin. In Ein Mann,
eine Wahl, Heufer-Umlauf interviewed figures such as
the Social Democratic Party’s (SPD) chancellor candi-
date Martin Schulz, Free Democratic Party (FDP) head
Christian Lindner and former Green Party chairman
Cem Özdemir. One man, three personalities: the clas-
sically liberal, the more left-leaning, and the conserv-
ative Klaas live together in a shared apartment, talk
about politics and discuss which Klaas should interview
which politician. Whether he was talking with political
leaders, celebrities, or voters, Klaas always grilled his
counterparts with a measure of charm and irony. His
questions were direct, sometimes discomforting, often
funny, and always fair. His three personalities dug into
political ideas and positions from various perspectives.
What should Germany look like in ten years’ time? That
was a key question that Klaas discussed with his guests
in creative settings such as during a drive in a sports
car. And this was just the type of election coverage the
public wanted: The first episode of Ein Mann, eine Wahl
captured a market share of 19 percent among viewers
aged 14 to 29.

Klaas Heufer-Umlauf (right) also met SPD chancellor candidate Martin
Schulz.
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Breaking down politics in an interesting way to a
younger demographic is incredibly important, according
to current studies on voter participation in Germany.
Since the Bundestag elections in 1953, participation by
older citizens has far outstripped the voting habits of
younger people. In all elections, participation was lowest
among voters between 21 and 25 years of age. Democ-
ratic society increasingly faces the challenge of anemic
interest in politics precisely among the younger voters
who will shape the future.

» #EinMann. A person who
actually seems capable of
mobilizing voters and
making our democracy
stronger. A great story. «

T W I T T E R  U S E R

September 2017

So how can the younger generation be encouraged to
exercise their right to vote? As a media company with
TV stations and online platforms used primarily by
younger viewers, ProSiebenSat.1 has a special respon-
sibility to society: “Our broadcasting group reaches a
young audience. We already proved that in previous
Bundestag elections. Thanks to our 2017 campaign and
extensive election coverage on television as well as
online, we as a company are again fulfilling our respon-
sibility to society by advocating for a broad voter partic-
ipation,” explained Wolfgang Link, Head of the Manage-
ment Board at ProSiebenSat.1 TV Deutschland GmbH.

On March 7, 2017, around six months before Germany’s
parliamentary elections, Sven Pietsch, editor-in-chief at
ProSiebenSat.1 TV Deutschland GmbH, spoke before the
ProSiebenSat.1 Advisory Board. The interdisciplinary
board chaired by former Bavarian Minister President Dr.
Edmund Stoiber has advised ProSiebenSat.1 Group on
social, ethical, and media policy issues since 2011, and
encourages the Group to address important topics such
as education and culture. Pietsch presented the planned
initiatives for the Bundestag election and discussed new
ideas and possible approaches with Stoiber and his
colleagues. “We do not want to wag a finger and lecture
youth. Instead, we aim to show them the influence that
political decisions and developments can have on young
people’s lives,” Pietsch emphasized. “The key is finding
the right way to present complex topics. We speak the
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younger generation’s language and that enables us to
get across important issues in an entertaining way.”

» We do not want to wag a
finger and lecture youth.
Instead, we aim to show
them the influence that
political decisions and
developments can have on
young people’s lives. «

SV E N  P I E T S C H

Editor-in-chief at ProSiebenSat.1 TV Deutschland GmbH

After conferring with the Advisory Board, Pietsch and
his team decided they would repeat 2013 and put
together a multi-station, cross-media campaign for the
Bundestag elections in 2017 with its own slogan: “Shape
your future: Go vote!” This was ProSiebenSat.1’s invita-
tion during TV shows, in advertisements and on online
platforms, encouraging voters nationwide to vote. The
objective was to reach young people whenever and
wherever, and – this is particularly important – in a way
that spoke to them. When a YouTube star with millions
of fans and followers promotes voting, young fans likely
listen more closely than to an official election ad by
a political party. The campaign mainly worked with
personalities popular with a younger target group,
including YouTuber LeFloid, TV hosts Stefan Gödde and
Lena Gercke, and TV chef Steffen Henssler. A total of 40
stars appeared in ads encouraging people to vote.

The success of the “Go vote!” campaign shows that
these testimonials do work to mobilize the younger
demographic. A study by German research institute
forsa accompanying the initiative indicated that it was
particularly effective in reaching first-time and young
voters. Among first-time voters aged 18 to 22, 70
percent thought the campaign was a good way to moti-
vate people to vote; 65 percent of young voters aged 18
to 29 thought so, too. It was also first-time and young
voters who considered the campaign to be very credible.
And more people familiar with the campaign intended to
and actually did vote compared with those who did not
know it.

A recent study by YouGov indicates that youth and
young adults are most definitely interested in politics:
In July 2017, the polling institute worked with the teen
publication BRAVO to survey 14 to 17-year-olds about
their political opinions. The survey showed that one-
third of them actively inform themselves about political
issues. Among other things, young people wished for
“greater honesty and directness from politicians and
a more comprehensible presentation of their political
platforms.” Programs like Ein Mann, eine Wahl provide
just that: “I want to contribute to increasing voter
turnout,” said Heufer-Umlauf at the start of the show.
And of course the objective was promoting the general
understanding for politcal positions. The Twittersphere
agreed: “It’s politics packaged to make it interesting for
younger people. And if that works for 40 of them, it’s
already worth it,” wrote one user.

Janin Ullmann, TV presenter and actress: She is one of 40 celebrities
who campaigned for the "go vote" campaign.
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POLITICAL TV SHOWS

Das TV-Duell (The TV Duel): Merkel – Schulz on SAT.1
On September 3, 2017, Angela Merkel and Martin Schulz
faced off in the only “TV Duel” to take place during the
election campaign. The live show was broadcast by SAT.1,
RTL, ARD, and ZDF, with each station represented by a
host. Claus Strunz asked the Chancellor and her challenger
the questions for SAT.1. Following the 90-minute verbal
duel, SAT.1 also aired an extensive post-debate analysis.

Wahl 2017 – Die zehn wichtigsten Fragen der Deutschen.
Klartext mit Claus Strunz (Election 2017 – Germany’s
Top Ten Questions. Plain Talk with Claus Strunz) on SAT.1
Four days before the major TV duel between the two top
candidates for chancellor, SAT.1 invited leaders from The
Left, The Greens, the Free Democratic Party and the Alter-
native for Germany (AfD) for a verbal sparring match. The
politicians faced off during a live broadcast of Wahl 2017
– Die zehn wichtigsten Fragen der Deutschen. Klartext mit
Claus Strunz: The Left party chairwoman Katja Kipping,
The Greens’ leading candidate Katrin Göring-Eckardt, FDP
chief Christian Lindner and AfD top-of-the-ticket candidate
Dr. Alice Weidel. Discussions centered around a representa-
tive sample of voters’ most important questions collected
by a polling organization.

Das SAT.1 Sommerinterview mit Martin Schulz (The
SAT.1 Summer Interview with Martin Schulz) on SAT.1
During his campaign stop in Leipzig, Social Democratic
Party (SPD) chancellor candidate Martin Schulz joined
SAT.1 newscaster Marc Bator and Hans-Peter Hagemes,
ProSiebenSat.1’s Vice President News & Political Infor-
mation, for an interview. The topics discussed included
Germany’s relationship with Turkey and the domestic
security situation as well as concerns that many viewers
shared: how to fix crumbling streets and schools and
what to do with old diesel cars.

Faktenchecks mit Claus Strunz (Fact Checking with
Claus Strunz) on SAT.1
Prior to Germany’s parliamentary elections, Claus
Strunz fact-checked the questions “Fighting, stealing,
groping – How safe is Germany?” and “Welfare,
drudgery, tax evasion – How equitable is Germany?” on
SAT.1. He accompanied families during their everyday
activities, met a young serial offender, and spoke with
personalities including Federal Minister of Finance Wolf-
gang Schäuble and Bavaria’s Minister of the Interior
Joachim Herrmann.
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#DeineWahl (#YourChoice)
Following YouTube star LeFloid’s successful interview
with Angela Merkel during the 2013 election campaign,
several YouTubers conducted two live interviews with
the Chancellor and her opponent Martin Schulz in 2017.
The show was produced by Studio71, ProSiebenSat.1’s
digital studio, which was also responsible for editing.
Viewers had the chance to submit their own questions
in advance under the hashtag #DeineWahl. The inter-
views were available on the YouTubers’ personal chan-
nels along with the #DeineWahl channel. The goal? To
use a contemporary medium to ask questions important
to the community. During the live stream, viewers could
also participate in the discussion and react directly to
statements by the politicians on social media. The
concept was a success: More than 50,000 people
watched the interview with Angela Merkel live, and the
YouTube video has approximately two million views to
date. The youth and lifestyle magazine VICE named the
interview with Martin Schulz “the best political broad-
cast of the campaign to date” and “possibly one of the
most insightful and human moments of the debates so
far.” Both domestic and international outlets reported

the story. Even the New York Times ran a piece on the
show.

taff on ProSieben
Who is the real Martin Schulz? taff met up with the
SPD’s candidate for chancellor for an interview and
asked: Does he have the same favorite emoji as Chan-
cellor Angela Merkel? How does he react to haters on
social media? The candidate for chancellor also talked to
the ProSieben magazine about the lows he experienced
as an alcoholic and explained how he deals with it today.
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ADDITIONAL ELECTION COVERAGE ON NEWS AND
INFORMATION SHOWS

The ProSiebenSat.1 Group’s stations also provided elec-
tion coverage on their news magazines and informa-
tional shows. Specials on SAT.1-Frühstücksfernsehen and
akte.2017 (SAT.1), Galileo (ProSieben) and Abenteuer
Leben täglich (kabel eins) provided viewers with a

wealth of information about various political issues in
the run-up to the election. Galileo viewers were even
able to virtually experience what it is like to be
Germany’s chancellor using the app The Choice of
Germany: Das Kanzlerexperiment (The Choice of
Germany: The Chancellor Experiment).

SCHOOLSON

“Dreh Dein Ding” (“Shoot to Win”) is the motto
of the SchoolsON contest for students 12 to 20
years of age. Along with the German Children
and Youth Foundation, ProSiebenSat.1 has
encouraged students as a whole class or on
their own initiative to produce a TV segment
for Galileo or taff since 2015. In the election
year 2017, entries were submitted for
ProSieben Newstime in the special category
“Deine Wahl Spezial 2017” (“Your Election
Special 2017”), among others. The winning

submission asked whether young people 16
years or older should be allowed to vote in the
next parliamentary elections.

SchoolsON aims to encourage youth to be
responsible and mindful when using audio-
visual media. A panel of professionals judge
the entries and choose the best submissions.
The winners are chosen not so much based
on technical execution but rather on the
fundamental idea behind the video clip. The
best contributions are broadcast on televi-
sion. In addition to technology packages for
future video productions, the winners are
invited on a tour of the ProSiebenSat.1
studios with an exclusive peek behind the
scenes.
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» I WANT TO SHOW PEOPLE HOW BEAUTIFUL

SIGN LANGUAGE
‘SOUNDS’ «

[GRI 103-3, GRI M4]

From special event shows and news magazines to feature films and licensed
series, ProSiebenSat.1 offers a wide range of closed-captioned programming
encompassing a number of different shows, stations and target groups. The
broadcasting group is expanding its range of programming for people with hear-
ing impairment, continually boosting both quality and quantity. Among commer-
cial TV broadcasters, the Group is a pioneer in accessibility.

February 2018. Vanessa stands in front of a large green
screen and shuffles nervously through the taff script. In
front of her is a sea of cables, spotlights and cameras.
One last equipment check, the stage manager nods in
her direction – and then the taff theme song begins
to play. Show time! The hosting duo of Rebecca Mir
and Daniel Aminati greet the audience. Vanessa, who
is following everything on a monitor, mirrors them. The
only difference is that she welcomes taff’s viewers with-
out speaking a word: The 17-year-old is interpreting the
entire program into sign language on a Facebook
livestream running parallel with the television broad-
cast.

Vanessa (front right) translates the introduction of Rebecca Mir and
Daniel Aminati.

Vanessa Feller-Jung is a CODA, or child of deaf adult.
In other words, the student from Rhineland-Palatinate
is hearing, but has deaf parents and grew up with sign
language as a native language. Communicating using
only her hands, facial expressions and gestures has
fascinated Vanessa as long as she can remember: “I
can often express myself better in sign language than

in spoken language, because sign language requires
authentic emotions.” As the older of two children,
Vanessa learned very early to take responsibility for her
deaf parents, interpreting at parent nights or accompa-
nying them to government offices. “Despite these chal-
lenges, I’m thankful I grew up with sign language,
because it ‘sounds’ incredibly beautiful,” Vanessa says
effusively.

» We support breaking
down barriers for the
hearing-impaired and deaf
communities. «

W E R N E R  D A N N E R

taff Chief Editor

However, something her father repeatedly asked both-
ered her for a long time. “What is music?” was the ques-
tion, and she was unable to give a satisfactory answer
– that is, until she started to translate songs into sign
language in 2015. Encouraged by positive feedback from
her family and friends, Vanessa published a video on
social media. Others followed and Vanessa’s fan base
grew. The “Vanessas Gebärdenlieder” Facebook page
now has more than 4,000 followers. Swiss rapper SIGA
also saw Vanessa online and invited her to film a video
with him for his song “Du.” In the clip, SIGA raps while
Vanessa interprets the lyrics. The single went viral –
and Vanessa and SIGA kept the ball rolling. Student and
rapper have been working together for three years now.
Their most recent joint song, “Meine Nr. 1,” was just
released.
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» Deaf people have the
right to do everything
people without disabilities
do. Enjoying music and
watching television are
symbolic of all other
everyday activities. «

VA N E S S A  F E L L E R - J U N G

The pair has more in mind than just providing deaf
people with a way to enjoy music. In fact, Vanessa and
SIGA aim to “overcome the barriers in people’s minds,”
as Vanessa puts it. Vanessa and SIGA contacted the taff
editors in the interest of combating prejudices and fear
of the other, and raising awareness of their project. The
idea was born that Vanessa could interpret an episode
of the show into sign language live on Facebook. “Every
day, thousands of young viewers watch taff. Live sign-
language interpretation of this broadcast helps us fulfill
the need to break down barriers for the hearing-
impaired and deaf communities,” taff Chief Editor
Werner Danner says.

In addition to simultaneous interpreting, hearing-
impaired people can also enjoy television with closed
captioning, which ProSiebenSat.1 has employed since
2000. Lotte Sorge, Manager of Content Acquisitions,
Dubbing & Material, has been an advocate in this area
for six years as the person responsible for making the
broadcasting group’s programming accessible: “Back
then, we began by closed captioning the Sunday block-
buster on ProSieben, SAT.1 movies on Tuesdays, and
some licensed series. After that, we kept constantly
expanding this effort.” In 2012, the state regulatory
agency began requiring that at least one prime time
program per day be subtitled in fulfillment of
ProSiebenSat.1’s public responsibility as a private broad-
casting group. “At that point, we took a new approach
and restructured our workflows and planning
processes,” Lotte recalls. And it worked: Since 2013,
ProSiebenSat.1 has exceeded all of the general require-
ments for accessible programming. Lotte and her team
were able to increase total closed-captioned broadcast-
ing by another nearly 2,000 hours of programming in
2017.
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GETTING MORE OUT OF THE TV EXPERIENCE

  broadcasting hours  no. of broadcasts 

2015

2,561

2,323

4,749

3,812

7,564

5,406

2016 2017

Over the past three years, the proportion of subtitled formats on the
free TV channels SAT.1, ProSieben, kabel eins, sixx and ProSieben
MAXX has again increased significantly: In 2017, almost three times
as many programs were broadcast with subtitles as compared to
2015.

“Over the years, this issue has become really important
to me,” she says, explaining her personal dedication.
Even today, she looks back with special fondness on a
meeting with representatives of the German Association
for the Deaf in 2013. “That was the first time I met some-
one with a hearing impairment personally. Experienc-
ing how much the community wanted access to things
that are a matter of course for people without disabili-
ties gave my day-to-day work completely new meaning,”
Lotte recalls.

» Subtitling #GNTM was an
enormous challenge that
motivated us to continually
update our skills. «

L O T T E  S O R G E

Manager Content Acquisitions Dubbing & Material

One big wish brought to Lotte by members of the deaf
community in 2013 was to have the ProSieben hit
Germany’s next Topmodel – by Heidi Klum (#GNTM)
subtitled. “Captioning the episodes very quickly, often
the same day, and, of course, the big live finale was
an enormous challenge at the start. But it motivated
us to continually update our skills. Since then, caption-
ing live shows has become routine,” Lotte says. After
the initial closed captioned season of #GNTM in 2015,
she and her team even received thank-you letters from
happy viewers: “I still have those letters at home. They
really touched me.”

ProSiebenSat.1 provides closed captioned programming
on five broadcast TV channels: ProSieben, SAT.1, kabel
eins, sixx and ProSieben MAXX. The budget earmarked
for this purpose is used by the Group primarily for
captioning the most popular stations and programs,
with the goal of growing the range of accessible
programming by continually adding new types of shows.
In addition to licensed series and feature films, a partic-
ular focus is therefore on local content produced in-
house. New highlights in the selection of accessible
programming include the maxdome and ProSieben
series jerks. (since 2018), the ProSieben science maga-
zine Galileo am Sonntag (since 2018), the new season of
the reality spectacle Promi Big Brother on SAT.1 (start-
ing in 2018), the ProSieben shows Get the Fuck Out of
My House (2018) and Das Ding des Jahres (2018) as well
as the ProSieben documentary series Uncovered (since
2016). September 2017 also saw the first ProSieben Tag
der Gehörlosen (Deaf Day): On that day, all program-
ming, not just selected shows, was broadcast in accessi-
ble form. A repeat of the event is slated for September
30, 2018.
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The hit show The Voice of Germany has also been
captioned since 2017. Some may wonder what value
closed captioning a show about music has for the hear-
ing impaired. “That’s far too simplistic,” Lotte explains.
In addition to reproducing the storyline, captioning
conveys the mood in the studio: “We don’t just subtitle
the songs and dialog. We describe sounds like applause
or cheering – and judge Samu Haber even retains his
accent,” Lotte laughs.

Vanessa also understands that making music is much
more than just playing a melody: “Deaf people can feel
the emotions conveyed by music just like anyone else –

and they have the right to do everything people with-
out disabilities do. Enjoying music and watching televi-
sion are symbolic of all other everyday activities.” The
17-year-old has succeeded in explaining the importance
of music not only to her deaf father, but also to many
other people with hearing impairment in Germany.
“Thank you for giving us our ears back,” a fan once
wrote. For Vanessa, that is a compliment that spurs her
on in her work. She continues her fight for more societal
acceptance and inclusion for the deaf. And she knows
better than anyone that there is always a way to commu-
nicate.

HOW ARE TELEVISION
BROADCASTS CAPTIONED?

People with hearing impairment can access
television programs by reading text dis-
played on the lower part of the screen. This
text describes the spoken content of the
show as well as sounds in the environment
and other audio cues such as a creaking
door or applause. Most closed captioning is
provided by external suppliers. In the case
of live in-house productions like Germany’s

next Topmodel – by Heidi Klum or The Voice
of Germany, everything happening on the
show is translated by trained simultaneous
interpreters who dictate what they hear
into voice recognition software. The result-
ing text is then fed directly into the TV
signal and can be accessed as closed
captioning using teletext (page 149) or digi-
tal captioning.
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BESIDES CAPTIONING, HOW DOES
PROSIEBENSAT.1 CONTRIBUTE TO
THE INCLUSION OF PEOPLE WITH

DISABILITIES?
ProSiebenSat.1 regularly addresses issues
pertaining to the lives of people with
disabilities in both fiction and non-fiction
programs, thus promoting their inclusion
in society. This programming helps educate
others and foster understanding among
people with and without disabilities, while
depicting real life as experienced by those
with disabilities. Examples include the SAT.1
docutainment series Projekt Superhund –

Helfer auf vier Pfoten, a theme week on
Tourette’s Syndrome on the news magazine
taff, regular features on the science show
Galileo about the everyday lives of people
with disabilities and the monthly report
Challenge on SAT.1 Gold and kabel eins,
which is written and produced by people
with disabilities by the Arbeitsgemein-
schaft Behinderung und Medien e.V.
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OUR

PROJECTS
[GRI 102-2, GRI 103-3, GRI M4, GRI M7]

BUSINESS@SCHOOL

How does business work? Around 1,500 students from

Germany, Austria and the USA try to answer this funda-

mental question every year while participating in the busi-

ness@school education initiative. ProSiebenSat.1 has

supported the initiative founded by The Boston Consulting

Group since 2015 with practical insights into real business

models, promoting the participants’ basic business under-

standing. The students are thus not only taught method-

ological and practical concepts and relationships in a prac-

tical manner, but also acquire a stronger entrepreneurial

spirit. In three phases, the participants analyze small and

large enterprises over a school year and then develop their

own business idea, including a business plan. In 2017/18,

a group of students from a Hamburg high school again

scrutinized ProSiebenSat.1 Group’s sustainability activi-

ties particularly closely. They examined our value chains,

customers and competitive conditions for financially

sustainable success factors and presented their findings

in a final presentation. In the 2018/19 program year, the

business@school education initiative has been running for

20 years, during which time a total of around 23,500

students from 219 different schools have taken part.

www.business-at-school.net

CHALLENGE

Fully inclusive television – for over 30 years, Arbeitsgemein-

schaft Behinderung und Medien e.V. (abm) has been raising

awareness of the circumstances, concerns and interests of

people with disabilities with extensive TV programming broad-

cast throughout Germany. ProSiebenSat.1 has supported the

initiative since 2000 with the magazine show CHALLENGE,

which is broadcast on kabel eins and SAT.1 Gold on the first

Saturday of every month. In a thirty-minute report, our fellow

citizens with disabilities are encouraged to participate

actively in social life according to their own requirements. In

addition, CHALLENGE informs non-disabled people about life

with a disability, dismantles prejudices and promotes inclusive

thinking. In 2017, the youth magazine “yoin” and the talk show

“Krauthausen – face to face” were the first fully inclusive

series to be integrated into the format, with optional subti-

tles, sign-language interpreters and soundtracks with audio

description. This is an important development for the acces-

sible “television of the future,” which ProSiebenSat.1 Group’s

stations are actively helping to shape.
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DAY OF HEROINES

With full woman power and under the motto “Here’s to

us! Let’s celebrate women,” sixx celebrated International

Women’s Day again on March 8, 2018, under the banner

of the Day of Heroines. In the TV schedules, online and

on social media channels, the female TV station of

ProSiebenSat.1 Group used this day to promote the

empowerment and equality of women and young girls in

society. In 2018, the Day of Heroines was dominated in

particular by issues such as the global #metoo debate and

the gender pay gap. On March 8, these issues were the

subject of a women’s panel discussion with Paula Lambert,

which discussed women in work, relationships and family

life. sixx also featured strong, female characters and their

stories again in 2018 – such as in the prime-time highlight

“Wild,” in which a young woman, played by Reese With-

erspoon, faces the challenges of the Pacific Crest Trail, a

hiking trail in the USA, in order to face up to herself and

her past.

FIRST STEPS

ProSiebenSat.1 and other partners honor outstanding gradu-

ation films by film school students with the FIRST STEPS

Award for young talent. ProSiebenSat.1 Group uses its particu-

lar significance as a film production and distribution company

to promote young, creative filmmakers and to ease their entry

into the media and film industry. The award, with prize money

totaling EUR 115,000, was presented for the 18th time on

September 18, 2017, at Stage Theater des Westens, Berlin.

Four juries awarded prizes in nine categories, including for

direction of films of various lengths and styles and a cine-

matography prize. This year, the most prestigious and valuable

individual prize in the “full-length feature film” category was

won by Adrian Goiginger, directing student at Film Academy

Baden-Württemberg, for his feature film Die beste aller

Welten. Since 2012, the NO FEAR Award has also been

presented to young producers who have shown particular

courage in the execution of difficult subject matter. FIRST

STEPS was launched as a private film industry initiative by

the producers Bernd Eichinger and Nico Hofmann and is

considered the most prestigious award of its kind in Germany,

Austria and Switzerland.

www.firststeps.de/welcome.html

GALILEO KNOWLEDGE AWARD

Since it was established in 2008, the Galileo Knowledge Award

honors sustainable inventions and initiatives, which promote

an environmentally friendly way of life. The 2017 Galileo

Knowledge Award was awarded to the inventors of Showerloop,

a shower-system that reduces the water consumption of

showers from around 100 liters to only 10 liters. A small

change can make an enormous difference: If everyone in

Germany showered using “Showerloop,” seven nuclear power

stations in the country would be able to cease operations.

Galileo presenter Stefan Gödde handed over the Galileo Knowl-

edge Award at the gala for the GreenTec Awards in Munich,

which are among the most important environmental awards

worldwide. The 2018 winner is researching resource-efficient,

integrated environmental technology: BioLab Eberswalde

develops sustainable, marketable mushroom-based materials

in collaboration with practical and research partners. These

materials degrade without creating pollution and are a

convincing environmentally friendly alternative to plastic, for

example for interior fittings in cars.

www.greentec-awards.com/en
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GREEN SEVEN

Once a year, ProSieben’s logo turns from red to green for

Green Seven week. During the annual initiative, ProSieben

uses its large reach to raise awareness among young view-

ers in particular for environmental protection and sustain-

ability. For a week, a spotlight is shone on ecological issues

that are communicated with program highlights in various

ProSieben magazine shows. In 2017, the themed week from

July 3 to 9 called attention to the consequences of

climate change and the melting ice at the North Pole under

the motto “Save the Ice.” Galileo presenter Stefan Gödde

this talked to climate researchers about topics including

the threat to polar bears’ natural habitats. To represent

the endangered species and the complex issue of climate

change, ProSieben adopted the polar bear cub Quintana,

who was born on November 21, 2016, at Munich Zoo

Hellabrunn. With Green Seven, ProSieben promotes a

diverse range of ecologically relevant issues particu-

larly among younger target groups – these include the

protection of water („Save the Water“, 2016) or the

prevention of bee mortality („Save the Bees“, 2015). In

October 2018, ProSieben will introduce the 10th Green

Seven week against the backdrop of electromobility

issues.

PROMOTION OF YOUNG TALENT
IN FILM

ProSiebenSat.1 also promotes young talents from German

film and media schools with other initiatives besides the

FIRST STEPS Awards. The Group has awarded the Main-

stream Prize, which honors innovative ideas for TV films

and series, together with University of Television and Film

Munich annually since 2011. ProSiebenSat.1 employees

follow students as they develop subjects that are then

pitched to a judging panel. In 2017, the three best drafts

again received prizes totaling EUR 6,000. In addition,

ProSiebenSat.1 cooperates with Film Academy Baden-

Württemberg and gives out the Prime Time Prize every

year, whereby students can subject their concept ideas

for a themed film for SAT.1. The prize money totaling

EUR 9,000 for the most exceptional film concepts enables

the three winners to develop their projects further.

Besides financial resources and expertise, our stations

also offer coveted prime-time broadcasting slots for

particularly creative film ideas. In addition, students from

Ludwigsburg obtain insights into our stations’ activities

every year by shadowing ProSiebenSat.1 employees for a

day, attending an editorial meeting and receiving targeted

feedback on their graduation films. ProSiebenSat.1 thus

makes an important contribution to the promotion of

young talent.

www.hff-muc.de/en_EN/

www.filmakademie.de/en

RED NOSE DAY

RED NOSE DAY has been a fixture of ProSieben’s program-

ming since 2003: Each year, the broadcaster calls for mone-

tary donations for social projects that support needy chil-

dren in Germany and all over the world for the charity

campaign that originated in the UK. In 2017, numerous

celebrities again put on red noses for a good cause and thus

raised a total of nearly EUR 330,000. As well as a “CIRCUS

HALLIGALLI – RED NOSE DAY SPEZIAL” on May 30, 2017,

with celebrity guests such as Katy Perry, Zac Efron and

rapper Marteria, our long-standing charity partner

STARLIGHT EXPRESS supported RED NOSE DAY with dona-
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tions once again this year. All the proceeds went to a The Ark

center in Herne, which officially opened on January 26, 2018,

and has since offered children from the immediate vicinity a

place to go to do homework and play in a supervised environ-

ment with trained contact partners. In 2018, ProSieben cele-

brated RED NOSE DAY with the live show “Beginner gegen

Gewinner – RED NOSE DAY Spezial” as a programming high-

light on April 28. All donations received in 2018 – the live

show alone brought in nearly EUR 300,000 – will go toward

the construction of a sports field in Cologne-Buchforst by

the Lukas Podolski Foundation and to the UNICEF campaign

#STOP10SECONDS, which is helping malnourished children

in South Sudan.

SOCIAL DAY

Taking social responsibility and supporting others while

getting to know colleagues from other departments: Since

2013, employees – from the General Manager to trainees –

have been able to take part in the corporate-volunteering

initiative Social Day and volunteer at social institutions

for one day during their working hours. In 2017, a total of

76 colleagues helped to implement more than ten projects

in the Munich area. With their DIY skills, they supported

the SOS family center in Munich-Neuaubing, the biggest

hostel in Munich for homeless men, the Child and Youth

Farm in Ramersdorf and an adventure playground. Each

was in need of revamping and renovation, which our

employees ably assisted. Since Social Day began, over

400 colleagues have swapped their office desks for

hammers and drills in order to support social facilities for

less privileged people.

www.our-responsibility.prosiebensat1.com/public-value/creating-

opportunities/social-day.html

STARTSOCIAL

“Help for Helpers” is the motto of the startsocial compe-

tition co-founded by ProSiebenSat.1 in 2001 to promote

voluntary social engagement. Around 500 experts from

business, the public sector and social institutions

throughout Germany support the practical implementation

of volunteer projects: In a four-month coaching phase, a

total of 100 selected initiatives receive specialist advice,

personal contacts and detailed feedback in order to

develop and realize their ideas. In 2017, 25 of the most

compelling projects were again selected by an expert panel

and invited to Berlin for the national prize-giving cere-

mony. Seven initiatives received monetary prizes totaling

EUR 35,000 altogether, including a special award from the

German Chancellor. ProSiebenSat.1 employees once again

supported the competition as panel members and coaches

in 2017, contributing their expertise in various fields.

startsocial promotes social initiatives with various

emphases, such as migration, social justice and education,

and entered its 15th round for program year 2018/19 in

May 2018.
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WE HELP

“Help is a joint effort” – under this motto, the WE HELP

project group founded by ProSiebenSat.1 employees in

2015 campaigns tirelessly for refugees in Germany. The

initiative aims to develop and implement new ideas and

concepts for social engagement. At the same time, WE

HELP is in close dialog with the local refugee initiative

Helferkreis Unterföhring. In 2017 as in the previous year,

the initiative put out an online appeal for various drives

to collect clothes, shoes and hygiene products for Helfer-

kreis Unterföhring and the Munich refugee aid associa-

tion’s clothing banks. Our employees also ran for this good

cause in eight corporate runs throughout Germany. For

every kilometer run, they received cash donations from

the Group and raised a total of EUR 30,000. At the invi-

tation of ProSiebenSat.1, some refugees again assisted the

Group’s Munich team. Since 2017, ProSiebenSat.1 has also

sponsored the jersey of the Welcome Unterföhring soccer

club, which contested its first league game as a refugee

team in August 2017. The Company also made a contri-

bution in the field of education and migration by donat-

ing laptops for Helferkreis Unterföhring’s classrooms.

ProSiebenSat.1 Group amplifies its engagement for the

integration of refugees as a member of the “Wir zusam-

men” German business initiative, which is campaigning for

the rapid integration of refugees into our society.

WE SUPPORT CHILDREN

Making children fit for their future and giving them oppor-

tunities is one of our society’s biggest challenges. Sport

is an essential part of this as an element of everyday life

that promotes integration and identity. Therefore, numer-

ous prominent athletes joined the "Wir stärken Kinder"

(We support children) initiative in 2017, which was set

up by Sportdeutschland.TV, ProSiebenSat.1’s digital sports

channel, in cooperation with the charity SOS-Kinderdorf

e.V. two years ago. Top-tier athletes from various disci-

plines invite kids from the SOS Children’s Villages to

sporting events or run sports activities for them as a

way of boosting community spirit. The ProSiebenSat.1

subsidiary 7Sports thus uses the reach of its digital plat-

form Sportdeutschland.TV in order to recruit athletes to

get involved in "Wir stärken Kinder" and to raise additional

donations. A charity match between the celebrity-studded

“ran Allstars” and “Top Chefs and Restaurateurs Football

Club” was also set up to support the initiative in 2017. A

total of nearly EUR 40,000 was therefore raised in 2017,

which is being used for sport projects in various SOS Chil-

dren’s Villages. In December 2018, "Wir stärken Kinder"

will host a digital fundraising gala for the first time, during

which a charity match will be broadcast in the live stream

with the aim of generating as many donations as possible

with the support of influencers and athletes. In addition

to 7Sports, the "Wir stärken Kinder" initiative also

supported the German Olympic Sports Confederation and

German Sports Youth.

SOCIAL RESPONSIBILITY (PUBLIC VALUE)
OUR PROJECTS
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PRODUCT RESPONSIBILITY
Our business activities focus on informative and enjoy-
able entertainment. ProSiebenSat.1 Group’s content
reaches many millions of people every day across all
platforms. With this, we see product responsibility as the
responsibility we bear to our stakeholders and society
with regard to our products and services. When provid-
ing our content, we place great emphasis on the protec-
tion of personal data and media law. The latter chiefly
entails journalistic independence, the separation of
editorial reporting and advertising, and youth protec-
tion. In addition, we consider fair marketing and trans-
parent labeling to be important parts of our content
responsibility.

In this regard, the Company ensures compliance with
both laws and legislation as well as internal policies and
requirements. The applicable policies and the complaints
procedures in the event of infringements are laid down
in ProSiebenSat.1 Group’s Code of Conduct. All employees,
managers, and Executive Board members have committed
to complying with this. It defines a binding framework for
our business activities. Some individual concepts, such as
complying with advertising laws and ensuring journalistic
independence, relate only to selected companies within
the Group due to different legal regulations in foreign
countries and a lack of relevance to many companies, for
example in production. [GRI 102-16, GRI 103-1, GRI

103-2] Compliance, page 44

DATA PROTECTION

New technologies and processes in connection with digi-
talization are generating a steadily growing flow of data.
Data from the digital sphere provide information about
the media usage and consumer behavior of audiences
and customers. Media providers can also obtain these
data in ever increasing volumes by digitizing their offer-
ings. In this environment, ProSiebenSat.1 has created a
very rare combination: We have access to data from TV
usage as well as data from our commerce platforms. On
the basis of the acquired digital data, we are now build-
ing a bridge between TV and the Internet – the opti-
mum combination of mass appeal while rapidly raising
brand awareness with a target-group-specific approach.
On this basis, we can use addressable TV and HbbTV
to develop new advertising products that the TV busi-
ness will benefit from in turn. The aim is a brand pres-
ence which enables a direct online purchase from the
targeted commercial – without necessarily having to
switch to a tablet or smartphone.

The protected data pool shared by ProSiebenSat.1 and
NuCom Group therefore contributes directly to the
Company’s business success and the core business of free
TV financed by advertising. The processing of personal
data from various different stakeholder groups is therefore
an essential component of ProSiebenSat.1 Group’s busi-
ness activity. These stakeholders particularly include
customers, online users, viewers, applicants, employees,
and business partners. For this reason, we see data protec-
tion as an important competitive factor with a lasting
impact on trust in ProSiebenSat.1 Group’s products and
brands and thus also on the economic success of the
Group. [GRI 103-1]

The overarching goal of the Group’s data protection is
a uniform, adequate level of data protection within
ProSiebenSat.1 Group in line with national and interna-
tional provisions. This is to be ensured on the basis
of a risk-oriented data protection management system
(DPMS) and standardized processes, guidelines, and
specifications, some of which apply throughout the
Group. Targeted advertising online, on mobile apps, and
in HbbTV is based on tracking technology and a legal
situation that may be prejudiced by the General Data
Protection Regulation (GDPR) which has come into force
on May 25, 2018. In particular, this concerns the ques-
tion of wether targeted online advertising via cookies
is now only permitted with users’ prior consent. At
present, however, there is a debate over the extent to
which users’ explicit consent must be obtained for the
profiling performed by tracking technologies - instead
of the previously well-recognized legitimate interest of
advertising financed media - and how this consent for
target group specific advertising must be arranged.

In March 2018, ProSiebenSat.1 already founded its log-in
alliance netID to create the infrastructure for potentially
expanded permissions management for targeted adver-
tising. This initiative bears witness to the digital indus-
try’s efforts to create secure, transparent, and user-
friendly data platforms in order to both meet the
requirements of GDPR and respond to the growing
awareness among users and providers. [GRI 103-1, GRI

103-2]

PRODUCT RESPONSIBILITY
DATA PROTECTION
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In addition to legal provisions, the Company’s internal
guidelines on handling personal data and its automated
collection, processing, and use also apply. [GRI 103-2,

GRI 102-16]

INTERNAL GUIDELINES ON DATA
PROTECTION GRI 102-16]

ProSiebenSat.1 Group has implemented processes and
measures to protect personal data from misuse. No
processing of personal data takes place unless compli-
ance with the applicable laws has been ensured. We
grant each individual the right to object the use of their
personal data and to demand that their personal data
be deleted or blocked. In addition, ProSiebenSat.1 passes
on personal data to third parties, including within the
Group, only if this complies with the legal provisions. We
also take appropriate precautions to protect personal
data from loss, destruction, unauthorized access, or
unauthorized use, processing, or disclosure. In 2017, we
detected five cases of justified complaints regarding the
violation of customers’ privacy and the loss of customer
data as well as two cases of data leaks and data theft or
loss. [GRI 103-1, GRI 103-2, GRI 102-16, GRI 418-1]

DATA PROTECTION PROCESSES [GRI 102-16]

Preliminary monitor-
ing

Performance of a risk analysis
including a compliance check in the
context of introducing/changing
automated procedures for process-
ing personal data in accordance with
section 4f of the German Federal
Data Protection Act (BDSG) in order
to address data protection law
requirements at an early stage.

Order data processing

Process for legally compliant prepa-
ration of agreements for order data
processing and the performance of
the legally stipulated preliminary
check in accordance with section 11
BDSG.

Information to public
authorities

Process for legally compliant disclo-
sure of personal data to public
authorities.

Rights of persons
affected

Legally compliant processing of
requests from persons affected:

Data breach notifica-
tion

Process for legally compliant report-
ing of data breaches (= third parties
unlawfully obtaining personal data)
in accordance with section 42a
BDSG and section 15a of the German
Telemedia Act (TMG).

INFORMATION SECURITY

As well as data protection, information security is also
in ProSiebenSat.1 Group’s business interests. A failure,
manipulation or unauthorized disclosure of business-
critical information could result in significant financial
losses or reputational damage. The adequate security of
business processes, IT, infrastructure and critical infor-
mation is therefore a strategic factor for the Company’s
competitiveness and continued existence. Information
security at ProSiebenSat.1 has four primary strategic
goals: [GRI 103-1, GRI 103-2]

Failures of systems, applications or networks are just as
much potential risks as violations of data integrity and
confidentiality. The constantly widening scope of infor-

Global Data Protection Standard (GDPS)
Data Protection Policy
Code of Conduct
Web data protection regulations (Web DP GL)
E-mail-marketing guideline
Guideline on data subjects’ rights according to
General Data Protection Regulation (GL GDPR
data subjects’ rights)
Guideline on documentation duties according to
General Data Protection Regulation (GL GDPR
documentation duties)
Storage, blocking, and erasure guideline

Complaints management
Information rights (section 34
BDSG)
Right to correction (section 35
BDSG)
Right to deletion (section 35
BDSG)
Objection rights (section 35
BDSG)

To maximize business continuity
To minimize business losses
To prevent and minimize the effects of security inci-
dents
To limit risks

PRODUCT RESPONSIBILITY
INFORMATION SECURITY
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mation processing and networking and the advance-
ment of technology are increasing the complexity in
the interplay with people, processes and technologies,
while the vulnerability within Company-wide information
processing is also increasing. Targeted attacks and other
threat scenarios show that politically, economically or
ideologically motivated groups represent a growing
challenge.

The Group therefore has an Information Security
Management System (ISMS), which ensures comprehen-
sive protection for the Group’s information assets in
a structured and risk-based manner. The way in which
an early risk detection and risk management system
must be established and carried out is not prescribed
by law. Information security at ProSiebenSat.1 Group is
based on the ISO 27001 standard (Information Security
Management System, ISMS). The ISMS targets the confi-
dentiality, integrity and availability of information. The
effectiveness of the security standards is examined
regularly by the Internal Audit department. In addition,
all employees must complete regular and mandatory
online training on the topic of information security. Most
recently, we launched an e-learning program on rules for
handling information in the fourth quarter of 2017; as
of December 31, 2017, we had thus trained over 4,300
employees. [GRI 103-2, GRI 103-3]

MEDIA LAW

The media law provisions of the Compliance Manage-
ment System (CMS) particularly deal with journalistic
independence, the principles of the separation of adver-
tising and programming, the requirements for product
placement and protection of young people, and the
prevention of surreptitious advertising and broadcast-
ing of legally prohibited advertising. For 2017, we identi-
fied a total of eleven violations in connection with media
law provisions: seven against programming principles
and journalistic duties of care and four against laws for
the protection of young people. [GRI 103-1, GRI 103-2,

GRI 416-2]

ProSiebenSat.1 Group is particularly committed to
differentiating between editorial reporting and broad-
casts for advertising purposes in its TV programs. The
responsible TV editors and editorial management are
responsible for ensuring that advertising and program-
ming are clearly separated. At corresponding compli-
ance events, they are trained on the bans in place and
the legal consequences in the event of violations. The
management of the TV stations must also ensure that
suitable budgets are chosen for each program and that

sufficient funds are available so that there is no need to
accept financial contributions from third parties to the
extent that this would constitute impermissible surrep-
titious advertising. In substantiated individual cases
where the usage of surreptitious advertising is
suspected, an ad-hoc supervisory committee takes
action. This committee is set up by the Executive Board
of ProSiebenSat.1 Media SE and consists of one
employee each from the Internal Audit and Legal
Affairs departments and an external lawyer. [GRI

102-16]

The Group is committed to following the provisions of
the German Interstate Broadcasting Agreement and
the Common Guidelines of the State Media Authorities
for advertising, for ensuring separation of advertising
and programming, and for sponsorship on television. In
particular, each employee must ensure that the prohi-
bition of programming influence, the ban on surrepti-
tious advertising, and the identification requirements
are upheld. It is also necessary to prevent the content
and location of a sponsored program from being influ-
enced by the sponsor in a way that impairs the respon-
sibility and editorial independence of the broadcaster.
Support for productions from third parties must be indi-
cated in accordance with the legal regulations; such
notifications should generally be made at the end of the
relevant program. [GRI 103-2, GRI 102-16]

The details are chiefly regulated by ProSiebenSat.1’s
guidelines on the separation of advertising and
programming, which also include specific explanations
regarding bans on the placement of particular products
and services. They provide the employees with manda-
tory regulations under their employment contracts. The
guidelines for the German stations serve to maintain
journalistic credibility and ensure that content is inde-
pendent from third-party influences as the top
programming principle. National legal provisions also
apply to the TV stations in Austria and Switzerland.

[GRI 103-2, GRI 102-16]

To ensure journalistic independence and comply with
fundamental media regulations, the Group formu-
lated guidelines in 2005 which are binding for all
of the Company’s program makers in Germany. The
“Guidelines for Ensuring Journalistic Independence”
specify the understanding of the journalistic princi-
ples set forth in the Press Code of the German Press
Council. ProSiebenSat.1 Group is committed to a free
and democratic order as set out in the constitution
(Grundgesetz) of the Federal Republic of Germany. In
accordance with internal guidelines, journalists, and
editors working for ProSiebenSat.1 must follow the

PRODUCT RESPONSIBILITY
MEDIA LAW
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YOUTH PROTECTION AT PROSIEBENSAT.1

Youth Protection Comission / State Media Authorities

Youth protection &
program consulting

Broadcasting management
Program planning

Editorial departments
production

Program purchasing

Voluntary self-
regulatory association
for television (FSF)

Voluntary self-
regulatory association
for multimedia (FSM)
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Media policy

Audit
Consulting

Approval of broadcasting time
and technical age restriction

Special format for earlier 
broadcasting time

Video content
Free / Pay / VoD / Digital / Trailer / Commercials

International Federation of Journalists’ Principles on
the Conduct of Journalists. According to these prin-
ciples, they are essentially free with regard to creat-
ing their content and report independently of social,
economic, or political interest groups. [GRI 103-2,

GRI 102-16]

As a media company, political independence is of
the utmost importance to ProSiebenSat.1. Cash and
non-cash donations to political parties are therefore
forbidden unless the donation is approved by the
Executive Board of ProSiebenSat.1 Media SE in
advance. In 2017, ProSiebenSat.1 Group made no cash
or non-cash donations to political parties. Generally,
editorial content must not be influenced by private or
commercial interests of third parties or by personal
or economic interests of employees. At the same
time, the journalists and editors are aware of their
responsibility with regard to the dissemination of
information and their contribution to shaping opin-
ions. The responsible editorial staff, particularly the
editors-in-chief, are responsible for complying with
these guidelines and principles of conduct and imple-
menting them into day-to-day business. [GRI 415-1]

The youth protection officers at ProSiebenSat.1
Group make sure that all TV and online content for
which the Group is responsible is offered in an age-
appropriate way. The goal is to make it difficult for
children and young people to gain access to content
that is unsuitable for their age group. The German
Interstate Agreement on Youth Protection in the
Media stipulates clear requirements for this. The
Group’s youth protection officers are autonomous in
their work and are responsible for ensuring that
content which is unsuitable for children and young
people is broadcast only at the legally stipulated
times. In addition, they use technical means to
protect young people from the dissemination of
content on ProSiebenSat.1’s websites that could
potentially harm their development. To this end, the
youth protection officers are involved in the produc-
tion and purchasing of programs at an early stage.
They assess scripts in advance, support productions,
and prepare expert reports. Within the Company they
perform an advisory role, while externally they are
available to viewers and users as contact persons for
complaints, for example. [GRI 102-16, GRI M4]

PRODUCT RESPONSIBILITY
MEDIA LAW
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Independently from the work of the youth protection offi-
cers, TV and online editors receive regular training on
youth protection regulations. In addition to training
employees and providing internal guidelines, we also
actively promote the protection of young people via vari-
ous organizations: [GRI 102-16] Compliance, page 44

MEMBERSHIPS OF PROSIEBENSAT.1 WITH
REGARD TO YOUTH PROTECTION

MARKETING AND PRODUCT
LABELING

ProSiebenSat.1 Group uses various marketing tools to
communicate with customers, online users, viewers,
applicants, employees, and business partners. It is
particularly important to us that we neither make
misleading, false or discriminatory statements nor
exploit a lack of knowledge or insufficient information
on the customers’ part to further our business. Instead,
ProSiebenSat.1 relies on fair and responsible means of
dealing with third parties, which enable transparent
communication about our brands, products and
services. For ProSiebenSat.1, this particularly includes
an open and honest attitude to commercial communi-
cation, the transparent and comprehensive disclosure
and publication of General Terms and Conditions (GTCs),
compliance with applicable guidelines on the advertising
of own products and services, and respect for other
trademarks and symbols. In this context, we identified
a total of 29 cases of integrity, GTC, and advertising
violations in the promotion of our own products in 2017,
including 16 warnings as a result of promotional e-mails
and three complaints in connection with infringements
of symbols. [GRI 102-16, GRI 103-1, GRI 103-2, GRI

417-3]

ProSiebenSat.1 Group sets great store by the provision
and presentation of information and the labeling of its
own products. Needless to say, the Company’s key prin-
ciple here is to make no deceptive or misleading state-
ments about our product world. This includes, for exam-
ple, compliance with the obligation to provide publishing
details and with the German Price Indication Regulation.
In 2017, we identified 50 violations of requirements and
voluntary rules of conduct with regard to information
about the labeling of products and services. [GRI

102-16, GRI 103-1, GRI 103-2, GRI 417-2]

ProSiebenSat.1 Group takes its product responsibility
seriously. With the CMS, the Company largely covers the
relevant legal areas throughout the Group. In addition to
the prevention of violations of media law, the CMS also
involves marketing and labeling requirements. In 2017,
ProSiebenSat.1 identified a total of 95 infringements due
to non-compliance with laws and requirements regard-
ing the provision and use of products and services. The
corresponding fines totaled approximately EUR 36,000.

[GRI 103-1, GRI 103-2, GRI 419-1] Sustainability, page 6,

About this Report, page 53

PRODUCT RESPONSIBILITY IN COMMERCE

We bundle ProSiebenSat.1’s commerce activities in
NuCom Group. With the portfolio of leading digital
commerce platforms such as Parship, Jochen
Schweizer, Flaconi and Windstar, we have created
strong synergies for the Group: Through advertis-
ing on our own stations, we enhance the growth
of the commerce brands and their products, while
the latter generate valuable data for new, innova-
tive advertising products. In the manufacture and
distribution of products and services, compliance
with legal requirements and top quality standards is
a matter of course for ProSiebenSat.1 Media SE and
its subsidiaries.

At Windstar, for example, which provides health
products, the quality and safety of the products is
assured by the highest standards, certified qual-
ity management and scientifically tested concepts.
This provides the foundation for meeting regulatory
requirements. The company has the necessary
approvals, licenses, and certifications.

Voluntary self-regulatory association for televi-
sion (Freiwillige Selbstkontrolle Fernsehen – FSF)
Voluntary selfregulatory association for multi-
media (Freiwillige Selbstkontrolle Multime-
dia-Diensteanbieter – FSM)
Association for the promotion of child and youth
protection (Verein zur Förderung des Kinder-
und Jugendschutzes – JusProg)

PRODUCT RESPONSIBILITY
MARKETING AND PRODUCT LABELING
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COMPLIANCE

ANTI-CORRUPTION AND
ANTITRUST LAW

ProSiebenSat.1 believes that sustained economic
success in a competitive environment can only be
achieved by ensuring that all action taken is in compli-
ance with the applicable laws. Therefore, preventing
corruption and violations of antitrust law is highly rele-
vant to our business and represents an important
success factor for strengthening our market position
and achieving our corporate goals. ProSiebenSat.1
Group has implemented a compliance management
system (CMS) for this reason. Performing a systematic
and standardized risk analysis for compliance risks repre-

sents an important foundation for the CMS. Based on
the relevance analysis, a compliance risk assessment is
then performed as a second step. The Executive Board
supports this process by providing a suitable compliance
organization as well as adequate and efficient compli-
ance programs. Moreover, the Executive Board provides
the Supervisory Board with prompt and complete infor-
mation on compliance issues, both in writing and at
the Supervisory Board’s quarterly meetings. The Chief
Compliance Officer is responsible for the implementa-
tion of the CMS in the Group, carries out the risk analy-
ses and training, and advises the Executive Board on
the development and implementation of appropriate
measures to minimize risk. [GRI 103-2, GRI 205-1]

Sustainability, page 6

The CMS also stipulates risk-based selection of business
partners. To this end, a compliance check was integrated
in the ordering process in 2016. For certain types of
goods, the buyer must explicitly confirm in the existing
tool that the order does not display any abnormalities,
such as a cash transaction. In addition, a supplier self-
assessment has been integrated in ProSiebenSat.1’s e-
sourcing portal, in which new suppliers must confirm
when they register that there is no legal reason not to
commission them. The wording of the self-declaration
was adjusted again in the reporting period and is now
based on section 123 of the German Act against
Restraints of Competition (GWB), which defines the
mandatory criteria for exclusion for public contracting
entities. [GRI 205-2]

ProSiebenSat.1 Group has laid down fundamental guide-
lines and procedures in its Code of Conduct. The stipula-

tions therein define the general standards for conduct
in business, legal and ethical matters. They serve as

a binding reference and regulatory framework for all
members of the Executive Board, the management, and
the employees of the Group for dealing with each other
and with external stakeholders. We are convinced that
our business success also depends on the trust of our
customers, business partners, and shareholders in our
independence and integrity. Adherence to high ethical
standards and our overall social commitment are there-
fore just as crucial as compliance with all relevant laws.

[GRI 102-16, GRI 103-2]

CODE OF CONDUCT AND COMPLIANCE [GRI

102-16, GRI 205-2]

To mark the 100th day since the new Code of
Conduct was adopted in December 2016, an inter-
nally produced video on the topic of compliance
was released on the ProSiebenSat.1 intranet in
March 2017. In this video, the Chief Compliance Offi-
cer and various other managers of the Group made
a clear commitment to issues such as anti-corrup-
tion and compliance with antitrust law, specified
what they expected from employees, and offered
assistance and advice. The chairman of the Execu-
tive Board also reminded the employees of the rele-
vance of these issues in his regular CEO message
and encouraged them to take advantage of the
training offered and contact the Chief Compliance
Officer or the Legal department if they had any
questions.

The Code of Conduct also explicitly calls on employees
to go to their supervisors, the Unit Compliance Officers
or the Chief Compliance Officer with questions,
concerns, or tip-offs about rule-breaking. The contact
partners’ details are available in the Code itself and
on the intranet. The Code explicitly assures potential
whistleblowers that tip-offs given in good faith will not
be sanctioned even if the suspicion of a compliance
violation later proves to be unfounded. Whistleblowers
are additionally protected because the Code was not
just imposed unilaterally by the employer, but was
enacted as a works agreement with the works council.
The Executive Board has also resolved to give employ-
ees the opportunity to report legal violations anony-
mously via an ombudsperson in the future. [GRI

103-2] Interview “Anti-Discrimination”, page 46
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TRAININGS ON COMPLIANCE ISSUES
2017 2016

Classroom
E-learning

Classroom
E-learning

Topic Events Participants Events Participants

General Act on Equal Treatment
(AGG) and labor law

0 0 5,765 3 40 0

Information security 3 11 4,346 16 314 0

Data protection 3 38 2,446 2 27 1,914

Media, copyright, advertising law
and law against unfair
competition

10 129 2,444 9 165 1,936

Compliance 3 40 8 90

Antitrust law 2,331 1,638

Youth protection 4 47 1,550 12 167 0

Seminars for managing directors 3 38 0 4 46 0

18,882 5,488

At ProSiebenSat.1 Group, comprehensive training is
offered on compliance issues, which includes both an
e-learning program and classroom training. The online
training, which is offered in English and German and is
mandatory for all employees, is intended to provide a
basic understanding of the main compliance risks. Youth
protection and the General Act on Equal Treatment
(AGG) are new online training topics in 2017. The class-
room training is targeted at “risk groups” and is carried
out by Legal Affairs, Group Compliance, HR Law, Corpo-
rate Information Security, the Data Protection Officer
and the Youth Protection Officer for their individual
areas. In addition, ProSiebenSat.1 and the P7S1 Academy
offer all-day seminars for the managers of affiliated
companies in order to give them a comprehensive
overview of their rights and obligations. [GRI 103-2,

GRI 205-2]

ProSiebenSat.1 aims to create transparency in its dealings
with customers, suppliers, and public authorities in order
to comply with international anti-corruption standards as
well as national and local regulations on combating corrup-
tion and bribery. The CMS therefore extends to the preven-
tion of acts of corruption, particularly in relation to the
criminal offenses of offering or accepting bribes in busi-
ness dealings (section 299 et seq. of the German Criminal
Code (StGB)), granting benefits to public officials (section
333 StGB) and bribing public officials (section 334 StGB).
With regard to antitrust law, the CMS at ProSiebenSat.1
covers the prevention of agreements and concerted prac-

tices liable to impede competition (section 1 of the German
Act against Restraints of Competition (GWB), Art. 101 of the
Treaty on the Functioning of the European Union (TFEU))
and the prevention of abuse of a dominant market position
(section 19 GWB, Art. 102 TFEU). In the reporting period,
no investigations against ProSiebenSat.1, investments or
employees of ProSiebenSat.1 due to violations of antitrust
law or corruption offenses came to light. No fines or penal-
ties were imposed. Since 2008, a civil lawsuit has been

pending with RTL 2 Fernsehen GmbH & Co. KG and El
Cartel Media GmbH & Co. KG. [GRI 103-1, GRI 103-2, GRI

205-3, GRI 206-1]

GENERAL DATA PROTECTION REGULATION
(GDPR)

The General Data Protection Regulation (GDPR)
took effect throughout Europe in May 2018. In the
reporting period, Group Compliance helped Group
companies that process personal data and are
therefore subject to the GDPR to implement the
necessary measures, including publishing several
Group guidelines, and advised local Data Protection
Officers on an ongoing basis in order to prepare
for the changed legal situation. The implementation
progress was constantly monitored and reported to
the Compliance Board and the Audit and Finance
Committee. Social Responsibility (Public Value), page 19

COMPLIANCE
ANTI-CORRUPTION AND ANTITRUST LAW

45

http://sustainability-report2016.prosiebensat1.com/governance-and-compliance/compliance.html


» PROSIEBENSAT.1

DOES NOT
TOLERATE

DISCRIMINATION «

In this interview, Moritz Graf von Merveldt, Chief Compliance Officer of
ProSiebenSat.1 Group, describes the importance of compliance and anti-discrim-
ination at ProSiebenSat.1 and how the Company is responding to the current
challenges presented by the #metoo debate. [GRI 102-16, GRI 406-1]

Moritz Graf von Merveldt, Chief Compliance Officer of ProSiebenSat.1
Group

What does ProSiebenSat.1 mean by
compliance and where are the relevant
guidelines stipulated?

In essence, it means defining clear rules, responsibilities
and processes in the Group in order to avoid violations
of the law. The central compliance guidelines are stated
in our Code of Conduct, which we last significantly
revised in 2016. All new employees receive this Code as
an appendix to their employment contracts. It can also
be viewed on the intranet and is publicly available on
ProSiebenSat.1 Media SE’s website.

How does ProSiebenSat.1 ensure that all
employees are familiar with the issue?

We introduce the topic of compliance to new employees
as soon as they start work at our “Onboarding Day.”
In addition, new employees complete mandatory online
training that explains the key rules – from the preven-
tion of corruption to anti-discrimination. We also
provide classroom training, for example for our
managers, who attend an all-day compliance seminar.
Moreover, we regularly communicate on various compli-
ance issues.

COMPLIANCE
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What measures has ProSiebenSat.1
introduced with regard to anti-
discrimination?

ProSiebenSat.1 does not tolerate discrimination on the
basis of gender, race or ethnic background, age, religion
or ideology, sexual orientation, or disability. We live out
a corporate culture that particularly prohibits any kind
of sexual violence or abuse of power, and took up a clear
position against such behavior in our compliance guide-
lines even before #metoo. We are not aware of any inci-
dents in 2017. Nonetheless, we have taken the current
debate as an occasion to scrutinize our structures and
processes again.

Who can employees turn to if they
discover or are directly affected by
compliance violations?

In the event of concrete or suspected violations,
employees can initially turn to their direct manager. If
this is not possible, the Unit Compliance Officer respon-
sible for their unit or the Group Compliance team are
the right contact partners. It is important that nobody

should have to justify themselves for a tip-off given in
good faith. Even if the suspicion later turns out to be
unfounded.

What is the compliance strategy for the
future?

Compliance is a living system that has to be constantly
reviewed and adjusted. The Executive Board has
resolved to give employees the opportunity to report
legal violations anonymously via an ombudsperson in
future. Coordination with the responsible works council
committees regarding the organization of this reporting
system is still ongoing, but is expected to be completed
by the end of 2018. Moreover, we will modify the
contracts with our production partners in order to give
the topics of compliance and anti-discrimination an even
stronger formal basis. Together with the Association of
Private Media (VAUNET), we are also involved in the
establishment of a cross-sector body for complaints
about sexual violence. And in general we will of course
be keeping awareness of both issues high both inside
and outside the Company.

COMPLIANCE
» PROSIEBENSAT.1 DOES NOT TOLERATE DISCRIMINATION «
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OUR FIVE
SUSTAINABILITY PILLARS



ENVIRONMENT AND CLIMATE
PROTECTION

As a media company, ProSiebenSat.1 does not count
among the energy-intensive manufacturing industries
that use a lot of resources. Nonetheless, we are aware of
our ecological responsibility that we face as a business
corporation. Together with our employees and in dialog
with our stakeholders, 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 to
green electricity. Since 2017, our computer centers in
Unterföhring have been used to heat the office build-
ings. In addition, ProSiebenSat.1 Group’s travel policy
was amended in February 2017. Domestic German flights
on routes like Munich-Frankfurt or Hamburg-Berlin and
back are no longer permitted in favor of alternative
means of transport such as rail. In the future, we will
focus even more sharply on the preferred selection of
electricity providers, waste disposal companies and
other partners for whom environmental aspects play a
significant role. In the planned renovation of the campus
in Unterföhring, the Group is also aiming for sustain-
ability certification according to the LEED model. The
operational responsibility for environment and climate
protection at our corporate headquarter in Unterföhring
is delegated to the department of Corporate Procure-
ment & Real Estate as well as to the decentralized
management boards of the respective ProSiebenSat.1
Group’s assets. The responsibility for the carbon foot-
print assessment and the sustainability reporting rests
with the department of Corporate Communication.

[GRI 102-11, GRI 103-1, GRI 103-2]

For the third time, ProSiebenSat.1 has calculated the
Group’s carbon footprint. For 2017, we have achieved
higher data coverage and a higher quality carbon foot-
print than in the previous year. Internally, these opti-
mizations offer the opportunity to work on the formu-
lation and development of qualitative and quantitative
targets for environmental performance. The environ-
ment and climate protection measures are comple-
mented by our public value activities in the field of ecol-
ogy. 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 audi-

ences excited for a sustainable and environmentally
friendly lifestyle and ecological awareness with special
program highlights. From July 3 to July 9, 2017, the
station urged viewers to handle ice responsibly as the
basis of all life under the slogan “Save the Ice”. In 2018,
the theme of “Green Seven” week is “How the World
Moves.” In addition, ProSieben has presented the
“Galileo Wissenspreis” at the “GreenTec Awards” every

year since 2013. This primarily honors projects that are
dedicated to environmental and resource protection and
make a green lifestyle an everyday reality. [GRI 103-2]

ENERGY CONSUMPTION

The efficient consumption of energy saves costs for the
Company and reduces greenhouse gas emissions. At the
same time, we opt for an environmental friendly energy
supply with a favorable ecobalance. In 2017, ProSiebenSat.1’s
energy consumption amounted to around 50 GWh (previous
year: around 44 GWh) and primarily comprised the
purchase of electricity and heat. Energy consumption
outside the Company is represented in the carbon footprint
indirectly via the Scope 3 emissions. [GRI 103-1,

GRI 103-3, GRI 302-1, GRI 302-2]

TOTAL ENERGY CONSUMPTION
Resource GWh

Scope 1

Fuel oil 0.33

Diesel 0.02

Natural gas 1.01

Vehicle fleet 10.05

Scope 2

Electricity 19.20

Heat 19.30

Total 49.91

The Company switched its electricity supply in Unter-
föhring completely to renewable energy in 2012 and
meets 100% of its electricity requirement with certi-
fied hydropower. Among other things, we changed
all the lighting in the underground garages to LED
in 2016. In 2017, the total consumption of electricity
at the Company’s headquarters in Unterföhring was
on a par with the previous year at around 16 GWh.

[GRI 103-2, GRI 103-3]

ENVIRONMENT AND CLIMATE PROTECTION
ENERGY CONSUMPTION
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GREENHOUSE GAS EMISSIONS

Our climate assessment includes direct greenhouse gas
emissions (Scope 1), indirect greenhouse gas emissions
(Scope 2) and greenhouse gas emissions from upstream
and downstream stages of the value chain (Scope 3).
ProSiebenSat.1 is continuously working on integrating
all sources of CO2 emissions into the data collection.
Compared to previous years, we have successively
increased the coverage of measured activity data in
order to improve the accuracy of the reported carbon
footprint and create even more transparency. For the
future, we are planning to further expand the coverage
of Scope 3 emissions, especially with regard to the busi-
ness models and investments in ProSiebenSat.1’s digital
business. [GRI 103-2]

Detailed information on the assessment of greenhouse

gas emissions can be found in the “Explanatory Notes on

ProSiebenSat.1 Group’s Carbon Footprint for the Financial Year

2017.” [GRI 103-2]

CARBON FOOTPRINT OF PROSIEBENSAT.1 GROUP1 [GRI 305-1, GRI 305-2, GRI 305-3]

Greenhouse gas emissions (CO2 equivalents) in
tons 2017 2016 2015

Scope 1 – Direct greenhouse gas emissions 2,456 2,371 2,933

Scope 2 – Indirect greenhouse gas emissions2 12,478
(location-

based)

4,035
(market-

based)

12,058
(location-

based)

3,471
(market-

based)

11,384
(location-

based)

2,800
(market-

based)

Scope 3 – Greenhouse gas emissions from
upstream and downstream stages of the value
chain 17,356 15,130 9,787

Total emissions from Scope 1, 2 and 3 (without
use of sold products)

32,289
(location-

based)

23,847
(market-

based)

29,559
(location-

based)

20,973
(market-

based)

24,104
(location-

based)

15,520
(market-

based)

Use of sold products 307,916 367,268 N/A

Total emissions from Scope 1, 2 and 3 331,762 388,241 N/A

1 When calculating the carbon footprint, we followed the criteria and definitions of the Sustainability Reporting Guidelines (Standards) of the Global
Reporting Initiative (GRI). The data were gathered on the basis of internal guidelines. In addition, we calculated our carbon footprint and selected data
on indirect CO2 emissions (Scope 3) according to the following standards: Greenhouse Gas (GHG) Protocol – Corporate Accounting and Reporting
Standard, Corporate Value Chain Accounting and Reporting Protocol of the World Resources Institute (WRI) and the World Business Council for
Sustainable Development (WBCSD). The carbon footprint includes all of ProSiebenSat.1 Group’s own locations and employees.

2 Not including energy consumption of production studios and computer centers outside of Unterföhring and Berlin.

When it comes to heat generation, ProSiebenSat.1
largely uses environmentally friendly district heating
instead of fuel oil or natural gas. Geothermal heat
supply is also part of ProSiebenSat.1’s supply
concept, which is designed for safety, efficiency and
environmentally friendliness. Since 2012, the Group
has used geothermal heat for several properties in
Unterföhring, equating to 48% of the heat used.
Since 2017, we are also using the waste heat from
our computer centers to heat the office buildings. In
total, ProSiebenSat.1’s energy consumption for heat-
ing and cooling in Unterföhring amounted to around
14 GWh (previous year: around 13 GWh) in 2017, as in
the previous year. This primarily includes the energy
sources district heating and cooling, geothermal
energy and natural gas. [GRI 103-2, GRI 103-3]

In 2017, company cars in Germany consumed 277,747
liters of gasoline (previous year: 211,550 liters) and
400,387 liters of diesel (previous year: 453,158
liters). This resulted in total fuel consumption of 7.92
GWh (previous year: 7.80 GWh). [GRI 103-3]

Vehicle fleet
Fuel oil
Diesel
Natural gas

Electricity
District heating & geothermal energy

Fuels and energy-related activities not
included in Scope 1 or 2
Waste from operating processes
Employee commuting
Business travel (plane, train, rental car, taxi)

Scope 1: The emissions are largely attributable to the
vehicle fleet of ProSiebenSat.1's company cars.
Scope 2: The proportion of electricity (61%) as well
as district heating and geothermal energy (39%)

remained virtually unchanged year on year (market-
based). Emissions increased primarily as a result of
additional electricity for renovations and the lease of
additional buildings.

ENVIRONMENT AND CLIMATE PROTECTION
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GREENHOUSE GAS EMISSIONS from upstream and

downstream stages of the value chain [GRI 305-3]

c

d
a

b

 

a

14.2

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

b

0.1

 Waste from 
operating 
processes

40.9 

c  Employee
commuting

44.8

d  Business travel
(plane, train,

rental car, taxi)

DISPOSAL

ProSiebenSat.1 is not an industrial enterprise with a
large number of production sites; most of the Group’s
waste therefore comprises mixed municipal waste,
organic excavated soil and construction waste. We aim
to contribute as many waste products as possible to the
recycling loop and select our disposal partners on this
basis. This approach is reflected above all in the ratio
of non-hazardous materials recycled, which in Unter-
föhring was 88% in 2017 (previous year: 86%). The
volume of construction waste increased (2017: 211 t,
2016: 3 t) due to the restructuring of the campus in
Unterföhring. With regard to normal waste, however,
there were reductions in municipal waste (2017: 228 t,
2016: 248 t), packaging waste (2017: 6 t, 2016: 32 t) and
electrical appliances (2017: 3 t, 2016: 9 t). We dispose
of waste that cannot be recycled in an environmentally
friendly manner. We follow local requirements and clas-
sify waste as hazardous or non-hazardous according to
the relevant national laws. As in the previous year,
hazardous waste – e.g. certain old electrical appliances
and insulating materials – comprised only a small
proportion of total waste at around six tons in the period
under review. [GRI 103-2, GRI 103-3, GRI 306-2]

MOBILITY

In 2016, we incorporated the first electric vehicles into
our fleet and set up e-charging stations on the
ProSiebenSat.1 Campus in Unterföhring. The cars are
charged with certified hydroelectricity and can be used
by our employees. In addition, the Group negotiated
master agreements with car-sharing providers. This
gives our employees the opportunity to register, for free,
for the more environmentally friendly alternative to
their own cars and to use this service both for business
travel and private trips. Our Group business travel policy
requires ProSiebenSat.1 employees to eschew flights for
shorter distances and to use more environmentally
friendly alternatives like trains. As of 2017, for example,
no flights are generally allowed to be taken from Munich
to Frankfurt and back. In addition, when traveling long
distances with Deutsche Bahn, our employees use elec-
tricity from renewable energy sources and are thus
100% carbon neutral on the way. [GRI 103-2]

MOBILITY OFFERS

COMMUTING [GRI 103-3]

The commuting habits of ProSiebenSat.1 employees
have a significant influence on our carbon footprint.
An “Employee Commuting” survey is carried out in
Germany, Austria and Switzerland every year; around
1,000 employees (previous year: around 1,300) took
part in the survey in 2017. The analysis of the results
showed that an average ProSiebenSat.1 Group
employee travels around 10,200 km per year (previ-
ous year: 9,500 km) on the way to and from work.
More than half of the workforce (2017: 65%; 2016:
61%) makes use of public transport as an environmen-
tally friendly alternative to the car.

Scope 3: The majority of greenhouse gas emissions
from upstream and downstream stages of the value
chain come from employee commuting and business
travel. The rise in emissions within the reporting
period is mainly attributable to the increase of busi-
ness trips.

Job ticket in MVV public transport network
Car-sharing agreements with Car2Go and
DriveNow
Bicycle leasing from JobRad

ENVIRONMENT AND CLIMATE PROTECTION
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FURTHER INFORMATION

ABOUT THIS REPORT

Together with the Annual Report 2017, this Sustainabil-
ity Report 2017 provides a comprehensive description of
the performance of ProSiebenSat.1 Group on the basis of
financial and non-financial information. This report has
been prepared in accordance with the GRI Standards:
Core option. [GRI 102-54]

When defining the report content, we observed the prin-
ciples of “stakeholder inclusiveness,” “sustainability
context,” “materiality” and “completeness.” To this end,
we took general sustainability information and sector-
specific disclosures according to the Sector Supplement
for the media sector as a basis and prioritized them
as part of a materiality analysis for ProSiebenSat.1’s
business activities. The derived aspects and issues are
divided into five pillars: Employees and Diversity, Social
Responsibility (Public Value), Product Responsibility,
Compliance, and Environment and Climate protection.
The report was subjected to an independent audit with
limited assurance by KPMG AG Wirtschaftsprüfungsge-
sellschaft. Such audits are based on the relevant ISAE
3000 standard. [GRI 102-46, GRI 102-56] Sustainabil-

ity, page 6

This Sustainability Report covers ProSiebenSat.1 Group’s
scope of consolidation as of the end of financial year
2017 and was published on June 19, 2018. The reporting
period covers financial year 2017 and, to remain up-to-
date, some events from the first half of 2018: In most
cases, the reference date for the key figures is Decem-
ber 31, 2017. The financial data were taken unchanged
from the Annual Report 2017 published on March 15, 2018.

The Sustainability Report also refers in particular to
non-financial information already disclosed in the Non-

Financial Group Statement according to section 289c and section 315c

(1) of the German Commercial Code (HGB). The editorial deadline

for the activities described in the report was June 1,
2018. The report is prepared annually. The previous

ProSiebenSat.1 Sustainability Report was published on June

14, 2017; the report for 2018 is expected to appear in the
first half of 2019. [GRI 102-50, GRI 102-51, GRI 102-52]

The report is available in German and English as a print
and online version. In the interests of readability, the

report uses the generic masculine form, but this should
always be taken to refer to persons of both genders.

SCOPE OF REPORTING AND DATA
COLLECTION

The organizational reporting framework for the
information on concepts and key figures for our
sustainability performance as contained in the
Sustainability Report essentially comprises all
Group companies and corresponds to the financial
scope of consolidation of ProSiebenSat.1 Group,
which is managed centrally by ProSiebenSat.1 Media
SE. Here, ProSiebenSat.1 follows the principle of
operational control, which exists either if there is
a majority interest of more than 50% or if
ProSiebenSat.1 has full decision-making power over
operating business by means of other contractual
regulations.

Exceptions and restrictions with regard to the
scope of reporting for the individual defined
aspects and data collection for performance indi-
cators are described below. Further specifications
– particularly for key HR figures – are indicated
accordingly in the information on the aspects.

Employees and Diversity
In particular, the companies in the Digital
Ventures & Commerce segment and interna-
tional business in the Content Production &
Global Sales segment are not included in the
examination of the concepts for the “employees
and diversity” aspect or in data collection for
the key non-financial figures in some cases. Indi-
vidual corporate functions or programs such as
recruitment and employer branding are
managed centrally or are not implemented in
this form at some individual investments due
to the relatively small number of employees.
ProSiebenSat.1 also performs a dynamic portfo-
lio management, meaning that changes in the
scope of consolidation are continuously occur-
ring. Due to contract manufacturing, the number
of employees in the production sector is charac-
terized by high volatility.
Social Responsibility (Public Value)
The information on public value particularly relates
to ProSiebenSat.1’s sustainability-related business
activities in the TV program (Broadcasting German-
speaking segment). The concepts described also
include public value measures that are supported by
the Advisory Board of ProSiebenSat.1 Media SE as

FURTHER INFORMATION
ABOUT THIS REPORT

53

http://annual-report2017.prosiebensat1.com/index.html
http://annual-report2017.prosiebensat1.com/combined-management-report/sustainability.html
http://annual-report2017.prosiebensat1.com/combined-management-report/sustainability.html
http://annual-report2017.prosiebensat1.com/combined-management-report/sustainability.html
http://sustainability-report2016.prosiebensat1.com/
http://sustainability-report2017.prosiebensat1.com/


the governance body and implemented by employ-
ees at the Unterföhring site.
Product Responsibility / Compliance
With the compliance management system (CMS),
ProSiebenSat.1 largely covers the relevant legal
areas throughout the Group and records the
performance indicators across all companies.
Some individual concepts, such as complying with
advertising laws and ensuring journalistic indepen-
dence, relate only to selected Group companies
due to different legal regulations in foreign coun-
tries and a lack of relevance to many companies,
for example in the production sector. These
selected companies primarily include the holding
company ProSiebenSat.1 Media SE, ProSiebenSat.1
TV Deutschland GmbH, and the marketing compa-
nies SevenOne Media and SevenOne AdFactory.
For key figures relating to aspects of product
responsibility and compliance, companies acquired
by ProSiebenSat.1 are included in data collection
no later than in the reporting period in which they
have been consolidated in financial reporting for a
whole financial year.

Environment and Climate Protection
The carbon footprint includes all of ProSiebenSat.1
Group’s own locations and employees. In determin-
ing the scope of reporting, ProSiebenSat.1 gener-
ally follows the principle of operational control.
Operational control exists either if there is a major-
ity interest of more than 50% or if ProSiebenSat.1
has full decision-making power with regard to
operating business by means of other contractual
regulations. Acquired or self-constructed locations
are included in data collection no later than in the
reporting period in which they have been consol-
idated in financial reporting for a whole financial
year. This carbon footprint does not include the
energy consumption and resulting CO2 emissions
of our production studios and data centers outside
the locations in Unterföhring and Berlin due to a
lack of availability of data. Detailed information on
the assessment of greenhouse gas emissions can
be found in the "Explanatory Notes on ProSiebenSat.1

Group’s Carbon Footprint for the Financial Year 2017."
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GRI CONTENT INDEX

This report has been prepared in accordance with the
GRI Standards: Core option. The general standards
provide a general, strategic overview of the organiza-
tion’s sustainability performance. Within the topic-
related standard disclosures, the indicators are allo-

cated to ProSiebenSat.1’s sustainability pillars. All of the
standards applied refer to the version published by the
GRI in 2016. The links to the Annual Report 2017 always
relate to the start of the section that includes informa-
tion on the relevant standard disclosures. Indicators that
apply to the media section in accordance with the GRI
are abbreviated as M.

Universal Standards

ORGANIZATIONAL PROFILE
Universal Standards Link Comment

GRI 102-1 Company name ProSiebenSat.1 Group,
page 4

GRI 102-2 Key brands, products and
services

ProSiebenSat.1 Group,
page 4

Annual Report 2017,
page 102

GRI 102-3 Company headquarters ProSiebenSat.1 Group,
page 4

GRI 102-4 Location of operations ProSiebenSat.1 Group,
page 4

Annual Report 2017,
page 102

GRI 102-5 Ownership and legal form ProSiebenSat.1 Group,
page 4

Annual Report 2017,
page 102

Annual Report 2017,
page 95

GRI 102-6 Relevant markets ProSiebenSat.1 Group,
page 4

Annual Report 2017,
page 102

Besides the distribution by segment and
region, ProSiebenSat.1 does not publish any
further information at Group level on the
distribution of revenues by market.

GRI 102-7 Scale of company ProSiebenSat.1 Group,
page 4

Annual Report 2017,
page 102

Annual Report 2017,
page 137

Annual Report 2017,
page 140

Annual Report 2017,
page 142

GRI 102-8 Employee key figures Development of Employee
Numbers, page 12

Work-Life Package, page
16

ProSiebenSat.1 uses its contractual
partners’ employees or staff bound by
instructions only to a very minor extent in
comparison to its overall workforce.

GRI 102-9 Supply chain Annual Report 2017,
page 14

Annual Report 2017,
page 102

Annual Report 2017,
page 152

GRI 102-10 Significant changes Annual Report 2017,
page 134
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Universal Standards Link Comment

GRI 102-11 Precautionary principle or
approach

Environment and Climate
Protection, page 49

Although as a media group ProSiebenSat.1
does not work in a manufacturing industry
that uses large quantities of resources and
energy, we are nonetheless aware of our
environmental responsibility as a
commercial enterprise. Together with our
employees and in dialog with our
stakeholders, we can contribute to slowing
down climate change and protecting the
environment, for example by using natural
resources sparingly and efficiently and by
reducing our energy consumption and CO2

emissions.

GRI 102-12 External initiatives Stakeholder Engagement,
page 8

Organization, page 6
Diversity Management,

page 16
Our Projects, page 32
Annual Report 2017,

page 72

GRI 102-13 Memberships Stakeholder Engagement,
page 8

STRATEGY
Universal Standards Link Comment

GRI 102-14 Statement of Executive
Board

Our Projects, page 32

ETHICS AND INTEGRITY
Universal Standards Link Comment

GRI 102-16 Values, principles,
standards, and codes of
conduct

Organization, page 6
Talent Management, page

14
Product responsibility,

page 38
Data Protection, page 38
Media Law, page 40
Marketing and Product

Labeling, page 42
Anti-Corruption and

Antitrust Law, page 44
Anti-Discrimination, page

46

GOVERNANCE
Universal Standards Link Comment

GRI 102-18 Governance structure Organization, page 6
Annual Report 2017, page

64
Annual Report 2017, page

72

STAKEHOLDER ENGAGEMENT
Universal Standards Link Comment

GRI 102-40 Stakeholder groups Stakeholder Engagement,
page 8
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Universal Standards Link Comment

GRI 102-41 Collective bargaining
agreements

For all decisions that affect our employees,
we work closely with the legal
representation of the employees, which
chiefly consists of the works council of
ProSiebenSat.1 Media SE and ProSiebenSat.1
Produktion GmbH. Since 2015, there has
also been a European Employee Board (EEB)
at ProSiebenSat.1. The corresponding
indicator is not yet reported at present, but
will be included in data collection in the
future.

GRI 102-42 Identifying and selecting of
stakeholders

Stakeholder Engagement,
page 8

GRI 102-43 Stakeholder engagement Stakeholder Engagement,
page 8

GRI 102-44 Key topics and concerns Stakeholder Engagement,
page 8

Materiality Assessment,
page 9

Our Approach, page 19

REPORTING PRACTICE
Universal Standards Link Comment

GRI 102-45 Entities included in the
consolidated financial
statements

Annual Report 2017, page
262

GRI 102-46 Report content and
boundaries

Materiality Assessment,
page 9

About this Report, page
53

GRI 102-47 Material topics Materiality Assessment,
page 9

GRI 102-48 Restatements of
information

The report does not include any material
restatements in comparison to the previous
year.

GRI 102-49 Changes in reporting Materiality Assessment,
page 9

About this Report, page
53

GRI 102-50 Reporting period About this Report, page
53

GRI 102-51 Publishing date of most
recent report

About this Report, page
53

GRI 102-52 Reporting cycle About this Report, page
53

GRI 102-53 Contacts Editoral Information and
Contact, page 64

GRI 102-54 Claims of reporting in
accordance with GRI
Standards

About this Report, page
53
GRI Content Index

GRI 102-55 GRI content index GRI Content Index

GRI 102-56 External assurance About this Report, page
53

Independent Assurance
Report, page 55
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Topic-specific Standards

EMPLOYEES AND DIVERSITY
Topic-specific Standards Link Comment

GRI 103-1 Management approach:
Explanation of the material
topic and its boundary

Employees and Diversity,
page 12

Recruiting and Employer
Branding, page 14

Talent Management, page
14

Work-Life Package, page
16

Diversity Management,
page 16

GRI 103-2 Management approach: The
management approach and
its components

Employees and Diversity,
page 12

Recruiting and Employer
Branding, page 14

Talent Management, page
14

Work-Life Package, page
16

Diversity Management,
page 16

GRI 103-3 Management approach:
Evaluation of the
management approach

Recruiting and Employer
Branding, page 14

Talent Management, page
14

Work-Life Package, page
16

Diversity Management,
page 16

GRI 401-1 New employee hires and
employee turnover

Development of Employee
Numbers, page 12

GRI 402-1 Minimum notice periods
regarding operational
changes

The deadline for communicating operational
changes is usually four weeks, but may be
longer or shorter depending on the matter
in question.

GRI 403-3 Diseases related to
occupation

The majority of employees at
ProSiebenSat.1 do not work in a
manufacturing environment. As a result,
they are exposed to hazards in connection
with their employment only to a limited
extent. However, we are aware of other
potential health risks that can be caused by
work-related stress or by a lack of exercise
or bad posture, for example. We therefore
offer several training courses on personal
management and time management to help
our employees better organize their day-to-
day work and their work environment. In
addition, the Group provides tips on the
right way to sit and offers sports activities
to get its employees moving.

GRI 404-1 Training and education Talent Management, page
14

SOCIAL RESPONSIBILITY (PUBLIC VALUE)
Topic-specific Standards Link Comment

GRI 103-1 Management approach:
Explanation of the material
topic and its boundary

Our Approach, page 19

FURTHER INFORMATION
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Topic-specific Standards Link Comment

GRI 103-2 Management approach: The
management approach and
its components

Our Approach, page 19

GRI 103-3 Management approach:
Evaluation of the
management approach

Our Approach, page 19
Parlamentary Elections,

page 21
Accessibility, page 27
Our Projects, page 32

GRI M4 Dissemination of
information

Our Approach, page 19
Parlamentary Elections,

page 21
Accessibility, page 27
Our Projects, page 32
Media Law, page 40

GRI M7 Media literacy Our Approach, page 19
Our Projects, page 32

PRODUCT RESPONSIBILITY
Topic-specific Standards Link Comment

GRI 103-1 Management approach:
Explanation of the material
topic and its boundary

Product responsibility,
page 38

Data Protection, page 38
Information Security,

page 39
Media Law, page 40
Marketing and Product

Labeling, page 42

GRI 103-2 Management approach: The
management approach and
its components

Organization, page 6
Product responsibility,

page 38
Data Protection, page 38
Information Security,

page 39
Media Law, page 40
Marketing and Product

Labeling, page 42

GRI 103-3 Management approach:
Evaluation of the
management approach

Data Protection, page 38
Information Security,

page 39

GRI 415-1 Political contributions Media Law, page 40

GRI 416-2 Health and safety impacts
of products and services

Media Law, page 40 ProSiebenSat.1 reports on publicly
confirmed violations in connection with
media law provisions. Further disclosures
(e.g. on fines or warnings) are not made.

GRI 417-2 Incidents of non-compliance
concerning product
information and labeling

Marketing and Product
Labeling, page 42

ProSiebenSat.1 reports on publicly
confirmed violations of regulations and
voluntary rules of conduct with regard to
information about the labeling of products
and services. Further disclosures (e.g. on
fines or warnings) are not made.

GRI 417-3 Incidents of non-compliance
concerning marketing and
ommunications

Marketing and Product
Labeling, page 42

We report on publicly confirmed violations
of legal provisions here, but do not make
any disclosures regarding violations of
voluntary regulations.

GRI 418-1 Breaches of customer
privacy and losses of
customer data

Data Protection, page 38 Due to the small number of cases, we do not
report them by complainant.

GRI 419-1 Non-compliance with laws
and regulations

Marketing and Product
Labeling, page 42

We report on financial penalties here, but do
not make any disclosures regarding non-
financial penalties.
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COMPLIANCE
Topic-specific Standards Link Comment

GRI 103-1 Management approach:
Explanation of the material
topic and its boundary

Anti-Corruption and
Antitrust Law, page 44

GRI 103-2 Management approach: The
management approach and
its components

Organization, page 6
Anti-Corruption and

Antitrust Law, page 44

GRI 103-3 Management approach:
Evaluation of the
management approach

Anti-Corruption and
Antitrust Law, page 44

GRI 205-1 Risks related to corruption Anti-Corruption and
Antitrust Law, page 44

In 2016, a total of 14 companies were
subjected to a compliance review, which
covered the areas of antitrust law, media
law and data protection, as well as
corruption risks. These companies included
central units such as ProSiebenSat.1 TV
Deutschland and SevenOne Media, which
generate a large share of consolidated
revenues, as well as maxdome and
SevenVentures from the field of digital
business. With regard to significant
competition and corruption issues, our
advertising-driven sales model is one key
focus of our considerations due to its major
economic importance for the ProSiebenSat.1
business model. This risk assessment still
applies.

GRI 205-2 Anti-corruption Anti-Corruption and
Antitrust Law, page 44

We do not make additional disclosures on
this indicator (e.g. breakdown by region), as
these do not represent relevant
performance indicators for management
purposes for ProSiebenSat.1.

GRI 205-3 Incidents of corruption Anti-Corruption and
Antitrust Law, page 44

GRI 206-1 Anti-competitive behavior
or antitrust

Anti-Corruption and
Antitrust Law, page 44

GRI 406-1 Anti-discrimination Anti-Discrimination, page
46

ENVIRONMENT AND CLIMATE PROTECTION
Topic-specific Standards Link Comment

GRI 103-1 Management approach:
Explanation of the material
topic and its boundary

Environment and Climate
Protection, page 49

Energy Consumption, page
49

GRI 103-2 Management approach:
The management approach
and its components

Environment and Climate
Protection, page 49

Energy Consumption, page
49

Greenhouse Gas Emissions,
page 50

Disposal, page 51
Mobility, page 51

GRI 103-3 Management approach:
Evaluation of the
management approach

Energy Consumption, page
49

Greenhouse Gas Emissions,
page 50

Disposal, page 51
Mobility, page 51

GRI 201-2 Financial implications and
other risks and
opportunities due to
climate change

GRI Content Index We have not identified any financial
consequences or other material risks or
opportunities posed by climate change for
our business activities at present.

GRI 302-1 Energy consumption within
the organization

Energy Consumption, page
49

FURTHER INFORMATION
GRI CONTENT INDEX

60



Topic-specific Standards Link Comment

GRI 302-2 Energy consumption
outside the organization

Energy Consumption, page
49

GRI 305-1 Direct (Scope 1) CO2

emissions
Greenhouse Gas Emissions,

page 50
Detailed information on the assessment of
greenhouse gas emissions can be found in
the “Explanatory Notes on ProSiebenSat.1
Group’s Carbon Footprint for the Financial
Year 2017.”

GRI 305-2 Energy indirect (Scope 2)
CO2 emissions

Greenhouse Gas Emissions,
page 50

Detailed information on the assessment of
greenhouse gas emissions can be found in
the “Explanatory Notes on ProSiebenSat.1
Group’s Carbon Footprint for the Financial
Year 2017.”

GRI 305-3 Other indirect (Scope 3)
CO2 emissions

Greenhouse Gas Emissions,
page 50

Detailed information on the assessment of
greenhouse gas emissions can be found in
the “Explanatory Notes on ProSiebenSat.1
Group’s Carbon Footprint for the Financial
Year 2017.”

GRI 306-2 Waste Disposal, page 51

GRI 307-1 Non-compliance with
environmental laws and
regulations

We are not aware of any cases in
connection with environmental protection
laws and regulations.

OTHER ASPECTS
Topic-specific Standards Link Comment

GRI 201-1 Direct economic value
generated and distributed

Corporate Strategy and
Sustainability, page 6

GRI M6 Audience interaction Stakeholder Engagement,
page 8

Our Approach, page 19
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LIMITED ASSURANCE REPORT OF
THE INDEPENDENT AUDITOR

[GRI 102-56]

Limited Assurance Report of the
Independent Auditor regarding
Sustainability Information1

To the Management Board of ProSiebenSat.1 Media SE,
Unterföhring

We have been engaged to perform an independent limited
assurance engagement on the sustainability information
in the Online-Report “Sustainability Report 2017” (further:
“Report”), published under sustainability-report2017.prosieben-

sat1.com, including the explanatory notes, for the business

year 2017, of ProSiebenSat.1 Media SE, Unterföhring
(further: “ProSiebenSat.1”).

Management’s Responsibility
The legal representatives of ProSiebenSat.1 are respon-
sible for the preparation of the Report in accordance
with the Reporting Criteria. ProSiebenSat.1 applies the
principles and standard disclosures of the Global
Reporting Initiative, the Corporate Accounting and
Reporting Standard (Scope 1 and 2) and the Corporate
Value Chain (Scope 3) Standard of the Greenhouse Gas
Protocol initiative by the World Resources Institute
(WRI) and the World Business Council for Sustainable
Development (WBCSD), supported by internal guidelines
as presented in the explanatory notes, as Reporting
Criteria (further: “Reporting Criteria).

This responsibility of the legal representatives includes
the selection and application of appropriate methods to
prepare the Report and the use of assumptions and esti-
mates for individual qualitative and quantitative sustain-
ability disclosures which are reasonable in the circum-
stances. Furthermore, this responsibility includes
designing, implementing and maintaining systems and
processes relevant for the preparation of the Report in
a way that is free of – intended or unintended – material
misstatements.

Independence and quality assurance on the part of
the auditing firm
We are independent from the Company in accordance
with the requirements of independence and quality
assurance set out in legal provisions and professional
pronouncements and have fulfilled our additional
professional obligations in accordance with these
requirements.

We are independent from the entity in accordance with
the requirements of independence and quality assur-
ance set out in legal provisions and professional
pronouncements and have fulfilled our additional
professional obligations in accordance with these
requirements. Our audit firm applies the legal provisions
and professional pronouncements for quality assurance,
in particular the professional code for German Public
Auditors and Chartered Accountants (in Germany) and
the quality assurance standard of the German Institute
of Public Auditors (Institut der Wirtschaftsprüfer, IDW)
regarding quality assurance requirements in audit prac-
tice (IDW QS 1), both in accordance with the Interna-
tional Standard on Quality Control, published by Interna-
tional Auditing and Assurance Standards Board (IAASB).

Practitioner’s Responsibility
Our responsibility is to express a conclusion based on
our work performed within a limited assurance engage-
ment on the sustainability information.

We conducted our work in accordance with the Inter-
national Standard on Assurance Engagements (ISAE)
3000 (Revised): “Assurance Engagements other than
Audits or Reviews of Historical Financial Information”
published by IAASB. This Standard requires that we plan
and perform the assurance engagement to obtain
limited assurance whether any matters have come to
our attention that cause us to believe that above
mentioned sustainability information for the period
from 1 January 2017 to 31 December 2017, has not been
prepared, in all material respects in accordance with the
aforementioned Reporting Criteria. We do not, however,
issue a separate conclusion for each sustainability
disclosure. In a limited assurance engagement the
evidence gathering procedures are more limited than in
a reasonable assurance engagement and therefore less
assurance is obtained than in a reasonable assurance
engagement. The choice of audit procedures is subject
to the auditor’s own judgement.

Within the scope of our engagement, we performed
amongst others the following procedures:

Takeover of the results of the Limited Assurance
Engagement for the non-financial statement of
ProSiebenSat.1 Media SE for the business year 2017
Inquiries of personnel on group level who are respon-
sible for the materiality analysis to get an under-
standing of the process for identifying material
topics and respective reporting boundaries for
ProSiebenSat.1 Media SE
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Conclusion
Based on the procedures performed and the evidence
received to obtain assurance, nothing has come to our
attention that causes us to believe that the disclosures
on sustainability information published in the Online-
Report “Sustainability Report 2017” of ProSiebenSat.1
for the business year 2017 are not prepared, in all mate-
rial respects, in accordance with the Reporting Criteria.

Recommendation
Without affecting the conclusion above, we recommend
to further expand the scope for determining the
CO2-Footprint to the business models and investments
within the digital segment.

Restriction of Use / Clause on General Engagement
Terms
This report is issued for the purposes of the Manage-
ment Board of ProSiebenSat.1 Media SE, Unterföhring,
only. We assume no responsibility with regard to any
third parties.

Our assignment for the Management Board of
ProSiebenSat.1 Media SE, Unterföhring, and professional
liability is governed by the General Engagement Terms
for Wirtschaftsprüfer (German Public Auditors) and
Wirtschaftsprüfungsgesellschaften (German Public Audit
Firms) (Allgemeine Auftragsbedingungen für Wirtschaft-
sprüfer und Wirtschaftsprüfungsgesellschaften) in the
version dated January 1, 2017 ( https://www.kpmg.de/bescheini-

gungen/lib/aab_english.pdf). By reading and using the informa-

tion contained in this report, each recipient confirms
having taken note of provisions of the General Engage-
ment Terms (including the limitation of our liability for
negligence to EUR 4 million as stipulated in No. 9) and
accepts the validity of the General Engagement Terms with
respect to us.

Munich, 18th June 2018

KPMG AG
Wirtschaftsprüfungsgesellschaft

Jens C. Laue
Wirtschaftsprüfer
[German Public Auditor]

ppa. Christian Hell

1 Our engagement applied to the German version of the Report
2017. This text is a translation of the Independent Assurance Report
issued in German language, whereas the German text is authorita-
tive.

A risk assessment, including a media research, of
relevant information about the sustainability perfor-
mance of ProSiebenSat.1 Media SE in the reporting
period
Evaluation of the design and implementation of
systems and processes for the collection, processing
and monitoring of sustainability information, includ-
ing data consolidation
Inquiries of personnel on the group level who are
responsible for providing the data, carrying out inter-
nal control procedures and consolidating the data.
Analytical evaluation of data and trends of quantita-
tive disclosures which are reported by all sites on the
group level
Assessment of local data collection and reporting
processes and reliability of reported data via a
sampling survey in Unterföhring
Evaluation of selected internal and external docu-
ments
Assessment of the overall presentation of the disclo-
sures
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EDITORAL INFORMATION AND CONTACT [GRI 102-53]

C O N TA C T
ProSiebenSat.1 Media SE
Corporate Communications

Medienallee 7
85774 Unterföhring, Germany

Tel. +49 [89] 95 07 — 11 45
Fax +49 [89] 95 07 — 11 59

sustainability@prosiebensat1.com

P U B L I S H E D  B Y
ProSiebenSat.1 Media SE
Medienallee 7
85774 Unterföhring, Germany

Tel. +49 [89] 95 07 — 10
Fax +49 [89] 95 07 — 11 21

www.prosiebensat1.com

HRB 219439 AG München

C O N T E N T,  D E S I G N
A N D  I M P L E M E N TAT I O N
ProSiebenSat.1 Media SE
Corporate Communications

nexxar, Vienna
www.nexxar.com

P R I N T
Gugler Print, Melk/Donau

www.gugler.at

P H O T O  C R E D I T S
Vanessa Feller-Jung, page 1 © Private // Klaas Heufer-Umlauf with Martin Schulz, page 1 © ProSieben/Claudius Pflug // Conrad Albert,
page 3 © ProSiebenSat.1/Manfred Jarisch // Klaas Heufer-Umlauf with Martin Schulz, page 21 © ProSieben/Claudius Pflug // Klaas
Heufer-Umlauf, page 22 © ProSieben/Claudius Pflug // Janin Ullmann, page 23 © ProSiebenSat.1/André Kowalski // Das TV-Duell, page
24 © SAT.1 // „Wahl 2017 – Die zehn wichtigsten Fragen der Deutschen“, page 24 © SAT.1/Claudius Pflug // Das SAT.1 Sommerinterview
mit Martin Schulz, page 24 © SAT.1 // Faktenchecks, page 24 © SAT.1/Claudius Pflug // taff, page 25 © ProSieben/Benedikt Müller //
#DeineWahl, page 25 © Studio71 // taff, page 27 © ProSieben // Vanessa Feller-Jung, page 28 and 29 © Private // The Voice of Germany,
page 30 © ProSieben/SAT.1/Richard Hübner // business@school, page 32 © business@school // CHALLENGE, page 32 © Arbeitsgemein-
schaft Behinderung und Medien e.V. // Day of Heroines, page 33 © SevenOne Media GmbH // FIRST STEPS, page 33 © Jirka Jansch
// Galileo Knowledge Award, page 33 © GreenTec Awards // Green Seven, page 34 © ProSieben/Benedikt Müller // Promotion of young
talent in film, page 34 © HFF München // Red Nose Day, page 35 © ProSiebenSat.1/Willi Weber // Social Day, page 35 © ProSiebenSat.1 //
startsocial, page 35 © 2013-2018 startsocial e.V. // WE HELP, page 36 © ProSiebenSat.1/Stefan Heigl // We support Children, page 36 ©
SOS-Kinderdorf e.V./Emanuel Fränzel // Moritz Graf von Merveldt, page 46 © ProSiebenSat.1.

P R O S I E B E N S AT. 1 G R O U P  O N  T H E  I N T E R N E T
This and other publications are available on the Internet, along with information about ProSiebenSat.1 Group, at

www.ProSiebenSat1.com/en

F O R WA R D - L O O K I N G  S TAT E M E N T S
This report contains forward-looking statements regarding ProSiebenSat.1 Media SE and ProSiebenSat.1 Group. Such statements may be
identified by the use of such terms as “expects,” “intends,” “plans,” “assumes,” “pursues the goal,” and similar wording. Various factors,
many of which are outside the control of ProSiebenSat.1 Media SE, could affect the Company’s business activities, success, business strat-
egy and results. Forward-looking statements are not historical facts, and therefore incorporate known and unknown risks, uncertainties
and other important factors that might cause actual results to differ from expectations. These forward-looking statements are based on
current plans, goals, estimates and projections, and take account of knowledge only up to and including the date of preparation of this
report. Given these risks, uncertainties and other important factors, ProSiebenSat.1 Media SE undertakes no obligation, and has no intent,
to revise such forward-looking statements or update them to reflect future events and developments. Although every effort has been
made to ensure that the provided information and facts are correct, and that the opinions and expectations reflected here are reasonable,
ProSiebenSat.1 Media SE assumes no liability and offers no warranty as to the completeness, correctness, adequacy and/or accuracy of
any information or opinions contained herein.
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Employees and Diversity
sustainability-report2017.prosiebensat1.com/sustainability-pillars/employees-
and-diversity

Social Responsibility (Public Value)
sustainability-report2017.prosiebensat1.com/sustainability-pillars/
social-responsibility

Product Responsibility
sustainability-report2017.prosiebensat1.com/sustainability-pillars/
product-responsibility

Compliance
sustainability-report2017.prosiebensat1.com/sustainability-pillars/compliance

Environment and Climate Protection
sustainability-report2017.prosiebensat1.com/sustainability-pillars/
environment-and-climate-protection
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