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2012 will not be a year we will remember fondly in Spain from 
a business point of view. It is not necessary to dwell on the 
damage the economic crisis has done to all sectors of the 
productive fabric, which then leaves its mark on society as a 
whole. In this situation we are in a position to affirm that, not 
without effort, the effective management of Mediaset España 
has made it possible for us to remain the leaders of the 
audiovisual sector, thanks to the team of people who have done 
everything possible to minimise the negative external impact 
we have had to endure. Our decision in 2010 to organise 
ourselves as a multimedia group has given us a competitive 
advantage which has again borne fruit in the year of this Annual 
Report, with the group’s leadership in terms of audience and 
financial results unrivalled in the Spanish media sector, a sector 
which has suffered particularly from the severity of this deep 
economic depression.

Over these months Mediaset España has consolidated its multi-
channel offering and we have begun to work on the eighth 
channel, Nueve, which at the time of this report has been 
broadcasting for four months with an offering aimed at women 
which complements the group’s commercial strategy. With 
Telecinco, Cuatro, LaSiete, Factoría de Ficción, Divinity, Energy 
and Boing we have ended 2012 with first place in commercial 
television, with an audience share of 28·1%, 2·3 points ahead 
of our nearest competitor. We are also the leading audiovisual 
group on the internet with more than 15 million single users. 
The varied and flexible commercial offering developed by 
Publiespaña, aiming to cover the needs of every customer, has 
made the Mediaset España channels, in their various formats, 
the main vehicles of communication between the brand and 
the viewer, at a time at which television is the primary leisure 

option in Spain with record television consumption of an 
average of 246 minutes a day. 

From an economic point of view our efforts to contain 
costs, while nurturing our operating margins and cash-flow 
generation and adapting our commercial offering to the wide 
range of contents, have given rise to outstanding results with 
total net revenues of 886·73 million euros and net profits of 
50·14 million euros, which amounts to 65·34 million euros of 
adjusted net profit, figures which are unbeatable in the Spanish 
media sector.

As regards the stock markets, despite the fact that the economic 
situation has had a negative effect on investors and the IBEX35 
has fallen by 4·7%, Mediaset España has still made progress, 
being the eighth best performer of the Madrid selective index 
at the close of the year, which is  a particularly satisfying result 
as it represents annual growth of 15·4% with stock market 
capitalisation of 2,071 million euros, data which means we 
remain leaders of the media sector more than doubling the 
value of other companies in the industry. 

We are also very proud to be able to say that we handle the 
greatest number of professionals of the audiovisual medium, 
both in in-house production for the television channels - 75% 
of the content of our main channels are programmes created 
specifically for our viewers - with a wide offering segmented for 
all types of audience - and in the films we produce to which 
we devote 5% of our income as required by law. In fact in 
2012 we have once again made a virtue out of a necessity 
by releasing the two films which have lifted the takings of all 
Spanish cinema to leave them where they were 25 years ago: 

LETTER FROM THE
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Alejandro Echevarría
Chairman

“Las aventuras de Tadeo Jones” -our first venture into animation 
- and “Lo imposible” -a film which will join the list of the best 
productions in the history of Spanish cinema, having been seen 
by more than 18 million people throughout the world -, films 
which are cited as an example of our ongoing commitment to 
quality and profitability. 

In matters of corporate governance we reaffirm our 
commitment to excellence and transparency, and in this regard 
in 2012 we have become the first IBEX company to have 
verified the report on our directors’ remuneration. This report 
was also put to a binding vote this year for the first time. It is 
also 12 years since the creation of our social action initiative “12 
meses, 12 causas”, and we have renewed this project by putting 
in motion a series of initiatives which have won the unanimous 
applause of the public, the public authorities and private bodies. 
“Eres perfecto para otros” (with more than 70,000 applications 
for a donor’s card) and “Alas Verdes” (to encourage awareness 
of the values of ecology and re-cycling), together with one-off 
actions in co-operation with Cruz Roja and Mensajeros de la 
Paz, have brought us the satisfaction of feeling that our ability to 
inform and mobilise the public to carry out social and solidarity 
action is both considerable and fruitful.

We therefore maintain this solid basis to our work in facing 
2013, in a privileged position to take on large projects thanks to 
a healthy cash-flow and an absence of financial debts; satisfied 
by having successfully used what is the new model for Spanish 
television and by being in the best possible position to withstand 
another year of economic uncertainty; and hopeful that in the 
months to come we begin to see a more promising future.

CORPORATE RESPONSIBILITY REPORT 2012
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Giuseppe Tringali
Chief Executive Officer

In the past year of 2012 we have again suffered from adverse 
economic conditions which have affected our activities, as they 
have those of the other sectors of the industry. Faced with this 
it has been our aim to make use of our marketing experience, 
and thus make the most of our powerful resources, in order to 
confirm once more our leadership of the Spanish advertising 
market.

As regards free to view television, the main activity of the 
group, we have sustained our commitment to commercial self-
regulation undertaken in 2011, with around 95% of commercial 
breaks in prime time having a duration of less than 6 minutes 
of conventional advertising. The results of the second wave of 
the study “La Eficacia publicitaria en Prime Time”, prepared by 
the CIMEC research institute, have again confirmed the impor-
tance of this commitment by concluding that the length of the 
break is the advertising management variable which contributes 
most to recall, as 60% of familiarity is explained by its dura-
tion. For this reason we can affirm without any doubt that the 
advertising campaigns broadcast by our channels have given 
our advertisers the best rates of recall, the main objective of 
any advertisement.

And in addition to maintaining our commitments in 2012 we 
have also kept open our advertising options in accordance with 
the needs of advertisers. Publiespaña continues to offer a mixed 
system of flexible purchase with a wide commercial offering 
which includes Monocadena, in which the advertiser chooses 
individually the channel on which he wishes to advertise, and 
the option of simultaneously purchasing channels with similar 
profiles, channels which are in turn grouped according to affinity 
of target audience in qualitative terms in two large modules 
created by the company: “Módulo Telecinco” and “Grupo 
Cuatro”, thus simplifying and facilitating effective advertising 
management.

The widening of the range of advertising possibilities for 
advertisers in relation to the content of Mediaset España 
has been another of our great investments. In addition to 
sponsorship, in-programme advertising or virtual product 

placement 2012 has been the year in which the company has 
successfully developed a number of highly integrated special 
advertisements by way of branded content. 

We have carried out two specific corporate measures in 2012: 
a new campaign to support brands called “We support brands” 
and an institutional campaign designed to support Spanish 
brands which triumph abroad under the slogan “Spain: work, 
innovate, compete”. 

As regards the other media handled by the group, currently 
concentrated in Publimedia Gestión, the company continues 
to seek new horizons in online television, outside advertising 
and pay per view television among others. In relation to the 
latter in 2012 it marketed the channels produced by Prisa TV 
in the Canal+ platform in addition to the channels of Chello 
Multicanal, to which has recently been added the management 
of Cosmopolitan TV.

In this regard innovation applied in all fields has been of partic-
ular importance: in outdoor digital advertising the innova-
tion of enhanced reality or sensory experience in the Iwall in 
Shop circuit of screens; and especially in online advertising, the 
first interactive spot applied by way of the innovative VPAID 
Timeline format, which allows the internaut / viewer to have 
interactive advertising experiences in real time with the live 
broadcasting of content, or the new “Adlive” format in which 
the technology makes it possible to recognise the commercial 
breaks marked up in the television broadcast and change the 
commercial break on free to view television to specific blocks 
of advertising for online television.

I never like to conclude without saying that it is the people 
who make up our group who are the main creators of our 
success. I also want to inject a little optimism and wish for 
the difficult times we are going through, especially in terms of 
unemployment, to begin to improve before the end of this new 
year. For our part we know that only work, dedication, hope 
and enthusiasm will allow us to reach the ambitious goals we 
set for ourselves.

LETTER FROM THE
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Paolo Vasile
Chief Executive Officer

LETTER FROM THE

CHIEF EXECUTIVE OFFICER

Having to start this letter by saying that the year just ended was 
generally speaking a difficult year is turning into an unpleasant habit, 
and sadly happens to be true. I trust that things will change soon. 
Nonetheless, I am also used to stressing the good work performed 
and I have to do it this year too.

Once again this year Mediaset Spain was the absolute leader of 
the Spanish audio-visual sector within a context where, despite the 
traditional dark omens, television continues to grow its position in 
all age groups compared with other alternative means of commu-
nication (average television consumption has grown by 36 minutes 
per day in the last 12 years).

The channel catalogue that we have started up (Telecinco, Cuatro, 
FDF, La Siete, Boing), following the addition in 2012 of Divinity, 
Energy and, in early 2013, La Nueve, make up an ideally positioned 
television offering, enabling us to reach out to varied audiences, 
with complementary and highly segmented profiles.

This television offering was the leader in 2012, with a combined 
audience share of 28.1% taken as a whole, with a clear advantage 
over its main commercial television competitor. 

By channel, both Telecinco and Cuatro, won their specific compe-
titions, comfortably beating Antena 3 and La Sexta, respectively, in 
terms of both audience numbers and commercial target. On an 
individual level and with respect to our most emblematic channel, 
Telecinco was the prime time leader in both audience numbers 
(14.4%) and the commercial target (14.1%).

We are again the clear benchmark in news programmes and 
Telecinco’s news programmes were the most watched on 
commercial television. Specifically, the night edition ended 2012 as 
the most -watched television news programme.

Once again, audience results did not entail an increase in schedu-
ling costs. Our rigorous cost control policy effectively enabled us to 
end 2012 with costs almost at the same level as in 2011  (+0.7%). 
This was despite the scheduling of major events such as the UEFA 
European Championship 2012 and the World MOTOGP  and the 
launch of Energy channel. 

Also noteworthy was the remarkable performance of our Internet 
portal, MITELE, which since its launch in December 2011, has 
been growing consistently in terms of user numbers and video 
consumption. This platform, which enables our television channels 
to be followed live, and episodes of series broadcast to be reco-
vered, also enables viewers to inter-act  with content. In 2012, for 
example, our Internet platform generated profits.

Our contribution to Spanish cinema production is also worth 
mentioning.  Both “TADEO JONES” and  “THE IMPOSSIBLE” 
exceeded our most optimistic forecasts. TADEO JONES became 
the Spanish animation film most watched in Spain. THE IMPOS-
SIBLE is, in absolute terms, the most watched Spanish film of all 
times (more than 6 million cinema goers), generating box office 
revenues of more than €42 million and winning several interna-
tional awards and recognition. For its part, “TADEO JONES” was 
watched by more than 5 million  worldwide and is one of the 
most watched films in Latin America. In Spain box office receipts 
exceeded €18 million.

Finally, I would like to stress the important work we have done 
in the past two years since the addition of CUATRO. We have 
grown our audience share by at least 3 points.  Although it is true 
that we have also increased the number of channels, it is  no less 
true that this entails the risk  of eating away at your audience, a 
risk which we have avoided. I reiterate, we have achieved all this 
without increasing costs.

Effectively, as I have already said, we have made a major effort to 
reduce the group’s costs in general. If we look at 2010, which is a 
good year of reference because of the presence of a sports event 
similar to that in 2012, we have saved almost €140 million and 
improved our financial position by €100 million.  

It is not easy to grow our offering qualitatively and quantitatively 
and at the same time cut costs. But we have managed it, which 
once again bears out the strength of our business model and the 
management skills of our team. 

CORPORATE RESPONSIBILITY REPORT 2012
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KEY PERFORMANCE
INDICATORS

KEY PERFORMANCE INDICATORS

ECONOMIC  HIGHLIGHTS 2011 2012

Total net revenue  (thousand euro) 1,009.33 886.73

Operating revenue  (thousand euro) 164.53 48.80

Profit/ net revenue 16.3% 5.5%

Adjusted  EBITDA  (thousand euro) 180.19 64.94

Adjusted EBITDA /net revenue 17.85% 7.3%

Net profit  (thousand euro) (1) 110.52 50.14

Net financial position (thousand euro) 26.45 73.72

Origin-based tax paid  (thousand euro) 38.48 2.79

Government financial assistance  (euro) (2) 511,530 0

Community donations  (euro) 57,241 219,921

Content generating producers 43 24

Programmes generated 124 78

Contracts for the acquisition of third- party production 88 66

Investment in third party production  (million euro) 131.4 127.6

Investment in Fiction Production  (million euro) 83.9 52.2

Investment in co-production (million euro) 33.1 3.2

Technical investment  (million euro) 15.6 8.9

Investment in environmental improvement (euro) 76,215 0

Advertising efficiency ratio (3) 165 160

Average ratings 26.4% 28.1%

Advertiser number (4) 790 834

Web access number (5) (6) 418,991,481 595,199,432

Daily web user average (5) (7)
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SOCIAL DIMENSION 2011 2012

Broadcasting hours (8) 52,668 61,489

Programmes with a social content (broadcast numbers) 2,190 2,562

Assignment of advertising slots supporting social causes (euro) (9) 5,505,485 3,677,632

Employee numbers  (average for the year) 1,390 1,360

Investment in training  (euro) 381,296 360,054

Hours of training per employee 17.58 10.07

Training actions in skills 16 39

Transversal training actions 22 49

Employees with performance assessment (10) 25.47% 25%

ENVIRONMENTAL DIMENSION

Paper consumption  (kg) 14,266 3,140

Printer toner and cartridge consumption (units) 409 283

Battery consumption (kg) 2,884 2,666

Waste generated (kg) 117,185 146,443

Water consumption  (m3) 24,669 23,210

Electricity consumption  (kWh) 63,599 62,515

Diesel consumption (litres) 72 246

Propane gas consumption   (GJ) 642 664

Natural gas consumption (GJ) 1,124 1,692

Greenhouse gas emissions (Tn) 9,334 8,354

(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.
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Mediaset España Comunicación, S.A.(Mediaset España or the Company) corporate 
objects consist of the indirect management of the Public Television Service and at 31st 

December 2012 operated seven television channels commercially (Telecinco, LaSiete, 
Factoría de Ficción, Boing, Cuatro, Divinity and Energy). Broadcasting of the new channel 
Nine will begin 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

OUR
GROUP
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 COMPANIES INCLUDED

CONSOLIDATED LINE BY LINE

CONSOLIDATED EQUITY METHOD

CONSOLIDATED AT COST

MEDIASET
ESPAÑA

100%
TELECINCO 

CINEMA

100%
SOGECABLE 

MEDIA

100%
GRUPO  

EDITORIAL

100%
SOGECABLE 
EDITORIAL

100%
PREMIERE

MEGAPLEX

75%
MEDIACINCO

CARTERA

100%
CONECTA

5

100%
PUBLIESPAÑA

34%
A.I.E.

100%
PUBLIMEDIA

33.3%
EDAM 
COOP.

3%
APROK  
IMAGEN

30%
60DB

22%
DIGITAL +

50%
ED. DIGITAL  
DE MEDIOS

30%
PROD. 

MANDARINA

30%
BIG BANG  

MEDIA

43.7%
PEGASO TV

30%
LA FÁBRICA  
DE LA TELE
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Mediaset España was incorporated in Madrid on 10 March 1989 and its registered office is located at Carretera de 
Fuencarral a Alcobendas, nº 4, 28049 Madrid.

The subsidiaries of Mediaset España are those companies over which the Company has the capacity to exercise 
effective 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.

(Continued on next page)
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Sogecable Media, S.L. (100%)
Management of marketing of the advertising of audiovisual supports on 
Cuatro, Sogecable’s theme channels on Digital+ the magazine Digital+.

Sogecable Editorial, S.A.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.

Changes in the consolidation scope in the year ended 31 December 2012

COMPANY REASONS FOR CHANGE

Agrupación de Interés Económico  
Furia de Titanes II, A.I.E.

Mediaset España acquires a 34% share.

Editora Digital de Medios, S.L. The company is set up in which Mediaset España has a 50% holding.

60 DB Entertainment, S.L. Mediaset España acquires a 30% share.

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.

Direct interest through Mediaset España

COMPANY 2011 2012 ACTIVITY

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 pro-
grammes and audiovisual products on any technical 
carrier media.

(Continued on next page)

(Continued)
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Indirect interest through Mediacinco Cartera, S.L.

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. 

Editora Digital de Medios, S.L.
C/ Condesa de Venadito, 1
28027 Madrid

- 50%
Creation, development and commercial use of a 
digital newspaper specialising in information on the 
media, particularly the audiovisual media.

60 DB Entertainment. S.L.
Avenida Diagonal, 558
08021 Barcelona

- 30%

Creation and development of audiovisual content in 
any format, whether entertainment, fiction, advertising 
or analogous formats, and the production of events 
and their commercial use in any form and by way of 
any media.

(Continued)

COMPANY 2011 2012 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.

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

None of the above companies is listed on a stock exchange

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); 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 TELEVISION

P.  Vasile

NEWS DIVISION

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

NEWS DIVISION
TELECINCO

P. Piqueras

NEWS PLAN. & CTL. 
OPER. DIVISION

J. M. Bautista

ANTENNA DIVISION

P. Marco

- A.D. Marketing
( J. López Cuenllas)

- A.D. FDF Channel
(R. López Palomar)

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

- A.D. Cuatro (J.A.  Alarcón)

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

- A.D. Antenna Operations
(M. Caldés)

- A.D. Commercial
(A. Bustamante)

- D. Gaming
(D. Quintana)

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

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

- D. Programme Production
(B. Toscano)

- A.D. Production  
(O. Flórez)

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

- GM.Telecinco Cinema 
(A. Augustin)

- A.D. 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

A.D. Document Management 
(J. Rodríguez)

GENERAL MANAGEMENT 
CONTENT

M. Villanueva
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CHAIRMAN

A. Echevarría

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

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

- A.D. IT Development
Informáticos  (J. Martín)

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

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

- A.D. Adva. Coordination & Special Projects
(A. Santamaría)

- D.  Management control
(F. J.  Ascorve)

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

- A.D. Admin. Publiespaña Group
(A. Suarez)

- A.D. Consolidation, Reporting & Investees
(T. Reyes)

TECHNOLOGIES 
DIVISION

E. Fernández

H.R & SERVICES 
DIVISION

L. Expósito

ECONOMIC - FINANCE
DIVISION

J. Uría

C.D. 
BUSINESS PUBLICIDAD

G. Tringali

Corporate areas  providing services to
Business TV & Business Advertising

CORPORATE GENERAL 
MANAGEMENT

M. Rodríguez

Legal counsel 
A.D. Internal Audit (A. Mosquera)

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

GENERAL MANAGEMENT 
MANAGEMENT & OPERATIONS

M. Musolino   A.D. Investor Relations
(L. A. Giammatteo)
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THE AUDIOVISUAL BUSINESS

MEDIASET ESPAÑA, THE LEADING AUDIOVISUAL 
COMMUNICATIONS GROUP

2012 has been a year of consolidation of the multi-channel, multi-platform model of 
Mediaset España. The difficult general economic situation which has dominated the 
advertising market has not prevented the company from continuing to be the leader 
of the sector with new projects in the fields of television, advertising, cinema and the 
internet which have made it the foremost audiovisual communications group in Spain 
and one of the most important in Europe.

The group of channels most rich in target audiences in Spain (Telecinco, Cuatro, Factoría 
de Ficción, Divinity, Energy, Boing, La Siete and since the beginning of 2013 Nueve, a 
new channel aimed at women in general); the audiovisual websites with the largest 
internet followings (Telecinco.es, Cuatro.com y Divinity.es); the largest platform of free 
television content online (Mitele.es); the film production company Telecinco Cinema, 
leader at the Spanish box office with the films “Lo imposible” and “Las aventuras de 
Tadeo Jones”; Publiespaña, the leading advertising concessionary in terms of investment 
volume and market share and Atlas, the leading audiovisual news agency at national level, 
put Mediaset España in a strong position to meet the future commencement of the 
economic recovery with optimism. And it also does so with a strong financial position 
and an absence of debt which have given the company still more solidity in 2012.

OUR 
BUSINESS



20

OUR BUSINESS

The varied television offering of Mediaset España in 2012 
has allowed the company to become the group with 
the largest audience growth in 2012 with 1·7 points of 
audience share more than the previous year, emerging 
as the clear leader of the Spanish audiovisual sector in 
terms of audience with an overall share of 28·1%, 2·3 
points more than the group of channels of its nearest 
commercial television competitor. The Mediaset España 
offering has also been the most popular with viewers in 

peak time (27·4%) by a margin of 2·7 points over the 
Antena 3 channels. 

Mediaset España has also confirmed its hegemony in 
terms of target audiences in the course of 2012, being the 
most attractive group of channels for advertisers both 
over the whole day (30·4%) and in prime time (29·3%), 
that fiercely contested time slot in which it has grown by 
3 points compared to 2011.

Mediaset España, the most target-rich offering  
with segmented channels and complementary  
audience leaders

Source: Kantar Media

Daily total. Total individuals. Television groups Prime Time. Total individuals. Television groups

Prime Time. Commercial target. Television groups Daily total. Commercial target. Television groups

Mediaset

28.1

25.8
18.9

Antena 3 TVE

TVEAntena 3

Mediaset

27.4
26.3

18.6

Antena 3 TVE

Mediaset

30.4
27.9

22.1

Antena 3 TVE Mediaset

29.3 29.3

16.6

Antena 3 TVE

Mediaset
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Telecinco has been the most watched commercial 
television for a decade. Its unbeatable model of 
programming has become stronger than ever in an 
environment characterised by fragmentation, confirming 
its absolute leadership over all other television networks 
this year with an audience share of 13·9%, 1·4 ahead of 
Antena 3. The channel has also triumphed in prime time 
with an audience share of 14·4%, nearly three points 
more than its closest competitor. 

The channel has also completed its ninth year as a 
benchmark in terms of target audiences in Spanish 
television, confirming its position as the most attractive 
option for advertisers both throughout the day and in 
the daytime and prime time slots with a clear lead over 
Antena 3.

Telecinco, leader of commercial television for a decade 

Daily total. Total individuals

13.9

12.5

Prime Time (20:30). Total individuals

14.4

11.2

The greatest and most varied offering of in-house 
productions  

Game shows, discussion programmes, magazine 
programmes, celebrity gossip, documentaries, reality 
shows, sporting events and news have been some of 
the more important formats with which Telecinco has 
become the public’s favourite television in the main time 
slots, with content which always connects with the viewer 
based on live programming and in-house productions, the 
channel’s unmistakeable callnig card in recent years.

In peak time it has offered the most watched entertain-
ment programmes on television including the first showing 
of “La Voz”, the most watched television phenomenon 
of the last decade with an average of 5,169,000 viewers 

and an audience share of 29·8% and which was awarded 
the Ondas Prize for Best Entertainment Programme. The 
showing of the competition hosted by Jesús Vázquez, 
together with the “coaches” David Bisbal, Rosario, Malú 
and Melendi and the assistance of Antonio Carmona, 
Tiziano Ferro, Neck and Luis Fonsi, has brought the music 
programme back to the schedule of Telecinco with roaring 
success, the grand final achieving the highest ratings of 
the show (37·3%) and the last of the “Blind Auditions” 
breaking the barrier of 6 million viewers (6,030,999). 
Since it first aired the competition has also become a 
phenomenon on social networks building up more than 
1·3 million followers on Twitter and Facebook (including 
both fans of the programme and of the artists them-
selves) and forming dozens of national and international 
trending topics every Wednesday night.

Daily total. Commercial target. 

13.6

12.7

Prime Time (20:30). Commercial target. 

14.1

12.3

Day Time. Commercial target.

13.4

12.8
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The social networks have also become more important 
in the final stage of the competition with the creation 
of the “Interactive room” from which Tania Llasera gives 
voice to users’ opinions gathered by way of a real time 
measuring tool of the impact of “La Voz” contained in 
the programme’s official website. The site www.telecinco.
es/lavoz has recorded more than 5 million single users 
with around 120 million pages and more than 30 million 
videos having been seen.

Speaking of large numbers in entertainment programming 
means we have to refer once again to the most watched 
reality show format in the history of television. In 2012 
“Gran Hermano 12+1”, presented by Mercedes Milá, once 
again demonstrated the rude good heath of the format 
by attracting nearly 3 million viewers and an audience 
share of 20·3% for its prime time gala programmes. Its 
success and continuing popularity were made clear by 
the twist the channel put on the programme entitled 
“Gran Hermano: la revuelta” which achieved an average 
of 2,476,000 viewers and an audience share of 19%. 

These competitions have shared their success with “Tú sí 
que vales”, which has brought show business in its most 
varied forms to Telecinco throughout 2012 under the 
direction of Christian Gálvez as presenter and before a 
jury made up of Risto Mejide, Merche, José Corbacho and 
Kiko Rivera with an average of 2,542,000 viewers and an 
audience share of 16·9%. 

As well as show business Telecinco has also filled the 
screen with feeling, emotion and surprise this year in 
the form of “Hay una cosa que te quiero decir”, a new 
programme into which Jorge Javier Vázquez has thrown 
himself with a degree of success unseen up until now in 
his career with an average audience share of 17·8% and 
2,360,000 viewers.

A majority of the public has also made a date with 
Telecinco for its morning, early afternoon, evening and 
late night viewing which has again set a standard in terms 
of lively, flexible programming always tuned in to the 
viewing public and the current state of affairs.

In the morning slot “El Programa de Ana Rosa” (Golden 
TP Award for Best Magazine Programme) has confirmed 
its position as the leading magazine programme with an 
audience share of 16·9% and 492,000 viewers compared 
to the 16·5% and 471,000 viewers of its nearest rival 

http://www.telecinco.es/lavoz/
http://www.telecinco.es/lavoz/
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“Espejo Público” on Antena 3. Coming after it “Mujeres 
y hombres y viceversa” presented by  Emma García has 
attracted nearly a million viewers. More than 1·5 million 
viewers have then followed the legal disputes shown in 
“De buena ley” under the direction of presenter Sandra 
Barneda.

The pairing “Sálvame: diario” (16·4% and 1,848,000) 
presented by Jorge Javier Vázquez and “Pasapalabra” 
(2,050,000 and 16·5%) with Christian Gálvez have again 
proved untouchable in 2012 in afternoon viewing on 
commercial television.

At weekends evening viewing on Telecinco has been 
given over to live programmes with two current affairs 
programmes: “Sálvame Deluxe”, unbeatable in its slot 
on Fridays with an average audience share of 15·3% and 
1,861,000 viewers, and “El gran debate”, an information 
and entertainment format presided over by Jordi 
González which in its first year has become a commercial 
leader of Saturday nights with an average of 1,651,000 
viewers and an audience share of 13·5%.

On Saturdays and Sundays the channel has offered “Qué 
tiempo tan feliz”, the programme on Telecinco with the 
greatest viewer loyalty in weekend daytime television 
with an average of 1,430,000 viewers and an audience 
share of 11·5%. Together with María Teresa Campos, José 
Ribagorda has become one of the most prominent faces 
of weekend entertainment in 2012 with the cookery 
show “Cocineros sin estrella”.

In late night viewing nearly a million followers of the clair-
voyant Anne Germain have remained faithful to the expe-
rience offered by the programme “Más allá de la vida”.

Fiction on telecinco: a leader in comedy and with 
great success in tv movies 

The offering of in-house fictional programming from 
Telecinco has stood out once again this year on account 
of its notable ability to connect with viewers, who have 
again enjoyed a varied offering in which comedy has been 
prominent more than ever in the form of two reliable 
programmes which have reached expected regular levels 
with their faithful and growing numbers of viewers.
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One of these is “La que se avecina”, the crazy surrealist 
humour of which has allowed Telecinco to attract a 
growing army of viewers highly active on social networks, 
on which it has nearly 700,000 fans on Facebook and 
around 200,000 followers on Twitter. At the end of 2012 
an average audience share of 22·7% and 4,174,000 
followers have made it the most watched series of the 
year on commercial television. The opening episode of 
the sixth series of the crazy residents of Montepinar 
(27·1% and 5,400,000) was the most watched fictional 
programme of the last three years on privately owned 
television. The loyalty of its followers is such that the 
repeats of its episodes on Factoría de Ficción are one of 
the star contents on a daily basis of the Mediaset España 
themed channel.

The always amusing stories of the homely neighbour-
hood of Esperanza Sur have also again enjoyed massive 
support from viewers on Sunday nights, their viewing 
figures keeping “Aída” among the most viewed comedy 
programmes in Spain year after year with average audi-
ences in 2012 of 1,960,000 viewers and an audience share 
of 19·7%. Their amusing storylines and line-up of artists, 
with Paco León, Pepe Viyuela, Miren Ibarguren, Marisol 
Ayuso and Mariano Peña (Ondas Award for Best Male 
Actor) among others, have made possible once again 
these excellent figures for the channel’s oldest broadcast 
fictional programme.

Together with these productions two innovating 
programmes have stood out in which Telecinco has 
explored new genres both in terms of storyline and image: 
“La Fuga”, a prison-based action series featuring María 
Valverde, Aitor Luna and Asier Etxeandía (1,942,000 and 
11·3%) and “Frágiles”, a production featuring Santi Millán, 
Elia Galera and Ruth Núñez which tells of the professional 
experiences of an unconventional physiotherapist who 
is convinced that the emotions are the key to human 
existence and that hence to cure physical pain you must 
first look inside the patient and treat their emotional 
problems. The positive response to its first season, with an 
average of 1,677,000 viewers and 13·1% audience share, 
has led to the production of a second series on Telecinco 
planned for 2013.

In the area of fiction Telecinco has also made television 
history with the final closure of what has been one of 
Spain’s most popular hospital emergency departments 
over the last decade: “Hospital Central”. The longest-
running series on television to date bade farewell to its 
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viewers at the end of its twentieth series with episode 
number 300 with an average in 2012 of 1,927,000 
viewers and an audience share of 11·7%. Over its twelve 
year history the series featuring Jordi Rebellón, Antonio 
Zabálburu and Roberto Drago, together with more than 
61 permanent and 900 visiting cast members, has met 
with unanimous public and critical acclaim and won the 
most prestigious television awards such as the Ondas 
Award for Best Television Series (2005), the Golden TP 
Award for Best National Series (2006) and the ATR for 
the Best Television Series (2002) among many other 
distinctions.  

In the area of historical fiction in 2012 Telecinco has 
also produced the nine episodes of “Tierra de Lobos” 
featuring Alex García, Juan Fernández, Antonio Velázquez, 
Silvia Alonso, Dafne Fernández and Adriana Torrebejano, 
after its second series closed with an average audience 
share of 15·5%, 2,929,000 viewers, more than 100,000 
fans on Facebook and 13,000 followers on Twitter.

In TV movies Telecinco has had the success of “Mi Gitana”, 
a biopic of the life of the chanteuse Isabel Pantoja played 
by the actress Eva Marciel, which was the most viewed 
of the year with an average of 3,587,000 viewers and an 
audience share of 19·7%; and “Carmina”, featuring Patricia 
Vico (17·0% and 2,771,000).

In addition to Spanish fiction Telecinco has also shown 
acclaimed and long-awaited foreign series in 2012 such as 
“Los Kennedy”, a mini-series telling of the rise to power 
of the emblematic and ill-fated American dynasty with 
Katie Holmes in the role of Jackie; “Blue Bloods”, the fight 
against crime of a family of police officers headed by 
the actor Tom Selleck; and the series “C.S.I. Nueva York”, 
“C.S.I. Las Vegas” and “C.S.I. Miami”.
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Innovative in-house production, coaching programmes and the best 
offering of foreign general viewing, under the seal of Cuatro

Cuatro in 2012 has strengthened its orientation towards 
young viewers by way of a programming model based on 
innovative entertaiment programmes produced in-house, 
adventure formats, docu-reality programmes, game shows, 
reports, coaching programmes and a careful selection of 
foreign fiction.

As a result of this combination of products Cuatro has 
been able once again to get the better of La Sexta, its 
nearest rival among the second generation channels, 
which it has beaten in all months of the year, in nearly 
80% of days contested and in all of the regions, reaching 
an average audience share of 6% over the day as a whole. 
This margin widens in the target audience, where Cuatro 
has grown to an audience share of 7·4% over the day as 
a whole and 7·6% in daytime.

Daily total. Total individuals

Daily total. Commercial target

Day time. Commercial target

6,0

7,4

7,6

4,9

5,8

5,0

Source: Kantar Media

Entertainment “Made in Cuatro”

The channel’s prime time access has had a noteworthy 
addition in the form of a game show. Presented by the 
journalist Juanra Bonet “Lo sabe, no lo sabe”, which bases 
its simple format on putting questions on general and 
popular culture to passers-by on the basis that getting 
the answer right does not always mean winning, has 
proved highly popular among younger viewers reaching 
an average of nearly a million viewers and an audience 
share of 5·5%.

Coming after it in peak time Cuatro has again relied on 
originality and fun in a form of docu-reality show unique 
in general viewing at national level with the unveiling in 
2012 of one of best new formats of the year : “¿Quién 
quiere casarse con mi hijo?” (Discovery of the Year Award 
at FesTVal in Vitoria). Presented by Luján Argüelles the 
programme has been the leader for its time slot among the 
commercial channels with nearly two million viewers and 
an average audience share of 10·9%. The second showing 

of the format has confirmed it as a phenomenon on social 
networks and the internet where it has become the most 
requested Cuatro content on Mitele.es with nearly 1·5 
million downloads of video and entire chapters, while 
on Cuatro.com it has generated more than 10 million 
pages visited and around a million single users. On social 
networks the programme has been a world and national 
trending topic on Twitter on various occasions.
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New episodes of “Perdidos en la ciudad” presented by 
Raquel Sánchez Silva also stand out in this category in 
which members of African tribes throw themselves into 
life in the big city watched by around 2 million viewers 
(10·5%) and “Perdidos en la Tribu”, with a reverse type of 
co-habitation, watched by nearly 1·5 million people (8%). 
Other successful docu-reality shows this year have been 
“Me cambio de familia” (7·9% and 1,140,000), in which 
various people have changed their roles to live together 
in a family unit radically different from their own, or “Hijos 
de papá”, in which wealthy young people have tried to live 
without the financial support of their families (1,153,000 
and 6·5%).

Cuatro has also served up a large helping of adventure 
programmes in 2012 in the form of new episodes of 
“Frank de la jungla”, featuring an expert in bringing the 
wildest parts of nature closer to the viewer (5·9% and 
1,251,000), and “Desafío Extremo” with Jesús Calleja who 
brings alive complex experiences in locations throughout 
the world (4·9% and nearly a million viewers). 

Viewers have also been watching programmes in which 
the dominant presence is that of the coach and have been 
following week by week the cases shown in programmes 
such as “Hermano Mayor” (2,193,000 and 12%) or 
“Supernanny” (1,261,000 and 6·8%), in which various 
parents have made a radical change to their children’s 
education under the supervision of Rocío Ramos-Paúl. 
The success of these formats has led Cuatro in 2012 to 
show “Padres Lejanos”, a programme in which Manuel 
Díaz “El Cordobés” has guided six broken families with 
conflictive relationships throughout an intense journey to 
Patagonia.

As regards documentaries “Callejeros Viajeros” has this 
year completed 150 broadcasts and to celebrate has 
explored isolated locations such as Greenland or the 
spectacular beaches of Punta del Este among other 
destinations together with an average of more than 
a million viewers (5·9%). While “Callejeros” (7·6%) 
(Golden TP for Best Current Affairs and Documentaries 
Programme) in its eighth series has shown the differing 
lives of the Spanish people in the form of documentaries 
on juvenile sex or drugs at the wheel to coincide  
with the Christmas safe driving campaign among other 
stories followed by more than a million viewers tuning in 
every Friday. 

Daily total. Total individuals

Daily total. Commercial target

Day time. Commercial target
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Cuatro has also continued to promote the factual genre 
as a new form of depicting reality never before seen on 
television, in which the journalist becomes the protag-
onist and news becomes experience. For example “21 
días”, where over three weeks the journalist Adela Úcar 
has entered worlds little known to the audience (9·3% 
and 713,000). Samanta Villar for her part has again taken 
the lead role in the fifth season of “Conexión Samanta” 
(8·8% and 701,000). As well as them Mercedes Milá with 
“Diario de…” has provided weekly reports on paedo-
phile networks, fraud and  illegal businesses among other 
subjects with which she has led her late night viewing slot 
(7·3% and 618,000).

“Cuarto Milenio”, the oldest programme on Cuatro and 
one with the most loyal viewers, celebrated its 300th 
programme in 2012 with the special single-issue report 
“The end of the world file” which dealt with the Maya 
prophecy announcing that the world as we know it 
would cease to exist on 21 December. This special date 
on the Maya calendar led to the opening of a temporary 
exhibition at the end of the year with the most 
representative objects to have appeared over the seven-
year history of the programme of Iker Jiménez, in which 
there have been 1,111 reports presented by more than 
1,400 reporters. Fans of the programme have responded 
to this effort giving “Cuarto Milenio” in 2012 the best 
viewing figures of the last three years with an average 
audience share of 10·4% and 666,000 viewers.

In the afternoon slot Cuatro has gone for “Te vas a 
enterar”, a new afternoon current affairs programme in 
which Jesús Gallego and Álvaro de la Lama bring viewers 
the main news of the day live over two hours from a 
strongly critical, ironic and provocative standpoint, all of 
which produced from the programme stage itself and in 
which new technologies play a key part.

The morning slot also once again has daily analysis from 
the team of “Las mañanas de Cuatro”, a programme 
co-produced by the news department of Mediaset 
España and presented by Marta Fernandez which in 2012 
achieved its best ever audience figures (5·7%).
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Successful international series in a great variety  
of genres

While Spanish fiction has received the greatest support 
from Telecinco, quality foreign series have also found the 
same support on Cuatro which has shown the most 
successful external productions at national and interna-
tional level. This is the case with cult series such as “House” 
which this year bade a final farewell to its viewers with an 
average in 2012 of 1,801,000 viewers and an audience 
share of 9·5%.

In addition to regular series such as “Castle” (1,362,000 
and 7·5%), “NCIS Los Ángeles” (1,007,000 and 5·4%) or 
“Mentes Criminales” (1,197,000 and 6·2%) Cuatro has 
shown a powerful set of externally produced fictional 
programmes from the major American networks in a wide 
variety of genres including titles eagerly awaited in Spain 
such as  Speilberg’s “Terranova” (1,635,000 and 8,7%), 
“American Horror Story” (5·9% and 671,000), “Alphas” 
(822,000 and 5·9%), the continuation of “Los Pilares de 
la Tierra”: “Un mundo sin fin” (10·3% and 1,845,000); 
“Imborrable” (1,800,000 and 7·4%) and the prequel of 
“Spartacus”: “Spartacus: Sangre y Arena” (1,333,000  
and 7·2%).

2012 marks the first anniversary of the single newsroom 
serving Informativos Telecinco and Noticias Cuatro, which 
prepares pieces on a daily basis specifically designed 
for the two programmes which autonomously and 
independently adapt the information from the Atlas news 
agency for their different types of audience, keeping intact 
their commitment to independence and the editorial 
line which has characterised them throughout their 
history and which they also use in their websites www.
informativostelecinco.com and www.cuatro.com/noticias.

Both programmes keep all editions of their news bulletins 
on their websites, both live and recorded, giving their 
viewers a second additional vantage point from which 
to see the daily news wherever and whenever they want.

Mediaset España, a single newsroom serving noticias cuatro and informativos telecinco

http://www.telecinco.es/informativos/
http://www.telecinco.es/informativos/
http://www.cuatro.com/noticias/
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The two teams have made an additional effort in 2012 
to inform and be present through all possible channels. 
This is true of the main social networks, especially Twitter, 
where both Informativos Telecinco and Noticias Cuatro 
have more than 80,000 followers.

The following of Deportes Cuatro on Twitter, with nearly 
150,000 followers of the account @losmanolostv, should 
also be mentioned.

Informativos Telecinco, a benchmark for news on 
commercial television

Informativos Telecinco was again an audience leader in 
2012 for commercial television. The rigor, independence 
and connection to viewers shown when reporting on 
the most important national and international news have 
again been the main characteristics of the work carried 
out by the team led by Pedro Piqueras, which has made 
Informativos Telecinco the leader in news (Monday-
Sunday) among its competitors with an average for its 
three daily editions of 12·6% audience share and 858,000 
viewers, once again ahead of Antena 3 (12·4% and 
783,000).

This margin has grown as regards the three editions 
shown from Monday to Friday in which Informativos 
Telecinco has increased to an audience share of 13·2% 
(772,000), outdistancing Antena 3 Noticias by nearly 1 
point (12·3% and 664,000).

Of the different editions the nine o’clock evening 
programme Informativos Telecinco stands out presented 
by Pedro Piqueras and J.J. Santos, which ended December 
the most watched television news programme in Spain 
with an audience share of 14·6% and 2,446,000 viewers. 
In annual terms the prime time edition finished as the 
leading news programme on commercial television with 
an audience share of 14·2% and 2,137,000 viewers, 
improving on its figures for 2011 by almost half a point 
and more than 120,000 viewers.

In the afternoon 1,871,000 viewers (13·9%) choose the 
three o’clock edition of Informativos Telecinco for news 
Monday to Friday presented by David Cantero, Isabel 
Jiménez and Sara Carbonero. In January Leticia Iglesias 
took over from Concha García Campoy on Informativos 
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Telecinco Matinal presenting the morning news together 
with Ramón Fuentes. 

The weekend edition presented by José Ribagorda 
and Carme Chaparro was the most watched of the 
commercial television alternatives at prime time both 
on Saturday (1,507,000 and 11·8%) and on Sunday 
(1,888,000 and 11·6%).

There has been unanimous recognition on the part of 
the public to the coverage of events of great international 
importance such as the presidential elections held in the 
United States, Venezuela, France, Greece and Russia; the 
wars in Syria and Mali; the devastating effects of hurricane 
Sandy; the health of Hugo Chávez; the nationalisation of 
YPF by the Argentinian government; or the recognition of 
Palestine as an observer member of the UN. Informativos 
Telecinco has also covered other matters of particular 
interest nationally such as the economic and employment 
law reforms and the raising of taxes put in motion during the 
first year of Mariano Rajoy being in charge of the govern-
ment; the general strikes of 29 March and 14 November; 
the bank bail-out; the nationalisation of Bankia; the appear-
ance in court of Iñaki Urdangarín in the “Noos Case”; the 
regional elections in Catalonia, Galicia, the Basque Country, 
Asturias and Andalusia; the tragedy of  the Madrid Arena; 
or the independence movement in Catalonia.

Noticias Cuatro, another year ahead of its  
closest rival

Noticias Cuatro for its part took the lead over La Sexta 
Noticias in 2012 in its afternoon edition both from 
Monday to Friday (9% and 892,000), with Hilario Pino, 
and from Monday to Sunday (8·8% and 859,000). The 
evening edition presented by Roberto Arce saw growth 
in its viewing figures to the point where it was attracting 
close to half a million daily viewers (4·2%).

At the weekend the editions presented by Miguel Ángel 
Oliver and Marta Reyero beat La Sexta Noticias both on 
Saturday (6·6% vs. 6%) and on Sunday (6·4% vs. 6·1%). 
The audiences achieved by the afternoon editions of both 
programmes stand out having grown to audience shares 
of 8·6% and 8% respectively.
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The original way of presenting the sports news of the 
team of Deportes Cuatro -made up of Manu Carreño, 
Manolo Lama, Juanma Castaño, Nico Abad, Luis García 
and Ricardo Reyes- has also been too much for the 
opposition with an audience share of 7·7% and 865,000 
viewers. And once again the performance of the pairing 
of Manu Carreño and Manolo Lama in the afternoon 
edition stands out who have attracted more than a million 
viewers on a daily basis with an audience share of 8·1%.

Mediaset España provides a voice for the public, 
receives its complaints and deals with them on air 
by way of the institutional campaign “have your say”

Aware of the serious difficulties our society is going through 
Mediaset España put all of its power as a communications 
medium at the disposal of its viewers in 2012 by way 
of the campaign “Have your say”, an institutional initiative 
with which it has given a voice to the public in order 
to channel their main demands and throw light on the 
questions which concern them most.

Featured in the www.tomalapalabra.es website as a 
social connection tool and with the broadcasting power 
of Informativos Telecinco and Noticias Cuatro and the 
current affairs programmes “El programa de Ana Rosa”, 
“Las mañanas de Cuatro” and “El gran debate” behind it 
“Have your say” has issued a call to the public, become a 
loudspeaker of complaint, a collecting point of hope and a 
catalyst of help for those who are in desperate situations, 
and all for one sole purpose: to offer useful information 
and working together to arrive at solutions.

Evictions, unemployment or cuts to health and education 
have been among the main questions on which Mediaset 
España has centred its attention by way of these 
programmes, opening a virtual public meeting place in an 
online platform where anyone can explain their particular 
case and find support among people in similar situations. 
To make this initiative a 360º action with a presence on air, 
in social networks and on the internet the campaign has 
also had an active role in the social networks Facebook 
and Twitter and in all of the websites of Mediaset España.

The news teams of Telecinco and Cuatro have dealt with 
each one of these subjects on a weekly basis by way of 
various daily reports trying to bring together all possible 
points of view, putting a human face to each situation and 

trying to find solutions. Over the course of the week the 
subject is developed in more detail in the programmes 
“El programa de Ana Rosa” and “Las mañanas de Cuatro”, 
with studio guests, expert opinions, official declarations by 
public bodies, debates and live connections, concluding at 
the end of each week with an extensive analysis of all of 
the information collected in “El gran debate”.

http://www.mediaset.es/tomalapalabra/
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Mediaset Sport is born, a new brand bringing together the great 
sporting events broadcast exclusively by mediaset españa

	  

In 2012 as part of the institutional campaign in support of 
the Spanish national football team and Spanish motorcycle 
riders “Desafío España” the sports teams of Telecinco and 
Cuatro came together for the first time since the merger 
giving birth to Mediaset Sport, a new brand created to 
bring together the effort and enthusiasm of the Mediaset 
España team in the coverage of the big sporting events 
shown exclusively this year on Telecinco, Cuatro and 
Energy and which have constituted one of the main parts 
of the group’s programming schedule: the European 
Football Championship, MotoGP, the UEFA Europa League, 
football matches in the Kings Cup, the Roland Garros 
tennis tournament and the semifinals and final of the FIFA  
Club World Cup, among other competitions in which 
Mediaset España has not only displayed its ability to cover 
large events such as these, it has also once again been 
with our sportsmen and women in their historic victories 
winning the acclaim of the large numbers of fans who 
support them.

Mediaset Sport offers the largest coverage of moto 
gp in history

In 2012 Mediaset Sport took on the challenge of becoming 
the first private operator to offer exclusive coverage of 
the Motorcycling World Championship with a twofold 
objective: provide the widest coverage ever on television 
of the three stages of this great event -MotoGP, Moto2 and 
Moto3- and make the Spanish riders as human as possible 
bringing them closer to viewers in a series of reports in 
which Mediaset Sport has shown the public their less well 
known sides and by way of self-promotion campaigns in 
which the main Spanish riders in the main category Dani 
Pedrosa and Jorge Lorenzo invited viewers to follow the 
competition.

To achieve the first of these objectives Mediaset Sport used 
a large team from the world of motorcycling to cover the 
event made up of 200 people co-ordinated by J.J. Santos 
with Keko Ochoa in the commentary box with expert 
comment from Dennis Noyes and Mela Chércoles. Also 
contributing to the coverage was the 12+1 times world 

motocycling champion Ángel Nieto and reporters Marco 
Rocha and Lara Álvarez at track level - paddock and pit-lane 
respectively - to get the first reactions of competitors. An 
effort in technical and human terms which resulted in the 
greatest number of hours of live coverage of a sporting 
event of all the commercial channels this season, with more 
than 300 real hours of broadcasting of practice, qualifying 
and the races themselves, 50 hours of syndication and 
more than 300 hours of repeats of the races, additional 
content, reports and interviews - both live and on demand 
- by way of Mitele.es/motogp.

For each Grand Prix Energy was usually given the task of 
sounding the starting gun with live coverage of the free 
training sessions on Friday and Saturday, handing over to 
Telecinco on Saturdays for the classifying stage. On the 
Sunday of the race Telecinco would give six hours of live 
broadcasting - including pre- and post-race - to the three 
world championship races. Also throughout 2012 and to 
bring the event into all Spanish homes the sports sections 
of Informativos Telecinco and Noticias Cuatro gave full 
reports on each Grand Prix with live connections from 
Wednesday of the race week until Monday, reporting on 
the best moments of the races in the three categories.     

As a result of all of this air-time the 18 races of MotoGP 
reached an audience share of 24·9% and 2,318,000 viewers, 
with an excellent target audience rate of 28·3% and 34·2% 
for men aged from 25 to 44. The most watched Grand 
Prix was in France with an audience share of 29·7% and 
3,454,000 viewers.
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“No two without three”: spain wins the 2012 European 
Football Championship with record audiences  

Winning football’s European Championship in 2008 was 
a great feat. Winning the World Cup in 2010, a dream. 
Winning again at the European Championship in 2012, a 
huge challenge. To achieve it the Spanish football squad 
set off for Poland and the Ukraine in the month of June 
together with a team of more than 150 people from 
Mediaset Sport to tell the story. 

With the responsibility of being the first private operator 
in the history of Spain to offer all of the matches of this 
competition free to view and in high definition the team 
headed by J.J. Santos, director of sports of Mediaset España, 
and made up among others of Paco González, Manu 
Carreño, Manolo Lama, Sara Carbonero, Juanma Castaño, 
Ramón Fuentes, David Ibáñez, Julio Maldonado “Maldini”, 
José Antonio Martín “Petón” and Fernando Morientes as 
commentators, experts and reporters - plus a large group 
of technicians and reporters from Madrid - displayed the 
highest professionalism to bring viewers more than 120 
hours of programming dedicated to this sporting event. 

These included 31 matches live on Telecinco, Cuatro and 
Mitle.es, highlights, special programmes and syndicated 
broadcasting of matches on Energy. Thanks to the company’s 
multi-channel approach there were more than 90 hours’ 
live coverage of matches including pre- and post-match, 
more than 30 hours of  live connection to Informativos 
Telecinco, Deportes Cuatro and programmes of the 
Mediaset Sport channels, as well as more than 40 hours 
syndicated broadcasting of all of the matches on Energy 
and Mitele.es.

Under the slogan “No two without three”, in clear 
reference to Spain’s desire to win a third consecutive title, 
the captain of the national team Iker Casillas and the scorer 
of the goal which won the World Cup Andrés Iniesta were 
the faces of the promotion campaign created specifically 
by Mediaset España for this great event which was shown 
multi-channel for the first time.

All of these efforts (Special Award at FesTVal in Vitoria) 
were rewarded not only with the triumphant return of 
Vicente del Bosque’s team: the exclusive free to view 
broadcasting of the matches of the European Football 
Championship on Mediaset Sport broke all records for 
viewing figures in the history of Spanish television: the six 
games played by the Spanish national team had an average 
audience share of 73·2% and 13,249,000 viewers; the final 
between Spain and Italy (83·4% and 15,481,000) was the 
most watched game; the penalty shoot-out in the semi-
final against Portugal (83·3% and 18,141,000) was the 
most watched broadcast and in that same match came the 
golden moment of the European Championship, at 23:26, 
with an audience share of 87·3% and 19,085,000 viewers. 
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The UEFA Europa League, the Kings Cup and the 
FIFA World Club Cup: Mediaset España goes mad for 
Football

Football fans have also seen other top level competitions 
shown exclusively on Mediaset Sport channels: the UEFA 
Europa League, the broadcasting rights to which have been 
renewed by Mediaset España until 2015, the qualifying 
round of the Kings Cup, the FIFA World Club Cup, the 
BlueBBVA XIX National 11-12 Year Olds Tournament 
and the XVII International 7-a-side Tournament, a classic 
Christmas competition featuring the best youth players in 
international football.

At European level Telecinco and Cuatro have shared 
the showing of UEFA League matches this year with 
commentary by Manu Carreño and expert comment 
from Juanma Castaño and the former international players 
Fernando Morientes and Kiko Narváez up to the final 
between Atlético Madrid and Athletic Bilbao, with another 

victory for the Madrid side with an audience share of 44·8% 
and 8,094,000 viewers, figures which made it the most 
watched televised final in the history of the tournament. 
Energy for its part has shown the highlights programme 
“Europa en juego” presented by Ramón Fuentes. 

Mediaset Sport also had the rights in 2012 to the 
Roland Garros, one of the most prestigious Grand Slam 
tournaments of the ATP. With commentary by Telecinco 
and Cuatro sports presenters Jesús María Pascual and Nico 
Abad and expert comment from the ex-tennis players 
and former champions of this event Manolo Santana and 
Andrés Gimeno the opening matches were shown on 
Energy while the final matches were on Cuatro including 
the final between Nadal and Djokovic which was shown 
over two days due to bad weather (with an audience share 
of 23·8% and 3,624,000 viewers on Sunday, while the 
second day had audience figures of 23·3% and 1,828,000 
respectively).

Mediaset España completes the design of its multi-channel strategy

Mediaset España closed 2012 with the launch of Nueve, 
the definitive design of the multi-channel strategy begun 
two years ago with the acquisition of Cuatro and devel-
oped during 2011 and 2012 with the creation of Boing, 
Divinity and Energy. 

In this time the company has gained the experience 
necessary for it to compete in and lead the audiovisual 
market by developing a joint programming strategy which 
assigns each channel a particular profile and target audience 
while at the same time the channels complement each 
other: Telecinco as lead channel for the public in general; 
Cuatro, for young urban viewers; LaSiete, a second chance 
to see the content from the first two; Factoría de Ficción, 
the most watched themed channel on free to view 
television with its offering of series and cinema; Divinity, for 
young urban women; Energy, with programmes for men 
aged from 25 to 44 and Boing with the leading offering 
on commercial television for children aged from 4 to 12.

In order for all of these television channels to make their 
contribution to the whole Mediaset España has offered 
content of highly varying genre, theme and target audience, 
an effort the result of which has been to make it the most 
complete television offering.

To achieve this Mediaset España has laid down a horizontal 
programming policy day by day with the strategic objective 
of offering the most varied range of genres possible without 
any channel of the group competing with any other. This 
work, which has allowed it to get 100% from its content 
offering complementary and highly segmented viewer 
profiles, has led to its set of themed channels reaching the 
highest annual accumulation of the sector with an audience 
share of 8·3%, 2·2 points more than in 2011.
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Nueve is born, a new channel aimed at 
women in general

On last New Year’s Eve Mediaset España not only 
welcomed in 2013. Minutes before midnight, and with 
a simulcast connection to the traditional chimes from 
Puerta del Sol, Nueve was born, a new television offering 
aimed at women in general by way of a programming 
schedule in which various genres such as mini-series, 
telenovelas, fictional series, current affairs programmes, 
talent shows, reports programmes and, from February, a 
12 hour live connection to “Gran Hermano Catorce” will 
progressively come to coexist over the course of this year.

With the birth of Nueve, whose corporate image has 
adopted the colour blue and shares elements common to 
the other channels - such as the lettering, the round shape 
and the dark blue ball -  Mediaset España has reinforced 
its multi-channel strategy providing a new offering aimed 
specifically at one of the segments of the public with a 
profile much sought-after historically by advertisers. 

Factoría de Ficción, the leading themed 
channel with the highest figures in its history

2012 will go down in the history of Factoría de Ficción 
as the year in which it finished leader in viewing figures 
of the third generation television channels in Spain. The 
Mediaset España themed channel was the most watched 
of the year with an audience share of 2·9%, the best figure 
in its history which has allowed it to distance itself from its 
immediate competitors.

Factoría de Ficción, one of the most solid and recognised 
brands in the area of themed channels, has once again 
remained the themed television leader in prime time and 
with the viewing public preferred by advertisers, reaching 
a share of 3·6% for the target audience.

The successful combination of well-known Spanish fiction 
with a wide and choice selection of foreign fiction series, 
to which have been added various film seasons and 
programming events, have made it possible for the channel 
to achieve these results. 

Comedy, drama and adventure are the predominant 
genres in the foreign programmes shown on the channel 
which have included the acclaimed American sitcoms 
“New Girl”, nominated for 4 Golden Globes and consid-
ered the successor to “Friends”; “Colgados en Filadelfia”, 
winner of a Satellite Award for Best Comedy and “Uno 
para todas”, winner of the TV Guide Award for Best Televi-
sion Come Back for the work of Tim Allen. Drama has 
been represented by the lawyer series with touches of 
comedy  “Franklin & Bash”; hospital drama by “Royal Pains” 
and “Terapia de choque”, while in the action genre there 
have been the debuts of “Rescate” and of the remake 
of the legendary series from the 70s “Los ángeles de 
Charlie”. Newcomers in foreign fiction have also included 
new series of “The Closer”, “La leyenda del buscador” and 
“Las reglas del juego”.

All of them have stood alongside emblematic productions 
from the history of television such as “Cheers”, “Primos 
lejanos”, “Urgencias” and “Friends”; successful detective 
series such as the three stories of “C.S.I.”, “Castle”, “Ladrón 
de guante blanco”, “Mentes criminales”, “Al descubierto” , 
“Monk” and “Psych” and fiction based around family sagas 
such as “La plantación”, “Swingtown” and “Todo el mundo 
odia a Chris”.

Daily total individuals

1.61.61.61.61.7
2.52.6

2.9

1.41.4
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Humour has also emerged as one of the great hall-
marks of Factoría de Ficción with programmes such as 
“Al rescate”, led by the comic Óscar Terol, and successful 
Spanish fiction such as “Aída”, “Escenas de matrimonio” 
and “La que se avecina”. Syndicated broadcasting of the 
latter has taken up 50% of the rankings for the 10 most 
watched programmes of the year and has led to the 
showing of various spots and programming events linked 
to the comedy such as the “Breaking of ” of the series, in 
which the characters  set out their claims to remain in 
“Mirador de Montepinar”, and “La semana fanática de La 
que se avecina”, a selection of the funniest episodes of the 
series introduced by their protagonists. These repeats have 
made a decisive contribution to the development of the 
“La que se avecina” phenomenon.

Current events have also helped shape the cinema listings 
of Factoría de Ficción with the scheduling of a theme 
night on Juan Antonio Bayona, director of “Lo imposible”, 
the biggest box-office success in the history of Spanish 
cinema, which included his opera prima “El orfanato” and 
various spots on his latest work starring Naomi Watts 
and Ewan McGregor; the season “Prepárate para el fin 
del mundo”, which offered the disaster mini-series “10.5” 
and “Inundación” to coincide with the prophecy of the 
Maya calendar that the end of the world would come on 
21 December 2012; and “Cine anticrisis”, a cinema slot 

dedicated to Spanish comedy with the showing of the films 
“Isi/Disi: alto voltaje”, “Crimen ferpecto”, “Salir pitando”, 
“Los Managers”, and the first free to view showing of the 
film “Café solo o con ellas”.

All of this content has made it possible for Factoría de 
Ficción to raise its figures for general audiences in 2012 by 
15% in overall terms and 12% in prime time. For the target 
audience there has been an 18% growth overall and 17% 
in prime time.

Boing, children’s favourite commercial 
channel

Boing has celebrated its second birthday this year with a 
position of considerable strength in the market for content 
aimed at children and young people and has become an 
excellent showcase for the target child audience. From 
its birth this Mediaset España themed channel has seen 
its audience figures rise and in 2012 it was the favourite 
commercial channel of its target audience, children aged 
from 4 to 12, a segment in which it has reached an average 
audience share of 12·3% (4·7 points more than in 2011) 
with particular progress in the second six months of 
the year in which it has pulled clearly ahead of its most 
immediate rival, Disney Channel:

Monthly child audiences

               Vs.

JULY 14.1% 13.0% +1.1

AUGUST 14.6% 12.5% +2.1

SEPTEMBER 14.3% 12.6% +1.7

OCTOBER 13.7% 12.2% +1.5

NOVEMBER 13.5% 11.5% +2.0

DECEMBER 12.1% 11.4% +0.7
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To all of this Boing has added a varied offering of films 
over the weekend aimed at all members of the family 
throughout that time. Comedy, adventure, action, fantasy 
and science fiction films are all shown from Friday to 
Sunday with a selection of both animated and real image 
film titles. At particular times such as public holidays, 
Christmas, Halloween or over the summer the Mediaset 
España children’s channel has offered specific items as part 
of special programming which have proved highly popular 
with the youngest members of the household.

Divinity, a recognisable and prominent 
brand among the themed channels

 The Mediaset España channel aimed at urban women 
aged from 16 to 44 has in 2012 doubled the figures it 
accumulated last year to reach an average audience share 
of 1·4% and 2·8% for its particular target audience, ahead 
of its immediate competitors. Its average audience share 
for the general target audience, the most attractive in 
the advertising market, has also grown by nearly half a 
point to reach 1·8%. This growth in audience figures, allied 
to its varied and novel content, its great amount of new 
programmes and its increasingly well established and 
recognisable image have made Divinity in 2012 one of 

Monthly child audiences Boing vs. Disney
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Boing bases its growth on a rich and varied offering of 
programmes including pre-school content (“My Little 
Pony: la magia de la amistad”, “Lazy Town”, “Las aventuras 
de “Chuck y sus amigos”), classic cartoon series (“Looney 
Tunes”, “Doraemon”, “¿Qué hay de nuevo, Scooby 
Doo?”, “Los Pitufos”), action cartoons (“Generator Rex”, 
“Gormiti”, “Inazuma Eleven”,  “Power Rangers Samurai”), 
productions which have become social phenomena with 
repercussions at world level (“Monster High”, “Ben 10”, 
“Las aventuras de Geronimo Stilton”, “Las Supernenas”), 
game shows and in-house productions (“Play Sports”, “Be 
Boing”, “Juegos en familia”) and real animation series aimed 
at family audiences (“Doctor Who”, “Invasión Jurásica”, 
“Aventuras en el museo”, “Robin Hood”).
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the clearest examples of the success of the multi-channel 
strategy of Mediaset España for segmented audience 
profiles.

Throughout the year Divinity has consolidated a perfectly 
defined entertainment programme schedule based on 
three pillars: internationally successful high quality foreign 
series, a battery of reality and factual shows of a variety of 
types and a series of film seasons with titles from yesterday 
and today.

In the area of fiction Divinity has shown large-scale 
American productions free to view in Spain very shortly 
after their first being shown in the United States. These 
have included the latest series of “Mujeres Desesperadas” 
and “Anatomía de Grey”, the second season of “Revenge”, 
the unseen episodes of “Gossip Girl” and “Mad Men” 
and the first showings of “Smash”, “The client list”, “Cinco 
Hermanos”, “Rookie Blue”, “Cougar Town”, “Veronica 
Mars”, “The L Word” and “Betty”among others.

Having noted their popularity with Spanish female 
audiences in its first year Divinity has included in its weekly 
schedule some of the most successful foreign programmes 
of the reality and factual show genre: examples of this are 
makeover programmes (“Cortar por lo sano”, “¡Cambia 
de look” and “Dr. 90210”), decoration (“Summer Home”, 
“Casas ecológicas”, “Reforma Exprés”, “Tu casa a juicio”, 
“Open House”), fashion (“Fashion Police”, “SOS, ¡qué me 
pongo!”, “Novias de Beverly Hills”), coaching (“Supernanny 
GB”, “Millonario busca esposa”, “Hasta que la boda nos 
separe”, “Exposados”) and variety (“Mobbed, ¡esta fiesta 
es para ti!”, “De fiesta con Dina”, “Mamá quiero bailar”, 
“Dulces e increíbles”, “Gay, soltero o pillado”).

As regards cinema Divinity has backed up its commitment 
to the showing of films in the “Divine classics” season which 
has included some of the most representative movies 
of the first half of the XX century, adding modern titles 
and quick repeats of important films shown on Telecinco 
and Cuatro, all of them grouped into thematic seasons 
which the channel has offered month by month since the 
beginning of the year: “Enero de princesas”, “Febrero, os 
quiero”, “Marzo infiel”, “Abril de sagas”, “En mayo me caso” 
or more recently “Esperando la Navidad”. Divinity has also 
shown special seasons to celebrate important milestones 
in the history of cinema such as “Forever Marilyn” and 
“20 años sin Audrey”, shown to commemorate the 50th 
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and 20th anniversaries respectively of the deaths of the 
legendary actresses Marilyn Monroe and Audrey Hepburn.

Thanks to this full content offering Divinity has proved 
highly popular with advertisers and on account of its profile, 
image and brand quality it was the channel chosen to put 
in motion two new branded content initiatives together 
with commercial brands: “Tricotosas”, a microspot on 
the art of weaving and making clothes and accessories,  
and “Mis primeras veces”, a learning space for first-time 
parents. Divinity was also the official television channel 
of the Mercedes Benz Fashion Week in Madrid for the 
second year running. 

The cutting-edge quality of the Mediaset España women’s 
channel has also led to the signing of agreements with 
important music labels which have seen in the Divinity 
brand a means of reaching a highly valued consumer niche. 
As a result of these agreements the channel has shown a 
daily microspot on music and fashion (“Divinity Jukebox”), 
released two records in 2012 (“Divinity Jukebox” and 
“Divas Divinas”), included songs by artists such as Lana del 
Rey and Maroon 5 in the promotion for its most forward-
looking series and has appeared as the official television 
channel of top musical events such as the concerts given 
in Spain this year by Jennifer López, Rihanna, Lana del Rey 
and The Killers or the 40 Princiales 2012 Award Ceremony.

But without any doubt one of the areas in which Divinity 
has been most prominent this year has been that of 
image development, something indispensable for defining 
its personality and becoming a recognisable and noted 
brand among the myriad of themed channels. Grouping 
content in conceptual containers such as the film seasons 

referred to above or “Series que enamoran” and “We 
love realities”; launching channel slogans such as “Divinity 
is a must” and “Divinos somos todos”; paying attention to 
social networks and taking maximum care of the design 
and aesthetics of its curtains and promotions, these are 
some of the strategies which have contributed to the 
name of Divinity being closely linked to concepts such as 
style, modernity and good taste in current television.

Energy, an offering for young urban men

Energy celebrated its first birthday in January with the 
broadcasting of a new edition of the sporting event which 
gave rise to its being born in 2012: the ceremony awarding 
the FIFA Ballón d’Or, a date which confirms the decidedly 
sporting DNA of the Mediaset España men’s channel 
which has had an average audience share throughout this 
year of 1·8% among men aged 25 to 44, overcoming its 
main competitor in this segment Nitro (1·4%) both in 
overall annual terms and in each month of the year.

The progress made by Energy since its birth and its even 
greater growth in the most attractive audience segment 
for advertisers confirm the success of its positioning 
within the channel strategy according to gender and age 
developed by Mediaset España:

The central axis of the programming of Energy has 
turned to a large extent around sport with the gradual 
introduction of exclusive and syndicated content from the 
main sporting events of Mediaset España for free to view 
television such as the European Football Championship 
2012, with the exclusive showing of the programme 
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presented by Ramón Fuentes “Eurocopa en Juego”, and the 
Motorcycling World Championship in its three categories, 
with the free practice sessions of MotoGP, Moto2 and 
Moto3 and the official heats for Moto2 among others.

Energy has also introduced “Más que motos”, the first 
specialist format for the world of motor cycle riding under 
the direction of Gonzalo Serrano (“Más que coches” and 
“Más que coches GT”) and Carolina Alcázar.

The tennis tournament Roland Garros; the motorcycle 
races of the Campeonato de España y de Europa de 
Velocidad (CEV Buckler 2012); the European Indoor 
Football Championship; the Beach Volleyball World Tour; 
the opening games of football’s Club World Cup; NBA 
games such as the meeting of F.C. Barcelona Regal-Dallas 
Mavericks on the European Tour and the TIM Trophy, 
football classics with the main teams of the Italian league 
(A.C. Milan, Inter and Juventus) have been other exclusive 
sports items on the Mediaset España men’s channel.

Together with this battery of sports Energy has shown 
important factual programmes which have triumphed in 
other markets such as “Ciudades bajo tierra”, “Los tima-
dores”, “Pilotos del Ártico”, “Pescadores del golfo”, “Trans-
portes Imposibles”, “Crónicas carnívoras”, “Embargo por 
sorpresa” and “¿Quién da más?”, a series of docu-realities 
and documentaries which explore the underground parts 
of the great cities of the world, the modus operandi of fraud-
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sters and thieves, the transporting of large-scale goods or 
the more peculiar menus of restaurants in the United 
States among other subjects. The success of this genre with 
viewers has led Energy to acquire and show exclusively to 
the end the spin off from “Crónicas carnívoras”: “Crónicas 
carnívoras: El gran atracón”; “Atrapa a un ladrón”, a 
programme which tests the security measures of shops; 
“Bomb Patrol”, which explains how explosive devices are 
defused; “Big Brian, el subastero”, which puts the contents 
of a house on sale in a single day; and “Los confiscadores”, 
a format which seeks to re-possess various articles due to 
non-payment.

Adventure programmes have included  “Momentos asom-
brosos” which shows a compilation of the most dramatic 
images from the archives of National Geographic; “Impa-
rables”, a docu-show which featured the mountain bike 
race through the Sahara desert of Santi Millán and Josef 
Ajram;  “Destination Truth”, which responds to inexplicable 
phenomena; “El escapista”, which puts the expert Jonathan 
Goodwin in extreme situations; “El mundo en moto con 
Ewan McGregor”, a documentary series in which the actor 
covers more than 30,000 kilometres crossing 12 countries 
or “Tesoros de Hollywood” which collects iconic objects 
from television series and films. 

The classic cinema container “Energy Classic Movies” 
with war, action, western and adventure films; the first 
free to view showing of critically acclaimed foreign fiction 
series such as “Hijos de la Anarquía”, the third series of 
“Californication” and the fourth of “Último aviso” and 
syndication of programmes such as “Cuarto Milenio”, 
“Desafío Extremo” and “Frank de la Jungla” complete the 
main offerings with which Energy has completed its first 
year with these results.

LaSiete, showcase of the most successful 
content of telecinco and cuatro

The content of Cuatro and Telecinco most popular with 
spectators has again had an additional showcase this year 
in the form of LaSiete, designed to offer a second chance 
to see entertainment programmes, reality shows, game 
shows, comedy slots and reports and which has had an 
audience share of 1·4% and 1·6% of the target audience.

Content includes popular unseen content from Telecinco 
reality shows, the syndication of the gala nights of “La Voz”, 
the showing of daily summaries of “Gran Hermano” and 
“Gran Hermano: el Reencuentro”, of which the gala nights 
have also been shown in full, exclusive live links during 
the time the contestants’ spend together in each one of 
the formats and their respective weekly chat shows; the 
galas for “Tú sí que vales”, “¿Quién quiere casarse con mi 
hijo?”, “Callejeros”, “21 días”, “Sálvame Deluxe”, edited 
versions of daily programmes such as “Sálvame” and 
“Mujeres y hombres y viceversa”, and a battery of comedy 
programmes such as “Vaya semanita” and “Agitación + 
IVA” among others.
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The ability of Mediaset España to entertain, inform and 
identify with viewers has once again stood out in 2012. 
The leadership in terms of audience of its set of channels 
has extended to the various screen offerings with which 
the company has enriched its television content. 

The task of integrating the internet teams and those 
responsible for the development, maintenance and 
updating of the group’s various websites having been 
accomplished  Conecta 5 has in 2012 achieved its 
objective of bringing together all of its sites, both those 
of content (Telecinco.es, Cuatro.com, Divinity.es, Boing.
es, Energytv.es, Telecinco.es/factoriadeficcion, Telecinco.
es/lasiete, Telecinco.es/nueve and Mitele.es, Informativos 
and Deportes) and corporate sites (Telecinco Cinema, 
Atlas, Publiespaña, Inversores, 12 meses and Telemanía.es) 
under the domain name of Mediaset.es

In this sense with a view to the ongoing improvement 
of the service and offering a common look and feel for 
all of the sites making up Mediaset.es the company has 
carried out a technical and visual renovation of its sites 
and blogs which have undergone design changes, have 
improved their functions and have been integrated in a 
single technical platform common to all Mediaset España 
content on the internet.

The result of all of this has been once again the solid 
positioning of Mediaset España as the audiovisual group 
with the greatest internet following at national level with 
a monthly average of more than 15 million single users 
compared to more than 11  for Grupo Antena 3 and 
12·5 million for the RTVE Group.

Mitele.es celebrates its first birthday 
as one of the largest television 
platforms on the internet with more 
than 4,200 hours of content 

2012 was a fundamental year for the audiovisual market 
in general and for Mediaset España and its Mitele project 
in particular. After having provided more than 120 million 
videos on demand and nearly 74 million live television 

sessions the company has not only achieved great posi-
tioning for its brand and unanimous recognition on the 
part of users, by doing this it has fed an unstoppable trend 
among viewers: television consumption on the internet 
with content on demand and available for all formats. 

2012 saw the first anniversary of Mediaset España 
opening Mitele (Web Award 2012 of the Web Marketing 
Association for excellence of website development in the 
television category), an audiovisual content platform on 
the internet with one of the fullest catalogues currently in 
existence in Spain and with its own internet community 
which has seen more than 143,000 members join in just 
one year.

Proof of its success is the fact that Google found last 
December, after having analysed more than 1 billion 
consultations throughout the world and classified search 
tendencies according to category and country, that 
Mitele was in 2012 the search with the second greatest 
growth over the previous year, closely followed by “Gran 
Hermano 12+1” and the film from Telecinco Cinema “Lo 
Imposible”. 

The new company format captures the spirit of the new 
television like no other online heading with a wide and 
careful selection of programmes, sporting events, Spanish 
and foreign series, TV movies and some of the best 
films of Telecinco Cinema, as well as practically all of the 
broadcasting of Telecinco and Cuatro live or in simulcast, 
almost all of it free, adapted to computers, tablets and 
smartphones, with best quality pictures and its own social 
network. Items presented with simplicity which have made 
Mitele a must for all internauts who consume audiovisual 
content on the internet, occupying a prominent place in 
the favourites list of millions of users.

This is backed up by the excellent figures achieved in 
its first year after more than 5,000 hours of content 
spread over more than 120,000,000 videos on demand 
(complete episodes of series, programmes, films and 
sporting events) and more than 74 million live sessions 
commenced, to which users have given an average of  25 
minutes in each visit.

	  

Mediaset.es, access point to the spanish 
audiovisual group leading in the internet
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Throughout these months Mitele has been gradually 
increasing its entertainment offering and at the same 
time winning the loyalty of a public increasingly used to 
consuming cinema and television anywhere and at any 
time, making the most of the advantages and the almost 
infinite possibilities of interaction offered by the new 
devices.

In addition to adding month by month to its catalogue 
of series and programmes it has introduced content 
aimed at satisfying the most demanding of viewers, giving 
it added value only possible in the online environment. 
Examples include the live feed for “Gran Hermano” 24 
hours a day and the web coverage of sporting events 
such as the Motorcycling World Championship, the 
Roland Garros and the European Football Championship, 
in which Mediaset.es has made a great effort with 
additional exclusive content, reports, videos and links to 
the live television signal, and innovative initiatives such 
as the introduction of the “twittercommentator” for the 
European Championship using great communicators 
of the social networks such as José Mota, Risto Mejide, 
Santiago Segura, José Corbacho and David Bisbal. 

The launching of applications for mobile devices has set 
the seal on the new developments introduced in the 
course of the year : the Mitele app for smartphones and 
tablets is now reaching more than 300,000 downloads 
with the brand achieving a strong following in social 
networks with more than 16,000 fans on Facebook and 
nearly 28,000 followers on Twitter.

Another noteworthy development from Conecta 5 
has been the launching of Mitele Premium, the Cinema 
Section and the “Original Version” Section with which it 
has continued to set the pace in the introduction of new 
forms of consumption of audiovisual content with the 
showing of “Carmina o revienta”, the first film in Spain 
to be shown simultaneously in cinemas, on the internet 
and on DVD. Other film titles, both dubbed and in their 
original version, have been added to this production at 
the rate of two films a week including “No habrá paz 
para los malvados” and “Las aventuras de Tadeo Jones” 
from Telecinco Cinema. Mitele has also made technical 
improvements to its Premium service over the course 
of the year with an extension of viewing time from 24 to 
72 hours from the time of purchase and the introduction 
of new card payment systems in addition to the call and 
SMS systems.

Comedy has been one of the most popular contents in 
2012 with “La que se avecina” and “Aída” being the best 
examples of this, followed by revivals of fiction which had 
already been successful on Telecinco such as “Los Serrano” 
and “Sin tetas no hay paraíso”. “Revenge” was the most 
viewed foreign production. As regards programmes three 
spots on Cuatro -“Cuarto Milenio”, “¿Quién quiere casarse 
con mi hijo?” and “Callejeros”- have been most consumed 
followed by “Mujeres, hombres y viceversa” and “La Voz” 
from Telecinco. In the area of children’s content “El show 
de Garfield”, “Bratz” and “Hora de aventuras”, under the 

Mitele has won the WebAward 2012 in the Television category awarded each year by the Web Marketing 
Association to the most important websites in the world.

The Mediaset España audiovisual content portal received this distinction “in recognition of the excellence of 
its web development, and the individual talent and collective effort which have made its creation possible”.
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Boing brand, have attracted most interest from childen 
using the internet. As for TV movies “El Pacto”, “Felipe y 
Letizia” and “Mi gitana” took first position together with 
“Carmina o revienta”, “No habrá paz para los malvados” 
and “Celda 211” in the cinema section.

Telecinco.es,  the audiovisual leader of television 
websites in spain

Telecinco.es has once again stood out in 2012 as the 
leading television website of the audiovisual market with 
13 million single users and an average of nearly one 
million daily browsers.

The extraordinary following of entertainment 
programmes such as “La Voz”, “Mujeres y Hombres y 
viceversa” and “Sálvame” among others, reality shows such 
as “Gran Hermano” and the fictional programmes “La que 
se avecina” y “Aída” have made the main contribution to 
this data.

This year Telecinco.es has devoted all of its efforts to 
making the viewer a participant in information, connecting 
with the audience with the familiar faces of the channel 
and its series and programmes, setting up various means 
of communication not only by way of the websites, which 
included unseen and exclusive content, but also by way of 
the main social networks.

 In this regard Conecta 5 has taken huge steps in its social 
media strategy, opening new spaces for following internet 
comments directly and automatically and linking browsing 
of the websites of programmes broadcast live with 
opinions given on Facebook and Twitter both by users 
from home and by the presenters and contributors of 
these programmes from the studio.

Speaking of 360º content integration on television, the 
internet and social networks aimed at strengthening 
interactivity means reference must be made to “La Voz”. 
The most watched entertainment programme of the 
last decade has achieved a huge following both on the 
internet through www.telecinco.es/lavoz and in the main 
social networks recording million-strong audiences with 
around 5 million single users a month in the competition’s 
official website and more than 1·3 million followers in the 
accounts and profiles on Twitter and Facebook (including 
fans of the programme and of the artists themselves).

As with other international adaptations of the format the 
social networks have played a particularly important part 
in the programme, which in this department has seen 
an effort without precedent in the history of Mediaset 
España. Followers of the contest have at all times been 
able to access a real time measuring tool of the impact 
of “La Voz” located in its official website. This initiative has 
formed part of the stage dynamics of the final stages of 
the contest, the live gala shows, with the creation of the 
“Interactive Room” in which Tania Llasera gives live updates 
on the valuations, comments, sensations and suggestions 
of the followers of Facebook, Twitter and other internet 
media based on the data shown on five screens.

For the first time a television programme has had two 
live signals broadcast exclusively and simultaneously by 
www.mitele.es which has meant that users can follow 
the gala live and at the same time follow exclusively 
what is happening in the “Interactive Room”, where the 
contestants have been taken after their performances.

Telecinco has also launched the official “La Voz” app 
for smartphones and tablets, which has meant that the 
more than 700,000 followers who have downloaded it 
to see news and videos from the contest can watch the 
programme live, watch repeats of entire episodes on 
demand and vote to save their favourite contestants. 

This effort in terms of social networks, with personal 
attention to the tastes of each user by way of segmenting 
of programmes, has led to an exponential growth in the 
number of network fans and followers of Telecinco, with 
more than 12 million followers on Twitter and close to 3 
million fans on Facebook for all contents of the channel 
(official accounts and profiles of all series and programmes) 
by the time of the drawing up of this report. 

Cuatro.com, ends 2012 with 3·5 million single users

The web content of Cuatro.com received a sharp boost in 
2012 with greater synergy between the channel’s offering 
and its internet development thanks to the daily labour 
of the faces and the programmes which have sought to 
use this other window for reaching the viewer. This has 
been the case for los Manolos, which uploads daily video 
news to a blog on Deportes Cuatro, or “Te vas a enterar”, 
the programme which uses public participation on a daily 
basis making viewers into amateur reporters thanks 

http://www.telecinco.es/lavoz/
http://www.mitele.es/
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to the new and sophisticated forms of communication 
offered by the new mobile devices.

Cuatro has brought a particularly active and participative 
type of young internaut to Mediaset.es in 2012, who have 
been daily producers and protagonists of information 
throughout the year sharing their photos and videos by 
way of the “Vive Cuatro” initiative, sending their “great 
question” for the game show “Lo sabe, no lo sabe” and 
their complaints to the  “Tú denuncias, Milá responde” 
section of “Diario de” among other participation options 
offered by the internet. 

This type of viewer has made Deportes Cuatro, “Cuarto 
Milenio” and “¿Quién quiere casarse con mi hijo?” the 
programme content most sought after on the internet, 
together with the externally produced series “Falling 
Skies”, “Spartacus” and “Castle”. During the year Cuatro.
com has also put in motion the IV edition of the musical 
talent contest “Puro Cuatro” with the recording of 
hundreds of videoclips.

Cuatro.com has also made important advances in 
connecting all of its content to Twitter y Facebook, where 
Cuatro.com has nearly 15 million followers and more 
than 3 million fans respectively at the time of this report. 

All of this effort has given the Cuatro website a monthly 
average of nearly 3·6 million single users with a daily 
average of 163,000.

Divinity.es, a gateway to glamour and celebrities with 
more than a million monthly users 

Divinity.es, the independent portal of Mediaset España 
specialising in the world of fashion and celebrity gossip, 
had more than one million monthly single users in 2012, 
breaking through a significant barrier which places this site 
among the most visited celebrity sites in Spain. With 95 
million pages viewed it also has growing support in social 
networks where it has nearly 50,000 fans on Facebook 
and close to 100,000 followers on Twitter. Particular 
attention has been paid this year to special coverage 
of the Mercedes Benz Fashion Week and to celebrity 
marriages.

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

Re-watching the adventures of the channel’s most 
popular cartoon characters, being the first to know 
the key to the next episode, playing games available on 
line or decorating the computer with a wide range of 
downloaded photographs and material are just some 
of the possibilities on offer from Boing.es. The site also 
includes communication spaces for children such as 
Xpresate where children participate by answering surveys 
with one of a set number of responses.

This year the site has included “Ben 10 Adventure” as part 
of its interactive offering, an online videogame in which 
children can have adventures together with the cartoon 
hero after whom the series is named. 
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Telecinco Cinema not only made its compulsory invest-
ment in cinema in 2012, it closed the best year in its 
history as the driving force of the industry by contributing 
56% of the best share of box-office takings by Spanish 
cinema in the last 27 years. 

Acting within the parameters of quality and profitability 
which characterise the actions of the company in all of its 
lines of business the cinema subsidiary of Mediaset España 
has brought two great successes to the big screen which 
now form part of the living history of Spanish cinema: 
“Lo Imposible” and “Las Aventuras de Tadeo Jones”, the 
combined takings of which at the time of this report were 
above 60 million euros and 8 million spectators, a record 
in Spain for a single producer.

Together they took 8 Goya Awards out of 19 nominations 
which made Telecinco Cinema the producer with most 
films in the lists proposed by the Academia de las Artes y 
las Ciencias Cinematográficas, another of its productions 
also having swept the board the previous year, “No habrá 
paz para los malvados”, winner of six awards including 
Best Film, Best Director (Urbizu), Best Screenplay, 

Best Leading Actor (José Coronado), Best Editing and  
Best Sound

Telecinco Cinema has also begun or concluded the 
shooting of some of the most important projects of the 
Spanish film industry, with ideas of widely differing genre 
and budget, directed both by established film-makers 
of international renown and by promising youngsters, 
in a breeding ground for new talent promoted by the 
company each year.

The cinema subsidiary for Spain also has 10 new projects 
for the next two years; seeking to maintain the string 
of successes achieved in an industry in which prior to 
2012 it had already made history with 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”, with which it has not only won 
the unanimous applause of the critics, it has also become 
one of the major film producers in Spain in terms of 
investment and box-office takings, being responsible for 8 
of the 15 most profitable films in Spanish cinema.

Telecinco Cinema contributes to record market share for spanish cinema  
with 56% of takings in 2012 
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The commercial department of Mediaset España: revenue above and beyond advertising 

2012 has been a year of great success for the 
Commercial Department of Mediaset España. A new 
organisation in line with modern times, with a flexible 
structure centred around the company’s main content 
in sports, entertainment and reality shows has made it 
possible to set new goals in the immediate future such 
as development of the concept of global content, which 
groups the use of all Mediaset España brands integrally 
and transversally from the time they are conceived.

This year the Commercial Department has shown 
once again the profitability of Mediaset España above 
and beyond advertising, both from the sale of the 
production or broadcasting rights of its formats in the 
various distribution platforms and from the creation 
and marketing of products associated with series and 
programmes. In this regard the Mediaset Shop ended 
2012 a leader in derivative products of the audiovisual 
sector: despite having been in existence for only a year 
it is already the best showcase on commercial television 
in Spain with nearly 600 references grouped in a dozen 
categories. 

The products displayed come from four differentiated 
areas: the publishing and music business, broadcasting 
rights, interactive developments and licences.

Mediaset España extends the success of its formats 
to publishing and music

In the publishing and musical field 2012 was the year of 
the creation of the new brand “Divinity Jukebox” as a daily 
micro-slot between the channel’s contents containing the 
most important news from the music industry. In the 
first year of this label Mediaset España has released two 
compilations entitled “Divas Divinas” and has taken part 
in musical events by great international artists such as the 
tours by Jennifer López, Rihanna and Lana del Rey. 

The enormous success of the programme “La Voz” has 
also been reflected in the strong figures for digital and 
CD and DVD sales of the songs from the programme, for 
which unseen derivative products have also been created 
such as the recording by Rosario “Las voces de Rosario” 
or  “Lo mejor de las Batallas”, which became a Golden 
Disc. 

The anthem “No 2 without 3” also accompanied the 
champion team throughout the European Football 
Championship, the result of an agreement between 
Mediaset España and Universal Music for its creation 
and use in various formats and projects including a 
successful tour through eight cities. Also forming part of 
this co-operation with the Universal Music label was the 
joint launching of the CD/DVD of the concert by David 
Bisbal at the Royal Albert Hall in London, subsequently 
broadcast by Telecinco.

In music the brand “Puro Cuatro” has backed up its 
commitment to young Spanish talent in 2012 by way of 
the putting in motion of the IV edition of the “Concurso 
de Talentos Puro Cuatro” with the participation of more 
than 500 promising bands and soloists. The brand has 
also again been present at the big occasions in live music 
working as media partner at the leading Spanish music 
festivals (Sonisphere, Envivo, Decode) and tours by 
nationally and internationally famous artists such as Leiva 
and Lenny Kravitz.

Grupo Editorial Tele 5 (GET), the main purpose of which 
is the acquisition, use for profit and management of rights 
by way of the music forming part of all of the channels 
making up the company, reached the figure of 15,000 
published works in 2012. It has broadened its horizons 
in the last two years with the arrival of Cuatro, LaSiete, 
Factoría de Ficción, Divinity, Energy and Boing; and the use 
of the original soundtrack of films from Telecinco Cinema 
such as “Lo Imposible” or “Las Aventuras de Tadeo Jones” 
among other music publishing commercial ventures.  

Mediaset España, a brand consolidated as a content 
supplier in the international market

Also noteworthy is the increasing presence and visibility 
both nationally and internationally the Rights Department 
is achieving for the content of Mediaset España, conquering 
new territories, entering new markets and penetrating 
new formats and platforms. 

In the international area Mediaset España has become 
consolidated as a top content supplier with the presence 
of its fiction series in the Latin American market based on 
the agreements reached with the cable operator Direc 
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TV for its channel OnDIRECTV. South American viewers 
have been able to enjoy, very shortly after the Spanish 
public, titles such as “Homicidios”, “La fuga” and “Frágiles”, 
as well as the TV movie “Rocío Dúrcal, volver a verte” 
and programmes such as “Desafío Extremo”, “21 días” or 
“Callejeros Viajeros” among others.

Another new development of 2012 was the sale to 
Mediaset Italia of the series “Tierra de lobos”, shown with 
great success on R4; the first showing in January 2013, 
with strong viewing figures, of “Frank de la Jungla” on 
Italia 1; or the showing on National Geographic channels 
throughout the world of the programme “El líder de la 
manada” presented by César Millán. All of which together 
with the production and broadcasting of new instalments 
of the series “Escenas de Matrimonio” by the French 
commercial channel M6, which has made this format a 
very popular content in its programming schedule for the 
fourth year running.

At national level Mediaset contents have had a strong 
presence in 2012 in the various pay per view platforms, 
occupying a prominent position in the Premium option 
for subscribers to Digital +, Imagenio and ONO, where 
the pre-screenings of episodes of series such as “Tierra 
de Lobos”, “La que se avecina”, “Hospital Central” “La 
fuga”, “Homicidios” or “Aída” have been in top place 
in the rankings of most popular products. Once again 
“Aída” and “Hospital Central” have been highly visible in 
the programming schedules of the channels AXN and 
Paramount Comedy, and have this year been joined by 
“La que se avecina”.

Telecinco Cinema titles have for their part again been in 
high demand from themed channels such as Paramount 
Comedy, Multicanal or Calle 13 Universal. Programmes 
such as “No habrá paz para los malvados”, “Celda 211” 
and “Las aventuras de Tadeo Jones” have successfully 
broken into the video on demand (VOD) market by way 
of pay to view platforms such as Mitele, Filmin, Imagenio 
and Yomvi.

The communication group with the greatest viewer 
participation and interaction 

Mediaset has been the communication group which has 
introduced the most interaction with its audience in 2012. 
Based on an exhaustive analysis of the viewer profiles 
of each programme the Commercial Department has 

made a significant effort to generate the greatest possible 
participation while at the same time adapting initiatives 
to content. 

Thus there have been competitions in live programmes 
such as “Sálvame” “El Gran Debate”, “Qué tiempo tan 
feliz”, the showing of motorcycling and the European 
Football Championship, as well as the sports sections 
of Informativos Telecinco and Deportes Cuatro, “El 
programa de Ana Rosa” and “Las Mañanas de Cuatro” 
among others, in turn opening up new revenue streams 
in off-the-peg programmes such as “Perdidos en la tribu”, 
“Perdidos en la ciudad”, “¿Quién quiere casarse con mi 
hijo?”, “Más allá de la vida”, “Pasapalabra” and “Hay una 
cosa que te quiero decir”, all of which in addition to 
the established participation and revenue structures of 
formats such as “Gran Hermano” or “La Voz” both at the 
casting stage and in the voting. 

Apps, books, technical devices and other products 
derived from Mediaset España content: the success 
of the brand beyond the screen

In the area of licences the excellent results of sports 
broadcasts have also been reflected in the great success 
of the “No two without three” range of products 
launched for the European Football Championship 
including shirts, t-shirts, watches, magazines, bracelets and 
even a compilation DVD. MotoGP has also entered many 
homes in the form of collections of miniature replicas of 
the motorcycles, by way of the Official MotoGP Guide, 
various applications for smartphones and a collection of 
DVDs with all of the big prizes.

In publishing the magazine Boing has become established 
after just one year in existence, earning an indispensable 
place in the leisure world of the young. Other successful 
publishing launches of Mediaset in 2012 have included 
the books “La Roja, un equipo de leyenda”, “Cocineros 
sin estrella”, “Los secretos de la Voz” and “Las aventuras 
de Frank de la Jungla”. 

Mediaset España programmes and competitions have 
formed part of family leisure activity outside of television 
by way of the board games “Be Boing”, “Desafío Extremo”, 
“Lo sabe no lo sabe” and “Pasapalabra Peques” and by 
way of theatre shows and productions such as “Más allá 
de la vida” and “Tú sí que vales”.
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The Mediaset España news agency has maintained the 
profitability of its business and its position of leadership 
of the Spanish audiovisual market despite the complex 
economic situation in 2012.

The difficult context in which its business has been oper-
ating throughout the year has not halted Atlas’ investment 
in the future, with the launching of a new website which 
improves customer service by simplifying processes; it 
has redesigned and modernised the video contribution 
system to improve the service and reduce costs and it 
has strengthened its presence abroad by way of an agree-
ment with the Reuters agency for the production of a 
service aimed at the Latin American market.

In television it has worked with national channels such as 
La Sexta or Intereconomía TV and with regional and local 
channels such as Canal Sur, TV Castilla León, V Televisión 
(Voz Group) or Canal 8 (Godó Group) which have once 
again turned to the agency’s national and international 
news and sports services. It has also remained the 
leading audiovisual agency in the digital media market 
with a presence in the main online general information 
titles including ElMundo.es, ElPaís.com, LaVanguardia.es, 
ElPeriódico.com and ABC.es among others.

As a content producer it has carried out all production in 
2012 for Informativos Telecinco and Informativos Cuatro, 
various top sports broadcasts such as the European Foot-
ball Championship, Moto GP or the UEFA Europa League, 
among other large sports events offered under the Medi-
aset Sport brand and the ninth season of “Diario de…”.

Atlas, the audiovisual news agency leading the market

In January 2012 “12 meses, 12 causas”, the largest 
solidarity project carried out by any part of the media in 
Spain, celebrated its 12th birthday to unanimous social 
acclaim. The new dimension adopted by the company in 
the audiovisual market brought with it a new raising of 
social concerns, an adaptation to new times to take as 
much advantage as possible from the new resources of 
Mediaset España and its ability to enter Spanish homes, all 
of which under a new corporate identity.

“12 Meses” enters a new phase concentrating on large-scale social  
causes with calls to action

Speaking of licences reference must be made to “Las 
aventuras de Tadeo Jones” which has become a children’s 
icon in 2012. Its main character has stepped from the 
screen to offer new adventures in Spanish homes by 
way of licensed products which stood out in last year’s 

Christmas shopping campaign. These have included 
a tablet, the “Tadeo Jones Train Crisis” app, the film on 
DVD, a special Christmas magazine, the rucksack of the 
explorer Tadeo, a board game, a set of walkie talkies and 
a character guessing game.
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“12 meses, 12 causas” has since 2012 been “12 meses”: 
the calendar no longer sets the rule for the number of 
causes to be taken up and is now merely a reference to 
the amount of time the company has to act in the field 
of solidarity. 

Different subjects dealt with under the same seal and 
with an identical common wish, to transform attitudes by 
making a call to action by way of all the various means of 
communication only an audiovisual group like Mediaset 
España is able to use in television, the internet and social 
networks, with the help of opinion-formers well-known 
to the public, its presenters, contributors and actors.

The efforts made throughout 2012, with the broadcasting 
of the various campaigns by Telecinco, Cuatro, Factoría 
de Ficción, Divinity, Energy and LaSiete, have generated 
the total airing of the various spots nearly 3,000 times, of 
an equivalent economic value of over 8 million euros. In 
addition to this valuable space for social publicity there 
has been extensive support work in the broadcasting and 
publicising of each one of the campaigns of the news and 
current affairs programmes, and the assignment of space 
by Publimedia Gestión, the second advertising conces-
sionary of Mediaset España with exclusive responsibility 
for the 550 screens of the iWall circuit in Shop present 

in 43 shopping centres throughout Spain and in the VIP 
lounges of the airports of Madrid and Barcelona, which 
for the first time in their history have joined forces with 
“12 meses” with the showing of the “Eres perfecto para 
otros” spots.

The effort, the involvement, the originality and the 
social commitment of Telecinco over these 12 years has 
received 45 awards and recognitions, such as the Red 
Cross Gold Medal, the Unicef Award and various awards 
from the Institute for Women, the RANSTAD Foundation 
and IMSERSO among others.

	  

AWARDS RECEIVED

•	 Iris Special Award of the Academia de las Ciencias y 
las Artes de Televisión to Mediaset España for its “12 
meses” project on its 12th anniversary.

•	 Gold TP Awards to:

•	 “El programa de Ana Rosa” for Best Magazine 
Programme.
•	 “Supervivientes” for Best Reality Show.
•	 “Deportes Cuatro” for Best Sports Programme.
•	 “Callejeros” for Best News and Documentary 

Programme.

•	 Fotogramas de Plata Awards to José Coronado for 
his role in “No habrá paz para los malvados”.

•	 Zapping Awards to Eduardo Noriega for his role in 
the series “Homicidios”.

•	 Ortega y Gasset Award to Carmela Ríos, journalist for 
Noticias Cuatro, in the category of Digital Journalism 
for her coverage of 15-M on Twitter.

•	 Jorge Fiestas Award for the cinema event of the year 
to José Coronado for his role in “No habrá paz para 
los malvados”.

•	 Publifestival Awards, VI Edition of the International 
Festival of Social Publicity in the category Best Social 
Project or Action for the campaign of “12 meses”: 
“Eres perfecto para otros”.

•	 “Calidad de Vida en Trasplantes” Award of the 
Asociación Andaluza de Trasplantados Hepáticos to 
“12 meses, 12 causas” for its direct involvement in 
the publicising of organ donation which has reached 
every household in Spain.
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•	 María Teresa Aubach Communication Award to 
“Callejeros” in the category of Journalism.

•	 Barrica Valduero Award to Ana Rosa Quintana.

•	 Periódico El Distrito Award to Ana Rosa Quintana.

•	 Unión de Actores Award to José Coronado for his 
role in “No habrá paz para los malvados”.

•	 Brussels Film Festival Award for Best Picture to  
 “No habrá paz para los malvados”.

•	 Antena de Plata Award of the Asociación de Profe-
sionales de Radio y Televisión de Madrid to Leticia 
Iglesias, presenter of Informativo Matinal on Telecinco.

•	 FesTVal Awards in Vitoria:
•	 Mainat Award 2012 to Mercedes Milá.
•	 Discovery of the Year Award to “¿Quién quiere 

casarse con mi hijo?”.
•	 Special award to Mediaset Sport for its coverage of 

the 2012 European Football Championship.

•	 Award of the Asociación a la Integración Social to 
Mediaset España for its campaign “12 meses” in the 
category of Best Communication Campaign.

•	 Antena de Oro Award to Marta Fernández, Ramón 
Fuentes and “Las aventuras de Tadeo Jones”.

•	 Talento Awards to:
•	 Bernabé Domínguez, graphic reporter and 

producer of Informativos Telecinco.
•	 Juan Ramón Gonzalo Carballal, director of “El 

programa de Ana Rosa”.

•	 “Emerging Visionary” Award to J.A. Bayona, director 
of “Lo imposible”, at the 48º Chicago Film Festival.

•	 Hollywood Spotlight Award at the Hollywood Film 
Awards to Tom Holland, star of “Lo imposible” in 
“recognition of the talent on his road to discovery 
and stardom”.

•	 Fehr Hostelería Award 2012 “Communications 
Medium” to the Mediaset Group for its weekend 
news service and its campaign to promote national 
tourism at the VI Edition of the National Hotel 
Awards.

•	 Alcer Award for the campaign of “12 meses” “Tú eres 
perfecto” to promote of organ donation.

•	 Ondas Awards to:
•	 “La Voz” for Best Entertainment Programme.
•	  Mariano Peña for Best Male Actor for his role as 

Mauricio Colmenero in “Aída”.

•	 “Joven 2012 D.O. La Mancha” Award for “La Voz”.

•	 Asociación Turística de Estaciones de Esquí y Montaña 
Award to the team of “El tiempo” of Mediaset España. 

•	 Award for Best Corporate Social Responsibility 
Initiative on Television for the solidarity initiative  of 
Mediaset España “12 meses” at the ninth edition of 
the “Los Mejores de PR” Awards of the news website 
PR Noticias.

•	 Web Marketing Association Award to the Mitele.es 
website.

•	 Joaquín Soler Serrano Radio and Television Award to 
Concha García Campoy.

•	 “Pingüino de Oro 2013” Award to Mediaset Sport for 
its coverage of the Moto GP World Championship.

•	 Gaudí Award to:
•	 “Lo imposible” in the categories of Best European 

Film, Best Director, Best Photography, Best Sound, 
Best Editing and Best Make-up and Hairdressing.

•	 “Tadeo Jones” in the categories of Best Animated 
Film and Best Special Effects.

•	  Goya Award to:
•	 “Lo imposible” in the categories of Best Director, 

Best Producer, Best Special Effects, Best Editing and 
Best Sound.

•	 “Las aventuras de Tadeo Jones” in the categories of 
Best Animated Film, Best New Director and Best 
Adapted Screenplay.
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OUR ADVERTISING

Publiespaña, commercial concessionary of Mediaset 
España, has once again led the television advertising 
market in 2012 with a 45·3% share of investment 
(according to data published by InfoAdex). The company 
has once again displayed its management skills in the most 
adverse economic conditions since the birth of inde-
pendent television in Spain, applying its wide experience 
to the marketing of one of the best offerings of free to 
view national channels both general and themed. 

This set of channels has brought to its commercial 
policies a richness of profile unique in the sector on 
which it has forged a modular strategy with which, while 
respecting the conduct guidelines issued by the National 
Competition Commission, it has offered its customers 
the coverage and efficiency of Telecinco, the qualitative 
profile of Cuatro and the segmentation capacity of the 
themed channels.

All of which with the ongoing commitment to commercial 
self-regulation given in 2011 and through which Publiespaña 
has placed itself as the only concessionary with a self-
regulation strategy consisting of showing more than 90% 
of its commercial breaks in prime time with a maximum 
duration of 6 minutes of conventional advertising. With 
this decision, unchanged since then, the group has 
demonstrated its responsibility and its commitment to 
improving the efficiency of the television medium, thus 
achieving a double objective which benefits both the 
viewer and the advertiser, the latter receiving added value 
from this initiative in terms of the effectiveness of their 
campaigns in the maximum consumption time slot.

The second wave of the study “La Eficacia publicitaria en 
Prime Time” prepared by the research institute CIMEC 
emphasises the importance of this undertaking on the 
part of the company. According to this study the length 
of the block is the advertising variable which contributes 
most to recall, as more than 60% of recognition is 
explained by its duration. Advertising recall for blocks 

of up to 6 minutes is more than 60% better than the 
average and is almost triple that of long blocks, which in 
turn affects brand recommendation which is 44% better 
than the average and doubles that of longer blocks.

Advertising self-regulation was accompanied in 2012 by 
the launching of an original and pioneering way in Spain of 
leading into advertising: a curtain referring to the content 
being shown and the channel and informing the viewer of 
the length of the commercial break. 

Publiespaña has developed a wide commercial offering 
in 2012 with highly varied characteristics and levels of 
service providing communication possibilities to all types 
of customers. The company thus achieves one of its 
main objectives: providing a flexible system of purchase 
adapted to the real needs of customers.

In addition to the Monocadena option, with which the 
advertiser can choose the individual channel on which 
it wishes to air its advertising, there is the simultaneous 
option which consists of groups of channels with similar 
profiles, which not only facilitates purchase but also 
simplifies planning and management. Moreover thanks 
to the flexibility of the mixed system there is access to 
more of the target audience and greater advertising 
efficiency. To develop it Publiespaña has designed two 
large modules which group together channels with similar 
profiles: “Module Telecinco” and “Group Cuatro”. It also 
still offers the innovative package for Boing where there 
is a system of advance sale and guaranteed allocation in 
3 months.

Publiespaña once again leads the 
spanish television advertising market
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The great possibilities of the special initiatives

Publiespaña continues to strengthen its strategy for 
non-conventional advertising with the development and 
launching of formats adapted to the requirements of the 
Audiovisual Communications Act. Throughout 2012 it has 
been designing creative and flexible on demand solutions 
adapted to each advertiser by way of branded content, 
sponsorship, in-programme advertising and product 
placing, the best example of integration of content and 
advertising in which the company has taken giant steps 
in the area of virtual product placement consisting of 
digitally inserting the presence of a brand in national and 
foreign fiction series.

Publiespaña has with the help of its customers developed 
special techniques highly integrated in the content 
of Mediaset España in the form of branding content 
effective for the brand and respectful of the viewer. 
“Tricotosas”, a programme on the art of weaving and 
“Mis primeras veces”, both on Divinity, are clear examples 
of programmes which have successfully included branded 
content, conveying to the screen the emotional links 
between the content, the viewer and the brand.

Helping brands

As part of the company’s special measures at corporate 
level Mediaset has again in 2012 defended the values 
referred to in the slogan “We support brands”. As it 
did in a pioneering way and with the support of the 
advertising and business community in 2009 -the date of 
the launching of what was at that time the first campaign 
in favour of brands by a television company in Spain - the 
company has created a double campaign made up, on 
the one hand, of various creations in favour of variety and 
freedom of choice featuring 12 well-known faces from the 
network who appear as presenters of various slots aimed 
at wide target audiences, and on the other of support 
for the creativity of many of the main brands operating 
in Spain as members of the Promarca association. This 
conveys to the viewer the values the brands are trying 
to transmit: quality, innovation and trust, and shows the 
support for them.

Mediaset España has also sought to create new links 
between the company and its customers by way of a 

popular institutional campaign to support Spanish brands 
which are successful abroad under the slogan “Spain: 
work, innovate, compete”. Conscious of the fact that 
the leading brands constitute the engine which is driving 
Spanish business as a whole in its outward expansion the 
company launched a campaign last May to acknowledge 
the efforts in terms of management, creativity and 
investment of large companies which are acting as 
ambassadors of our country abroad in association with 
the Forum of Renowned Spanish Brands.

Publimedia Gestión, multi-platform concessionary 
with a presence on the internet, pay to view 
television and outdoor advertising

Publimedia Gestión, the multi-platform concessionary 
with which Mediaset España offers advertisers the 
possibility of cutting-edge communication in a multi-
media environment, has also in 2012 provided greater 
opportunities for advertising by satellite, cable and internet 
television and mobile telephone as well as outdoor and 
internet advertising.

In the field of pay per view television Publimedia Gestión 
in 2012 marketed the channels produced by Prisa TV 
in the Canal + platform, an offering which stands out 
for the quality of its programming, with main sporting 
events such as the Football League and for its leading 
themed channels. To these have recently been added 
Cosmopolitan TV, a channel the company will manage on 
an exclusive basis and which, together with the in-house 
produced channels of Chello Multicanal, will constitute a 
offering for customers unique in the market.

As regards outdoor digital advertising Publimedia Gestión 
is developing innovative techniques which have allowed 
it to join the first circuit of audiovisual screens in iWall 
in Shop with a presence in 43 centres with more than 
550 formats, and commercial initiatives which range 
from enhanced reality and 3D advertising to sensory 
experiences of sound, touch, kinetics and even smell, 
consolidating growth in this sector. 
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One year after the launching of Mitele the consumption 
of live content on the internet has increased exponentially. 
The public has become an active spectator interacting 
with the broadcast by way of tablets and smartphones 
and are making increasing demands for exclusive content 
concerning their favourite series, programmes and 
sporting events. This new way of watching television 
has not passed unnoticed at Publimedia Gestión, which 
has adapted the multi-media environment to the new 
demands of viewers and advertisers with the putting 
in motion of Adlive as a commercial format created 
specifically for the live broadcasts of Mitele.

The new technology of Adlive makes it possible to 
recognise -for the first time in an automated fashion from 
broadcast control - the commercial breaks laid down in 
the television broadcast and introduce into them spots 
and content specifically aimed at the online viewer. Thus 
while television is offering a series of conventional spots 
Mitele gives the broadcast added value by supplementing 
it with exclusive content: a “making of ” for the series, film 
trailers, music videos, interactive games developed for 
sports events, micro-spaces of branded content and new 
advertising formats the company is working on. 

All of which inserted between brief blocks of advertising 
spots created specifically for the brands which seek to 
make a different impact on viewers consuming television 
via internet. In this way Adlive is opening up new 
opportunities for smaller advertisers who generally do 
not run large television campaigns and customers who 
seek to complement their conventional or special initiative 
campaigns with new forms of 360º communication in the 
online environment.

Another of the tasks successfully completed by Publimedia 
Gestión in 2012 has been that of integrating content and 
commercials online in accordance with the wishes of each 
customer. The integration of prominent brands in a new 
way has gone from basic ideas such as the customising of 
website headings to the production of branded content 
programming. This was the case with “Tendencias”, a new 
programme developed with the leading distribution group 
at national level which gathers practical information each 
week on areas including fashion, technology, beauty and  
food with the promotion of certain products and services 
in each one of the sections. Its different sections can also 
be viewed as separate information pieces on Divinity.es 

and Energy.es according to whether they are aimed at a 
female or male audience respectively.

Mediaset España’s website environment has also in 
2012 offered the user of internet interactive advertising 
experiences in real time during the broadcasting of 
streamed content. Through Publimedia Gestión the 
company launched the first interactive spot campaign 
in Spain, which led to the birth of the first advertising 
format in Spain to apply the protocol VPAID TimeLine 
(Video Player Ad Interface Definition) capable of making 
internet content interactive in real time by way of a 
microsite lodged in the content viewer itself. To create 
this innovative format the websites of Mediaset España 
have become the first websites of the audiovisual sector 
to implement in their players the technical improvements 
necessary to house this type of interactive development.

The new VPAID TimeLine format uses VAST (Video 
Ad Serving Template) standards of the IAB (Interactive 
Advertising Bureau), an association with which Publimedia 
Gestión works on a regular basis in the development of 
marketing and measurement guidelines valid for the entire 
market capable of providing advanced measurement of 
the user’s time of exposure to the brand and the levels of 
interaction of the user with it. 

This has allowed Publimedia Gestión to keep the company 
at the forefront of the development of new advertising 
formats to increase the efficiency of the internet as an 
alternative medium complementing the traditional media, 
with measurement tools common to the entire market.

The key is the people

The key to getting results is the combination of a good 
product, efficient management and, especially, well trained 
and efficient human resources. In this regard Mediaset 
España has not neglected aspects such as training, to 
which it continues to devote significant efforts, aware as 
it is that we are living in a world which does not stop 
evolving and that it is obliged not just to evolve alongside 
it but also to move ahead of it.

Thus despite adverse economic conditions the satisfactory 
results obtained are explained not only by the strength of 
the media used but also by the enthusiasm shown every day 
by the human team which makes up the Mediaset Group. 
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OUR ECONOMIC-FINANCIAL RESULTS

Consolidated statements of financial position (millions of euros)

 2010 2011 2012

Non-current assets 1,570.111 1,542.170 1,454.909

Current assets 410.800 417.252 312.260

Total assets 1,980.911 1,959.422 1,767.169

 2010 2011 2012

Equity 1,376.105 1,425.836 1,420.899

Non-current liabilities 105.831 34.894 31.164

Current liabilities 498.975 498.692 315.106

Total liabilities 1,980.911 1,959,422 1,767.169

2010 2011 2012

Total operating income 855.1 1,009.3 886.7

Operating costs 635.6 844.8 837.9

Operating result 219.5 164.5 48.8

Result pre-tax and minority shareholdings 36.5 151.1 52.3

Net group result1 70.5 110.5 50.1

1 Attributable to the shareholders of the parent company

2010 2011 2012

1. Economic value generated 855.1 1.009.3 886.7

2. Economic value distributed

           a. Operating costs 635.6 844.8 837.9

           b.Taxes and minority shareholdings -34.1 40.6 2.2

           c. Gifts and community investments 7.4  3.3 3.9

Total economic value distributed 609.0 888.7 844.0

3. Economic value retained1 246.1 120.6 42.7

1 Economic value retained =economic value generated -economic value distributed

Summary of the Separated Consolidated Income Statement (millions of euros)

Economic value generated and distributed (millions of euros)
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Income 2010 2011 2012 Operating expenses 2010 2011 2012

Publiespaña Group 
advertising income 794,501 947,482 806,714 Reduction of finished products  

and work in progress 4,226 -8 1.766

Other advertising income 423 1,182 519 Supplies 234,656 256,895 305.693

Supply of services 30,063 21,554 53,662 Staff costs 89,884 116,603 109,256

Others 12,814 14,684 11,941 Consumption of audiovisual rights 144,522 227,680 210,469

Other operating income 17,260 24,428 13,891 Provisions for depreciation 7,967 14,861 15,929

Variation provision of working 
capital 662 801 213

Other expenses 153,703 227,969 194,598

Total income 855,061 1,009,330 886,727 Total operating expenses 635.620 844.801 837.924

Operating income and expenses (millions of euros)

SHAREHOLDER VALUE

2012 has not been a good year for the Spanish stock 
market although better than the previous two years. The 
development of the Spanish selective index compared to 
that of the main world stock markets shows how concern 
about Spain’s economic prospects has had a negative 
effect on investors. 

In the main world stock markets the indices have been 
in positive territory throughout the year : in the United 
States the Dow Jones has risen by 7·8%, and in Europe 
there were double digit increases in both France and 
Germany. The best index was the German DAX with a 
29·1% increase followed by the French CAC40 +22·9%; 
in the United Kingdom the FTSE100 rose 7·0% while in 
Italy the FTSEMIB rose by 5·8%. The EUROSTOXX50, a 
reference index of the stock markets of the Euro zone, 
rose by 12·4%. 

The IBEX35 for its part fell in 2012 by 4·7%, at two 
different speeds: up to May the Spanish selective index 
built up losses of close to 30%, while in the second part 
of the year it recovered strongly after the firmness shown 
by the Central European Bank in its steadfast defence 
of European Monetary Union. The main Spanish stock 

market index has accumulated a loss of 31·6% over the 
last 3 years.

In the context of the Spanish economy and developments 
on the stock market the price of the shares of Mediaset 
España has been in positive territory, which is a result of 
particular satisfaction. With an annual rise of 15·4% the 
shares have been the eighth best on the Madrid index. Stock 
market movements have also been very positive compared 
to the other main Spanish companies of the media sector: 
Mediaset España +15·4%, Antena3 -16·1% and Prisa -73·0%.

At the close of the year stock market capitalisation of 
Mediaset España was 2,071 million euros, which means 
the company has retained its leadership in the media 
sector with a capitalisation more than double that of the 
other companies of the sector.

The volume of shares traded in 2012 was 477·4 million 
shares, equivalent to 2,004·1 million euros, which repre-
sents a fall of more than 50% in cash trading. This fall was 
mainly due to the ban on the short selling of securities on 
Spanish markets which the CNMV, the governing body of 
Spanish stock markets, imposed from August 2012.
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Evolution of International Stock Market Indices in 2012
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CAC 40 3,159.81 3,641.07 15.2

DAX 5,898.35 7,612.39 29.1

FTSE 100 5,572.28 5,897.81 5.8

IBEX 35 8,566.30 8,167.50 -4.7
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Shares in Mediaset España reached their highest point for 
the year on 19 December 2012 at 5·96 euros, while their 
lowest point for the year was on 5 May 2012 at 3·30 
euros per share.
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Market evolution

2012 dividend

After a detailed analysis of the current situation regarding 
the Spanish market economy and the progress of the 
advertising market, and in consistency with the austerity 
measures put into practice by the company, the Board 
of Directors have decided not to pay ordinary dividends 
from the 2012 results.

Since its initial listing in 2004, Mediaset España has 
historically paid dividends that entailed a 93,2% pay-out 
of net profits. In current times, preserving the current 
financial capacity may provide the company with 
important competitive advantages within a sector in the 
process of consolidation.

Stock market capitalisation (million €)

2,071
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Source: Bloomberg
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Shareholder structure

The shareholder structure of the Mediaset España 
Group to 31 December 2012 was stable in respect of 
the previous year with Mediaset SpA as majority share-
holder (41·6%) and the Prisa Group as the second main 
shareholder (17·3%). The shares are distributed as shown 
below:

 

Treasury shares have stayed at the level of the previous 
year (1·58%) and the remaining 39·5% are shares on 
the market in free-float, held mostly by US and British 
investors.

Stakeholder relations 

Mediaset España, through its investor relations manage-
ment and Shareholders’ Office, has excellent relations 
both with institutional investors and private shareholders 
and with stock market analysts, following the guidelines 
laid down by the National Securities Market Commission 
(Comisión Nacional del Mercado de Valores or CNMV) 
for publicly traded companies. It informs its investors of 
quarterly results in three ways; by way of the quarterly 
presentation of results to the CNMV, by way of the corpo-
rate website www.mediaset.es/inversores/es - in Spanish 
and English, and by e-mail to all of the shareholders and 
analysts who request it. 

As a general rule this process is followed by a presenta-
tion of the results which can be followed in real time 
by conference call and webcast in order to give the 
stakeholders the opportunity to put the questions they 
consider appropriate. This information session is recorded 
and stored and is available by way of the Mediaset España 
website until the following session.

In addition to the regular publication of the quarterly 
and annual results Mediaset España has taken part in 16 
conferences in the course of 2012 held both in Spain and 
in the United Kingdom and the United States dealing with 
the companies of the communications media sector and 
companies of the Iberian peninsula. 

The company has also organised 10 information 
breakfasts with Spanish investors, 2 roadshows in the 
United Kingdom and the United States and has attended 
to institutional investors by way of direct face-to-face 
meetings or conference calls. There has been direct 
contact with more than 420 investment companies by 
way of the 195 meetings held over the year. There were 
also, as in the previous year, 35 meetings and conference 
calls with the analysts of the various brokers who cover 
the company.

The modernisation and updating of the company’s 
website was completed at the beginning of 2012 with the 
aim of improving the quality of the documents presented 
and organising the information more efficiently. The main 
objective was to achieve a significant improvement in 
access to clear and rapidly available information. The 
sections most visited by the more than 5,000 monthly 
single users were “who we are”, “financial information” 
and “relevant facts”.

As regards the minority shareholders they have been 
attended to throughout the year by way of telephone 
calls or e-mail, a monthly average of 150 e-mails and 100 
telephone calls being received. The main questions of the 
minority shareholders have concerned payment of divi-
dends, the holding of the Shareholders’ General Meeting 
and information on the company’s share price. 

17.33 %

39.54%

41.55%

1.58%

   Mediaset   

   Prisa

   Free-Float

   Autocartera

http://www.mediaset.es/inversores/es/
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OUR BUSINESS MANAGEMENT

For Mediaset España reconciling its identity as a news and 
entertainment channel and ethical business management 
is an ingoing challenge

Mediaset España’s main challenge is still to reconcile 
ethical business management with its identity as a news 
and entertainment channel. Its 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 respon-
sibility is handled jointly by Corporate General Manage-
ment and the Audit and Compliance Committee; Corpo-
rate General Management coordinates tasks with the 
relevant areas. 

Stakeholder relations

Mediaset España manages social and environmental 
impacts through its relations with stakeholders. Stakehol-
ders 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. 

(Continue)

Stakeholders and relationship channels

Corporate intranet: MedianetCorporate intranet: Medianet
Employee portalEmployee portal
Suggestion boxSuggestion box
NoticeboardNoticeboard
Health and Safety CommitteesHealth and Safety Committees
RH DepartmentRH Department

Regular meetings with shareholders and investors; presentation of quarterly resultsRegular meetings with shareholders and investors; presentation of quarterly results

Shareholder’s Office:Shareholder’s Office:
http://www.telecinco.es/inversores/es/contacto.shtmlhttp://www.telecinco.es/inversores/es/contacto.shtmlhttp://www.telecinco.es/inversores/es/contacto.shtml
              
Investor Relations Area Investor Relations Area 
Ctra. de Fuencarral a Alcobendas, nº 4Ctra. de Fuencarral a Alcobendas, nº 4
28049 Madrid28049 Madrid

E-mail: E-mail: inversores@telecinco.esinversores@telecinco.esinversores@telecinco.es

Tel. Shareholders: 913588717Tel. Shareholders: 913588717
Tel. Investors: 913966783Tel. Investors: 913966783

STAKEHOLDERS AND RELATIONSHIP CHANNELS

EMPLOYEES

ACCIONISTAS

http://www.telecinco.es/inversores/es/contacto.shtml
mailto:inversores@telecinco.es
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(Continued)

Participation in the development 
of public policy 

The Institutional Relations Department is responsible for 
representing and defending the legitimate interests and 
views of Mediaset España before the public authorities 
in general and particularly before parliament and the 
government at national and European level.

Mediaset España takes part in the defence and 
representation of the common interests of commercial 
television at national, European and international level 

by way of its membership of the Unión de Televisiones 
Comerciales Asociadas (UTECA) and the Association of 
Commercial Television in Europe (ACT).

In 2012 Mediaset España was active on various regulatory 
fronts such as the application of the new regulations on 
games of chance and the obtaining of authorisation for 
online gambling, which involved ongoing contact with 
the General Gaming Directorate (Dirección General del 
Juego or DGOJ) in order to ensure compliance with the 
legal requirements laid down for gambling operations and 
making gambling responsible and secure.

Commercial General Direction at PubliespañaCommercial General Direction at Publiespaña
Tel. 91 395 90 00Tel. 91 395 90 00
www.publiesp.eswww.publiesp.eswww.publiesp.es

AUTOCONTROL (commercial communication watchdog association)AUTOCONTROL (commercial communication watchdog association)

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

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

Corporate General ManagementCorporate General Management
E-mail: E-mail: rc@telecinco.esrc@telecinco.esrc@telecinco.es

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

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

Corporate Responsibility ReportCorporate Responsibility Report
http://www.telecinco.es/inversores/es/http://www.telecinco.es/inversores/es/http://www.telecinco.es/inversores/es/
Corporate General ManagementCorporate General Management
E-mail: E-mail: rc@telecinco.esrc@telecinco.esrc@telecinco.es

ADVERTISERS

COMPETITION

ADMINISTRATION

SOCIAL  
ORGANISATIONS

SUPPLIERS

AUDIENCE

All Stakeholders:

http://www.publiesp.es/
mailto:rc@telecinco.es
http://www.publiesp.es/
http://www.telecinco.es
http://www.telecinco.es/inversores/es/
mailto:rc@telecinco.es
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Mediaset España was actively involved in the review of 
the Framework Plan for the Releasing of the Digital Divi-
dend 2012-2104, which involved a process of dialogue 
and negotiation with the Secretary of State for Telecom-
munications and the Information Society. As a result of 
this process and the desire of the parties involved to 
reach an agreement the Spanish government and the 
commercial television companies grouped together in 
UTECA signed an agreement in the summer of 2012 for 
the promotion of terrestrial digital television. This agree-
ment involves a significant surrendering of the spectrum 
currently granted to commercial television and also guar-
antees there will be no reduction of the supply of televi-
sion and that the change-over to the new channels will 
only take place when the Spanish public is in a position 
properly to receive them. This agreement also includes 
a strong commitment to quality high-definition television 
and to the introduction of new services in digital terres-
trial television (DTT) and at the same time brings forward 
the introduction of 4G mobile telephony to January 2014. 

At meetings with the public authorities Mediaset España 
also advocated a transparent and rational public television 
system with content truly focused on public service and 
subject to real control mechanisms.

The State Council of Audiovisual Media is still to be 
created and its functions are thus being carried out at 
the moment by the Ministry of Industry, Energy and 
Tourism, with which there is communication on all 
matters concerning the application of the Audiovisual 
Communication Act and the government’s audiovisual 
policy in general.

Mediaset España also represented the UTECA in 2012 
on the commission studying new ways of financing the 
film industry set up by the Ministry of Education, Culture 
and Sport. The commission has input from all parts of 
the film and audiovisual sector and is working on jointly 
designing the main features of what is to be the future 
system of finance for the cinema. 

The commission aims to reach an agreement on this new 
system of finance for the cinema and audiovisual sector 
in the course of 2013 which will serve as a subsequent 
basis for new regulations on the subject and which will 
principally deal with three main areas: tax incentives, 
direct aid and the links between television and film and 
audiovisual production.

Involvement in Corporate 
Responsibility initiatives

UN Global Compact

Mediaset España maintains its support to the United 
National Global Compact. Since 2007 the company keeps 
its commitment to the 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)

As in previous year, Mediaset España participated in 
CDP’s consultation process, reporting its greenhouse gas 
emissions and information related to climate change. 

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 655 institutional investors, with assets 
valued at USD 78 billion.

FTSE4GoodIbex

Since 2008 Mediaset España takes part in 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 also remains 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.

http://www.pactomundial.org
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Global Reporting Initiative (GRI)

The Global Reporting Initiative (GRI) is a non-profit 
organization that promotes economic, environmental and 
social sustainability to all kind of organizations. It provides 
all companies and organizations with a comprehensive 
sustainability reporting framework that is widely used 
around the world. The framework provides reporting 
guidelines to develop sustainability reports, principles and 
indicators that companies could use in order to measure 
and communicate their economic, environmental and 
social performance and has improved its definition with 
different sector supplement complementary to the main 
framework.

Since 2010, Mediaset España has taken part in its 
international multistakeholder media working group. The 
group has been working on the development of a media 
sector supplement, adapting GRI general principles to the 
needs of the media sector. The final version of the sector 
supplement was delivered in the middle of 2012 and has 
been followed by Mediaset España in the development of 
its Corporate Responsibility Report 2012.

Participation in the Spanish Issuers Association 

Regarding Corporate Governance improvement, Medi-
aset España has joined in 2012 the Spanish Issuers Asso-
ciation, which has the purpose of:

•	 Promoting measures which strengthen legal certainty 
in all matters concerning the issuing of traded securities.

•	 Participating in the development of a better legal 
framework both at national and European level.

•	 Contributing to the development of high standards of 
corporate governance.

•	 Promoting communication between companies and 
their shareholders.

•	 Maintaining a relationship of dialogue and co-operation 
with the public authorities and in particular with the 
National Securities Market Commission (CNMV). 

Corporate Governance 

Mediaset España carries on an ongoing process of 
reflection and analysis to ensure that its rules of 
governance are in line with the best practices laid down 
in the Unified Code of Good Governance and recent 
changes to the law. This act of responsibility is reflected 
in the fact that, year after year, it is in the top places as 
regards corporate governance among the companies of 
the IBEX 35 according to the study prepared annually by 
the Observatory of Corporate Social Responsibility.

A series of changes were made to the rules of governance 
in 2012 with a view to incorporating changes to the law, 
reinforcing the rights of shareholders and increasing 
transparency as regards the management of the company.

The changes have strengthened the rights of shareholders, 
who are guaranteed equal treatment in the same position 
as regards rights to information, participation and exercise 
of the right to vote; the means of announcing the calling 
of the General Meeting have been extended in order to 
ensure more rapid and non-discriminatory access; and 
a shareholders’ forum has been opened in the website 
which is kept active until the General Meeting is held.

The control mechanisms for avoiding conflicts of interest 
have also been strengthened and measures have been 
developed in the event of a situation of conflict of interest 
occurring.

Amendments to the Regulations of the Board of 
Directors include the inclusion among the powers of the 
board of the drawing up of the Directors’ Remuneration 
Policy Report - following a favourable report from the 
Appointments and Remuneration Committee.

This report contains a detailed breakdown of the 
remuneration received by the directors and includes a 
detailed and individualised description of all amounts 
received during the year of the report including earnings, 
living expenses, any additional remuneration received, 
contributions to fixed contribution pension plans and 
other items. It also contains information on the system 
of remuneration which will determine directors’ earnings 
in 2013, and the structure and amounts of remuneration 
paid to senior executives of Mediaset España and of the 
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main companies of the Group. Since last year in order to 
give greater transparency to the information published by 
the company the Remuneration Policy Report is checked 
by an independent expert PriceWaterhouseCoopers.

This information is made available to shareholders from 
the date of publication of the calling of the General 
Meeting and may be accessed by way of the website 
or by requesting the sending of a free printed copy, and 
is subject to a binding vote in a separate point on the 
agenda at the General Meeting.

Mediaset España also continues to be a pioneer among 
the companies of the Ibex 35 by submitting its Corporate 
Governance Report to external verification.

The structure of the board of directors has stayed 
unchanged both in terms of its composition and the 
number of directors, and is therefore still in compliance 
with the recommendation for good governance which 
limits it to 15 directors. In the same way women’s 
representation on the board of directors has remained 
stable with 6·66% of the total number of directors, and 
independent directors continue to represent 33·33% of 
the total members of the board.

The Regulations of the Board of Directors include: 
the limitation on the term which may be served by 
independent directors, which is set at 12 years; the age 
limit at which directors must offer their resignations to 
the board, which following the modification is eighty; the 
obligation on the part of directors to inform the board 
of directors of any criminal proceedings in which they 
are implicated and of the development of the same and 
that of informing the Appointments and Remunerations 
Committee of their other professional occupations 
including any other boards of directors on which they sit. 

As regards the powers of the board of directors the 
following matters among others are reserved for its 
exclusive consideration and may not be delegated to any 
other decision-making body: (i) approval of annual budget 
and strategic plan, (ii) supervision of the investment 
and finance policy and of the corporate structure of 
Mediaset España, (iii) approval of the policy of corporate 
governance, (iv) supervision of the policy of corporate 
responsibility, (v) the recently approved power to draw up 
the Directors’ Remuneration Policy Report, (vi) approval 
of the remuneration policy for the executive directors and 
the main conditions to be respected in their contracts, 
(vii) performance assessment for executive directors, (viii) 
monitoring of risk control and management policy and of 
internal information and control systems.

Another change to the powers of the board of directors 
has been the tightening of the procedure for authorising 
competition, with the removal of the possibility of it being 
the board of directors which dispenses with the restriction 
on competition by directors, and the imposition of the 
requirement that the General Meeting authorises this 
type of exoneration.

The committees which assist the board in its work - 
the Executive Committee, the Audit and Compliance 
Committee and the Appointments and Remuneration 
Committee - are chaired by independent directors, 
the number of directors required to make up these 
committees having been altered in the Regulations of the 
Board of Directors. 

Corporate governance information is provided in more 
detail in the 2012 Annual Corporate Governance Report, 
which is available in the website: www.telecinco.es

Share capital

Date of last change Share capital (€) Number of shares Number of voting rights

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

http://www.telecinco.es/
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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 0 169,058,846 41.552

Promotora de informaciones, S.A. 0 70,534,898 17.336

Tweedy Browne Company LLC 0 17,932,868 4.408

Lazard Asset Management  LLC 0 12,394,892 3.046

Company’s Board structure 

Board director’s name Board director’s category Office

Mr.  Alejandro Echevarría Busquet   Independent Chairman

Mr. Fedele Confaloneri Controlling Vice-Chairman

Mr. Manuel Polanco Moreno Controlling Vice-Chairman

Mr. Giuseppe Tringali Executive Chief Executive Officer

Mr. Paolo Vasile Executive Chief Executive Officer

Mr. Massimo Musolino Executive Board director

Mr. Alfredo Messina Controlling Board director

Mr. Giuliano Adreani Controlling Board director

Mr. Juan Luis Cerbrián Echarri Controlling Board director

Mr. Marco Giordani Controlling Board director

Mr. Pier Silvio Berlusconi Controlling Board director

Mr. Angel Durández Adeva Independent Board director

Mr. Francisco De Borja Prado Eulate Independent Board director

Ms. Helena Revoredo Delvecchio Independent Board director

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

Executive Committee

Mr.  Alejandro Echevarría Busquet Chairman Independent

Mr. Paolo Vasile Board director Executive

Mr. Giuseppe Tringali Board director Executive

Mr. Fedele Confalonieri Board director Controlling 

Mr. Giuliano Adreani Board director Controlling 

Mr. Manuel Polanco Moreno Board director Controlling 

Mr. Borja Prado Eulate Board director Independent

Mr. José Ramón Alvarez-Rendueles Board director Independent

Audit and Compliance Committee

Mr. José Ramón Alvarez-Rendueles Chairman Independent

Mr. Angel Durández Adeva Board director Independent

Mr. Fedele Confalonieri Board director Controlling 

Mr. Giuliano Adreani Board director Controlling 

Mr. Marco Giordani Board director Controlling 

Mr. Alfredo Messina Board director Controlling 

Mr. Juan Luis Cebrian Echarri Board director Controlling 

Appointments and Remuneration Committee

Mr. Borja Prado Eulate Chairman Independent

Mr. Angel Durández Adeva Board director Independent

Mr. Fedele Confalonieri Board director Controlling 

Mr. Giuliano Adreani Board director Controlling 

Mr. Manuel Polanco Moreno Board director Controlling 
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Risk control systems

Mediaset España introduced its Risk Management 
System in 2007, taking as a reference the Enterprise Risk 
Management (ERM) of the Committee of Sponsoring 
Organizations of the Treadway Commission (COSO II), 
giving the company a set of rules, procedures and an 
organisational structure focused on the management 
of a healthy, properly run company in line with pre-set 
objectives.

The purpose of the Risk Management System introduced 
is the identification, control and management of any 
significant risk which might affect attainment of pre-set 
objectives. It also makes it possible to assess the impact 
in euros of each one of the identified risks which might 
possibly affect the companies of the group, the chances 
of the risk occurring and the degree of control over each 
one of them.

The board of directors as the highest governing body 
of Mediaset España has the task of identifying the main 
risks of the group and of introducing and carrying out 
monitoring of the appropriate information and internal 
control systems. It is thus responsible for adopting 
appropriate measures in order reasonably to ensure the 
introduction, maintenance and supervision of an adequate 
internal control system and for the development of 
improvements of that system. It is supported in its work by 
the Audit and Compliance Committee. The fundamental 
responsibilities of this committee include ascertaining, 
checking and supervising the suitability and integrity of 
the process of preparation of the financial information, of 
internal control and of the risk management systems.

Internal Audit Management is for its part the internal 
body responsible for promoting and supporting risk 
management, ensuring for the board of directors the 
supervision of the internal control system and the 
assessing, controlling and monitoring of the business risks 
identified and managed by each one of the companies 
of the group. Internal Audit Management prepares 
its Annual Audit Plan on the basis of its assessment of 
existing risks and the suggestions received from the Audit 
and Compliance Committee and the company business 
departments, this plan being presented for discussion and 
approval to the managing directors and then to the Audit 
Committee itself for explanation and approval. 

All business units have also been examined in connection 
with risks associated with corruption.

In 2012 internal procedures were developed and adjusted 
to the needs detected in the previous year in order to 
comply fully with both the information requirements of 
the Financial Information Internal Control System  and 
the risk management requirements of the amendments 
to the Criminal Code. Procedures dealt with included 
management of powers of attorney, notices served by the 
public authorities, closing of accounts and acceptance and 
making of gifts.

ANTI-CORRUPTION POLICIES 
AND PROCEDURES:

   Code of Ethics.

   Internal Rules of Conduct.

   Procedure for acquisition of 
goods and services.

   Procedure for purchase of rights.

   Procedure of Committee for 
Acquisitions and Sales.

   Procedure for signing of contracts. 

   Procedure for travel and travelling expenses.

   Procedure for making and acceptance of gifts.

   Procedure for management 
of powers of attorney.

   Procedure for provisions of funds.

   Procedure for management of property.

   Procedure governing the sale 
of audiovisual rights.

   Procedure for resolving 
incidents with customers. 
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The Code of Ethics of Mediaset España approved by 
the board of directors and which came into force on 1 
January 2012 is the code of conduct which governs the 
individual conduct of employees, managers and members 
of the board of directors in all of their job-related acts, 
covering all contractual, commercial or business relations 
of Mediaset España with its suppliers and / or customers. 
All natural or legal persons who have any type of relation 
with Mediaset España in the course of their professional 
or business activities as external auditors, consultants, 
advisers, suppliers, advertisers, media centres, external 
producers, bodies, institutions, etc. are also required to 
comply with it.

The document may be accessed by all staff through the 
intranet and its contents provide a guide to conduct 
in the following areas: legal and regulatory compliance; 
conflict of interest; confidentiality and confidential 
information; privileged information; integrity, responsibility 
and transparency of financial information; equality 
and non-discrimination, health and safety at work and 
protection of the environment; drugs and alcohol, 
intellectual property, material resources for the carrying 
on of work activity, money laundering and financing of 
terrorism, freedom of expression and of the press, 
trade relations and links with competitors; external 
communication, e-mail, internet and telephone; privacy 
and data protection; fraudulent practices and misleading 
undertakings; duty of communication and complaints 
channel; presents, payment of illegal commissions, gifts 
and illegal profits; and handling of breaches of the Code 
of Ethics.

The Code of Ethics defines expected conduct and, based 
on this, the procedures for it to become embedded and 
relevant control mechanisms. Internal Audit Management 
analyses compliance with the various areas of the Code 
in the context of its auditing programmes. Any situation of 
possible irregularity, fraud or corruption and any breach 
of the Code may also be raised with the independent 
directors who must refer the matter to the Audit and 
Compliance Committee. 

The Human Resources Committee distributed the Code 
of Ethics throughout 2012 reminding employees they are 
obliged to read and to accept it.

Regarding Human Rights respect, given its commitment 
to the United Nation´s Global Compact the Group pays 
special attention to ensure the strict compliance with 
regulations, promoting a supportive environment for the 
due respect of Human Rights. Given that on occasions 
children take part in its programmes, the strict compliance 
with the Prevention of Workplace Dangers Act that, 
among other issues refers to the children´s protection at 
workplace, together with the regular activity and scenery 
review where children may participate ensures their 
safety and the total fulfillment of children´s rights.

As regards respect for human rights and particularly, 
given the activity the group carries on, for the rights of 
children the group pays particular attention to ensuring 
strict compliance with regulations. In this regard and given 
that on occasions children take part in its programmes 
Mediaset España complies strictly with the Prevention of 
Workplace Dangers Act and particularly as regards the 
protection of children at work. 

To ensure its application Mediaset España has an 
information dossier on children working based on 
applicable regulations which contains all the information 

OTHER MANAGEMENT  
PROCEDURES:

   Procedure for control of fittings 
and miscellaneous materials. 

   Procedure for operational control 
of advertising campaigns.

   Procedure for processing of advertising orders.

   Procedure for the use of mobile devices.

   Procedure for the control of personal 
data stored in non-automated files.

   Procedure for ordering work materials. 

   Procedure for returning assets.
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necessary for the correct performance of work by 
children on television, ensuring their rights to education 
and to enjoying their leisure time are not infringed. This 
dossier is available on the intranet and is given to all 
production companies which hire children in order for 
them to implement the measures it sets out. These deal 
with questions such as the suitability of access and waiting 
areas for children, the creation of rest areas adapted to 
their needs, the persons accompanying them, a suitable 
work programme which allows regular attendance in class 
and working time which is not to exceed 8 hours, and the 
communication of measures in case of emergency.

In addition to this if any activity might involve a particular 
risk for the child in question a work permit for children 

must be completed and sent to the Joint Prevention 
Service (Servicio de Prevención Mancomunado or SPM) 
for the purposes of assessment and the adoption of any 
necessary protective measures. 

As regards the training on matters of human rights of 
the security staff subcontracted by Mediaset España they 
hold the official title of Security Guard which includes a 
training module on human rights (Social-professional area; 
Professional deontology, ethics and conduct of security 
staff). They are also obliged to undergo annual re-training 
which includes this area. Mediaset España requires the 
security companies they work with to be authorised by 
the Ministry of the Interior and all security guards to have 
a Professional Identity Card.

SPECIFIC GUIDES TO CONDUCT FOR THE SECTOR

   European regulation on broadcasting quotas (Directive 89/552/EEC).

   Guarantee of awarding of spaces.

   Agreement on Procedure for the Marketing and Management of Advertising  
Space on General Television.

   Best Practice Agreement for Advertising.

   Audiovisual Communication Act.

   Cinema Act.

   Code of Self-Regulation of Television Content and Children.

   Advertising Code of Conduct

   Code of Self-Regulation of food advertising aimed at children, 
prevention of obesity and health (PAOS Code).

   Code of Ethics of electronic commerce and interactive advertising (Trust online).

   Principles of World Pact of United Nations.

   Deontological Code of Best Trade Practice for the promotion 
of children’s dietary products (October 2012).

   Code of Conduct on Commercial Advertising of Gambling Activities (June 2012).

   List of authorised declarations of health properties of foods other than those concerning the 
reduction of the risk of illness and the development and health of children (in force Dec/2012).
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Despite the taking of all possible measures to ensure 
responsible broadcasting of content and advertising there 
are situations in which the procedures laid down have not 

been able to prevent possible situations of breach which 
have given rise to the imposing of penalties. The penalties 
imposed on channels of the group are listed below:

AE/TV 2/2012: advertising excess Telecinco, LaSiete and Factoría de Ficción Decision: 163,270€

AE/TV 3/2012: advertising excess Cuatro and Energy (tienda de Cuatro) Decision: 6,600€

AE/TV 5/2012: covert advertising Cuatro Decision: 355,132€

AE/ TV 7/2012: advertising excess Cuatro and Energy Decision: 251,866€

AE/TV 8/2012: advertising excess Telecinco Decision: 295,100€

AE/TV 9/2012: excess commercial  
breaks in films

Factoría de ficción Decision: 106,001€

AE/TV 11/2012: unsuitable classification Cuatro  Decision: 144,001€

AE/TV 12/2012: unsuitable classification LaSiete Decision: 217,001€

AE/TV 13/2012: covert advertising Cuatro Decision: 137,251€

AE/TV 16/2012: unsuitable classification Telecinco Decision: 50,000€

AE/TV 17/2012: advertising excess Telecinco and LaSiete Decision: 60,291€

AE/TV 19/2012: unsuitable classification Energy Decision: 26,000€

AE/TV 20/2012: advertising excess Cuatro, Divinity, Energy Decision: 315,897€

AE/TV 22/2012: advertising excess Cuatro Proposed decision: 427,003€

AE/TV 23/2012: advertising excess Cuatro Proposed decision: 65,900€

AE/TV 24/2012.2: advertising excess Telecinco and LaSiete Proposed decision: 90,860€

Details of penalty proceedings brought in 2012

Note: Penalties proceedings still in progress are not shown.
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Sustainable management of the  
supply chain

Mediaset España recognises the need to manage its 
supply chain in a sustainable manner, not only in terms of 
quality and cost but also social and environmental impact. 
For this reason contracts with suppliers have since 2010 
contained a clause which consists of an undertaking by 
them to: respect the employment and trade union rights 
of their employees, not to use child labour, reject any 
type of forced labour, prohibit any type of discrimination, 
comply with regulations on matters of prevention of 
workplace dangers, ensure the safety of their employees 

in the course of their work and expressly prohibit any 
conduct which involves corruption, bribery or extortion. 
The contractor also declares it will respect environmental 
regulations and promote the efficient use of limited 
resources such as energy, water and raw materials in the 
course of its activities.

The construction and preparation of the new building 
account for most expenses in 2012, followed as in 
previous years by the hiring of IT services.  These services 
have been increased in particular by the migration to the 
new version of the office automation tool used in the 
organization.

Types of suppliers

Other supplies

Programme audiences

Transport

Receptionists, auxiliary staff

Cleaning

Security

Dining areas

Travel

Works and maintenance

Professional services

Production services

IT services 

2.0% 

3.7% 

2.0% 

1.5% 

3.3% 

3.2% 

3.0% 

10.8% 

28.0% 

11.6% 

10.1% 

20.7% 
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All suppliers are local with the exception of content 
broadcasting rights ones. The criteria followed to 
determine whether a supplier is local or international 
is based on the origin of its TAX ID instead of last 
year´s criteria that responded to the place where the 
headquarters were located. The inclusion in contracts of 
the clause referred to above on compliance with certain 
ethical, social and environmental standards in addition 
to compliance with current regulations seeks to ensure 

that suppliers, whichever sector they come from, are 
committed to the values which guide the conduct of 
Mediaset España.

With regards to content broadcasting rights suppliers, 
23% are Spanish suppliers and 77% are foreign suppliers 
of which 22% are based in Europe and 76% in the USA 
and Canada and 2% in Australia.

FRANK DE LA JUNGLA

Producer:  Molinos de Papel

The herpetologist and member of the animal guardian association of Thailand Frank Cuesta visited the jungle of 
Costa Rica in 2012, looking at the diversity of animal life of this large and fertile country, and the vast region of 
Mongolia, and the animals of the boreal forests. 

Animal life and its environment was respected throughout the making of the programme and visits to national 
parks were made in the company of guides and natural history experts familiar with the area.

DESAFÍO EVEREST

Producer:  Zanskar Producciones

In 2012 a group of ten men and women with no experience of mountaineering accompanied the expert 
mountaineer Jesús Calleja on one of his most thrilling adventures in an attempt to reach Camp 3 on Everest. Their 
time together, the respect they showed for the environment and nature, their discovery of and relations with 
other peoples and customs, they way they overcame their own fears, their feelings of solidarity and enormous 
effort were all fundamental values in the reaching of the final goal.

Filming was carried out in strict compliance with regulations on employment, the environment and filming permits, 
with all material introduced into the area having to pass through rigorous controls. The moving of material was 
organised in the same way as high altitude expeditions, by way of a registered company, all contracts with sherpas 
and high altitude personnel having been scrutinised. The doctor for the expedition, Ángel Gutiérrez, travelled 
with more than 150 kilos of medical material and treated at least 40 local people who visited his improvised 
consultancy.

The film crew stayed in refuges designed for mountaineers while the participants lived with the inhabitants of 
each village, generating income for local people who also helped as guides and took part in a number of tests 
which also enriched the cultural interchange.
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DESAFÍO EXTREMO

Producer:  Zanskar Producciones

Jesús Calleja visited locations of particular beauty or tradition from the Antarctic to the Picos de Europa, passing 
through the Congo or the Bahamas, emphasising the defence of the environment, the need to preserve it and the 
traditions of the local population in the development and protection of their own spaces.

In their visit to protected natural spaces the crew made up of Jesús Calleja and a cameraman carried out the 
shooting following a strict protocol for the preservation of the environment; when working with animals the team 
was accompanied by experts at all times who decided how they should behave to avoid causing stress to the 
animals, their young or their habitat. 

PERDIDOS EN LA TRIBU

Producer:  Cuatro Cabezas

Three families travelled from Spain visiting three of the most remote tribes on the planet to live with them, adapt 
to their customs and have an unforgettable experience of integration with them, abandoning the comforts of 
their western lifestyles to discover and share the territories and the tribal customs of each village, their values and 
social structures, their idiosyncrasies, their cuisine and their ceremonies. 

The production had all necessary permits both from the tribes in which the programme was recorded and 
from the official and diplomatic authorities of the countries in which the programme was produced. The tribes 
were approached with the assistance of guides and local contacts to make arrangements and ensure ease of 
communication. At the same time local people were hired wherever possible and co-operation was given to 
charitable and non-governmental organisations working in the area which requested it.

Data protection

Measures designed to reinforce the basic provisions laid 
down by the Data Protection Unit in previous years have 
been extended in 2012, the scope of its activities having 
been extended to the increased number of companies 
making up the Mediaset España Group. 

As a result of this effort and the work carried out the 
function of the Data Protection Unit has come to be seen 
as necessary for ensuring responsible management of the 
business for users, viewers and customers. This works 
rests on three pillars the most important aspects of which 
are set out below:

I. Co-operation with the Spanish Data Protection 
Agency (Agencia Española de Protección de Datos or 
AEPD) in demonstrating and explaining its function to 
the public. 

In line with the commitment of Mediaset España to privacy 
and data protection there has been frequent contact with 
executives of the AEPD throughout 2012 and ways of 
co-operating have been suggested. These have sought 
to promote co-operation alternatives designed to bring 
closer to viewers the work and activity of the AEPD 
protecting their privacy of data and rights.
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An example of this is to be found in the interview with 
the director of the AEPD Mr. José Luis Rodríguez Álvarez 
shown on the website of Informativos Telecinco which 
attracted a large audience and many hits from browsers. 
In this interview Mr. Rodríguez Álvarez emphasised among 
other matters the risk involved in making personal data 
available on the internet or the actions of the main search 
engines as regards data storage and the right to forget.

II. Process of computerisation of data protection  
management.

The initiative to automate all of the processes relating 
to compliance with the regulations under the Data 
Protection Act was successfully completed last year with 
the creation of the hierarchical structure of the group and 
its subsidiaries which speeded up management and made 
it more flexible. Thus the Information Security Area has 
been reinforced with a new incorporation the purpose 
of which is to increase, if that is indeed possible, the 
efficiency already achieved, bringing it to public attention 
that personal data is being given greater protection all 
the time.

The new measures laid down last year for all companies 
of the group and their centralised management, as well as 
the involvement and co-ordination of the different areas 
which work in the Data Protection Unit, have provided 
greater rigor and practicality. This has allowed good 
formal communication with the AEPD and the detection 
of possible irregularities correctable in record time.

368 requests from users concerning their personal data in 
exercise of their Arco rights (access, rectification, cancella-
tion and opposition) were correctly attended to in 2012.

III. Success in the handling and procedures 
of alleged infringement of rights. 

The strict internal procedures on matters of data 
protection in existence in the Mediaset España Group, 
centralised in the Data Protection Unit, are an effective 
tool in compliance with applicable regulations and the 
reduction of legal disputes in such matters.

To the fact that no claim has been presented against any 
of the companies of the group in 2012 must be added 
the decisions in favour of Mediaset España given in the 
same period.  

The Participation Department of Conecta 
5 and the Data Protection Unit of Mediaset 
ensure that the exercise of rights is attended 
to quickly and in the correct form.  

THE INTERVIEW WITH MR. JOSÉ 
LUIS RODRÍGUEZ ÁLVAREZ CAN BE 
ACCESSED VIA THE FOLLOWING LINK:

http://www.telecinco.es/informativos/
tecnologia/datos-Red-llaves-acceso-
privada_0_1439550494.html

Favourable decisions in 2012:

(i) Two decisions to dismiss (D nº 1296/12)  
given by the AEPD in penalty proceedings 
initiated by Mr. Enrique Iglesias and Ms 
Anna Kournikova against Mediaset 
España Comunicación SAU and Conecta5 
Telecinco SAU, respectively; 

(ii) Judgment of the National Court of Appeal in 
appeal 864/2010 brought by Mediaset España 
Comunicación SAU against the decision of 
the Director of the AEPD of 29 September 
2010 given in proceedings PS/00222/2010, 
in which it was decided to annul and 
cancel the penalty imposed in the penalty 
proceedings before the public authority.

http://www.telecinco.es/informativos/tecnologia/datos-Red-llaves-acceso-privada_0_1439550494.html
http://www.telecinco.es/informativos/tecnologia/datos-Red-llaves-acceso-privada_0_1439550494.html
http://www.telecinco.es/informativos/tecnologia/datos-Red-llaves-acceso-privada_0_1439550494.html
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This year Mediaset España has maintained its social commitment by broadcasting content 
with a strong social impact in the form of specific campaigns and programmes designed to 
encourage social and sustainable values without overlooking the need to entertain. It has 
also responsibly managed its content giving news coverage to matters of social interest, 
offering different perspectives  on the questions dealt with so as to retain journalistic 
impartiality and contribute to better understanding and the creation of critical thought 
on the part of the audience, making content accessible and ensuring that ethical standards 
are respected.

The Mediaset España Code of Ethics deals with the principles which are to govern 
journalistic activity, laying down the need for journalists to carry out their work in 
strict compliance with the principles of accuracy, objectivity and independence in the 
information they present. In the same way they must respect in their work the principles 
of freedom of expression and information, professional secrecy and non-discrimination.

Mediaset España is fully conscious of the ability 
of television to influence the promotion of civic 
values, habits of consumption, cultural diversity 
or the raising of environmental awareness. For 
this reason in the selection of the content it 
broadcasts it includes not just the entertainment 
content its audience wants, it also makes room for 
the educational and informative content which 
contributes to stimulating critical and informed 
thought on the part of its audiences.

OUR  
CHANNELS
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Mediaset España pays great attention to the values of 
plurality and diversity of sources of information and the 
participation of the various sections of society, including 
them both in its news coverage and in its discussion 
programmes in which it seeks a balance of different 
beliefs and opinions. This is the case with El Gran Debate, 
the political roundtable of Ana Rosa or the discussions on 
Las Mañanas de Cuatro.

Innovation in the creation of content is a fundamental 
value for Mediaset España and is indispensable for 
maintaining its leadership in the audiovisual sector. For 
this reason the R+D Department - which forms part 
of the Content Production Division - works hard and in 
constant contact with the production and distribution 
companies to keep up to date with all new developments 
occurring in Spain and at international level, looking at the 
new trends and examining the new products which come 
along in order to decide whether to include them in the 
Group’s programme schedules. 

Mediaset España has developed and implemented a 
pyramidal control structure to assess and monitor the 
creation of content and its compatibility with the values 
of the company and the Code of Ethics. 

Mediaset España’s control over live programming is by 
way of daily monitoring meetings between the channel’s 
executives and the producers of the programme. These 
meetings deal with any aspect relating to the programme 
ranging from the content to be shown to complaints 
received and the images and captions to be used. 

Other programming is also subject to control systems run 
by Mediaset España which begin with conveying to the 

producers the guidelines on the content of programming. 
Later once the programmes have been created and 
submitted by the producers Mediaset España views them 
to assess among other things their compliance with the 
guidelines, the Code of Ethics, respect for human rights, 
the rights of children and the right to privacy. Once this 
assessment has been made its findings are conveyed to 
the producers for them to adapt the content accordingly 
and then submit the programme to Mediaset España 
again for further analysis and assessment.

In the case of programmes featuring children such as 
Supernanny in addition to the controls referred to 
above the programme is sent for approval to the Child 
Protection Authority prior to be being broadcast. 

In addition to these regular procedures there are meet-
ings of the Self-Regulation Committee every three 
months at which those in charge of programming and the 
producers deal with any complaints or demands which 
have been received. 

In order to adapt the quality of the content shown to the 
audience’s expectations Mediaset España holds regular 
meetings to analyse programming and audience figures, 
as well as commissioning market research surveys on 
television content from independent companies. These 
surveys combine qualitative analysis with analysis of social 
networks together with other types of analysis used in 
the audiovisual sector. 

The qualitative analysis assesses among other questions 
the content of the programmes, their sections, the 
behaviour of the presenters and the contributors, the 
image they convey, and the stories of the serials and 

The Mediaset España Code of Ethics contains the principles of accuracy, objectivity and journalistic 
independence in reporting  and respect for the principles of freedom of expression and information, 
professional secrecy and non-discrimination.
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their actors. In terms of analysis of social networks there 
are studies of the activity and comments generated on 
them to find out the opinions of viewers on the content 
which has been shown, assess the positives and negatives 
encountered and adapt the programmes accordingly. For 
example in programmes such as La Voz the audience’s 
reaction was used in the development and content of 
the programme in order to broadcast content as close as 
possible to its preferences.

The carrying out of surveys on the degree of awareness 
of the network’s themed channels or the positioning of 
the various channels on the television remote control 
also form part of the analysis carried out in order to align 
the television offering to the audience’s expectations.

Editorial independence is adamantly defended by 
Mediaset España, which has control mechanisms designed 
to prevent governmental, technical or any other type 
of interference in the creation of content. An example 
of this was the case of the live television programme 
El Gran Debate and the discussion that dealt with the 
alleged making of illegal payments to senior figures of the 
political party currently in government. The programme´s 
producers were warned before the broadcast by the 
leaders of the party that they would be following the 
contents of the programme very closely. During the live 
broadcast, the producer received a registered fax from 
the directors of communications of the political party 
in question, warning the station of possible future legal 
proceedings. The executive production immediately 
contacted the Department of General Content within the 
company, and after having informed the Chief Executive 
Officer, the station decided to inform the audience – 
during the live broadcast – about the possible intent of 
broadcast control. This procedure describes Mediaset 
España´s approach toward situations that may attempt 
to interfere with its editorial independence among any of 
the Group´ stations.
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ENTERTAINMENT AND SOCIAL IMPACT PROGRAMMING 

This channel is the television leader in terms of audience, based on programming which seeks to be a vehicle for  
entertainment, knowledge, recognition of effort and at the same time of social co-operation. Its scheduling includes the 
following programmes:

El programa de Ana Rosa 

Morning magazine programme presented by Ana Rosa 
Quintana which has been the leader of morning viewing 
since January 2005 with its celebrity gossip, political 
roundtables and other cultural and news reports.

As in every year the programme has actively co-operated 
with all of the solidarity campaigns promoted by Mediaset 
España such as “Eres perfecto para otros” or “Quiero 
dar lo mejor de mí”, and with various social causes of 
Mensajeros de la Paz, solidarity initiatives of Cruz Roja 
and other citizen initiatives such as the “chain of favours” 
of Project Gloria, the charity kitchen in which two retired 
people feed an entire neighbourhood on the Canary 
Islands, the opening of the children’s charity kitchen 
promoted by the programme and of the family charity 
kitchen of Vallecas among many other solidarity initiatives. 
2012 also saw aid being given to Haiti with the opening 
of an integral assistance centre. 

El gran debate 

The programme presented by Jordi González burst into 
the scheduling in 2012 as a discussion programme on 
current affairs accompanied by investigation reports. In its 
first year of broadcasting it has made its name by offering 
critical analysis of the facts on offer, allowing all  the 
different voices raised on a particular topic to be heard, 
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making it possible for the audience to reflect and arrive at 
an informed opinion. 

At the same time the programme has shown signs of 
its strong social commitment, dealing with matters of 
general interest and publicising numerous solidarity 
campaigns, situations or events, and also co-operating 
in the promotion of the campaigns championed by 
Mediaset España such as “Eres perfecto para otros” or 
“Alas verdes”.

Hay una cosa que te quiero decir 

A programme of stories, of messages which were never 
given, of resolving conflicts, of declarations of love, of 
thanks, of emotional situations presented by Jorge Javier 
Vázquez, this is a programme designed to help people 
be a little happier by engaging in dialogue and having 
the conversations which were always left hanging in 
the air. There are usually celebrities in each programme 
who on many occasions are linked to surprises for the 
participants facing up to problems, inabilities, sickness or 
acts of solidarity.

La voz 

This programme presented by Jesús Vázquez has been 
the television phenomenon of 2012. Based on the idea 
that appearance, the body, the image are not the most 
important thing for succeeding in music, what counts is 
the voice. Contestants are chosen on the basis of their 
vocal abilities from “blind” auditions and to help them 
through a process of perfecting their technique have well-
known and popular figures from the national music scene 
as their coaches.

Pasapalabra 

In 2012 this programme presented by Christian Gálvez 
completed 1,500 editions combining culture and enter-
tainment and also offering the biggest jackpot in its history: 
1,524,000 euros.

Hospital Central 

This drama series revolving around the personal and 
professional lives of the workers of the fictitious Madrid 
Central Hospital completed 12 years on the air and 
showed its final episode in December 2012. 
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Having worked with innumerable social causes in 2012 it 
again teamed up with the NGO Global Humanitaria in 
two of its episodes to deal with the problem of child sex 
exploitation. For this the cast visited Cambodia to live and 
discover the reality of thousands of children who live and 
work on the streets of Phnom Pehn and who are easy 
prey for foreign paedophiles.

Tú sí que vales 

Talent show presented by Christian Gálvez in which 
people of all ages display their abilities before the public 
and the jury. In 2012 in addition to continuing to reward 
above all else the value of the work and the effort of its 
contestants it has had special programmes such as that 
dedicated to the youngest participants, the “minivales”, 
in which the winners were awarded study and training 
scholarships.

Qué tiempo más feliz 

Magazine programme presented by Mª Teresa Campos 
on weekend afternoons which presents great artists 
and celebrities of the past in order to acknowledge the 
work and the talent they shared with us and which on 
many occasions they still share with their presence on 
the stage. A family programme which transmits popular 
culture by way of memory. The programme has also 
actively supported the solidarity campaigns promoted by 
Mediaset España and has echoed other causes such as the 
fight against cancer or support for the Talita Foundation in 
its work for persons with special educational needs.

Sálvame 

Magazine programme presented by Jorge Javier Vázquez 
depicting current events from a humorous and relaxed 
perspective every afternoon from Monday to Friday. In 
addition to this unique and special view of day-to-day 
events the programme does not forget its social 
commitment and is the mouthpiece of numerous guests 
who tell of their causes, their problems or needs. In 2012 
the programme gave voice to a great number of people 
and / or families who suffer from a series illness (many 
of them considered rare diseases) and who need the 
help of the public to find a possible cure, as was the case 

with Cayetana and her skin disease, of Abraham and his 
bone marrow transplant, of Carlos and his disease of 
the metabolism, of Paco and the Cowden Syndrome he 
suffers from, of Eduardo and his Pfeiffer’s Syndrome, of 
Alberto and his undiagnosed ocular disease, of Nadia 
and her trichothiodystrophy and many other causes. 
The programme has also promoted the initiative “the 
solidarity bank”, a solidarity website where people ask for 
what they need at the same time as others offer their 
donations.
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This is a television channel aimed at young people with a programming model based on innovative entertainment 
programmes produced in-house featuring adventure formats, docu-realities, game shows, reports, coaching programmes 
and a careful selection of foreign fiction serials. Its programming includes:

Las mañanas de Cuatro 

Live current affairs programme presented by Marta 
Fernández, covering the political and social events of the 
day with interviews, reports and analysis. The discussion 
section, featuring journalists, writers and intellectuals of 
all shades of opinion, reflects on the main news of the 
national and international scene. In 2012 the programme 
has echoed the causes promoted by Mediaset España 
such as the “Eres perfecto para otros” campaign by 
showing reports on receivers of organs and calling for 
organ donation, and has promoted other initiatives 
such as International Women’s Day, the campaign of the 
Spanish Association for the Fight against Cancer and that 
of the Red Cross among others.

Te vas a enterar 

Magazine programme on current political and social 
affairs presented by Jesús Gallego and Álvaro de la Lama 
which brings to the screen the complaints of the public, 
the indignation on the street, shedding light on cases of 
waste, tax evasion, illegal payments, the building of public 
works of doubtful usefulness and high cost, aggression 
against young people by “juvenile leaders”, the dangers 
of the “new drugs” or complaints of stolen children. The 
programme has also actively promoted the solidarity 
campaigns of Mediaset España.
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Callejeros 

Reports programme on daily life which gives ordinary 
people a say, where the victims of social injustice  find a 
way of making their voice heard. The programme’s remit 
has led it in 2012 to look closely at the crude reality 
many people are going through. Among its reports “Paso 
hambre”, “Hijos de la crisis”, “A mí no me pagan” or  
“¿Sanidad enferma?” stand out which have recorded the 
testimony (heartbreaking in many cases) of those caught 
up in shocking situations because of the current economic 
crisis. The programme has also noted the innumerable 
signs of public solidarity which have arisen as a response 
to this dramatic situation.

Callejeros viajeros 

Reports programme from around the world which 
shows the different sides of a single destination with a 
particular way of portraying the scene and its inhabitants. 
In 2012 it has also dealt with the subject of wild animals, 
promoting their defence, the hidden tribes of the world, 
and concern and respect for the preservation of nature 
and the conservation of natural environments in danger. 
Its reports have included: Los últimos gorilas, Tribus de 
Etiopía, Garífunas de Honduras, Costa Rica salvaje and 
Groenlandia.

Conexión Samanta 

Samanta Villar immerses herself in the private world of 
the subjects of her reports to give a unique view of each 
one of them. In the days prior to an important event in 
their lives she enters their private space to show their 
most unfamiliar sides previously unknown to the public. In 
2012 Samanta has uncovered the reality of different areas 
of society in reports such as “Pagando por niñas” on the 
situation of young people obliged to become prostitutes 
in South America, “Trasplantes”- the feelings of organ 
donors and recipients in the process they face, “Vientre 
de alquiler”- the experience of becoming a parent as a 
result of surrogate motherhood, or “Generación perdida” 
on the situation of unemployed young people who have 
no way out.
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21 Días 

For 21 days the journalist Adela Úcar experiences for 
herself the life of the people featured in each programme. 
Using the slogan “because telling it is not the same as living 
it” the presenter faces the task of taking on personally 
side-by-side with some of their participants the subjects 
which awake the most interest in society today. In 2012, 
Adela entered into the lives of Spanish people who have 
had to emigrate due to the economic crisis in “21 días 
buscando trabajo fuera de España”; experienced the risks 
of addiction to gambling “21 días en la piel de un jugador”, 
reflecting on the family and social consequences such 
addicts have to face, and learnt of the difficulties and risks 
of jobs considered “extreme”.

Hermano mayor 

Programme which deals with the experiences of a group 
of young people who are on the point of losing their 
psychological balance, turning it into an opportunity to 
re-build their lives. Pedro García Aguado and his associates 
study each case and deliver some harsh shock therapy; 
the therapist explores the factors which have brought 
these young people to what is in many cases a desperate 
situation.

Supernanny 

Coaching programme in which the psychologist Rocío 
Ramos Paúl assists families who need help with the 
behaviour of problem children. The programme stands 
out for its educational value encouraging dialogue and 
respect in the family. The film crew stays with the families 
for between two and three weeks depending on the 
needs of each case adapting filming to family routine 
without interfering with the children’s daily activities or 
their normal timetables.

Padres lejanos 

A novel form of coaching programme in which six 
parents and their children undertake a long journey trying 
to rediscover each other and re-build their shattered 
relationships. Manuel Díaz, “El Cordobés”, helped by a 
team of psychologists and therapists specialising in family 
problems, take these families on a demanding journey of 
200 km on horseback through Patagonia in Argentina in 
search of the solution to their problems. 
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Diario D… 

Investigative and social complaint programme presented 
by Mercedes Milá which seeks to achieve a double objec-
tive: denounce injustice and mediate with the authorities 
in search of solutions.

In 2012 coverage was given to dumping in the Ría de Ferrol 
and its consequent effects on the work of the seafood 
gatherers; the situation of the Centre for the Disabled 
of Cuidad Real “La Solana” which has not received any 
money from the local government of Castilla la Mancha 
for months and is therefore unable to pay its employees; 
the existence of an illegal tip in Ciudad Real in a military 
pipeline with the resulting risk to the population; various 
reports on the Plataforma de Afectados por la Hipoteca 
in its protests against evictions of the needy or reports 
on those who lost out by buying preferential shares  
in la Caixa.

The channel of the second chance, providing a new opportunity to enjoy the best programmes of the other Mediaset 
España channels and with additional and exclusive content, showing the programmes and causes of greatest social 
impact such as Reporters, Dario de…, Callejeros, Hay una cosa que te quiero decir, La Voz, Tú sí que vales or Supernanny 
among others.
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The essence of this Mediaset España themed channel is fiction and its greatest commitment is to offer the best series 
for all viewers. In 2012 FDF went with humour and in addition to showing great successes such as “La que se avecina”, 
“Aide”, or “Friends” has also introduced other quality comedy programmes such as the following:

New Gil

American television series starring Gooey Decanal 
featuring the life of Jess Day, a primary school teacher 
who after breaking up with her partner decides to move 
away and live with three young guys. As their friendship 
develops they begin to form a delightful and dysfunctional 
“family” with a daily life not free of its difficulties.

Uno para todas

A sitcom in which the marketing director of a sports 
shop has his life turned upside down when he obliged to 
take more responsibility for his family and take charge of 
the website of the company he works for. 

Apart from series FDF remains committed to cinema 
and cultural development with the showing of various 
“Making of ” programmes of films as successful as “Lo 
imposible” or  “Las adventures de Takeo Jones”. 
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The children’s commercial channel of Mediaset España, it concentrates its content on entertainment and education 
programmes for little ones. Its programmes include:

Be Boing

Be Boing, presented by Marta Simonet, is more than a 
game show; it is a place in which to live the Boing world 
and the adventures of its characters to the full. Labyrinths, 
forests, videogames, races, jumps, laughter, music, dogs, 
cats, mice, where in each programme three pairs of best 
friends face up to the challenge.

Play sports

A gameshow to be enjoyed as a family in which sport and 
competition are the main protagonists; the list of winners 
grows from programme to programme with the two 
teams with the highest points over the season meeting in 
the final show to contest the grand prize.

Lazy Town 

A series about the life of Stephanie, an optimistic little girl 
who has moved to LazyTown to spend some time with 
her uncle Milford, the mayor of the town. The programme 
promotes, among other values, the importance of leading 
a healthy life, eating a balanced diet, playing sports, being 
generous, civil, loyal and respectful of others.
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Desayuna y merienda con Boing

Programmes produced by Mediaset España and Turnen 
which seek to send a positive message to young children 
on the keys to healthy eating and habits at breakfast and 
lunch. 

Juegos en familia 

Family game show presented by Emilio Pineda for enjoying 
board games in giant version and with all of the family, and 
which demonstrates how important it is to behave well, 
get to know the family and work as a team.

The first channel to come out of an internet portal (divinity.es) has celebrated its first anniversary and has become 
established as the leading channel for young urban women. Its programming includes a leading catalogue of series aimed 
at female audiences, programmes containing cinema and a generous offering of American reality and factual shows. The 
channel also repeats leading programmes from the other channels of Mediaset España. The following stand out:
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World´s greenest homes 

The programme shows how luxury and ecology can live 
under the same roof. The most spectacular ecological 
houses are brought to light, real palaces made from 
recycled materials to preserve and care for the planet.

Opera Prima- el documental 

This programme records the process of development 
of an opera. A metaphor for life, an excuse for mentally 
handicapped pupils to gain their independence, the 
friendship between them is strengthened and we see 
day-to-day life in this type of educational centre.

Los asaltacasas 

Canadian programme presented by the couple Collin 
and Justin who transform and decorate homes using 
ecological and biodegradable materials as a constant 
backdrop.

Tu estilo a juicio  

Acceptance of oneself, self-esteem and personal 
development are key elements in this Canadian reality 
show which shows the physical changing of people in the 
care of a team of specialists. In many of its episodes the 
presence of psychotherapists who encourage personal 
cultivation contribute to the positive message of this 
programme.

Divinity has always been a socially committed channel 
showing programmes and special broadcasts which 
reflect this spirit of a modern channel which connects 
with the needs and desires of its viewers. Thus it has 
supported a long list of social causes such as the fight 
against breast cancer, the integration of disabled people 
or the promoting of equality without regard to sexual 
orientation.
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Ciudades bajo tierra

Beneath the surface of the great cities, where skyscrapers 
and great buildings dominate the landscape, there is a 
subterranean metropolis with a fascinating history which 
is uncovered by “Ciudades bajo tierra”, a super-production 
which reveals all that is hidden under the most important 
cities of the world. A programme which discovers our 
history and culture with the latest techniques of digital 
animation and 3D recreation.

Tesoros de Hollywood 

A programme which follows the steps of Joe Maddalena, 
the greatest auctioneer in the world of original films 
and television memorabilia, trying to assemble the best 
collection from pop culture and show business in the 
history of Hollywood, uncovering personal collections, 
costumes used by celebrities, original cameras used in 
unforgettable films or the locations in which those films 
were made.

Atrapa un ladrón 

What security features does a house have? Are they 
reliable? The factual programme “Atrapa un ladrón” shows 
viewers the vulnerability of each house with images of 
simulated burglaries carried out by ex-convicts, showing 
viewers ways and mechanisms to make their homes safer.

In 2012 the channel dedicated to the urban male audience completed its first year on the air offering sports programmes, 
foreign series, action cinema, adult viewing and docu-reality shows. Programmes include:
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Los timadores 

British reality show revealing the methods of fraudsters 
and thieves and teaching viewers not to be too trusting 
and always to be on the alert. The images of strategically 
positioned hidden cameras show how the team made up 
of an expert gambler and trickster, a woman who tries 
to distract her victims and a conjurer manage to get the 
better of even the most suspicious in a variety of situations. 
Theft and fraud, with credit cards and cash machines, card 
tricks, stealing from fruit machines, fraudulent betting and 
computer crime are all part of the bread and butter of 
these artists of deceit.

Cazadores de mitos 

They have 30 years experience in special effects but Adam 
Savage and Jaime Hyneman not only question myths, they 
refute them. In each episode these two experts put myths 
to the test and try to prove them, or not, and in particular 
show us that science can be great fun.

Since its official premiere with the showing of the 
awarding of the Balon d’Or in 2011 Energy has shown 
numerous sporting events, many of them exclusive or 
supplementing the offering of the other Mediaset España 
channels. Among other events it has shown the European 
Football Championship of 2012; the UEFA Europa League; 
the NBA; the World Motorcycling Championship with 
exclusive broadcasts of training, qualifying and reports; the 
Roland Garros with exclusive showing of matches, and 
other programmes such as matches from the Kings Cup 
and featuring the Spanish national football team, the Volvo 
Ocean Race, the Campeonato de España de Velocidad, 
the Beach Volleyball World Tour and many others.
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In 2012 the news desks of Mediaset celebrated the second 
anniversary of the merger of the news programmes of 
Tele5 and Noticias Cuatro, having successfully ensured that 
both programmes remain differentiated and independent 
from an editorial point of view while at the same time 
improving content quality thanks to the synergies of the 
two channels. Pluralism and diversity are the clear message 
in all of the news broadcast by these programmes.

2012 has been a year marked by the economic crisis and 
the news programmes of both channels, committed as 
they are to fundamental social values, have recorded the 
sacrifices of the public confronted with the worst year 
this century, both dealing with a common subject-matter 
although maintaining their own editorial policies.

Thus coverage has been given to subjects which affect 
people who have serious problems in their day-to-
day lives. Unemployment, cuts to health and education, 
evictions, the employment law reform, the reform of 
pensions, the raising of VAT, the introduction of court fees, 
people affected by preference shares, the collapse of the 
car industry, the reform of the regulations on domestic 
employees, the fall in consumption, the closure of small 
businesses, industrial disputes in many companies, redun-
dancy programmes in prominent Spanish companies, 
job losses in the banking sector, the restructuring of the 
financial sector, the rise in risk premiums, the bail-out 
of the banks, the crisis of the euro, the fall in the stock 
market, have all been matters dealt with by both news 
programmes, which responds to warning calls by anony-
mous persons and non-governmental organisations.

Aware of the growing current demand for information 
Mediaset España launched the campaign “Toma la 
palabra” in all of its current affairs programmes to give a 
voice to the public and publicise social protest, in order 
to dispel doubts and throw light on some of the matters 
causing greatest concern in society. 

Committed to fundamental values and to news with the 
greatest social impact the news programmes have looked 
for the stories behind the economic data: from how 
children understand and suffer their parents’ problems to 

NEWS: INFORMATIVOS TELECINCO AND NOTICIAS CUATRO

how a child views an eviction from its own home, the 
physical and mental scars of the unemployed and those 
who lose their homes and how little by little the public’s 
quality of life has deteriorated. It has also been shown 
how family support, particularly that of grandparents, has 
been the salvation of many people in recent months. 

Elderly people have also been heard from telling of how 
their standard of living has fallen, and immigrants who 
have lost social and health insurance. Various reports 
have told of the virtual disappearance of the law to 
protect the dependent and how this has meant a serious 
deterioration of the quality of life of dependent persons 
and their carers. 

Also conscious that Spain needs to move forward both at 
home and abroad Mediaset España launched the campaign 
“Spain: work, innovate, compete” in support of national 
brands which triumph abroad. The news programmes 
of the two channels featured various reports which 
acknowledged the effort, the organisation, the creativity 
and the investment of the leading Spanish brands which 
help to raise Spain’s profile abroad. 

Health and education have been hard hit this year and 
frequently a prominent subject of coverage on news 
programmes, with the cuts, imposing of new charges and 

OWN CAMPAIGNS:

“Toma la palabra”

“España: trabajar, innovar, competir”

“Eres perfecto para otros”

“Alas verdes”

“Quiero dar lo mejor de mí”
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withdrawal of subsidies and investment having give rise to 
numerous strikes and mobilisations.

In association with the National Transplants Organisation 
Mediaset España led the campaign “Eres perfecto para 
otros” promoting organ donation and transplant; a 
campaign which won the Award of La Fundación Renal 
Alcer. Various reports were broadcast in all editions of 
the news programmes to make viewers aware of the 
importance of donating organs to save lives in danger. 

Other stories which shook the public and which were 
covered extensively by the news programmes of Mediaset 
España in 2012 were the tragedy of the Madrid Arena, 
the shooting in El Salobral, the Bretón case and the case 
of the “stolen babies”.

The environment has been a subject of constant attention 
in the news programmes of Mediaset España. Prominent 
in this regard were the reports on the energy savings 
which can be made by any member of the public or the 
“Alas verdes” campaign, a campaign by “12 meses 12 
causas” to make the public aware that the sum total of 
little daily acts for the preservation of the environment 
contributes to the general benefit and represents a saving 
for the domestic economy. 

News programmes have once again this year given 
wide coverage to road traffic and traffic accidents, both 
in terms of driver awareness and the featuring of road 
safety campaigns, work which has been recognised with 
the Línea Directa road safety journalism award.

The news programmes of Mediaset España offer news 
transparency without governmental, political, technical or 
economic interference or control. 2012 has been a busy 
year in terms of elections: the Catalans, the Basques, the 
Galicians, the Andalusians and the Asturians have all had 
dates with the ballot box. News coverage has followed 
the various election campaigns with particular emphasis 
on polling day. 

The image of the Crown has also been a subject of 
interest on the news programmes with singular situations 
such as King Juan Carlos apologising for going hunting in 
Botswana or Iñaki Urdangarin being questioned in the 
Nóos case.

Echoes of the wave of indignation of the previous year 
have been heard in the streets in 2012 and popular 
movements such as Coordinadora 25-S to “surround 
parliament”, the “white tide” in the health service or the 
“green tide” in education have occupied considerable 
time in news broadcasts.

SUPPORT FOR POPULAR SOLIDARITY INITIATIVES:

   A priest in Bormujos asked 
his parsihioners instead 
of bringing flowers to the 
town’s statue of the Virgin 
Mary to bring food, clothes 
and toys for families in 
need - an initiative which 
was copied by other 
congregations in the area.

   Charity kitchen of the 
neighbourhood association 
of Santa Coloma in which 

various volunteers work 
distributing food to 
hundreds of neighbours.

   Store for the unemployed 
in Santander where food 
is given out at low prices 
or free to those who are 
without income and have 
children to look after.

   Father Ángel and his charity 
kitchen in El Rastro for 
children of the area.

   Theodora Foundation caring 
for children with cancer.

   Luis Olivares Foundation 
which cares for children 
with serious illnesses.

   The Cáritas campaigns 
for donation and 
collection of food.
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Nor should the impact of political corruption in 2012 be 
overlooked, a subject which has repeatedly appeared in 
news bulletins.

In foreign news the news programmes of Mediaset 
España were the only ones to cover the civil war in Syria 
from inside the country, from the city of Homs. Other 
events have also been in the news such as the elections 
in the USA, Greece, Egypt and Venezuela; the Israeli offen-
sive in Gaza, the visit of Pope Benedict XVI to Cuba, the 
nationalisation of Repsol in Argentina, the celebrations of 
the jubilee of Queen Elizabeth II, Hurricane Sandy or the 
shootings in Newtown, Colorado or Toulouse.

To end the year Mediaset España launched the Christmas 
campaign “Quiero dar lo mejor de mí”, a solidarity 
initiative in association with Mensajeros de la Paz to 
encourage the public to co-operate with the assistance 
projects of NGOs to help the less fortunate. News 
programmes contained a number of videos following the 
campaign closely and providing incentives for the public 
to co-operate in the cause. 

SUPPORT FOR CAMPAIGNS ON RARE ILLNESSES.

   That of Cristina- a Valencian mother who collected funds for the Príncipe Felipe Research Centre to 
continue investigating the “rare” illness that affects 13% of the population and which her daughter Paula 
suffers from, research having been halted due to cutbacks. 

   Children’s Foundation against pulmonary hypertension, with its campaign selling badges and bracelets 
to help continue research. 

   The Agnosia Visual Foundation promoted by Esther, a young woman from Cuenca who has an illness 
which prevents those who suffer from it from identifying what they see, and who thus depend on a Gps 
in their everyday life.
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“12 MESES” IS 12 YEARS OLD

In 2012 the initiative “12 meses, 12 causas” completed 
12 years supporting and promoting solidarity initiatives 
of social awareness and carrying out campaigns in favour 
of the least fortunate. More than 100 causes have been 
supported over those years which have brought 45 
awards and recognitions, such as the Gold Medal of the 
Cruz Roja, the Unicef Award and various awards from the 
Institute for Women among others. 

In these first 12 years “12 meses” has fought against 
domestic violence, cancer, drug addiction, school bullying, 
pirate copying, has encouraged reading, sport, music, 
healthy living, proper eating, gender equality, careful 
driving, a healthy sex life; it has given support to the elderly, 
children, those living with Alzheimer’s disease, women 
suffering from abuse, people discriminated against among 
many other initiatives. Throughout this time “12 meses” 
has grown and developed with the needs of society, 
appealing to the conscience of the public with positive 
messages with a view to changing attitudes.

In 2012 the calendar has ceased to set a timetable for 
“12 meses” in terms of the number of causes to be 
supported, the programme having gone on to develop 
far-reaching initiatives with tangible results, centring its 
efforts on large-scale projects such as the following:

Awareness campaign in association with the National 
Transplant Organisation in which Mediaset España has 
opened all of its channels of communication with the 

public in order to contribute to encouraging a culture of 
organ donation, increase the number of donors in Spain 
and act as a spokesman for the priority needs of the 
National Transplant Organisation.

The initiative has had the involvement of the most 
well-known faces of Mediaset España appearing in the 
institutional spots as well as publicity co-operation and 
support from the news and current affairs programmes 
of Cuatro and Telecinco. 

The campaign has also had a presence on the internet 
by way of the website www.eresperfectoparaotros.com, 
featuring necessary information for potential donors by 
way of an FAQ section and the possibility of ordering 
an organ donor’s card issued by the National Transplant 
Organisation online.

“Eres perfecto para otros” set out with the double 
objective of encouraging potential donors, helping them 
to take the important decision of asking for a donor’s card 
from the National Transplant Organisation, and helping 
them to see the importance of informing their family of 
their wishes, whose authorisation is essential when the 
time comes.

The efficient work of solidarity of “Eres perfecto para 
otros”, for which Mediaset España was given the 
distinction of “Medio de Comunicación más Solidario” at 
the Solidarity Awards of the Insurance Industry, received 
various awards in 2012 such as the Special Iris Award 
of the ATV, the Award for Best Social Project or Action 
of PUBLIFESTIVAL, the “Calidad de Vida” Award of the 
Asociación Andaluza de Trasplantados Hepáticos, the 
Social Integration Award of the Asociación de Personas 
con Discapacidad de la Provincia de Albacete (AMIAB), 
the ALCER Award for work promoting organ donation 
and transplants and the “Los Mejores de PR” Award of 
the internet portal PR Noticias for the best corporate 
social responsibility initiative on television.

WORKING THROUGH ALL OF OUR CHANNELS

	  

12 YEARS

MORE THAN 100 CAUSES

ESTIMATED COMMERCIAL VALUE 
OF THE INSTITUTIONAL SPOTS 
BROADCAST: 14 MILLION�

45 AWARDS AND RECOGNITIONS

http://www.eresperfectoparaotros.com
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The great success of the “Eres perfecto para otros” 
campaign has led Mediaset España to make it the 
driving component of “12 meses” and thus the website  
www.eresperfectoparaotros.com and the association 
with the National Transplant Organisation will be main-

tained throughout 2013 for receiving applications from 
new donors and continuing to encourage a culture of 
organ donation with new initiatives and campaigns to be 
developed in the future.

Cooperation agreement between Cruz Roja Española and Mediaset España for flag day 

	  

	  

	  

	  

	  

http://www.eresperfectoparaotros.com/
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Aware of the great power of social communication given 
to it by its leadership in the Spanish audiovisual sector 
and of the need to appeal for solidarity at a time at 
which many people are in tremendously difficult financial 
position, Mediaset España reached a co-operation 
agreement with Cruz Roja Española for which it put its 
communication powers at the service of this institution 
in order to encourage co-operation with the Flag Day 
event held in Madrid, Guadalajara and Andalusia on 10 
October last the takings from which went for the first 
time in their entirety to Spanish families in situations of 
extreme vulnerability due to the economic crisis.

Programmes produced in-house by Telecinco and Cuatro 
and their news programmes dedicated part of their 
content and reports during the days prior to the event 
to making viewers aware of the need to help in such a 
delicate socio-economic situation and of the social work 
carried out by Cruz Roja Española by way of its numerous 
solidarity campaigns. Despite the difficult financial position 
many people find themselves in the campaign on Mediaset 
España helped Cruz Roja increase its takings by 50% 
compared to the previous year.

“Alas verdes”: the environment always 
present on “12 meses”

“12 meses” put in motion in the summer of 2012 a 
new awareness campaign to protect the environment 
inviting viewers to become its essential participants: the 
“Ángeles Verdes”. By way of this campaign undertaken in 
association with Fundación Entorno, the leader in Spain 
in sustainable business development, Mediaset España 
has again sought to make the public aware that the sum 
of small daily acts to preserve the environment brings 
about general benefit and also means savings for the 
domestic economy, something to be borne in mind in 
the current situation. Reducing electricity consumption, 

making effective use of water, 
recycling what you throw away, 
finding new uses for used clothing 
and maintaining your surroundings 
were some of the ideas proposed 
by the campaign in order to earn 
the symbolic green wings given to 
those who take most care  for their 
environment. 

Using the slogan “If I win, the planet 
wins” Mediaset España launched 
three institutional spots featuring 
well-known faces from its channels 
which were broadcast by all of the channels of the Group. 
The news programmes of Telecinco and Cuatro and 
the in-house production programmes of both channels 
also offered reports on what can be done to preserve 
the environment and save money while the website  
www.alasverdes.com offered advice on how to become a 
“green angel”, with access to the tool for attaining green 
wings by way of a Facebook application to personalise 
your image and share it in the principal social networks.

Christmas campaign  
“Quiero dar lo mejor de mi”  

The Christmas campaign “Quiero dar lo mejor de mí”, 
an initiative in which Mediaset España joined forces 
last Christmas with Mensajeros de la Paz to encourage 
the public to take part in the assistance projects of the 
organisation to help children, the elderly, families and 
people affected by the economic crisis in Spain - groups 
which now represent 20% of the population which lives 
under the poverty line -, raised 78,643 euros from the 
65,536 SMS received.

	  

http://www.alasverdes.com
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Built around an institutional spot, a series of curtains 
broadcast until the end of the holiday season and the 
advice given in the content of various news and other 
programmes of Telecinco and Cuatro, “Quiero dar lo 
mejor de mí” has also had a virtual presence in the website 
www.quierodarlomejordemi.com, and in physical form 
in the various Christmas trees on the stages of various 
programmes of Telecinco and Cuatro where presenters, 
contributors and invited celebrities gave their best wishes 
for Christmas and the New Year.

The initiative, started by “El programa de Ana Rosa” with 
an interview with Father Ángel, founder of Mensajeros de 
la Paz, recorded 24,332 messages on its first day. “Quiero 
dar lo mejor de mí” has also had an internal impact at 
Mediaset España in the form of an internal solidarity 
campaign in which the company raised 8,818 gifts from 
a collection among its employees, which Mensajeros de 
la Paz gave away at Christmas to the children and elderly 
people it helps.

The Mediaset Group has been able to use the demand 
for new models of communication and social participa-
tion, putting various internet platforms at the disposal of 
viewers offering access to the programmes of the various 
channels. The internet platforms have also become instru-
ments to promote co-operation and social awareness on 
important matters of current affairs.

The content on the various websites of the Group 
comes mostly from its different television channels and 
therefore provides the same editorial independence, 
quality and pluralism as the content shown on television. 
The uploaded content must also have been read and 
approved by those in charge of the website.

Mediaset España uses various tools to facilitate audience 
participation and to ascertain opinion on the content 
of the Group’s websites. The participation mechanisms 
used include surveys and / or votes carried out by way of 
social networks - mainly Facebook and Twitter-, opinion 
spaces open at the foot of news columns, videos and / 
or photographs, e-mail accounts made available to users 

or what is called user generated content (UGC´s) – any 
space on the internet on which content from users or 
created by them is uploaded. 

A team of people specially assigned to the task 
examines all of the responses received, in some cases 
in co-operation with the producer of the content, thus 
ensuring an appropriate response to the demands of the 
audience. This team of people manages the mails received, 
answering or referring to the relevant departments those 
which require an answer. The integration of audience 
participation in content management is seen in the 
inclusion of the results of the votes to decide on the 
continuance or expulsion of participants in reality shows.

There is also an automated alert system which provides 
information throughout the day on what is being said on 
social networks about the content of Mediaset España, 
supplemented by the support of an outside agency 
which monitors comments made by users of the Mitele 
community, in order to avoid displaying comments which 
are disrespectful of persons and / or organisations.

MEDIASET ESPAÑA ON THE INTERNET

	  
Platform which shows the main news concerning the various web channels of Mediaset España and the social campaigns 
they promote.
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Toma la palabra

Social protest initiative launched jointly on the television 
channels and the website of Mediaset España, putting all 
of its power as a communications medium at the service 
of the viewer.

Protests have been aired on subjects including evictions, 
the mobilisation of health workers against privatisations 
and the closure of health centres, and unemployment.

http://www.mediaset.es/tomalapalabra/

12 meses

Digital coverage of all of the campaigns of this initiative 
which had its twelfth anniversary in 2012, including organ 
donation, caring for the planet, the search for funds for 
researching the Sanfilippoo Syndrome, the fight against 
AIDS or the fight against hunger.

http://www.telecinco.es/12meses/

Platform which offers the viewer the chance to enjoy 
cinema releases a la carte in addition to series, programmes 
and sport. 

The Original Version section offers foreign series and 
cartoons in their original language so as to encourage 
language skills.

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

This platform has promoted various social causes including 
that of the handicapped by way of the documentary 
“Ópera prima”, which follows the making of an opera by 
a group of mentally handicapped students, looking at their 
day-to-day lives and their education centre.

ht tp : / /www.mite le .es /progr amas-tv/espec ia les /
programas-especiales/opera-prima/

The online platform of Telecinco has promoted a number 
of social initiatives including:

Campaign to reduce water consumption “Que llueva, que 
llueva”

http://web.telecinco.es/quelluevaquellueva/

The presenter Ana Rosa Quintana and her team join 
the campaign “Somos”, an initiative of 25 Spanish NGOs 
forming part of the Asociación Española de Fundraising 
which seeks to promote a culture of solidarity. 

ht tp : / /www.te lec inco.es/e lprogramadeanarosa/
ana-rosa-quintana/ana-rosa-y-equipo-unen-campana-
somos_2_1425405130.html

The journalists Joaquín Prat and Cristina Tárrega promote 
a solidarity campaign to collect food for those most in 
need.

http : / /www.te lec inco.es/e lprogramadeanarosa/
equ ipo/ joaqu in-pr at -cr i s t ina- tar rega- recogen-
alimentos_2_1527255085.html

The online platform of Cuatro has also echoed various 
social initiatives including:

The journalist Sara Carbonero, an associate of Cruz Roja, 
joins Mercedes Milá to help with the emergency campaign 
“Ahora más que nunca” to extend the intervention of 
the NGO to another 300,000 in a state of extreme 
vulnerability.

http://www.mitele .es/programas-infantil/diar io-de/
temporada-11/programa-122/

The adventurer Frank Cuesta in his programme “Frank de 
la Jungla” denounces the illegal trade in animals. 

http://www.mitele.es/programas-tv/frank-de-la-jungla/
temporada-3/programa-24/

http://www.mediaset.es/tomalapalabra/
http://www.telecinco.es/12meses/
http://www.mitele.es/mitele-vo/
http://www.mitele.es/programas-tv/especiales/programas-especiales/opera-prima/
http://www.mitele.es/programas-tv/especiales/programas-especiales/opera-prima/
http://web.telecinco.es/quelluevaquellueva/
http://www.telecinco.es/elprogramadeanarosa/ana-rosa-quintana/ana-rosa-y-equipo-unen-campana-somos_2_1425405130.html
http://www.telecinco.es/elprogramadeanarosa/ana-rosa-quintana/ana-rosa-y-equipo-unen-campana-somos_2_1425405130.html
http://www.telecinco.es/elprogramadeanarosa/ana-rosa-quintana/ana-rosa-y-equipo-unen-campana-somos_2_1425405130.html
http://www.telecinco.es/elprogramadeanarosa/equipo/joaquin-prat-cristina-tarrega-recogen-alimentos_2_1527255085.html
http://www.telecinco.es/elprogramadeanarosa/equipo/joaquin-prat-cristina-tarrega-recogen-alimentos_2_1527255085.html
http://www.telecinco.es/elprogramadeanarosa/equipo/joaquin-prat-cristina-tarrega-recogen-alimentos_2_1527255085.html
http://www.mitele.es/programas-infantil/diario-de/temporada-11/programa-122/
http://www.mitele.es/programas-infantil/diario-de/temporada-11/programa-122/
http://www.mitele.es/programas-tv/frank-de-la-jungla/temporada-3/programa-24/
http://www.mitele.es/programas-tv/frank-de-la-jungla/temporada-3/programa-24/
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The “Callejeros” team in their programme “Buenos cora-
zones” feature persons without material resources who 
use what little they have to help the more disadvantaged.

ht tp : / /www.mi te le .es /progr amas- tv /ca l le jeros /
temporada-8/programa-316/

Internet traffic 2012

Visits Unique browsers

Total Monthly average Monthly average

528,784,112 44,065,343 13,044,782

66,415,320 5,534,610 3,584,841

27,198,486 2,266,541 1,097,224

155,725,967 12,977,164 4,037,174

Source: OJD - Audited data

Videos provided 2012 (1)

TELECINCO.ES CUATRO.COM MITELE.ES TOTAL MEDIASET

January 19,505 3,512 5,628 28,645

February 21,667 4,826 11,801 38,294

March 33,506 5,302 14,150 52,958

April 23,651 3,543 12,284 39,478

May 34,385 3,501 10,651 48,537

June 23,611 2,929 9,411 35,951

July 17,007 2,158 7,925 27,090

August 15,636 1,914 7,418 24,968

September 26,599 3,084 10,110 39,793

October 30,021 3,471 10,618 44,110

November 30,284 4,226 11,983 46,493

December 18,609 4,061 8,714 31,384

MONTHLY AVERAGE 24,540 3,544 10,058 38,142

TOTALS 294,481 42,527 120,693 457,701

(1) Data given in thousands

Source: Weborama (January-November) and Nielsen (December) 

http://www.mitele.es/programas-tv/callejeros/temporada-8/programa-316/
http://www.mitele.es/programas-tv/callejeros/temporada-8/programa-316/
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Websites with highest traffic in 2012  

BY UNIQUE BROWSERS BY VIDEOS PROVIDED

TELECINCO.ES CUATRO.COM MITELE.ES

Gran Hermano Deportes La Que Se Avecina

La Voz Sex Academy Aída

Mujeres y hombres y viceversa Cuarto Milenio Quien quiere casarse con mi hijo

Informativos Callejeros Los Serrano

La que se avecina Hermano Mayor La Fuga

Eurocopa Quién quiere casarse con mi hijo La Voz

Sálvame Perdidos en la tribu Hermano Mayor

Ana Rosa Noticias Cuatro Sex Academy

Tú sí que vales Padres lejanos Cinco Hermanos

Moto GP Perdidos en la ciudad Cuarto Milenio

Source: Weborama

Accessibility of content

Mediaset España maintains its commitment and its efforts 
to bring its programming closer to groups with visual or 
hearing impediments. Series, films and other programmes 
have been subtitled, translated into sign language or have 
had audio description. 

In 2012 the channels of Mediaset España broadcast 
32,759 hours of subtitled programming, which represents 
a 35% increase on the previous year. Although all of the 

channels have broadcast content in this format the one 
which offered most subtitled broadcasting time was Boing 
with 24 % of broadcasting in this format.

The news programmes of Telecinco and LaSiete have 
broadcast 424 hours translated into sign language, 
while LaSiete has broadcast 11 hours of documentaries 
translated into that language.

The series “La que se avecina” has also had 1,328 hours of 
audio description broadcast on Telecicno and FDF.

CONTENT MANAGEMENT
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Number of programmes broadcast in 2012 with subtitles, according to type of content and channel:

 TELECINCO CUATRO FDF DIVINITY LASIETE ENERGY BOING

CARTOONS  1     69

CINEMA 62 368 22 169 12 167 65

GAME SHOWS 8 6  2  1 6

NEWS 2 3   1   

MAGAZINE SHOWS 1 1   2 1  

REALITY SHOWS 2 1  1 5 4  

SERIES 16 27 48 26 3 19 8

TALK SHOW 7    6   

DOCUMENTARIES 2 4  31 3 17  

DOCU-REALITY  34  29 22 41  

GALAS 5   1 2   

COMEDY   2  3 1  

SPECIALS 1    2   

SPORTS EVENTS 10 4    3  

ZAPPING     1   

Subtitled broadcasting by each one of the channels of the Group:

 TOTAL 2012 Weekly average

TELECINCO 2,538 Hours 52 minutes 48 Hours 49 minutes

CUATRO 4,370 Hours 24 minutes 84 Hours 2 minutes

FDF 5,331 Hours 45 minutes 102 Hours 32 minutes

DIVINITY 4,726 Hours 10 minutes 90 Hours 53 minutes

LASIETE 2,781 Hours 30 minutes 53 Hours 29 minutes

ENERGY 5,033 Hours 12 minutes 96 Hours 47 minutes

BOING 7,987 Hours 30 minutes 153 Hours 36 minutes

 32,766 Hours 203 minutes
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1 In accordance with the modification of the system of classification of content of the Code of Self-Regulation carried out by the Self-Regulation 
Committee on 30 September 2011 and which came into force on 1 January 2012 the system of classification was updated eliminating the category 
of “not recommended for children under 13” and adding two categories:  “not recommended for children under 12” and “not recommended for 
children under 16”. 
2 For more information on the rules of the Code of Self-Regulation see  http://www.tvinfancia.es/Textos/CodigoAutorregulacion/Codigo.htm

Complaints presented and accepted

Complaints lodged

Complaints accepted

Source: Seventh Assessment Report on the application of the Code of Self-Regulation of Television Content and Children 2012

A positive trend is to be seen compared to previous 
years both in terms of complaints presented to tvinfancia 
and in terms of those accepted for processing by that 
organisation, complaints presented having fallen 61% for 
all channels and those finally accepted for processing 
having fallen by 65% compared to the previous year.

In the comparison with previous years it should be taken 
into account that for the first time only complaints sent 
by viewers directly to the website of tvinfancia have 
been included. This change in the procedure for receiving 
complaints may have had an impact on the final figures for 
complaints presented and accepted for processing.

120
12 31 71 37

359

216

128 128 172

22 17

1er Report 3er Report2º Report 4º Report 5º Report 6º Report

67
6

7º Report

Número de quejas presentadas por cadena

Source: Seventh Assessment Report on the application of the Code of Self-Regulation of Television Content and Children 2012

Telecinco Antena 3 Neox La Sexta La Siete La Sexta3 Cuatro

Nº OF 
COMPLAINTS 40 13 7 3 2 1 1

	   	  	  	  	  	  	  

Complaints made

Mediaset España’s commitment to the broadcasting of 
responsible television content is reflected in its compli-
ance with the Code of Self-Regulation of Television 
Content and Children for the promotion of responsible 
content and respect for and protection of the rights of 
children and young people. This Code is an agreement 
between the Spanish government and the main televi-
sion channels and lays down certain time slots in which 
the broadcasting of content unsuitable for children under 
the age of 121 is prohibited (violence, sex  and situations  
of conflict). 

The Group has developed and introduced management 
systems which ensure the strict application of the Code; 
despite this however the control and monitoring systems 
put in place have failed on some occasions causing 
complaints to be made of breach of the Code. In all cases 
in which this has occurred Mediaset España has adopted 
the necessary corrective measures.

An analysis of the application of the Code and its 
comparative development is possible based on the Annual 
Assessment Reports on the application of the Code 
of Self-Regulation of Television Content and Children 
prepared by the Self-Regulation Committee2.

http://www.tvinfancia.es/Textos/CodigoAutorregulacion/Codigo.htm
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Of the 67 complaints presented 40 refer to content 
broadcast by Tele 5; 13 to Antena 3 and the rest are 
distributed among Neox, La Sexta,  La Siete, La Sexta 3 
and Cuatro.

There is a significant fall in the number of complaints 
presented for possible breach of the Code by channels of 
Mediaset España, from 131 complaints presented against 

the channels of the Group in 2011 to 43 presented in 
2012, a reduction of 67%.

The number of complaints which reach the Committee 
is not however considered the most important piece of 
data; what is important is which of these, having been 
analysed by the Committee, is held to have breached  
the Code.

Number of complaints upheld according to channel

Source: Seventh Assessment Report on the application of the Code of Self-
Regulation of Television Content and Children 2012

4

2

The Self-Regulation Committee upheld 6 of the 67 
complaints presented, holding that in those cases there 
were grounds which made it inadvisable to broadcast the 
content in question. 

The trend seen in complaints presented is repeated in 
complaints upheld, where compared to the 14 complaints 
upheld in 2011 as breaches of the code by the channels 
of Mediaset España 4 were upheld in 2012, a fall of 71%.

Grounds for upholding complaints 

Looking at the subject-matter of the complaints presented for breach of the Code these are mainly for behaviour and 
situations of conflict.

Programme Grounds Nº of complaints

Sálvame Violence and conflict 2

Sálvame Behaviour, conflict and sex 1

Sálvame Behaviour 1

Source: Seventh Assessment Report on the application of the Code of Self-Regulation of Television Content and Children 2012

The programme Sálvame is the main focus of complaints 
received and upheld against Mediaset España, where the 
fact that the programme is broadcast live may mean that 
on certain occasions the guidelines laid down by the 
management of the programme are not respected and a 

situation occurs which may be considered inappropriate 
behaviour on the part of the contributors or guests on 
the programme. If there is any breach of or deviation 
from content guidelines in live programmes corrective 
measures are subsequently applied.
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LO IMPOSIBLE

It now has the highest box-office takings of any Spanish film in history and the second 
highest box-office takings for any film in the history of Spain, coming second only to 
AVATAR.

Directed by Juan Antonio Bayona and featuring Naomi Watts and Ewan McGregor the 
film tells the true story of a Spanish family who survived the tsumani which hit the coast 
of south-east Asia in 2004 and caused the death of thousands of people. It is a story 
which speaks to us of hope, solidarity and, especially, that human beings are capable of 
the worst and of the best in critical situations.

LO IMPOSIBLE has been sold throughout the world and has received very favourable 
reviews and some of the most important international awards: five Goya Awards–
including for best director-, six Gaudí Awards and nominations for best dramatic actress 
at the Golden Globes and best leading actress at the Oscars.

Telecinco Cinema has with LO IMPOSIBLE and 
LAS AVENTURAS DE TADEO JONES given the 
Spanish film industry a shot in the arm generating 
the sale of nearly six of every ten tickets in 2012 
with box-office takings of more than 60 million 
euros, 56% of total takings. This is a record in 
Spain for a production company. These figures 
take on particular significance taking into account 
the recent rise in VAT and the current economic 
situation.

At the time of this report  
LO IMPOSIBLE has built up 
takings of  more than 160 
million dollars and more than 
18 million spectators in 42 
countries throughout the world
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LAS AVENTURAS DE TADEO JONES 

LAS AVENTURAS DE TADEO JONES has the highest box-
office takings of any Spanish animated film in history and has 
overtaken large animated productions of American studios 
such as ICE AGE 4 or BRAVE. 

The film tells the story of a dreamer construction worker 
who, being confused with a famous archaeologist, is sent on 
an expedition to Peru. He is accompanied on his adventure by 
his faithful dog Jeff; Sara, an intrepid professor, a dumb parrot 
and a cunning entrepreneur. Tadeo Jones tries to save the 
legendary lost city of the Incas from an evil band of treasure 
hunters. Especially aimed at children and family audiences it 
shows that with effort and commitment it is possible to make 
your dreams come true regardless of who you are or where 
you come from.

LAS AVENTURAS DE TADEO JONES has achieved great 
international success reaching first place in the box-office in 
various Latin American countries and being released with great 
success in Europe and Asia including China. It has received 
three Goya Awards -Best Animated Film, Best New Director 
and Best Adapted Screenplay -, two Gaudí Awards and the 
award for best animated film at the José María Forqué Awards.

VOLVER A NACER

Directed by Sergio Castellitto and featuring Penélope Cruz 
and Emile Hirsch, this is an Italian-Spanish co-production which 
was released in Spain on 18 January 2013.

The film is based on the novel of the same title by Margaret 
Mazzantini, “La palabra más hermosa”, which has been 
translated into 22 languages, and tells the story of a woman 
who managed to escape from the terrible siege of Sarajevo 
with her newly born son. It is a love story which looks at the 
humanity of men and women, heroes who despite being in a 
terrible situation never lose their dignity, their compassion and 
their respect for themselves.

It was in the official competition section of the 60th edition 
of the San Sebastian Film Festival and was also shown at the 
Toronto Festival in the gala presentation section.

At the time of this report  
LAS AVENTURAS DE TADEO 
JONES has built up takings in 
excess of 36 million dollars and 
more than 5 million spectators 
in various countries of Europe, 
Asia and Latin America
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Thrillers, comedy and animation are the genres featured 
in the forthcoming projects of Telecinco Cinema

Telecinco Cinema has various projects for the next two 
years including:

SÉPTIMO, directed by Patxi Amezcua and starring Ricar-
do Darín and Belén Rueda, is a Spanish-Argentine co-
production which tells the story of Marcelo, a man who 
receives a telephone call in which he is given a ransom 
for his kidnapped children. Marcelo has to face the fragility 
of his world and decide how far he is prepared to go to 
win it back.

AFTERPARTY, directed by Miguel Larraya and starring 
Luis Fernández, Alicia Sanz, Ana Caldas and Andrea Due-
so. This tells the story of Carlos, the young star of a suc-
cessful TV series, who wakes up one morning locked in an 
enormous house after a wild party together with three 
girls he met the night before. On a mobile phone which 
they cannot use to make calls they begin to receive vid-
eos which show the deaths of other young people locked 
in the house, executed by a person dressed as the killer 
who appears in Carlos’ series.

With AFTERPARTY, Telecinco Cinema maintains its 
commitment to support new talent in the film industry, 
promoting the careers of young directors now with 
established careers such as J.A. Bayona (‘El Orfanato’, 
‘Lo imposible’), Eduardo Chapero-Jackson (‘Verbo’), 
Oskar Santos (‘El mal ajeno’) and Juan Carlos Fresnadillo 
(‘Intacto’, ‘Intruders’) among others.

EL NIÑO, directed by Daniel Monzón and with Luis Tosar 
leading the cast, will be filmed in the spring of 2013. The 
film tells the story of three kids hardly 20 years old who 
decide to become involved in drug trafficking almost as 
a game, reflecting how that world lives on both sides of 
the law.

The film has been the only Spanish movie to be selected 
to form part of the group of films to receive financial 
support from Eurimages- the fund created by the Council 
of Europe in order to promote European cinema as a 
cultural force by way of repayable aid. 

Various other films are also at the script-writing stage 
including: 

NI POR TODO EL ORO DEL MUNDO, a comedy which 
tells of the vicissitudes of a trade union leader who while 
on strike to stop the closure of his factory discovers he 
has won 12 million euros in the Euromillion lottery.

PERDONA SI TE LLAMO AMOR, based on the best 
seller by Federico Moccia, tells the story of Niki, a girl of 
nearly 18 about to take her university entrance exams 
who meets Alex, a successful 37 year-old publisher whose 
girlfriend has just left him after a long relationship. Despite 
the great difference in age between them they fall madly 
in love and have a passionate affair.

CAPTURE THE FLAG and LAS AVENTURAS DE TADEO 
JONES II are animation projects of Telecinco Cinema 
particularly aimed at family audiences and children. 

CAPTURE THE FLAG will tell the story of the adventures 
of a mad Texan millionaire, Richard Carson, who wants to 
colonise the moon and exploit its natural resources.

LAS AVENTURAS DE TADEO JONES 2 will take our 
archaeologist construction worker to new and exotic 
locations where he will discover the most incredible and 
fantastic treasures.
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Advertising constitutes an essential element of the television business and the Group 
therefore takes the view that its responsibility should also be reflected in the broad-
casting of advertising content which is responsible from an ethical and legal standpoint 
and in terms of its social impact.

For this there are not just internal procedures laying down the type of advertising content 
to be broadcast, advertising is also voluntarily submitted to the checking procedure of 
Autocontrol which can be both prior to the broadcasting of the advertising content 
(prior consultation or copy advice) or afterwards following the making of complaints.

The production of advertising within the constraints of both statutory regulation and 
the guidelines laid down by Autocontrol contained in codes of ethics, sector codes or 
in the conventions and agreements applied by its Panel ensures it remains responsible. 
This framework governs television content for children, the advertising of food aimed 
at children, the prevention of obesity and health, environmental messages in advertising, 
advertising of toys to children, promotion of medicines, electronic mail and interactive 
advertising, alcoholic drinks, premium rate services and many other areas1.

Mediaset España, by way of Publiespaña, a 
company given over to the use and management 
of advertising resources, ensures the responsible 
broadcasting of advertising by way of its ties 
to the Association for the Self-Regulation of 
Advertising (Asociación para la Autorregulación 
de la Comunicación Comercial or Autocontrol) 
of which it is a member.

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

http://www.autocontrol.es/que_codigos.shtml
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Under the control system where Publiespaña finds that 
an advertisement may be in breach of statutory regu-
lations and in particular the Audiovisual Communication 
Act 7/2010 of 31 March 2010, or the codes of self-regu-
lation on television content and children, self-regulation of 
advertising of food aimed at children or the prevention 
of obesity and health to which Mediaset España is subject, 
it proceeds to request a prior report on its ethical and 
legal implications from the Technical Unit of Autocon-
trol (known as copy advice®), accepting its report and, 
if it recommends not broadcasting the advertisement, 
suspending the campaign.

The Act as amended in August 2012 deals with questions 
which include among others the strengthening of time 
slots protecting children, setting broadcasting times for 
content which may be prejudicial to the physical, mental 
or moral development of children, directing the time for 
the broadcasting of programmes on games of chance 
and gambling, or refraining from broadcasting during child 
protection time slots advertisements which promote the 
cult of the body or the rejection of self-image such as 
slimming products or surgery.

In 2012 Publiespaña asked for Copy Advice on adverti-
sing prior to its being broadcast 286 times and made 64 
legal consultations on advertising material.

The areas on which Copy Advice was asked for are 
the following: food, snacks, beauty equipment, alcoholic 
drinks, energy drinks, beauty and hygiene, restaurant 
chains, children’s footwear, sporting footwear, TV channels, 
cinema, beauty clinics, collectors’ items, food supplements, 
contacts, newspapers and magazines, pharmaceutical 
preparations, toys, games of chance and sports betting, 
lotteries and state-run gambling, brands of clothing, slim-
ming methods, optical products, theme parks, real estate 
portals, contraceptives and lubricants, perfumes and eaux 
de cologne, underwear reduction of sizes, online auctions, 
telephones and videogames.

Consultations have also been made,  the findings of 
which were accepted, on advertising content for the 
Boing channel (channel aimed at children) given that it 
is not permitted to incite consumption on the part of 
children. The consultations have been on commercials for 
gambling; the health qualities of a food product promoted 

Autocontrol is a non-profit making association with more than 430 members made up of the main 
advertisers, advertising agencies, media groups and professional associations with connections to 
advertising in Spain which is responsible for managing the system of advertising self-regulation in Spain 
and belongs to the European Advertising Standards Alliance (EASA), a supranational body containing all 
Spanish advertising self-regulation bodies. 

Autocontrol is in charge of managing the Spanish system of co-regulation of television advertising based 
on the agreement signed by the television operators, the Spanish Advertiser Association (Asociación 
Española de Anunciantes or AEA) and Autocontrol; and the agreement signed by Autocontrol with the 
state audiovisual authority (SETSI). This system allows co-operation for the preventive detection and 
correction of illegal television advertising with the objective, among others, of ensuring the correct 
application of and compliance with statutory regulations and advertising ethics.

Autocontrol manages the system of self-regulation of advertising on the basis of three main instruments: 
a Code of Conduct, an independent Advertising Panel responsible for resolving any disputes and claims 
presented against broadcast advertising, and a technical unit providing legal advice prior to the broad-
casting of advertising by way of the service of prior consultation or copy advice and which advises on the 
ethical and legal aspects of advertising before it is broadcast. 
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by a well-known person of the Group; the appearance of 
institutional advertising, of the denomination of origin of 
wine; or concerning the need to include legal texts in the 
advertising of pharmaceutical preparations.

Mediaset España was not the subject of any complaint to 
the Autocontrol Advertising Panel in 2012.

The general distribution of advertising business among 
the various channels making up Mediaset España is shown 
below:

Total blocks1 Average blocks per 
day2

Average blocks 
per hour3

Minutes between 
blocks4

Total advertising in 
minutes

TELECINCO 12 33 2 27 72,324

CUATRO 13 36 2 25 63,407

FDF 14 40 2 22 69,790

LA SIETE 14 40 2 22 69,963

BOING 12 33 2 32 15,411

ENERGY 12 33 2 28 53,408

DIVINITY 12 33 2 28 60.513

1 Refers to total minutes of advertising broadcast per hour.
2 Refers to average of advertising blocks per day. 
3 Refers to average of advertising blocks per hour.
4 Refers to average difference in minutes between the broadcasting of one advertising blocks and the next. 
Source: Kantar Media

The Group also contributes by way of the provision of advertising space to the promotion of the values of certain 
non-profit making projects or institutions with which it works.

ORGANISATION / CHANNEL TOTALS

Asociación Española Contra el Cáncer 42,750 53,850 31,500 128,100

Ayudemos a un niño 44,937 103,125 148,062

Fundació Josep Carreras 352,500 128,550 90,000 571,050

Fundación Ayuda Drogadicción 1,365,000 222,225 177,300 1,764,525

Fundación Española de Fundraising- SOMOS 220,950 140,700 62,250 423,900

Fundación Plan España 186,450 14,125 200,575

Save the Children 122,250 52,650 20,700 195,600

Organ donor card 108,385 114,350 23,085 245,820

TOTALS 3,677,632

Note: amounts given in euros
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It should also be emphasised that despite the fall in spending on advertising the group 
has maintained its structure and level of operations virtually intact thus generating a high 
level of confidence and internal stability.

The Mediaset Group team consisted of 1,360 people in 2012, most of them located in 
Spain, the year in which the employment terms of the staff coming from the companies 
merged in 2011 were unified by way of the 1st Mediaset España Convention, thus 
completing full integration from the point of view of the staff.

Talent development and management measures have also continued in the form of the 
application of ambitious training plans, the putting in motion of the 3rd edition of the 
University Masters in Creation and Management of Audiovisual Content, the various 
forms of practical training placement in the Group for students and the launching of the 
Group’s employment portal, accessible by way of the Group’s website.

The Mediaset Group recognises the fundamental 
part played by people in the achieving of 
commercial success. For this reason it views it 
as fundamental to attract and retain talent at its 
companies by providing not just adequate systems 
of remuneration but also various employment-
related benefits and ways of reconciling work 
and personal life. 

OUR  
TEAM
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INFORMATION ON THE GROUP’S EMPLOYEES

2010 2011 2012

Average number of employees  (No. people) (1) 1,104 1,390 1,360

No. employees at end of period (No. people) 1,122 1,378 1,335

Average age (years) (2) 40.38 40.63 41.52

Average length service (years) (3) 12.04 11.93 12.78

Proportion of women employees (%) (2) 46.41 49.35 49.41

Proportion of employees on indefinite contracts (%) (1) and (2) 98.94 98.50 97.60

New hires 31 26 10

Turnover rate (4) 0.72 0.79 0.44

Scope: Mediaset Group
(1) Not including workers hired through Temporary Employment Companies
(2) Averages (structural + temporary personnel) 
(3) Calculated at 31 December each year     
(4) Undesired departures (voluntary departures + voluntary leave of absence) / Average headcount * 100. (5 voluntary 
departures and 1 leave of absence)
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Employees per Group Company 

2010 2011 2012

MEDIASET ESPAÑA 704 888 1,086

PUBLIESPAÑA 153 211 205

PUBLIMEDIA GESTION 30 38 38

GRUPO EDITORIAL 2 2 2

ATLAS  ESPAÑA (1) 186 114 -

SOGECUATRO (1) - 42 -

CINTV (1) - 63 -

SOGECABLE MEDIA - 1 -

TELECINCO CINEMA 8 9 9

MEDIACINCO CARTERA 2 2 2

CONECTA 5 19 19 18

TOTAL 1,104 1,390 1,360

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.  

Geographical distribution % out of Total Dec.31st 2011

BARCELONA 1.8% 24

BILBAO 0.3% 4

MADRID 97.45% 1,301

OTRAS SEDES 0.45% 6

TOTAL 1,335

Geographical distribution of employees

Scope: Mediaset Group



OUR TEAM

118

Breakdown of employees by category, gender and region

Scope: Mediaset Group. Annual averages.

688
672

Indefinite

2012

495

72
40

483

104

47
81

38

39 Indefinite
1 Temporal

45 Indefinite
2 Temporary

70 Indefinite
2 Temporary

99 Indefinite
5 Temporary

483 Indefinite
12 Temporary

473 Indefinite
10 Temporary

1,360

592

704

512

686

Manager

Manager

Heads of 
depart.

Heads of 
depart.

Journalist

Journalist

Employees 
& technical 
personnel

Employees 
& technical 
personnel

Total

Total

Total

Total

2010
442

367

47 72
34 4269

31

Indefinite

Indefinite

33 Indefinite
1Temporary

Indefinite

Indefinite

68 Indefinite
4 Temporary

439 Indefinite
3 Temporary

363 Indefinite
4 Temporary

2011

503

78
44

485

112

52
79

37

43 Indefinite
1Temporary

50 Indefinite
2 Temporary

Indefinite

108 Indefinite
4 Temporary

496 Indefinite
7 Temporary

478 Indefinite
7 Temporary

1,104

1,390

Manager Heads of 
depart.

Journalist Employees 
& technical 
personnel

Total Total
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Employees per Group Company, professional category and gender 

Scope: Mediaset Group. Annual averages.

Note: Structural personnel refer to personnel that have indefinite labour contract or students under training whose post is considered to be struc-
tural. Temporary personnel refer to personnel that have fixed-term contract.

579

PUBLIMEDIA GESTIÓN PUBLIESPAÑA

MEDIACINCO CARTERACONECTA 5 TELECINCO CINEMA

Manager

Head of depart.

Journalists

Employees

Technical personnel

Head of depart.

Journalists

Employees

TOTAL

1 / 3

4 / 3

0 / 0

0 / 0

0 / 0

0 / 4
0 / 0

6 / 12

1 / 2

S.P.

509

MEDIASET ESPAÑA

Manager

Head of depart.

Journalists

Employees

Technical personnel

Head of depart.

Journalists

Employees

TOTAL

53 / 23
31 / 33

66 / 96

2 / 1

396 / 345

19 / 0

579 / 509

S.P.

T.P.
1 / 2

Manager

Head of depart.

Journalists

Employees

Technical personnel

Head of depart.

Journalists

Employees

TOTAL

1 / 1

0 / 0

0 / 0

0 / 0

0 / 0

0 / 0

4 / 5

0 / 4

S.P.

T.P.

Manager

Head of depart.

Journalists

Employees

Technical personnel

Head of depart.

Journalists

Employees

TOTAL

0 / 0

0 / 0

1 / 0

0 / 0

0 / 0

0 / 0

0 / 0

1 / 1

0 / 1

S.P.

T.P.

Manager

Head of depart.

Journalists

Employees

Technical personnel

Head of depart.

Journalists

Employees

TOTAL

0 / 0

0 / 0

5 / 2

0 / 0

0 / 0

0 / 0

0 / 0

19 / 19

14 / 17

S.P.

T.P.

Manager

Head of depart.

Journalists

Employees

Technical personnel

Head of depart.

Journalists

Employees

TOTAL

6 / 8

0 / 0

19 / 13

2 / 2

0 / 0

0 / 0

0 / 0

79 / 126

52 / 103
S.P.

T.P.

11 / 9

3

T.P.

   Men           Women

Structural personnel 

Temporary personnel 

S.P.

T.P.
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% employees by type of contract

2010 2011 2012

INDEFINITE TEMPORARY INDEFINITE TEMPORARY INDEFINITE TEMPORARY

98.9% 1.06% 98.5% 1.5% 97.6% 2.4%

Scope: Mediaset Group 

Distribution of employees by age 

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

3
23 55

155

199

144

189 27

185
164

121

47

61

Scope: Mediaset Group. Annual averages.

3

110

90

Number of interns and students in job training

2010 2011 2012

 
STUDENTS JOB 

TRAINING 
INTERNS TOTAL

STUDENTS JOB 
TRAINING 

INTERNS TOTAL
STUDENTS JOB 

TRAINING 
INTERNS TOTAL

MEDIASET  
ESPAÑA

58 126 184 68 165 233 95 127 222

PUBLIESPAÑA / 
PUBLIMEDIA  
GESTIÓN

 0 13 13  - 13 13 0 17 17

CONECTA 5 1 21 22  28 28 2 17 19

TOTAL GROUP 59 160 219 68 206 274 97 161 258

Scope: Mediaset Group. Annual averages

   Men   

   Women
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Scope: Mediaset Group.

Note: the index has been calculated considering: Undesired departures/ Average headcount *100

Turnover by age group, gender and region 

25-30

31-35

36-40

41-45

46-50

51-55

56-65

0.09

0.09

0.09

0.09

0.09

0.09

0.18

2010

Turnover by gender 

0.180.54

25-30

31-35

36-40

41-45

46-50

51-55

56-65

0.22

0.14

0.09

0.09

2011

Turnover by gender 

0.290.50

0.07
0.09

0.07
0.09

GERMAN

ITALIAN

AMERICAN

ENGLISH

FRENCH

SPANISH

TOTAL

1,313

1,335

2

16

1

Breakdown of employees by nationality

25-30

31-35

36-40

41-45

46-50

51-55

56-65

0.07

2012

Turnover by gender 

0.200.15

0.15

0.15

0.07

2

1

   Men   

   Women

Scope: Mediaset Group
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Number of foreigners by company, category and gender

  Men        Women

 MANAGERS
HEAD  

DEPARTMENT
EMPLOYEES

TECHNICAL 
PERSONNEL

TOTAL

TOTALS

M W M W M W M W M W

MEDIASET  
ESPAÑA 4 1 2 3 7 3 10

PUBLIESPAÑA 3 1 3 3 4 7

PUBLIMEDIA 
GESTIÓN 2 1 2 1 3

TELECINCO  
CINEMA 1 1 1

MEDIACINCO 1 1 1

CONECTA 5

TOTAL 9 2 1 1 2 7 0 0 12 10 22
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Collective Agreements applicable in 2012 for each company

MEDIASET ESPAÑA1 10th CA of Mediaset España Comunicación (company)

PUBLIESPAÑA CA Advertising Companies (sector)

PUBLIMEDIA GESTIÓN CA Advertising Companies (sector)

CONECTA 5 CA Office Workers Madrid (sector)

MEDIACINCO CARTERA CA Office Workers Madrid (sector)

TELECINCO CINEMA CA Office Workers Madrid (sector) and 10th CA Mediaset España Comunicación (adopted 
on certain conditions)

1 The II CA of the Sogecable Group was applied to the employees of Sogecuatro and Cintv until 30 September 2012 given that it was still in force.

All companies of the Group apply a collective labour 
agreement, which in some of them is specific to the  
company, negotiations being between management and 

the works committee by majority, while in others the col-
lective agreement for the sector as a whole is applicable. 

RELATIONS WITH EMPLOYEES

The 10th Collective Agreement of Mediaset España 
unifies the employment terms of staff coming from the 
companies merged in 2011. 

The application of the appropriate agreement for 
contracts entered into directly by Mediaset España does 
not differentiate between permanent and temporary 
employees. As regards employees contracted by tempo-
rary job agencies current regulations are applied which 
means the application of the terms on wages, working 
time, etc. applicable to the post held.

Percentage of employees covered by a Collective Agreement for each company 

DEC. 31ST 2012 STAFF INCLUDED IN CA % WORKFORCE COVERED 

MEDIASET ESPAÑA 981 91%

PUBLIESPAÑA 184 100%

PUBLIMEDIA GESTIÓN 37 100%

TELECINCO CINEMA 9 100%

CONECTA5 17 100%

MEDIACINCO CARTERA 2 100%
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The persons not covered by the Collective Agreement 
applicable to the company in which they work are 
executives or special groups, for example artists who are 
expressly excluded from their scope of application. 

Freedom of association, trade union freedom and free 
collective bargaining are fundamental freedoms and as 
such are recognised and respected in all of the companies 
of Mediaset España.

No situations were detected in 2012 in which the rights 
of freedom of association or to invoke Collective Agree-
ments were at risk.

The relevant procedures in situations of significant organi-
sational change are governed by the provisions of the 
Statute of Workers Act which contains the applicable 
information and consultation procedures. The Company 
Collective Agreement of Mediaset España also lays down 
certain specifications on time-limits affecting staff as follows:

•	 Notice of employee of voluntary departure from the 
company: 15 days.

•	 Request by employee for voluntary leave and for 
subsequent re-admittance: 45 days.

•	 Setting of holiday schedule: by the works committee 
and company management in the first four months of 
the year.

•	 Trial periods for new employees: 6 months for qualified 
skilled staff, 3 months for others and 15 days for  
unskilled staff.

•	 Procedure for internal recruitment advertisement 
to cover newly created posts: notice to committee 
2 working days prior to the date of the internal 
advertisement. Time for presentation of candidates: 5 
days minimum. 

•	 Imposing of penalties for serious and very serious 
infringements: compulsory prior holding of contested 
proceedings notified to the interested party and to 
employees’ representatives.

•	 Planning of shifts: at least a month in advance, being 
notified to the interested parties with at least 2 weeks 
prior notice.

•	 Session times (which basically affects staff assigned 
to the stage, studios, production, filming and artistic 
services): changes to times must normally be notified to 
the employee at least 12 hours prior to the beginning 
of the session.

•	 Reserve of 25 hours paid time off: available following 
notice to immediate superior and account being given 
of time used.

•	 Period of prior notice for the termination of the 
Collective Agreement: a minimum of 2 months prior to 
the end of its time in force or of any extension of that 
time. Otherwise to be deemed impliedly extended.

The compensation provided for by law on termination of 
the employment relation is applicable, with the exceptions 
negotiated at executive level where special terms of 
compensation on extinction of the employment contract 
are contained in the contract itself.  

Image rights and intellectual property of artistic staff are 
dealt with by Mediaset España by the inclusion of specific 
clauses of assignment of renounceable intellectual prop-
erty and image rights  in their employment contracts. 
Moreover certain professionals whose work may be 
considered by Mediaset España to be of a confidential 
or exclusive nature, such as artists or certain executives, 
have specific clauses in their employment contracts which 
ensure such exclusivity or confidentiality.

The participation of minors in public entertainment takes 
place in accordance with the criteria and procedures laid 
down by the Department of Employment of the Regional 
Authority of Madrid. Times of recordings involving minors 
are also co-ordinated with class times to allow for the 
educational needs of the minors in question, at the same 
time ensuring the attendance of the minor’s legal guardian 
at the recording.
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Equality of opportunity

In August of 2012 the 10th Collective Agreement of 
Mediaset España was signed in which it is expressly 
agreed that the Equality Plan of Mediaset España will be 
applicable throughout the term of the said agreement, i.e. 
until 31 December 2013.

The 10th Collective Agreement of Mediaset España 
in its 7th article provides for the setting up of a new 
Equality Committee which will be in charge of ensuring 
the correct application of the Equality Plan of Mediaset 
España and of assessing the degree of compliance with the 
Plan, achievement of the objectives laid down and results 
obtained following the implementation of the same. 

In general in 2012 specific questions of equality and 
reconciliation of work and home life were dealt with 
by way of collective bargaining within the framework 
of the activities of the Equality Committee, resulting in 
improvements including the following:

•	 Improvement of working time flexibility: the minimum 
daily rest between working periods for shifts divided 
into two sections was reduced to 40 minutes.

•	 Improvement in measures for reconciliation of work 
and home life: possibility of dividing the 3 days for 
personal business into hours  in order to adapt their 
use to the needs of employees.

•	 The period in which there is the possibility of working 
concentrated shifts is extended to Easter and Christmas, 
mainly to adapt it to school timetables. 

•	 The application has been introduced of flexible remu-
neration, making it possible for employees to change 
the distribution of their salary structure so as to receive 
part of their remuneration in kind and thus take advan-
tage of the tax benefits the law provides for. Crèche 
vouchers, medical insurance and transport cards are 
currently available.

•	 New preferences in holiday allocation by the establish-
ment of an annual rotation system which ensures that 
all employees, regardless of their personal or family 
situation, can have preference of choice.

Equality Plans and the Procedure for the Handling 
of Psychological-Employment Risks and Situations of 
Harassment in the Workplace have been negotiated 
and signed in 2012 in the companies of the group as 
summarised below: 

COMPANY POLICY PERIOD OF APPLICATION

MEDIASET ESPAÑA

II EQUALITY PLAN (extension) 1 January to 31 December 2012

PROC. HANDLING PSY. RISK AND 
HARASSMENT

Since November 2009

PUBLIESPAÑA AND PUBLIMEDIA

III EQUALITY PLAN (extension) 1 January to 31 December 2012

PROC. HANDLING PSY. RISK AND 
HARASSMENT

Since May 2010

CONECTA 5

III EQUALITY PLAN (extension) 1 January to 31 December 2012

PROC. HANDLING PSY. RISK AND 
HARASSMENT

Since November 2009

MEDIACINCO CARTERA AND 
TELECINCO CINEMA

PROC. HANDLING PSY. RISK AND 
HARASSMENT

Since November 2009
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The “Equality Agent” contributes to ensuring proper 
compliance with the policies laid down and is responsible 
for :

•	 Informing and guiding possible beneficiaries on the 
measures contained in the Equality Plan.

•	 Co-ordinating the appropriate persons for the correct 
application of measures adopted in all areas of the 
company affected.

•	 Preparing information on the application of the Equality 
Plan and proposals for it to be improved.

•	 Applying and informing on possible regulatory devel-
opments relating to any of the matters included in the 
Equality Plan.

Thus the following has been carried out in 2012:

•	 Monitoring information: delivery of annual report to 
the Equality Committee and to the works committee 
of Mediaset España on monitoring of application 
of equality of treatment and non-discrimination, 
representation of women and men in the company, 
and on the functioning and application of the measures 
contained in the Equality Plan and other noteworthy 
points on work / life balance matters. 

•	 Participation in the preparation and application of 
the three Equality Plans in effect in 2012: II Mediaset 
España Equality Plan, III Publiespaña/Publimedia Gestión 
Equality Plan and III Conecta 5 Equality Plan. 

•	 Communication campaign: the Work / Life Balance 
Guide and the specific Equality section of the corpo-
rate intranet have been updated so as to adapt them 
to the measures agreed in the X Collective Agreement 
of Mediaset and in the current Equality Plan.

The Procedure for the Handling of Psychological-
Employment Risks and Situations of Harassment in 
the Workplace, which includes all measures designed 
to eliminate and prevent sexual harassment and / or sex 
discrimination, covers mainly the following matters:

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

•	 Preventive measures designed to take effect at the 
point of origin of the risk.

•	 Development of specific intervention procedures.

•	 Monitoring of measures adopted.

The procedure itself provides for a system of monitoring of 
its functioning and analysing the suitability and practicality 
of its content. 

The Code of Ethics of Mediaset España also refers to 
ensuring and respecting the principle of equality of 
opportunity and non-discrimination in all situations, 
especially in all matters concerning access to employment, 
conditions of work, training and professional development 
and promotion. The Code of Ethics explicitly emphasises 
the commitment of the employer in this regard among 
others to the creation of the Equality Agent (who carries 
out functions of information, guidance and co-ordination) 
and the implementation of measures which eliminate and 
prevent situations of harassment in the workplace.

It also declares a policy of “zero tolerance” towards any 
abusive, humiliating or offensive behaviour or conduct 
which could be classified as harassment, either physical 
or psychological, particularly that based on considerations 
of race, colour, sex, religion, ethnic origin, nationality, age, 
personal and family situation, sexual orientation, disability, 
physical state or any other behaviour prohibited by law.

To achieve the effective application of these measures 
Mediaset España is committed to a strengthened policy 
of internal communication on matters of equality and 
non-discrimination. The company distributes and keeps 
on its internal communications channels all information 
relevant to this area, principally by way of information 
circulars, on the corporate intranet and the Employee’s 
Portal, where there is a specific “Equality” section and 
the contents of all Equality Plans and procedures for the 
handling of psychological-employment risks and situations 
of harassment in the workplace are published in full, which 
ensures they are known to all staff. 

No discrimination incidents have occurred in 2012. The 
situation diagnoses given before laying down the objec-
tives of the Equality Plans did not detect any situation 
which could be considered discriminatory or as consti-
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tuting inequality in the workplace based on sex or any 
other factor capable of generating discrimination.

The Collective Agreements applicable to the various 
companies of the Group officially contain the salary tables 
for each professional category and use the applicable 
system of remuneration regardless of sex, indicating salary 
supplements and their terms. The Collective Agreements 
ensure equal remuneration treatment of men and women 
doing the same job both as regards basic salary and the 
supplements applicable to each post. Some persons 
exceptionally have a supplement assigned to them called 
an “ad-personam” supplement which is due to their 
personal circumstances or to the position of trust of the 
post they hold, this supplement being negotiated without 
regard to the gender of the person in question.

The Mediaset Group includes disabled persons in its 
operations and has covered a number of work posts 
using disabled persons in 2012.

Number of disabled workers per employment 
category

 2010 2011 2012

Executive 1 1 1

Head dep.   

Journalist   

Employees 5  4 4

Operatives  

Total 6 5 5

Scope: Mediaset Group

Fringe benefits

Employees’ terms concerning fringe benefits, insurance or 
work / life balance measures are included in the Collective 
Agreements and equality plans applicable to them on a 

general basis. For staff not covered by the agreement 
these terms are contained in their individual employment 
contracts.

Thus the Mediaset Group offers a series of fringe benefits 
to its employees regardless of the duration of their 
working time or whether their contract is temporary or 
permanent, which include the following:

•	 Disability and death insurance for all employees of  
the Group.

•	 Supplement for temporary incapacity. In this situation 
there is a supplement of functional salary, personal 
salary supplements and on-call and shift-based 
supplements of 100%. After the first month there is a 
supplement of 100% of functional salary and personal 
salary supplements.

•	 Salary supplement in situations of maternity or 
paternity leave: during the time these situations last a 
supplement is received which added to social security 
benefits is equivalent to 100% of functional salary and 
personal supplements.

•	 Study grants (including languages) of sums ranging 
from 40% to 75% for registration expenses and the 
fees of the educational centre in question.

•	 Staff canteen free for all employees of the Group on 
days on which they are working. 

•	 Special advances, in addition to ordinary advances on 
salary or the accrued part of extra payments there are 
special advances to be repaid over periods of up to 18 
months to cover various situations: acquisition of first 
home, eviction from home or the need to make urgent 
or indispensable repairs to the same, health  treatment 
of the employee or members of his or her family,  
other exceptional situations which might give rise to 
serious harm. 

•	 Gymnasium grant for certain categories of employee.

•	 Distribution of toys at Christmas for children of 
employees up to 17 years of age.
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•	 Christmas hamper for all employees.

•	 Parking for company employees. 

•	 Bus service for access to work, which connects the 
premises of Mediaset España to regional train and 
metro stations, in addition to public city and regional 
bus services.

•	 Employees’ Club (special offers, discounts). Employees 
can benefit by way of a section of the corporate intranet 
from various special offers, discounts and promotions 
for products, activities, entertainment, leisure centres, 
etc. always on better than market terms. 

•	 Medical insurance subsidised by the company for 
executives of the group and special offers for other 
employees.

•	 Flexible remuneration: this makes it possible to alter 
the distribution of the salary structure opting to receive 
a part of gross remuneration in kind and thus enjoy the 
tax benefits provided for by law. The goods and services 
offered by the company as flexible remuneration 
are currently the following: health insurance, crèche 
vouchers and transport cards.

Work / life balance 

The Mediaset Group is committed to bringing its 
employees closer, to measures which allow greater 
reconciliation of family / personal life and work and 
therefore greater personal and professional development. 
All necessary information on these measures is provided 
in the Work / Life Balance Guide  in the Employees’ Portal. 
Measures carried out include:

•	 Maternity leave: the Equality Plans in effect in 2012 
lay down an extension of the improvement of the 
provision made by law (article 48.4, first paragraph 
of the Statute of Workers Act) on maternity leave, 
granting an extension of a further week in the form of 
paid leave.

•	 Nursing: the Equality Plans in effect in 2012 have main-
tained the extension of leave for nursing to thirteen 
working days.

As regards those companies to which the Collective 
Agreement for Office Workers of the Region of Madrid 
is applicable there is paid leave of fifteen working days 
for accumulated time for breastfeeding.

•	 Flexibility of working time: in 2012 the Mediaset 
España Collective Agreement has improved working 
time flexibility by setting the minimum break between 
parts of split working days at 40 minutes, thus reducing 
the minimum time spent at work.

There is also greater flexibility of ordinary working 
time (continuous or split), consisting of working up to 
thirty minutes before the employee’s normal starting 
time and / or lunch break and up to thirty minutes 
after their normal starting time and / or lunch break, for 
those departments in which work organisation makes 
this possible.

Employees on shift work also have thirty minutes’ 
flexibility of starting time provided continuity of service 
is ensured, time used in this way having to be made up 
on a weekly basis. 

•	 Protection of pregnancy: as a maternity protection 
measure pregnant women employees have a reserved 
parking space at Fuencarral from the beginning of their 
pregnancy.

The Mediaset España Collective Agreement provides 
for the possibility of pregnant women on call-up work  
(which means constant alterations of working time) 
suspending this temporarily from the sixth month of 
pregnancy and for the nursing period. 

•	 Dividing paid leave: in cases of the birth of a child, 
death, accident, serious illness and hospitalisation or 
surgery without hospitalisation which requires rest at 
home, for family members within the second degree by 
kinship or marriage, with a view to serving the purpose 
of this form of leave which is to facilitate any necessary 
accompanying of the family member or carrying out of 
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administrative tasks, there is the possibility of dividing 
1 of the days of leave into hours to be used flexibly in 
line with the needs of the employee and so as to help 
the organisation of the family.

•	 Advancing of holiday time of following year: the 
Equality Plans in effect in 2012 for Mediaset España, 
Conecta 5 and Publiespaña provide that up to five 
days of holidays of the following year, if all holiday time 
has been exhausted,  and, if applicable, the three days 
leave for private matters for the year in progress may 
be brought forward in case of need caused by serious 
illness of family members within the second degree by 
kinship or marriage.

Mediaset España’s Collective Agreement also contains 
other measures for the work / life balance of employees: 

•	 Reserve of paid time: each employee has 25 hours a year 
for personal activities such as medical appointments for 
themselves or accompanying a relative within the first 
degree by kinship, administrative tasks for adoption, 
attending school meetings for children or examinations.

•	 Paid leave for the necessary time for the employee to 
visit specialists provided under Social Security.

•	 Leave for personal matters: each employee has 3 
days a year for attending to personal matters (it being 
possible to divide all 3) which may be freely used and 
which do not require subsequent justification as to 
how the time was used. 

•	 Holidays: 27 working days of holidays for staff who 
work 38 hours and 20 minutes a week, 37 working 
days for staff who work 40 hours a week (in shifts), 

29 working days for staff who work 38 hours and 45 
minutes a week and 32 days for staff who work entirely 
on the night shift.

•	 Special summer, Easter and Christmas timetable: leaving 
time 15:00 provided the needs of work organisation 
permit this.

•	 Reduction of working time on Fridays: the distribution 
of the working week makes it possible for working time 
on Fridays to be 6 continuous hours and leaving time 
to be 15:00 for those posts where work organisation 
makes this possible.

•	 Birth of child: two working days for birth of children.

•	 Paid leave of 1 day for marriage of parents, children or 
brothers or sisters: leave is of 2 days (the second not 
being paid) if outside the Madrid region.

•	 Improvement of marriage leave: the possibility exists 
of the leave beginning 3 days prior to the wedding. If 
the wedding is on Saturday, Sunday or a public holiday 
the period of 15 days starts to run from the first day 
following.

•	 Equality of treatment of married couples and unmarried 
partners on questions of leave.



OUR TEAM

130

MEASURE NO. BENEFICIARIES 2012

Disability and death insurance 100% of employees

TI supplement Mediaset España: 165
Publiespaña:   26                   
Publimedia:   4          
Conecta 5:   11                              

Maternity supplement Mediaset España:    36                            
Publiespaña:    20           
Publimedia:   2
Mediacinco:    1

Paternity supplement Mediaset España: 35                          
Publiespaña:   6                       
Publimedia:   1                   

Additional week of maternity leave Mediaset España:   31
Publiespaña:   20
Publimedia:    2

Nursing 13 working days 17

Flexibility daily working tine (Mediaset CA) 326

Grants 2012 Mediaset España:   102
Telecinco Cinema:   1
Publiespaña:   3
Publimedia:   3
Total:    109 grants         

Special advances During 2012 five special advances have been made to employees of 
Mediaset España.

Medical insurance More advantageous financial terms for 100% of the employees who 
request it.
Medical insurance as flexible remuneration applicable to all employees. 
Medical insurance applicable to all executives and heads of department 
(Publiespaña group) who request it. 

Distribution of toys (Christmas) In 2012 1,238 toys were given to the Group employees´ children.

Free staff canteen (Madrid) /Gourmet cheques 
(Delegate offices) 

100% of employees.

(Continued on next page)
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MEASURE NO. BENEFICIARIES 2012

Gymnasium grant (necessary groups) 7 crane operators
2 graphic reporters (ENG’s) 
These grants have been made to employees for preventive health 
reasons.       

Christmas hamper 1346 hampers delivered. 

Bus service Applicable to 100% of employees (Madrid)

Employees’ Club (special offers on Medianet) Applicable to 100% of employees

Work parking Available to all employees, with an approximate capacity of 500 places 
at Fuencarral, 50 places at head office, 18 places on the bus route and 
112 places in Bilma.

Reserve parking for pregnant women 23 reserved parking spaces were allocated for this reason in 2012.

Reserve parking for medical reasons 8 spaces allocated in 2012 

(Continued)
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Rate of return to work and retention after parental leave

2010 2011 2012

No of women who have taken parental leave. 26 52 59

Percentage of women who have completed parental leave 100% 100% 100%

Percentage of women who have returned to work after parental leave 100% 100% 100%

Percentage of women who remain in their jobs 12 months after finishing parental 
leave (in the previous year)

100% 100% 100%

No of men who have taken parental leave 19 30 42

Percentage of men who have completed parental leave 100% 100% 100%

Percentage of men who have returned to work after parental leave 100% 100% 100%

Percentage of men who remain in their jobs 12 months after finishing parental leave 
(in the previous year)

100% 100% 100%

In all cases in which parental leave has been granted the person in question has returned  
to work and been retained in their job
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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

2010 2011 2012
RATIO OF  

TRAINING HOURS

MEN WOMEN MEN WOMEN MEN WOMEN MEN WOMEN

Managers 1,282 363 1,478 741 2,178 1,082 26.89 28.47

Heads of 
department

428 823 619 1,111 1,092 499 27.30 10.62

Journalists 99 182 1,573 2,101 - 9 0 0.09

Employees and 
technical staff

4,164 4,280 8,059 7,870 3,124 5,623 6.31 11.64

Temporary 
employment 
company

113 360 282 603 4 90 (*) (*)

Total 6,086 6,008 12,011 12,426 6,398 7,303 9.30 10.87

12,094 24,437 13,700

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.

Training

Despite the situation of economic crisis and cost cutting 
in 2012 Mediaset España has continued to support the 
training of its staff delivering training programmes focused 
on the development of skills as well as on new techniques 
and IT environments. Thus with the changeover to a new 
version of Office courses in key skills have been given 
on acclimatisation to the new system and on advanced 
office automation. Training has also continued on technical 
adaptation to new equipment and as part of the language 
training plan. 

Training in executive skills, crisis management and manage-
ment skills has also continued within the Two-Year Training 
Plan of the Publiespaña Group.

Training activities

2010 2011 2012

Languages 94 70 77

Training in groups 574 1,036 444

Seminars and 
congresses

215 50 30

Master’s programme 6 6 6

Online / Internet 89 296 72

Study grants 93  84 109

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.
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Training programmes on key skills 

2010 2011 2012

COMPANY
Nº  

ACTIONS
HOURS

ATTENDED 
BY

Nº  
ACTIONS

HOURS
ATTENDED 

BY
Nº  

ACTIONS
HOURS

ATTENDED 
BY

MEDIASET 
ESPAÑA  13   217   21   4   270   16   17 876 84

PUBLIESPAÑA 4   262   14   7    1,584                              
277   14 3,423 405

PUBLIMEDIA 
GESTIÓN 6                  

665   
                             

18    7      392                                 
54   9 548 69

ATLAS  
ESPAÑA 1               

13   
                       

1   - - - - - -

ETT - - - 1 16 8 4 66 11

TOTAL 21 1,157 54 7    2,262   355   22 4,913 569

Scope:  Mediaset Group

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

Training in key skills in 2012 has centred on training in the 
new version of Office, on executive skills and  coaching, 
management skills and training in languages (English, French 
and Italian). 68·5 % of the training carried out has been 
aimed at increasing the employability of professionals of 
the group, 9,387 hours of training having been given on 
key skills.  
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Training programmes in transversal competences

2010 2011 2012

COMPANY
Nº  

ACTIONS
HOURS

ATTENDED 
BY

Nº  
ACTIONS

HOURS
ATTENDED 

BY
Nº  

ACTIONS
HOURS

ATTENDED 
BY

MEDIASET 
ESPAÑA   17    892   36   6    426    22   20 1,295 145

PUBLIESPAÑA 10    2,110   98   13   3,923   400   27 6,855 687

PUBLIMEDIA  10    962   32    11   713    70   21 1,193 106

ATLAS  
ESPAÑA 5    280       7    - - - - - -

TELECINCO 
CINEMA 1   40    2    -  - - - - -

ETT 3    244   5                                       
2   

                         
36   

                                
9   6 44 12

TOTAL  36    4,528   180   15    5,098     501   34 9,387 950

Scope: Mediaset Group

Note: total number of training actions refer to different training actions; training actions that repeated among the different companies were not 
taken into consideration. 

On October 2nd 2012 the Universidad Europea de 
Madrid (UEM) and Mediaset España opened the III edition 
of the University Masters on Creation and Management 
of Audiovisual Content, a postgraduate course consisting 
of 500 hours of teaching and practical instruction spread 
over 9 months. The course responds to the require-
ments and the current needs of the audiovisual sector, 
reflects current market trends and allows professionals to 
progress in the sector thanks to the high level of qualifica-
tion acquired at the end of the course. 66 people from 
various countries including Mexico, Italy, Venezuela and 
Spain have so far benefited from the course, 9 people 
having worked as interns in companies of the group  
in 2012.

The signing of agreements with educational centres has a 
series of benefits for the Group and its professionals such 
as discounts on registration fees for the Masters course 
or fees for degree or postgraduate courses run by UEM, 
both for employees and their families, joint conducting of 
research projects and training at national and international 
level and preference for the Group in the selection of 
the best students for training in companies of the Group. 
There have been co-operation agreements in force with 
103 training centres in various regions during  2012.
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With a view to maintaining a pool of possible new recruits 
Mediaset España monitors practical training and the final 
reports of its interns and students on practical training 
very closely, using the detailed co-operation of company 
management for such purposes. Of the 264 university 
and professional training institute students who have had 
internships in 2012 49 have been covering staffing needs 
by way of temporary employment agencies in the various 
companies of the group.

Job performance assessment

The Job Performance Assessment System is automated by 
way of the Employees’ Portal, a measure which provides 
greater speed of assessment, reliability of historical data 
and transparency of results. The System consists of a 
job performance assessment at the beginning of the 
year which includes a section for improvements and 
observations. There is then a follow-up meeting half way 
through the year with a view to examining the proper 
application of the assessment system by superiors. The 
results of the assessments are taken into account in 
decisions on the professional development of employees 
and on the identification of training needs.

Technicians, secretaries and intermediate managers of 
Publiespaña and Publimedia Gestión and the executives 
and commercial agents of Mediaset España have a bonus 
linked to job performance, while other groups do not 
have variable remuneration of this type.

Employees subject to the Job Performance Assessment System

Men Women Total %

MEDIASET ESPAÑA 1 71 43 114 10%

PUBLIESPAÑA  Y PUBLIMEDIA GESTIÓN   84 142 226 93%

TOTAL GROUP MEDIASET ESPAÑA 155 185 340

1 Envisages Managers and Technical Sales Staff 
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Occupational risk prevention

Since the coming into force of the Occupational 
Risk Prevention Act (Ley de Prevención de Riesgos 
Laborales or LPRL) Mediaset España regularly prepares a 
Prevention Plan designed to remain in effect for 5 years. 
The prevention measures laid down in the Prevention 
Plan currently in effect for the period 2010 -2014 have 
continued in 2012.

The Plan, prepared by the Joint Prevention Service for the 
Mediaset Group (Servicio de Prevención Mancomunado 
de Grupo Mediaset or SPM), approved by the Human 
Resources and Services Directorate and presented to Risk 
Officers on the Health and Safety Committee, contains 
the regulations applicable in Spain and even complies with 
the requirements laid down in the quality rule for PRL 
OSHA 18.001 – 2007 (although this certificate has not 
been issued).

The Prevention Activity Planning is prepared each year 
on the basis of the objectives laid down in the Prevention 
Plan and sets out the programmes and activities neces-
sary to achieve the objectives of the Plan. This Planning is 
given to the Risk Officers at the beginning of each year 
and is reviewed every quarter.

The Health and Safety Committee is the body respon-
sible for having regular consultations on the company’s 
activity on matters of risk prevention. This committee is 
made up of the Risk Officers and representatives of the 
company and covers all activities and companies which 
work in the Mediaset Group.

In 2012 there has been a single works committee for 
all of the companies which merged in the previous year, 
and the same has been the case with the Risk Officers. 
In any event regardless of whether or not the companies 
have a works committee, and therefore Risk Officers, the  
Health and Safety Committee covers all activities and 
companies of the Mediaset España Group.

Preventive measures in 2012 
have included the following: 

•	 Installation of fire detection 
equipment and sprinkler systems. 

•	 Integration of detection and alarm systems 
for new premises into general system.

•	 Carrying out of evacuation drills and 
new emergency and evacuation signs.

•	 Preparation of integrated Self-Protection 
Plan for the premises at Fuencarral.

•	 Various training courses on prevention matters.

•	 Normalisation of prevention management 
system to adapt it to OSHA 18.888.

•	 Preparation of Mediaset Road Safety Plan.

•	 Annual Workplace Risk Prevention Report.

•	 New risk assessment of buildings, regular 
reviews of existing risk assessments, risk 
assessment of new programmes, safety 
checks and inspections of the construction 
processes for decorations and various events.

•	 Preventive health campaigns, regular and special 
medical checks on entering and returning 
to work, vaccination and stop-smoking 
campaigns, blood donation campaigns.
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Training in occupational risk prevention 

TRAINING PROGRAMME PARTICIPANTS DURATION 
(Hours) TOTAL HOURS 

Basic prevention course & international repatriation 
course 3 38 46

Fire safety instruction 2 7 14

Specific training for working with electricity 6 6 36

Artificial optimal radiation 1 10 10

Fire-fighting instruction 22 8 176

First aid 14 8 112

Total 48 394

Scope: Mediaset Group (includes both regular staff and workers contracted via temporary employment agencies)

Campaign for early detection of melanoma: freely available to all staff of the Mediaset 
Group and associates, carried out by direct examination of the patient by dermatology 
specialists of various Madrid hospitals and subsequent referral to specialist centres of 
patients with anomalies.

 Early detection of ocular diseases and glaucoma: freely available to all staff of the Mediaset 
Group and associates, carried out by direct examination of the patient by experts in 
the field of optometry, and possibility of referral to expert ophthalmologists of those 
alterations detected which require it.
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Absenteeism

 2010 2011 2012

Accident at work with sick leave (alcb) 10 13 8

Accident on way to work 8 11 8

Common illness 288 318 293

Accidents not at work 7 9 3

Maternity and paternity leave 55 61 73

Occupational illness - - -

Due to death - - -

Total days not worked 11,865 13,911 14,752

Men NA NA 3,903

Women NA NA 10,849

NA: not available

Scope: Mediaset Group

Accident rates

 2010 2011 2012

I. frequency 5.28 5.45 3.17

I.  incidence 9 9.29 5.4

I. seriousness 0.08 0.1 0.21

Scope: Mediaset Group

I. Frequency= No. ALCB x 1000000 / Hours worked = 8 x 1000000 /1704 x 1481= 3,17

I. Incidence = No. ALCB x 1000 / Average employees  = 8 x 1000 /1481 = 5,40

I Seriousness = Days not worked by  ALCB x 1000 / Hours worked  = 546 x 1000 /1704 x1481 =0,21
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ENVIRONMENTAL POLICY  

•	 Compliance	 with	 environmental	 statutory	 regulations	 and	 any	 other	 requirement	
binding	on	the	organisation,	and	the	adoption	of	future	applicable	rules.	

•	 Reduction	and	prevention	of	the	environmental	impact	of	the	company’s	operations,	
controlling	and	cutting	consumption	of	energy	and	resources	as	far	as	possible	by	way	
of	the	application	of	more	efficient	processes.	

•	 Drawing	up	of	programmes	which	lay	down	objectives	and	goals	aimed	at	the	ongoing	
improvement	of	the	company’s	environmental	performance	and	permit	at	the	same	
time	regular	monitoring	of	the	progress	of	measures	implemented.	

•	 Information	transparency	for	stakeholder	groups	on	the	operations	of	the	company	
and	related	environmental	impact.	

•	 Creation	of	awareness	of	environmental	issues	on	the	part	of	employees	and	suppliers	
by	way	of	 information	and	training	activities	which	promote	the	involvement	of	the	
entire	Group	in	the	correct	management	of	the	enterprise.

Despite	the	fact	that	the	operations	of	Mediaset	
España	do	not	have	any	significant	environmental	
impact	per	se,	the	company	assumes	the	under-
taking	to	carry	them	on	in	a	sustainable	manner	
as	regards	the	efficient	use	of	natural	resources	
and	 the	 responsible	 management	 of	 waste,	 as	
well	 as	 minimising	 the	 impact	 on	 the	 natural	
environment	in	which	operations	take	place.	This	
undertaking	takes	the	form	of	the	Environmental	
Policy.

OUR  
ENVIRONMENTAL 

MANAGEMENT 
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Mediaset	 España	 seeks	 to	 ensure	 that	 the	 production	
techniques	used	are	 the	most	 sustainable	possible,	 thus	
adopting	 the	 use	 of	 low	 consumption	 lighting,	 the	 re-
use	of	 decoration	 and	 the	 balanced	 air	 conditioning	of	
recording	sets	among	other	measures.

In	the	same	way	it	seeks	to	have	productions	made	outside	
its	 premises	 respect	 the	 same	 principles,	 transporting	
the	 lowest	 number	 of	 people	 possible,	 using	 collective	
and	 less	 polluting	 means	 of	 transport	 or	 taking	 the	
necessary	measures	to	preserve	natural	habitats	among	

other	measures.	The	possible	environmental	impact	of	its	
productions	on	natural	 landscapes	or	 those	particularly	
sensitive	 to	environmental	 impact	 are	dealt	with	 in	 the	
section	on Sustainable management of the supply chain.

Environmental	management	by	Mediaset	España	 is	cen-
tralised	in	the	Joint	Prevention	Service.	The	main	premises	
monitored	are	the	offices	and	studios	at	Fuencarral	and	
Villaviciosa,	 located	 in	Madrid,	 those	at	Fuencarral	being	
the	most	significant	as	they	are	visited	by	approximately	
2,500	people	a	day.	

CONSUMPTION

Consumption of water, energy and materials

 2010 2011 2012 Variation 2011-2012

Water (m3) 27,011 24,669 23,210 -5.91%

Electricity (GJ) 59,611 63,599 62,515 -1.71%

Diesel (GJ) 63 72 246 243.31%

Propane (GJ) 574 642 664 3.46%

Gas Natural (GJ) 1,469 1,124 1,692 50.54%

Paper (kg) 22,805 14,266 3,140 -77.99%

Batteries (kg) 2,543 2,884 2,666 -7.56%

Toners  (units) 653 409 283 -30.81%

Tapes, DVDs, CDs (kg) 4,972 7,507 7,079 -5.70%

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 indirect energy by source

 Spanish electricity mix* Consumption 2012(GJ)

Coal 12.65% 7,908

Diesel 6.46% 4,035

Gas 36.56% 22,858

Biomass 0.91% 567

Waste 0.52% 324

Nuclear 17.96% 11,225

Hydraulic 9.92% 6,204

Solar photovoltaic 2.05% 1,280

Solar Thermal 0.01% 5

Wind 12.85% 8,036

Other 0.12% 73

Total production 100.00% 62,515

*	International	Energy	Agency	Data	(2009)

Note:	141,119	GJ	of	primary	energy	were	used	for	the	production	of	the	electricity	consumed	in	2012.

As	may	be	seen	there	has	been	a	moderate	reduction	in	
the	consumption	of	water	caused	both	by	the	awareness	
campaigns	for	the	responsible	use	of	this	resource	and	by	
the	completion	of	the	construction	of	the	new	building	
and	the	reduction	of	the	watering	times	of	green	areas.	

The	slight	fall	in	the	consumption	of	electricity	is	caused	
by	 a	 small	 reduction	 of	 production	 at	 the	Villaviciosa	
premises	 added	 to	 the	 replacement	 of	 lighting	 over	
recent	years.	In	2012	specifically	incandescent	lighting	has	
been	replaced	by	low	consumption	lighting	and	LED	in	a	
number	of	programmes	thus	 increasing	 the	use	of	cold	
light.	Moreover	 the	48	solar	panels	 installed	 in	 the	new	
building	have	total	installed	power	of	10·5	kW,	electrical	
power	which	directly	feeds	the	installations	of	the	building.

The	 consumption	 of	 diesel	 fuel	 increased	 in	 2012	 due	
to	 the	 carrying	 out	 of	 a	 large	 number	 of	 tests	 for	 the	
putting	in	motion	and	adjustment	of	the	back-up	power	
generator	 installed	 for	 the	 new	 building.	 Moreover	 the	
generation	of	heat	in	the	new	building	is	based	on	natural	
gas,	as	a	result	of	which	the	consumption	of	this	energy	
source	has	increased	compared	to	the	previous	year.

At	 the	 same	 time	 measures	 to	 promote	 sustainable	
energy	 consumption	have	 continued,	 including	 lowering	
the	stage	lighting	during	commercial	breaks	in	live	shows	
and	 during	 “dead	 time”	 during	 recordings;	 gradually	
replacing	 lighting	 screens	 in	 open	 areas	 with	 new	
screens	of	lower	consumption	and	greater	efficiency;	and	
keeping	the	reduction	of	 lighting	time	for	car	parks	and	
illumination	of	posters	on	the	outside	of	buildings,	among	
other	measures.	
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The	 slight	 increase	 in	 the	 consumption	 of	 propane	 gas	
may	 be	 due	 to	 the	 increase	 in	 the	 number	 of	 meals	
prepared	and	served	at	the	company	canteen.

Consumption	of	paper	 and	 toner	has	 fallen	 significantly	
due	both	to	continued	encouragement	of	awareness	on	
the	part	of	employees	of	the	responsible	use	of	resources	
and	to	the	use	of	previously	acquired	stock.	Consumption	
of	tapes,	discs	and	batteries	also	fell	in	2012.

As	 regards	 purchase	 criteria,	 for	 toner	 the	 supplier	 has	
ISO	certificate	9001	(2000),	ISO	14001,	and	production	
is	in	accordance	with	DIN	33870,	ISO	19752,	ISO	19798/	
24712,	ISO	10561;	it	also	has	a	Nordic	Swan	certificate.	
For	paper	 the	 supplier	has	 certificates	OSHSAS	18001,	
ISO	9001	and	ISO	14001.

WASTE  

Waste	 generated	by	Mediaset	 España	 is	 handled	by	 an	
authorised	waste	manager.	Thus	electrical	and	electronic	
equipment	 is	 handled	by	Recyberica;	waste	 from	 lamps	
and	used	fluorescent	lighting	by	the	AMBILAMP	Associa-
tion;	the	re-cycling	of	discarded	mobile	telephone	equip-
ment	by	Eureka	Móvil;	the	re-cycling	of	paper	and	batter-
ies	by	Reisswolf;	that	of	tapes	by	Shredex	and	waste	from	
paint,	gas	oil	and	glass	by	Fcc	Ámbito.

Waste	from	electrical	and	electronic	apparatus	is	managed	
by	 way	 of	 a	 technical	 storage	 warehouse.	 All	 current	
technical	 equipment	 is	 acquired	 subject	 to	 the	 RoHS	
(Directive	 2002/95/EC,	 implemented	 in	 Spanish	 law	 by	
way	of		Royal	Decree	208/2005),	the	cost	of	withdrawal	
at	the	end	of	 its	useful	 life	and	re-cycling	respecting	the	
environment	being	paid	at	the	time	of	purchase,	ensuring	
the	 adequate	 management	 of	 the	 waste	 generated	 by	
the	process	of	renewal	as	a	consequence	of	foreseen	or	
unforeseen	technical	obsolescence.	

Organic	 waste	 is	 only	 generated	 in	 the	 cafe	 /	 canteen	
area	and	the	staff	of	this	department	separate	the	waste	
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according	to	disposal	method	(organic,	plastic	containers,	
glass),	 this	being	 the	only	 free	access	area	 in	which	 the	
consumption	of	food	products	is	permitted.	

Employees	 separate	 paper,	 batteries,	 tapes,	 etc.	 by	
depositing	them	in	specific	containers	spread	around	the	
installations.

Waste handled (kg) 

2010 2011 2012
Variation  

2011-2012

Paper/ cardboard Non-dangerous 81,520 90,440 126,420 39·78%

Tapes Non-dangerous 25,018 10,897 7,550 -30·71%

Batteries Dangerous 2,860 5,238 3,600 -31·27%

Waste from electrical and electronic 
equipment

Non-dangerous 19,240 9,482 6,780 -28·50%

Waste from paint, aerosols and 
contaminated metallic / plastic containers

Dangerous 729 1,128 324 -71·28%

Others: oils and combustibles Dangerous N/A N/A 1,229

Others: glass Non-dangerous N/A N/A 540

     Total waste handled  129,367 117,185 146,443

     Total dangerous waste  3,589 6,366 5,153

     Total non-dangerous waste  125,778 110,819 141,290

Scope:	all	premises	of	Mediaset	España	except	those	located	outside	Madrid	due	to	the	fact	that	the	waste	collection	programme	is	not	applied	
to	them	due	to	the	limited	amounts	involved

N/A=	not	available
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WASTE DISPOSAL 

Disposal	by	Mediaset	España	is	carried	out	by	way	of	the	
municipal	network.	

EMISSIONS

Mediaset	 España	has	 continued	 the	policy	 begun	 some	
years	ago	on	the	reporting	of	its	emissions	in	accordance	
with	 the	 GreenHouse	 Gas	 Protocol	 Corporate	
Standard	of	 the	World	Business	Council	 for	Sustainable	
Development	 (WBCSD)	 and	 the	 World	 Resources	
Institute	(WRI)1,	which	provides	a	series	of	tools	to	help	
companies	 calculate	 their	 atmospheric	 emissions	 from	
different	 perspectives	 (electricity	 consumed,	 business	
traveling,	etc)	as	a	consequence	of	the	activity	generated	
over	the	course	of	the	year.	

Atmospheric emissions (t CO
2
 equivalent) 

 2010 2011 2012
Variation  

2011-2012

CO
2
 of energy consumed by fuel  (1) 116.01 109.13 155.47 43%

CO
2
 derived from electricity consumption (2) 6,457.82 6,889.93 5,658.94 -18%

CO
2
 derived from air transport  (3) 700.58 521.63 710.36 36%

CO
2
 derived from land transport (3) 1,201.29 1,813.66 1,829.18 0.84%

Vehicles	owned	by		Mediaset	España	(4) 69.55 84.10 70.5

Bus	route		(5) 111.90 111.90 110.13

Vehicles	not	owned	by		Mediaset	España 955.64 1,516.80 1,454.75

Rail	transport	 64.20 100.85 193.80

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.

1	For	more	information	see	www.ghgprotocol.org.

http://www.ghgprotocol.org
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The	most	significant	variations	are	due	mainly	to	the	na-
ture	of	the	principal	activity	of	the	channels	which	is	infor-
mation.	Thus	it	may	be	seen	that	emissions	deriving	from	
rail	 transport	 are	 a	 consequence	of	 the	 increase	 in	 the	
amount	of	that	form	of	travelling,	an	increase	caused	main-
ly	by	travelling	in	order	to	cover	UEFA	football	matches.		

Travelling	by	air	also	increased	due	to	the	coverage	of	the	
European	Football	Championship	held	in	2012	in	Poland	
and	Ukraine.

Other contaminating emissions from consumed electricity (t)   

 2010 2011 2012 Variation 2011-2012

SOx 13.78 14.70 14.47 -2%

NOx 7.54 8.00 7.93 -1%

Partículas 0.57 0.61 0.60 -1%

CO 2.80 2.97 2.94 -1%

COVNM 0.06 0.06 0.07 9%

Source:	EMEP/EEA	air	pollutant	emission	inventory	guidebook-	2009.
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SCOPE

This Report, the eighth annual document published by Mediaset España and which has 
been verified for the fifth year by an external auditor, aims to report on the Group’s 
Corporate Responsibility Commitments for the period 1 January to 31 December 2012.

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.

Compared to previous years, there were no significant changes on criteria and bases for 
including the information reported.

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 Global Reporting 
Initiative guidelines for the Preparation of Sustainability Reports, version 3.1. and the 
recently developed media supplement sector.

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, mana-
gement 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.

DIALOGUE

Mediaset España values and encourages stakeholder 
engagement, making available to them a specific commu-
nication channel for their comments, concerns and infor-
mation 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

mailto:rc%40telecinco.es?subject=
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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
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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

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
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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

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
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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

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



158

OUR CR REPORT 

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

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
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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

EN22 Total weight of waste by type and disposal method. Complete 127

EN23 Total number and volume of significant spills. Complete 146
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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

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
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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-wor-
ker health and safety committees that help monitor and advise on occupatio-
nal 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 regar-
ding 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 conti-
nued employability of employees and assist them in managing career endings.

Complete 117

LA12
Percentage of employees receiving regular performance and career develop-
ment reviews, by gender.

Complete 115

Diversity and equal opportunity

LA13
Composition of governance bodies and breakdown of employees per em-
ployee 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 cate-
gory, 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
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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

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
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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

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 CO

2
 

emissions.

LA15 In all cases of parental leave, the employees have returned to work.
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HR1(P)
There are no significant investments in Mediaset España that include clauses incorporating human rights 
concerns or that have undergone human rights screening.

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 equiva-
lence between heat retention of any gas of this type and 
that of CO

2
,. In this manner, all gases are converted to the 

CO
2
 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.

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 expo-
sure to the risk.
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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: CO

2
, CH

4
 (methane), N

2
O, 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.

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, offen-
sive 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.
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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 previ-
ously 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.

Sustainable development: The appearance of the concept 
of Sustainable Development goes back to the presenta-
tion 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.
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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 Department

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 Telecinco

La Siete

Tel.: 91 396 63 00

Fax: 91 396 62 23

Email: fdf@telecinco.es

telecinco2@telecinco.es

http://www.informativostelecinco.com
http://www.cuatro.com/noticias/
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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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