
38BROADCASTING 
GERMAN-SPEAKING
ProSiebenSat.1 is NUMBER ONE IN THE GERMAN ADVERTISING MARKET and 
further increased its audience share in the 2013 financial year. We reach new audiences 
and advertising customers with new stations. We have also triggered additional 
growth in the core business via our distribution segment.

CLAUDIA LUDOWIG, DIRECTOR STRATEGY & OPERATIONS, SEVENONE MEDIA   
Within seven years, ProSiebenSat.1 has successfully launched six new free TV stations in the German- 
speaking market. SevenOne Media’s marketing specialists were involved from day one. Claudia Ludowig (33) 
is responsible for Strategy & Operations and the strategic focus of new customer business:  “Gaining 
new advertising customers with new stations — it’s never routine !”

What does station development contribute — with regard to the competitive TV advertising market?

CLAUDIA LUDOWIG: A lot! With new stations, we reach new target groups. With sixx, for example, we 
address younger women, and with ProSieben MAXX mature men who are young at heart, with high 
 revenues in both cases. SAT.1 Gold is addressed to women in the prime of life. In this way, we consistently 
gain new territory on the map of the advertising market.

So is TV advertising not just something for corporations with well-known brands and big budgets? 

CLAUDIA LUDOWIG: It is worthwhile advertising on sixx, SAT.1 Gold or ProSieben MAXX for smaller 
brands especially: Advertising spots here are cheaper because of the lower reach, while the target group 
can be addressed in a very focused manner. fashionette.de, an online store for designer bags, purposefully 
attuned its campaign on sixx to its female target group, thus doubling its brand awareness and driving up 
the number of hits on their website exponentially. A great success !

How do you convince customers who have so far avoided TV?  

CLAUDIA LUDOWIG: Primarily with the full-service support that we can offer in the Group: from intensive 
media consulting and planning, through the development and implementation of effective ideas, to perfor-
mance measurement. For smaller brands in particular, special advertising formats like product placement 
are very attractive — for which SevenOne AdFactory is an ideal partner. And if a spot is desired, our inter-
nal creative agency can take care of it in a well-directed way. So everything is tailored to the customer’s 
requirements.

Is ProSiebenSat.1 not cannibalizing itself on the advertising market with new TV stations?

CLAUDIA LUDOWIG: On the contrary. In 2013, 120 new customers were acquired for all stations in total. 
For example, we gained the luxury watch brand Omega — previously a traditional print customer. But 
we inspired Omega with our magazine show “Golf total” on SAT.1 Gold, it was simply a very good fit.

Have you discovered an exciting new brand yourself through your work?

CLAUDIA LUDOWIG: The baking ingredients manufacturer Günthart, which sponsors the sixx show 
“Sweet & Easy — Enie backt”. The format was truly a recipe for success for Günthart: greater awareness 
and increased presence in supermarkets. And for me: I don’t bake myself, but I have benefited from 
a friend who is now enthusiastically testing Günthart’s cake decorations — and letting me try them.

AUDIENCE MARKET
The free TV stations ProSieben, SAT.1, kabel eins, sixx, SAT.1 Gold, and ProSieben MAXX 
 increased their audience share to 28.1 % in 2013 (2012: 27.8 %).

28.1  
%

ADVERTISING MARKET
ProSiebenSat.1 is number one in the German advertising market: The Group increased its gross 
advertising market share to a record of 43.6 % in 2013 (2012: 42.8 %).

43.6  
%
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“ Gaining new advertising 
customers with new 
stations — it’s never 
routine!”

CLAUDIA LUDOWIG 
Director Strategy & 
Operations, SevenOne 
Media GmbH 
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DIGITAL & 
ADJACENT
In this segment, ProSiebenSat.1 bundles its Online Video, Online Games, Ventures & 
Commerce and Music activities. We consistently gain ACCESS TO NEW MARKETS 
with strong growth prospects.

CLAAS VAN DELDEN, MANAGING DIRECTOR SEVENVENTURES 
Last year, ProSiebenSat.1 expanded its online travel segment considerably, and this business area is expec-
ted to continue growing dynamically in the future. Claas van Delden (39) is responsible for the development 
of the travel segment. The business administration graduate and Managing Director of SevenVentures is 
convinced of the strategic investments in the travel sector: “In the medium term, we want to generate a 
three-digit million amount with our activities in the travel segment.”

Mr. van Delden, what makes the online travel market so attractive for ProSiebenSat.1?

CLAAS VAN DELDEN: Its incredible momentum: The internet travel market is one of the largest 
e-commerce markets and also benefits enormously from TV advertising. This combination creates an 
extremely interesting field of investment for us.

In 2013, SevenVentures acquired an array of leading companies in the travel sector, specifically 
 billiger-mietwagen.de, mydays and the online travel providers weg.de and ferien.de. What target are 
you pursuing by doing this?

CLAAS VAN DELDEN: The acquisitions complement our existing platforms, the tour operator tropo, 
the websites reise.com and wetter.com, and our stake in HolidayInsider. We have thus built up our own 
“house of travel” in less than two years. Our target is to offer all of a vacationer’s needs from a single 
source: from flights, accommodation and rental cars to all important climate and weather data and things 
to do and see at the destination.

What advantages arise from the interaction of the individual travel brands? 

CLAAS VAN DELDEN: The potential synergy is enormous. The individual offers mutually strengthen 
and promote each other, and can pass traffic among themselves. For example, we can offer a weg.de 
 customer trips from our tour operator tropo and follow up a booking by offering a rental car from billiger-
mietwagen’s range. In addition to the growth driver of TV advertising, the close cooperation of the 
 companies adds a second important aspect. This intensive integration with mutual push effects makes 
the concept so unique and promising of success.

Do you still reach internet users interested in travel via traditional television advertising?

CLAAS VAN DELDEN: Very well, in fact. Travel brands are virtually tailor-made for the visual and 
 emotive medium of TV. They are therefore a focus of our e-commerce strategy. Television advertising 
builds up high reach and therefore awareness in internet-savvy target groups faster than any other 
medium.

You mentioned the „house of travel”. Do you plan to establish further “houses”? 

CLAAS VAN DELDEN: Yes, we are at the moment building up comparable thematic clusters in the 
fashion or home & living area. Also in these segments, we want to bundle leading offers that are mutually 
complementary. The sectors may differ one from another, but they all have one thing in common: Their 
growth is based on a strong and solid fundament — and this is our successful TV business.

SEGMENT REVENUES
External revenues in the Digital & Adjacent segment rose by 44.5 % to EUR 484 million in 2013 
(previous year: EUR 335 million). The digital commerce business contributed EUR 222 million to 
revenues, again driving the segment’s growth the most.

484
EUR m

MARKET SHARE
In 2013, SevenOne Media was the number one in the German advertising market for in-stream 
video ads with a market share of 48 %. 

48
%
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“ In the medium term, 
we want to generate a   
three-digit million amount 
with our activities in the 
travel segment.”

CLAAS VAN DELDEN 
Managing Director, 
Seven Ventures GmbH
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284CONTENT 
PRODUCTION & 
GLOBAL SALES
Red Arrow Entertainment develops, markets, and produces successful  
TV formats for the whole world and is continually increasing its presence in the 
CORE MARKETS USA AND GREAT BRITAIN. 

JAN FROUMAN, MANAGING DIRECTOR OF THE RED ARROW ENTERTAINMENT GROUP 
14 creative and production companies in nine countries, the sales subsidiary Red Arrow International and numerous 
strategic partnerships: That is the Red Arrow Entertainment Group. Jan Frouman (42) manages the company that 
is one of the top 10 independent TV production companies in the world. Frouman summarizes what is needed for 
this success in simple terms: “A clear strategy, a strong creative network and attractive content.”

How has Red Arrow Entertainment become a global player within four years?

JAN FROUMAN: We have built up 14 holdings in nine countries since 2010. Within our network, we bring 
together companies that really fit in with us — and that want to gain a real advantage from the close 
 cooperation under our roof. If it makes sense, we found or purchase companies. But we also enter into 
 strategic partnerships, for example with the Israeli digital and app developer Screenz. Now we have their 
products in our catalog and Screenz has an international sales company. It’s working great !

Which titles are you particularly proud of? 

JAN FROUMAN: The first that comes to my mind is “The Taste”   pages 2 – 11. We have sold the original 
show from the USA to more than 80 countries. A local adaptation is being produced in over 25 countries. 
This is a huge success! But we are also very happy with the new US series from our subsidiary Fabrik Enter-
tainment: “Bosch” — based on the hit crime novels by Michael Connelly, which have 65 million readers 
 around the world. Amazon acquired the pilot. It is available online, where customers can rate it. The feedback 
is excellent and there is a good chance that we will soon produce a whole season for Amazon.

So high-quality productions are being commissioned by online portals more and more often … 

JAN FROUMAN: Exactly, Netflix was just the start — we have been represented there since 2012 with 
the hit series “Lilyhammer”, which we are selling worldwide and whose third season is being produced in 
2014. We are delighted with this trend: The bigger the group of potential customers gets, the better. 

Why is presence in the English-speaking markets in particular so important?

JAN FROUMAN: It’s simple: Formats that are successful there get at least twice as much attention 
internationally. Anything that works in the USA or Great Britain is considered established. Therefore, we 
strengthened our presence there in recent years by making acquisitions and are now represented with 
four holdings. We are now in such a good position that we do not miss any global trend — and regularly 
set them ourselves.

What highlights will you realize in 2014 — can you tell us anything already?

JAN FROUMAN: There is a lot to look forward to — for example the production of English-speaking 
 fiction formats. “100 Code” is a cooperation with Sky Deutschland. A great series set in Sweden with a 
cast including Dominic Monaghan — known from “The Lord of the Rings” and “Lost”. And we are producing 
a TV film for Britain’s BBC with the A-list stars Judi Dench and Dustin Hoffman.

PROGRAMS
In 2013, the Red Arrow Entertainment Group had more than 600 formats in its global 
programming portfolio. 

>600
TV formats

SALES
In 2013, Red Arrow International sold TV formats to over 180 countries.>180

countries



“  What is needed for our 
success? A clear strategy, 
a strong creative network 
and attractive content.”

JAN FROUMAN 
Managin g Director, 
Red Arrow  
Entertainment Group
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