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In the 2013 financial year, the  
ProSiebenSat.1 Group invested consistently 
in growth and developed successfully  
in all areas. This is a summary of the most 
important events.

JULY  Annual General Meeting decides on 
share conversion and dividend of EUR 1.201 
billion. At the Annual General Meeting of 
ProSiebenSat.1 Media AG and the separate 
meeting of the preference shareholders on 
July 23, 2013, the shareholders voted in favor 
of the conversion of the non-voting bearer 
preference shares into voting registered 
 common shares. In addition, the payment of 
a dividend of EUR 5.65 per entitled bearer 
preference share and EUR 5.63 per entitled 
registered common share for the 2012 financial 
year was resolved. 
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E AUGUST  All ProSiebenSat.1 common shares 

can be traded on the stock exchange. Since 
August 19, all ProSiebenSat.1 shares have been 
tradable on the stock exchange — both the 
 previous registered common shares and the 
registered common shares resulting from the 
conversion of bearer preference shares. Over 
the course of 2013, Lavena Holding 1 GmbH 
sold the majority of its shares in ProSiebenSat.1 
Media AG via various placements. Telegraaf 
Media Groep N.V. (TMG) sold its entire share-
holding in September 2013. In January 2014, 
Lavena sold the rest of its stake. Since then, 
97.4 % of the ProSiebenSat.1 shares are held in 
free float. 

AUGUST  ProSiebenSat.1 Annual Report 
is again the winner in the MDAX. (a) In the 
competition “The Best Annual Report,” the 
ProSiebenSat.1 Group won first place among all 
MDAX companies. In the overall ranking of all 
stock market indices, the Group achieved sec-
ond place. The award is evidence of the high 
quality of the ProSiebenSat.1 Annual Report 
in terms of content and the company’s trans-
parent financial communication. The ranking is 
compiled each year under the academic leader-
ship of Prof. Dr. Dr. h.c. Jörg Baetge.

DECEMBER  Eastern European stations 
sold successfully. By selling its portfolio in 
Hungary and Romania, the ProSiebenSat.1 
Group disposed of all its TV and radio stations 
outside of the German-speaking region. The 
Group had already announced that it would 
fully divest its international station holdings 
when it sold its Northern European investments 
in December 2012. Now the corporate strategy 
centers on developing the ProSiebenSat.1 
Group into a broadcasting, digital entertain-
ment and commerce powerhouse.

DECEMBER  ProSiebenSat.1 share achieves 
significant price growth. (b) Over the course 
of the year, the share price increased by 69.0 % 
and closed at EUR 36.00, the highest value for 
12 years. The price gains reflect the Group’s 
good business performance and the successful 
implementation of the growth strategy.
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JANUARY  Successful launch of SAT.1 Gold. 
The new free TV station SAT.1 Gold went on air 
on January 17. Its core target group is women 
aged 40 to 64. As well as German TV series 
and shows, SAT.1 Gold shows magazines such 
as “Süddeutsche TV Thema.” In its core target 
group, the station achieved daily market shares 
of up to 1.3 %, with an annual average of 0.5 %. 

BROADCASTING  
GERMAN-SPEAKING

FEBRUARY  Launch of incubator EPIC Com-
panies. ProSiebenSat.1 has launched its own 
incubator program, EPIC Companies, which 
the Group uses to support start-ups. Each 
year, between ten and 15 founders from the 
European e-commerce scene receive substan-
tial start-up funding and extensive media and 
consultancy services from the Group. In 2013, 
the incubator spawned several companies, 
including Petobel, an online store for pet food 
and accessories. 

DIGITAL & ADJACENT

JANUARY  “The Taste” celebrates inter-
national success. (e) The cooking show “The 
Taste,” developed by Red Arrow, launched on 
the US station ABC in  January 2013 as the 
most successful format of the last two years. 
The show is now on air worldwide: Red Arrow 
International has sold “The Taste” in over 80 
countries, including Great Britain and China. 

CONTENT PRODUCTION & 
GLOBAL SALES

JULY  New blockbuster shows established. (c) 
In 2013, SAT.1 and ProSieben established two 
new hit shows on the German TV market. 
The music show “The Voice Kids” generated 
strong market shares averaging at 19.8 % on 
SAT.1. The winner of the 2013 German Tele-
vision Award, the dance show “Got to Dance,” 
earned ProSieben and SAT.1 ratings averaging 
15.8 % in the summer.

SEPTEMBER  ProSieben MAXX airs with 
high market shares. At the start of September, 
ProSieben MAXX achieved the best  station 
launch on the German TV market for 13 years. 
In the fourth quarter, the station could already 
boast an average market share of 0.7 % among 
men aged 30 to 59. With new TV stations, 
ProSiebenSat.1 increases its audience shares 
and gains new advertising customers.

NOVEMBER  ProSiebenSat.1 acquires 
 attractive feature film rights. In 2013, the 
ProSiebenSat.1 Group secured valuable license 
rights from the Hollywood studio DreamWorks. 
Thanks to a master agreement with Constantin 
Film, all DreamWorks films that begin shooting 
by the end of 2016 will be aired on the Group’s 
 stations. ProSiebenSat.1 had extended its 
 contract with Constantin Film in June and 
thus also secured exclusive free TV rights to 
German hit films like “Fack Ju Göhte.”
 

JUNE  AMPYA music-streaming service 
launched. In June, the ProSiebenSat.1 Group 
introduced its own music-streaming platform 
AMPYA. AMPYA offers more than 20 million 
songs, videos, and music news. By the end 
of 2013, AMPYA had 300,000 registered users. 
In February, ProSiebenSat.1 launched the 
 online ticketing platform TICKETHALL. To-
gether with its record label Starwatch Enter-
tainment, the Group now offers all services 
relevant to digital music and live entertain-
ment.

SEPTEMBER  ProSiebenSat.1 founds its own 
multi-channel network. ProSiebenSat.1 has 
founded Studio71, its own multi-channel 
 network. It bundles the Group’s range of 
 formats produced exclusively for the web. 
As well as on the proprietary internet plat-
form MyVideo, hit shows like the gaming 
event “Last Man Standing” with over four 
million views are also broadcast via YouTube 
and other third-party platforms.

SEPTEMBER  maxdome launched in Austria. 
The video-on-demand platform maxdome 
started up in Austria. It is possible to access 
the online video library not only via the web, 
but also with an app on Samsung smart TVs. 
maxdome offers around 60,000 titles.

DECEMBER  Group expands travel port-
folio. (d) At the end of 2013, the Group ex-
panded its ventures portfolio further with 
weg.de and ferien.de. In the months before, 
the Group had acquired several strategic 
holdings in the travel market, including 
 Germany’s largest car rental website billiger- 
mietwagen.de. The Group now offers all 
 services relevant to booking a trip.

OCTOBER  Red arrow produces for Amazon. 
Red Arrow has shot a pilot for the crime se-
ries “Bosch”, which has a top-class cast, for 
Amazon. The decision on whether the pilot 
will go to series will be made in early 2015. 
“Bosch” is based on Michael Connelly‘s se-
ries of novels of the same name, which has 
been sold over 55 million times worldwide.

NOVEMBER  Red Arrow films its first  series 
for Sky. The Red Arrow subsidiary Fabrik 
Entertainment is shooting “100 Code,” the 
first series for Sky. The crime series is ex-
pected to air in early 2015. Oscar winner 
Bobby Moresco is writing and producing 
“100 Code.”  

DECEMBER  Joint venture with successful 
US producer Mark Burnett. Red Arrow 
Entertainment founded a production com-
pany in London with five-time Emmy-winner 
Mark Burnett (“The Voice”, “Survivor”) and 
his company One Three Media. The goal of 
the joint venture is to develop TV formats 
and to establish Burnett’s US formats in the 
British TV market.
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In 2013, the ProSiebenSat.1 stations were 
 successful with exciting shows, successful 
own formats, blockbuster TV and thrilling 
sport events.

SHOW TIME  (a)  With “Got to Dance” SAT.1 
and ProSieben established a new dance show 
in Germany in 2013. The format achieved 
 market shares of up to 17.5 % among 14 to 49 
year olds. Moreover, “Got to Dance” won 
the German Television Award in the category 
“Best Entertainment Show.” SAT.1 and 
ProSieben are asking you to the dance again 
in 2014: The auditions for season two are 
 already underway.

PURE EXCITEMENT  (b) The blockbuster 
shows on ProSieben gained two more titles 
in 2013: The US mystery series “Under the 
Dome” provided the best 8.15 p.m. series 
launch of the millennium on ProSieben with a 
market share of 23.7 % among viewers aged 
14 to 49. The free-TV premiere of the box 
 office smash “Die  Tribute von Panem — The 
Hunger Games” earned the highest ratings 
of the year. 35.7 % of viewers aged 14 to 49 
watched the action spectacular on ProSieben.

 b

POLITICS WITH A WINK  (c) With the political 
satire ”Der Minister,“ SAT.1 showed how cur-
rent political issues can enthuse audiences: 
18.3 % of 14 to 49 year olds watched the 
TV highlight about the rise and fall of an 
aristocratic politician named von und zu 
Donnersberg. The main characters were 
played by stars such as Kai Schumann, 
 Alexandra Neldel, and Katharina Thalbach.

ALL-ROUND SUCCESS  (d) The UEFA Europa 
League matches involving German teams 
continued to bring in high ratings for kabel 
eins in 2013. When Hannover 96 met Anschi 
Machatschkala, kabel eins achieved a market 
share of 12.4 % among viewers aged 14 to 49. 
And there was even more successful soccer: 
In June, kabel eins showed the charity match 
“ran Helden — Nowitzki All Stars vs. Neuer & 
Friends” and achieved an average market 
share of 10.3 %.
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TOP START  (g) At the start of September, 
ProSieben MAXX provided the most successful 
station launch on the German TV market since 
2000. In its first four months, the station 
achieved an average market share of 0.6 % — 
both among 14 to 49 year olds and in its relevant 
target group (men aged between 30 and 59). 
Particularly popular with audiences were block-
busters like the free-TV premiere of “Captain 
America: The First Avenger” (2.8 %, 14 to 
49 year olds) and “Cowboys & Aliens” (3.2 %, 
14 to 49 year olds).

A SHOW WITH BITE  (e) The mystery series 
“Vampire Diaries” ensured goose bumps 
for fans and good ratings for sixx again in 
2013: The bloodsuckers helped the women’s 
station to market shares of up to 4.5 % among 
14 to 49 year olds. In the relevant target group 
of women aged 14 to 39, the share was as high 
as 9.7 %.

GOLDEN HIT SINGERS  (f) When a constant 
stream of hit singers like Heino, Nino de 
 Angelo and Die Amigos appear, it must be hit 
singer time again on SAT.1 Gold. The golden 
fall for hit songs with new shows such as 
“Goldschlager 2013 — Die Hits der Stars”  
(up to 2.6 %, women aged 40 to 64) and “Das 
Beste aus der Goldenen Schlagerparade” 
(up to 1.7 %, women aged 40 to 64) increased 
the station’s daily market shares. SAT.1 Gold 
closed its first year of broadcasting with 0.4 % 
(14 to 49 years old) and 0.5 % in the relevant 
target group (women aged 40 to 64).

INNOVATIVE IDEAS WANTED  (i) … and found: 
In the show “2 Minuten 2 Millionen — Die 
PULS 4 Start-Up-Show,” young companies 
presented their projects to five investors. The 
start-ups had exactly two minutes to convince 
the business angels of their business idea. 
Then the investors had to decide whether to 
buy shares. With 4.7 % (12 to 49 year olds), 
the show was not only a success with viewers: 
A  total of more than EUR 3 million was awarded 
to the best young entrepreneurs. There was 
originally only a budget for EUR 2 million.
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BEHIND THE SCENES  (h) The styling show 
“FACES Studio” on ProSieben Schweiz gave 
viewers an exclusive look behind the scenes 
of the fashion world. In each episode, a candi-
date was selected in a street audition and 
styled for a professional fashion photo shoot. 
This went down well: An average of 6.2 % of 
15 to 49 year olds tuned in and gathered use-
ful tips for their own style. The hit format will 
be continued in 2014.



122

Our company’s social commitment pursues 
four goals: We want to offer people opportuni-
ties, engage culture, communicate values 
and build knowledge. In the 2013 election 
year, we focused in particular on the election. 
We motivated young viewers to vote with 
a cross-station programming offensive.

TV DEBATE  (c) For the 2013 federal election, 
ProSieben broadcast the TV debate between 
the Chancellor and her challenger for the 
first time. The verbal slugfest between Angela 
Merkel and Peer Steinbrück was moderated 
by Stefan Raab, among others, who increased 
the reach of the TV debate among young 
audiences with his appearance: 12.0 % of 
viewers aged 14 to 29 watched the debate 
on ProSieben (2009 election: 3.7 %; SAT.1). 
Across all stations, the reach among viewers 
under 30 was 20 % higher than in 2009. 

TASK FORCE BERLIN  (a) Politics has a tangible 
effect on your life: This was the message of 
“Task Force Berlin” to young viewers. German 
reggae musician Gentleman, together with star 
choreographer Nikeata Thompson (“Got to 
Dance”), presenter Rebecca Mir (“taff”), and 
 actress Sophia Thomalla, collected questions, 
ideas, concerns and requests from young view-
ers and took them to prominent politicians such 
as Peer Steinbrück. The TV format was devel-
oped at the suggestion of the ProSiebenSat.1 
Advisory Board and in cooperation with the 
 German Children and Youth Foundation. Be-
tween August 26 and 29, ProSieben showed 
four episodes of “Task Force Berlin,” which 
reached market shares of up to 17.0 % among 
14 to 29 year olds.

TV TOTAL BUNDESTAGSWAHL 2013  (b) A day 
before the election, Stefan Raab again invited 
representatives of the major parties to a 
 discussion and called on his audience for a 
test vote — with great success: An outstanding 
19.1 % of viewers between 14 and 29 watched 
the early poll.

ABSOLUTE MEHRHEIT  (d) With “Absolute 
Mehrheit,” Stefan Raab again succeeded in 
getting young people excited about political 
issues. The format remains the most success-
ful political talk show among young viewers. 
Directly after the TV debate, ProSieben broad-
cast “Absolute Mehrheit Spezial: Das Duell — 
Die Analyse.” 11.3 % of 14 to 29 year olds 
watched the special show.
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TOLERANCE DAY  (g) In 2013, ProSieben again 
campaigned for respectful cooperation and 
against prejudice with “Tolerance Day.” In 
the documentary “Mein unbekannter Nach-
bar,” ProSieben showed that you do not have 
to go abroad to learn about foreign cultures. 
Celebrities like presenters Funda Vanroy 
and Simon Gosejohann visited families from 
various countries in a Berlin apartment block. 
Their mission was to get to know and under-
stand the unknown neighbors. ProSieben also 
showed the US feature film “The Blind Side” 
with Sandra Bullock on “Tolerance Day.” The 
film is based on true events and tells the 
story of an orphaned African-American boy 
who overcomes numerous challenges to 
become a professional football player. In 
 addition, everyone could make their own 
contribution to “Tolerance Day” on the web-
site www.bekenne-farbe.de and become part 
of a virtual human chain stretching around 
the world.

GREEN SEVEN  (h) The company pushes ecolo-
gical issues like environmental protection into 
the public consciousness with initiatives such 
as “Green Seven.” Under the motto “green is 
beautiful,” the ProSieben campaign went on 
air for the fifth time in the week from May 20 
to 26, 2013. Among other things, the campaign 
was accompanied by the BBC Earth documen-
tary “One Life,” which tells moving and exciting 
stories from the animal kingdom. By frequently 
focusing shows such as “taff” and “Galileo” 
on the issue, the station also explained how 
every individual can do their bit to protect the 
environment.

DIE ARCHE   (f) The Christian children’s and 
youth charity “Die Arche e. V.” was founded in 
Berlin in 1995 and helps socially disadvantaged 
children and young people. “Die Arche” (“The 
Ark”) is now active in 15 locations in Germany 
and supports more than 2,500 children and 
young people. There are also two facilities in 
Switzerland, and other locations are planned. 
As well as healthy eating, the children and 
young people at “Die Arche” benefit from 
 numerous education and sports facilities and 
individual counseling. In 2013, the project was 
again supported by RED NOSE DAY. Thanks 
to the donations, “Die Arche” in Berlin-Hell-
ersdorf was able to equip a newly renovated 
gymnasium with sports equipment. The 
ProSiebenSat.1 Group’s employees also got 
 involved with the social institution and made 
a personal Christmas wish come true for the 
children at “Die Arche” in Munich.

FIRST STEPS AWARD  (j) It is often hard for 
students and graduates of film schools to 
make the leap into practice. In order to support 
talented young individuals on this path, 
ProSiebenSat.1 has spent many years funding 
numerous projects to promote young talent. 
For example, the best films by students gradu-
ating from German film schools every year 
receive the FIRST STEPS Award. The award 
 includes prize money of EUR 72,000 and is 
the most prestigious of its kind in Germany. 
SAT.1 initiated the competition in 2001 as a 
co-founder. Since 2009 it has been supported 
by all stations of the ProSiebenSat.1 Group.

RED NOSE DAY  (e)  In December 2013, 
the eleventh RED NOSE DAY took place on 
ProSieben. RED NOSE DAY is the most well-
known charity brand in Germany — and also 
one of the most successful. The Company 
has raised over EUR 10 million in donations 
since the campaign began in 2003. 
ProSiebenSat.1 Group employees supported 
RED NOSE DAY again this year — with more 
than EUR 20,000 in total. In 2013, all RED 
NOSE DAY proceeds again went to organiza-
tions that care for children in need, including 
“Die Arche e. V.,” the “Off Road Kids” project 
and the “Lichtpunkte” education initiative by 
the German Children and Youth Foundation. 
The international children’s rights organiza-
tion “Save the Children” was also supported 
with donations.

STARTSOCIAL  (i) Many people have good 
ideas, but fail at putting them into practice. 
This is where the “startsocial” competition 
comes in. The principle is “help for helpers.” 
For three months, experts from industry, 
the public sector and social institutions lend 
their support and know-how to founders of 
selected social projects. Finally, an expert 
jury chooses the 25 best initiatives, which 
are awarded the Federal Prize by Chancellor 
Angela Merkel as patron. Since 2001, the 
ProSiebenSat.1 Group has supported the 
“startsocial” initiative as a co-founder. g
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