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KEY FIGURES OF PROSIEBENSAT.1 GROUP

in EUR m

2018 2017
Revenues 4 ’o 09 4,078
Revenue margin before income taxes (in %) 8.6 15.8

Total costs 3'7 1 o 3,590
Operating costs' 3,027 3,053

Consumption of programming assets 1 ’31 9 1,145
Adjusted EBITDA? | ,O'I 3 1,050
Adjusted EBITDA margin (in %) 25.3 25.8

EBITDA 570 1,084
Reconciling items? L) 443 34

Operating result (EBIT) 348 820
Financial result o 4 -174
Result before income taxes 344 646
Prosiebensat Media SE 248 471
Adjusted net income* 541 550
Adjusted earnings per share (in EUR) z .36 2.4053
Payments for the acquisition of programming assets 1'070 1,048
Free cash flow - 78 728
Cash flow from investing activities - 468 -894
Free cash flow before M&A 244 468

12/31/2018 12/31/2017
Programming assets 1 '1 1 3 1,198

Equity 1,070 1,252
Equity ratio (in %) 16.5 19.1

Cash and cash equivalents 1,031 1,552
Financial debt 3,194 3,185
Leverage ratio® 2 .1 1.67

Net financial debt 2,163 1,6327
Employees® 6'583 6,483

'Total costs excl. expense adjustments, depreciation, amortization and impairments.

2EBITDA before reconciling items.

SExpense adjustments less income adjustments.

“Net result attributable to shareholders of ProSiebenSat.1 Media SE before the amortization and impairments from purchase price allocations, adjusted
for the reconciling items. These include valuation effects recognized in other financial result, valuation effects of put-options and earn-out liabilities, as
well as valuation effects from interest rate hedging transactions. Moreover, the tax effects resulting from such adjustments are also adjusted.
SCalculated 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.

¢Ratio net financial debt to adjusted EBITDA in the last twelve months.

7 After reclassification of cash and cash equivalents of Tropo.

8Full-time equivalent positions as of reporting date.
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Our viewers and consumers are the focus of what
we do. That's because the biggest thrill for us is
thrilling people — wherever and whenever. So what
does it take? The best entertainment across all
channels. And commerce platforms that deliver
what our customers need. From this point of depar-
ture, we aim to pursue sustainable and profitable
growth, expanding our company into a diversified
digital group. Each and every day, some 6,500
ProSiebenSat.1 employees worldwide devote great
passion and creativity to making all this happen.

Entertain. Create. Win.
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INTERVIEW WITH

— MAX

IN THIS INTERVIEW, CEO MAX CONZE
TALKS ABOUT PROSIEBENSAT.1'S
STRENGTHS, THE PRIORITIES IN

THE THREE BUSINESS AREAS AND
THE VISION HE HAS FOR DRIVING
SUSTAINABLE GROWTH IN THE

4 We love to



eee® MAX, YOU HAVE BEEN CEO OF
PROSIEBENSAT.1 SINCE JUNE 2018.
WHAT IS YOUR VIEW ON THE
COMPANY - WHAT STRENGTHS AND
CHALLENGES ARE YOU SEEING?

First and foremost, it excites me that ProSiebenSat.1
combines strong entertainment brands with
equally strong e-commerce platforms. That is
fairly unique. Almost everyone in the German-
speaking countries is familiar with our brands and
products — whether in the form of our stations,
stars, programs or NuCom companies — associating
them with emotions: entertainment that people
love, products and services they need. And | am
confident that this combination will generate a lot
of value for ProSiebenSat.lin the future. At present,
our greatest challenge is the massive change in the
media industry, thus the rapid digital transformation
that faces us not only with new business models
but also with new competitors. Nevertheless, |

see this not as a threat but rather as a fantastic MAX CONZE
opportunity to transform ProSiebenSat.l into a With live shows, news
truly digital, diversified group that continues to and sports, Max Conze is

increasingly opting for local
and relevant content on the
ProSiebenSat.1 channels.

grow sustainably.

|
000 THIS IS WHY YOU FINE-TUNED THE >>
THREE-PILLAR STRATEGY TOGETHER

WITH THE EXECUTIVE TEAM AT THE PROSIEBENSATO1

END OF 2018. WHAT IS YOUR VISION

FOR LEADING THE COMPANY INTO THE OFFERS
A UNIQUE
We put consumers first in everything we do. It COM BINATION
is our credo to consistently take the consumer's
perspective into account in every decision. On the o s o G
one hand, that means for us that we aim to delight F TR N
our audiences with content on every platform
they choose to view our programs on. To do so, E N T E RTAI N M E N T
we want to make even better use of the creative
power of our own Red Arrow Studios production B RAN Ds AN D

network. On the other hand, we have focused

our commerce business on four major consumer EQ UALLY ST Ro NG

needs so that NuCom Group can grow in an even

more targeted way. Our mid-term goal is thus to E- co M M E RCE

increase revenues from EUR 4 billion to EUR 6 bil-

lion and adjusted EBITDA from EUR 1 billion to PLAT FORMS
EUR 1.5 billion, with digital business contributing L4
at least half of the revenues. In this way, we also

want to reduce our dependency on advertising.

Entertain. Create. Win. 5
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CONSUMERS
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WE DO.
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Thus, we are capitalizing on dynamically growing
revenues at Red Arrow Studios, NuCom Group and
non-advertising business such as distribution and
the ad-tech segment.

000 WHAT AREAS IS PROSIEBENSAT.1
FOCUSING ON IN ITS ENTERTAINMENT
BUSINESS TO COMPETE AGAINST
GLOBAL PROVIDERS?

It is important to me that everyone understands
what great business entertainment continues to
be and what enormous potential there is. The
video market — which is the sum of all moving
pictures content consumed on both linear and
digital platforms - is growing. To make the most
of this development, we are investing in a modern
entertainment business as well as focusing on local
and relevant content, including live shows, news
and sports. In this way, we also retain the rights to
those kinds of programs, which allows us to exploit
the content in the best possible way on linear and
digital platforms. We can distribute it on our own
websites, apps as well as third-party platforms,
and extend it with exclusive, additional digital
content. For proof that this is the right strategy,
look at our increasing TV audience shares and
video views — our content is delighting audiences
across all channels. The importance of this topic for
our Group is also evident in the concerted effort
that we all are currently putting into the market
launch of our new streaming platform together
with Discovery Communications. We are combining
Discovery's and our channels, our SVoD service
maxdome as well as the Discovery Eurosport Player
into one new product — an aggregation platform
where German users can enjoy entertainment
from news to top-notch shows and sports from a
single source. What's more, we explicitly welcome
other content providers and have already won
over German TV channel ZDF, among others. |
am convinced that this platform will change the
German entertainment market. To achieve that,
the user experience has to be spot-on in every
respect — we will offer usability combined with
compelling technology and unique content. This
is our top priority in 2019.



000 | INEAR REACH IS DECLINING AND
VISIBILITY IN THE TV ADVERTISING
MARKET REMAINS LOW. HOW DO YOU
INTEND TO GENERATE GROWTH IN THIS
AREA DESPITE THAT?

At the moment, we cannot yet completely measure
total reach across all devices, but this should be
the case in the first half of 2019. To this end, we are
also working closely with the AGF video research
institute. Being able to measure total reach — how
many people are actually consuming our programs
across all channels — will mark a major milestone
for our industry, because then we can also market
our total reach to advertising clients. After all, in
order to spread their message, they continue to
demand high-quality content and maximum reach.
“Germany'’s next Topmodel by Heidi Klum" is a very
good example of the digital strength of our brands.
This format generates in average over 1.5 m video
views each day across all digital channels. The next
step for us is then to make our reach smart. That
means developing advertising products that offer
our clients additional addressable reach. This lets
them place advertising selectively — for instance
according to socio-demographic criteria — and
target customers more accurately. We will launch
more addressable TV products in 2019 and see
great potential to generate additional revenues
besides the traditional advertising business. In the
mid-term, we expect 25% of our entertainment
revenues to come from this “smart-reach” business.

e®® THE COMMERCE BUSINESS WITH
NUCOM GROUP IS THE BIGGEST
GROWTH DRIVER FOR PROSIEBENSAT.1.
HOW DO YOU PLAN TO DEVELOP THIS
BUSINESS SUSTAINABLY?

NuCom Group's revenue growth was in the double-
digits in 2018 — and this pace is set to continue
in 2019. Which is why we and our partner General
Atlantic are putting a lot of effort into further
developing operationally each commerce company
to ensure their long-term organic growth. In this
regard, we are also pushing ahead on synergies
with the Entertainment segment: NuCom Group
benefits from the latter’'s brand power, marketing
expertise and new smart advertising products,

Entertain.

Create.

while the Entertainment segment learns from
NuCom's customer focus and can make use of the
generated data for advertising technologies. At the
same time, we aim to strengthen and powerfully
expand the Commerce portfolio through selective
acquisitions. Purchasing US matchmaking provider
eharmony — which is the ideal complement to our
PARSHIP Elite Group — is a very good example for
this approach. On this basis, NuCom Group will
already generate revenues of around EUR 1bn in
2019. This is anincredible achievement, especially
considering that this business in this composition
has only been a part of the Group for five years.

»

| SEE THE

RAPID DIGITAL
TRANSFORMATION
OF THE MEDIA
INDUSTRY

AS A GREAT
OPPORTUNITY.

o000 A NEW EXECUTIVE BOARD

AS WELL AS A NEW HOLDING STRUC-
TURE WILL BE INTRODUCED AT
PROSIEBENSAT.1 FROM APRIL 1, 2019.
HOW DO YOU BELIEVE THIS WILL
SERVE THE GROUP'S DEVELOPMENT?

I am convinced that we can lead this company most
successfully into the future with an extended Exec-
utive Board. This is why, starting from April, we will
have an efficient holding structure and the three
pillars of Entertainment, Red Arrow Studios and
NuCom Group will be led by two co-CEOs respec-
tively. In this way, we set up the Group significantly
more agile, give the operational business greater
autonomy and can accelerate our transformation.
Moreover, we are implementing the three-pillar
structure even more consistently and in a clearer
way in this set-up. The new Executive Board will
comprise the three holding executives (CEO, CFO
and Deputy CEO), the six co-CEOs as well as se-
lected key functional leader (see p.10/11). | am sure
that with this set-up we have created an excellent
basis for our future development, in which we will
be able to tackle the challenges ahead in 2019 in
a more targeted and effective way.

Win.
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EXECUTIVE BOARD 2019 m—

EXECUTIVE COMMITTEE

MAX
CONZE

CEO

ENTERTAINMENT RED ARROW STUDIOS

MICHAELA WOLFGANG JAMES
TOD? LINK BAKER
Co-CEO Entertainment Co-CEO Entertainment Co-CEO Red Arrow Studios

MARKUS RALF PETER
BREITENECKER GIERIG

' from July 2019
CEO Deputy CFO

2 from April 2019
3 from June 2019

ProSiebenSat.1 PULS 4
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RAINER CONRAD
BEAUJEAN' ALBERT

CFO Deputy CEO;
Group General Counsel

NUCOM GROUP

REZA CLAAS VAN FLORIAN
1ZAD DELDEN TAPPEINER
Co-CEO NuCom Group Co-CEO NuCom Group

Co-CEO Red Arrow Studios

CHRISTINE NICK STEFANIE RUPP-
SCHEFFLER THEXTON?3 MENEDETTER
Chief Human Chief Technology Officer Head of

Resources Officer Communications

Entertain. Create. Win. .I.I



OUR
STRATEGY

CREATE A CONSUMER CENTRIC
ENTERTAINMENT AND COMMERCE CHAMPION

| TODAY, WE ARE ALREADY INITIATING THE CHANGES AND INVESTMENTS

NEEDED TO TURN PROSIEBENSAT.1 INTO A DIVERSIFIED AND FAST-
GROWING COMPANY. WE ARE FOCUSING IN PARTICULAR ON LOCAL
AND DIGITAL CONTENT AS WELL AS ADDRESSABLE REACH. AND
TRAINING THE SPOTLIGHT ON OUR CUSTOMERS EVERY TIME, ZEROING
IN ON ENTERTAINMENT THAT EXCITES VIEWERS AND COMMERCE
OFFERINGS THAT CONSUMERS NEED. ADDITIONALLY, WE ARE GROWING
BOTH THE NUCOM GROUP AND THE RED ARROW STUDIOS BUSINESS
SYSTEMATICALLY, SWIFTLY AND SUSTAINABLY. IN ORDER TO ACHIEVE
THESE GOALS AND MAKE OUR COMPANY FIT FOR THE FUTURE, OUR
BUSINESS HAS BEEN STRUCTURED ACCORDING TO THREE STRONG
PILLARS SINCE JANUARY 2018:

ENTERTAINMENT CONTENT PRODUCTION &
GLOBAL SALES

RED ARROW STUDIOS

COMMERCE
NUCOM GROUP

12 We love to



»

WE WANT TO TRANSFORM

PROSIEBENSAT.1 INTO
A TRULY DIGITAL,
DIVERSIFIED GROUP.

ENTERTAINMENT

Entertainment is and always will be our core
business: Our passion for entertaining people
has made ProSiebenSat.1 one of Europe's most
successful media companies. Now our task is to
align the Entertainment business even more closely
with viewers' needs, which will help set us apart
from the competition. Specifically, our focus is on
local and digital content, live shows, sports and
news, which we distribute on as many channels as
possible in order to maximize our total reach. To
make this possible, we are increasing investments
in digital platforms for the 360-degree availability
of our offerings. The next step involves making
total reach addressable and easier to monetize
by providing advertising that is optimally tailored
to each viewer. That is why a major focus of our
investments in the Entertainment pillar is data
and advertising technology.

CONTENT PRODUCTION
& GLOBAL SALES

The Content Production & Global Sales pillar
comprises our production and distribution network
Red Arrow Studios and our digital studio Studio71.
Red Arrow Studios produces successful content
for ProSiebenSat.1 channels as well as for third-
party providers. Going forward, we aim to harness
even more of Red Arrow's strengths for our own
entertainment platforms: The percentage of Red
Arrow productions on our own channels is to grow
significantly in the coming years. At the same time,
Red Arrow's international production network will
continue its successful expansion, focusing on
the US and UK core markets. In the digital video
business, we want to build Studio71into a leading
provider with content chiefly targeting young
digital natives.

Entertain.

Create.

Win.

]

MAX CONZE, CEO

COMMERCE

ProSiebenSat.l's successful Commerce activities
are bundled in the NuCom Group. NuCom Group's
goal is to grow the leading market position of each
of its portfolio companies. In pursuit of that, we are
targeting four strong consumer needs: consumer
advice, matchmaking, experience and gift vouchers,
and beauty and lifestyle. ProSiebenSat.1 is banking
on both organic growth and complementary selective
acquisitions to further accelerate NuCom Group's
dynamic growth. At the same time, the NuCom
Group and the ProSiebenSat.1 Entertainment
business are increasingly leveraging their mutual
synergies, especially in terms of data, technology
and brand building. In 2018, we also entered into
a partnership with the growth investor General
Atlantic, whose tasks include helping NuCom
further step up the operating performance of the
Commerce companies.

In every business area, we are taking the right steps to
keep driving ProSiebenSat.1's transformation forward
as well as to strengthen our position as Europe's
leading entertainment and commerce company. As
we pursue a strategy that revolves around creating
synergies and meeting our viewers' and customers’
needs, our mid-term target is to increase revenues
from EUR 4 billion to EUR 6 billion and adjusted
EBITDA from EUR 1 million to EUR 1.5 million. In
around five years' time, 50 percent of our revenues
should come from digital.

13






ENTERTAINMENT

e MWE CREATE ENTERTAINMENT THAT EXCITES -
THAT'S LOCAL, ON ALL CHANNELS, WITH
MORE ADRESSABLE TOTAL REACH AND
IMPROVED MONETIZATION.

JIXX ProSiebenSat.1 and Discovery
G&LD Communications are working
- together to establish a stream-
ANMRXK ing platform for Germany, and
€ Jooxu] are aiming to attract ten million
users within the first two years.

maxdome
PMAX The joint venture has its sights
set on creating a provider-inde-
pendent OTT platform that offers
»#-UROSPORT a comprehensive entertainment
package with live streaming, me-
wewr dia libraries including high-cal-
=0KU iber German offerings, and the
e]: best from Hollywood as well as
high-quality sports content. As
zdf info a result, the platform will take
digital entertainment to a new
@ level, customized to deliver what
viewers want — whether that
sport means an extensive, advertis-

an extra paid package with access
to exclusive sports broadcasts and
movies. The streaming platform
makes content available among
others from the ProSiebenSat.1 and
Discovery channels, along with the
programs of SPORT1, WELT, N24
Doku, ZDF, ZDF info and ZDF neo,
with additional partners to follow.
The video-on-demand portal max-
dome as well as Eurosport Player
will also be integrated into the
paid platform. ProSiebenSat.1 and
Discovery are developing custom
content for the platform, including a
series co-produced with ProSieben
by Klaas Heufer-Umlauf, who will
also feature in the show. A team of
over 200 experts is working flat
out to achieve a successful launch
in the summer of 2019.

ing-financed basic offering or

»

WE HAVE
CONTINUED TO
EXPAND OUR
COMEDY OFFERINGS
OVER THE PAST
FEW YEARS SO
THAT SAT.1 IS NOW
THE PREMIER
STATION FOR
GERMAN COMEDY.

Kaspar Pfliiger

Managing Director SAT.1

Entertain. Create.

“Featuring a great comedy
lineup of Luke Mockridge,
Biilent Ceylan, Martina Hill,
Hugo Egon Balder, Hella von
Sinnen, Wigald Boning, Paul
Panzer and Atze Schréder,
SAT.1 has succeeded re-
establishingits ‘Fun Friday’
concept and establishing it
as a reqgular part of its TV
program. Above all, Luke
Mockridge is an audience
favorite with his prime time
shows: ‘LUKE! Die Schule
und ich’ (LUKE! School and
me) achieved a14.6 percent
market share among 14- to
49-year-olds, while ‘LUKE!
die 2000er undich’ (LUKE!
The noughties and me) also

Win.

GERMANY'S
ENTERTAINMENT
MARKET

2023

Consumers in Germany
spent EUR 36 billion on
entertainment in 2017 -
and that number is on the
rise. In the coming years,
it is predicted to grow to
EUR 40 billion.

impressed with 13.7 per-
cent. His first outing as a
producer on ‘CATCH! Der
grosse SAT.1 Fang-Freitag’
(CATCH! SAT.1's big catch
Friday) was not only a hit
with viewers but also won a
Grimme Award nomination.
The show will air regularly
starting this spring. Having
increased the number of
comedy formats produced
in-house almost nine-fold
in the last three years, we
aim to further strength-
en the value chain around
this genre — among other
things, with new digital
spin-offs.”

15



ENTERTAINMENT

MONTHLY
MARKET SHARE
AUGUST 2018

30

The ProSiebenSat.1 stations thus deliv-
ered their best monthly result in three
years. The stations put in a strong
performance in 2018 as a whole, with
an average market share of 27.8 percent
and linear growth of 0.8 percentage
points compared to 2017.
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VIDEO USAGE
IN GERMANY
AT A GLANCE

The group of 14- to 69-year-olds
in Germany currently consumes
an average of around five hours
of video content per day. This
represents a 12 percent increase
compared to 2015. Linear TV is
by far the most dominant medi-
um, accounting for around four
hours per day. This is in spite
of the ever-increasing range of
available options, with more and
more viewers live-streaming TV
content or accessing it through
media libraries and other video
platforms.

We

love to

RED
BUTTON

SMART ENTERTAINMENT AT
THE TOUCH OF A BUTTON

The red button on TV remotes now unlocks a whole
new world of entertainment. It offers viewers
direct access to additional program-related con-
tent, including entertainment on demand as well
as interactive news and background information.
All the while the current show remains on screen.

The new red button portal focuses
primarily on dual consumption: Us-
ers can continue watching TV while
while navigating the portal. In the
process, they can browse through
all of ProSiebenSat.1 stations' media
libraries, selecting full episodes and
content tied to the TV formats or
dipping into the interactive enter-
tainment feed with its video and text
updates and services. What's more,
there are topic channels that bundle
content from the media libraries into
different playlists. On certain shows,
thered button also allows audiences
to guess or vote on outcomes live.
To use the portal, viewers need a
smart TV set that supports the
HbbTV standard and is connected
to the Internet. ProSiebenSat.1's
HbbTV portals are currently called
up by around three million viewers
a month, potential reach is roughly
12 million. Research shows that the
red button function increases the
time viewers spend watching linear
TV. When consuming the additional
portal content in tandem with TV,
the audience remains within the
ProSiebenSat.1 universe. In this
way, the red button function meets
viewers' desire for supplementary
entertainment while simultaneously
opening up additional marketing
opportunities for ProSiebenSat.1.



ENTERTAINMENT
> 80M VIDEO VIEWS

ON ALL DIGITAL PLATFORMS

ALL IN ONE
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TISING MESSAGE - ACROSS
ALL DIGITAL ENTERTAINMENT

DEVICES.

SevenOne Media's cross-device bridge combines
TV advertising with digital offerings, creating new,
cross-genre opportunities for advertisers.

Advertising messages can
now be selectively tar-
geted at various end de-
vices within a household.
Thanks to the cross-device
bridge, campaigns can be
finely targeted, optimally
calibrated and perfectly
coordinated across both
TV (e.g. via addressable
TV) and mobile devices
(e.g. smartphones and
tablets). For advertisers,
this not only opens the
door to new storytelling
options but, above all, also
allows for advertising ex-
posures to be fine-tuned at
a household level. Start-
ing in 2019, advertisers
can book the cross-device

bridge — which is built on
ProSiebenSat.1 Advertis-
ing Platform Solutions’
programmatic technolo-
gies —on areqular basis.
This new form of house-
hold targeting represents
another major step toward
smart reach, but it is just
one of many advertising
technologies in which
ProSiebenSat.1is increas-
ingitsinvestmentsin 2019
inorder to better monetize
reach.Inthe mediumterm,
the Group aims to grow
addressable advertising's
revenue share of the en-
tertainment segment to
25 percent.

Entertain.
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THE VOICE

OF GERMANY

In 2018, ““The Voice of Germany" was
more digital than ever before: Exclu-
sive, online-only content more than
doubled compared with the previous
year. Along with talent performances
and exclusive sneak previews, the

MORE
RELEVANT
CONTENT
FROM
WITHIN.

®@O®® ProSiebenSat.1 is
strengthening the Group's ex-
pertise in the information field
and expanding production ac-
tivities here. Why is this new
focus so important?

This move emphasizes our ob-
jective of sharpening our jour-
nalistic profile and producing
more socially relevant and opin-
ion-forming formats in-house. As
with the successful reportage
series “Uncovered”, we want to
present information programs
in a modern way and tell stories
so that we reach above all young
target groups — after all, they are
tomorrow's multipliers!

Create. Win.

music show's eighth season also fea-
tured a podcast, exciting coach stories
and the #TVOG Unplugged series. This
helped boost the show's performance
across all digital channels by 30 per-
cent compared with 2017.

@®@®® What measures have
already been taken and how are
they reflected in programming?

From mid-2019, SAT.1 will produce
the magazine "“akte" in-house. My
colleague Heiko Knauthe and | are
currently setting up an internal
editing department in Unter-
fohring. Alongside successful
formats like “Galileo”, “taff" and
“Abenteuer Leben", we also in-
tend to develop, conceptualize
and produce further programs
in-house going forward.

Sven Pietsch

Chairman of the Editors-in-Chief of
ProSiebenSat.1 TV Deutschland GmbH

17



ENTERTAINMENT
JUNG, BLOND, TOT

2.72 MILLION

VIEWERS

watched the thriller “Jung, blond, tot - Julia
Durant ermittelt” in December 2018, which
marked the premiere of the new SAT.1 series
based on Andreas Franz's best-selling novels. In
2019, the station intends to maintain its focus
on powerful film series based on German fiction.
In addition to Frankfurt-based Inspector Julia
Durant's story, successful true-crime thriller
“Zersetzt — Ein Fall fiir Dr. Abel" is also being

continued.

DUELL UM
DIE WELT

"TEAM JOKO GE-
GEN TEAM KLAAS"
(DUEL AROUND
THE WORLD -
TEAM JOKO VS.
TEAM KLAAS) IS
SUCCESSFUL ON
ALL PLATFORMS

TV chef Tim Malzer's appear-
ance on “Duell um die Welt", the
ProSieben show where Joko's
and Klaas' teams go head to

head, was making headlines
even before it had been aired.
Mélzer's task was to serve up
a truly explosive dish. During
a challenge, he was acciden-
tally engulfed in a fireball but
fortunately made a speedy re-
covery. Even before the show
was televised, the ProSieben
editorial, communications and
Buzzroom teams posted vid-
eo material exclusively on the
ProSiebenSat.1 video market-
place glomex as well as on the

ProSieben digital channels. On
the day of the broadcast, the
Buzzroom clip had already gen-
erated an exceptional 405,946
video views. To date, the video
has been watched more than
750,000 times, making it the
most successful glomex clip in
recent years. On TV, “Duell um
die Welt" achieved an impres-
sive 14.6 percent market share
among 14- to 49-year-olds. A
record achievement in terms
of total reach!

44
%/

To ensure a modern and future-ori-
ented entertainment business,
ProSiebenSat.1is placing a stronger
emphasis on local content across all
channels. This will allow it to achieve
a high total reach and monetize even
better. In the future, the share of local

love to

18 We

ProSiebenSat.1
ol PULS4

>28

MARKET SHARE

This market share makes 2018 the
most successful year in the history of
ProSiebenSat.1 PULS 4. ATV and ATV2
contributed to this success with their
best combined result since the two
stations were launched, as did PULS 4,
Austria's leading private TV station,
which achieved its highest ever annual
market share on its tenth anniversary.

SHARE OF LOCAL
PRODUCTIONS IN
2018

productions is expected to increase to
more than 50 percent. However, the
right mix is key: Licensing packages
with US studios continue to ensure
the best possible terms for the latest
US series and blockbusters.
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JUNG,

2.72 MILLIO
VIEWERS

watched the thriller “Jung, blond, to
Durant ermittelt” in December 201
marked the premiere of the new SA
based on Andreas Franz's best-selling
2019, the station intends to maintain
on powerful film series based on Germa
In addition to Frankfurt-based Inspec
Durant's story, successful true-crim

“Zersetzt - Ein Fall fiir Dr. Abel" is al
continued.

"TEAM JOKO GE-
GEN TEAM KLAAS"
(DUEL AROUND

THE WORLD -

TEAM JOKO VS.
TEAM KLAAS) IS
SUCCESSFUL ON
ALL PLATFORMS

TV chef Tim Malzer's appear-
ance on “Duell um die Welt", the
ProSieben show where Joko's
and Klaas' teams go head to




ENTERTAINMENT

OUR
FOCUS
POINTS:

We live ONE Entertainment, which is why we are
systematically integrating our TV and digital businesses
and have a presence on all platforms used by our
audiences.

We focus on local and digital content, striving to
delight audiences with the best entertainment and
user experience, irrespective of where they view our
program.

We are establishing total reach, which means we
no longer measure success solely in linear terms
but instead aim to monetarize our reach across all
channels.

We are making our total reach smart: Thanks to
addressable advertising, commercials are even more
relevant to viewers and we tap into additional revenue
sources.

Entertain. Create. Win.
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CONTENT PRODUCTION
& GLOBAL SALES

ameelIMORE LOCAL, MORE DIGITAL - IS THE AMBITION FOR OUR TV

PRODUCTION BUSINESS AS WELL AS FOR OUR DIGITAL STUDIO

STUDIO71. RED ARROW STUDIOS IS ALSO CONTINUING TO

EXPAND ON THE INTERNATIONAL STAGE.

LEFLOID

"TRAVEL

THE WORLD,
UNDERSTAND THE
WORLD, CHANGE
THE WORLD"

This quote sums up what “Le-
Floid vs. The World" is all about.
In the eight-part docutainment
format produced by Studio71,
one of Germany's best known
YouTubers travels the globe to
find answers to important ques-
tions for the younger genera-
tion: “What is real love?,” “How
easy is it to lose perspective in
an era of self-staging on Insta-
gram and other social media?",
“Who decides what is or isn't
regarded as beautiful?.” On this
qguest, he meets a diverse range
of internationally renowned fig-
ures, including IMF chief Christine
Lagarde, supermodel Toni Garrn
and musician Ice-T. The interviews
cover everything from money,
politics, education and fame to
bullying — all issues affecting
young people today. LeFloid aims
to break down preconceptions
and demonstrate that changesin
society impact everyone. ““LeFloid
vs. The World" is one of three
German in-house productions
presented by YouTube to launch
its premium offering in Germany
in 2018.

VS. THE
WORLD

FORMATS:

“We have seen a renewed
interest in unscripted con-
tent following the script-
ed boom of recent years.
Broadcasters are looking
for long running, returnable
shows that attract family
viewing and are sponsor
friendly, such as our shows
‘Married at First Sight' and
‘My Restaurants Rocks'.
Also short-run, high-profile
big event formats are in
demand, because they can
be channel-defining for a
broadcaster and generate
lots of press and social me-
diabuzz. Social experiments
are also of huge interest,
and we have a number of
shows in our portfolio that
feed this demand, such as

Entertain.

WHAT'S HOT?

'Old People's Home for 4
Year Olds' and ‘Don't stop
the Music'. The latter show
is our brand new social ex-
periment about the power
of music to change the lives
of kids."

Bo Stehmeier

President Red Arrow Studios
International

Win.

Create.

James Baker

Co-CEO Red Arrow Studios

GROW OUR
LOCAL AND
INTER-
NATIONAL
FOOTPRINT

“We are fully committed to our
international production busi-
ness — investing in it, expanding
it and managing it carefully to en-
sure its continued success and
growth. That commitment includes
increasing the amount of content
Red Arrow Studios production com-
panies supply to ProSiebenSat.1's
entertainment channels. At the
same time, we are finding more
opportunities for collaboration and
synergies across the group, as we
continue to produce and distribute
content that audiences, channels
and brands love."”
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INTERVIEW WITH THE
CREATOR OF "BOSCH"

Michael Connelly

Bestselling US crime author,
whose TV adaptation of his
“Bosch'’ crime novels has recently
been ordered for a sixth season
by Amazon.

MORE LOCAL
PROGRAMS
FROM WITHIN
THE GROUP

30%

16%

In the Entertainment segment, the
share of Red Arrow Studios pro-
ductions in locally commissioned
content is planned to increase from

@ ® ® What makes Fabrik
Entertainment and Red
Arrow the best partners for
Amazon's TV adaption of
“Bosch?

Being partners with Red
Arrow and Fabrik has been
a great experience and it
continues to be so. | think
it's because of two things:
One is freedom — their trust-
ing of the creators, writers
and everyone involved in the
production of “Bosch"”. The
other aspect is: | have not
run across a single person at
these companies that doesn't
sincerely treasure the char-
acter of Harry Bosch as much
as | do. The first day | met
Fabrik's CEO Henrik Bastin, he
had such a knowledge of the
character that | knew this is
my kind of partner. That was
six or seven years ago and
it hasn't changed. The ded-
ication to what I've done in
my books and bringing that
to the screen has been fan-
tastic. I've never had a single
moment of regret that I've
created this and been part
of this creative partnership.

THE NEW YORK TIMES
MOVES INTO TV WITH US

The New York Times is known
throughout the world for the excel-
lence of its journalism, with more
than 1,550 journalists filing 2,500
stories a week, while reporting on
the ground in 160 countries each
year. “The Weekly" is alandmark
new narrative series from The New
York Times, bringing the news-
paper's unparalleled journalism
and insight to the TV screen for
the first time. Delivering compel-
ling US and international stories,
“The Weekly" will go beyond the

STUDIO

[a

NO

AMONG THE GLOBAL

news toreveal the workings of one
of the world's great news orga-
nizations. The first episodes will
initially air in 2019 on US chan-
nel FX and then on Hulu's SVoD
service. Left/Right, a Red Arrow
Studios production company, is
producing the series together
with The New York Times, further
underpinning its position as one
of the most acclaimed unscripted
producers in the US.

VIDEO VIEWS
PER MONTH

1400

CHANNELS

currently 16 percent to more than <!~ You can continue MULTI-PLATFORM m
30 percent over the next around < to read here: NETWORKS u
five years. www.prosiebensatl.com/
en/interview_connelly ;
love to
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INTERVIEW
CREATOR OF

Michael Connelly

Bestselling US crime author,
whose TV adaptation of his
“Bosch' crime novels has recently
been ordered for a sixth season
by Amazon.

MORE LOCAL
PROGRAMS
FROM WITHIN
THE GROUP

30%

16%

In the Entertainment segment, the
share of Red Arrow Studios pro-
ductions in locally commissioned
content is planned to increase from
currently 16 percent to more than
30 percent over the next around
five years.
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CONTENT PRODUCTION
& GLOBAL SALES

OUR
FOCUS
POINTS:

We are benefiting even further from the creative
power of the Red Arrow Studios network. That is why
we plan to significantly increase the share of Red Arrow
productions in our entertainment lineup.

We continue to bank on high-caliber international
productions. Our US and UK production companies
provide top-notch content to well-known stations and
platforms around the world.

We provide a home for content creators. With our web
productions and digital extensions of our TV formats,
we are growing Studio71into the leading provider in the
digital video business.

We offer a customized advertising experience.
Thanks to our extensive portfolio of prominent social
influencers, we are the ideal partner for branded
entertainment.

Entertain. Create. Win.
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COMMERCE

m—
Gucdeto e s sake nNucom
Group in 20187

@ GENERAL
ATLANTIC

©® ® ® Why did General Atlantic

a partner whose TV reach is key
to brand-building and has already
gained experience in successfully

ant, we value ProSiebenSat.1 as
managing growth companies.
MAX CONZE, CEO

@ ® ® What can you contribute
to NuCom Group's growth?
The NuCom companies have al-

)) NuCom Group unites ten exciting

companies under one roof — all of
BRINGING THESE TWO

Both the PARSHIP ELITE Group
in Europe and US company ehar-
mony are all about helping sin-
gles find happiness. One of the
global pioneers in online match-
making, eharmony was added

which have tremendous growth
potential. This investment en-
abled us to take a stake in the
BRAN Ds TOGETHER full portfolio through one single
WILL IMMEDIATELY CREA-
TE A WORLD LEADING
ONLINE MATCHMAKING
1.8 BN
With its ten market-leading and predom-
inantly digital commerce platforms, the

transaction. And just as import-
COMPANY. |
NuCom Group is valued at EUR 1.8 billion.

REVENUE TARGET

y

0.8 e

2018

ProSiebenSat.1 intends to more than double its
commerce revenues over the next about five years,
driven by its core brands Verivox, PARSHIP ELITE
Group, Jochen Schweizer mydays and Flaconi.

to the NuCom Group's dating
portfolio in November 2018.
Thanks to this acquisition, the
PARSHIP ELITE Group now also
offers matchmaking servicesin
the US, Canada and Australia.

COMMERCE
MARKET VOLUME

2023

89

2017

60

The German e-commerce market continues its dynamic
growth, experts predict a significant increase on market

volumes by 2023.

Entertain.

BN Euro

Create. Win.

ready proven that there is an
attractive market for their offer-
ings. Now it is the right time to
enable those companies to take
the step to the next level. Striking
the balance of entrepreneurship
and increasing institutionalization
that fits the size of the company
is essential. That's where our
expertise comes in, because as
a growth investor we have deep
experience putting together teams
that can do just that.

You can continue

to read here:

www. prosiebensatl.com/
en/interview_nikolay

Jorn Nikolay

Managing Director and
Head of General Atlantic
Germany
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COMMERCE

Verivox has already saved its clients over

>»40K

products on offer

»600

brands

am |2 X

active customers in
the past 12 months

the revenue since

BN E 2o
u ro Flaconi continues to grow. In the

last year alone, the premium online o

Since its launch 20 years ago, over eight shop for beauty products boosted
million consumers have used the Verivox its revenues by 40 percent. Addi-
comparison site to get the best deals on tionally, the company branched out
everything from energy and telecommuni- onto the international market for
cations through insurance and finance to the first time: As of fall 2018, Fla-
vehicles and property. coniis also represented in Austria.

Next steps for further international
expansion are already planned.

PARSHIPELITE Group is
synonymous with bring-
ing people together.
With its strong brands
Parship and ElitePart-
ner, the Group is a lead-
ing provider** of online
matchmaking services
in German-speaking
countries and success-

o fully helps people find
long-term partners year
o in, year out. The Group

brand awareness* cyrrer?tly offers |t§ ser-
vices in 13 countries.

M
people

per year enjoy unforgettable experi-
ences and extraordinary adventures
thanks to Jochen Schweizer mydays.

Jochen Schweizer and mydays have
the perfect experience for everyone,
whether adrenaline junky or spa fan.
Ranked number one and two on the
market, both companies are market
leaders in gift experiences.

*Aided brand awareness on
the German market (18- to
65-year-olds): Parship 81 per-
cent; ElitePartner 80 percent.
Market research by Kantar
TNS Germany in July 2017

**Based on revenue for 2018
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* Aided brand awareness on
the German market (18- to
65-year-olds): Parship 81 per-
cent; ElitePartner 80 percent.
Market research by Kantar
TNS Germany in July 2017

**Based on revenue for 2018




COMMERCE

OUR
FOCUS
POINTS:

We are developing NuCom Group into the No. 1
consumer Internet platform in Europe. To

this end, our portfolio is focused on four strong
consumer needs.

We are strengthening the market leadership
positions of our companies. To do this, we are
harnessing our brand-building power and exchanging
expertise with our partner General Atlantic.

We aim to more than double our Commerce
revenues by around 2023 by capitalizing on both
organic growth and complementary acquisitions.

We are intensifying synergies between
Entertainment and Commerce. Whether through
testing smart advertising products or valuable data
exchanges, both sides benefit from the cooperation.

Entertain. Create. Win.
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THE YEAR AT A GLANCE

20
18

Q1
PROSIEBENSAT.1 EXPANDS

AD-TECH PORTFOLIO WITH

KAIRION

ProSiebenSat.1 Group

further strengthens its

activitiesinthe ad-tech
sector by acquiring the e-commerce marketer
Kairion. Focusing on retail media, the company
aggregates the advertising environments and data
of over 80 online shops. As part of our Advertising
Platform Solutions, Kairion helps advertising clients
to tailor and target their messages to what the
shoppers are actually interested in buying.

FEB

MAX CONZE BECOMES

NEW CEO

The Supervisory Board of ProSiebenSat.1 Group
appoints Max Conze as new CEO with effect from
June 1, 2018. He takes over from long-time CEO
Thomas Ebeling, who left the company on February
22. Max Conze previously has been CEO of UK
technology company Dyson for six years.

MAR

LAUNCH OF THE "EUROPEAN

NETID FOUNDATION"
ProSiebenSat.1,Medien-
gruppe RTL and United
Internet establish the
“European netID Foun-

dation”, which provides the open login standard

“netID". As a result, any website in Europe is able

to offer its users a secure login that conforms with

data protection regulations. The product launched
in October. netID alliance partners include media
houses Sliddeutsche Zeitung, SPIEGEL Group,

Gruner + Jahr in addition to e-commerce retailers

Zalando, Otto Group and Douglas, among others.

28

Q2

NUCOM GROUP PARTNERS WITH
GENERAL ATLANTIC

ProSiebenSat.1 wins General Atlantic (GA) as inves-
tor. The global growth equity investor acquires a
25.1% stake in NuCom Group. In this way, the Group
advances the further strategic development of
its commerce business with the aim to becoming
Europe's premier consumer Internet growth plat-
form. At the start of 2019, GA also exchanges its
shares in portfolio company Aroundhome for an
increased stake of 28.4% in NuCom Group.
——> Read more about the partnership, page 25

JUN

PROSIEBENSAT.1 AND
DISCOVERY BUILD A LOCAL

STREAMING PLATFORM
——> Read more about 7TV, page 15

Q3
PROSIEBENSAT.1 SELLS TOUR
OPERATOR TROPO
After completing the stra-
tegic review of its trav-
el segment and having
already divested travel
portal weg.de and online travel agency Etraveli
in 2017, ProSiebenSat.1 now sells its entire stake
in Tropo. The tour operator is acquired by dnata,
which is part of the Emirates Group.

SEP

START OF
CONSTRUCTIONS WORKS
FOR “NEW CAMPUS"

With a symbolic turn of the sod, construction
of the ProSiebenSat.1 Group's New Campus in
Unterfohring gets underway. On an area of around
26,000 square meters, four studios equipped with
cutting-edge production and broadcast technology
as well as 1,700 workplaces will be created. The
New Campus premises are scheduled for comple-
tion in mid-2023.

We love to

The official turn of the sod for the new
ProSiebenSat.1 campus took place in
September.

Q4
PARSHIP ELITE GROUP ACQUIRES

US ONLINE MATCHMAKING

PIONEER EHARMONY
——> Read more about eharmony, page 27

NOV

STUDIO71 LAUNCHES VERT
Digital studio Studio71estab-
lishes a new business unit,
VERT - The Vertical Content
Division, which specializes
in vertical mobile content. VERT offers brands a
full-service range for executing influencer cam-
paigns on Instagram and harnesses the extensive
reach of the Studio71 influencer portfolio.

DEC

PROSIEBENSAT.1 DIGITAL

LAUNCHES LIVE QUIZ APP
The live quiz app QUIPP is
the first digital application
by ProSiebenSat.1 Digital
that relies on live streaming.
Available as a German and an Austrian version,
the free app allows quiz enthusiasts to test their
knowledge in various categories at 8pm daily. With
QUIPP, ProSiebenSat.1 heralds its entry into the
mobile live entertainment segment and is expanding
the Group's digital reach.

7SPORTS FORMS JOINT
VENTURE WITH ESPORTS.COM

ProSiebenSat.1 significantly expands its e-sports
activities: 7Sports forms a joint venture with the
internationally positioned eSports.com AG. The
eponymous news platform covers all aspects of the
topic and targets all prospective e-sports enthu-
siasts. Together, the partners aim to jointly grow
the leading e-sports portal in Germany, Austria
and Switzerland.




