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LETTER FROM THE CHAIRMAN AND CHIEF EXECUTIVE OFFICERS

In 2011 a new milestone was achieved in this company’s 
history because in the 21 years separating the “young” 
Telecinco from the present, we have become the largest 
audiovisual conglomerate in Spain and one of the most 
important in Europe with the formation of Mediaset 
España Comunicación, a group made up of seven channels 
created at the right time and just when the market and 
management efficiency allowed: LaSiete, Factoría de 
Ficción, Boing, Cuatro, Divinity and already in 2012, Energy.

We were not showing psychic powers when some years 
ago we asserted that the industry was not ready for 
the large number of channels that would follow in the 
wake of the digital switchover. When we assured that 
some that would end in bankruptcy, there were people 
who thought that our position was deliberate in order 
to hold a quasi- monopoly over the industry. Now, a few 
years later, we have been proved right and within a more 
adverse economic scenario than what was first envisaged, 
the consequences have been dramatic: channels cancelled 
and re-rented, new mergers in the pipeline and a future in 
the public sector which is far from encouraging.

Our position in these circumstances is the best possible 
thanks to daily hard work. More than one year ago, we 
signed the merger for the acquisition of 100% of Cuatro 
and 22% of Digital +; we went to the market for funding 
and achieved it in record time and with a surplus offering. 
In January 2011 we started the integration process which 
was conducted smoothly in barely two months and with 
no setbacks either internally or with viewers or advertisers. 
Thanks to these changes, we have included Cuatro in our 

portfolio, which is the best positioned channel in terms of 
image, with the most alternative, original and appropriate 
content for the most interesting audience from a 
commercial viewpoint. We have also included an interest 
in Digital +, the platform with the best pay content on the 
Spanish market.

While undertaking the most important expansion of an 
audiovisual communications group in Spain – handling the 
largest volume of audiovisual content in the sector – in 
one of the most complicated years from an economic 
and therefore advertising viewpoint, Mediaset España 
has been able to adapt to the circumstances and with an 
extraordinary effort to contain costs,  has reported the 
best results in the industry with a net profit of €110.52 
million and a net adjusted profit of €143.45 million, 
representing a margin of 14.2% over income (compared 
with 13.7% in 2010) the highest of any communications 
company in Spain, amounting to €1,009.33 million.

These results would have not been possible without an 
unquestionable lead in audience ratings  with a 26.4% 
audience share as a group following outstanding work 
in the highly complicated task of programming. And 
nor would it have been possible without the efficient 
commercial management of the Publiespaña team, that has 
known how to adapt to the new legislation approved in 
July and new market conditions, creating new advertising 
support such as the virtual product placement, advertising 
slots of less than six minutes during prime time and special 
innovative initiatives with which advertisers have been able 
to tailor communication to target products and viewers.

LETTER FROM THE 
CHAIRMAN 
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Alejandro Echevarría
Presidente

There are also other areas of the company that have 
given us every reason to be proud: within the multimedia 
scenario we have created a high quality Internet television 
channel, MiTele, for all technological supports, which has 
been a success among users. Also noteworthy is the 
subsidiary Telecinco Cinema, through which we have again 
contributed to the mandatory financing of the film industry, 
ensuring, nonetheless, the profitability that governs all our 
management principles. Premiered films include “No habrá 
paz para los malvados” among others.

Despite our day-to-day workload, we have not lost sight 
of our corporate responsibility. In this respect, in 2011 
Mediaset España is among the first in terms of corporate 
governance on the Ibex 35 according to the Corporate 
Social Responsibility Observatory.  Moreover, through 
our social advertising campaigns, we have wanted to 
collaborate with the objective to ease the Spanish tourism 
crisis by starting up the “España sin ir más lejos” initiative 
on television, social networks and the Internet, with the 
collaboration of the Ministry of Tourism and the help of 
viewers and net surfers, among other initiatives.

We have a world-class team, who this year proved its 
professional worth more than ever as the challenge posed 
by the company’s new size was as attractive as it was 
difficult. And the challenge was successfully overcome. 

We are fully prepared to face 2012 thanks to having the 
best information and entertainment offer possible, along 
with the best display for our advertisers and the highest 
guarantee to our shareholders.
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LETTER FROM THE CHAIRMAN AND CHIEF EXECUTIVE OFFICERS

Giuseppe Tringali
Chief Executive Officer

We started 2011 with the responsibility that comes from 
being the leading audiovisual communications group in 
Spain and one of the most important in Europe.  This 
leadership has enabled us to have more channels, better 
technical resources and in particular, the best team to face 
the new challenges that arose during the year.

2011 had its share of events. With respect to conventional 
advertising, we took the first step towards the continued 
improvement of its efficiency for customers, advertisers and 
media agencies through Publiespaña by following a policy 
of advertising slot length that leverages as far as possible 
the opportunities offered and which current legislation 
permits. We have delivered on this commitment:  since 1 
April there has been less than 6 minutes of conventional 
advertising on more than 90% of prime time slots on all 
our channels. This effort on our part sets out apart from 
the competition and recent studies have borne out its 
effectiveness as it considerably increases the advertising 
recall of advertisements broadcast in those slots. 

In 2011 we worked on adapting our special initiative offering 
to the new General Law on Audiovisual Communication. 
In this respect, last April we were involved in a pioneering 
virtual product placement experience in the longest running 
Spanish fiction series in Spain, “Hospital Central”.

Our channel offering has increased since 1 April following 
the launch of Divinity. This channel is aimed at the more 
commercially oriented female viewer and has in its brief 
existence achieved excellent results, ending 2011 with a 
2.1% share in its Core Target group: 16 to 44 year old 
women. This has enabled us to strengthen our multichannel 
and multitarget strategy.

Regarding the marketing of our television offering, we 
have always sought solutions that improve the service 
provided to our advertisers and simplified planning 
and management systems. In this regard, last August we 
launched  NOSOLOFDF (NSF), an advertising channel 
made up of Factoría de Ficción, LaSiete and Divinity. The 
Mediaset Spain Group’s marketing has therefore adopted 
a mixed sale system which combines the advantages of a 
single advertising mode approach and a module offering.

As a result of all the above, Publiespaña retained its 
advertising investment leadership in 2011, achieving a 
43.6% market share, according to the latest Infoadex study, 
and was positioned 13 points ahead of the second private 
operator.

And in Publimedia Gestión, the inclusion of the more than 
20 channels of Canal + together with the existing channels 
of Chello Multichannel into the commercial management 
portfolio enabled us to position ourselves as one of 
the leading Pay-Television operators in Spain. Together 
with the other two lines of business of the subsidiary 
of Publiespaña, Internet y Exterior digital, revenue grew 
markedly  compared with 2010 by almost 40%.

Lastly and through the commitment which units us to our 
clients, towards the end of the year and in collaboration with 
PROMARCA, we started up an institutional campaign to 
support manufacturer brands, with different people from 
our channel arguing in favour of leading brand values and 
which may be summarised as: quality, innovation, trust and in 
particular, variety and freedom of choice. Together we have 
to work in an environment which continues to be marked 
by uncertainty because it is together that we can achieve the 
best results in 2012.

LETTER FROM THE 
CHIEF EXECUTIVE OFFICER
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Chief Executive Officer

LETTER FROM THE 
CHIEF EXECUTIVE OFFICER

Undoubtedly the  year 2011 was a complex year in general 
terms. Nonetheless, I have to say that I feel particularly proud 
of the management work carried out by “Mediaset España 
Comunicación”, at all levels.

Noteworthy in the first place is the fact that Mediaset España 
was once again considered the absolute leader of the Spanish 
audiovisual sector, with a 26.4% share as a whole, almost 10 
points ahead of its closest competitor from among commercial 
television channels. In prime time, Mediaset España’s offering 
was the most preferred (24.7%) , almost 8 points ahead of  the 
Antena 3 group. This was also the case with the commercial 
target where the group’s channels had the greatest advertising 
appeal with advertisers in both total days (28.6%) and prime 
time  (26.4%).

By channel, both Telecinco and Cuatro were leaders in their 
particular competitions and comfortably beat Antena 3 and La 
Sexta, respectively, in terms of viewers and commercial target.

Moreover, in 2011 Mediaset España finalised its multichannel 
strategy which commenced in 2005. Together with  Factoría 
de Ficción, La Siete and Boing, this year saw the launch of 
Divinity and we prepared the launch of Energy which has 
taken place in 2012. In this way, we have built up a group 
of channels enabling the company to reach out to various 
audiences with complementary and highly segmented profiles.

Specifically, with respect to news programmes, Informativos 
Telecinco ended 2011 as the benchmark for commercial 
television, with an average share of 12.6%   (860,000 viewers). 
In addition, Noticias Cuatro  (6.2%) beat La Sexta news 
programmes in all editions.

Nonetheless, I should stress that these results have not entailed 
an increase in programming costs as would have been logical 
to expect. If there is something particularly noteworthy about 
the management deployed in 2011, it is the audience ratings 
achieved as indicated above at a cost not only lower than in 

2010 but which has been sufficiently less to offset the fall in 
advertising expenditure on the television market.

Also noteworthy is the fact that 2011 was the year of Cuatro’s 
integration. This integration was completed in an exemplary 
manner, quickly in just two months, without hitches or conflicts, 
although we were forced to undertake lay-off proceedings 
that affected a total of 127 employees. 

It is also important to bear in mind that 2011 was the year 
of the launch of MITELE, the portal with the largest Internet 
offering of audiovisual groups in Spain, offering the most 
noteworthy content of Mediaset España channels and two live 
television channels: Telecinco and Cuatro. All this was carried 
out in a new and modern environment which is moreover 
multi-carrier, easy, free, high quality and with its own social 
network.

And we also have to mention our contribution to Spanish 
movies that although mandatory, has again  brought us further 
acclaim and bears out that the most important part of our 
contribution is not financial. This is evidenced by the six Goya 
awards obtained by “No habrá paz para los malvados”, not 
forgetting other productions such as “Amigos”, “Verbo” and 
others filming of which has already commenced  such as “Lo 
mejor de Eva”, “Venuto al mondo”, “Tadeo Jones y el secreto 
de los incas”, “Afterparty” or “Lo imposible”. We have high 
hopes for all of them.

The gloomy outlook for 2012 evidences a general crisis 
which affects everyone without exception. I believe, however, 
that we are ready to face and overcome this situation as we 
have a veteran but young team that has already satisfactorily 
proved its management capacity. And we also have a good 
and varied television offering, which this year will be enriched 
with new important features such as the European Nations 
Championship and the World Motorcycling Championship, 
during which we hope Spain will continue to succeed as in 
the past. 
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KEY PERFORMANCE INDICATORS 

KEY PERFORMANCE
INDICATORS 

ECONOMIC  HIGHLIGHTS 2011

Total net revenue  (thousand euro) 1,009.33

Operating revenue  (thousand euro) 164.53

Profit/ net revenue 16.3%

Adjusted  EBITDA  (thousand euro) 180.19

Adjusted EBITDA /net revenue 17.85%

Net profit  (thousand euro) (1) 110.52

Net financial position (thousand euro) 26.45

Origin-based tax paid  (thousand euro) 38.48

Government financial assistance  (euro) (2) 511,530

Community donations  (euro) 57,241

Content generating producers 43

Programmes generated 124

Contracts for the acquisition of third- party production 88

Investment in third party production  (million euro) 131.4

Investment in Fiction Production  (million euro) 83.9

Investment in co-production (million euro) 33.1

Technical investment  (million euro) 15.6

Investment in environmental improvement (euro) 76,215

Advertising efficiency ratio (3) 165

Average ratings 26.4%

Advertiser number (4) 790

Web access number (5, 6) 418,991,481

Daily web user average (5, 7)
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(1)  Attributable to the Parent’s shareholders.
(2)  Relates to assistance received for film co-production activities.
(3)  Advertising Efficiency Ratio prepared by  ‘’INFOADEX’’ for all Group channels.
(4)  Only advertisers with investment have in all  Mediaset España channels have been taken into account.
(5)  Relates to web access of Telecinco, Cuatro, Divinity and Mitele.
(6)  Source: Oficina de la Justificación de la Difusión (OJD).
(7)  Average number of web users a day: 

TELECINCO CUATRO DIVINITY MITELE

AVERAGE USER /DAY 659,224 135,873 62,471 195,450

(8)  Includes programming hours on all  Mediaset España channels.
(9)   As from the approval of the Sustainable Economy Law in 2011, all NGO advertising which was previously considered as 

advertising can no longer be regarded as such. 
(10)  Relates to employees with performance assessment of  Mediaset España, Publiespaña and Publimedia.

SOCIAL DIMENSION 2011

Broadcasting hours (8) 52,668

Programmes with a social content (broadcast numbers) 2,190

Assignment of advertising slots supporting social causes (euro) (9) 5,505,485

Employee numbers  (average for the year) 1,390

Investment in training  (euro) 381,296

Hours of training per employee 17.58

Training actions in skills 16

Transversal training actions 22

Employees with performance assessment (10) 25.47%

ENVIRONMENTAL DIMENSION 2011

Paper consumption  (kg) 14,266

Printer toner and cartridge consumption (units) 409

Battery consumption (kg) 2,884

Waste generated (kg) 117,185

Water consumption  (m3) 24,669

Electricity consumption  (kWh) 63,599

Diesel consumption (litres) 72

Propane gas consumption   (GJ) 642

Natural gas consumption (GJ) 1,124

Greenhouse gas emissions (Tn) 9,334.35
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Mediaset España Comunicación, S.A., formerly Gestevisión Telecinco S.A. (Mediaset 
España or the Company), was incorporated in Madrid on 10 March 1989 and its 
registered office is located at Carretera de Fuencarral a Alcobendas, nº 4, 28049 Madrid.

Mediaset España’s corporate objects consist of the indirect management of the 
Public Television Service and at 31 December 2011 operated six television channels 
commercially (Telecinco, LaSiete, Factoría de Ficción, Boing, Cuatro and Divinity). 
Broadcasting of the new channel Energy will commence in 2012. 

The Company is the parent of a group of companies known as Grupo Mediaset España 
Comunicación, S.A. (the Mediaset Group or the Group) and is required to prepare the 
Group’s Consolidated Annual Accounts in addition to its own Annual Accounts. 

The Mediaset España Group consists of a group 
of companies engaged in business related to the 
audiovisual sector. Its main line of business is the 
use of advertising slots in the television channels 
which it operates.
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COMPANIES INCLUDED

MEDIASET
ESPAÑA

100%
CONECTA

5

100%
PREMIERE

75%
MEDIACINCO 

CARTERA

100%
GRUPO 

EDITORIAL

100%
SOGECABLE 

MEDIA

100%
SOGECABLE 
EDITORIAL

100%
TELECINCO 

CINEMA

100%
PUBLIESPAÑA

100%
PUBLIMEDIA

33,3%
EDAM 
COOP.

30%
PROD.

MANDARINA

43,7%
PEGASO 

TV

30%
LA FÁBRICA 
DE LA TELE

30%
BIGBANG

MEDIA

3%
APROK
IMAGEN

22%
DIGITAL+

CONSOLIDATED LINE BY LINE

CONSOLIDATED EQUITY METHOD

CONSOLIDATED AT COST
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The subsidiaries of Mediaset España are those companies over which the Company has the capacity to exercise effec-
tive control as may be evidenced through a direct or indirect ownership interest of more than 50% of the investees’ 
voting rights.

SUBSIDIARIES AND % 
INTEREST 

CORE BUSINESS

Grupo Editorial Tele 5, 
S.A.U. (100%)

Complementary activities to the exploitation of a television channel (acquisition and 
exploitation of rights, artistic performance, promotion of shows and the publication, 
production, distribution and marketing of publications and graphic materials).

Telecinco Cinema 
S.A.U. (100%)

Film production and television broadcasting services through digital technology, 
research, development and marketing of new telecommunication technologies;  any 
activities needed for any type of television broadcasting;  intermediary services on 
audiovisual rights markets; organisation, production and broadcasting of shows and 
events of any type. 

Publiespaña, S.A.U. 
(100%)

The Company carries out the following activities:

a) The performance and completion of advertising projects and tasks related to 
the contracting, intermediary services and broadcasting of advertising messages 
through any means of broadcasting or social communication.

b) The performance of activities related, directly or indirectly, to marketing, 
merchandising, telesales and any other commercial activities.

c) The organisation and production of shows or cultural, sports, musical or any other 
type of events and the acquisition and exploitation in any form of all kinds of rights 
over the same.

d) The provision of advisory, analysis and management services through any procedure 
connected with the aforementioned activities.

e) The activities detailed may be carried out by the Company in full or in part indirectly 
through interests in other companies with analogous objects.

Publimedia Gestión S.A.U. (100% indirect)

Conecta 5 Telecinco, 
S.A.U. (100%)

Exploitation of audiovisual content on the Internet.

MediaCinco Cartera, 
S.L. (75%)

Administrative, management and accounting, financial, tax, civil, mercantile, labour and 
administrative advisory services in favour of other companies in which it has a direct 
or indirect interest.

Sogecable Media, S.A.U. 
(100%)

Management of marketing of the advertising of audiovisual supports on Cuatro, 
Sogecable’s theme channels on Digital+ the magazine Digital+.

(Continued on next page)
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Set out below are Associates, understood as those entities where Mediaset España has the capacity to exercise signifi-
cant influence (assuming that there is an interest of at least 20%) without direct or joint control.

Changes in the consolidation scope in the year ended 31 December 2011 

COMPANY REASONS FOR CHANGE

Agencia de Televisión Latino-Americana 
de Servicios y Noticias España, S.A.U. 

Sociedad General de Televisión Cuatro, 
S.A.U.

Compañía Independiente de Noticias de 
Televisión, S.L.U.

In 2011 Mediaset España absorbed the subsidiaries Agencia de 
Televisión Latino-Americana de Servicios y Noticias España, S.A.U., 
Sociedad General de Televisión Cuatro, S.A.U. and Compañía 
Independiente de Noticias de Televisión, S.L.U. 

Premiere Megaplex S.A.U. The remaining 50% was acquired

Edam Acquisition Holding Transferred to non-current financial assets

Canal Factoría de Ficción It was would up on 10 November 2011 

Atlas Media, S.A.U. It was wound up on 10 November 2011 

Agencia de Televisión Latino-Americana 
de Servicios y Noticias País Vasco, S.A.U.

It was wound up on 21 December 2011 

Mi Cartera Media, S.A.U. It was wound up on 23 December 2011 

Sogecable Editorial, 
S.L.U. (100%)

Complementary activities to the operation of a television channel (acquisition and 
exploitation of rights of phonograms and audiovisual recordings, artistic performances, 
show promotion and the publication, production, distribution and marketing of 
publications and graphic materials).

Premiere Megaplex, 
S.A.U. (100%)

Activities associated with a gaming and betting operator, including the organisation, 
marketing and exploitation of games, betting, raffles, quiz shows and any other in 
which amounts of money or economically evaluable objects in any form are risked 
against future and uncertain results and that enable their transfer between contestants 
irrespective of the level of skill of the players or which are exclusively or mainly based 
on luck, betting or chance; including advertising, promotion and sponsorship of such 
activities. All the foregoing is in accordance with Gaming Law 13/2011.

(Continued)
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(*) Transferred to non-current financial assets in 2011.

None of the above companies is listed on a stock exchange.

Direct interest through Mediaset España

Indirect interest through Mediacinco Cartera, S.L.

COMPANY 2011 2010 ACTIVITY

Premiere Megaplex, S.A.U.
C/ Enrique Jardiel Poncela, 4
28016 Madrid

100% 50%
Performance of activities associated with a 
gaming and betting operator 

Pegaso Televisión Inc.
1401 Brickell Avenue – Ste 500
Miami, Florida

43,7% 43,7%

Company  channelling investment in Caribevisión 
Network, a Spanish language television channel 
that broadcasts on the east coast of USA and 
Puerto Rico

Bigbang Media, S.L.
C/ Almagro,3
28010 Madrid

30% 30%
Production and distribution of all kinds of 
programmes and audiovisual products on any 
technical carrier media

DTS, Distribuidora de Televisión Digital, S.A.
Avda de los Artesanos, 6
28760 Tres Cantos, Madrid

22% 22%
Indirect management of public satellite pay 
television 

Producciones Mandarina, S.L.
C/ María Tubau, 3
28050 Madrid

30% 30%
Creation and development of audiovisual 
content and its production and commercial 
exploitation 

La Fábrica de la Tele, S.L.
C/ Angel Gavinet, 18
28007 Madrid

30% 30%
Creation and development of audiovisual 
content and its production and commercial 
exploitation 

COMPANY 2011 2010 ACTIVITY

Edam Acquisition Holding I         
Coöperatief U.A.
Flevolaan 41 a
1411 KC Naarden, Ámsterdam (*)

33% 33%

Holding company that owns the investment 
in the Endemol group, which engages in the 
production and exploitation of television 
content and other audiovisual platforms

The investees have received the pertinent communications from the parent, in accordance with the Spanish Companies Act 2010, and 
there are no commitments which could trigger contingencies with respect to such companies. 

Note: The companies’ business names are as follows: Mediaset España Comunicación S.A. (Mediaset España); Grupo Editorial Tele5, 
S.A.U (Grupo Editorial); Agencia de Televisión Latino-Americana de Servicios y Noticias España, S.A.U (Atlas España); Sociedad General 
de Televisión Cuatro, S.A.U. ( Sogecuatro); Compañía Independiente de Noticias de Televisión, S.L.U (CINTV); Sogecable Media S.L.U. 
(Sogecable Media); Telecinco Cinema, S.A.U. (Telecinco Cinema); Mediacinco Cartera S.L. (Mediacinco Cartera); Conecta 5 Telecinco, 
S.A.U. (Conecta 5); Publiespaña, S.A.U. (Publiespaña); Publimedia Gestión S.A.U. ( Publimedia Gestión).
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ORGANISATIONAL CHART OF MEDIASET ESPAÑA

C.D. 
BUSINESS TELEVISIÓN

P.  Vasile

NEWS DIVISION

J. Pedro Valentín

D.A. Sports (J.J. Santos)

NEWS DIVISION
TELECINCO

P. Piqueras

NEWS PLAN. & CTL. 
OPER. DIVISION

J. M. Bautista

ANTENNA DIVISION

P. Marco

- D. A. Marketing
( J. López Cuenllas)

- D.A. FDF  Channel
(R. López Palomar)

-  D.A.  La 7, Boing &   
Energy channels
(S. Sans)

-  D.A. Cuatro
(J.A. Alarcón)

-  D.A.Product selection
(A. López Armendáriz)

- D. Marketing
(J. C. de Ory)

- D. Gaming
(D. Quintana)

- D.A.  Multiplatform 
Content
(A. Mª Bueno)

- D.A. Commercial 
Exploitation
(L. Barrós)

- D. Programme Production
(B. Toscano)
- D.A. Production (O. Flórez)
- D. A. Programme production 
(M. Blanco)
- D. Fiction programmes
(T. Sevilla)
- D.A. Miniseries
(M.J. Sánchez-Biezma)
- D.A. New Projects
(E. Sánchez)
- D.A. Fiction production 
(X.M. Barreira)
- D.A. Entertainment 
Productionn (O. Forniés)

- GM.Telecinco Cinema
(A. Augustin)

- D.A Project Development
(J. Tuca)

- GM Telecinco Cinema
(M. Sánchez-Ballesteros)

NEW BUSINESS
DIVISION

J. Mª Bautista

CONTENT 
PRODUCTION

DIVISION

L. Baltanás

MOVIE & RIGHTS
ACQUISITION

DIVISION

G. Barrois

GENERAL MANAGEMENT 
CONTENT

M. Villanueva

D.A. Document management
(J. Rodríguez)
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COMMUNICATION & EXTERNAL
RELATIONS DIVISION

M. Drago

CHAIRMAN

A. Echevarría

- D.A. Studies & Infrastructures
(M. García Sagospe)

- D.A. Ingeniería y Mto. de Sistemas
(M. Caldés)

-D. A. Publications, Graphics & 
Ad.Services
(J.L. Díaz Dávila)

- D.A. IT Development
(J. Martín)

- D.A. Industrial relations  
& Compensation
(F. Piñera)

- D. A. Procurement & Gen. Services
(M. Montiel)

- D. Ad. Coordination & Special Projects
(A. Santamaría)
- D.  Management control
(F. J. Ascorve)

- D.A. Admin.  Mediaset E. Group
(F. Sanz)

- D.A. Admin. Publiespaña Group
(A. Suarez)
- D.A. Consolidation, Reporting  &  Investees
(T. Reyes)

TECHNOLOGIES
DIVISION

E. Fernández

H.R & SERVICES
DIVISION

L. Expósito

ECONOMIC - FINANCE
DIVISION

J. Uría

C.D. 
BUSINESS ADVERTISING

G. Tringali

Corporate areas  providing services to
Business TV & Business  Advertising

CORPORATE GENERAL
MANAGEMENT

M. Rodríguez

Legal counsel 
D.Internal Audit (A. Mosquera)

D.A. Institutional Relations (M. del Río)

  D.A. Investor  Relations
(L. A. Giammatteo)

     D.A. Mediacinco  Portfolio 
(J. A. Moreno)

GENERAL MANAGEMENT
MANAGEMENT & OPERATIONS

M. Musolino
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The Mediaset Group produces and broadcasts 
audiovisual content on different platforms 
(television and the Internet) for commercial 
exploitation through Publiespaña, Publimedia 
Gestión and the Commercial Area, which 
is responsible for selling rights, licences and 
derivative products. The Mediaset Group also 
produces films and carries on audiovisual news 
agency activities. 

AUDIOVISUAL BUSINESS: CREATION OF MEDIASET 
ESPAÑA, SPAIN’S LARGEST AUDIOVISUAL COMMUNI-
CATION GROUP

2011 was a key year in the history of Spain’s audiovisual sector in general and of 
Telecinco in particular. The company completed the full integration of Cuatro and its 
multiplex channel, marking the start of a new phase by forming Spain’s leading audiovisual 
communication group and one of the main European groups.

This new business dimension has led to the creation of a new corporate identity under 
the trademark Mediaset España, which since April 2011 encompasses Telecinco, Cuatro, 
Factoría de Ficción, LaSiete, Boing and Divinity, and Energy as from 2012. This family of 
channels has the richest target audience in national television. The group also includes the 
companies Publiespaña, Publimedia Gestión, Conecta 5 and Telecinco Cinema.

As regards content, each channel has offered alternative and complementary 
programming options in order to attract the largest and most varied number of viewers. 
Mediaset España completed its change of image with the launch of the channels Divinity, 
in April 2011, and Energy, in January 2012; these channels target young females and 
males, respectively, thereby completing a highly competitive offering that also includes 
Telecinco, targeting the general public; Cuatro, targeting young urban viewers; Factoría 
de Ficción, a TV series channel par excellence; LaSiete, combining the best content from 
Telecinco and Cuatro; and Boing, for infants and children from four to 12 years of age.
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Mediaset España’s new visual identity is a blend of the corporate image of the 
majority shareholder Mediaset with elements that clearly identify Telecinco.

Mediaset España: a segmented, complementary channel and the audience 
leader in Spain’s television market

This range of television channels made the company the 
absolute leader in Spain’s audiovisual sector with an overall 
share of 26.4%, nearly 10 percent above the channel group 
that is it’s immediately competitor in the commercial 
television market. During prime time, Mediaset España’s 
offering (24.7%) also attracted a share nearly eight percent 
above that of the Antena 3 channels. 
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With respect to commercial targets, Mediaset España also 
confirmed its dominance during 2011, as the most appealing 
group of channels for advertisers in terms of both daily 
totals (28.6%) and prime time advertising (26.4%).
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COMMERCIAL 
TARGET Vs

TOTAL DÍA 14.1% 11.8% +2.3

PRIME TIME 12.8% 12.2% +0.6

DAY TIME 14.7% 11.7% +3

Prime time (daily total individuals)

Daily total individuals

14.2

13.2

Source: Kantar Media

Telecinco, the most viewed commercial channel in 2011, with a generalist 
offering based on news, live events, in-house entertainment programmes and 
fiction series

At the end of 2011, Telecinco maintained the clear 
audience leadership that it has enjoyed over the past 
decade in the commercial channel sector. The invincibility 
of Telecinco’s programming model was clearer than ever 
before, despite high audience fragmentation following 
the definitive launch of the new DTT offerings, sealing its 
ninth annual leadership among commercial TV channels 
with a 14.2% audience share, 2.7 percent ahead of 
Antena 3. Prime time was also conquered by Telecinco, 
with a 13.2% share, nearly 2 percent ahead of its closest 
competitor. The channel has now been the commercial 
target benchmark channel for eight years in Spanish 
television, following a new victory in 2011. A 14.1% total 
daily market share and a 12.8% prime time market share 
confirmed Telecinco as the most appealing channel for 
advertisers, with a considerable lead over Antena 3.

11.3

11.5

Telecinco, the benchmark for commercial television in all time slots, with the industry’s largest and most 
varied offering of live, in-house programmes

A part of Telecinco’s success in 2011 lies in its proximity 
to viewers, who chose Telecinco on a daily basis for 
information and entertainment during close to 2,800 
hours of live programming devoted to in-house content, 
once again providing the broadest and most varied 
offering in Spain’s audiovisual arena.

Magazines, game shows, debate slots, social chat shows, 
investigative reporting, reality shows and news were 
some of the main content types that made Telecinco 
the favourite commercial channel in all time slots, as a 
benchmark for live, flexible, viewer-friendly programming.

During prime time, Telecinco broadcast the most popular 
reality shows, the most relevant being “Supervivientes: 
perdidos en Honduras”, with a 27.8% audience share 
and 3,705,000 viewers; it was the most watched TV 
entertainment show in 2011. The reality’s closing show, 
presented by Jorge Javier Vázquez and Raquel Sánchez 
Silva, was the most watched reality programme ever, with 
a share of close to 40% and nearly 4.5 million viewers; 
peaks of over 70% were registered. 
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The twelfth edition of “Gran Hermano” was also held in 
2011; this pioneering Spanish reality show has managed 
to reinvent itself year after year. The show, presented by 
Mercedes Milá, achieved an average of 2,611,000 viewers 
and an 18.1% audience share. These excellent figures were 
recently exceeded by “Gran Hermano 12 + 1”, a new 
edition recovering essential aspects of the programme 
which Telecinco released in January; it became the most 
successful launch of the last three editions of the show, 
achieving a share of 24.5% and 3,528,000 viewers.

Both shows have shared their success with “Acorralados”, 
a new alternative from Telecinco which ended 2011 as 
channel’s most watched programme, averaging 18.6% and 
2,628,000 viewers.

Telecinco’s successful strategy of supporting its reality 
shows through synergies with other live slots and 
generating debates on the evolution of each format 
was again welcomed by viewers, who ensured that 
“Supervivientes: el debate” (1,395,000 and 21.3%), 
“Acorralados: el debate” (1,101,000 and 18%) and the 
slot presented by Jordi González with the medium Anne 
Garmain “Más allá de la vida” (1,419,000 and 15.5%) were 
the most watched late night shows in their respective 
time slots.

Telecinco’s variety show “Tú sí que vales” proved 
invincible. The second season of the live performance 
show presented by Christian Gálvez before a jury formed 
by José Luis Moreno, Risto Mejide, Merche and Kiko 
Rivera ended 2011 as the outright leader on Tuesdays in 
its time slot, having averaged 2,848,000 viewers and an 
18.4% audience share. 

The channel once again had among its ranks the 
indisputable leader of morning television and the winner 
of the Premio Ondas award for the Best Television 

Presenter, the journalist Ana Rosa Quintana with “El 
Programa de Ana Rosa”, the most popular morning 
magazine programme with an average audience share 
of 17.5%, four percent ahead of its competitor slot in 
Antena 3 “Espejo público” (13.5%). Following it, “Mujeres 
y hombres y viceversa”, presented by  Emma García, 
attracted nearly one million viewers with a 15.1% share. 
This was followed by “De buena ley”, in which the legal 
debates chaired by Sandra Barneda achieved over 1.5 
viewers.

Telecinco’s robustness during evening viewing was 
underpinned by two slots that also proved invincible 
in 2011: “Sálvame Diario”, the programme presented 
by Jorge Javier Vázquez which became the television 
benchmark for social chat shows with an average of 
two million viewers and an 18.1% audience share; and 
“Pasapalabra”, which led its time slot with an average 
17.9% share and 2,102,000 viewers. The presenter, 
Christian Gálvez, received the Premio Antena de Oro 
award for the best television presenter.

As regards weekend viewing, Telecinco continued to 
lead Friday and Saturday nights with two of its society 
talk shows: “Sálvame Deluxe”, unbeatable in its time 
slot with an average share of 16.8% and nearly two 
million viewers, and “La Noria”, which was the leading 
commercial television entertainment slot on Saturdays, 
week after week, with an average of 1,684,000 viewers 
(14.8%). Its presenter, Jordi González, received the Premio 
Protagonistas award for television presenters.

One of the programmes launched by Telecinco in 2010 
also consolidated its viewing position on Saturdays and 
Sundays: “Qué tiempo tan feliz”, presented by María 
Teresa Campos, which immediately became one of the 
most popular weekend slots, averaging nearly 1.5 million 
viewers and a 12.3% audience share.
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Telecinco’s fiction offering reflects quality produc-
tions, variety, a wise choice of TV movies and its 
status as a national benchmark for comedy

In addition to in-house programmes, Telecinco stands out 
due to the quality of its domestic fiction offering, through 
which the channel has conquered the hearts of viewers 
with solid slots that have seduced the general public for 
years; in 2011 new fiction releases stood out in terms of 
both plots and visuals. This has occurred with “La Fuga”, 
a new Telecinco production starring María Valverde, Aitor 
Luna and Asier Etxeandía that combines prison-story 
action with romance in a hostile environment, together 
with an unresolved mystery, ingredients that immediately 
(January 2012) seduced an average of 3,162,000 viewers 
(16.9%), becoming the channel’s best release of the 
season. 

The always entertaining escapades set in the Madrid 
district of Esperanza Sur once more attracted a large 
audience on Sunday evenings, making “Aída” the most 
watched comedy show in Spain for another year, with an 
average audience of 3,441,000 viewers (17.2%).

Comedy in its most absurd and zany form is also the basis 
of the show “La que se avecina”. The crazy neighbours in 
the Montepinar apartment block attracted a loyal audience 
averaging 2,790,000 viewers and a 16.1% share; repeats 
of this show became a viewer favourite on Mediaset 
España’s theme channel Factoría de Ficción.

The leading hospital series was again “Hospital Central”, 
in its nineteenth season on Telecinco, where it continued 
to achieve excellent figures (2,456,000 viewers and a 
13.8% audience share).

As regards period fiction, “Tierra de Lobos” progressively 
improved its figures in 2011 to reach an annual average 
share of 15.5% and 2,929,000 viewers.

In addition to these productions, during 2011 Telecinco 
made inroads new areas of fiction through three 
innovative programmes: good against evil in two seasons 
of “Ángel o Demonio”, a production blending action, 
suspense, romance and fantasy that has captivated the 
younger audience and has been a hit in social networks; 
“Punta Escarlata”, a police thriller combining careful 
production and visuals, the mysterious beginning showing 
a disorientated young woman in a state of shock reaching 
an apparently tranquil coastal area, exactly where two 
adolescents who had disappeared eight years earlier were 
buried; and “Homicidios”, a criminal investigation plot 
starring Eduardo Noriega in the role of a psychologist 
specialised in behavioural pathologies who works with the 
head of the National Police’s Homicide Unit to discover 
the identity of a psychopathic killer.

Besides this weekly offering, Telecinco has broadcast 
successful TV movies based on the life stories of celebrities 
such as “Tita Cervera la Baronesa” (2,918,000 viewers and 
17.5% share), “Rocío Durcal. Volver a verte” (2,853,000 
and 14.7%) and “La Duquesa II parte” (2,186,000 and 
11.4%), as well as on recent events in Spain such as the 
terrorist attacks in “11-M” (2,144,000 and 13.6%) and 
the hijack of the tuna fishing boat “Alakrana”, watched by 
close to 1.8 million viewers.
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In-house programmes and the largest offering of foreign series on a generalist 
channel, a successful tandem for Cuatro

Daily total individuals

Daily total commercial targets

Daytime commercial targets

7.6

7.7

Source: Kantar Media

2011 saw Cuatro’s integration into Mediaset España, 
where the strategy of segmenting audiences by channel 
has allowed Cuatro to focus more than ever on its essential 
nature as a channel targeting young viewers, through a 
programming model based on adventure, docu-realities, 
quiz shows, stories, coaching programmes and a careful 
selection of foreign fiction series.

As a result of this combination of products, in 2011 Cuatro 
managed to overtake La Sexta, its closest competitor 
among second-generation channels, having exceeded La 
Sexta’s share in 11 out of 12 months and in nearly 75% of 
disputed days, despite the competitor’s offering of sports 
content such as the Spanish Football League and Formula 
1 races, Cuatro having reach an average 6.1% audience 
share in daily total terms. This dominance was reflected by 
a wider gap in the viewer segment that is most appealing 
to advertisers, referred to as commercial targets, in which 
Cuatro grew to reach a 7.6% share and a 7.7% share in 
daily total and daytime terms, respectively.
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In-house programmes, Cuatro’s calling card

In-house programmes were once again a benchmark in 
the channel’s offering, with a robust range of content 
starring some of Spain’s best known television faces: Marta 
Fernández, Jesús Vázquez, Mercedes Milá, Luján Argüelles, 
Frank Cuesta, Jesús Calleja, Iker Jiménez, Rocío Ramos-
Paul, Pedro García Aguado, Samanta Villar and Adela Úcar, 
among others.

During prime time, Cuatro again demonstrated its mastery 
of the docu-reality and reality genre, broadcasting original, 
entertaining formats such as “Perdidos en la ciudad”, in 
which African tribe members were left in the middle of a 
large city and watched by over two million viewers (11.6%); 
“Hijos de papá”, in which wealthy youngsters learn to get 
by without financial help from their families (1,613,000 

and 9.1%); “Pekín Express”, a treasure hunt through Africa 
by a group of contestants in pairs, with only one euro 
to spend per day (1,214,000 and 7.5%); “Me cambio de 
familia” (1,112,000 and 7.6%), in which various people 
exchanged roles to live with a family radically different 
from their own; and “El líder de la manada” ( 1,065,000 
and 6%), in which César Millán rehabilitated abandoned 
dogs, teaching their owners how to live with them.

Cuatro also offered large doses of adventure in 2011 
through new seasons of “Frank de la jungla” (awarded 
a Premio Ondas for the Most Innovative Programme), 
discovering the fauna in Thailand’s jungle with the help 
of Frank Cuesta (1,624,000 and 8.4%), and “Desafío 
Extremo”, in which Jesús Calleja overcame challenges such 
as reaching the top of unexplored Himalayan peaks or 
beating the world record for aerostatic balloon flight over 
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the Amazon region, watched by an average of 1,252,000 
viewers (6.2%). The excellent acceptance of this type 
of formats on Cuatro led the channel to successfully 
release “Desafío vertical” in 2011; in this programme, the 
presenter from León province accompanied six young 
novices in the descent of our planet’s highest waterfall, 
Venezuela’s Salto del Ángel (1,356,000 and 6.8%). 

Coaching slots were also welcomed by viewers in 2011. 
Weekly programmes such as “Hermano Mayor” (2,034,000 
and 11.7%) and “El Campamento” (1,516,000 and 8.4%), 
in which Pedro García Aguado helped to straighten out 
youngsters with behavioural and psychological problems; 
and “Supernanny” (1,472,000 and 8.9%), thanks to which 
numerous parents made radical changes to the way they 
educate their young children under the supervision of 
Rocío Ramos-Paúl.

As regards report slots, in 2011 “Callejeros Viajeros” 
reached 100 slots and celebrated by exploring the planet’s 
most spectacular beaches and travelling the mythical 
Route 66, among other destinations, accompanied by an 
average of 1,137,000 viewers (6.8%). The programme 
“Callejeros” (7.7%) offered a new season in which the 
team explored Spain, allowing people to air interesting 
stories to over one million viewers on Fridays. 

Cuatro continued to invest in “factual” slots as a new way 
of showing realities never before seen on television: a 
reporter is the protagonist and the content is the reporter’s 
experience. This is the case of the programme “21 days” 
(8% and 961,000). In this third season, the presenter 
Adela Úcar explored the circus world, surfed the world’s 
largest waves and parties for 21 consecutive days. In her 
third season presenting “Conexión Samantha” (805,000 
and 8.7%), Samanta Villara accompanied celebrities such 
as Miguel Bosé and Santiago Segura, and penetrated the 
world of “Las Maras” in El Salvador. Mercedes Milá in her 
programme “Diario de…” explored the concept of “you 
report it, we respond” in the form of weekly reports.

The slot “Cuarto Milenio” once again performed well 
in its seventh season, with an average audience share of 
10.3%, while the second season of “El Cirujano” (8.4%) 
showed the care provided to patients requiring complex 
surgery to overcome health problems or improve their 
quality of life.

The new quiz show “Uno para ganar” presented by 
Jesús Vázquez achieved an average audience of close to 
1.3 million (7.5%). The morning-time programme “Las 
mañanas de Cuatro”, co-produced by Informativos de 
Mediaset España and presented by Marta Fernandez, 
achieved its best ever share (5.4%).

Series choose Cuatro

In 2011 Cuatro broadcast the largest volume of first-
release foreign fiction series in the prime time and late-
night blocks, making its slogan “Series choose Cuatro” 
more appropriate than ever.

Once again, the channel put the focus on the quality of 
its international productions, generating new languages 
that have provided the channel with some of its most 
distinctive features. Besides the usual series such as 
“House”, “Criminal Minds”, “Dexter”, “True Blood”, 
“NCIS Los Angeles” and “Castle”, Cuatro offered major 
new releases such as “Spartacus: Blood and Sand”, which 
reached an average two million viewers (11.6%) in its 
first season, “Criminal Minds: Suspicious Conduct”, “Falling 
Skies”, “Hawai 5.0”, “White Collar”, “The Borgias”, “Strike 
back”, “Millennium The Series” and “The Defenders”.

Cuatro also acquired for 2012 a powerful array of foreign 
fiction from major US producers such as CBS, Fox, Universal 
and Buenavista, covering a large variety of genres and 
including much-awaited series such as Spielberg’s “Terra 
Nova”, “American Horror Story”, “Touch”, “Alphas”, “The 
Finder”, “The River” and the continuation of “The Pillars 
of the Earth”: “A World Without End” or the prequel to 
“Spartacus”: “Spartacus: Gods of Arena”, by Starz.

Daily total individuals

Daily total commercial targets

Daytime commercial targets
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Mediaset España integrates the news teams of Noticias Cuatro and Informativos 
Telecinco, a news programme benchmark in commercial television

In 2011 the merger of Cuatro into Mediaset España 
resulted in the definitive integration of the news teams 
of  Informativos Telecinco and Noticias Cuatro to create a 
new and unique unit responsible for daily news reporting 
focused specifically on the two companies which, 
autonomously and independently, adapt the information 
received from the Atlas news agency to their target 
audiences, maintaining a commitment to independence 
and the editorial line that has always characterised the 
two channels.

This integration process, which includes a new computer 
system, has been accompanied by the unification in a single 
set of all the news programmes previously broadcast by 
Telecinco and Cuatro, and the merging of their website 
content pages www.informativostelecinco.com and www.
cuatro.com/noticias. 

Both online sites have maintained their own identity 
and separate editorial lines, with the same common 
denominator: comprehensive information through a 
highly audiovisual content, ensuring live coverage of the 
year’s most important events and the constant updating of 
information to serve their millions of monthly users, who 
have rewarded Mediaset España daily for its investment in 
quality Net information.

The two sites host all editions of their news programmes, 
including live and pre-recorded broadcasts, providing users 
with a second window through which to view daily news 
when and where they wish.

In the sports area, Deportes de Telecinco’s website (http://
www.telecinco.es/deportes/) was redesigned and, among 
other sports, specific sections were created for football, 
including videos, minute-by-minute coverage of First 
Division matches, a special follow-up of the Spanish Team 
and last phase of the Copa del Rey tournament. Additionally, 
Deportes Cuatro renewed its website to include sections 
that promote interactivity between the programme “Los 
Manolos” (Manolo Lama and Manu Carreño and their 
team) with site visitors through a videoblog in which the 
best and worst aspects of each League weekend, user 

surveys, digital meetings and the launch of their Twitter 
account, @losmanolostv, in order to continue to tighten 
in the Net the already close on-screen proximity achieved 
between the presenters and their viewers.

Informativos Telecinco, a benchmark new 
programme for commercial television

The independence, rigour and proximity with which the 
team led by Pedro Piqueras has transmitted news stories 
to viewers have been the keys to Informativos Telecinco’s 
audience leadership among Spain’s commercial television 
channels, based on average figures for its three daily 
slots from Monday to Sunday (12.6% share and 860,000 
viewers), once again ahead of Antena 3 Noticias.

The daily slot presented by Pedro Piqueras y J.J. Santos in 
prime time continued to be the most watched among the 
commercial channels, with a 13.8% share and 2,013,000 
viewers, 2.3 percent more than Antena 3 Noticias 2 
(11.5% and 1,625,000). 

As a result of this merger, Informativos Telecinco has 
improved both its news team and its array of newsreaders, 
who were joined in 2011 by the journalist Concha García 
Campoy to lead the morning slot together with Leticia 
Iglesias and Ramón Fuentes. With Concha heading the 
team, the morning news programme maintained its 
position as the most watched early morning slot among 
the commercial television channels. 

In the midday slot, David Cantero and Sara Carbonero 
welcomed a new colleague, the journalist Isabel Jiménez; 
their combined contribution secured a 1,851,000 viewers 
and a 13.9% share from Monday to Friday, reducing the 
gap with their immediate competitor to only 0.2%. José 
Ribagorda and Carme Chaparro presented the weekend 
slots together with Jesús Mª Pascual in the sports section. 

Informativos Telecinco achieved these results thanks to its 
coverage of major world events such as the earthquake 
and nuclear crisis in Japan, war in Libya, death of Gaddafi, 
European Summits and the Greek crisis, without losing sight 
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of domestic news in the form of regional and municipal 
elections, the announcement of early General Elections, 
the pre-campaign and the election itself, including the 
change of Government, ETA’s ceasefire announcement 
and the Pope’s visit to Spain, among other stories.

In addition to news stories, in 2011 Informativos 
Telecinco investigated stories having a major impact on 
society through the team of the slot “Reporteros”, which 
prepared special reports on the life and opinions of 
patients and professionals in a home for mental patients; 
on experiences of young homosexuals coming out during 
adolescence; on numerous cases of skin burns due to 
inadequate laser practices detected during the year ; on a 
young person with Down Syndrome in his first experience 
as a journalist interviewing the then Health Minister, Leire 
Pajín; and on the initiative launched by a number of town 
councils to provide guidance to the increasing number 
of grandparents obliged to educate and care for their 
grandchildren, among other stories. 

Noticias Cuatro, ahead of La Sexta Noticias in 2011

In 2011 Noticias Cuatro’s news slots achieved an average 
6.2% audience share from Monday to Sunday, beating 
its main competitor. The largest gap was opened by the 
afternoon slot presented by Hilario Pino from Monday to 
Friday, with an average 8.7% share and 821,000 viewers, 2.3 
percent ahead of La Sexta Noticias 1 (6.4% and 672,000 
viewers).

Besides the addition of Hilario Pino, in 2011 Noticias Cuatro 
hired Roberto Arce for the 20:00 slot, while weekend news 
programmes were presented by Marta Reyero and Miguel 
Ángel Oliver.

All news slots included sports sections prepared by Cuatro 
Deportes, a unit led by Manolo Lama and Manu Carreño, 
whose unmistakable style remained a benchmark for 
sports news slots on Spanish television. The usual team 
of presenters comprising Juanma Castaño, Nico Abad 
and Luis García was joined in 2011 by the journalist Lara 
Álvarez; overall their slots achieved average audiences of 
6.5% from Monday to Sunday (nearly one million viewers).

Mediaset España is committed to sport

Following the Spanish football team’s historical feat when 
it won the World Cup in 2010 during a championship 
televised by Telecinco, Mediaset España continued its 
commitment to major sports events in 2011. 

During the year the group’s channels broadcast a number 
of football competitions with excellent viewing figures, 
such as the UEFA Europa League on Cuatro (1,838,000 
and 11%), FIFA World Club Cup, which F.C. Barcelona 
won, attracting an average of 3,981,000 viewers (48.5%), 
Telecinco’s best Sunday figures since the World Cup final in 
South Africa, and the Under-21 European Championship, 
which the Spanish team won for the third consecutive 

year in an epic final against Switzerland, Cuatro’s most 
watched match in 2011 (2,905,000 and 28.7%). This feat 
was repeated by Spain’s Under-19 team in the European 
Championship held in Romania, also winning its fifth title. 
In 2011 Cuatro also broadcast the Seven-a-Side Football 
Championship for youth team players, in addition to NBA 
basketball matches.

In addition to these major events, at the start of 2012 
coverage included the Spanish Cup “Copa del Rey” 
football tournament and the European Five-a-Side Football 
Championship in the channel Energy, entailing a benchmark 
sports offering for national television that will be rounded 
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off during 2012 by two of the longest awaited sports 
events: the UEFA European Football Championship to 
be held in Poland and Ukraine and the World Motorcycle 
Championship, the rights to which have been acquired 
exclusively by Mediaset España.

In 2011 Mediaset España entrusted sports events to 
Informativos Telecinco’s sports team led by J. J. Santos, 
which includes journalists such as Sara Carbonero, Ramón 
Fuentes, Marco Rocha, Raúl Gamonal and David Ibáñez, and 

to Cuatro’s sports team led by Manolo Lama and Manu 
Carreño. They were supported a number of commentators 
including José Antonio Camacho, Paco González, Vicente 
del Bosque, Fernando Morientes and Lobo Carrasco.

Most of these broadcasts were also available free of charge, 
in high quality and from any PC, tablet or smartphone, 
without the need to download software applications, in 
the portal Mitele.es, Mediaset España’s new Net television 
platform. 

Divinity, Energy, Boing, Factoría de Ficción and LaSiete: a segmented, highly-
competitive offering complementing Telecinco and Cuatro

2011 saw the culmination of Mediaset España’s 
multichannel strategy launched in 2005 when the digital 
terrestrial television channels were born. The company 
has shaped the identity of its channels in response 
to market needs, which are closely related to Spain’s 
economy and DTT penetration. Investment in content 
increased progressively in line with viewer demand to 
acquire the necessary weight as from full digitalisation to 
complete in the new third-generation television scenario, 
in which Mediaset España’s offering in 2011 was the most 
comprehensive in terms of audience profiles and share, 
achieving the sector’s highest annual cumulative share 
(5.9%).

In addition to the range of channels offered in 2010, 
comprising Factoría de Ficción, LaSiete and Boing, in 
2011 the company launched Divinity, targeting the female 
audience and, in January 2012, Energy, targeting male 
viewers, to complete a group of channels that allows 
Mediaset España to exploit 100% of its content and and 
ensures that each channel reaches its target audience; 
channels with complementary, highly-segmented profiles 
capable of providing advertisers with infinite opportunities 
to impact potential customers.

In order to achieve this, Mediaset España applies a 
horizontal programming policy in line with its strategic 
aim of offering the greatest possible variety of genres 
while avoiding competition among the group’s channels, 
with the exception of the fiction theme channel, in which 
series are the star product.

Factoría de Ficción, the leading 
prime time theme channel

In 2011 Mediaset España offered the most complete 
programming in the channel’s history, based on a selection 
of quality international series, carefully chosen films and 
some of Telecinco’s best known fiction series; Factoría de 
Ficción ended the year as the leading new-generation 
channel in prime time, with a 2.7% audience share.

Factoría de Ficción, one of the most robust and 
recognised brands among theme channels, was once 
again thefavourite third-generation television channel for 
advertisers, achieving a commercial target audience share 
of 3.3%.
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During 2011 Mediaset España’s series channel offered 
important new externally-produced titles from Mediaset 
España’s excellent library, the largest in the Spanish 
market, including “Castle”, “The Defenders”, “Hawai 5.0”, 
“Californication”, “Women’s Murder Club”, “The Closer”, 
“Psych”, “Rules of Engagement”, “Saving Grace”, “Samantha 
Who”, “Burn Notice”, “Time Traveller” and “The Kill Point”, 
as well as the fantasy productions “Ghost Whisperer”, 
“Supernatural” and “Medium”, which ended its seventh 
and final season with excellent Thursday night viewing 
figures. The channel also broadcast classic television fiction 
series such as “Friends”, “Cheers”, “Perfect Strangers”, 
“Growing Pains” and “Lost”, and series that have been 
successful in Spain and abroad such as “C.S.I.”, “House”, 
“Life”, “Criminal Minds”, “Monk” and “Cold Case”.

All these series were combined with Spanish series 
produced by Telecinco which achieved excellent viewing 
figures on Factoría de Ficción, including “La que se 
avecina”, “Aída” and “La pecera de Eva”, the fourth and 
final series of which was released exclusively by the 
channel, attracting a large number of young viewers.

LaSiete, a window to the most successful 
content of Telecinco and Cuatro

In 2011 LaSiete continued to allow viewers access to some 
of their favourite programmes from Cuatro and Telecinco, 
Mediaset España giving them a second opportunity to 
enjoy content they were unable to watch in the past. 
Entertainment slots, reality shows, game shows, humour, 
sports and reports allowed the channel to increase its 
cumulative annual figure from a 1.5% share to a 2.3% 
share of viewers aged between 13 and 24, achieving a 
total 1.7% share in terms of commercial targets.

Particularly successful were programmes showing 
content not previously broadcast from Telecinco’s reality 
shows, through daily summaries of “Gran Hermano”, 
“Supervivientes: perdidos en Honduras”, “Acorralados” 
and “El Reencuentro”, special programmes, exclusive live 
connections with contestants during the shows and weekly 
discussion slots; the sports programme “Europa en Juego”, 
in which Ramón Fuentes analysed UEFA Europa League 
matches; Under-21 European Championship matches, 
some of which were broadcast exclusively by LaSiete; 
edited versions of consolidated daily programmes such as 
“Sálvame”, “Mujeres y hombres y viceversa”, “Vuélveme 
loca”, and of weekly programmes such as “Pekín Express”, 
“Más allá de la vida” and a range of comedy slots such 
as “Vaya semanita” and “Agitación + IVA”, among others.

Boing celebrated its first anniversary 
with an audience share of close to 9% 
in children aged between four and 12

In 2011 Boing completed its first year with a strong 
position in content for infants and children. Since it was 
launched, Mediaset España’s theme channel has steadily 
attracted more viewers and in December 2011 reached 
an average 9% share of its target audience, children aged 
between four and 12, having doubled viewing figures in 
only 12 months; its audience grew by 1.1% in one year, 
while its immediate competitors, such as Disney Channel 
(-0.5%) saw no improvement or lost viewers.
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Boing’s growth has been achieved by enriching its range 
of programmes, which include pre-school content (“Play 
with Me Sesame”, “My Little Pony: Friendship is Magic”, 
“Little People”, “The Adventures of Chuck and Friends”), 
classic cartoon series (“The Smurfs”, “The Adventures of 
Tintin”, “What’s New, Scooby Doo?”, “Looney Tunes”, “Mr 
Cat”, “Crazy Cars”, “Doraemon”, “The Garfield Show”), 
action cartoons (“Wakfu”, “Generator Rex”, “Bakugan”, 
“Sonic XS” and “Inazuma Eleven”), series that have become 
worldwide social phenomena (“Ben 10”, “Dragon Ball 
Z”, “One Piece”, “Geronimo Stilton” and “Transformers 
Prime”), game shows and in-house productions (“Not 
without my parents”, “Ben 10 Challenge”, “Juegos en 
familia” and the English-language musical “Peter&Jack: The 
Floating School”), plus numerous real-life series designed 
to entertain families during prime time (“Malcolm in the 
middle”, “Doctor Who”, “Viviendo con Derek”). 

In 2011 Boing also broadcast a varied weekend film 
offering for all the family. Comedy, adventure, action, 
fantasy and science fiction movies were screened from 
Friday to Sunday in a carefully selected offering of cartoon 
and real-life stories, including a Tintin film cycle and 
movies for special dates such as Halloween, Christmas 
or the summer holidays; in those periods Boing achieved 
excellent viewing figures.

Divinity, a channel targeting the female 
audience that has become a benchmark 
for women from 16 to 44 in less than        
one year

In 2011 Mediaset España’s channel family welcomed 
on board Divinity so as to offer a new window for the 
advertising market, within the multichannel offering, and 
build loyalty among a group of viewers with significant 
commercial value: middle- and upper-class women aged 
between 16 and 44. With the aim of becoming the 
benchmark for this female audience, in which a 2.1% 
share had been reached at the year end, since 1 April 
2011 Divinity (first television project inspired by one of 
the group’s websites, Divinity.es) has broadcast content 
designed specifically to meet women’s preferences and 
tastes in leisure and entertainment.

Top-quality, acclaimed foreign series such as “Mad Men”, 
“Desperate Housewives”, “Gossip Girl”, “Sex in New 
York”, “Grey’s Anatomy”, “Mercy”, “Doctor’s Diary”, “Life 
Unexpected”, “Ally McBeal”, “Ghost Whisperer”, “Will & 
Grace” and “Lipstick Jungle”; international reality shows 
not previously released in Spain such as “Style by Jury”, 
“Tabatha’s Salon Takeover”, “Home Heist”, “Say Yes to 
the Dress” and “Bulging Brides”; docu-shows and current 
affairs slots; fashion and trends; celebrities; social life, 
lifestyles and multimedia content from the site Divinity.es 
adapted to the channel were key components of Divinity’s 
programming that earned the brand a position among 
third-generation channels, achieving excellent results in 
terms of audience and image.

Divinity also screened special content on some of the 
main events of 2011, such as the marriage of Prince 
William and Kate Middleton, in the special programme 
entitled “Will y Kate, la cuenta atrás” presented by Nuria 
Roca (who was the channel’s leading face during its 
first year) and Boris Izaguirre; the Prince of Monaco’s 
marriage, broadcast live and presented by Nuria Roca in 
the programme “Alberto y Charlene: Mónaco encuentra 
su princesa”, and the anniversary of Lady Di’s death, in 
the special programme “Divina Diana”, followed by the 
documentaries “Diana: los testigos en el túnel”, “Lady Di: 
su vida en joyas” and “Los vestidos de Diana”. 

 

+1.1

0
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During its first months on air, Divinity established links 
to the music industry. Michael Bublé and his ‘Christmas’ 
disk provided the soundtrack for the channel’s Christmas 
campaign. The Canadian artist’s album is number 1 in the 
country’s main list of digital downloads. 

Divinity’s positioning was further consolidated in its role 
as the official television channel for the 54th and 55th 
editions of Spain’s most prestigious fashion show, the 
Mercedes Benz Madrid Fashion Week; channel content 
was broadcast from a stand in IFEMA’s Cibelespacio, 
where the fashion parades are held, and haghstag 
#divinityestademoda was created in social networks so as 
to once again bring Spanish fashion closer to its viewers 
in the latest edition of the national fashion show held in 
February. This initiative also increased synergies between 
Divinity and Divinity.es, all the fashion parades having 
been hosted in Mitele.es, together with a broad range of 
specific Net content.

This year, due to the launch of the channel Energy, Divinity 
underwent a change of image to use fuchsia pink as its 
definitive corporate colour. The channel progressively 
introduced new content, such as the in-house didactic 
micro-slot “Tricotosas” and the new programme 
“Sexualité”; the focus on quality content was furthered by 
releasing series such as “Brothers and Sisters”, “Gilmore 
Girls” and the first showing in Spain of new seasons of 
“Grey’s Anatomy” and “Desperate Housewives”, in 
addition to a cycle of classic movies entitled “Clásicos 
Divinos”. 

Energy, a channel targeting male audiences 
with sport, foreign series, actions movies, 
daring content and docu-realities, was 
launched 

The sports teams of Informativos Telecinco and Deportes 
Cuatro joined forces for the first time on 9 January 2012 
to welcome the official launch of Energy, Mediaset España’s 
new channel for men, by providing live coverage of the 
FIFA Golden Ball Awards Ceremony, which achieved a 
5.5% audience share and brought Mediaset España’s new 
channel an initial average audience share of 1%.

This marked the start of a new television offering for 
young urban viewers, based on foreign series, male 
action films, daring content and docu-reality shows; the 
channel’s DNA is clearly sports-oriented, since Energy’s 
programming this year will revolve around sport through 
the progressive inclusion of exclusive content and the 
repeat broadcasting of Mediaset España’s for open 
television, such as the World Motorcycle Championship 
in its three categories, the EUFA European Football 
Championship 2012, Spanish Football Cup (“Copa del 
Rey”), UEFA Europa League, NBA Basketball League and 
European Five-a-Side Football Championship 2012, which 
the channel has offered exclusively since January.

Energy will also broadcast an exclusive summary slot 
covering the UEFA Europa League, “Europa en Juego”.

These competitions will be mixed with other formats 
never before seen in Spain that are successful in other 
parts of the world, different sports combining dynamism, 
tension, spectacular action, skills, humour, speed, strength 
and a lot of adrenaline, such as the US fight competition 
“Ultimate Fighter”, truck races in “Top Gear”, pirouettes 
by huge, powerful cars in “Monster Jam” and the always 
entertaining treasure hunts in the programme that is 
now a classic in Spain’s commercial television: “Humor 
amarillo”. 

International, European and North American fiction 
series also form part of Energy’s main content, together 
with in-house programmes and reports.
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Mediaset España, the Spanish 
audiovisual group with the 
largest Net following

Mediaset España’s capacity to provide viewers with a 
leading leisure time offering reached a new dimension in 
2011. The channel group’s audience dominance extended 
beyond television to a different type of screens, increasing 
its presence among Net surfers and social network users 
more than ever during 2011.

The arrival of Cuatro and the new channels has driven the 
integration of the Internet teams in a single unit, Conecta 
5, which has been responsible for the group’s websites and 
has maintained their essential features: Telecinco.es, Cuatro.
com, Divinity.es, Boing.es, Telecinco.es/factoriadeficcion, 
Energytv.es, Telecinco.es/lasiete, Telemanía.es and Mitele.es, 
Mediaset España’s new video portal.

This process has entailed major technical changes in 
Conecta 5 in order to maintain the large website system 
created following the merger. The team has unified all its 
management tools and the site hosting platform to form 
a single shared system for technical and design processes, 
allowing each development to be fed and maintained 
in a more agile, flexible, fast and secure manner. This 
remodelling process will be completed in 2012 with the 
launch of Mediaset.es as the main portal to the group’s 
websites, in a single graphic environment.

All the sites contributed to Mediaset España’s year-end 
leadership in Internet users among national audiovisual 
groups, with a monthly average of over nine million single 
users, as compared with nearly seven million for the 
Antena 3 Group and 8.5 million for the RTVE Group.

Mitele.es, the largest Spanish audiovisual 
content platform in the Net, was launched

The large volume of content generated and broadcast by 
Mediaset España’s channels has driven the transformation 
of the video portal Mitele into Spain’s largest audiovisual 
content platform in the Internet, meeting increasing 
user demand for the favourite television content free 
of charge, when they like, where they like and with the 
highest possible quality, including smartphone and tablet 
access,without the need to download any software.

Mitele currently offers new and classic Spanish series 
and a full library of foreign fiction, content for children, 
the most popular programmes shown on Telecinco and 
Cuatro. and the two channels in real time; a product 
portfolio to which new offerings are progressively added: 
original version content for children and adults in the 
form of foreign fiction such “Spartacus: Blood and Sand”, 
which was joined this year by Spielberg’s “Terra Nova”; 
the 24-hour “Gran Hermano” reality is available for the 
first time and free of charge; live fashion shows from the 
Cibeles Madrid Fashion Week; sports events for which 
Mediaset España holds rights; and, coming up soon, 
content from Moto GP and the UEFA European Football 
Championship, among other events.

All this content is available using a simple, user-friendly 
menu divided into large blocks by genre (Series, TV 
Movies, Programmes, Children, Documentaries and live 
TV, which will be increased by the sections Sports, Music 
and Cinema); an intelligent search engine is used to find 
specific content, recommendations for each user based 
on usage and habits, a high-quality player, multi-support 
presence, interactive features and connections to the 
main social networks through the Mitele community, 
where users can link their Facebook and Twitter profiles 
to be in direct contact with friends and followers.

This service, launched mid-November, achieved 
spectacular results in terms of both users and connections 

PARENT: NATIONAL TRAFFIC. Source: Nielsen

 MEDIASET ESPAÑA GRUPO ANTENA 3 GRUPO RTVE

MONTHLY AVERAGE SINGLE USERS 9,397,666 6,953,212 8,543,065
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to live Telecinco and Cuatro and to on-demand series and 
programmes, having exceeded 1.5 million single users in 
December. 

Telecinco.es, Spain’s leading television website in 
the audiovisual sector

Telecinco.es once again stood out in 2011 as the market’s 
leading television website, with 9,241,000 single users and 
a daily average of nearly 700,000.

TELECINCO.ES

 SINGLE USERS DAILY AVERAGE

MONTHLY 
AVERAGE

9,241,080 659,913

Significant contributions to these data were made by reality 
shows such as “Gran Hermano” and “Supervivientes”, 
as well as the daily programmes “Mujeres y Hombres 
y viceversa” and “Sálvame”, among others. In the fiction 
arena, productions such as “La que se avecina”, “Aída”, 
“Tierra de lobos” and “Punta escarlata” were very popular 
in the website.

In 2011 Telecinco.es was redesigned to meet new user 
demands and to create a graphic environment integrating 
all the group’s channels, equipping the site with new 
functionality by enhancing surfability. The best moments 
of the day, the most stunning video news stories and the 
best interviews were still the most popular content; users 
may now view several items simultaneously thanks to a 
new player with several viewing layers to explore different 
content. New viewing forms have also been added to 
the traditional video galleries and photo galleries to make 
them more agile, reduce reloading times and allow more 
comprehensive, intuitive surfing.

Telecinco.es continued its efforts to turn viewers into 
protagonists and to connect its audience to the channel’s 
friendly faces. With this in mind, the site launched 
“Acorralados”, presented by Raquel Sánchez Silva, with 
personal updates on the game show in social networks, the 
presenter’s own videos and live showing of unpublished 

photographs, representing a new step forward in Net 
coverage of television formats. 

Telecinco.es has made giant steps in its strategy to 
connect with social networks, opening up new spaces to 
directly and automatically follow comments in the Net 
and linking navigation through live programme pages with 
opinions published in Facebook and Twitter both by users 
from their homes and by the programme presenters and 
collaborators from the set.

This focus on social networks, allowing a customised service 
to each user’s taste through programme segmentation, 
has brought exponential growth in the number of fans 
and followers of Telecinco in social media; at the date of 
this report Telecinco has over four million followers in 
Twitter and 3.2 million fans in Facebook, combining all the 
channel’s content (official accounts and profiles of all its 
series and programmes). 

Cuatro.com, a new website bringing a different 
profile of highly-active, participative users to 
Mediaset España’s group of sites

Cuatro.com’s Net content underwent a major 
transformation in 2011 to enhance synergies between 
channel and site content, thanks to the daily activities 
of television personalities working to reach viewers 
through this alternative window. This was the case of the 
programme Los Manolos, with its new Deportes Cuatro 
blog, and of Marta Fernández, the presenter of “Las 
mañanas de Cuatro”, who has made daily blog entries of 
unpublished content, mirroring the programme in the Net 
and in her Twitter. 

Cuatro has contributed to Mediaset España a new profile 
of Net users who are young and particularly active 
and participative; in 2011 they were the producers and 
protagonists of daily information, sharing their photographs 
and videos. This viewer profile generated considerable Net 
demand for the slots “Callejeros” and “Cuarto milenio”, 
in addition to the foreign series “Strike back” and “Falling 
skies”. 

Cuatro.com also made major progress in connecting all 
its content to Twitter and Facebook, reaching over two 
million followers and nearly 4.2 million fans, respectively, at 
the date of this report. 
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All these efforts were rewarded in 2011, when the site 
achieved a monthly average of three million single users 
and a daily average of close to 150,000.

Divinity.es, one of the most visited celebrity portals 
in Spain, increased synergies with the Divinity 
television channel

Divinity.es, Mediaset España’s celebrity portal specialised 
in trends and social chat, exceeded one million single 
users in 2011, breaking down a significant barrier to place 
Telecinco’s site among the most visited celebrity sites in 
Spain. With 114 million page visits, the site has growing 
support in social networks, Facebook fans and Twitter 
followers reaching over 30,000 and close to 50,000, 
respectively.

Blogs are fed by a large team of collaborators such as 
Nacho Montes, Lorena Morlote, Màxim Huerta and 
Carmen Lomana, addressing the most diverse subjects 
through an original focus, ensuring quality journalism with 
a sense of humour. The portal also provides visitors with 
“El revistero” and a “press kiosk” containing links to the 
world’s main celebrity magazines, among other content. 

This year’s special features included coverage of Prince 
William’s marriage with Kate Middleton, broadcasting live 
the arrival of guests and the ceremony for seven hours 
non stop from London; the Duchess of Alba’s marriage 
with Alfonso Díez; and the Prince of Monaco’s marriage 
with Charlene Wittstock, among others. 

Useful synergies were achieved with the Divinity television 
channel, launched in April under the same name to create a 
multi-platform project sharing content, providing additional 
information on reality shows, series and micro-slots 
broadcast on Divinity, such as “Desperate Housewives” 
or the recently released “Tricotosas”, for which Divinity.
es has opened a permanent section containing step-by-
step knitting explanations, the online community “Las 
Tricotosas” with links to social networks and all the details 
of how celebrities have signed up to this trend.

Boing.es, a children’s website with interactive 
content, additional information, materials to 
download and on-demand episodes

Children can watch the adventures of their favourite 
cartoon characters time and time again, be the first to 
discover new episodes, play games online or decorate 
their computer with a broad range of downloadable 
photographs and materials, among other opportunities 
offered by Boing.es. The site was completely revamped in 
2011 and now allows children to express themselves in 
sections such as Xpresate, where they can take part in 
closed response surveys.

Unanimous recognition from critics and 
the general public, the distinguishing 
factor of Telecinco Cinema’s film offering

Mediaset España’s film subsidiary contributed in 2011 to 
the company’s necessary investment in movies, an activity 
that voluntarily seeks the quality and profitability that 
characterises Mediaset España in all its business lines. 

On this basis, the subsidiary Telecinco Cinema screened 
and started or concluded the filming of some of the 
Spanish film industry’s most outstanding works, comprising 
a highly varied array of genre directed by successful, 
internationally renowned film-makers and by bright young 
hopes from a pool of new talent encouraged every year 
by the company.

Comedies for all audiences, films bringing the theme 
movie genre to cinemas and thrillers starring some of 
the most popular actresses and actors were Mediaset 
España’s main focus in 2011.

New releases included “No habrá paz para los malvados”, a 
thriller directed by Enrique Urbizu, starring José Coronado 
and Rodolfo Sancho; “Verbo”, the first full length movie 
by the acclaimed short film director Eduardo Chapero 
Jackson, starring Miguel Ángel Silvestre, Alba García and 
Verónica Echegui (both of which were screened at the 
San Sebastián Film Festival); “La daga de Rasputín”, a 
comedy directed and interpreted by Jesús Bonilla, also 
starring Antonio Resines, Antonio Molero, María Barranco 
and Carolina Bang; and “Amigos” (winner of the Public 
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Award in the XIV Málaga Film Festival) a comedy by Borja 
Manso and Marcos Cabotá, starring Ernesto Alterio, Goya 
Toledo, Diego Martín and Manuela Velasco.

This was not the only award received by a Telecinco 
Cinema’s project in 2011, since the movie “No habrá paz 
para los malvados” was nominated for 17 Goya awards 
and won six, including Best Film, Best Director and Best 
Leading Actor; while “Verbo” was nominated in three 
categories: Best New Actress, Best New Director and Best 
Original Song, although the awards went to other films.

In February 2012, Telecinco Cinema released the first 
new film of the year, “Lo mejor de Eva”, a thriller by 
Mariano Barroso, starring Leonor Watling and Miguel 
Ángel Silvestre.

The company also finished filming four new projects 
in 2011, including one of the most ambitious ever 
undertaken by Spain’s movie industry: “Lo imposible”, the 
new film by Juan Antonio Bayona, “Venuto al mondo”, a 
movie directed by Sergio Castellitto, and “Tadeo Jones”, 
the first 3D animated movie, produced by the company 
directed by Enrique Gato.

In coming years Telecinco Cinema plans to achieve further 
success in an industry in which it has already made its 
mark thanks to productions such as “Ágora”, “El Laberinto 
del Fauno”, “Celda 211”, “El Orfanato”, “Alatriste”, “Ché”, 
“Spanish Movie”, “Los crímenes de Oxford”, “Al otro 
lado de la cama” and “Los dos lados de la cama”, movies 
that obtained unanimous recognition from critics and 
are among the best film productions in Spain in terms of 
investment volume and box office figures. 

Atlas, the market’s leading audiovisual 
news agency

In a year market by the economic crisis and the closure or 
transformation of a many new DTT operators, Mediaset 
España’s news agency maintained its leading position and 
fulfilled objectives for 2011.

Atlas’ services basically targeted television companies 
and digital media in 2011. In the television market, Atlas 
collaborated with national television channels such as La 
Sexta and Intereconomía TV, and with regional and local 

companies such as Canal Sur, TV Castilla León, V Televisión 
(Voz) and Canal 8 (Godó Group), which once again 
opted for the agency’s national, international and sports 
news services.

Atlas also continues to be the benchmark audiovisual 
agency for digital media, collaborating with the main online 
general news websites, including ElMundo.es, ElPaís.com, 
LaVanguardia.es, ElPeriódico.com and ABC.es.

As a content producer, in 2011 Atlas was responsible 
for all news production for Informativos Telecinco and 
Informativos Cuatro, produced the eighth season of 
“Diario de…” and broadcast top sports events such as 
UEFA Europa League matches.

Mediaset España adapts its solidarity 
project “12 MESES” to the new multi-
channel environment 

On 1 January 2012, “12 meses, 12 causas”, the largest 
solidarity project undertaken by a media company in 
Spain, celebrated its 12th anniversary with unanimous 
recognition from the general public. The new dimension 
occupied by the company in the audiovisual market has 
brought a new approach to social initiatives, which have 
been adapted to the new times to make the most of 
Mediaset España’s new resources and the penetration 
capacity of its seven television channels, websites and 
presence in social networks.

In 2000 very few companies spoke of corporate 
responsibility or “social advertising”. Telecinco then began 
to support the “recognition of our older generations” 
by broadcasting an institutional commercial and through 
it channel content. The aim was not to earn money by 
achieving high viewing figures. The only purpose was to 
stimulate viewers, make the most of their television screens 
to enter their homes, shake consciences and give back to 
society a part of what the channel received from it. 

Since then, Mediaset España has entered Spanish homes 
monthly to explain to viewers, always from a positive 
perspective, that the matters which society must care for 
are not far away and that their own attitude in particular 
is important in order for things to change.
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Through “12 meses, 12 causas”, the company has 
combated cancer, drug addiction, school bullying and 
piracy; encouraged reading, sport, music, health habits, 
healthy eating, gender equality, responsible driving, a 
healthy sex life; supported the elderly, children, Alzheimer’s 
patients, abused women and discriminated groups. The list 
is long: more than 100 causes, thousands of minutes of 
television, scores of institutional commercials for a total 
commercial value estimated at € 14 million.

Telecinco’s effort, involvement, originality and social 
commitment in the past 12 years has earned it 45 awards 
and recognitions such as the Red Cross Gold Medal, a 
Unicef Award and several awards from Instituto de la 
Mujer, Fundación RANDSTAD and IMSERSO, among 
others.

Now in 2012, “12 meses, 12 causas” has changed its name 
to “12 meses” to reflect the fact that the calendar no 
longer determines the number of causes and is a mere 
point of reference to determine the annual nature of the 
company’s solidarity actions.

The project now has three fundamental pillars, three 
far-reaching causes that are tangible and will bring 
quantifiable results throughout the year :

• “Eres perfecto para otros”, an awareness campaign 
launched in February in association with the National 
Transplant Organisation to foment a culture of organ 
donation, increase the number of donors in Spain and 
announce the organisation’s most pressing needs.

• An comprehensive action by Mediaset España to 
encourage healthy living and sports in parallel with 
the sports events that will be broadcast by the group’s 
channels during the year.

• A multi-directional action to promote care for the 
planet and build awareness of the importance of 
protecting the environment.
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Awards received in 2011

 � Golden Microphone award for Ana Rosa Quin-
tana in the Television section.

 � Álvaro Cunqueiro award for Informativos Tele-
cinco in recognition of its nationwide promotion 
of food from the Galicia region.

 � TP de Oro awards:

• Best Presenter of Variety Shows 
for Ana Rosa Quintana.

• Best Actor award for Paco León.

 � León province’s II TV Festival awards:

• Best Fiction Series award for 
“Tierra de Lobos”.

• Best Actress award for Alexandra Jiménez.
• Best Actor award for Jordi Rebellón.

 � Málaga Film Festival:

•	 “Amigos…” award from the Public.

 � Atlas España received the award “Igualdad en la 
empresa” from the Ministry of Healthcare, Social 
Policy and Equality.

 � Joan Ramón Mainat award at the Vitoria Television 
and Radio Festival for Ana Rosa Quintana and for 
“La que se avecina”.

 � Antena de Oro award:

•	 Christian Gálvez.
•	 Marta Reyero.

 � Protagonistas 2011 award: 

•	 Jordi González.
•	 José Coronado.

 � Actors Union award 2011:

•	 Adriana Ozores (Best Leading Actress) 
for her role in “La duquesa”.

•	 Ana Polvorosa (Best Secondary 
Actress) for her role in “Aída”.

•	 Ana Labordeta (Best Secondary 
Actress) for her role in “Aída”.

•	 Secun de la Rosa (Best Cast 
Actor) for his role in “Aída”.

 � Ondas awards:

•	 Best Presenter award for Ana Rosa 
Quintana for her morning slot on Tele-
cinco “El programa de Ana Rosa”.

•	 Innovation or Quality award for 
the docu-show “Frank de la Jungla” 
presented by Frank Cuesta. 

•	 Best Foreign Fiction award for 
“House”, starring Hugh Laurie. 

•	 Best Mini-Series award for the 
TV movie “11-M”.

 � “Corazón de León” award granted by Fundación 
Lions Clubs España to Ana Rosa Quintana “for her 
determined and outstanding generosity in favour of 
the most needy, providing help, support and consola-
tion for people affected by the Haiti earthquake and 
countless other charitable causes, reflecting her most 
philanthropic and solidarity oriented side, always thin-
king of others”.

 � Goya awards:

•	 No habrá paz para los malvados: Best 
Film, Best Director, Best Leading Actor, Best 
Editing, Best Sound and Best Original Script.
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ADVERTISING BUSINESS: HIGH COVERAGE, A WEALTH OF TARGETS AND 
PROFILES COMPLEMENTING FLEXIBLE AND CREATIVE PROPOSALS, THE 
KEYS TO THE PUBLIESPAÑA GROUP’S LEADING POSITION

GROUPS
MARKET 
SHARE

MEDIASET ESPAÑA

43.6%

ANTENA3 Group

30.5%

LA SEXTA Group

11.4%

Regional television companies 8.9%

TVE Group

0.0%

OTHER 5.7%

TOTAL 100.0%

MARKET FIGURES 2011

Source: INFOADEX

In 2011 the Publiespaña Group integrated Sogecable 
Media’s sales team in record time. The merger gave rise 
to a much stronger human team prepared to manage 
the portfolio of Spain’s largest audiovisual communication 
group, with operations in generalist television (Telecinco 
and Cuatro), open theme television (LaSiete, FDF, Boing, 
Divinity and Energy), pay television (Digital+ channels, 
Publimedia Gestión being responsible for advertising 
management) and online television through Mitele.es, 
Telecinco.es, Cuatro.com and the group’s other websites, 
a media group with high potential from a commercial 
viewpoint.

In view of the rich variety of profiles and with the aim of 
protecting the market and ensuring that the growth path 
created by continues, Publiespaña has launched a new 
phase with a commercial policy designed to continue 
providing advertisers and media agencies with television’s 
best advertising product while always showing meticulous 
respect for the commercial management terms imposed 
by the National Competition Commission.

With this in mind, the company has developed a 
commercial offering founded on the group’s three 
main pillars: the coverage and effectiveness provided by 
Telecinco as the leading commercial television channel; 
Cuatro’s quality profile and the segmentation capacity 
offered by Boing, Divinity, Energy, Factoría de Ficción and 
LaSiete, observing at all times each channel’s positioning 
and identity. 

This strategy has allowed Publiespaña to remain the 
market leader, with an investment share of 43.6%, despite 
the difficult general economic situation.
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Publiespaña has created a system 
of “intelligent advertising blocks” 
by adopting a mixed management 
model combining the advantages 
of the single set of blocks with the 
benefits of module marketing

Publiespaña has simplified its planning and management 
system and has adapted its offering to the current market 
situation, having developed a unique offering through a 
mixed marketing system that combines the best features 
of a single set of blocks with a module system, thereby 
creating the concept of “pauta inteligente” or intelligent 
advertising blocks. 

This was achieved by designing two major modules, one 
led by Telecinco and the other by Cuatro, which overlap 
the selling of advertising slots with those of the group’s 
theme channels with which there is more affinity in terms 
of qualitative targets.

The company has launched a new channel called 
“NosoloFDF”, comprising Factoría de Ficción, Divinity 
and LaSiete, targeting young audience profiles that are 
closely related and consistent; these blocks are broadcast 
as a single set and have been integrated into Telecinco 
commercial module.

In 2011, Publiespaña presented the market with an 
innovative commercial offering for Boing, along with its 
usual system of advance selling and a three-month slot 
allocation guarantee, in which it has emphasised the launch 
of a new sponsored format in the form of a small flying 
robot that explains to children the secrets of a healthy 
diet and habits at breakfast and at afternoon snack time, 
bringing in the slots “have your breakfast and afternoon 
snack with Boing”, in which different digital advertising 
formulae feature real prescribers in a virtual set.

Publiespaña has reduced the length 
of its prime time advertising blocks 
to enhance campaign effectiveness

In January the company decided to reduce the length of 
its prime time advertising blocks to a maximum of six 
minutes for conventional advertising, so as to maintain its 
market commitment based on historical demands from 
advertisers. 

This measure, which has been progressively adopted by 
all the group’s channels and is gradually being applied by 
other channels, explains the fact that 90% of Mediaset 
España’s blocks between 20:30 and 00:30 were shorter 
than six minutes in length by the year end, thereby 
benefiting both viewers and advertisers; with this initiative, 
advertisers receive added value in terms of campaign 
effectiveness during prime time.

A recent study prepared by the research institute CIMEC 
has confirmed that recall and recommendation of brands 
advertised in blocks of less than six minutes improve by 
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an average of over 30%. This reaches 55% with respect to 
advertising broadcast in blocks longer than six minutes.

Publiespaña has reinvented its 
portfolio of Special Initiatives, 
bringing in virtual product place-
ment for the first time in the 
Spanish market

Publiespaña has bolstered it conventional advertising 
strategy through the development and launch of new 
formats tailored to the requirements brought in by the 
Law on Audiovisual Communication. The new time frame 
established by this law for all commercial developments 
except traditional commercials generated a genuine 
challenge for Publiespaña in 2011 and forcing it to reinvent 
the product portfolio with creative and flexible solutions 
tailored to each advertiser. Through sponsorships, 
internal moments and, in particular, product placement, 
as the maximum expression of content and advertising 
integration, the company’s launched a new business line 
in the form of virtual product placement, for the first time 
in Spain, consisting of the digital insertion of a brand in 
domestic and foreign fiction series.

The pioneering experience in “Hospital Central”, Spain’s 
most long-running television series, in 2011 led to other 
virtual placements in productions such as “La que se 
avecina”, “Aída” and even the foreign series “Criminal 
Minds”.

The range of product placement alternatives in the 
commercial policy applied by Mediaset España’s channels 
has also grown considerably in recent months in various 
entertainment and coaching programmes on both 
Telecinco and Cuatro.

In 2011 Publiespaña conducted a study in association with 
Aegis Media on the effectiveness of product placement in 
order to test the results of campaigns carried out using 
this new product type, determine the opinions of viewers 
and be in a position to offer customers a tried and tested 
offering that would lend credibility and reliability to this 
new business approach; the results of the study were 
excellent as regards audience perception of the presence 
of product placement in fiction series.

Source:  KANTAR MEDIA (PT: 20:30- 24:30)

% PT blocks less than 6 minutes 2011
Conventional advertising (except overlays)

GROUPS %

MEDIASET ESPAÑA

93%

ANTENA 3 Group

40%

LA SEXTA Group

79%
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The study concluded that placement as an advertising 
form is generally considered to be positive for a brand, 
enjoys high credibility and exclusivity, does not elicit 
rejection, distinguishes a brand from other advertising, 
attracts attention and recall in viewers and is a different, 
non-invasive type of advertising that is even able to blend 
with the fiction.

According to survey respondents, the average 
recall for placed brands was nearly 50%, with an 
effectiveness rate of close to 40%. The report also 
found that the presence of brands in programmes 
not only did not elicit viewer rejection (as stated 
by nearly 80% of respondents) but that viewers 
recognised major benefits such as the reduction in 
commercial breaks (less interruption of television 
content) and the degree of realism and credibility 
afforded to programmes and series by brand 
presence. The study showed that brand integration 
into programmes brought them closer to viewers 
(60% of respondents), favoured brand identification 
(62%) and awakened viewer interest (63%). 

In association with its customers, Publiespaña also 
implemented special actions during 2011, closely integrated 
with Mediaset España’s content, such as channel self-
promotion for Cuatro and Telecinco starring some of their 
most charismatic presenters, to the rhythm of the most 
emblematic Coca-Cola songs, on its 125th anniversary, the 
“Isla Pladur” as a haven of tranquillity on the “Sálvame” set 
and a special edition of “Pasapalabra” in which Ford and 
Telecinco joined forces to find the person with the best 
football knowledge in Spain, coinciding with the launch of 
new Ford car models.

Publiespaña has promoted viewer 
awareness of the importance of 
brands through the institutional 
campaign “We support brands”, 
starring presenters from Telecinco 
and Cuatro

As in 2009, with its pioneering launch of the first brand 
campaign launched in Spain by a television company, which 
was applauded by the advertising industry and businesses, 
in 2011 Publiespaña built a new bridge between the 
company and its customers in the form of an institutional 
campaign designed to boost consumer confidence in 
brands; this time the message was broadcast on a larger 
number of channels.

With the slogan “We support variety and freedom”, 
during the Christmas shopping season (a crucial period 
for consumption), Mediaset España’s channels broadcast 
a number of commercials and individual slots starring 
some of the best known faces of Telecinco and Cuatro, 
such as Pedro Piqueras, Jorge Javier Vázquez, Mercedes 
Milá, Hilario Pino, Mario Picazo, Emma García, Ana Rosa 
Quintana, David Cantero, Jesús Calleja, Marta Fernández 
and Manu Carreño. 

A service-oriented company in 
direct contact with its customers

The giant step taken by Publiespaña in 2011 was possible 
thanks to its long experience in an industry to which 
the company has contributed innovation combined with 
commitment to market agents in terms of guarantees, 
creativity, flexibility, service and transparency, informing its 
customers and the media agencies on a timely basis of 
new developments in 2011 through its quarterly digital 
magazine Top Spot, which was sent out to nearly 4,000 
contacts and was subsequently available in the company’s 
website, www.publiesp.es. At the end of 2011, Publiespaña 
announced the new features of its 2012 commercial policy 
in a heavily attended event starring over 30 presenters 
and actors from Mediaset España, during a gala night in 
which the company presented its strong content offering 
to over 350 customers from more than 200 companies, 
so as to ensure continued proximity to advertisers and 
media agencies.
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Publimedia Gestión consolidated 
a multi-support offering based on 
pay television, Internet and digital 
signage

In 2011 Publiespaña, through its subsidiary Publimedia 
Gestión, offered customers a full mix of media, its pay 
television, Internet and digital signage areas having grown 
stronger.

In pay television, Publimedia Gestión took over advertising 
management of the channels produced by Prisa TV in the 
Canal + platform, a broad commercial offering that stands 
out for quality programming, including the main sports 
events such as the Professional Football League, prestigious 
championships in different sports and benchmark 
channels with varied themes, allowing Publiespaña’s 
subsidiary to develop an excellent commercial proposal 
that was completed by the in-house channels of Chello 
Multicanal and the on-demand television services of 
ONO Televisión, which entered the beta launch phase of 
its intelligent television (TIVO) at the end of 2011.

In the online area, the company added advertising 
management for Cuatro.com to its varied portfolio, 
extending its offering of online series streaming, a product 
that has shown high advertising investment growth in 
Spain. Publimedia Gestión worked in association with 
Vivaki to develop a new video advertising format called 
‘ASQ’, which allows users to actively select the advertising 
they wish to watch, from among a number of options. This 
and other video formats are reflected in the commercial 
structure of Mitele.es, Mediaset España’s new video 
platform. The two sites have joined the ones already 
marketed by Publimedia Gestión, Telecinco.es, Divinity.es 
and the rest of the group’s sites.

As regards external digital advertising, referred to as 
‘digital signage’, in 2011 Publimedia Gestión implemented 
advertising actions taking advantage of major technological 
developments that have allowed the integration in its 
iWall screen circuit of commercial initiatives ranging 
from augmented reality and 3D advertising to sensory, 
audio, tactile, kinetic and even olfactory experiences, 

growth in this sector having been consolidated in 2011. 
The company has worked actively to improve this area, 
supporting the Interactive Advertising Bureau (IAB)’s 
initiative to develop the first White Paper on digital 
signage advertising, providing advertisers with guidelines 
to prepare, contract and monitor advertising campaigns.



43

CORPORATE RESPONSIBILITY REPORT 2011 

OUR ECONOMIC AND FINANCIAL HIGHLIGHTS

Consolidated	financial	statements	(million	€)

 2009 2010 2011

NON-CURRENT ASSETS 523.906 1,570.111 1,542.170

CURRENT ASSETS 210.184 410.800 417.252

TOTAL ASSETS 734.090 1,980.911 1,959.422

 2009 2010 2011

EQUITY 291.609 1,376.105 1,425.836

NON-CURRENT LIABILITIES 112.256 105.831 34.894

CURRENT LIABILITIES 330.225 498.975 498.692

TOTAL LIABILITIES 734.090 1,980.911 1,959.422

Summary	of	the	Consolidated	Separate	Income	Statement	(million	€)

2009 2010 2011

Total operating income 656.260 855.061 1,009.330

Operating costs 533.5 635.6 844.8

Operating profit/(loss) 122.8 219.4 164.5

Profit/(loss) before taxes and minority interest 2.849 36.5 151.1

Group’s net profit/(loss)1 48.4 70.5 110.5
1 Attributable to Parent company’s equity holders

Economic	value	generated	and	distributed	(million	€)

2009 2010 2011

1. Economic value generated 656.3 855.1 1,009.330

2.  Economic value distributed

           a. Operating costs 533.5 635.6 844.8

           b. Taxes and minority interest -45.6 -34.1 40.6

           c. Community donations and investments 6.4 7.4  3.3

           Total economic value distributed 494.3 609 888.7

3.  Economic value1 162 246.1 120.6
1 Economic value retained=economic value generated-economic value distributed
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VALUE FOR OUR SHAREHOLDERS

Mediaset España ensures smooth relations with its 
investors as stipulated by the Spanish National Securities 
Market Commission (CNMV) for listed companies. 

Investors are informed through three channels: submission 
of quarterly results to the CNMV, the corporate website 
(http://www.telecinco.es/inversores/es/ or http://www.
telecinco.es/inversores/en/), which was redesigned at the 
end of 2011, and by e-mail to each investor and analyst 
that requests the information.

As a general rule, this process is followed by a results 
presentation that may be followed in real time through a 
conference call and webcast so as to allow stakeholders 
to pose any questions deemed fit. The presentation 
is recorded, stored and posted on Mediaset España’s 
website until the following session.

In addition to the periodic publication of quarterly and 
annual results, during 2011 Mediaset España participated 
in a number of seminars held in Spain and in the UK 
and the USA for media companies, establishing direct 
contacts with some 100 investors. In 2011, 35 meetings 
and conference calls were held with investors and analysts 
from the brokers that cover the company.

Stock markets worldwide fell during the year with the 
exception of the US Dow Jones index, which rose 5.5%. 
In Europe the decline in indices steepened as from the 
second half of July. Only the UK’s FTSE100 was able to 
avoid a double-digit drop. In particular, the IBEX35 shrank 
by 13%. In this market context and a difficult economic 
environment, company shares fell by an average of 30%, 
bringing industry values to an all-time low in 2011. 

Evolution of International Stock Market Indices in 2011
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Stock	market	capitalisation	(million	€)

1,794

982

738

Source: Bloomberg

INDEX 31/12/2008 31/12/2009 31/12/2010 31/12/2011 %

CAC 40 3,217.97 3,936.33 3,804.78 3,159.81 -17.0

DAX 4,810.20 5,957.43 6,914.19 5,898.35 -14.7

FTSE 100 4,434.17 5,412.88 5,899.94 5,572.28 -5.6

IBEX 35 9,195.80 11,940.00 9,859.10 8,586.30 -13.1

FTSEMIB 20,064.00 23,248.39 20,173.29 15,089.74 -25.2

EUROSTOXX 50 2,451.48 2,964.96 2,792.82 2,316.55 -17.1

DOW JONES 88,776.39 10,428.05 11,577.51 12,217.56 5.5

DOW JONES MEDIA 147.44 155.10 161.79 135.13 -16.5

Mediaset España’s stock performed below other Madrid 
companies and below Spanish and European media 
companies. Nonetheless, Mediaset España still leads 

the media industry in terms of market capitalisation at                 
€ 1,794 million.
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In 2011 a total volume of 751.1 million company shares 
were traded (€ 4,640.9 million). Mediaset España’s stock 
reached its annual maximum price on 9 February 2011 
(€ 9.96 per share) and its annual minimum price on 24 
November 2011 (€ 3.76 per share).

2011 dividend

On 22 February 2012 the Board of Directors agreed to 
propose to the Annual General Meeting to be held on 
28 March 2012 the approval of a dividend of € 55,260 
thousand payable out of 2011 profit. The proposed gross 
dividend amounts to € 0.14 for each share carrying a 
dividend right, entailing a yield of 3.2% and a 50% pay-out.

Shareholder structure

At 31 December 2011, the Mediaset España Group’s sha-
reholder structure has not changed with respect to the 
previous year, Mediaset SpA (41.6%) being the majority 
shareholder and the Prisa Group the second principal 
shareholder (17.3%). A breakdown of the shareholder 
structure is as follows:
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OUR BUSINESS MANAGEMENT

Mediaset España, through its corporate responsibility 
management model, reconciles business development 
with the management of social and environmental impacts.

This model takes into consideration international mod-
els such as the Global Reporting Initiative (GRI), the UN 
Global Compact and the specific features of the commer-
cial television news and entertainment business.

Mediaset España’s main challenge is still to reconcile 
ethical business management with its identity as a news 
and entertainment channel. Our business management 
guidelines reflect what it means to be responsible in 
an industry focused basically on the consumption of 
entertainment, but in which the capacity to influence 
and socialise is significant; from management of the 
space in which business activities are carried on to the 
management of relations with employees, shareholders, 
advertisers, competitors, institutions, administrations and 
suppliers.

The Mediaset Group’s management of corporate 
responsibility is handled jointly by Corporate General 
Management and the Audit and Compliance Committee; 
Corporate General Management coordinates tasks with 
the relevant areas. 

Stakeholder relations

Mediaset España manages social and environmental im-
pacts through its relations with stakeholders. Stakehold-
ers are all the groups that enable or are affected by its 
business. The following table lists the stakeholders identi-
fied by Mediaset España and the communication channels 
established in each case. 
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Stakeholders and relationship channels

EMPLOYEES

Corporate intranet: Cinco.net
Employee portal
Suggestion box
Noticeboard
Health and Safety Committees
RH Department

SHAREHOLDERS

Regular meetings with shareholders and investors; presentation of quar-
terly results
Shareholder’s Office:
http://www.telecinco.es/inversores/es/contacto.shtml
       
Investor Relations Area 
Ctra. de Fuencarral a Alcobendas, nº 4
28049 MADRID
E-mail: inversores@telecinco.es
Tel: 
Shareholders: 913588717
Investors: 913966783

ADVERTISERS
www.publiesp.es
AUTOCONTROL (commercial communication watchdog association)

COMPETITION
Associated Commercial Television Union (UTECA)
Association of Commercial Television in Europe (ACT)
Mixed Self-Regulation Code Oversight Board

ADMINISTRATION

Advisory Board for Telecommunications and the Information Society 
(CATSI)
Impulsa Platform
Spanish National Securities Market Commission (CNMV)
Spanish Telecommunications Market Commission (CMT)

SOCIAL ORGANISATIONS
Corporate General Management
E-mail: rc@telecinco.es 

SUPPLIERS
Procurement and General Services Area Management
www.publiesp.es
Private-access website for suppliers

AUDIENCE
www.telecinco.es
blogs, digital events, forums and opinion surveys

All Stakeholders:

Corporate Responsibility Report
http://www.telecinco.es/inversores/es/ 
Corporate General Management
E-mail: rc@telecinco.es
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Involvement in the development 
of public policies 

Mediaset España, through the Associated Commercial 
Television Union (UTECA) and the Association of 
Commercial Television in Europe (ACT), is involved in 
defending and representing the common interests of 
commercial television companies in Spain, the European 
Union and worldwide.

It is also a member of the Advisory Board for Telecommu-
nications and the Information Society (CATSI), a body of 
Spain’s Ministry of Industry.

The creation of a State Audiovisual Media Board is still under 
analysis and related functions and communications are still 
handled by the Ministry of Industry.

In 2011 Mediaset España participated in the preparation of 
legislative frameworks such as the enabling regulations for 
the Law on Audiovisual Communication, in aspects relating 
to television advertising; the Action Plan for the Liberation of 
the Digital Dividend 2012-2104; new gaming regulations and 
the obtainment of gaming licences; and the draft regulations 
for a new, independent Intellectual Property Commission 
empowered to mediate in and resolve disputes, and to 
oversee management entities.

Involvement in Corporate 
Responsibility initiatives

UN Global Compact

Mediaset España maintains the commitment made 
by Telecinco in 2007 to support the United National 
Global Compact, an international initiative proposed by 
the United Nations to obtain a voluntary commitment 
to corporate social responsibility by implementing Ten 
Principles based on human, labour and environmental 
rights and to combat corruption.

For more information on the Global Compact, visit the 
website:  www.pactomundial.org

Carbon Disclosure Project (CDP)

Carbon Disclosure Project is an independent, non-profit 
organisation that keeps the world’s main database of 
primary and business information on climate change. It 
is a United Nations initiative launched in 2000 to provide 
solutions to climate change by disclosing information 
relevant to business decisions, policies and investment 
decisions. CDP analyses data relevant to climate change 
from 3,000 of the world’s largest listed companies, 
representing over 551 institutional investors, with assets 
valued at USD 71 billion.

In 2011, as in the previous year, Mediaset España 
participated in CDP’s consultation process, reporting 
its greenhouse gas emissions and information related to 
climate change. The study shows how Spanish companies 
are committed to this cause and are progressing towards 
more sustainable, low-carbon models. The findings are 
contained in the report: “CDP Iberia 125 Informe 2011” 
accessible in:

http://www.ecodes.org/component/option,com_
phocadownload/Itemid,446/id,123/view,category/. 

Socially responsible investment

Mediaset España once again formed part of the FTSE4Good 
Ibex, which is updated twice a year. This index reflects 
levels of environmental, human rights and labour policy 
management, as well as compliance with certain standards 
relating to supply chain working conditions, rejection of 
corruption, etc.

Mediaset España is also still in the List of Companies eligible 
for socially responsible investment, prepared by Triodos 
Bank.

Mediaset España has been included in the Kempen SNS 
Smaller Europe SRI Index, the first European Index formed 
by companies that stand out for their commitment to 
business ethics, social development and environmental 
policy.
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Participation in the GRI working group

In 2011 the working group created to prepare an industry 
guide for media companies containing the Global Reporting 
Initiative sustainability principles entered its final phase, 
preparing the draft guide. In this final phase of the process, 
Mediaset España has participating by providing feedback 
on the draft in order for it to reflect the industry’s reality 
and needs. The guide is due to be published in 2012 and 
will contain the audiovisual industry’s reporting guidelines.

Participation in the Association of 
Spanish Issuers

As part of its commitment to improve corporate 
governance, in 2012 Mediaset España joined the 
Association of Spanish Issuers, which represents more 
than 50% of the stock market and 60% of the Ibex 35. 
The purpose of the Association is to: 

• Foment measures to tighten legal security in all matters 
related to the issuance of listed securities.

• Participate in the development of an improved legal 
framework at the Spanish and European levels.

• Contribute towards the development of high corporate 
governance standards.

• Promote communication between companies and 
their shareholders.

• Maintain a dialogue and cooperate with the 
Administration, particularly with the National Securities 
Market Commission (CNMV). 

Corporate governance

Mediaset España is aware of its responsibility and position 
in the Spanish audiovisual market and, in general, in the 
provision of information society services. Responsible 
leadership in its business activity is a priority for the 
Group, through ethical and responsible conduct towards 
society and the environment.

Mediaset España remains committed to aligning its 
corporate governance regulations and management 
with the good practices stipulated in the Unified Code 
of Good Governance and with the latest regulatory 
changes. This is demonstrated by the company’s position 
among the leading IBEX 35 companies in terms of 
corporate governance, according to the Corporate 
Social Responsibility Observatory’s 8th Study. The 
substantial changes made in previous years and the new 
steps undertaken in 2011 have ensured that corporate 
governance continues to improve in a continuous process.

During 2011 Mediaset España’s governance rules were 
entirely revised in order to bring them into line with 
the latest legislative changes and evaluate them from 
a good governance perspective before making any 
improvements. The outcome is a proposal to amend a 
large number of articles in the Articles of Association, 
General Shareholders’ Meeting Regulations, Board of 
Directors Regulations, Audit and Compliance Committee 
Regulations and Appointments and Remuneration 
Committee Regulations, which will be submitted for 
approval to the Annual General Meeting and the 
competent governing bodies during 2012.

The proposed amendments include the extension of 
the General Meeting’s remit to encompass the approval 
of the Report on the Directors’ Remuneration Policy, 
meaning that the senior management remuneration 
policy will be approved by both the Board of Directors, 
subject to a favourable report from the Appointments 
and Remuneration Committee, and by the governing 
body that represents all the company’s shareholders. 

In the interests of information transparency, the compa-
ny’s Report on Remuneration Policy for 2011 has been 
audited for the first time by an independent expert, Price-
waterhouseCoopers. The report contains breakdown 
and details of Board directors’ remuneration, including a 
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detailed, itemised description of all amounts received dur-
ing the reporting period, stating remuneration, per diems, 
any additional compensation, contributions to defined-
benefit pension plans and other items. It also provides 
information on the remuneration system that will deter-
mine Board directors’ remuneration for 2012, describing 
the structure and amount of remuneration accruing to 
the executives of Mediaset España and its main group 
companies. 

This information is available to shareholders as from the 
publication date of the General Meeting announcement, 
through the website or by requesting a printed copy 
free of charge; it is submitted to the General Meeting for 
approval each year.

The company is once again a pioneer among Ibex 35 
companies due to the external audit of its Corporate 
Governance Report.

As regards shareholders’ rights, a special reference has 
been included in the General Meeting Regulations to the 
guarantee of equal treatment with respect to meeting 
participation and voting rights of all shareholdings in the 
same position. Also relevant are the measures taken to 
encourage shareholder involvement through the right 
to attend the General Meeting if one voting share is 
held; through the options of representation, delegation 
and vote splitting, and through channels to facilitate 
involvement, such as the Electronic Shareholder Forum.

The proposed amendments to the Audit and Compliance 
Committee Regulations include the power to call to the 
meeting any employee deemed fit, and the need for 
the Chairperson’s office to be filled by an independent 
director, as has been the case since the committee was 
created.

The Board of Directors’ structure has not changed with 
respect to the previous year in terms of composition or 
the number of directors, in line with the good governance 
recommendation to restrict the number of board 
members to 15. 

Similarly, female presence on the Board has remained 
stable, representing 6.66% of the total, while independent 
directors continue to account for 33.33% of total Board 
membership.

The aspects addressed in the Board Regulations include: 
restriction of the mandate of independent directors to 
12 years; maximum age at which directors must make 
their office available to the Board, which is 80 years of 
age as from the unanimous amendment of Article 14-3.a); 
directors’ obligation to report to the Board any criminal 
proceedings in which they are involved as suspects and 
developments during the proceedings, and to inform the 
Appointments and Remuneration Committee of their 
other professional occupations, including other board 
offices.

The following matters, among others, are reserved for 
the Board of Directors and may not be delegated to any 
other decision-taking body: (i) approval of the annual 
budget and strategy plan; (ii) supervision of the investment 
and financing policy, and of Mediaset España’s corporate 
structure; (iii) approval of the corporate governance policy; 
(iv) supervision of the corporate responsibility policy; (v) 
approval of the executive directors’ remuneration policy 
and the main terms of their contracts; (vi) evaluation of 
executive directors’ performance; (vii) follow-up of the 
risk control and management policy and of the internal 
information and control systems.

Corporate governance information is provided in more 
detail in the 2011 Annual Corporate Governance Report, 
which is available in the website www.telecinco.es
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Share capital

Date of last change Share	capital	(€) Número de acciones Number of voting rights

29/12/2010 203,430,713 406,861,426 406,861,426

Direct and indirect owners of significant 
shareholdings, excluding Board directors

Company name
No. of direct 
voting rights

No. of indirect 
voting rights

% Total

BERLUSCONI, SILVIO 0 167,700,143 41.218

PROMOTORA DE INFORMACIONES, S.A. 0 70,534,898 17.336

TWEEDY BROWNE COMPANY LLC 0 407,862 0.100

Company’s Board structure 

Board director’s name Board director’s category Office 

D. Alejandro Echevarría Busquet  Independent Chairman

D. Fedele Confaloneri Controlling Vice-Chairman

D. Manuel Polanco Moreno Controlling Vice-Chairman

D. Giuseppe Tringali Executive Chief Executive Officer

D. Paolo Vasile Executive Chief Executive Officer

D. Massimo Musolino Executive Board director

D. Alfredo Messina Controlling Board director

D. Giuliano Adreani Controlling Board director

D. Juan Luis Cerbrián Echarri Controlling Board director

D. Marco Giordani Controlling Board director

D. Pier Silvio Berlusconi Controlling Board director

D. Angel Durández Adeva Independent Board director

D. Borja Prado Eulate Independent Board director

Doña Helena Revoredo Delvecchio Independent Board director

D. José Ramón Alvarez-Rendueles Independent Board director
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Board Committees and committee members

Executive Committee

D. Alejandro Echevarría Busquet Chairman Independent

D. Paolo Vasile Board director Executive

D. Giuseppe Tringali Board director Executive

D. Fedele Confalonieri Board director Controlling

D. Giuliano Adreani Board director Controlling

D. Manuel Polanco Moreno Board director Controlling

D. Borja Prado Eulate Board director Independiente

D. José Ramón Alvarez-Rendueles Board director Independent

Audit and Compliance Committee

D. José Ramón Alvarez-Rendueles Chairman Independent

D. Angel Durández Adeva Board director Independent

D. Fedele Confalonieri Board director Controlling

D. Giuliano Adreani Board director Controlling

D. Marco Giordani Board director Controlling

D. Alfredo Messina Board director Controlling

D. Juan Luis Cebrián Echarri Board director Controlling

Appointments and Remuneration Committee

D. Borja Prado Eulate Chairman Independent

D. Angel Durández Adeva Board director Independent

D. Fedele Confalonieri Board director Controlling

D. Giuliano Adreani Board director Controlling

D. Manuel Polanco Moreno Board director Controlling
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Risk control systems

Mediaset España implemented its Risk Management 
System in 2007, drawing on the Enterprise Risk 
Management (ERM) guidelines of the Committee of 
Sponsoring Organizations of the Treadway Commission 
(COSO II), so as to put in place a set of rules and 
procedures, and an organisational structure, focused on 
healthy, correct business management consistent with 
pre-established objectives.

The Risk Management System is designed to identify, 
control and manage relevant risks that could affect the 
fulfilment of the objectives defined. It also allows the 
evaluation of the impact in euros of each risk identified 
that could potentially affect the Group companies, 

probability of occurrence and level of control in place in 
each case.

The Comprehensive Corporate Risk Management Policy 
is part of the Comprehensive Risk Management Systems, 
which is based on the observance of the following COSO 
II principles:

• Ensure the effectiveness and efficiency of operations.

• Protect the assets owned by the Group.

• Guarantee the reliability and integrity of financial 
information.

• Comply with applicable legislation, regulations and 
agreements.

•	 Acquisitions procedure. 

•	 Rights acquisition procedure.

•	 Acquisition and Sales Committee operating 
procedure.

•	 Contract signing procedure. 

•	 E-mail and Internet usage procedure. Travel 
and travel expense procedure.

•	 Provision of funds procedure.

•	 Workplace materials request procedure. 
Asset return procedure. Tangibles control 
procedure.

•	 Furnishings and sundry materials control 
procedure. 

•	 Campaign operational management proce-
dure.

•	 Customer incident resolution procedure. 

•	 Advertising order processing procedure.

•	 Mobile device usage procedure.

•	 Procedure for controlling personal data 
stored in non-automated files 
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As regards Mediaset España’s management bodies, the 
Board of Directors is responsible for identifying the 
group’s main risks and for implementation and follow-up 
of adequate information and internal control systems. The 
Board is thus responsible for taking appropriate measures 
to reasonably guarantee the implementation, maintenance 
and supervision of an adequate internal control system, 
and for improving the system.

One of the basis responsibilities of the Audit and 
Compliance Committee is to examine, verify and 
supervise the adequacy and integrity of the financial 
information preparation system, internal control system 
and risk management system.

Internal Audit Management is the internal body responsible 
for promoting and supporting risk management; it 
provides the Board with assurance of the supervision of 
the internal control system and evaluates, controls and 
follows up on business risks identified and managed by 
each group company.

Internal Audit Management prepares the Annual Audit 
Plan based on the evaluation of risks and on suggestions 
received from the Audit and Compliance Committee and 
from Corporate Management. This plan is presented to 
the CEOs for discussion and approval and, subsequently, 
to the Audit Committee for explanation and approval. 

The Audit and Compliance Committee held five meetings 
in 2011. Mediaset España’s Internal Audit Management 
also attended three meetings of Gruppo Mediaset’s 
Comitato per il Controllo Interno, where it presented the 
Annual Audit Plan 2011 together with a description of its 
activities and objectives fulfilled. 

During 2011 Audit Management devoted 38% of its time 
to operational audits, 15% to compliance audits, 22% to 
consultancy work and 25% to risk evaluation and review.

In the second half of 2011, 2011, Internal Audit Management 
and a team of specialists from the audit firm reviewed the 
control environment and information system security for 
financial processes and related support applications.

In view of the new market information requirements and 
the action framework published by the CNMV in July 2010 

in connection with the “Financial Information Internal 
Control System” (FIICS), during 2011, with the assistance 
of a reputable firm, Mediaset España undertook a project 
to diagnose its alignment with the new regulations; the 
focus was specifically placed on fulfilment of the 30 
recommendations and 16 benchmark indicators. On the 
basis of this study, the FIICS will be designed and built, 
a road map having been prepared including a short- 
and medium-term action plan for Mediaset España to 
implement the applicable recommended practices.

Also in 2011, in view of the 2010 Criminal Code reform, 
Internal Audit Management, assisted by a reputable firm, 
undertook a project to diagnose and define a Crime 
Prevention and Prevention Model, evaluating Mediaset 
España’s exposure to the risk of being declared directly 
liable under criminal law for crimes committed by its legal 
representatives, administrators and/or employees. The 
aim of this project was to identify the crimes to which 
Mediaset España is most exposed in the course of its 
business activity, and to review and verify the existence 
and robustness of controls necessary to mitigate risks 
arising from improper practices.

In its meeting of 15 December 2011, the Board approved 
the implementation of Mediaset España’s Code of 
Ethics, which came into force on 1 January 2012 and is 
mandatory for all the personnel and Board members 
of Mediaset España, and for other individuals and legal 
entities related to the company. This is doubtless a 
step forward in responsible business management, as a 
management instrument that provides greater assurance 
when examining individual conduct within the action 
framework defined and promoted by the organisation.

The Code of Ethics seeks to establish the principles 
and values that must guide the activities of employees, 
managers and Board members in all their professional 
relations, governing all Mediaset España’s contractual, 
commercial and business relationships with suppliers and 
customers. The Code also applies to all individuals and 
legal entities in any type of relationship with Mediaset 
España in the course of their professional or business 
activities, such as external auditors, consultants, advisers, 
advertisers, media companies, external producers, official 
bodies, institutions, etc.
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Although the Code of Ethics does not address all 
situations that could arise, it provides the principles that 
must inspire the conduct of all persons working for 
Mediaset España at all times.

The document is available to all personnel through the 
intranet and its content provides guidelines in connection 
with the following matters: legal and regulatory 
compliance; conflicts of interest; confidentiality and 
confidential information; insider information; integrity, 
responsibility and transparency of financial information; 
equality and non-discrimination; health and safety in 
the workplace; environmental protection; drugs and 
alcohol; intellectual and industrial property; resources 
and materials for professional activities; money laundering 
and financing of terrorism; freedom of expression and 
journalist independence; commercial relations and 
relations with competitors; external communication, 
electronic mail, Internet and telephones; privacy and 
data protection; fraudulent practices and promises; duty 
of communication and Claims Channel; gifts, payment 
of illegal commissions, donations and illegal benefits; and 
management of violations of the Code of Ethics.

Any possible irregularity, fraud or corruption, and any 
infringement of the Code of Ethics, may be submitted to 
the Independent Directors, who must take the case to 
the Audit Committee.

As regards compliance with human rights and, above 
all, in view of the group’s activity, children’s rights, 
special emphasis is placed on strict compliance with 
legislation. As minors occasionally appear in programmes, 
Mediaset España applies all the provisions of the Law 
on Labour Rights relating to the protection of minors 
in the workplace. Mediaset España ensures compliance 
by means of an informative dossier on working with 
minors, based on applicable regulations, containing all 
the information necessary for the correct completion of 

minor’s television activities, and by guaranteeing that their 
rights to education and leisure time are not infringed.

The dossier is available in the intranet and is provided 
to all producers that may contract children in order 
for them to implement the defined measures. Among 
other aspects, zones used by children when accessing 
facilities and participating in programmes are checked; 
rest areas are created for children; they are adequately 
accompanied; work is scheduled to allow regular school 
attendance and a working day may never exceed eight 
hours; and children are informed of emergency measures 
and actions.

Additionally, should an activity entail special risks to 
children, a licence form for work with children must be 
completed and submitted to the Joint Prevention Service 
in order for the activity to be assessed and the necessary 
preventive measures to be implemented. In 2011, the 
Service did not receive any risk notification relating to 
the presence of minors in the facilities. 

As regards human rights training for the security 
personnel subcontracted by Mediaset España, they are 
officially-qualified security guards, a qualification that 
includes a module on human rights (socio-professional 
area, professional ethics, ethics and security personnel 
conduct). They are also required to attend an annual 
refresher course that includes human rights training. 
Mediaset España requires the security firms with which it 
works to be authorised by the Spanish Home Office and 
all security guards have a professional identity card.

Although the group applies all measures possible to 
guarantee responsible management of the content 
and advertising broadcast, there are situations in 
which established procedures cannot prevent possible 
infringements giving rise to penalties. Penalty proceedings 
affecting group channels are listed below:
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Breakdown of penalty proceeding initiated in 2011:

AE/TV 1/2011: advertising excess Ruling:	376,243€

AE/S/TV 4/2011: advertising excess Ruling:	32,525€

AE TV 7/2011: commercial breaks during movies Ruling:	90,000€

AE7TV 9/2011: advertising of alcoholic beverages with less 
than 20% alcohol content during children’s programmes

Ruling:	85,210€

AE/S/TV 11/2011: advertising of alcoholic beverages 
with less than 20% alcohol content during children’s pro-
grammes

Ruling:	58,950€

AE/S/TV 20/2011: advertising by Noticias Cuatro Ruling:	100,001€

AE/S/TV 22/2011: advertising by Noticias Cuatro Ruling:	100,000€

Note: Excluding proceedings in the assessment phase.
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Regulations on European Broadcasting Quotas 
(Directive 89/552/EEC)

Space Allocation Guarantee

Procedural Agreement for the Marketing and 
Management of Advertising Space on Generalist 
Television

Agreement on Good Advertising Practices

Audiovisual Communication Law

Film Law

INDUSTRY-SPECIFIC GUIDELINES

Self-Regulation Code on Television Content for 
Children

Advertising Code of Conduct

Self-Regulation Code on Food Advertising targeting 
children, prevention of obesity and healthcare 
(PAOS Code)

Code of Ethics for Electronic Commerce and 
Interactive Advertising (online confidence)

Principles of the UN Global Compact

Sustainable supply chain management

In 2011, Mediaset España continued its efforts to promote 
sustainability throughout its supply chain. Since 2010, 
contracts with suppliers contain a clause stipulating their 
commitment to the observance of employees’ labour and 
union membership rights; prohibition on the use of child 
labour; rejection of all kinds of forced labour; prohibition on 
any type of discrimination; compliance with occupational 
hazard prevention legislation; assurance of employee safety 
during working hours; and prohibition on any conduct that 
entails corruption, blackmail or extortion.

The contractor must also declare compliance with 
environmental legislation and encourage the efficient 
use of limited resources such as energy, water and raw 
materials, in the course of business.

Responsible management of production companies 
remains reflected in the ethical commitments required of 
them by Mediaset España so as to guarantee maximum 
alignment with the social, environmental and human rights 
criteria applied by the group’s channels. 
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DESAFÍO EXTREMO

Producer: ZANSKAR PRODUCCIONES

The series Desafío Extremo is set in locations of special beauty and rigorously applies the regulations established by 
countries and communities in all respects, paying special attention to environmental protection provisions.

• No direct actions are taken while filming that could in any way affect the environment, habitat or lifestyle of the 
local communities, the purpose being to approach local communities and discover their traditions and way of life. 

• Mountain-climbing is filmed in accordance with international standards governing the fitting and removal of mate-
rials, and waste management.

• Film team rules relating to battery management state that they may not be recharged and must be taken back to Spain 
and deposited in special containers. This approach is applied in all countries visited except for Nepal, which imposes an 
advance charge based on the batteries carried that is reimbursed when the spent batteries are handed in. 

DESAFÍO CON ASPIRANTES /DESAFÍO VERTICAL 
EN LA MONTAÑA DEL DIABLO

Producer: ZANSKAR PRODUCCIONES

An expert mountaineer with six inexperienced companions are to descent the world’s highest waterfall, Salto del 
Ángel.

In view of its location in one of the planet’s wildest habitats, Canaima National Park in Bolívar State (Venezuela), and 
since it is a protected natural space:

• Prior to filming, the local production team explained to the film team the rules to be followed so as not to touch 
or harm the exotic orchids specific to the area, and physiological needs had to be met in specially-prepared zones. 

• All activities performed in the area required prior permission from the chief of the pemones, the community 
of indigenous people inhabiting the region. Certain mountains could not be climbed or activities could not be 
performed on them because they are sacred to the pemones.

• The film team had to travel along existing roads and either shared the area’s few 4x4 vehicles, without altering the 
habitual methods of transport, or used the pemona community’s traditional boats. 

• Electricity was obtained from generators used by the  local community in their own facilities, supplemented by two 
production generators, a timetable having been established for the recharging of batteries. 

• All the batteries used were carried from Spain and brought back to Spain. 
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CALLEJEROS VIAJEROS

Producer: Molinos de Papel

The programme portrays the cities that it visits, complying strictly with local legislation, protecting the environment and 
observing the traditions and rules of local communities.

Destinations in which special attention was paid to environmental impacts included the Quirimbas National Park in 
the Northwest of Mozambique. On the island of Ibo, a small coral isle forming part of the National Park, the film team 
helped to promote Banesto Foundation’s solidarity and sustainable tourism project.

FRANK DE LA JUNGLA

Producer: Molinos de Papel

The programme is presented by Frank Cuesta, a herpetologist and member of Thailand’s Association of Animal Guardians, 
who visits national and natural parks in Thailand to observe, catalogue and preserve the country’s animal species. 

While filming, Frank, who has considerable knowledge of Thailand’s forests and parks, respects the animals and visits the 
national parks accompanied by expert trackers and naturalists.

Visits to developing or isolated communities follow a strict protocol: a gradual approach, always accompanied by a 
member of the community to be filmed. 

In the case of the Moken sea gypsies living on islands in the Andaman Sea, to the southwest of the Bay of Bengal, Frank 
was accompanied by the chief of the tribe, who established rules to avoid disturbing the tribe’s everyday activities.
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SUPERVIVIENTES- PERDIDOS EN HONDURAS

Producer: Magnolia

This is a reality show in which participants are taken to an island where they must live in “survival” conditions for a given 
period. During the show, participants live in accordance with local rules.

The 2011 edition took place in Cayo Cochinos, Honduras, an area declared to be a Marine National Monument.

The participants agreed to respect the natural environment and safeguard autochthonous flora and fauna, in accordance 
with laws governing the Cayo Cochinos Marine National Monument and Honduran environmental legislation.

Biodegradable hygiene products were provided by the producer. 

In all editions, the programme cooperates with the local Garífuna community, an ethnic group living mainly in the Gulf 
of Honduras. 

Types of suppliers

Technological services

Production services

Professional services

Works and maintenance

Furnishings

Travel

Canteens

Security

Cleaning

Reception, auxiliary workers

Transport

Public programmes

Other supplies

28.83% 

14.94%

15.17%

12.12%

0.94%

8.41%

3.37%

3.52%

1.45%

   1.67%

4.22%

  1.17%

4.21
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All suppliers classed as international provide technological 
services. Mediaset España recognises that the technological 
sector may generate specific risks, particularly in relation 
to human and labour rights, healthcare and environmental 
impacts. The clause referred to above on compliance 
with certain ethical, social and environmental standards, 
in addition to prevailing legislation, is included in contracts 
to seek to guarantee that suppliers in all sectors assume 
a commitment to the values that guide Mediaset España’s 
activities.

All the producers with which Mediaset España works 
are based in Spain. In the case of suppliers of content 
broadcasting rights, 69.64% are foreign suppliers, of which 
48.72% are based in Europe, 43.59% in the USA, 2.56% in 
Canada, 2.56% in Brazil and 2.56% in Mexico.

Note: International suppliers are those that have no 
headquarters in Spain or have headquarters but bill orders 
from abroad.

Geographic distribution

14,29 %

85,71 %

   Domestic

   International

Data protection

In 2011 the foundations built by the Data Protection Unit 
in prior years were further developed to address the 
creation of the renewed Mediaset Group.

The Data Protection Unit’s function is necessary to 
guarantee responsible business management with respect 
to users, viewers and customers. Mediaset España has 
maintained and applied a strict data protection policy, 
which has been extended to cover suppliers that could 
access personal data owned by any group company. This 
approach is based on three pillars:

• Computerisation of Data Protection Management: all 
processes related to compliance with the Enabling 
Regulations of the Organic Law on Data Protection 
were successfully completed, in particular :

• Creation of a hierarchical structure for the group 
and its subsidiaries in the interests of more agile 
and flexible management, implemented through 
a new management software that automatically 
creates company security documents and 
includes exhaustive, rigorous controls over 
changes; it is capable of reflecting each new data 
addition, not only from a procedural viewpoint 
but also with respect to the follow-up of 
compliance with data protection regulations.

• Unification and simplification of declarations 
and notifications to the Spanish Data Protection 
Agency (AEPD), online, using an application or a 
digital certificate.

• Continued efforts to build awareness and ensure 
compliance: a Good Practices Manual and regulations 
on privacy and data protection have been included 
in the Welcome Guide for new employees hired by 
the group’s companies, in addition to including the 
obligations and duties recommended by the Enabling 
Regulations in employment contracts.

The recently approved Code of Ethics includes a 
reference to applicable guidelines and procedures 
that are mandatory for employees and executives, and 
exceed the provisions of data protection regulations.
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As in all years, the necessary steps were taken to 
update the groups Security Policy as regards privacy 
and compliance with specific regulations, in association 
with the Logical Security, Internal Audit and Legal 
Advisory Services areas.

Mediaset España collaborated with AEPD management 
throughout 2011. 

• Close monitoring of business processes affected by 
the Law on Data Protection: business areas of the 
Mediaset Group’s companies are more affected by 
the Law and the Data Protection Area is therefore in 
close, regular contact with the managers of those areas 
so as to follow up on application and compliance. The 
main initiatives include commercial plans relating to 
the premium messaging, shows and online casting, user 
participation in forums and newsletter subscriptions, 
new projects in social networks, among others.

During 2011 Mediaset España actively disclosed 
through its corporate intranet data protection issues 
such as the activation of parental control in Internet 
browsers, the internet guide for minors, data protection 
recommendations for parents, data protection guide 
for the elderly and information on social networks and 
related changes in privacy policies.
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There are therefore two aspects – the thematic aspect and the approach adopted – 
to be taken into consideration when analysing Mediaset España’s content from the 
Corporate Responsibility angle. On the one hand, we need to consider the types of 
content which are significant in terms of their impact on society and on the environment. 
And on the other hand, it is essential that we define the instruments and media used in 
the broadcasting of such content.

It is therefore still necessary to analyse content from two angles: 

1. During 2011, Mediaset España affirmed its sense of social commitment by broadcasting 
contents with a high social impact, through specific campaigns and programmes intended 
to foster social and sustainable values, without overlooking their entertainment value.

2. Secondly, it managed its contents in a responsible manner, dedicating news coverage to 
matters of social interest, making sure that its content was accessible, and ensuring that 
the ethical standards to which Mediaset España has committed itself were complied with.

Mediaset España is aware that a television’s sense 
of social responsibility is clearly reflected in the 
approach it adopts towards content. There is no 
doubt as to television’s capacity to influence viewers 
by passing on civic values, affecting consumer 
habits, fostering cultural diversity, or increasing 
environmental awareness.

OUR 
CHANNELS
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THE SOCIAL IMPACT OF PROGRAMMES

TELECINCO

Entertainment and social impact

Telecinco is the generalist channel which leads the commercial television audience measurement ratings. It seeks, 
through programming which is intended to entertain, to inform, to acknowledge hard work, and at the same time to 
collaborate in social projects. Some of its programmes are described below: 

El programa de Ana Rosa 

This is a morning magazine programme produced by 
Telecinco with the collaboration of Cuarzo Producciones 
and presented by Ana Rosa Quintana. It has been running 
since January 2005, and is a leader among morning 
television programmes, with its society chat sections, political 
discussions, and other cultural and current affairs content.

Over 1,700 programmes have been broadcast, all of which 
have reflected a sense of social commitment as one of 
the programme’s main characteristics. In 2011, as in other 
years, the programme created a charity calendar to raise 
funds for the NGO Infancia sin Fronteras; it collaborated 
with NGOs such as Mensajeros de la Paz or World Vision; 
it drew attention to good causes such as the fight against 
breast cancer - presenting the 2011 breast cancer campaign 
-; it collaborated with projects in Haiti and Colombia; and 
it reported on social problems affecting people on a daily 
basis, providing help and support for those in need.

La Noria  

This is a Saturday night magazine show presented by 
Jordi González and Sandra Barneda. It focuses each week 
on current social issues, interviewing famous people, 
presenting political and social debates, and accompanying 
these with investigative reports.
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La Noria has demonstrated its commitment to numerous 
social issues, through, for example, its reports from the 
Dadaab refugee camp, or by presenting collaborators and 
guests who draw attention to good causes, such as Father 
Angel, founder of the NGO Mensajeros de la Paz, who 
requested support for 500,000 homeless people in Haiti. 

Pasapalabra

This is a game show presented by Christian Galvez, with 
over 1,300 programmes broadcast on Telecinco. It aims to 
show, every afternoon, the entertainment and fun that can 
be had from culture and the learning of new vocabulary.

Qué tiempo tan feliz 

This is a magazine show presented by María Teresa 
Campos on Saturday and Sunday afternoons. It takes 
a nostalgic look at great performers and celebrities of 
yesteryear, acknowledging their work. In many cases, these 
celebrities are able to visit the set and, in this way, continue 
sharing their talent with us. This is a family programme 
which seeks to pass on Spanish popular culture by taking 
a trip down memory lane.

Sálvame

This is a magazine show hosted by Jorge Javier Vázquez 
which, every afternoon from Monday through to Friday, 
takes an entertaining and relaxed look at current affairs 
topics. As well as providing its own unique and special vision 
of daily life, the programme is keen to affirm its sense of 
social commitment by presenting numerous special guests 
who tell us about the charitable causes they support and 
the problems and needs affecting such causes.

Tú sí que vales 

This is a talent show presented by Christian Gálvez in 
which people of all ages are given the opportunity to 
display their talent in front of an audience and jury. This is 
a programme for all the family which emphasizes, above 
all, the value of hard work and perseverance.
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News 

Informativos Telecinco is the leading news programme 
on commercial television. It is produced by Telecinco and 
the Atlas España agency and directed by Pedro Piqueras. 
2011 has been a crucial and challenging year for both 
Informativos Telecinco and Noticias Cuatro, in view 
of their merger into the single Mediaset España news 
production structure. The commitment to independence 
and to an editorial line which characterised both has 
remained intact irrespective of the merger process. This 
commitment is described in greater detail in the section 
entitled “Our business”.

2011 has been a year marked by both the financial 
downturn and a change of government. Throughout the 
year, Informativos Telecinco has sought to bring television 
viewers closer to those issues and news stories of 
greatest social impact. These have included, most notably, 
the following:

•	 The economic downturn has been the issue to 
which most coverage has been given by Informativos 
Telecinco throughout 2011. It has focused on 
the macro-economic aspects of the downturn – 
particularly the instability in the Euro zone – and on its 
impact on people, as reflected in countless reports of 
a more personal nature. And it is not only the adverse 
consequences of the downturn which have been 
addressed. Enterprising initiatives embarked upon in 
response to the crisis have also been focused on. 

• The emerging mass protest movements such as 
15-M, which has become a worldwide benchmark 
for such phenomena, or the mass protests in Arab 
countries, in which young people and women have 
played a significant role, have been the focus of much 
attention. In relation to both the Arab Spring and the 
15-M movement, analyses have been made of the role 
played by the ever-more-influential social networks as 
a channel of participation. 

• Another issue with a profound social impact which has 
been addressed has been gender-based violence. The 
coverage given to this matter has emphasized both the 
criminal law penalties and the moral issues involved 
in acts of this kind. They also stress the importance 
of awareness-raising, to ensure that possible cases of 
gender-based violence are reported. The Reporteros 

team of Informativos Telecinco spent time living with 
women who had managed to escape situations of 
domestic violence.

• Both the society sections of news programmes and 
the Reporteros team have focused particular attention 
on internet security, with reports put together in 
collaboration with the police branch specializing in 
internet offences. 

• The accident at the Fukushima nuclear power plant 
in Japan received extensive news coverage. A team 
was sent to the disaster area to report directly on the 
events as they unfolded. 

• Official energy saving campaigns have been publicized 
by Informativos Telecinco, its Reporteros team 
addressing this issue in greater depth. 

• Attention has also been paid to campaigns which aim to 
raise awareness of particular diseases. Pedro Piqueras, 
for example, who is the director of Informativos 
Telecinco and the presenter of the 21:00 news bulletin, 
has allowed his image to be used in the dissemination 
at national level of the campaign against breast cancer. 
Work to raise awareness of rare diseases has also been 
highlighted through the Federación de Afectados por 
Enfermedades Raras.

•	 Political corruption stories have also been featured 
prominently, by both Informativos Telecinco and 
Noticias Cuatro. These include, most notably, the major 
scandals which first came to light in prior years, such 
as the Gürtel, Matas, Brugal and Malaya cases, and the 
corruption involving lay-off proceedings in Andalucía, 
as well as the much talked-about lack of transparency 
in compensation payments received by certain 
directors of Savings Banks which had been taken into 
administration or had received funds from the State. 

The Reporteros section has focused more closely and 
in greater depth on sensitive issues which need to be 
approached in a more personal, and at the same time 
more analytical way. 

• WIDOWS WITHOUT THE RIGHT TO MOURN. 
Women who have had no news of their husbands 
for years. They suffer the loss and build up debts. In 
practical terms, they are widows although the law does 
not recognize them as such.
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• I LIVE IN A PSYCHIATRIC HOSPITAL. 24 hours spent 
in the company of psychiatric patients to discover the 
world in which they live.

• ABORTION: CONFLICTING RIGHTS. On the one 
hand are those who defend the right to life. On the 
other, are those who work in abortion clinics. The 
aggressive treatment which, in certain cases, is received 
by patients is exposed.

• PASQUAL MARAGALL AND ALZHEIMER’S DISEASE. 
A first-hand account of the way in which Maragall 
has suffered with this disease, of the collaboration he 
provided in search of a cure, and of the impact on his 
wife Diana.  

• A CAMPAIGN VIEWED FROM THE INSIDE. The focus 
here is on Greenpeace and one of its most publicized 
protests, El Algarróbico. We discover how it organizes 
and manages a campaign which will be widely reported. 

• UNNAMED TOMBS. Practically every day in Spain 
there are charity burials for the poor. These are solitary 
affairs at which no tears are shed. Yet the story of these 
people’s lives is often very moving.

• CONFRONTING THE OCEAN. People who fish 
for “percebes” (edible goose barnacles) confront the 
waves in search of food to put on their tables. The risk 
they run when facing waves of up to ten metres high is 
revealed with the help of a camera.

• RECONSTRUCTING THE PAST. The Dexeus clinic in 
Barcelona performs reconstruction operations free of 
charge on women who have suffered female genital 
mutilation. Two of these women are interviewed: one 
who has already undergone the operation and another 
who is about to have it. The doctor in charge also 
explains what the surgery consists of.

How we have collaborated  

Throughout 2011, and in parallel with its programming 
content, Telecinco has supported and publicised a variety 
of good causes and social, cultural or sports projects. 
These include the following:

• Assignment to radios free of charge of rights to 
broadcast Club World Cup matches.

• The “El programa de Ana Rosa” charity calendar, the 
proceeds of which went to the NGO Infancia sin 
fronteras.

• Máxim Huerta and Telecinco.es collaborate with the 
NGO World Vision in the sponsorship of children. This 
NGO is committed to providing humanitarian aid for 
under-privileged children in South America, Africa and 
Asia and helping in their development. 

• Christmas 2011: a special campaign was launched by 
“El programa de Ana Rosa” which invited people to 
send SMS messages, the full amount of which was 
put to two good causes: the maintenance of the “Ana 
Rosa Child Development Centre” run by Infancia 
Sin Fronters in Nicaragua, and the nutritional and 
educational development of disadvantaged children in 
Haiti through the NGO Mensajeros de la Paz.

• The Charity Music Festival “Juntos”, during which the 
activities of various NGOs were publicised. The winner 
of the festival, Jordi Rebellón, donated the 20,000 € 
prize to the Fundación Vicente Ferrer.

• One episode of the comedy series Aida highlighted 
the problem of malnourishment and promoted the 
sponsorship of children through on-screen graphics.

• The series “Hospital Central” included two episodes 
filmed in Peru, focusing on the education and nutrition 
projects being developed in this country by Global 
Humanitaria. 
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CUATRO

Entertainment and social impact

Cuatro is a television channel aimed at young audiences, its programming model comprising adventure programmes, 
documentary-style reality shows, game shows, special reports, coaching programmes, and carefully selected fictional 
series from abroad. These include, most notably, the following:

21 DÍAS

This is a revolutionary TV format which had never been 
used before in Spain. The presenter lives for 21 days 
the life of the persons who feature in each particular 
programme. Initially, the presenter was journalist Samanta 
Villar, who has subsequently been joined by Adela Úcar, 
who is also a journalist.

The idea on which this is based is the understanding that 
“just telling the story is not the same thing as actually living 
it.” The presenter addresses first hand, in the company of 
the people on which the programme is focusing, issues 
of interest relevant to current-day society. To do this, she 
lives 24 hours a day, for 21 days, with persons who have 
been forced into extreme situations, which are faithfully 
and objectively described.  

Callejeros 

A series of reports on day-to-day issues, in the words 
of the very people involved. Situations of social injustice 
are denounced by the persons actually affected. Various 
current social issues are addressed. For example, the 
“Crisis Menu” episode reported on the daily destruction 
of 500 kg of food left over from the Mercado de la 
Boquería market in Barcelona, and the two thousand plus 
tons of unsold food from large-scale retail outlets which 
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are dumped in Madrid each day, while every day there 
are people who are unable to satisfy their basic nutritional 
needs. The special traffic programme “¡Frena!” highlighted 
the way in which drivers risk their own lives and the lives 
of others as a result of simple carelessness, recklessness 
or imprudence or because their attention is distracted.  
The “Desahucios” program reported on the fact that 180 
families a day are evicted and left homeless as a result.

Callejeros Viajeros

The cameras of Callejeros Viajeros go all over the world, 
crossing borders and showing the many different facets of 
particular destinations and the reality and people behind 
them. The programme offers a complete, first-hand, and 
often surprising vision of the life and inhabitants of towns 
and cities, covering all five continents.

Conexión Samanta

The Conexión Samanta programme delves deep into 
the private lives of the persons featured in its reports, to 
provide a unique vision of each one. Samanta Villar makes 
contact with both known personalities and people who 
are not famous, taking a look at their private lives during 
the days leading up to an important moment in their lives. 
She portrays those facets of her subjects’ lives of which 
little is known and which are not normally accessible by 
the general public, to provide a full and unique portrayal 
of each one.

The diary of… 

This is an investigative programme focusing on situations 
of social injustice, presented by Mercedes Milá. Her 
objective is twofold: to highlight such situations, and to act 
as an intermediary with the relevant authorities so that 
solutions can be found.

Clandestine business activities, swindles, scams, exploitative 
working conditions, and even human trafficking are some of 
the situations of extreme social injustice and helplessness 
which “Diario de…” reports on. The situations on which 
the programme has focused in 2011 have included the 
following:

• 25 mentally disabled persons are able to subsist thanks 
to the help of Grupo Alegría, led by Charo Zarzuela in 
Valladolid. The fear, however, is that the premises will 
be closed down for failure to meet the requirements 
of legislation on architectural barriers and accessibility, 
and that the persons who are looked after there will 
be left uncared for.

• In the town of Dos Hermanas, Seville, the NGO 
“Pueblos en Marcha” is about to be evicted from an 
industrial premises where dozens of volunteers go to 
help recondition everything they receive from hospi-



72

OUR CHANNELS

tals and schools in Andalucía so that this material can 
be re-used in collaboration projects in Guinea Bissau. 

• 144 persons who are cared for at three centres for the 
disabled in Madrid receive notification of their transfer 
to another centre with 48 hours’ advance notice. 
The reason given is safety concerns. Those affected, 
however, suspect that the authorities want to privatize 
these centres and decide to lock themselves in protest.

• Over 300 dogs have been living tied up for years in a 
dog pound in Cantabria. The lack of food and water has 
left them severely underweight and they are infested 
with parasites. The conditions in which they subsist are 
squalid.

• The town of Lorca, 5 months after the earthquake, is 
a desolate place. There are 11 thousand residents who 
have lost their homes. They are living with relatives or 
paying rent, and at the same time a mortgage on a 
home which no longer exists, having received no help 
of any kind from the Town Council.

• Gender-based violence: the experiences of 4 women 
who have been the victims of domestic violence.  

• Multiple Chemical Sensitivity: Geli, a sufferer of Multiple 
Chemical Sensitivity, invites the programme to visit 
the bubble in which she has lived - completely cut off 
from her husband and daughter - for the last five years. 
The aim is to get this treatable condition recognized in 
Spain, as it has been in other countries.

• The workers at the Las Barranquillas safe-injecting 
facility in Madrid fear that the cut-backs will lead to the 
closure of this centre for drug addicts, and two rehabili-
tated former heroin addicts describe the dangers that 
would result from such action.

• The closure of an old people’s home in Benalmádena, 
Malaga, by Unicaja, which decided to close down this 
facility without consulting the parties affected. 4 elderly 
people aged over 80 have decided to resist the move 
because they regard this place as their home and fear 
being moved further away from their families, who visit 
them daily.

• “Diario de…” accompanies the “Stop desahucios” anti-
eviction association and witnesses first-hand the state 
of anxiety in which the families affected are living. 
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El líder de la manada

This programme is presented by dog trainer César Millán, who 
champions the adoption of unwanted dogs, with a campaign 
against their abandonment and against cruelty to animals in Spain. 
The recovery of the dog and the training of its owner are the 
main areas of focus in each case.

This programme has collaborated with various associations and 
animal protection groups such as “Galgos 112”, “Evolución”, 
“Hydra”, “Triple A”, the “Asociación de Ladridos Vagabundos de 
Granada”, or the “Asociación Las Nieves”, among others, all of 
which promote the adoption of dogs. Rescue dogs were selected 
from associations and possible adoptive families located for them.

Hermano Mayor 

This programme focuses on young people who are bordering on 
emotional instability, providing them with an opportunity to put 
their lives back on track. Pedro García Aguado and his assistants 
study each case and implement a course of shock therapy. The 
therapist examines the factors which have led the desperate 
situations in which these young people find themselves. 

Las Mañanas de Cuatro 

A programme focusing on social and political issues of the day. 
It reports on the day’s events with live broadcasts, reports and 
analyses of news issues, interviews and a discussion involving 
journalists, writers and intellectuals who analyse current political 
and social events. 

The programme receives the assistance of a team of collaborators 
who analyse in detail and reflect upon the main political and 
economic news stories, both at national level and internationally.

Supernanny

This programme features the longest-serving coach on Spanish 
television. The Psychologist Rocío Ramos-Paúl assists the parents 
of troublesome children, with an emphasis on pedagogical values. 
Family dialogue and respect for the family are the fundaments 
underpinning this informative programme which focuses on the 
principles of child education.
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News programmes

The incorporation of Cuatro into Mediaset España has 
brought about no change to Noticias Cuatro’s commit-
ment to independence and its editorial line.  This commit-
ment is described in greater detail in the “Our business” 
section. 

Noticias Cuatro, directed by Juan Pedro Valentín, focused 
during 2011 on many news stories of particular interest. 
These included, most notably, the following:

•	 The upheaval in Arab countries, which was the main 
international news story of the year. Noticias Cuatro 
focused particular attention on this historic change, 
sending special correspondents to Libya during the fall 
of the Gadaffi regime and to El Cairo and Jerusalem in 
the Middle East.

• Unfortunately, gender-based violence, yet again, 
featured in 2011 among the news stories covered. 
Particular care was taken to avoid sensationalism in the 
reporting of these cases.

• There were various natural disasters ocurring during 
the year which were extensively covered. These 
included the Lorca earthquake, which was the most 
destructive seismic event in living memory. The news 
coverage focused on the response by public admin-
istrations and numerous stories of community spirit 
and help given to those persons most affected by the 
disaster. Hilario Pino visited Lorca to present Noticias 
Cuatro live from the area most badly damaged. On the 
other hand, following the issue of a volcanic eruption 
alert on the island of El Hierro, detailed coverage was 
offered of both the impact of this phenomenon on the 
day-to-day lives of the islanders and on the scientific 
explanation behind it.

•	 Internet security is another issue which is receiving 
ever more attention from the media, as can be seen in 
the case of Noticias Cuatro. During 2011, the reports 
on this subject presented in news programmes related 
primarily to the protection of children on the Internet 
and alerts with respect to new cyber-scams.

• Support was also given to good causes of a social 
nature, by publicising cases such as that of Daniel, who 

was diagnosed last year as having Sanfilippo Syndrome, 
a hereditary recessive disorder with a devastating 
impact on the central nervous system. Apart from 
the reporting of this story, Mediaset España ceded the 
rights to its television footage, so that the video which 
appeared on Noticias Cuatro, in which Daniel’s parents 
ask for help towards research into their son’s illness, 
could be broadcast via Youtube.   

• Noticias Cuatro has also focused on environmental 
care issues, publicizing official energy-saving campaigns. 
The weekend news programme Noticias Cuatro de 
Fin de Semana reported on environmental matters in 
greater detail.

The weekend news programmes put out by Cuatro 
offer a special section on cultural events, which are rarely 
reported on during mid-week news programmes. This 
channel’s reporter Mario Moros received a “Talento” 
award from the Television Academy for his work 
throughout 2011.

How we have collaborated

During 2011, in parallel with its broadcasting of content 
with a significant social impact, Cuatro supported various 
good causes of a social, environmental and cultural nature. 
These included the following:

• “Las Mañanas de Cuatro” covered the Lorca earth-
quake, monitoring the situation in the days which 
followed this natural disaster, and reporting from the 
town five months later. It publicized Save the Children’s 
campaign to combat child mortality. And it reported 
on charity events, the indoor football match which 
took place in support of the Fundación Isabel Gemio 
against muscular dystrophy being just one example.

• The “España sin ir más lejos” campaign to promote 
Spain’s national geography was supported by several 
of this channel’s programmes.

• “Uno para Ganar” was visited by various celebrities 
who took part in the programme and donated the 
money they won to the various charity foundations 
which they support (World Vision, AGISDEM, Cruz 
Roja de Lorca).
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• “Allá Tú” lent its support to the “En sus zapatos” 
campaign to help refugees launched by the UNHCR. 

• “Frank de la Jungla” drew attention to the wild bears 
of Vietnam, many of which are locked up in cages so 
that bile can be extracted from their gallbladders and 
sold, supposedly as an aphrodisiac. This programme 
also reported on the situation of the Karen tribes 
and their so-called “giraffe” women, denouncing their 
exploitation as a tourist attraction. It also visited the 
Sakais tribe, drawing attention to its exploitation by the 
inhabitants of a nearby town and the precarious situa-
tion in which the tribe lives. 
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FAC TORIA
DE FICCIÓN

LaSiete

FDF is essentially a fiction channel committed to offering 
the very best series suitable for all viewers.  As well as 
offering a cultural content, this channel is committed 
to promoting the Spanish film industry, as can be seen 
from the special reports “Cómo se rodó”. The series 
described below – the fourth season of which was 
broadcast exclusively by FDF - is just one example of 
this channel’s programming.

La pecera de Eva 

This is an innovative series featuring Eva, a secondary school 
psychologist, and her commitment to helping pupils in need 
of guidance. Through its various plots and characters, this 
series recreates the world of teenagers and young people, 
and describes the work undertaken by psychologists and 
other professionals in relation to their education and 
training.formación de adolescentes y jóvenes.

LaSiete is the second chance channel, offering the 
possibility of enjoying the best programmes broadcast by 
the other Mediaset España channels, but with exclusive 
additional content. It broadcasts programmes highlighting 
social issues of particular interest such as “Reporteros”, 
“Diario de…”, “Callejeros”, “La Noria”, “Hermano mayor”, 
or “Conexión Samanta” among others. 
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BOING

Boing is Mediaset España’s family channel, offering entertainment and educational content for the younger members 
of the family. Its programmes include, most notably, the following:

Desayuna y merienda con Boing 

These programmes are produced by Mediaset España 
and Turner. Their objective is to encourage children to 
adopt healthy habits.

Juega conmigo Sésamo

Juega conmigo Sésamo is a spinoff from the classic 
Barrio Sésamo series which is produced by Noggin 
and Sesame Workshop. In it, television celebrities teach 
children, through songs and games, to interact with the 
world around them. 

Juegos en familia

This is a family game show produced by Isla Producciones. 
It shows how important it is to get on well and to know 
one’s family well, and emphasises the value of team work.

Peter & Jack: The Floating School 

This is an educational programme produced by Mediaset 
España and Turner in collaboration with Washhandwear. 
“The Floating School”, which is the home of Peter the 
monkey and Jack the crow, is the ideal place for children to 
learn English the fun way, through karaoke and lively sing-
along songs.
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DIVINITY

Divinity joined the Mediaset España family in April 2011. Designed to cater for urban female audiences, and the first 
channel to come into existence through an Internet portal (divinity.es), it has climbed the rankings to position itself 
alongside those channels most watched by women in the 16-44 age group. Its programming includes a cutting-edge 
catalogue of series targeted at female viewers, films and a broad selection of US reality and factual shows. Divinity also 
re-broadcasts leading programmes from the other Mediaset España channels. The programmes it offers include the 
following:

Los asaltacasas 

This is a Canadian programme presented by decorators 
Collin and Justin, who decorate and convert homes, always 
using ecological and bio-degradable materials.

Tu estilo a juicio 

This is a Canadian reality show which stresses the 
importance of self-acceptance, self-esteem and personal 
development. It shows how people can change their 
physical appearance under the guidance of a team of 
specialists. Many of its episodes feature psychotherapists 
who emphasize the importance of personnel development, 
contributing in this way to the positive message which this 
programme seeks to put out.

How we have collaborated

The various initiatives supported by the channel include, 
most notably, the special programmes offered on 
International Breast Cancer Day, which was 19 October. 
It broadcast episodes of its series and films which focus 
on this disease, during both the prime time and late night 
blocks. Other major initiatives have been the charity 
calendar to raise funds for the Fundación Síndrome de 
Down and the participation of different NGOs in various 

episodes of Callejeros Viajeros, including the following: 
Cottolengo Filipino (managed by the priest and “angel” 
Julio Cuesta-Filipinas), Sons of the Divine Providence 
(Bombay), Bombay Smiles (Bombay), Davida (Brasil), The 
Embracing Project (Bombay), Por el Futuro de los Niños 
(Argentina), Arusha Orphenage (Tanzania), UNICEF 
(Haiti),  Médicos del Mundo, the Cruz Roja Española 
AIDS project, and the Fundación Vicente Ferrer.
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Collaborations through all our channels 

The Mediaset Group’s collaboration in relation to social 
issues is based on the following key campaigns:

“12 meses, 12 causas” (“12 months, 12 good causes”), the 
largest community support project ever undertaken by a 
media company in Spain, and which has received extensive 
acknowledgement, celebrates its 12th anniversary in January 
2012. From its very beginnings, “12 meses, 12 causas” was 
able to infuse its spirit into Telecinco presenters and actors - 
who readily lent their image to the initiatives being launched 
or became supporters - and into its fictional programmes 
and series, which always addressed through their content 
the issues involved in each of the good causes supported.

This initiative is adaptable to emerging social needs, as can 
be seen from its backing of the Spanish cucumber and 
its consumption, or the campaign in favour of national 
tourism. The group’s various channels also featured ad 
hoc adaptations of this initiative aimed at specific targets. 
Examples of this are: Boing, which promoted initiatives 
aimed specifically at children; Divinity, which supported 
initiatives targeted at female viewers; Telecinco.es; and even 
Telecinco Cinema, which is also to participate through its 
own projects in the publicizing of some of the good causes 
supported.

Following the crisis affecting the consumption of 
Spanish cucumbers, which began in Germany, the 
presenters and journalists of Mediaset España were 
keen to support the Spanish cucumber last summer 
by sharing their cucumber recipes and being 
photographed with Spanish cucumbers, as part 
of the “¡Estamos contigo, pepino!” (“We´re with 
you, cucumber!”) campaign. This initiative, which 
was started off by Telecinco.es, was subsequently 
extended to include all the other group channels 
as part of the “12 meses, 12 causas” project. This 
was done through bumpers featuring famous 
faces such as those of  Mercedes Milá, Ana Rosa 
Quintana, Jorge Javier Vázquez, Concha García 
Campoy, Tania Llasera, Christian Gálvez, Emma 
García, David Cantero, JJ. Santos, Pedro Piqueras, 
Juan Pedro Valentín, Màxim Huerta, Joaquín Prat 
and Ramón Fuentes.

In the Summer “12 meses, 12 causas” launched its 
“España, sin ir más lejos” (“Spain: go no further”) 
campaign to suport the national tourism industry. 
This campaign was given 360º coverage on television, 
on the Internet and through social networks. The 
campaign was supported by Telecinco, Cuatro 
and Divinity through a series of graphic elements 
which were developed ad hoc for each of these 
channels, inspired by the art of Spanish painter Joan 
Miró, which is also present in the official image of 
the Spanish Tourism office. These visual elements 
appeared on screen at different times, collaboration 
being received from news and other programmes 
through reports, competitions and special features 
which highlighted the delights of tourism in Spain. 
Internet, the official Telecinco web pages, Cuatro 
and Divinity, and their Facebook and Twitter profiles, 
were all instrumental in putting together the 
photographs received from viewers. With all the 
material available, Mediaset España developed an 
on-line guide by autonomous regional communities, 
based on a virtual map with users’ suggestions.
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“Banco de recuerdos”

There was also collaboration with the “Banco de 
recuerdos” (“Memory bank”) campaign launched by the 
Fundación Reina Sofia to raise awareness of the fight 
against Alzheimer’s disease.  This collaboration involved the 
broadcasting of promos and the publicizing of the web page 
www.bancoderecuerdos.com, which was used to store all 
the memories donated by ordinary people, celebrities and 
sufferers still at the early stage of the disease, the aim being 
to raise awareness of the importance of investment in the 
scientific research necessary in order to make progress in 
the fight against Alzheimer’s disease and related neuro-
degenerative disorders.

Cruz Roja and Lorca

The Mediaset Group placed at the disposal of the Cruz 
Roja Española its full communication potential, through 
group platforms, channels and web pages, to publicise 
information on the channels made available by Cruz Roja 
to help the victims of the Lorca earthquake.
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MEDIASET ESPAÑA ON THE INTERNET  

The Mediaset Group is the Spanish audio-visual group with 
the largest Internet following. The various group web pages 
(Telecinco.es, Cuatro.com, Divinity.es, Boing.es, Telecinco.es/
factoriadeficcion, Energytv.es, Telecinco.es/lasiete, Telemanía.
es and Mitele.es, the new Mediaset España videos portal) 
offer contents and opportunities for participation which 
have captured the imagination of Internet users.

Programas Naturalistas

This focuses on people who dedicate their lives to 
nature and wild animals, showing the situations of tension, 
excitement, and adventure which they endure. It offers 
previously unseen footage of large animals in danger of 
extinction. 

http://www.mitele.es/programas-tv/naturalistas/ 

mitele V.O.

This platform offers foreign series and cartoons in their 
original languages. It is also the first television web site to 
offer adult fiction productions in this form. 

http://www.mitele.es/blog/2012/1/mitele-incorpora-la-
version-original/ 

http://www.mitele.es/mitele-vo/

España sin ir más lejos

This site seeks to promote tourism in Spain by providing a 
series of on-line travel guides based on recommendations 
received from Internet users. The best locations in all the 
various Spanish provinces are shown.

http://www.telecinco.es/espanasinirmaslejos/

Estamos contigo pepino

The Telecinco web site paid homage to the cucumber 
during the cucumber crisis, inviting people to upload 
fun and original cucumber-themed photographs, and 
providing cucumber recipes and tips received from many 
of the channel’s best known personalities.

http://www.telecinco.es/masdetelecinco/Envianos-foto-
pepino-participa_0_1406259376.html

The channel’s digital news section has supported various 
initiatives of a social nature, including:

• The 5th BBVA charity race, the purpose of which was 
to raise funds for UNHCR in the Horn of Africa. 

http://www.telecinco.es/informativos/sociedad/
noticia/8620281/

• Collaboration with the “Un juguete, una ilusión” (“One 
toy, one happy child”) campaign. 

h t t p : / / t e l e c i n co . e s / i n fo r ma t i vo s / so c i edad /
noticia/8126043/

http://www.telecinco.es/informativos/sociedad/
Arranca-XII-RNE-Fundacion-Jugando_0_1497450827.
html

• Publicising of the awareness-raising work carried out 
by the WWF and the Ministry of Environmental Affairs 
and for the Rural and Marine Environment (Spanish 
acronym MARM). This focused on the way in which 
the responsible management of forests and trading of 
forestry products helps promote sustainable human 
development in Central African countries.

http://www.telecinco.es/informativos/sociedad/
W W F - M e d i o - A m b i e n t e - i m p o r t a n c i a -
Africa_0_1506449957.html



82

OUR CHANNELS

• Publicising of the charity initiative “Navidad Para Todos” 
(“Christmas for everyone”), a project designed to 
collect food items for the Madrid Food Bank. 

h t t p : / / w w w . t e l e c i n c o . e s / i n f o r m a t i v o s /
soc iedad/Ketchum-P leon-so l idar io-Nav idad-
alimentos_0_1508849782.html

• Campaign against the consumption of alcohol by 
minors.

h t t p : / / w w w . t e l e c i n c o . e s / i n f o r m a t i v o s /
soc iedad/Campana-beber-a l coho l -menores -
Sanidad_3_1505279462.html

• Publicising of the campaign  “Peluches para la Educación” 
(“Cuddly toys for education”), the aim of which is to 
contribute to the financing of child education projects 
being run by UNICEF and Save the Children in 
developing countries.

h t t p : / / w w w . t e l e c i n c o . e s / i n f o r m a t i v o s /
soc iedad/ Ikea-so l idar ia -Pe luches-Educac ion-
desfavorecidos_0_1506449589.html

 

Puro cuatro

This page has launched a competition on the web, the 
objective of which is to publicise the work of groups and 
solo artists. This is one of the most effective platforms 
for launching new musical initiatives in Spain. The site also 
reports news stories relating to groups and solo artists 
and information on talent shows, and offers the chance of 
free entry to concerts.

http://www.cuatro.com/purocuatro/

On-line programmes relating to Nature and 
the protection of the Environment:

Desafío Everest

http://www.cuatro.com/desafio-everest/

This programme stars Jesús Calleja, who led a group of 
10 intrepid adventurers in a unique 40-day experience on 
the highest mountain in the world.

 Desafío Extremo

http://www.cuatro.com/desafio-extremo/

Presented by Jesús Calleja, this programme features his 
journeys to the most remote parts of our planet, sharing 
with us his adventures and tales of extreme conditions. 

Online animal rights programmes:

Líder de la manada

http://www.cuatro.com/el-lider-de-la-manada/

This Cuatro programme presented by Cesar Millán 
focuses on abandoned dogs, discussing the relations 
between humans and animals, and offering the chance of 
adopting animals which have been abandoned by their 
owners.   

Vidas perras

This is a blog linked to the “Líder de la manada” programme. 
It presents commentaries regarding abandoned dogs, on 
the relationship between dogs and owners, and on dog 
training within the family.

http://www.cuatro.com/blog/vidas-perras/

Guide for dog lovers: web pages offering the possibility 
of sponsoring and adopting dogs. 

h t tp : / /www.cuat ro.com/e l - l ider-de- la -manada/
Apadrina_0_1484251589.html
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Source: Weborama
1 Mitele was launched on 16 November

WEBS DE 
TELECINCO

PAGES VIEWED VISITS USERS

Total Average per 
month Total Average per 

month
Average per 

month
Daily 

average

29,608,411 2,467,368 3,981,487 331,791 215,713 9,507

114,271,226 9,522,602 23,429,732 1,952,478 950,282 56,686

5,391,164 449,264 2,619,531 218,294 173,039 6,967

                 1 PAGES VIEWED VISITS INDIVIDUAL USERS

NOVEMBER (16-30) 8,044,867 1,707,281 836,294

DECEMBER 12,727,665 3,209,399 1,345,878

INTERNET TRAFFIC IN 2011

Source: OJD 
(1) Does not include data for January 2011

 

PAGES VIEWED VISITS USERS

Total Average per 
month Total Average 

per month
Average 

per month
Daily 

average

1,715,394,556 142,949,546 358,649,143 29,887,429 9,241,080 659,224

216,152,810 19,650,255 60,342,338 5,485,667 2,951,951 150,225

2,184,855,072 182,071,256 315,753,230 26,312,769 8,929,527 594,315

2,434,428,494 202,869,041 338,223,980 28,185,332 11,471,561 710,501

+

(1)

Source: Weborama 
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Videos served 20111 

TELECINCO CUATRO MI TELE TOTAL

JANUARY 22,272 6,485  28,757

FEBRUARY 24,944 7,129  32,073

MARCH 21,311 8,401  29,712

APRIL 17,330 5,993  23,323

MAY 19,643 6,644  26,287

JUNE 18,998 5,645  24,643

JULY 20,240 4,220  24,460

AUGUST 18,124 2,748  20,872

SEPTEMBER 18,002 3,580  21,582

OCTOBER 18,604 5,304  23,908

NOVEMBER 23,150 4,883 868 28,901

DECEMBER 25,869 3,982 1,905 31,756

 1 Figures in thousands
Source: Weborama

Sites with most traffic in 2011 (individual users)

TELECINCO CUATRO

SITE MONTHLY RECORD SITE MONTHLY RECORD

Gran hermano 3,987,050 January Tonterías las justas 477,384 March

Supervivientes 2,568,623 July Fama ¡a bailar! 440,625 January

El reencuentro 2,072,801 April Deportes 420,576 December

Mujeres y hombres 
y viceversa

1,983,232 August El Hormiguero 401,462 March

Operación triunfo 1,825,323 February Spartacus 239,233 March

Sálvame 1,714,273 June Perdidos en la ciudad 239,190 May

Acorralados 1,399,580 October Tienes un minuto 189,722 May

El programa de Ana 
Rosa

1,045,225 March Hermano mayor 189,607 February

Aída 663,202 March Granjero busca esposa 188,441 November

Tú sí que vales 563,105 December Pekín Express 180,357 November
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CONTENT MANAGEMENT 

Accesibility of content

Mediaset España has confirmed its commitment to 
promoting the social integration of disabled persons 
and seeks to make its programmes more accessible for 
certain particular groups, through subtitling or translation 
into sign-language.

Number of programmes broadcast in 2011 with subtitles, by content type and channel:

In 2011, Informativos Telecinco broadcast 88 hours of 
news coverage which were translated into sign language, 
whereas LaSiete broadcast 53 hours of news programmes 
in sign language.

In turn, the channel FDF broadcast 11 hours of the series 
“La que se avecina” with an audio-description narrative 
for the visually impaired. Mediaset España is the only 
nationwide audiovisual group which operates such a 
service. 

 TELECINCO CUATRO LASIETE FDF BOING DIVINITY

ENTERTAINMENT 22 1 1 11 56 0

MOVIES 86 332 0 36 46 105

GAME SHOWS 5 7 11 0 2 1

NEWS 1 3 1 0 0 0

MAGAZINES 1 2 4 1 0 1

REALITY SHOWS 4 5 11 0 0 1

SERIES 29 40 5 61 3 32

TALK SHOWS 2 0 3 0 0 0

DOCUMENTARIES 2 21 16 0 0 5

DOCU-REALITY SHOWS 1 31 10 0 0 6

GALA SHOWS 2 0 0 0 0 1

COMEDY 0 0 4 0 0 0

SPECIAL PROGRAMMES 3 1 3 0 0 0

Subtitled content broadcast by each of the Group’s channels in 2011:

 TOTAL 2011 WEEKLY AVERAGE

TELECINCO 2,056 hours 41 minutes 39 hours 33  minutes

CUATRO (1) 3,830 hours 26 minutes 73 hours 40 minutes

FDF 4,901 hours 17 minutes 94 hours 15 minutes

DIVINITY (2) 2,989 hours 42 minutes 78 hours 41 minutes

LASIETE 2,206 hours 18 minutes 42 hours 26 minutes

BOING 8,293 hours 28 minutes 157 hours 34 minutes

(1)  Broadcast as from 08/01/2011
(2)  Broadcast as from 01/04/2011

Overall, Mediaset España channels broadcast 24,277 hours of subtitled programming in 2011, as compared with 11,460 
hours in 2010.
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Complaints lodged

Mediaset España is committed to the broadcasting of 
responsible television content through compliance with 
the Self-regulatory Code on Television Content and 
Children, which aims to encourage the programming of 
responsible content and ensure that the rights of children 
and adolescents are respected and protected. This Code 
is an agreement entered into by the Spanish Government 
and the main television channels and it establishes time 
bands in which the broadcasting of contents unsuitable 
for children under thirteen years of age (of a violent or 
sexual nature or focusing on conflictive issues) is banned. 

The Group has developed and implemented management 
systems to ensure that the Code is strictly adhered 
to. However, the control and monitoring mechanisms 

in place have failed in certain specific cases, giving rise 
to complaints for non-compliance. Whenever this 
has occurred, Mediaset España has implemented the 
necessary corrective measures.

The application of the Code and how such application 
has evolved from year to year can be analysed from the 
Annual Reports Assessing the application of the Self-
regulatory Code on Television Content and Children, 
which are issued by the Self-regulation Committee. From 
the methodological viewpoint, these reports take into 
consideration complaints regarding aspects envisaged in 
the Self-regulation Code relating to uncoded programmes 
broadcast during the so-called “increased protection time 
bands” by generalist television channels which broadcast 
nationwide analogically1.  

1 For further information on the rules established in the Self-regulation Code, see:              
http:/www.tvinfancia.es/Textos/CodigoAutorregulacion/Codigo.htm 

The table reflects variations in complaints lodged and in complaints accepted, based on cumulative data, from the first 
Annual Report Assessing the application of the Self-regulatory Code on Television Content and Children, through to the 
Sixth such Report.

Changes in complaints lodged and accepted by channels

359

216

128 128 172

Complaints lodged

Complaints accepted

La Sexta

120

12
4th report   5th report   6th report

Source: Sixth Annual Report Assessing the application of the Self-regulatory Code on Television Content and Children - 2011.

 

31 71 37 22 17
3rd report   

 

1st report 2nd report   

 
Complaints 
in Reports/ 

Channel
 TOTAL

 P A P A P

Cuatro

A P A P

TVE-1

A P A

Total 448 47 324 58 158 30 138 56 57 1 1,125 192

Telecinco

Historic analysis of complaints lodged and accepted per channel

Complaints lodged in 2011, against all the channels, showed an increase with respect to 2010, whereas complaints 
accepted decreased over the same period.

Antena 3

Presented Accepted

Source: compiled from own data published in the First, Second, Third, Fourth, Fifth and Sixth Annual Reports Assessing the 
application of the Self-regulatory Code on Television Content and Children - 2011.



87

CORPORATE RESPONSIBILITY REPORT 2011 

Analyzed by nature of the complaints 
accepted, it can be seen that the category 
accounting for the largest number of 
complaints is social behavior, followed by 
sexual content. The  number of complaints 
in relation to conflictive subject matter or 
violence decreased with respect to prior 
years.

Source: Sixth Annual Report Assessing the application of the Self-regulatory Code on 
Television Content and Children - 2011.

Source: Sixth Annual Report Assessing the 
application of the Self-regulatory Code on 
Television Content and Children. 2011.

Number of complaints accepted per channel

Nature of complaints accepted

    

NO. OF COMPLAINTS 118 30 13 9 2

Number of complaints lodged per channel

Source: Sixth Annual Report Assessing the application of the Self-regulatory Code on Television Content and Children. 2011.

Telecinco Antena 3 Cuatro La Sexta TVE-1

141

2

PROGRAMME NATURE NO. OF 
COMPLAINTS

Sálvame Social behaviour 7

Sálvame Social behaviour and Sexual content 3

Sálvame
Social behaviour and 
Conflictive subject matter

1

Sálvame Sexual content 1

Sálvame Conflictive subject matter 1

Sálvame Violence 1
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Telecinco Cinema, the film-producing subsidiary 
of Mediaset España, has produced successful 
films which have received world-wide recogni-
tion, making this company a benchmark opera-
tor within the Spanish film industry.

LO IMPOSIBLE

A film directed by Juan Antonio Bayona 
and starring Naomi Watts, Ewan McGregor, 
Tom Holland and Marta Etura. This is one 
of the most ambitious film projects ever 
undertaken by Telecinco Cinema. Based 
on fact, this film tells the story of a British 
couple living in Japan who, on the first day 
on their holiday in Thailand, faces the brutal 
Indonesian tsunami which changes their 
lives forever. 

During 2011 the following films have been either made or premiered: 

VENUTO AL MONDO

A film directed by Sergio Castellitto, starring Penélope Cruz and Emile Hirsch, with the 
collaboration in Italy of Medusa Film, Alien Produzioni, Picomedia, BNL and Fip. The film is 
based on the novel of the same name by Margaret Mazzantini, which has been translated 
into the languages of 22 countries (its Spanish title being “La palabra más hermosa”). It tells 
the story of a mother who accompanies her teenage son to present-day Sarajevo, where 
the boy’s father died during the war, and where he is forced to confront his past.
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TADEO JONES

This is the first ever 3D animation film undertaken by the 
company and is the first full-length film directed by Enrique 
Gato, an experienced director of short animation films and 
winner of the Goya Award for Best Short Animation Film 
in 2003 and 2007, for “Tadeo Jones” and “Tadeo Jones y 
el sótano maldito”.  This is an animated adventure movie 
especially suitable for children, which shows that dreams 
can be achieved through determination and perseverance 
regardless of a person’s background or position.

LO MEJOR DE EVA

This film was co-produced by Telecinco Cinema, Malvarrosa 
Media, Kasbah and Sentido Films, with the collaboration of 
AXN and Canal +.  It is thriller directed by Mariano Barroso 
and starring Leonor Watling and Miguel Angel Silvestre. The 
film tells the tale of an honest and meticulous judge who has to 
face the most important court case of her career: the murder 
of a young Eastern European woman, involving a powerful 
businessman. The presence of an alluring witness - a gigolo by 
profession and friend of the victim - creates a dilemma: should 
she resist his charms or allow herself to be seduced and break 
the law?

NO HABRÁ PAZ PARA LOS MALVADOS

This is a film directed by Enrique Urbizu and starring José 
Coronado, Rodolfo Sancho, Juanjo Artero and Helena Miquel. 
It tells the story of Inspector Santos Trinidad, who whilst on his 
way home one Sunday becomes caught up in a triple murder. 
What begins as a straightforward case of drugs trafficking 
becomes a complex plot involving organized crime. 

This film received the best film and best male actor awards 
at the 2012 Premios Forqué. Of its 17 nominations for Goya 
awards, it won those for Best Film, Best Actor (José Coronado), 
Best Director (Enrique Urbizu), Best Sound (Licio Marcos 
de Oliveira and Ignacio Royo-Villanova), Best Editing (Pablo 
Blanco) and Best Original Script (Enrique Urbizu and Michel 
Gaztambide)
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VERBO

Directed by Eduardo Chapero-Jackson and starring Alba García, 
Miguel Ángel Silvestre and Verónica Echegui. This is a fantasy film 
which focuses on the workings of the mind of a Spanish teenager 
who, faced with difficulties in communicating with her family and 
others around her, contemplates suicide. The films shows the 
isolation and lack of understanding which society imposes upon 
the young, forcing them into extreme situations; at the same 
time, however, it gives grounds for optimism and hope through 
friendship, art and music. The Fundación Tomillo (http://www.
tomillo.org) and the Instituto Rayuela both collaborated in the 
making of this film.

It was nominated for three Goya awards: Best Debut Actress (Alba 
García), Best Debut Director (Eduardo Chapero-Jackson) and Best 

Original Song (Pascal Gaigne).

AMIGOS

Directed by Borja Manso and Marcos Cabotá, and starring 
Ernesto Alterio, Diego Martín, Alberto Lozano, Goya Toledo 
and Manuela Velasco. The film tells the story of four friends who 
have known each other since childhood, focusing on the way in 
which their friendship endures despite the different lives they 
have led. It won the Audience Award at the 2011 Festival de 
Malaga.
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Mediaset España, through Publiespaña, a company 
engaging in the exploitation and management 
of advertising resources, ensures that its 
broadcasting of advertising is responsible through 
its collaboration with the Association for the 
Self-Regulation of Commercial Communication 
(known as Autocontrol), to which it has subscribed.

Advertising is an essential part of television as a business activity, the Group’s understanding 
being that its corporate responsibility should also be reflected in the broadcasting of 
advertising content which is responsible from the ethical and legal perspectives and in 
terms of its social impact.

To achieve this, it has not only implemented internal procedures for defining the types 
of advertising content to be broadcast; it also submits its advertising voluntarily to the 
control process carried out by Autocontrol, which can take place either prior to the 
broadcasting of advertising content (prior consultation or Copy Advice), or subsequently 
in response to a possible controversy or the presentation of complaints.

Engagement in advertising activity takes place in accordance with the framework 
established by both current legislation and the guidelines defined by Autocontrol, which 
are set out in codes of ethics, sector codes, or in agreements and pacts which are applied 
by the Jury, thus ensuring that such activity is carried on in a responsible manner. This 
framework regulates television content and children, food-advertising aimed at children, 
the prevention of obesity and health issues, environmental messages in commercial 
communications,  the advertising of toys aimed at children, the promotion of medicines, 
electronic commerce and interactive advertising, the advertising of spirits, premium rate 
services, and many other issues1.

1 For more information on regulated areas, please see: 
http://www.autocontrol.es/que_codigos.shtml



94

OUR ADVERTISING

Autocontrol is a not-for-profit association with over 430 members. It is made up of the leading Advertisers, 
Advertising Agencies, Media and professional Associations relating to the advertising business in Spain.  Its 
task is to manage the Spanish advertising self-regulation system and it belongs to the European Advertising 
Standards Alliance (hereinafter EASA), a supranational organization which includes all the Spanish advertising 
self-regulation bodies.

Autocontrol is entrusted with the management of the Spanish television advertising co-regulation system, 
based on the agreement signed by television operators, the Asociación Española de Anunciantes (hereinafter  
AEA) and Autocontrol, and based also on the agreement signed by Autocontrol with the State audio-
visual authority (hereinafter SETSI). This system allows for cooperation in the preventative detection and 
penalization of unlawful television advertising, one of its aims being to ensure that advertising legislation and 
advertising codes of ethics are correctly applied and adhered to. 

Three main instruments are used by Autocontrol in its management of the commercial communication self-
regulation system: a Code of Conduct, and independent Advertising Jury whose task is to handle possible 
controversies arising and complaints presented against advertisements which have been broadcast, and a 
technical committee which provides legal advice prior to the broadcasting of advertisements through its 
prior consultation or Copy Advice procedure. This service provides advice on the ethical and legal propriety of 
advertising campaigns prior to broadcasting.

In the case of prior consultations, Publiespaña requests 
a prior ethical and legal report from the Autocontrol 
Technical Unit and accepts its decision. If the 
recommendation made is that the advertisement should 
not be broadcast, then the campaign is cancelled.

In 2011, Publiespaña requested 287 Copy Advices 
on advertising campaigns prior to broadcasting, and 
presented 47 legal consultations in relation to advertising.

Copy Advice consultations were presented in relation 
to the following sectors: food, snacks, safety devices, 
alcoholic drinks, energy drinks, beauty and hygiene, 
children’s footwear, beauty salons,  dental clinics,  food 
supplements, cinema, electronic cigarettes, contacts, 
diaries, downloads to mobile phones, medicines, toys, 
condoms, perfumes and eaux de Cologne, catering and 
videogames.

Consultations submitted for which the corresponding 
decision was carried into effect related to: micro-slots 
for the advertising of videogames, the advertising of 
alcoholic drinks on screens in Shopping Centres, the 
approval and implementation of the Gaming Regulation 
Law, alcoholic drinks (beers with less than 1º alcohol) or 
the requirements for sponsorship by medicinal products.

On the other hand, in 2011 Publiespaña received a 
single complaint which was referred to the Autocontrol 
Advertising Jury, regarding a “promo” produced by 
Telecinco to announce the fact that it was the leader in 
audience figures for news programmes for the month 
of January 2011; this complaint was rejected by the Jury. 

The rules set out in General Audio-visual 
Communications Law (Law 7/2010 of 31 March 
2010) for which compliance is verified include, 
most notably, the following: 

a) The prevention and eradication of gender-
based discrimination in favor of effective equality 
between men and women (Article 4).

b) The obligations incumbent upon providers 
of audiovisual communication in relation to 
children (Article 7); this refers to content which 
could be damaging to the physical, mental or 
moral development of children and can only be 
broadcast between 10 p.m. and 6 a.m.
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The following table reflects the general distribution of advertising business among the various channels which make 
up Mediaset España:

Total block 
20111

Average blocks 
per day2

Average blocks 
per hour3

Minutes between 
blocks4

Total minutes 
advertising

TELECINCO 12 33 2 30 72,453

CUATRO 14 40 2 24 73,633

FDF 14 38 2 26 60,055

LASIETE 14 38 2 26 67,547

BOING 11 30 1 35 29,332

GRAN HERMANO/DIVINITY5 14 38 2 26 51,875

1 Total Minutes Advertising broadcast per hour
2 Average Blocks of Advertising per day. 
3 Average Blocks of Advertising per hour.
4 Average Minutes Difference between the broadcasting of one Advertising Block and the next.
5 24-hour Gran Hermano Channel while this reality show was being broadcast (January 2011 
through to March 2011) and DIVINITY (from March 2011 onwards).
Source: Kantar Media
Fuente: Kantar Media

On the other hand, by ceding advertising space, the Group helps to promote values associated with certain not-for-
profit projects or institutions with which it collaborates.

N.B.: Amounts expressed in Euros
1 Advertising space ceded by the channels FDF, LASIETE and DIVINITY

Advertising space ceded free of charge in 2011

ORGANISATION/ CHANNEL TOTALES

ADELANTE ÁFRICA TUGENDE 144,000      144,000

AYUDEMOS A UN NIÑO 121,500 10,000    15,000 146,500

FUNDACIÓN DE AYUDA 
CONTRA DROGADICCIÓN

1,092,000 538,950 84,600 58,200 33,000 105,450 1,912,200

FUNDACIÓN JOSEP CARRERAS 298,950  108,450 22,050   429,450

FUNDACIÓN REINA SOFIA 
-BANCO DE RECUERDOS

1,456,900 501,925 66,350 37,950 23,255 351,600 2,437,980

FUNDACIÓN TIERRA DE 
HOMBRES

79,500      79,500

NGO ACCIÓN SOCIAL 
PLATFORM

65,500 14,250 3,400 2,750 1,230  87,130

SAVE THE CHILDREN 177,750 15,000    22,500 215,250

SÍNDROME DOWN   50,850  2,625  53,475

TOTAL 3,436,100 1,080,125 313,650 120,950 60,110 494,550 5,505,485

1
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In 2011 the Mediaset Group team was made up 
of 1,390 people, mostly based in Spain. The year 
was marked by the merger of several Group 
companies and the integration of Cuatro. 

Work continued on ensuring equal opportunities through the approval of a new Equality 
Plan and the extension of existing plans and procedures designed to manage the psycho-
social risk and harassment at work.  In addition, new Collective Agreements were signed 
and trade union elections were held in some Group companies. With respect to training, 
more than 24,000 hours of training were offered, largely focusing on the induction 
programme for Cuatro employees and their adaptation to the technological upgrades 
in news media. Employees continued to enjoy fringe benefits and life/ work balance 
measures, where improvements have been introduced every year. The Occupational Risk 
Prevention policies and actions in place continue to guarantee the safety, health and well-
being of all Mediaset Group employees.
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INFORMATION ON THE GROUP’S EMPLOYEES

2009 2010 2011

Average number of employees (No. people)1 1,139 1,104 1,390

No. employees at end of period (No. people) 1,107 1,122 1,378

Average age  (years) 2 39.52 40.38 40.63

Average length service (years)3 11.56 12.04 11.93

Proportion of women employees (%) 2 46.62 46.41 49.35

Proportion of employees on indefinite contracts (%) 
2 y 4 99.00 98.94 98.50

New hires 32 31 26

Turnover rate 5 1.23 0.72 0.79

Scope: Mediaset Group
(1) Not including workers hired through Temporary Employment Companies
(2) Averages (structural + temporary) 
(3) Calculated at 31 December each year     
(4) This percentage does not include workers hired through Temporary Employment Companies
(5) <Undesired departures (voluntary departures + voluntary leave of absence) / Average headcount> 

* 100. (10 voluntary departures and 1 leave of absence)
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Employees per Group Company 

2009 2010 2011

MEDIASET ESPAÑA 710 704 888

GRUPO EDITORIAL 3 2 2

ATLAS ESPAÑA1 192 186 114

SOGECUATRO1 - - 43

CINTV1 - - 63

SOGECABLE MEDIA - - 1

TELECINCO CINEMA 7 8 9

MEDIACINCO CARTERA 2 2 2

CONECTA 5 19 19 19

PUBLIESPAÑA 149 153 211

PUBLIMEDIA GESTION 36 30 38

CINEMATEXT MEDIA2 11 - -

CINEMATEXT ITALIA2 8 - -

ADVANCED MEDIA2 2 - -

TOTAL 1,139 1,104 1,390

Scope Mediaset Group. Annual averages.

(1)  As from 1 August 2011  Atlas España, Sogecuatro and CINTV were merged in  Mediaset España; the annual averages of Atlas 
España, Sogecuatro and CINTV relate to the period 1 January to 31 July 2011.  

(2)  Cinematext Media and Cinematext Italia stopped forming part of the Group in 2009. Advanced Media was wound up and 
liquidated in 2009.

Geographical distribution % sobre Total 31/12/2011

BARCELONA 1.96% 27

BILBAO 0.29% 4

MADRID 97.24% 1,340

OTRAS SEDES 0.51% 7

TOTAL 1,378

Geographical distribution of employees

Scope Mediaset Group 
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Breakdown of employees by category, gender and region 

2009
461

384

30

Manager Heads of 
depart.

Journalist

29 45 47 73

Indefinite

28 Indefinite
1 Temporary

Indefinite

Indefinite

68 Indefinite
5 Temporary

459 Indefinite
2 Temporary

382 Indefinite
2 Temporary

Scope:  Mediaset Group . Annual averages.

704
686

Manager Heads of 
depart.

Journalist Employees 
& technical 
personnel

Total Total

503

78

485

112

52
79

37

43 Indefinite
1Temporary

50 Indefinite
2 Temporary

Indefinite

1,390

70

607
532

Heads of 
depart.

Journalist

Employees 
& technical 
personnel

Total Total

   Men      

2010
442

367

47 72
34 42

33 Indefinite
1Temporary

Indefinite

68 Indefinite
4 Temporary

439 Indefinite
3 Temporary

363 Indefinite
4 Temporary

1,139

592
512

Manager Employees 
& technical 
personnel

Total Total

69
31

Indefinite

Indefinite

2011

108 Indefinite
4 Temporary

496 Indefinite
7 Temporary

478 Indefinite
7 Temporary

1,104

   Women

Indefinite

44
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Structural personnel 

Temporary personnel 

MEDIACINCO CARTERATELECINCO CINEMA

0 / 0
6 / 6

19 / 0

Manager

Head of depart.

Journalists

Employees

Technical personnel

Head of depart.

Journalists

Employees

TOTAL

1 / 1

0 / 0

3 / 0

0 / 0

0 / 0

0 / 0

0 / 0

4 / 5

0 / 4

Manager

Head of depart.

Journalists

Employees

Technical personnel

Head of depart.

Journalists

Employees

TOTAL

S.P.

   Men        

Desglose de la plantilla por categoría laboral, sexo y región

593

S.P.

T.P.

CONECTA 5

Manager

Head of depart.

Journalists

Employees

Technical personnel

Head of depart.

Journalists

Employees

TOTAL

2 / 3

3 / 4

0 / 0

0 / 0

0 / 0

0 / 4
0 / 0

1 / 2
S.P.

T.P.

518

MEDIASET ESPAÑA

Manager

Head of depart.

Journalists

Employees

Technical personnel

Head of depart.

Journalists

Employees

TOTAL

51 / 21
34 / 38

75 / 104

407 / 347

593 / 518

S.P.

T.P.
1 / 2

S.P.

T.P.

   Women

Scope: Mediaset Group. Annual averages.

6 / 13

T.P.

0 / 0

0 / 0

1 / 0

0 / 0

0 / 0

0 / 0

0 / 0

1 / 1

0 / 1

4 / 3

0 / 0

0 / 0

0 / 0

0 / 0

17 / 21

13 / 18

PUBLIMEDIA GESTIÓN PUBLIESPAÑA

Manager

Head of depart.

Journalists

Employees

Technical personnel

Head of depart.

JournalistsT.P.

Employees

TOTAL

0 / 0

0 / 0S.P.

Manager

Head of depart.

Journalists

Employees

Technical personnel

Head of depart.

Journalists

Employees

TOTAL

6 / 8

0 / 0

20 / 13

2 / 2

0 / 0

0 / 0

0 / 0

83 / 128

55 / 105
S.P.

T.P.
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As a result of the integration of Cuatro, in 2011 Mediaset 
España carried out an employee rightsizing process in light 
of its current size and needs and conducted an in-depth 
analysis of the situation in order to minimise the impact of 
staff cuts.   As a result, on 1 February 2011 the Authorities 
were informed and the time for consultation commenced 
for two lay-off arrangements, submitted by Sogecuatro 
and CINTV. The proceedings ended with the agreement 
of the parties and the lay-offs were authorised by the 
Directorate General for Employment in the Autonomous 
Region of Madrid and entailed the dismissal of 38 
employees in Sogecuatro and 51 employees in CINTV. 

The Mediaset Group strives to ensure that it has future 
employees in reserve and carries out a very close follow-
up of both performance during trial periods and final 
reports and has the maximum collaboration of company 
management in this regard. The search for young high- 
potential talent, strongly committed to the project, 
continues to be a constant in the Group, beyond the one-
off employee restructurings that it has had to face. 

% employees by type of contract

2009 2010 2011

INDEFINITE 99.0% 98.9% 98.5%

TEMPORARY 1.0% 1.06% 1.5%

Scope:  Mediaset Group

Distribution of employees by age 

   Men   

>60      56 a 60      51 a 55      46 a 50      41 a 45       36 a 40      31 a 35       25 a 30       <25

2

19 46

158

Scope: Mediaset Group. Annual averages.

   Women

145

196

111

269 25

85

187
168

146

59

5
12

One of the main objectives is to sign agreements with 
centres whose educational programmes best conform 
to the Group’s professional reality. In 2011 there were 
collaboration agreements with 93 training centres, 
including secondary schools, master’s programmes and 
universities in several autonomous regions.  During that 
period 20% of interns and students in job training were 
hired to cover the specific needs detected. Of the 274 
university and vocational training students who have 
worked in the Group companies, 55 were hired through 
Temporary Employment Companies.
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0.09

0.35
0.18

0.18

25-30

31-35

36-40

41-45

46-50

51-55

56-65

0.09

0.09

0.09

0.09

0.18

2010

   Men   

Scope: Mediaset Group

25-30

31-35

36-40

41-45

46-50

51-55

56-65

0.22

0.14

2011

0.07
0.09

0.07
0.09

25-30

31-35

36-40

41-45

46-50

51-55

56-65

0.09

0.09

0.09

0.09

0.09

2009

   Women

Turnover by age group, gender and region 

Turnover by gender 

0.530.70

Turnover by gender 

0.180.54

0.09

0.09

Turnover by gender 

0.290.50

0.09

0.09

Number of interns and students in job training 

2011 2010 2009

 STUDENTS 
JOB TRAINING 

INTERNS TOTAL
STUDENTS 

JOB TRAINING 
INTERNS TOTAL

STUDENTS 
JOB TRAINING 

INTERNS TOTAL

Mediaset 
España

63 146 209 53 67 120 42 74 116

Atlas España 5 19 24 5 59 64 6 60 66

Conecta 5  28 28 1 21 22  27 27

Publiespaña 
/ Publimedia 
Gestión

 13 13  13 13  11 11

TOTAL 
GROUP

68 206 274 59 160 219 48 172 220

Scope: Mediaset Group. Annual averages
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GERMAN

ITALIAN

AMERICAN

FRENCH

SPANISH

TOTAL

Breakdown of employees by nationality

1,354

1,378

2

18

3

1

Scope: Mediaset Group. 

Número de personas extranjeras por empresa, categoría y sexo

  Men       Women

COMPANY MANAGERS
HEAD 

DEPARTMENT
EMPLOYEES

TECHNICAL 
PERSONNEL

TOTAL TOTAL

M W M W M W M W M W

MEDIASET 
ESPAÑA

4    2 3   6 3 9

TELECINCO 
CINEMA

  1      1 0 1

MEDIACINCO      1   0 1 1

CONECTA 5   1   1   1 1 2

PUBLIESPAÑA 3 1    3   3 4 7

PUBLIMEDIA 
GESTIÓN

2 2       2 2 4

TOTAL 9 3 2 0 2 8 0 0 13 11 24
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RELATIONS WITH EMPLOYEES 

A Collective Agreement is applied in all Group companies 
and in some of them the agreement is company specific. 
Negotiations are conducted between the company’s 
management and workers’ committee in each, on a majority 

basis, while in other companies, the industry Collective 
Agreement is applicable. In the first case, once the Collective 
Agreement is declared to have ended, negotiations 
commence for future Collective Agreements, as set out in 
the articles on terms, the signatories having undertaken to 
initiate negotiations before the end of the year.

The applicable Collective Agreements in 2011 for each company are as follows:

MEDIASET ESPAÑA 9th CA Gestevisión Telecinco (company)

ATLAS ESPAÑA 5th CA Atlas España (company)

CONECTA 5 CA Offices  Madrid (sector)

PUBLIESPAÑA CA Advertising Companies  (sector)

PUBLIMEDIA GESTIÓN CA Advertising Companies  (sector)

MEDIACINCO CARTERA CA Offices  Madrid (sector)

TELECINCO CINEMA
CA Offices  Madrid (sector) and 9 CA Gestevisión Telecinco (comparable in 
certain conditions)

SOGECUATRO II CA  Sogecable Group (company)

CINTV II CC  Sogecable Group (company)

Note: Throughout the document reference is made to the Collective Agreement of  Gestevisión Telecinco, S.A., the name under 
which it is registered.

The Collective Agreements have remained in effect 
irrespective of the merger carried out in July 2011, 
governing employer/ employee relations in each company 
until a new Mediaset España Collective Agreement is 
negotiated. 

Mediaset España employees are subject to the conditions 
envisaged in the 9th Collective Agreement of Gestevisión 
Telecinco, while employees hired for news programmes 
are in addition subject to the Collective Agreement of 
1 August 2011, for the application of certain provisions 

contained in the Altas España Collective Agreement 
(weekend shift, job complements, among other things).

The application of the pertinent agreement, for the 
contracts made directly by Mediaset España, does 
not differentiate between permanent and temporary 
employees. For employees hired through Temporary 
Employment Companies, current legislation is applied 
which entails the application of the same salary, working 
day conditions etc pertaining to the position held.



106

OUR TEAM 

Percentage of employees covered by a Collective Agreement for each company

EMPLOYEES INCLUDED IN THE 
COLLECTIVE AGREEMENT

% EMPLOYEES COVERED BY A 
COLLECTIVE AGREEMENT 

Gestevisión 
Telecinco

MEDIASET Atlas España
ESPAÑA 

Sogecuatro

1.001 90.92%

CINTV

PUBLIESPAÑA 176 84.21%

PUBLIMEDIA GESTIÓN 32 82.05%

CONECTA 5 18 94.74%

MEDIACINCO CARTERA 2 50%

TELECINCO CINEMA 6 66.67%

Employees not covered by the Collective Agreement 
applicable in the company where they work are managers 
or special groups, e.g. actors who are expressly excluded 
from the scope of its application. 

Freedom of association, trade union freedom and 
freedom in collective bargaining are basic rights and are 
recognised as such and observed in all Mediaset España 
group companies. 

Trade union elections took place in Mediaset España in 
2011 to elect the new Workers’ Committee, made up 
of 23 members and 7 trade union representatives. In 
October 2011 trade union elections took place for the 
first time in Conecta 5 and a worker’s representative was 
elected. There are no workers’ representatives in other 
Group companies.

In 2011 the following were negotiated and signed with 
employees’ representatives:

•	 Collective Agreements applicable in 2011: 9th in 
Gestevisión Telecinco and 5th in Atlas España.

•	 Collective Agreement to transfer certain conditions of 
the Collective Agreement of Atlas España to the new 
employees hired for news programmes in Mediaset 
España, as from 1 August 2011.

•	 Agreement to extend the representative mandate of 
the Workers’ Committees of the target companies 
(Atlas España, Sogecuatro and CINTV) until the new 
election of the Workers’ Committee in Mediaset 
España which took place on 6 October 2011.

•	 Lay-off proceedings: that affected Sogecuatro and 
CINTV.

In 2011 no situations were detected where the right to 
membership and application of Collective Agreements 
was compromised.

The minimum notice periods for organisational 
changes are specified in the company specific Collective 
Agreements. For companies subject to industry Collective 
Agreements, the legal timelines established therein are 
applicable.  For negotiation procedures with employees 
in the event of significant organisational changes, the 
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Workers’ Statue is applicable, which lays down the 
applicable information and consultation procedures.

The minimum notice periods specified in the Company 
Collective Agreements of Atlas España and Gestevisión 
Telecinco are: 

•	 Notification by the employee of his voluntary 
departure: 15 days.

•	 Request by the employee of voluntary redundancy 
and subsequent reinstatement: 45 days.

•	 Setting a holiday calendar : between the Workers’ 
Committee and Company Management in the first 
four months of the year.

•	 Trial period for new hires: 6 months for graduate 
technical personnel, 3 months for others and 15 days 
for unskilled personnel.

•	 Procedure established for internal notification of 
newly created positions: committee’s notification, 2 
working days’ prior to the date of internal notification. 
Candidate presentation: minimum 5 days. 

•	 Levying of penalties for serious and very serious faults: 
must be reported to the interested party and workers’ 
representatives, prior to allegations.

•	 Shift planning: at least one month in advance, informing 
the interested parties at least 2 weeks in advance.

•	 Timetable per project (mainly affecting employees 
assigned to sets, studios, production and acting 
services): timetable changes should usually be 
reported to the employee at least 12 hours prior to 
the commencement of the working day.

•	 Summer timetable: this should be proposed by each 
department manager by 10 June.

•	 Paid time-off - 25 hours :  following prior notice of the 
employee’s  immediate superior and evidence of the 
time involved.

•	 Prior notice period for declaring the termination of 
the Collective Agreement, 2 months before it or any 
of its extensions ends. Otherwise, it will be understood 
to be tacitly renewed.

The minimum notice periods specified in the Sogecable 
Group’s Collective Agreement (applicable to the 
employees of Sogecuatro and CINTV) are: 

•	 Paid pregnancy leave, prior to maternity leave: the 
employee wishing to ask for such leave should notify 
the company 15 days in advance.

•	 Suspension of contract for paternity leave: the 
employee should notify the company 15 days in 
advance of his intention to exercise this right.

•	 Voluntary leave of absence: should be requested with 
a minimum 30 day notice.

•	 Special Complement and Special B: when the 
reasons, personal or of special trust, are not longer 
applicable, the complement will be cancelled. It will 
also be cancelled if both parties mutually agree to its 
termination, providing 30 days’ notice.

•	 Disciplinary procedures: in cases of serious and very 
serious faults, before levying the pertinent penalty, 
Management should notify the relevant Workers’ 
Committee and the representative of the trade union 
of which the employee is a member, provided that the 
company has been duly informed, in order to assess 
the events alleged and proposed penalty.

•	 Termination of the Collective Agreement: minimum 
two calendar months’ notice at 31 December 2011, 
i.e. before it ends.

•	 New hire trial period: 6 months for graduate technical 
personnel, three months for others.

•	 Holidays: preparation of the holiday schedule up to 
two months in advance. 
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Equal opportunitys

Equality opportunity for all people forming part of 
Mediaset España is a priority which is borne out by 
the commitments entered into under the Collective 
Agreements through the formation of the Equality 
Committee. Company management provides the Equality 
Committee with the same information as it delivers to 
the Workers’ Committee in relation to the application 
of the Equality Plan and policies to ensure equality and 
non-discrimination for reasons of gender. Moreover, the 
following information is made available to the Equality 
Committee each year, concerning the application in 
the Company of the right to equal treatment and 
opportunities for men and women: 

•	 Proportion, in percentage terms, of women and men 
at the different professional levels: comparison at the 
start and end of the year on which information is 
provided.

•	 Comparison, in terms of salaries for men and women, 
by professional category (personnel covered by the 
Collective Agreement). 

•	 Promotions and professional changes, broken down 
by men and women, during the year (percentages). 

•	 Noteworthy matters concerning the Equality Plan’s 
application during the year on which information is 
provided.

The Equality Committees are responsible for the 
implementation and follow-up of the Equality plans 
which include specific measures in this respect and for 
laying down measures that eliminate and prevent sexual 
harassment and / or sexual discrimination. 

During 2011 Equality Plans were negotiated and signed 
while psychosocial risks and harassment management 
procedure remained in place in the group companies. A 
summary is as follows:

COMPANY POLICY DURATION

MEDIASET ESPAÑA

I EQUALITY PLAN 01/01/2011 to 31/12/2011

PSYCHOSOCIAL RISKS & HARASSMENT 
MANAGEMENT PROCEDURE

Since November 2009

ATLAS ESPAÑA

II EQUALITY PLAN 01/01/2011 to 31/12/2011

PSYCHOSOCIAL RISKS & HARASSMENT 
MANAGEMENT PROCEDURE

Since November 2009

PUBLIESPAÑA Y 
PUBLIMEDIA GESTIÓN

II EQUALITY PLAN 01/01/2011 to 31/12/2011

PSYCHOSOCIAL RISKS & HARASSMENT 
MANAGEMENT PROCEDURE

Since May 2010

CONECTA 5

II EQUALITY PLAN 01/01/2011 to 31/12/2011

PSYCHOSOCIAL RISKS & HARASSMENT 
MANAGEMENT PROCEDURE

Since November 2009

TELECINCO CINEMA
PSYCHOSOCIAL RISKS & HARASSMENT 
MANAGEMENT PROCEDURE

Since November 2009

MEDIACINCO 
CARTERA

PSYCHOSOCIAL RISKS & HARASSMENT 
MANAGEMENT PROCEDURE

Since November 2009
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Chapter XII of the Sogecable Group’s II Collective 
Agreement (applicable to Sogecuatro and CINTV) deals 
with matters of equal opportunity and non-discrimination, 
sexual harassment for reasons of gender and morality, and 
gender violence.

In order to ensure compliance with these policies, the 
Equality Plans contain evaluation and follow-up measures 
that guarantee that Company Management and the 
Equality Committees oversee their correct application 
and analyse the level of attainment of the objectives 
considered. The “Equality Agent”, designated by Company 
Management, is responsible for the following functions:

•	 Informing and providing guidance to possible users 
concerning the measures contained in the Equality 
Plan.

•	 Coordinating people to ensure the correct application 
of the measures adopted in all areas of the company 
affected.

•	 Preparing information on the application of the 
Equality Plan, and proposals for improvement.

•	 Applying and reporting possible legislative updates 
related to any of the matters included in the Equality 
Plan.

Although not officially appointed as such, the Equality 
Agent’s functions are carried out by an employee of the 
Industrial Relations Management department and who is 
also a member of the Equality Committee.

The actions carried out by the Equality Agent are as 
follows:

•	 Preparation of follow-up information: in July 2011 all 
follow-up information concerning equal treatment 
and non-discrimination for the six month period was 
delivered to the Equality Committee of Mediaset 
España and Atlas España, together with information 
on noteworthy issues concerning the application of 
the Equality Plan and other measures in this respect.

•	 Involvement in the preparation and application of the 
four Equality Plans in effect in 2011: I Equality Plan of 
Mediaset España, II Equality Plan of Atlas España, II 

Equality Plan of Publiespaña/Publimedia Gestión and 
II Equality Plan of Conecta 5.

•	 Communication campaign: a communication 
campaign has been conducted through several 
internal channels generally used by all employees 
from their workstations to inform them of applicable 
measures and rights.

Following the preparation of a prior detailed diagnosis 
of the real situation in each Group company, the Equality 
Plans lay down the specific objectives in each of the areas 
involved, including work / life balance, remuneration, 
professional classification or communication objectives, 
among others, together with the measures to attain them.

Equality Plans have improved the right to a work/ life 
balance, extending, for example, maternity or nursing 
leave, promoting a culture of equality throughout, 
ensuring awareness of the measures implemented by 
the companies through internal communication and 
establishing prevention mechanisms and actions in the 
event of situations of psychosocial risk and harassment 
at work.

In 2011 all the Equality Plans that were in effect 
until 2010 were extended and the first Equality Plan 
was implemented in Mediaset España. In all cases, all 
measures have been maintained and some have even 
been improved, for example, increasing flexible working 
hours for the ordinary timetable applicable in Mediaset 
España and Atlas España which improves the possibility of 
achieving an appropriate work /life balance.

The procedure for managing psychosocial risks and 
harassment at work, which encompasses all measures 
aimed at eliminating and preventing sexual harassment 
and / or discrimination for reasons of gender, mainly 
includes the following measures:

•	 Management’s declaration of the principles of equality 
of treatment and non-discrimination. 

•	 Preventive measures focusing on the origin of risks.

•	 Development of specific action procedures.

•	 Follow-up of actions carried out.
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The procedure itself provides a system for monitoring its 
operation, analysing the appropriateness and feasibly of 
its content.

Mediaset España considers that it is essential to have a 
good policy of communication in relation to equality and 
non-discrimination in order to ensure the real and effective 
application of the measures implemented. In this respect, 
the company reports and stores all relevant information 
through its internal communication channels. This mainly 
includes information circulars on the corporate Intranet 
and Employee Portal, where there is a specific “Equality” 
section, setting out the entire content of all Equality Plans 
and Procedures for the management of psychosocial risks 
and harassment at work, ensuring that they are known by 
all employees.

In 2011 there were no incidents connected with 
discrimination. The diagnoses performed before 
establishing the Equality Plan objectives detected no 
situations which may be considered discriminatory or 
point to inequality at work for reasons of gender or any 
other reason which may trigger discrimination.

The Collective Agreements applicable to Group companies 
officially contain the salary tables for each professional 
category and develop the applicable remuneration regime, 
irrespective of gender, indicating salary complements 
and terms and conditions. The Collective Agreements 
guarantee the equal remuneration of men and women 
who occupy the same position, with respect to both their 
basic salary and job complements. Exceptionally some 
employees are assigned an ad-personam complement 
for certain personal circumstances or because they 
hold positions of trust. This complement is negotiated 
irrespective of gender.

The Mediaset Group maintains its commitment to 
integrate the disabled in its activities.

Number of disabled workers by professional 
category 

 2009 2010 2011

MANAGER 1 1 1

HEAD OF DEPT.    

JOURNALIST    

EMPLOYEES 4 5  4

TECHN. 
PERSONNEL

  

TOTAL 5 6 5

Scope: Mediaset Group

Fringe benefits

The Mediaset Group offers a series of fringe benefits 
to all its employees, irrespective of the duration of their 
working day or the temporary or indefinite nature 
of their contractual relationship. The following are 
particularly noteworthy:

•	 Disability and death insurance in favour of all group 
employees.

•	 Temporary disability complements: complements 
of 100% of the functional salary, personal salary 
complements and on-call and shift complements.

•	 Salary complement in situations where employment 
contracts are suspended owing to maternity leave 
and paternity leave: while such situations apply, a 
complement will be received that, in addition to the 
Social Security benefit, is equivalent to 100% of the 
functional salary and personal complements.

•	 Study grants (including foreign languages) for amounts 
of 40% to 75% in order to cover registration costs 
and learning centre fees.
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•	 Free canteen facility for the Group’s employees, 
during working days, although for employees included 
in the II Collective Agreement of the Sogecable 
Group, it is subsidised.

•	 Special advances (in addition to ordinary advances in 
respect of salaries or the part accrued of extra salary 
payments): to be discounted in up to 18 months in 
order to cover various situations: acquisition of home, 
home eviction or need for urgent or essential home 
repairs, taking into account the health of employees or 
their family members or other exceptional situations 
that may give rise to serious losses. 

•	 Gymnasium grant for certain professional categories.

•	 Toys at Christmas for employees’ children until they 
turn 17.

•	 Christmas hamper for each employee.

•	 Employee car park at company’s premises. 

•	 Bus service for employees, linking Mediaset España’s 
facilities with train and Metro stations.

•	 Employee Club: through a section of the corporate 
Intranet,  employees can take advantage of offers, 
discounts and promotions relating to products, 
activities, shows and leisure centres, e.g., always under 
better conditions than market conditions. 

•	 Medical insurance subsidised by the company for the 
Group’s managers (in Publiespaña and Publimedia 
Gestión, all employees have qualified since 2011) and 
offers for all other employees. 

Work / life balance measures 

The Mediaset Group is still committed to enabling 
employees to improve their work/life balance and 
therefore to bettering their personal and professional 
development. 

Of the measures implemented, noteworthy are the 
following:

•	 Maternity leave: extending paid maternity leave by an 
additional week with respect to the legally established 
period for Mediaset España (including personnel from 
Atlas España, Sogecuatro and CINTV), Conecta 5, 
Publiespaña and Publimedia Gestión. 

•	 Reduction of the working day for family reasons: the 
9th Collective Agreement of Gestevisión Telecinco 
and 5th Collective Agreement of Atlas España contain 
the provisions of the Organic Law for the effective 
equality of women and men, it being possible to 
reduce the working day to care for children under 
8 years of age up to the legal limit of   1/8 of the 
working day as per the employee’s contract (similarly 
applicable to employees caring for family members). 

•	 Nursing leave: extension of the permit for accumulated 
nursing leave to 13 working days for Mediaset 
España (except for employees from Sogecuatro 
and CINTV), Publiespaña and Publimedia Gestión. 
Nursing leave amounts to 18 calendar days according 
to the II Collective Agreement of the Sogecable 
Group (applicable to employees from Sogecuatro 
and  CINTV), and 15 working days for the Group 
companies to which the Collective Agreement for 
Offices  of the Autonomous Region of Madrid applies.

•	 Flexible working times: in 2011 the Collective 
Agreements of  Gestevisión Telecinco and Atlas 
España and the relevant Equality Plans established 
improvements in working time flexibility which consist 
of establishing a minimum break in shifts of 45 minutes 
(previously 1 hour), thereby shortening the minimum 
presence at work by 15 minutes. Additionally, these 
Agreements lay down, for those departments where 
the organisation of the work allows, daily flexibility in 
the ordinary working day (split and non-split shifts), 
meaning that employees can start work or have 
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lunch 30 minutes earlier or later during their ordinary 
working day. The employees of Sogecuatro and 
CINTV, according to their Collective Agreement, can 
start work from 08:30 to 09:30, in those departments 
where this is possible. 

•	 Pregnancy protection: as a measure aimed at 
protecting pregnancy, pregnant employees have a 
parking place reserved at the Fuencarral facilities 
from the start of their pregnancy. The Collective 
Agreements of Gestevisión Telecinco and Atlas 
España enable pregnant women with on –call 
timetables (entailing constant timetable changes) to 
temporarily suspend such timetables as from the sixth 
month of pregnancy and during the nursing period. 
In all cases, the Prevention Department carries out 
a follow-up and basic control of the pregnancy at 
the work location. The Sogecable Group’s Collective 
Agreement also expressly establishes that pregnant 
employees will be entitled to change jobs for another 
similar level position if their jobs can have a negative 
effect on their pregnancy, when so prescribed by their 
doctor. They will also be entitled for the same reason 
to avoid work requiring a physical effort which entails 
a risk and to choose a shift during this period. In any 
event, pregnant employees may not be discriminated 
against professionally or for work purposes because 
of their condition.

•	 Dividing paid leave: in cases of paid leave (birth of 
children, death, accident, serious illness and hospital 
admission or surgical operation without hospital 
admission requiring home rest of a family member 
up to the second degree of consanguinity or affinity), 
employees may divide days’ leave into hours in order 
to make it possible to accompany family members or 
complete certain administrative formalities. 

•	 Bringing forward following year’s holidays: the 
Equality Plans of Mediaset España, Atlas España, 
Conecta 5 and Publiespaña, lay down that if necessary 
owing to the serious illness of family members up 
to the second degree of consanguinity or affinity, 5 
days’ holidays from the following year may be brought 
forward when all holiday days as well as, if appropriate, 
the three days for personal matters for the year in 
progress, have been taken.

•	 Other measures: apart from the above measures,  
the Collective Agreements of Gestevisión Telecinco 
and Atlas España contain additional measures that 
promote employees’ work/ life balance:

•	 Paid time off: each employee has 25 hours a year 
to carry out personal activities, irrespective of 
other paid leave and leave for personal matters.

•	 Paid leave, for the time needed by employees to 
visit Social Security specialists.

•	 Time off for personal matters: all employees have 
3 days a year to deal with personal matters (and 
may divide one of them into hours). These three 
days may be taken freely, without any subsequent 
justification concerning the use made of them. 

•	 Holidays: 27 working days’ holidays for employees 
working 38 hours and 20 minutes a week, 37 
working days for employees working 40 hours 
a week  (in shifts), 29 days’ holiday for those 
employees working  38 hours and 45 minutes a 
week and 32 days for those employees who have 
been on night work all year.

•	 Special summer timetable: leaving at 15:00 in July 
and August provided that the organisation of the 
work allows.

•	 Reducing the working day on Fridays: the 
distribution of the working week means that for 
those positions where the organisation of the 
work allows, employees work uninterruptedly for 
6 hours, normally leaving at 15:00.

•	 Birth of a child: 2 working days for the birth of 
a child.

•	 Paid one day leave for wedding of parents, 
children or siblings:  2 days’ leave (the second day 
is unpaid) if outside the Autonomous Region of 
Madrid.

•	 Improvements in marriage leave: leave can be 
taken three days prior to the celebration. If the 
celebration takes place on a Saturday, Sunday or 
holiday, the 15 day periods commences as from 
the next calendar day.
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•	 Equality in relation to leave between common-law 
partners and married couples.

•	 Work/ life balance guide: guide posted on the 
Employee Portal, providing all the information 
necessary concerning the measures implemented.

The employees from the companies included in Mediaset 
España are entitled to the conditions applicable in each 
company prior to the merger until a new regulatory 
framework is defined in   Mediaset España.

MEASURE NO. BENEFICIARIES 2011

Disability and death insurance 100% of employees 

Temporary disability complement 

Mediaset España: 213 

Publiespaña: 40  

Publimedia Gestión: 7

Conecta 5: 1   

Maternity complement 

Mediaset España: 30

Atlas España:  11

Publiespaña: 11

Paternity complement 

Mediaset  España : 18 

Atlas España:  8 

Publiespaña:  3

Publimedia Gestión: 1

Grants 2011

Mediaset España:  56  

Atlas España (1st half of year ): 20

Conecta 5:  1   

Telecinco Cinema: 1

Publiespaña: 5

Publimedia Gestión: 1

TOTAL:     84 GRANTS

Special advances 11 advances granted in 2011 

Medical insurance
Better terms for 100% of employees requesting medical insurance.
Medical insurance for all managers and heads of department  
(Publiespaña and Publimedia Gestión) requesting medical insurance. 

(Continued on next page)
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Toys at Christmas
In 2011 toys were delivered to 1,251 children of employees of the  
group as a whole.

Free canteen (Madrid) / Luncheon 
Vouchers (Offices)

100% of employees except for employees of  Sogecuatro/CINTV 
who are entitled under the applicable Collective Agreement to a 
meal subsidy of 60% of the cost.

Gymnasium grant  (qualifying groups ) 7 people.

Christmas hamper  1,371 hampers delivered. 

Bus service Applicable to 100% of employees (Madrid)

Employee Club  (offers on  Cinco.Net) Applicable to 100% of employees 

Car park at job location
All employees may benefit. There are approximately 500 places at 
the Fuencarral offices,  50 places at Cuartel, 18 places in the service 
road  and 112 places in Bilma.

Reserved parking space for pregnant 
employees

In 2011 31 reserved places were delivered to pregnant employees.

Reserved parking space for medical 
reasons 

In 2011 10 reserved places were delivered for medical reasons.

(Continued)



115

CORPORATE RESPONSIBILITY REPORT 2011 

Performance assessment 

The Performance Assessment System for technical staff 
has been in place in Publiespaña and Publimedia Gestión 
for more than 15 years and in 2007 was extended to 
other groups except for Managers to whom it was applied 
in 2008. In 2011 all employees in the aforementioned 
companies are covered by the System except for the 
General Managers.

The Performance Assessment System has been 
automated through the Employee Portal, which makes 
the assessment more flexible, historical data more reliable 
and the results more transparent. The System consists of 

a performance assessment at the beginning of the year, 
including a section on improvements and observations. 
Half-way through the year a follow-up meeting is held 
in order to assess that the system is being correctly 
implemented by the employees’ superiors. The findings of 
the assessments are taken into account in order to take 
decisions concerning employees’ professional career and 
to determine training needs.

Technical staff, Secretaries and Middle Management in 
Publiespaña and Publimedia Gestión and the Managers 
and Sales Staff of Mediaset España are entitled to a 
performance bonus. Other groups are not entitled to this 
type of variable remuneration.

Employees under the Performance Assessment System 

MEN WOMEN TOTAL %

Publiespaña  y Publimedia Gestión   95 149 244 98%

Mediaset España1 68 42 110 10%

TOTAL GROUP 163 191 354 25.47%

(1) Envisages Managers and Technical Sales Staff 

Training

The integration of Cuatro employees was completed 
in 2011. In this respect, training programmes were 
carried out in order to facilitate the integration of these 
employees, with respect to both the organisation’s 
internal work procedures and technological equipment 
and knowledge. At the same time, the News Editorial 
technology was upgraded to AVID (an innovative digital 
production system), which entailed a major effort for all 
editorial staff. 

In 2011 a Training Plan was designed for Publiespaña 
and Publimedia Gestión focused on management 
and administration skills. These activities focus on 
the development of leadership potential and team 
management. Moreover, executive coaching actions have 
been carried out by the best coaches at present and 
the foreign language programme has continued (English, 
French and Italian classes, in person, over the telephone 
and Internet).
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Training courses

2009 2010 2011

Languages 123 94 70

Training in groups 634 574 1,036

Seminars and congresses 77 215 50

Master’s programme 4 6 6

Online / Internet 57 89 296

Study grants 87 93  84

Scope:  Mediaset Group and Temporary Employment Company employees 

Note: figures relate to number of participants per type of training and the same participant may take part in different training 
activities.

The level of satisfaction with the training given is assessed through the completion of questionnaires at the end of the 
training programmes and through regular meetings with the people responsible.   

Training hours, broken down by professional category and gender 

2009 2010 2011
RATIO OF 

TRAINING HOURS

MEN WOMEN MEN WOMEN MEN WOMEN MEN WOMEN

MANAGERS 660 486 1,282 363 1,478 741 18.71 20.03

HEADS OF 
DEPART. 

497 377 428 823 619 1,111 14.07 21.37

JOURNALISTS 75 125 99 182 1,573 2,101 20.17 18.76

EMPLOYEES 
AND 
TECHNICAL 
STAFF 

6,111 9,112 4,164 4,280 8,059 7,870 16.02 16.23

TEMPORARY 
EMPLOYMENT 
COMPANY

49 202 113 360 282 603 (*) (*)

TOTAL
7,392 10,302 6,086 6,008 12,011 12,426 17.04 18.14

17,694 12,094 24,437

Scope:  Mediaset Group

(*) With respect to the training offered to employees engaged through Temporary Employment Companies, the hourly ratio per 
person is not calculated given that the recording system registers the number of contracts signed and not the number of people 
hired through temporary employment companies and therefore the information would be distorted - indicating hours per contract 
and not per person, with some people having more than one contract.
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Skills training programmes 

2011 2010 2009

COMPANY
No

ACTIONS
HOURS

ATTENDED 
BY

No

ACTIONS
HOURS

ATTENDED 
BY

No

ACTIONS
HOURS

ATTENDED 
BY

PUBLIESPAÑA   7   1,584   277   4   
               

262   
14   18   3,316   

                      
48   

PUBLIMEDIA 
GESTIÓN

7   
                       

392   
                              

54   
6   665   18   13   1,536   

                      
27   

MEDIASET 
ESPAÑA

4   270   16   13   
          

217   
21   8   388   31   

ATLAS 
ESPAÑA

   1   13   1   1   200   8   

CONECTA5          

TELECINCO 
CINEMA

         

ETT 1 16 8       

TOTAL 
GROUP

    7   2,262   355   21   1,157   54   28   5,440   114   

Scope:  Mediaset Group

Note: Total training actions relate to different training actions. Training actions repeated in different companies are not taken into 
account. 

In 2011 training programmes were carried out in relation 
to transversal competencies connected with management 
skills, executive coaching processes, management skills, 
foreign language training (English, French and Italian) and 
IT training. 

In total, training in 2011 on transversal subjects amounted 
to 5,098 hours, , in other words, 21% of total training 
hours aimed at increasing the employability of the Group’s 
professionals, including employees hired through temporary 
employment companies.
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Training programmes in transversal competences

2011 2010 2009

COMPANY
No

ACTIONS
HOURS

ATTENDED 
BY

No

ACTIONS
HOURS

ATTENDED 
BY

No

ACTIONS
HOURS ATTENDED BY

PUBLIESPAÑA 13    3,923   400   10    2,110    98   30   6,450    173   

PUBLIMEDIA  11   713   70   10   962    32   22   2,532   66   

MEDIASET 
ESPAÑA

6   426   22    17   892   36    10   1,044   51

ATLAS 
ESPAÑA

   5    280    7    12    212    9   

CONECTA5        1   30    1   

TELECINCO 
CINEMA

   1   40    2      

ETT 2    36    9   3   244    5    1   30   1   

TOTAL 
GROUP

 15    5,098    501    36   4,528   180   43   10,298   301   

Scope: Mediaset Group

In 2009 Mediaset España and Universidad Europea de 
Madrid started up the first University Master’s Degree in 
Audiovisual Creation and Management, a post-graduate 
qualification that began during the academic year 2010-
2011. The Master’s involves 500 teaching and practical 
hours, distributed over 9 months.

The signing of agreements with educational centres entails 
a series of benefits for the Group and its professionals, 
such as, for example: advantages when registering 

for the Master’s in Audiovisual Content Creation 
and Management (15% for employees and families), 
10% discounts on graduate and post-graduate  UEM 
catalogue rates for employees and family members, joint 
development of research projects and training activities 
at national and international level and preference by the 
Mediaset Group in selecting the best performing students 
for on- the- job training in the Group. In 2011, 11 people 
participated as interns following their completion of the 
first Master’s programme.
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Occupational risk prevention 

Since the entry into effect of the Law on Occupational 
Risk Prevention, Mediaset España has prepared its 
Prevention Plan on a regular basis, which is valid for a five 
year period. In 2011 the prevention activities defined in 
the Prevention Plan in effect for the period 2010 to 2014 
continued.

The Plan, prepared by the Mediaset Group’s Joint 
Prevention Service (SPM), approved by HR and 
Services Management and delivered to the Prevention 
Representatives on the Health & Safety Committee, takes 
into account applicable legislation in Spain and even fulfils 
the requirements established in the  PRL OSHA 18.001 
– 2007 quality standard (although it has not obtained the 
pertinent certificate). 

The Plan’s objectives are decided on the basis of the 
information deriving from prior year risk assessments, 
inspections, external audits and prevention representatives, 
among others. Its application extends to all Group 
companies members of the SPM, namely: Mediaset 
España, Publiespaña, Publimedia Gestión, Conecta 5 
Telecinco, Telecinco Cinema, Mediacinco Cartera and in 
2011, Atlas España.

Once the objectives for the five-yearly Prevention Plan 
have been set, a Preventive Activity Planning is prepared, 
which consists of defining the necessary programmes 
and activities to attain the Plan’s objectives.  All these 
activities derive from the previous year’s risk assessments, 
inspections, audits and any other new activity started 
up in the organisation and requiring assessment from a 
prevention viewpoint.

This Planning is delivered to the prevention representatives 
at the start of each year and is reviewed on a quarterly 
basis. The document sets out the activities, area/ persons 
responsible for its development, the necessary budget 
for its completion and its temporary planning and the 
pertinent quarterly reviews of each activity. A quarterly 
report is delivered to the Risk Representatives on the 
company’s status in this respect for their control and 
information. 

The Health and Safety Committee is the body to whom 
queries are regularly addressed concerning the company’s 
risk prevention actions. This Committee is made up of 

Risk Representatives and the company’s representatives 
and undertakes all activities for all companies in the 
Mediaset Group. 

All the Group’s employees are represented on the Health 
and Safety Committees.

It should be noted that the Prevention Representatives are 
only present in the companies that fulfil the requirements 
defined by the Law, Telecinco and Atlas being the 
companies in 2011 that had a Workers’ Committee. 
In any event, irrespective of whether the companies 
have a Workers’ Committee and therefore Prevention 
Representatives, the Health and Safety Committee caters 
for the Group’s activities and companies as a whole.

Bearing out its commitment to occupational risk 
prevention and its active participation in the shared search 
for on-going improvement in working conditions, the 
Group continues to participate in the Spanish Association 
of Occupational Risk Prevention Services (AESPLA), 
through its presence on its management board.

As part of its firm commitment to a culture of prevention, 
the Mediaset Group has continued to provide training 
on “fire safety” to the employees who make up the 
Intervention Team, comprising people from different 
departments, generally, technical departments.

In turn, in 2011 a new self-protection plan was developed 
and started up at the Fuencarral premises, covering all 
facilities. Fire drills have been carried out at the Villaciosa 
premises and healthy life style promotion has continued.
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Occupational Risk Prevention Training 

TRAINING PROGRAMMES PARTICIPANTS DURATION TOTAL HOURS

FIRE PREVENTION 20 16 160

COURSE ON ASSET PROTECTION 2 96 192

TOTAL 22 352

Scope: Mediaset Group (including both employees on the payroll and personnel hired through Temporary Employment Companies)

Total hours = participants * course duration

Working with children is also covered by the Risk 
Prevention System and appropriate measures, contained 
in an information dossier, are taken to ensure that children 
are able to access and remain safely on the premises. This 
is developed in the sub-section “Our Management of the 
Business”.

The Mediaset Group has continued promoting a healthy 
life style among its employees, the following actions, 
among others, being particularly noteworthy:

•	 Anti-smoking programmes since 2002.

•	 Inclusion in the company’s canteen offering of the 
“Plato Wellness”, a low calorie dish containing all the 
necessary nutrients. 

•	 Dietary and sports advice to all employees on collec-
ting the results of their annual blood tests.

•	 Medical check-up for pregnant women, paying special 
attention to the conditions of their work station, 
practicing of physical exercise and healthy eating.

•	 Information campaign on obesity, making available to 
workers through the Medical Services, explanatory 
brochures concerning problems associated with being 
overweight and general recommendations to prevent 
it, prepared by the Regional Authorities of Madrid.
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Absenteeism

 2009 2010 2011

ACCIDENT AT WORK WITH SICK LEAVE (ALCB) 8 10 13

ACCIDENT ON WAY TO WORK 13 8 11

COMMON ILLNESS 339 288 318

ACCIDENTS NOT AT WORK 13 7 9

MATERNITY AND PATERNITY LEAVE 60 55 61

OCCUPATIONAL ILLNESS - - -

DUE TO DEATH - - -

TOTAL DAYS NOT WORKED NA 11,865 13,911

NA: not available

Scope: Mediaset Group

Accident Ratio 

 2009 2010 2011

   Until 31 July 2011 From 1 Aug 2011

I. FREQUENCY 4.11 5.28 2.49 2.95

I. INCIDENCE 7 9 4.25 5.03

I. SERIOUSNESS 0.039 0.08 0.045 0.057

Scope: Mediaset Group

Until  31 July 2011: 
I. Frequency= No. ALCB x 1000000 / Hours worked = 6 x 1000000 /1704 x 1409 = 6000000 /2400936 = 2.49
I. Incidence = No. ALCB x 1000 / Average employees  = 6 x 1000 /1409 = 4.25
I Seriousness = Days not worked by  ALCB x 1000 / Hours worked  = 109 x 1000 /1704 x1409 = 109000/2400936 = 0.045

As from 1 August 2011:
I. Frequency= No. ALCB x 1000000 / Hours worked = 7 x 1000000 / 1704 x 1389 = 2.95
I. Incidence = No. ALCB x 1000 / Average employees  = 7 x 1000 /1389 =5.03
I Seriousness = Days not worked by ALCB x 1000 / Hours  worked= 137 x 1000 /1704 x 1389 = 0.057
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Although Mediaset España’s activity does not 
generate significant environmental impacts, it has 
a commitment to operate in a sustainable manner 
through the efficient use of natural resources and 
responsible waste management. This commitment 
is reflected in the Environmental Policy.

ENVIRONMENTAL POLICY 

•	 Compliance with current and future legislation and other requirements endorsed by 
the organisation. 

•	 Reduction and prevention of the environmental impact of the company’s activities, 
controlling and cutting consumption of energy and resources as far as possible through 
the use of the most efficient processes. 

•	 Definition of programmes including objectives and goals to continuously improve the 
company’s environmental performance and to periodically monitor the progress of 
the actions implemented. 

•	 Transparency of stakeholder information on the company’s activities and related 
environmental impacts. 

•	 Environmental awareness building among employees and suppliers by means of 
informative and training activities to encourage the involvement of the entire Group 
in the correct management of the business.

The potential environmental impacts of filming in natural locations or locations which are 
particularly environmentally sensitive are addressed in the section on Sustainable supply 
chain management.
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With respect to the management of activities in offices 
and recording studios, Mediaset España has continued 
to invest in physical structures and operating systems, 
enabling environmental impacts to be reduced and 
economic savings to be generated.  These investments 
will permit the more efficient management of densely 
populated work locations and will have a positive impact 
on cost management. 

The environmental management of Mediaset España  is 
centralised through the Joint Prevention Service. The main 
facilities managed are the offices and studios in Fuencarral 
and Villaviosa, located in Madrid. The Fuencarral facilities 
are the largest, receiving a daily influx of approximately 
2,500 people. The notable increase in people numbers is 
attributable to the transfer in 2011 of Cuatro personnel, 
the increase in the number of programmes recorded and 
therefore in the number of internal and external personnel 
working (public, producers, etc) and the new construction 
work carried out at the facilities (building workers).

CONSUMPTION

Consumption of water, energy and materials 

 2009 2010 2011 Variation 2010-2011

Water (m3) 24,255 27,011 24,669 -8.67%

Electricity (GJ) 58,729 59,611 63,599 6.69%

Diesel (GJ) 79 63 72 13.74%

Propane (GJ) 543 574 642 11.81%

Gas Natural (GJ) 1,058 1,469 1,124 -23.49%

Paper (kg) 20,781 22,805 14,266 -37.44%

Batteries (kg) 1,728 2,543 2,884 13.41%

Toners (units) 724 653 409 -37.37%

Scope: Mediaset Spain, except for Telecinco Cinema and the offices of Publiespaña in Barcelona and Alicante.

Note: m3=cubic metres; GJ=Gigajoule; kg=kilograms
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Consumption of energy by source

 ELECTRICITY MIX  SPAIN* CONSUMPTION 2011 (GJ)

COAL 12.65% 8,045

DIESEL 6.46% 4,105

GAS 36.56% 23,255

BIOMASS 0.91% 577

WASTE 0.52% 329

NUCLEAR 17.96% 11,419

HYDRAULIC 9.92% 6,312

SOLAR PHOTOVOLTAIC 2.05% 1,303

SOLAR THERMAL 0.01% 5

WIND 12.85% 8,175

OTHER 0.12% 74

TOTAL PRODUCTION 100.00% 63,599

* International Energy Agency Data (2009)

As may be observed, water consumption fell by more 
than 8% although the average number of employees rose 
by 26% in the period under review. The biggest fall is 
attributable to the fact that there was a ban on watering 
lawns at the Fuencarral facilities during the summer 
because of the work on the new building and the repair 
of a concealed water pipe in the fire prevention network.

Electricity consumption rose slightly due to the inclusion 
of Cuatro employees, resulting in an increase in the 
number of employees and the work carried out and the 
considerable increase in technical equipment for all new 
broadcasting channels in Mediaset España.

Additionally, the electricity consumed by the machinery 
used in the construction work  on the new building at 
Fuencarral, with a television set of 600 m2, 5 floors of 
offices of approximately 900 m2 each and an underground 
car park for 110 cars, which is expected to ease parking 
problems in the area, was also taken into account.

The new building is heated by natural gas while air-
conditioning is provided by electrical units without 
refrigeration towers. The aim is to reduce CO2 emissions 
on heat generation by 20% compared with other energy 
sources.
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In order to optimise consumption from Mediaset 
España’s ordinary activities, work continued on replacing 
fluorescent tubes with LED technology lighting at its 
facilities and using more efficient low consumption lighting. 
Although the gradual replacement process is at an initial 
stage, in 2011 250 fluorescent tubes were replaced with 
other LED technology lighting, which consumes 60% less 
energy than the conventional tubes replaced. 

Moreover, the 48 solar panels installed at the new building 
will generate electricity directly feeding the building’s 
installations and with a total installed capacity  of 10.5 kW.

In parallel, measures are being implemented on an on-
going basis aimed at encouraging sustainable energy 
consumption, including, lowering set illumination during 
advertising breaks on live shows and downtimes during 
recordings; gradually replacing illumination screens 
in common areas with new low consumption and 
enhanced performance screens; reducing the car park 
and façade signs lighting times; daily scheduled checks by 
Conservation and Maintenance personnel of all facilities 
at the end of the day in order to switch off items left 
on or check and renew interior spot-light parabola 
devices on sets, increasing spot-light performance and 
generating considerable electricity and heat savings and 
the instructions given to photography directors to design 
lighting for sets incorporating the highest number of low 
consumption devices in designs even if this means driving 
up material costs.

Propane gas consumption also increased in 2011(by 
approximately 12%), mainly due to the increase in the 
number of meals handled at kitchens during the year due 
to the inclusion of Cuatro personnel.

Conversely, natural gas consumption fell by more than 
23%, largely as a result of the higher average temperatures 
in Madrid during the coldest months of the winter in 2011 
compared with previous years. 

Paper and toner consumption fell by almost 37% thanks 
to the increased awareness of all employees concerning 
the use of these resources and their impact.

The increase in 2011 in battery consumption is due to the 
rise in live production owing to the inclusion of Cuatro 
and in particular, those productions requiring a very 

high number of microphones such as choir programmes 
(bearing in mind that new batteries are always used for 
live programmes). 

With respect to guidance on purchases, the toner supplier 
holds the ISO 9001 (2000), ISO 14001 certification, 
production complying with DIN 33870, ISO 19752, ISO 
19798/ 24712, ISO 10561; as well as the Nordic Swan 
certification. The paper supplier holds OSHSAS 18001, 
ISO 9001 and ISO 14001.
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WASTE  

Waste managed  (kg) 

 2009 2010 2011 Variation  2010-2011

Paper/cardboard 93,050 81,520 90,440 10.94%

Tapes 16,542 25,018 10,897 -56.44%

Batteries 1,900 2,860 5,238 83.15%

Waste electronic and electrical equipment 17,900 19,240 9,482 -50.72%

Paints, aerosol and metal packaging 
/ contaminated plastics

417 729 1,128 54.73%

Scope: All Mediaset España’s facilities, except for the  facilities located outside Madrid where the waste collection programme is 
not applied due to the limited volume of waste 

Waste generated by Mediaset España is managed by 
authorised companies. Waste electrical and electronic 
equipment is managed by  Recytel and Recyberica, 
lamp and fluorescent lighting waste is managed by the 
association  AMBILAMP, and unused mobile devices are 
recycled through Movilbank. Paper and batteries are 
recycled by Reisswolf, tapes by  Shredex and paint waste 
is managed by Fcc Ámbito.

Waste electrical and electronic equipment is managed 
through the technical warehouse. All technical equipment 
is currently purchased under RoHS regulations (EC 
Directive 2002/95/EC, written into Spanish legislation 
through Royal Decree 208/2005), i.e. payment for 

withdrawal and environmentally friendly recycling at the 
end of its useful life is made at the purchase date, ensuring 
the appropriate management of waste generated by the 
renewal process as a result of forecast or unexpected 
technical obsolescence. 

Organic waste is only generated in the cafeteria / canteen 
area where it is separated by cafeteria personnel (organic, 
plastic containers, glass), this being the only common area 
where food may be consumed.

Employees separate paper, batteries, tapes etc. by 
depositing them in specific containers in the Group’s 
facilities.
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WASTE DISPOSAL 

Mediaset España disposes of its waste through the municipal system. 

Atmospheric emissions (tn) 

 2009 2010 2011 Variación 2010-2011

CO2 of energy consumed by fuel  (1) 94.55 116.01 109.13 -5.93%

CO2 derived from electricity consumption (2) 6,362.33 6,457.82 6,889.93 6.69%

CO2 derived from air transport  (3) 532.50 700.58 521.63 -25.54%

CO2 derived from land transport (3) 1,880.10 1,201.29 1,813.66 50.98%

Vehicles owned by  Mediaset España (4) 45.80 69.55 84.10 20.92%

Bus route  (5) 141.20 111.90 111.90 0.00%

Vehicles not owned by  Mediaset España 1,604.29 955.64 1,516.80 58.72%

Rail transport 88.90 64.20 100.85 57.09%

Scope: Mediaset España, Telecinco Cinema, and  Publiespaña’s offices in  Barcelona and Alicante.

(1) 2006 IPCC Guidelines for National Greenhouse Gas Inventories.

(2) Emission factors for Spain’ s electricity mix.

(3) Mobile Combustion GHG Emissions Calculation Tool. Version 2.0.

(4) Available mileage data reflect the kilometres contracted per year for each rented vehicle.

(5) Bus route for employees.

The most significant variations mainly relate to the nature 
of the core business of news channels. It may therefore 
be observed that emissions from rail transport result 
from an increase in journeys by rail, mainly due the trips 

made to broadcast UEFA games. Conversely, air travel has 
declined given that this means of transport was mainly 
used to cover the 2010 World Cup.

EMISSIONS  

Mediaset España is aware of the impact of the greenhouse 
gas emissions generated by its activities and has continued 
to take measures to minimise them. 

In turn, it continues to report its emissions in compliance 
with the Greenhouse Gas Protocol Corporate Standard 

issued by the World Business Council for Sustainable 
Development (WBCSD) and World Resources Institute 
(WRI). This provides a number of tools that help companies 
to calculate their atmospheric emissions based on different 
factors (electricity consumed, business trips etc) during the 
year. For more information, visit  www.ghgprotocol.org.
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Other contaminating emissions  (tn) 

 2009 2010 2011 Variation 2010-2011

SOx 13.57 13.78 14.70 6.65%

NOx 7.39 7.54 8.00 6.08%

Partículas 0.56 0.57 0.61 6.75%

CO 2.74 2.80 2.97 6.10%

COVNM 0.06 0.06 0.06 4.93%

Source: EMEP/EEA air pollutant emission inventory guidebook- 2009.

In 2011 Mediaset España  took on the vehicles under 
contract hire that were managed by Cuatro and therefore 
vehicle emissions have increased accordingly. The number 

of employees has also increased in 2011 and therefore 
the atmospheric emissions connected with commuting 
have also risen.
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SCOPE

This Report, the seventh annual document published by Mediaset España and which has 
been verified for the fourth year by an external auditor, aims to report on the Group’s 
Corporate Responsibility Commitments for the period 1 January to 31 December 2011.

The Report covers the activities  carried out by Mediaset España in Spain as these are 
the most important and representative of the business. Where the  reporting scope 
differs, an explanatory note is included.

As in previous editions, the Report has been made available to stakeholders in a 
web-enabled digital format, through Mediaset España’s webpage: www.telecinco.es/
inversores/es/, and is available in Spanish and English.

INTERNATIONAL STANDARDS 

This Corporate Responsibility Report has been prepared following the guidelines for 
the Preparation of Sustainability Reports of  the Global Reporting Initiative, version 3.1. 
known as G3.1.

In accordance with the self-assessment carried out by Mediaset España and verified 
externally, the report covers the requirements associated with GRI application level  A+, 
which implies that it fulfils the G3 level specifications in terms of Profile, Management 
Approaches and Performance Indicators  and has been subject to external review.

The GRI Indicator table sets out the pages and level of cover of the requirements, 
management approaches and indicators involved. If a core indicator is omitted, the reason 
for its omission is explained, taking into account the principle of materiality in each case.
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PREPARATION OF THE REPORT 

As for previous editions, the Report’s preparation was 
coordinated by General Corporate Management with the 
involvement of various areas that were asked to provide 
information  and that  validated the information finally 
included in the Report. These areas are: Antenna Division, 
New Business Division, Content Production Division, Film 
and Rights Acquisition Division, Technologies Division, 
HR and Services Division, Communication and External 
Relations Division, Economic-Finance Division, News 
Division, Investor Relations Management, Internal Audit 
Management and Institutional Relations Management and 
Publiespaña’s services operations and sales management.

SIGNIFICANT CHANGES AND 
BASES FOR INCLUDING THE 
INFORMATION REPORTED

The year 2011 was marked by the integration of Cuatro 
and its subsidiaries in  Mediaset España, from both 
an operational and economic – financial viewpoint. 
The definitive acquisition of Cuatro took place on 
28 December 2010 and Mediaset España was able to 
complete its integration in the first six months of 2011. 
Subsequently, in August that same year, the company 
restructured  its company organisation chart  with the 
merger of Sociedad General de Televisión Cuatro, S.A.U. 
, Agencia de Televisión Latino-Americana de Servicios y 
Noticias España, S.A.U. and Compañía Independiente de 
Noticias de Televisión, S.L.U.

In the last quarter of 2011 Canal Factoría de Ficción, 
S.A.U., Atlas Media, S.A.U., Agencia de Televisión Latino-
Americana de Servicios, Noticias País Vasco, S.A.U and Mi 
Cartera Media, S.A.U. were wound up. 

Changes in the consolidation are detailed in the 
“Our Group” section of this report and in the Annual 
Accounts. The information contained in this Report is 
complemented through that contained in the Annual 
Corporate Governance Report and Annual Accounts.

DIALOGUE

Mediaset España values and encourages stakeholder 
engagement, making available to them a specific 
communication channel for their comments, concerns 
and information requirements and to obtain feedback on 
the issues addressed in this and other reports considered 
relevant from a sustainability perspective. The channel 
that may be used is: 

Dirección General Corporativa
Carretera de Fuencarral a Alcobendas, 4
28049- Madrid
rc@telecinco.es
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EXTERNAL VERIFICATION 
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EXTERNAL VERIFICATION 
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GRI INDICATOR TABLE

1. Strategy and Analysis Reporting level Page

1.1 Statement from the most senior decision-maker of the organization. Complete 4-5

1.2 Description of key impacts, risks, and opportunities. Complete 4-7

2. Organizational Profile

2.1 Name of the organization. Complete 11

2.2 Primary brands, products, and/or services. Complete 11-15

2.3
Operational structure of the organization, including main divisions, operating 
companies, subsidiaries, and joint ventures.

Complete
16-17

2.4 Location of organization’s headquarters. Complete 11

2.5
Number of countries where the organization operates, and names of countries 
with either major operations or that are specifically relevant to the sustainability 
issues covered in the report.

Complete
11,15,131

2.6 Nature of ownership and legal form. Complete 11

2.7
Markets served (including geographic breakdown, sectors served, and types of 
customers/beneficiaries).

Complete
11-15

2.8 Scale of the reporting organization. Complete 8-9

2.9
Significant changes during the reporting period regarding size, structure, or 
ownership.

Complete
132

2.10 Awards received in the reporting period. Complete 37

3. Report Parameters Page

Report Profile

3.1 Reporting period (e.g., fiscal/calendar year) for information provided. Complete 131

3.2 Date of most recent previous report (if any). Complete 131

3.3 Reporting cycle (annual, biennial, etc.) Complete 131

3.4 Contact point for questions regarding the report or its contents. Complete 132
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Report Scope and Boundary

3.5 Process for defining report content. Complete 132

3.6
Boundary of the report (e.g., countries, divisions, subsidiaries, leased facilities, joint 
ventures, suppliers). See GRI Boundary Protocol for further guidance.

Complete
131-132

3.7
State any specific limitations on the scope or boundary of the report (see 
completeness principle for explanation of scope).

Complete
131-132

3.8
Basis for reporting on joint ventures, subsidiaries, leased facilities, outsourced 
operations, and other entities that can significantly affect comparability from 
period to period and/or between organizations.

Complete
132

3.9

Data measurement techniques and the bases of calculations, including 
assumptions and techniques underlying estimations applied to the compilation 
of the Indicators and other information in the report. Explain any decisions not 
to apply, or to substantially diverge from, the GRI Indicator Protocols.

Complete

131

3.10
Explanation of the effect of any re-statements of information provided in 
earlier reports, and the reasons for such re-statement (e.g.,mergers/acquisitions, 
change of base years/periods, nature of business, measurement methods).

Complete
Annual 

Accounts 

3.11
Significant changes from previous reporting periods in the scope, boundary, or 
measurement methods applied in the report.

Complete
132

3.12 Table identifying the location of the Standard Disclosures in the report. Complete 136-147

3.13
Policy and current practice with regard to seeking external assurance for the 
report.

Complete
134-135

4. Governance, Commitments, and Engagement Page

Governance

4.1
Governance structure of the organization, including committees under the 
highest governance body responsible for specific tasks, such as setting strategy or 
organizational oversight.

Complete 50-53

4.2
Indicate whether the Chair of the highest governance body is also an executive 
officer.

Complete CGAR 28

4.3
For organizations that have a unitary board structure, state the number and 
gender of members of the highest governance body that are independent and/
or non-executive members.

Complete
CGAR 
11-12

4.4
Mechanisms for shareholders and employees to provide recommendations or 
direction to the highest governance body.

Complete 56

4.5
Linkage between compensation for members of the highest governance body, 
senior managers, and executives (including departure arrangements), and the 
organization’s performance (including social and environmental performance).

Complete
CGAR 
22-23

4.6
Processes in place for the highest governance body to ensure conflicts of interest 
are avoided.

Complete CGAR 50
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4.7
Process for determining the composition, qualifications, and expertise of the 
members of the highest governance body and its committees, including any 
consideration of gender and other indicators of diversity.

Complete
CGAR 
25-27

4.8
Internally developed statements of mission or values, codes of conduct, and 
principles relevant to economic, environmental, and social performance and the 
status of their implementation.

Complete
54-58; 
123

4.9

Procedures of the highest governance body for overseeing the organization’s 
identification and management of economic, environmental, and social 
performance, including relevant risks and opportunities, and adherence or 
compliance with internationally agreed standards, codes of conduct, and principles.

Complete
Annual 

Accounts
40-45

4.10
Processes for evaluating the highest governance body’s own performance, 
particularly with respect to economic, environmental, and social performance.

Complete CGAR 27

Commitment to External Initiatives

4.11
Explanation of whether and how the precautionary approach or principle is 
addressed by the organization.

Complete 54-58

4.12
Externally developed economic, environmental, and social charters, principles, or 
other initiatives to which the organization subscribes or endorses.

Complete 49-50

4.13

Memberships in associations (such as industry associations) and/or national/
international advocacy organizations in which the organization: * Has positions 
in governance bodies; * Participates in projects or committees; * Provides 
substantive funding beyond routine membership dues; or * Views membership 
as strategic.

Complete 49-50

Stakeholder Engagement

4.14 List of stakeholder groups engaged by the organization. Complete 47-48

4.15 Basis for identification and selection of stakeholders with whom to engage. Complete 47-48

4.16
Approaches to stakeholder engagement, including frequency of engagement by 
type and by stakeholder group.

Partial 146

4.17
Key topics and concerns that have been raised through stakeholder engagement, 
and how the organization has responded to those key topics and concerns, 
including through its reporting.

Partial 131-132
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Economic Performance Indicators Page

Economic Performance

EC1
Direct economic value generated and distributed, including revenues, operating costs, 
employee compensation, donations and other community investments, retained 
earnings, and payments to capital providers and governments.

Complete
8-9; 43

EC2
Financial implications and other risks and opportunities for the organization’s 
activities due to climate change.

Complete
146

EC3 Coverage of the organization’s defined benefit plan obligations. Complete 146

EC4 Significant financial assistance received from government. Complete 8

Market presence

EC5
Range of ratios of standard entry level wage by gender compared to local minimum 
wage at significant locations of operation.

Complete
146

EC6
Policy, practices, and proportion of spending on locally-based suppliers at significant 
locations of operation.

Complete
58

EC7
Procedures for local hiring and proportion of senior management hired from the 
local community at significant locations of operation.

Complete
146

Indirect economic impacts

EC8
Development and impact of infrastructure investments and services provided 
primarily for public benefit through commercial, in-kind, or pro bono engagement.

Complete
66-82; 85

EC9
Understanding and describing significant indirect economic impacts, including the 
extent of impacts.

Partial
8-9; 66-82
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Environmental Performance Indicators Page

Materials

EN1 Materials used by weight or volume. Complete 124

EN2 Percentage of materials used that are recycled input materials. Complete 146

Energy

EN3 Direct energy consumption by primary energy source. Complete 125

EN4 Indirect energy consumption by primary source. Complete 125

EN5 Energy saved due to conservation and efficiency improvements. Complete 125-126

EN6
Initiatives to provide energy-efficient or renewable energy based products and 
services, and reductions in energy requirements as a result of these initiatives.

Complete
125-126

EN7 Initiatives to reduce indirect energy consumption and reductions achieved. Complete 125-127

Water

EN8 Total water withdrawal by source. Complete 146

EN9 Water sources significantly affected by withdrawal of water. Complete 146

EN10 Percentage and total volume of water recycled and reused. Complete 146

Biodiversity

EN11
Location and size of land owned, leased, managed in, or adjacent to, protected 
areas and areas of high biodiversity value outside protected areas.

Complete
146

EN12
Description of significant impacts of activities, products, and services on biodiversity 
in protected areas and areas of high biodiversity value outside protected areas.

Complete
124

EN13 Habitats protected or restored. Complete 146

EN14 Strategies, current actions, and future plans for managing impacts on biodiversity. Partial 59-61

EN15
Number of IUCN Red List species and national conservation list species with 
habitats in areas affected by operations, by level of extinction risk.

Not 
reported

Emissions, effluents and waste

EN16 Total direct and indirect greenhouse gas emissions by weight. Complete 128

EN17 Other relevant indirect greenhouse gas emissions by weight. Complete 129

EN18 Initiatives to reduce greenhouse gas emissions and reductions achieved. Complete 125-129

EN19 Emissions of ozone-depleting substances by weight. Complete 128

EN20 NOx, SOx, and other significant air emissions by type and weight. Complete 129

EN21 Total water discharge by quality and destination. Complete 146
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EN22 Total weight of waste by type and disposal method. Complete 127

EN23 Total number and volume of significant spills. Complete 146

EN24
Weight of transported, imported, exported, or treated waste deemed hazardous 
under the terms of the Basel Convention Annex I, II, III, and VIII, and percentage of 
transported waste shipped internationally.

Complete
146

EN25
Identity, size, protected status, and biodiversity value of water bodies and related 
habitats significantly affected by the reporting organization’s discharges of water 
and runoff.

Complete
146

Products and services

EN26
Initiatives to mitigate environmental impacts of products and services, and extent of 
impact mitigation.

Complete
123-129

EN27
Percentage of products sold and their packaging materials that are reclaimed by 
category.

Complete
146

Compliance

EN28
Monetary value of significant fines and total number of non-monetary sanctions for 
non-compliance with environmental laws and regulations.

Complete
146

Transport

EN29
Significant environmental impacts of transporting products and other goods and 
materials used for the organization’s operations, and transporting members of the 
workforce.

Complete
146

EN30 Total environmental protection expenditures and investments by type. Complete 8
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Social: Labor Practices and Decent Work Indicators Nivel de Reporte Páginas

Employment

LA1
Total workforce by employment type, employment contract, and region, 
broken down by gender.

Complete 99-102

LA2
Total number and rate of new employee hires and employee turnover by age 
group, gender, and region.

Complete 98; 103

LA3
Benefits provided to full-time employees that are not provided to temporary 
or part-time employees, by major operations.

Complete 110

LA15 Return to work and retention rates after parental leave, by gender. Complete 146

Labor/management relations

LA4 Percentage of employees covered by collective bargaining agreements. Complete 106

LA5
Minimum notice period(s) regarding significant operational changes, including 
whether it is specified in collective agreements.

Complete 106

Occupational health and safety

LA6
Percentage of total workforce represented in formal joint management-worker 
health and safety committees that help monitor and advise on occupational 
health and safety programs.

Complete 119

LA7
Rates of injury, occupational diseases, lost days, and absenteeism, and number 
of work-related fatalities by region and by gender.

Complete 121

LA8
Education, training, counseling, prevention, and risk-control programs in place 
to assist workforce members, their families, or community members regarding 
serious diseases.

Complete 119-120

LA9 Health and safety topics covered in formal agreements with trade unions. Not reported

Training and education

LA10
Average hours of training per year per employee by gender, and by employee 
category.

Complete 116

LA11
Programs for skills management and lifelong learning that support the 
continued employability of employees and assist them in managing career 
endings.

Complete 117

LA12
Percentage of employees receiving regular performance and career 
development reviews, by gender.

Complete 115

Diversity and equal opportunity

LA13
Composition of governance bodies and breakdown of employees per 
employee category according to gender, age group, minority group 
membership, and other indicators of diversity.

Complete
52-53; 

100-102

Equal remuneration for women and men

LA14
Ratio of basic salary and remuneration of women to men by employee 
category, by significant locations of operation.

Complete 110
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Social: Human Rights Indicators Nivel de Reporte Páginas

Investment and procurement practices

HR1
Percentage and total number of significant investment agreements and 
contracts that include clauses incorporating human rights concerns, or that 
have undergone human rights screening.

Complete 146

HR2
Percentage of significant suppliers, contractors and other business partners 
that have undergone human rights screening, and actions taken.

Complete 147

HR3
Total hours of employee training on policies and procedures concerning 
aspects of human rights that are relevant to operations, including the 
percentage of employees trained.

Not reported

Non- discrimination

HR4 Total number of incidents of discrimination and corrective actions taken. Complete 110

Freedom of association and collective bargaining

HR5
Operations and significant suppliers identified in which the right to exercise 
freedom of association and collective bargaining may be violated or at 
significant risk, and actions taken to support these rights.

Partial 147

Child labor

HR6
Operations and significant suppliers identified as having significant risk for 
incidents of child labor, and measures taken to contribute to the effective 
abolition of child labor.

Partial 56; 58-62

Forced and compulsory labor

HR7
Operations and significant suppliers identified as having significant risk for 
incidents of forced or compulsory labor, and measures to contribute to the 
elimination of all forms of forced or compulsory labor.

Partial 58-62

Security practices

HR8
Percentage of security personnel trained in the organization’s policies 
or procedures concerning aspects of human rights that are relevant to 
operations.

Complete 56-57

Indigenous rights

HR9
Total number of incidents of violations involving rights of indigenous people 
and actions taken.

Complete 147

Assessment

HR10
Percentage and total number of operations that have been subject to 
human rights reviews and/or impact assessments.

Complete 147

Remediation

HR11
Number of grievances related to human rights filed, addressed and resolved 
through formal

grievance mechanisms.
Complete 147
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Social: Society Indicators Nivel de Reporte Páginas

Local communities

SO1
Percentage of operations with implemented local community engagement, 
impact assessments, and development programs.

Complete 147

SO9
Operations with significant potential or actual negative impacts on local 
communities.

Partial 51-53

SO10
Prevention and mitigation measures implemented in operations with significant 
potential or actual negative impacts on local communities.

Partial 51-53

Corruption

SO2
Percentage and total number of business units analyzed for risks related to 
corruption.

Complete 147

SO3
Percentage of employees trained in organization’s anti-corruption policies and 
procedures.

Partial 147

SO4 Actions taken in response to incidents of corruption. Complete 147

Public policy

SO5
Public policy positions and participation in public policy development and 
lobbying.

Complete 49-50

SO6
Total value of financial and in-kind contributions to political parties, politicians, 
and related institutions by country.

Not reported

Anti-competitive behavior

SO7
Total number of legal actions for anti-competitive behavior, anti-trust, and 
monopoly practices and their outcomes.

Complete 147

Compliance

SO8
Monetary value of significant fines and total number of non-monetary sanctions 
for non-compliance with laws and regulations.

Complete 57
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Product Responsibility Performance Indicators Nivel de Reporte Páginas

Customer health and safety

PR1
Life cycle stages in which health and safety impacts of products and services 
are assessed for improvement, and percentage of significant products and 
services categories subject to such procedures.

Partial 147

PR2
Total number of incidents of non-compliance with regulations and voluntary 
codes concerning health and safety impacts of products and services during 
their life cycle, by type of outcomes.

Complete 57

Aspecto: Corrupción

PR3
Type of product and service information required by procedures, and 
percentage of significant products and services subject to such information 
requirements.

Partial 58

 PR4
Total number of incidents of non-compliance with regulations and voluntary 
codes concerning product and service information and labeling, by type of 
outcomes.

Complete 57

PR5
Practices related to customer satisfaction, including results of surveys 
measuring customer satisfaction.

Not reported

Product and service labelling

PR6
Programs for adherence to laws, standards, and voluntary codes related to 
marketing communications, including advertising, promotion, and sponsorship.

Complete
56; 58;
 93-94

PR7
Total number of incidents of non-compliance with regulations and voluntary 
codes concerning marketing communications, including advertising, promotion, 
and sponsorship by type of outcomes.

Complete 57

Customer privacy

PR8
Total number of substantiated complaints regarding breaches of customer 
privacy and losses of customer data.

Complete 57

Compliance

PR9
Monetary value of significant fines for non-compliance with laws and 
regulations concerning the provision and use of products and services.

Complete 57

Notes: 
CGAR: Corporate Governance Annual Report 2011.
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EXPLANATORY NOTES

4.16

Mediaset España carries out several actions to address stakeholder requirements: roadshows enabling it to   
understand shareholder concerns; audience ratings help it to understand the extent to which content conforms 
to what viewers’ expectations; dialogue with viewers through forums and blogs on its web page and at rc@
telecinco.es.

EC2(P)
Given Mediaset España’s activities, the risks and opportunities due to climate change do not have significant 
implications for the business.

EC3(P) There is no pension plan structure arranged by the company as fringe benefits.

EC5(A)
Mediaset España takes the minimum salary as a reference. Mediaset España’s current reporting systems are not 
ready to offer information to the level required by the indicator.

EC7(P) Mediaset España does not have a specific local hiring policy differing from its general hiring policy.

EN2(P) Mediaset España has no record of used materials valued.

EN8(P), 
EN9(A), 
EN21(P)

Mediaset España’s offices are located on urban land and therefore use the urban water and sewage networks.

EN10(A) Mediaset España uses water from the urban network and does not use recycled or reused water.

EN11(P)
The facilities managed directly by the Group are located on industrial estates or in urban areas, away from 
protected areas.

EN13(A), 
EN24(A), 
EN25(A)

Immaterial indicator in view of the activities performed by Mediaset España. 

EN23(P) Given the nature of the Group’s activities, there is no risk of spills of hazardous substances.

EN27(P)
Given the Group’s activities, packaging waste is not material. In any event, the Group covers its responsibilities as 
a waste producer and manages all waste produced by the products that it purchases.

EN28(P) Mediaset España has received no significant fines or sanctions for non-compliance with environmental legislation.

EN29(A)
There are no significant environmental impacts in Mediaset España from the transport of products or other 
material goods. For the impacts of transporting members of the workforce, these are broken down in CO2 
emissions.

LA15 In all cases of parental leave, the employees have returned to work.

HR1(P)
There are no significant investments in Mediaset España that include clauses incorporating human rights 
concerns or that have undergone human rights screening.
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HR2(P)
Mediaset España does not screen suppliers for human rights. Nonetheless, in order to ensure an ethical 
performance, it introduces a clause of mandatory compliance and observance for all suppliers which covers, 
inter alia, human rights concerns. See “Sustainable Supply Chain Management”.

HR5(P) Mediaset España has not identified activities directly affecting the right of association or collective bargaining.

HR9 There are no incidents related to the violation of indigenous rights.

HR10 Mediaset España has no information systems in place enabling this information to be obtained.

HR11 In 2011 Mediaset España has received no grievances related to human rights.

SO1(P) Mediaset España has no information systems in place enabling this information to be obtained.

SO2(P)
The risks related to corruption are analysed for the company and subsidiaries as a whole, from the perspective 
of legal and reputational risks. Internal Audit Management carries out control procedures over the application of 
the pertinent procedures and codes.

SO3(P)
The Internal Code of Conduct governs employees’ actions. In addition, all employees are informed of the 
procedure applicable to the signing of contracts negotiated by Procurement and General Services Management 
and the Travel and Travel Expenses Procedure.

SO4(P) In 2011 there has been no need to take action in relation to incidents of corruption.

SO7(P) In 2010 no action has been taken due to anti-competitive or monopoly practices.

PR1 Mediaset España fulfils all legal requirements in this respect and its action guidelines are set out on page 
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GLOSSARY  

Assets: Group of assets and rights owned by a company.

Audience (television): Number of people over 4 years of 
age that are watching television at a given moment.

Blog: Also known as a web log, a blog is a regularly 
updated website that displays texts or articles by one or 
more authors in chronological order—in which the most 
recent appears first—with a particular purpose or theme, 
in which the author has the freedom to post anything he 
or she believes is relevant.

Broadcast: Distribution of audio and/or video signals that 
transmit programs to an audience. The audience can be 
the public in general, or a relatively large sector of the 
public such as children or young people.

Climate change (global warming): Change in overall 
atmospheric conditions attributed directly or indirectly 
to human activity, which increases the natural variability 
of the climate observed during comparable time periods.

CO2 equivalent: International methodology for measuring 
greenhouse gas emissions used to establish the equivalence 
between heat retention of any gas of this type and that of 
CO2,. In this manner, all gases are converted to the CO2 

measurement, enabling a homogeneous calculation of any 
greenhouse gas.

Coach: programme that contributes to personal growth 
and professional development.

Commercial target: Audience group comprised of 
individuals between 13 and 54 years of age, from the 
middle and upper classes who live in cities with 10,000 
or more inhabitants.

Commuting: daily journal from home to work.

Contract hire: rental contract under which the contract 
hire company purchases a new car, at the customer’s 
request and makes it available to the customer for a 
specific time, including all expenses.

Day time: Broadcast period during daylight hours.

Digital forum: Web application that serves as a platform 
for exchanging opinions or holding discussions or debates 
online.

Digital interview: System of communication via the 
Internet in which one or more experts on specific topics 
receive questions from users and respond to them 
through the web.

DTT (Digital Terrestrial Television): Digital television 
platform that uses terrestrial broadcast systems, in other 
words, antennas located on the surface of the earth.

EBIT: Earnings before interests and taxes.

Environmental impact: Any change in the environment, 
adverse or beneficial, that results from human activity.
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Free float: Floating capital that can be traded immediately. 
These are shares that are not held by large owners and 
which are not subject to sales restrictions.

Frequency index: This index expresses a relationship 
between the occurrence of workplace accidents resulting 
in absence from work in relation to the length of exposure 
to the risk.

GJ: Gigajoule – energy measurement unit

Greenhouse effect: Phenomenon by which certain gases 
that make up the atmosphere retain part of the energy 
from solar radiation emitted by the ground, causing a 
moderation of temperature variations of the earth and 
an increase in its average temperature. This phenomenon 
is being intensified by the emission of certain gases in 
large quantities, such as CO

2 and methane, caused by 
human activity.

Greenhouse Gas Protocol: International instrument used 
by government and companies to record and manage their 
greenhouse gas emissions. This initiative was created by 
the World Business Council for Sustainable Development 
(WBCSD) and the World Resources Institute.

Greenhouse gases: Compounds that are found in the 
atmosphere and which, due to their properties, are 
responsible for the greenhouse effect. The massive 
emission of these gases through activities such as the 
burning of fossil fuels increases the greenhouse effect; 
this increase is recognized as the leading cause of global 
climate change. Among these substances the following 
ones are included: CO2, CH4 (methane), N2O, HFCs, 
PFCs, SF6 and water vapour.

GRI (Global Reporting Initiative): Initiative started in 
1999 to develop and disseminate applicable directives 
for preparing sustainability documents and reports. These 
guidelines, to be used on a voluntary basis by organisations, 
exist for the purpose of improving the quality of their 
reports and achieving greater comparability, consistency 
and efficiency in their dissemination.

GRP (Gross Rating Point): The basic rating point is the unit 
of measure of advertising effectiveness. It consists of the 

percentage of the audience that viewed a given television 
spot compared to the potential market determined 
previously between the television operator and the 
advertiser/media centre. Data that is later contrasted 
with the data provided by Taylor Nelson Sofres. GRP are 
measured per minute, although the advertising spots tend 
to have a shorter duration. GRP can also be calculated by 
multiplying the net coverage by the frequency of a spot.

Gymkhana: from the Hindi and Persian terms khana and 
gend, meaning “ball game” and currently used to refer to 
games involving various competitive events.

Incidence index: Ratio of occupational accidents to the 
average number of workers exposed to the risk. This index 
indicates, therefore, the probability of an occupational 
accident occurring to the staff.

Late night: Programming block from 0:00 to 2:30.

Liabilities: Total obligations and debts contracted by a 
company. The liabilities represent the company’s source 
of financing.

Moderation: Work of controlling user-added content in 
the available forms of debate and participation so that this 
does not include content that is inappropriate, offensive 
or prohibited under the conditions established for the use 
of these applications. Once the text has been approved 
by the moderator, it is published on the Internet.

Morphing: Creative process of merging the image of the 
advertiser with that of the channel.

Occupational accident: Diseases, pathologies or injuries 
caused by or at work.

Page view: Files sent in response to a user request 
received by a server. When a page is made up of several 
frames, the group of frames will be considered a single 
page for calculation purposes.

Payout: Portion of corporate earnings used to pay 
dividends. This is expressed as a ratio and is the result of 
dividing the dividend by the net earnings and multiplying 
the result by 100.
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Post-moderation: Work of controlling user-added content 
once it has been published in the different forms of debate 
and participation available in web applications. If the 
published content is considered inappropriate, offensive 
or does not comply with the established conditions of 
use, it will be eliminated from the application.

Power ratio: In a media company, this statistic indicates 
the performance of revenues compared to the audience 
share.

Prime time: Programming block from 21:00 to 00:00, 
during which time the maximum audience is reached.

Prime-time access: The programming block prior to 
prime time.

Rating: Analytical instrument that permits valuation of 
the risk of a company or of a broadcast. Normally, higher 
ratings are demanded of the broadcasters with the 
weakest financial position (worst rating) to compensate 
for the greater risk assumed.

Remake: In film and television, a new version of a previously 
released program or film, or a local version of a series in a 
country other than the one in which it originated.

Rich media: Internet advertising term assigned to a web 
page that uses advanced technology such as on-demand 
video, program downloading with user interaction and 
advertising that changes when the user passes the cursor 
over it.

Roadshow: Technical, economic and commercial 
information forum.

Security document: Name of a mandatory document 
that all companies must have available to the Spanish 
Data Protection Agency [Agencia Española de Protección 
de Datos] in which the measures and procedures that 
eachcompany must have in place for complying with the 
Security Measures Regulation (Royal Decree1720/2007, 
of 21 December) [Reglamento de Medidas de Seguridad 
(Real Decreto 1720/2007, of 21 Decembre)] are detailed.

Security Measures Regulation: This is RD 1720/2007, of 
21 December, which implements Organic Law 15/1999, 
the Data Protection Organic Law.

Severity index: This index compares the number of days 
with absence from work with the number of hours the 
worker is exposed to the risk. The importance of this 
index is that it includes, in addition to the consequences 
of the injuries, the cost in terms of time lost from work as 
a result of the accidents.

Share: Distribution of the actual audiences amongst all 
channels, expressed as a percentage.

Share capital: Monetary amount or value of the assets 
that the shareholders of the company own. The rights 
that shareholders acquire in the company will depend on 
the share capital contributed. This is divided into equal 
and indivisible portions called shares.

Shareholder: Individual or legal entity that holds shares 
in a company, making it an owner of the company in 
proportion to the number of shares it holds.

Sitcom: Also known as situation comedies, sitcoms refer 
to a type of series originating in USA which usually have 
certain characteristics: recorded or live laughter, a shorter 
duration, self-contained chapters etc.

Site: Group of web pages generally associated with the 
same Internet domain which normally are on the same 
topic or serve the same purpose.

Spanish energy mix: Types of energy used to generate 
electricity (nuclear, solids, oil and gas, bio-mass, waste, 
hydro-electric, wind, solar, geothermal and other 
renewable sources)

Spin-off: project born as an extension of a previous 
project, on television, which generally refers to a new 
series deriving from a previous series as regards situations, 
plots or characters. 

Stakeholders: All of the persons, institutions or groups 
that significantly affect the activity of an organisation and 
its decisions, and/or that may be affected by them.
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Sustainable development: The appearance of the concept 
of Sustainable Development goes back to the presentation 
in 1987 of the report “Our Common Future” by the 
World Commission on Environment and Development 
(Brundtland Commission) created by the UN, where it 
was defined as “development that meets the needs of 
the present without compromising the ability of future 
generations to meet their own needs”.

Target audience: Group of persons to which the channel 
addresses its advertising messages.

United Nations Global Compact: International initiative 
put forth by the United Nations in 1999 which invites 
an ethical commitment by companies and has the goal 
of obtaining a voluntary commitment on the part of 
institutions with respect to social responsibility by means 
of implementing Ten Principles or fundamental values 
related to human rights, labour practices, the environment 
and the fight against corruption. Its purpose is to foment 
the creation of a global corporate citizenship which 
permits the reconciliation of the interests and processes 
of business activity with the values and demands of civil 
society, as well as with the projects of the UN, international 
sector organizations, unions and NGOs.

Webcast: Television program designed for transmission 
over the Internet.

Windows: The different means of commercially exploiting 
an audiovisual content in terms of time. The most common 
windows for audiovisual content are movies, DVD and 
video, pay per view, cable television and free television.

XDCAM: Professional video system that uses a PFDdisc, 
similar to Blu-ray, and which, due to its characteristics, can 
be reused for a very long period.
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DIRECTORY

Mediaset España 
Ctra. Fuencarral a Alcobendas, 4 
28049 Madrid 
Tel.:91 396 63 00 
www.telecinco.es 

• Content department
Tel.: 91 396 63 00 

Fax: 91 396 69 99 

• Management and Operations department
Tel.: 91 396 63 00 

Fax: 91 396 66 92 

• News Department
Tel.: 91 396 63 00 

Fax: 91 396 64 56 

Email: informativos@informativost5.com 

Web: www.informativostelecinco.com y www.cuatro.
com/noticias/  

• Communications and External 
Relations Department
Tel.:91 396 63 00 

Fax: 91 396 68 42 

Email: gabinetedeprensa@telecinco.es 

• Audiovisual Sales Department
Tel.:91 396 63 00 

Fax: 91 395 93 24 

Email: comercial@telecinco.es 

• External Production Department
Tel.: 91 396 63 00 

Fax: 91 396 61 82 

• Investor Relations Departments 
Tel.:91 396 63 00 

Fax: 91 396 66 92 

Email: inversores@telecinco.es 

• General Corporate Management
Tel.:91 396 61 88 

Fax: 91 396 62 84 

Email: rc@telecinco.es 

Factoría de Ficción 
LaSiete 
Tel.: 91 396 63 00 

Fax: 91 396 62 23 

Email: fdf@telecinco.es

telecinco2@telecinco.es
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Publiespaña 
Ctra. Fuencarral a Alcobendas, 4 
28049 Madrid 
Tel.: 91 395 90 00 
Fax: 91 395 90 10 
Web: www.publiesp.es 

Publimedia Gestión
Tel.: 91 212 83 00 
Fax: 91 212 83 01 
Web: www.publimediagestion.es 

Telecinco Cinema
Ctra. Fuencarral a Alcobendas, 4 
28049 Madrid 
Tel.: 91 396 63 00 
Fax: 91 396 61 82 
Web: www.telecinco.es/t5cinema/ 

Conecta 5
Ctra. Fuencarral a Alcobendas, 4 
28049 Madrid 
Tel.: 91 396 63 00 
Fax: 91 396 61 06 
Web: www.telecinco.es 

Mediacinco Cartera
Ctra. Fuencarral a Alcobendas, 4 
28049 Madrid 
Tel.: 91 396 63 00 
Fax: 91 396 66 92 
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