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INTRODUCTION

“Whoever stops to weep, whoever despairs against the hostile rock 
of discouragement, whoever does anything other than fight, will not 
be a victor, but a slow loser”.

Miguel Hernández

I have started this letter with a quote from the Spanish poet 
Miguel Hernández which exemplifies the attitude we all take 
every day at Mediaset España, a team which has completed 
another difficult year in economic terms, with results that again 
place us in a privileged position among Spain’s media groups.

To understand our excellent position in the market, it is worth 
looking back for a moment. Since our first market listing in 
2004, the value of the entity which was then Telecinco has 
risen from €2,503 million to €3,413 million, over €900 million 
which has been added to the capitalisation of the company 
now called Mediaset España. This figure exceeds the combined 
value of the other three media companies traded on the 
continuous market. Over these nine years we have generated a 
consolidated net profit of €1,666.8 million and we have created 
a sustainable future model which has enabled us, during the 
years in which the economic instability has shaken and, sadly, 
sunk many companies, to maintain our course without ever 
losing sight of our commitment to profitability.

This profitability is linked to the objective we have set in the 
television business, namely keeping viewers company through 
eight diversified TV channels for all ages which have hoisted 
us to a leadership position in audiences, with a record 29% 
of audience share in the channels as a whole, digital content 

on web sites and social networks which are leaders in their 
sector, and films which have again positioned us as one of the 
major producers in the Spanish film industry. This audio-visual 
range helps us to achieve a perfect connection with advertisers’ 
messages, who have again chosen us as the best option for their 
advertising spending.

Looking at 2013, it could be described as the year in which 
television commenced a second childhood, a new stage in 
which we have moved from consuming this medium only on a 
family basis to sharing it from a variety of platforms with millions 
of people at the same time, thanks to the capacity provided by 
social networks and the new technologies. 

The numbers prove this, but just as important is our spirit of 
pride and achievement. Adjusted net profit at the year end 
amounted to €49.3 million with a significant improvement in 
operating margins (adjusted EBITDA at €87.2 million and EBIT 
amounting to €70.2 million), a positive cash position (+€93.5 
million) and a debt-free balance sheet. Despite the slump 
in the TV advertising market, which has shrunk by 6.2%, our 
advertising concessionaire Publiespaña has once again led the 
television market with a share of 43.7% and ended the year 
with gross advertising income totalling €802.2 million, again 
the best figure for any media company in Spain. Concerning 
stock market performance, our shareholders’ confidence has 
made it possible to achieve some impressive figures. The share 
price grew by 64.81%, the highest annual rise in the Company’s 
history, with an increase of €1.343 million in capitalisation 
compared with the previous year. Our shares achieved the 
sixth-best performance on the Ibex35.  

LETTER FROM THE 
CHAIRMAN
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Alejandro Echevarría
Chairman

With regard to corporate governance, our efforts have 
centred on increasing shareholder participation in the 
Company’s decisions and on maintaining transparency in all 
our information. In this respect, we have anticipated future 
legislative changes and in 2013 the Directors’ Remuneration 
Policy Report for Mediaset España was submitted to a binding 
vote, an initiative which most listed companies continue to 
leave on the side-lines of their appraisals. In order to continue 
improving compliance with official corporate government 
recommendations, rules have been laid down concerning the 
number of Boards of which our directors can be members, 
to ensure a necessary level of dedication to performing the 
tasks required by their position as directors. These rules 
vary according to the kind of director concerned. Finally, 
the financial information control system has been reviewed 
by an external firm of recognised prestige, enabling us to 
strengthen the accounting practice systems and information 
and communication mechanisms. 

In the Community Action area, we have again made our 
organisation available to various causes as a channel for raising 
public awareness on matters that deserve the community’s 
attention, via our news programmes, shows, web sites and social 
networks. During the year have taken another step forward 
in our communication commitment regarding the important 
subject of organ donation with the development of the “Soy 
Donante” (I’m a donor) app and also through a preventive 
message on the importance of the early detection of stroke 
symptoms. In addition, we have promoted the use of bicycles 
(“Sobre ruedas la vida me gusta más” - life is better on wheels) 
and have raised awareness of the importance of keeping 
beaches clean in summer, as well as numerous references to 

the personal situations of people or groups with differing needs 
which have been broadcast through our programmes.

Looking around at different variables related to our business, 
the impact of all these social and charity campaigns, the record 
number of TV minutes consumed in 2013, the millions of video 
viewings and comments on social networks about our series, 
programmes and channels, with the highest advertising share in 
the industry, we can safely say that audio-visual content is the 
king of entertainment and information at the present time, and 
perhaps also the most efficient vehicle for helping others. All the 
employees that make up the great family of Mediaset España 
will continue working towards these objectives, following the 
spirit of facing and overcoming adversity reflected in the words 
of Miguel Hernández quoted at the start of this letter.
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Giuseppe Tringali
Chief Executive Officer

Although certain macroeconomic parameters in the Spanish 
economy have improved in recent months there are still indicators 
which are stalling Spain’s recovery, such as the high level of 
unemployment and the lack of credit for families and companies.  
Following ten successive quarters of decline in the television 
advertising market, there has been a clear change in trend in the 
last quarter of 2013, with growth in excess of 5%. We are clearly 
starting a change in cycle and rising confidence is of key importance, 
but this change has still not reached the real economy. In line with 
this analysis, our forecast for 2014 is for a better year than in 2013, 
which was a period of transition and slow recovery. In any event, 
once again Mediaset España has maintained its leadership in the 
TV advertising market, achieving 43.7% of spending share (source: 
InfoAdex). 

2013 was also a key year for our company because the foundations 
have been laid for the future of Publiespaña. We have redirected all 
the business lines of Publimedia Gestión to Publiespaña, with the 
exception of Pay TV in compliance with the requirements of the 
CNMC. Multiscreen TV content consumption is a growing trend and 
Mediaset España is the media group preferred by users demanding 
audio-visual content on the Internet and who participate in that 
content actively through their comments on social networks. 
Second screens have become staunch allies of the television and 
therefore we are strongly backing the integration of television and 
Internet advertising.

In this respect we have taken a farther step and have set up a new 
company, Integración Transmedia (IT), to respond to the new market 
demands and develop 360º degree advertising campaigns.

In each project, the new company implements the resources 
required to plan the best possible communications campaign 
beyond the media available to Mediaset España, fully complying with 
applicable regulations.  

With respect to free-to-air TV, we were leaders again in both 
total individuals (29%) and in the target most sought after by our 
customers, the commercial target (31%), according to data from 
Kantar Media. These excellent results are explained by our way of 
understanding advertising. The prime-time advertising commitment 
we initiated in April 2011 involves over 90% of Prime Time blocks 
in our channels having a maximum duration of six minutes of 
conventional advertising. Through this decision, unchanged since then, 
the Group has demonstrated its responsibility and its commitment to 
improving the efficiency of the television medium, achieving a double 
objective which benefits both viewers and advertisers. The third wave 

of the study “La Eficacia publicitaria en Prime Time” (Advertising 
Efficiency in Prime Time) prepared by the research institute CIMEC 
emphasises the importance of this undertaking by the Company. 
According to this study, advertising recall in blocks of up to six 
minutes is 42% better than recall in longer blocks. This, in turn, impacts 
brand recommendation, which improves by 39% compared with 
longer blocks. We should note that this study was awarded a prize 
for the best presentation at the 29th AEDEMO Television Seminar. 
As part of the same strategy, the Company has taken a step forward 
by successfully offering the market a specific advertising product for 
the Cuatro series “Homeland”, consisting of the broadcasting of 
“hiQuality” blocks with a maximum of three spots.

Within the innovation area, together with the successful branded 
content solutions, we have recently added a pioneering commercial 
synergy initiative between TV and the social networks called 
“Advergame Experience”. This is a completely new advertising 
format in Spain which enables our customers to integrate their 
virtual product placement using social networks.

In addition, Publiespaña, in its commitment to opening new lines 
of business, has entered the Latin American online advertising 
market through its holding in the digital concessionaire Netsonic 
for adverting on the web sites of Mediaset España and other Latin 
American media.

The new multimedia dimension of Mediaset España has also led 
to the remodelling of the Publiespaña website, a showcase for the 
broad commercial offering made up by its channels, programmes, 
presenters, formats, websites and advertising product portfolio. This 
showcase is being renewed and updated continuously and allows 
the advertisers themselves to provide us with their suggestions or 
send us their comments.

Among its corporate actions, Mediaset España has joined the 
“Publicidad Sí!” (Yes to Advertising) initiative which brings together 
the main players in the advertising industry with the aim of 
“fomenting the social and economic relevance of advertising in 
society and defending advertising as a fundamental pillar of the 
economic, social and cultural development of our country”.

As always, I would like to end by expressing my gratitude for the 
excellent work performed by all the people that form part of 
our group. I am convinced that we can all learn from this difficult 
period in order to face the coming years with even higher levels of 
professionalism.

LETTER FROM 

CHIEF EXECUTIVE OFFICER
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Paolo Vasile
Chief Executive Officer

LETTER FROM 

CHIEF EXECUTIVE OFFICER

2013 commenced with the worst data in recent years. However, 
by the end of the year we were able to see some more positive 
signs, making us confident that 2013 would be the last year of 
the economic crisis. We are still not aware of the rhythm of the 
Spanish economy’s recover, but we do know that the downward 
slope is coming to an end. 

Despite everything, at Mediaset España we can proudly say that 
during these years we have never ceased to be true to our 
principles and our commitment towards viewers, shareholders 
and employees. 

During this tough year, in which we have tightened our characteristic 
cost control, including programming costs, we have again managed 
to lead the open-to-air TV market with a family of channels that 
form a fair balance between information and entertainment. 

In this manner we have managed to design a programme range 
which once again has led audiences with an average share of 29% 
in daily totals and 31% in the commercial target audiences. This 
leadership has gone beyond the limits of television since on the 
Internet Mediaset España heads Spanish television groups, with a 
monthly average of 5.2 million single visitors, 1,200 million page 
views throughout the year and over 1,000 million video views 
in 2013. 

With regard to social media, our Company has generated more 
than half of the comments on television shared by users, with over 
53 million comments.

We are coming to what we hope is the end of the crisis without 
having been forced to lose the talent of our people, retaining 
the workforce with which we began the journey in 2008, in 
what we consider to be, if not the only, then the most important 
interpretation of corporate social responsibility, because we have 
been the only company in the industry that has not resorted to 
staff adjustments with respect to its original structure, that of the 
former Gestevision Telecinco.

We have also defended the interests of shareholders, who have 
entrusted us with their savings, their investments. In 2013 the 
stock-market value of Mediaset España increased by 64.8%, from 
€2,070.9 million to €3,413.2 million. The market has recognised the 
track record of a company that has defended its values, which has 
continued to be profitable every year and which has come this far 
without debt and with a positive cash position.

It is not easy to achieve all these objectives at the same time but 
we have managed it, which once again bears out the strength of 
our business model and the management skills of our team. 



GOVERNANCE
MODEL
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The Mediaset España Group is a media group comprising a number of companies 
engaging in businesses related to the audio-visual sector, whose activity centres on the 
production and broadcast of TV content. Its main line of business is the exploitation of 
advertising space in the television channels it operates.

GROUP ORGANIZATIONAL STRUCTURE 

Mediaset España Comunicación, S.A. (“Mediaset España” 
or “the Company”), incorporated in Madrid on 10 March 
1989, heads the corporate group known as Grupo 
Mediaset España Comunicación, S.A. (“the Mediaset 
Group” or “the Group”).

Mediaset España, the parent company

Mediaset España’s registered office is located in Carretera 
de Fuencarral a Alcobendas 4, 28049 Madrid. 

The Company was admitted to the stock exchange on 24 
June 2004 and is currently listed on the Madrid, Barcelona, 
Bilbao and Valencia stock exchanges. It joined the IBEX35 
on 3 January 2005.

According to its By-laws, Mediaset España’s corporate 
objects are the indirect management of Public Service 
Television and it currently operates the following television 
channels: Telecinco, Cuatro, LaSiete, Factoría de Ficción, 
Boing, Divinity, Energy and Nueve. 

The Company holds the licences required to provide 
audio-visual communication services, which enable it to 
operate said channels. The licence granted by resolution 
of the Council of Ministers on 11 June 2010 is currently 
in force. The licence has a term of 15 years and may be 
extended. At the beginning of 2013, the new channel 
Nueve started broadcasting, after obtaining all the 
necessary licences.
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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.

(FURIA  
TITANES II))

100%
PUBLIMEDIA

100%
INTEGRACIÓN
TRANSMEDIA

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

30%
MEGAMEDIA 

 TV

38%
NETSONIC

30%
SUPERSPORT  

TV
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As Group parent company, Mediaset España is required to draw up the Group’s consolidated annul accounts, as well 
as its own annual accounts. The Group’s consolidated companies are:

Fully-consolidated companies 2012 2013

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

Telecinco Cinema, S.A.U. 100% 100%

Publiespaña, S.A.U. 100% 100%

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

Mediacinco Cartera, S.L. 75% 75%

Publimedia Gestión, S.A.U. (1) 100% 100%

Sogecable Media, S.L.U. 100% 100%

Sogecable Editorial, S.A.U. 100% 100%

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

Integración Transmedia, S.A.U. (1) - 100%

Companies consolidated by the equity method 2012 2013

Pegaso Televisión, Inc 44% 44%

Bigbang Media, S.L. 30% 30%

Producciones Mandarina, S.L. 30% 30%

La Fábrica de la Tele, S.L. 30% 30%

DTS, Distribuidora de Televisión Digital, S.A. 22% 22%

Furia de Titanes II, A.I.E. 34% 34%

Editora Digital de Medios S.L. 50% 50%

60 DB Entertainment. S.L. 30% 30%

Megamedia Televisión, S.L. -  30%

Supersport Televisión, S.L. -  30%

Netsonic, S.L. -  38,04%

(1) Investments in these companies are held through Publiespaña, S.A.U.
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Subsidiaries

Subsidiaries are considered to be those entities over 
which Mediaset España has capacity to exercise effective 
control. This capacity is evidenced by a direct or indirect 

interest providing the shareholder with more than 50% of 
the voting rights in the subsidiaries. 

Changes in the consolidation scope in the year ended 31 December, 2013

Company Reason for change

Integración Transmedia, S.A.U. Acquisition of the company, 100% owned by  Publiespaña, S.A.U.

Megamedia Televisión, S.L.
Acquisition of the company, 30% owned by Conecta 5 Telecinco, 
S.A.U.

Supersport Televisión, S.L. Acquisition of 30% interest by Mediaset España.

Netsonic, S.L. Acquisition of 38.04% interest by Publiespaña, S.A.U.

Direct shareholding through Mediaset España 

Subsidiaries and %  
shareholding Main activity

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

Activities which are complementary to the operation of a television channel: 

a) acquisition and exploitation of phonographic and audio-visual recording rights, 

b) artistic performance, 

c) promotion of shows and 

d) 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 audio-visual rights markets; organisation, 
production and broadcasting of shows and events of any type.

Publiespaña, S.A.U.
(100%)

The Company’s objects consist of the performance of 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.

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

Its objects consist of the exploitation of audio-visual content on the Internet.

(Continued on next page)
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Subsidiaries and %  
shareholding Main activity

Mediacinco Cartera, S.L. 
(75%)

a)   Investment through the acquisition, subscription, assumption, payment, holding, transfer, disposal, 
contribution or encumbrance of shares or securities, including shares, shareholdings, interests in 
companies or joint-ownership arrangements, company subscription rights, debentures, marketable 
or otherwise, trade bonds, founder shares, jouissance  bonds, fixed or variable income securities, 
listed or otherwise on official stock markets, government debt securities, including Treasury bonds, 
bills and promissory notes, bills of exchange and certificates of deposit, all subject to applicable 
legislation.

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

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

Management of marketing of the advertising of audio-visual supports on Cuatro, Sogecable’s theme 
channels on Digital+ and the magazine Digital+.

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

Activities which are complementary to the operation of a television channel: 

a)   acquisition and exploitation of phonographic and audio-visual recording rights, 

b)   artist representation, 

c)   Events promotions and the publication, production, distribution and marketing of publications and 
graphic materials

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

Activities pertaining to a gambling and betting operator, including the organisation, marketing and 
operation of gambling, betting, sweepstakes, contests and any other activity in which sums of money 
or economically appraisable objects are risked on uncertain future results, and which allow transfers 
between participants, irrespective of whether the players’ skill is predominant in them or they are 
exclusively or essentially games of chance, betting or gambling; including the advertising, promotion 
and sponsorship of such activities. The foregoing, in accordance with Law 13/2011 of 27 May 2011 on 
Gaming Regulation.

Direct shareholding through Publiespaña 

Subsidiaries and %  
shareholding Main activity

Publimedia Gestión, 
S.A.U.  
(100%)

a)   The creation, acquisition, production, co-production, editing, filming or recording, reproduction, 
transmission, dissemination, distribution, marketing and exploitation in any form of any audio-
visual, written or computer generated works or recordings, as well as the rights to such works.

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

c)   The creation, acquisition, marketing and exploitation in any direct or indirect form of trademarks, 
patents and any other kind of industrial property rights or image rights, as well as any objects, 
models or methods that might provide support for the exploitation of the foregoing rights.

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

e)   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.

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

(Continued)

(Continued on next page)
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Subsidiaries and %  
shareholding Main activity

Integración Transmedia, 
S.A.U
(100%)

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 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.

Associates

Set out below are the associate companies, understood 
as those entities where Mediaset España has the capacity 
to exercise significant influence (assuming that there is an 
interest of at least 20%) without direct or joint control. 

These companies are consolidated by the equity method 
because the Group does not hold a majority interest in 
or control over them.

Direct shareholding through Mediaset España  

Company 2012 2013 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 the USA and Puerto Rico.

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

30% 30%
Production and distribution of all kinds of programmes and audio-
visual products on any technical media.

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

22% 22% Indirect management of public satellite pay television service.

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

30% 30%
Creation and development of audio-visual content and its 
production and commercial exploitation.

La Fábrica de la Tele, S.L.
C/ Ángel Gavinet, 18

 28007 Madrid
30% 30%

Creation and development of audio-visual content and its 
production and commercial exploitation.

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

50% 50%
Creation, development and exploitation of a digital newspaper 
specialising in information on communication media, particularly 
audio-visual communications media.

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

30% 30%

Creation and development of audio-visual content in any format, 
whether entertainment, fiction, advertising or analogous, and the 
production of events and their commercial exploitation in any 
form and by way of any media.

Supersport Televisión, S.L.
C/ María Tubau,5-4ªPlanta 
28050 Madrid

- 30% Production of news programmes, particularly with sports content.

(Continued)
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Indirect shareholding through Mediacinco Cartera

Company 2012 2013 Activity

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

33% -

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

(*) Holding sold with effect from July 2013.

Indirect shareholding through Telecinco Cinema

Company 2012 2013 Activity

Agrupación de Interés Económi-
co Furia de Titanes II, A.I.E.
C/ Teobaldo Power, 2-3ºD
Santa Cruz de Tenerife

34% 34%

Provision, for its own or a third party’s account, of 
telecommunications services in any form and on any media, 
known or to be known, in accordance with prevailing legislation 
at any time, the participation in any form in the creation, 
production, distribution and exploitation of any kind of audio-
visual works of fiction, animation or of a documentary nature.

Indirect shareholding through Conecta 5 Telecinco

Company 2012 2013 Activity

Megamedia Televisión, S.L.
C/María Tubau, 5-4ªPlanta
28050 Madrid

- 30%
Creation, development, production and exploitation of 
multimedia audio-visual content.

Indirect shareholding through Publiespaña

Company 2012 2013 Activity

Netsonic, S.L.
Gran Vía de las Corts Catalanes,  
630, 4ª Planta
08007 Barcelona

- 38,04%

Creation of an on-line video advertising network bringing 
together audiences in Latin American companies of 
both international media groups (with Latin American 
audiences) and Latin American media groups.

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

The parent company has issued the pertinent notifications to investees, as indicated in the Spanish Companies Act 2010, 
and there are no commitments which may give rise to contingencies with respect to those companies.

Note: The business names of the companies 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 TELEVISIÓN

P.  Vasile

A.D. Comercial
 (A. Bustamante)

A.D. Multiplatform
(A. Bueno)

NEWS DIVISION
TELECINCO

P. Piqueras

   A. D. Marketing
( J. López Cuenllas)

  A.D. Channel Cuatro
(R. López Palomar)

  A.D. Adjunto Antena 
(J. A. Alarcón)

   A.D. Channels FDF, Boing & la 
7 (S. Sans)

  A.D. Product selection
(A. L. Armendáriz)

  A.D. Antenna Operations
(M. Caldés)

  D. Programme Production
(B. Toscano)

  D.A. 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 Production  
(O. Forniés)

 A.D. Document Management
(J.A. Rodríguez)

 G. M. Telecinco Cinema 
(A. Augustin)

 A.D. Projects Development
(J. Tuca)

 G. M.  Telecinco Cinema
(M. Sánchez-Ballesteros)

ANTENNA DIVISION

P. Marco

CONTENT PRODUCTION 
DIVISION

L. Baltanás

MOVIE & RIGHTS 
ACQUISITION DIVISION

G. Barrois

GENERAL MANAGEMENT 
CONTENT

M. Villanueva

NEWS DIVISION

J. Pedro Valentín

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

M. Drago

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)

 D. Management control
(F.  J.  Ascorve)

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

 A. D. Admin. Publiespaña Group
(A. Suárez)

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

GENERAL MANAGEMENT 
MANAGEMENT & OPERATIONS

M. Musolino

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

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

D.  Games (J. Madrid)



20

GOVERNANCE MODEL

Mediaset España’s corporate governance system is the framework which governs and 
guarantees the Company’s proper management, orientated towards generating value 
for shareholders. The system is built around policies, regulations and procedures which 
envisage the highest standards of transparency and good practice in the Corporate 
Governance area.

CORPORATE GOVERNANCE SYSTEM

The Company’s governing bodies are the General 
Shareholders’ Meeting, the Board of Directors and the 
Board committees.

The Shareholders’ Meeting is governed by applicable 
legislation, the Company’s By-laws and the General ‘ 
Meeting Regulations approved by Mediaset España. As the 
highest governing body, the Shareholders’ General Meeting 
represents all shareholders and takes decisions by majority 
vote on the matters coming under its competence.

Following corporate governance guidelines, the detailed 
proposals of resolutions to be adopted by the shareholders 
in general meeting are disclosed when the announcement 
of the meeting is published. Any matters which are 
substantially independent are voted on as a separate item 
on the agenda, so that shareholders may express their 
voting preferences separately. 

Shareholders attending the general meeting held in 2013 
represented almost 83% of total shareholders.

For its part, the Board of Directors is the Company’s 
maximum decision-taking body, except with respect 
to matters which are the exclusive competence of 
the general meeting. The Board thus hold all authority 
necessary to manage the Company’s affairs. However, 
the Board’s policy is to delegate the Company’s ordinary 
management to delegated bodies and the management 
team, in order to focus its activity on determining the 

general strategy of Mediaset España and on its general 
supervisory role. 

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 corporate governance guidelines which limit 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 Independent directors continue 
to represent 33·33% of the total members of the Board. 

The committees which assist the Board in its tasks are 
the Executive Committee, the Audit and Compliance 
Committee and the Appointments and Remuneration 
Committee, all of which are chaired by independent 
directors. 

The Audit and Compliance Committee and the Appoint-
ments and Remuneration Committee are governed by 
the Board Regulations and by their own specific rules.

In order to ensure that the process for selecting the 
members of the Board of Directors is completely 
objective and that, if the opportunity arises, is proves 
possible to have a higher number of women on the Board, 
the Appointments and Remuneration Committee has 
drawn up, following the relevant analysis, a list of women 
that meet the requirements to be appointed members of 
the Company’s Board of Directors.

GOVERNANCE STRUCTURE
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The Board Regulations develop and supplement legisla-
tion and the By-laws applicable to the Board of Directors 
and are based on the recommendations of the Single 
Corporate Governance Code. The matters addressed in 
the Board Regulations include: restriction of the man-
date of independent directors to 12 years; maximum age 
at which directors must make their office available to the 
Board, which is 80 years of age; directors’ obligation to 

report to the Board any criminal proceedings in which 
they are involved as suspects and developments during 
the proceedings, and to inform the Appointments and 
Remuneration Committee of their other professional 
occupations, including other board offices. 

COMPOSITION OF THE BOARD OF DIRECTORS

D.  Alejandro Echevarría Busquet
Chairman

D. Fedele Confaloneri
Deputy Chairman

D. Giuseppe Tringali 
Managing Director

D. Paolo Vasile 
Managing Director

D. Manuel Polanco Moreno
Deputy Chairman

The professional backgrounds of the members of the Board of Directors can be consulted at: 

http://www.mediaset.es/inversores/es/consejo-de-administracion.html

D. Massimo Musolino
Director

D. Pier Silvio Berlusconi
Director

D.  Angel Durández Adeva
Director

D. Francisco De Borja Prado Eulate
Director

Dña. Helena Revoredo Delvecchio
Director

D. José Ramón Alvarez-Rendueles
Director

D.  Alfredo Messina
Director

D. Giuliano Adreani
Director

D. Juan Luis Cerbrián Echarri
Director

D. Marco Giordani
Director

DIRECTOR’S CATEGORY

Independent Nominee Executive

http://www.mediaset.es/inversores/es/consejo-de-administracion.html
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BOARD COMMITTEES

D.  Alejandro Echevarría Busquet
Chairman

D. Paolo Vasile 
MemberD. Giuseppe Tringali 

Member 

D. Giuliano Adreani  
Member  

D. Fedele Confalonieri 
Member

D. Manuel Polanco Moreno 
MemberD. Francisco de Borja Prado Eulate 

Member 
D. José Ramón Alvarez-Rendueles 

Member

Audit and Compliance Committee

D. José Ramón Alvarez-Rendueles 
Chairman

D.  Angel Durández Adeva 
Member

D. Fedele Confalonieri 
Member

D. Marco Giordani    
Member

D. Giuliano Adreani 
Member

D. Alfredo Messina 
MemberD. Juan Luis Cebrián Echarri 

Member

Appointments and Remuneration Committee

D. Francisco de Borja Prado Eulate  
Chairman

D. Angel Durández Adeva 
Member

D. Fedele Confalonieri 
Member 

D. Manuel Polanco Moreno    
Member

D. Giuliano Adreani 
Member

Executive Committee

BOARD’S CATEGORY

Independent Nominee Executive
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Direct and indirect owners of significant shareholdings, 
excluding Board members:

Name No. of direct voting 
rights

No. of indirect  
voting rights % Total

Mediaset, SpA 169,058,846 0

Promotora de Informaciones, S.A. 70,534,898 0

OWNERSHIP STRUCTURE

Members of the Board of Directors holding voting shares:

Director's name or company 
name

Number of direct 
voting rights

% voting rights (indirect)
% total  

voting rightsDirect  
shareholder

Number of voting 
rights

Alejandro Echevarría Busquet 47,023 0.012

Paolo Vasile 8,426 0.002

Massimo Musolino 13,936 0.003

José Ramón Alvarez-Rendueles 18,294 Alvarvil, SA 654 0.004

Angel Durández Adeva 4,237 0.001

Francisco de Borja Prado Eulate 719 Bopreu, SL 7.412 0.002

% total voting rights held by the Board 0.01

 

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

41.552 %

17.336 %

Executive 
Committee

Audit and  
Compliance Committee

Appointments and 
Remuneration Committee

D. Alejandro Echevarría Busquet   4/4

D. Paolo Vasile  4/4

D. Giuseppe Tringali  4/4

D. Fedele Confalonieri  4/4  5/5 1/1

D. Giuliano Adreani  4/4  5/5 1/1

D. Manuel Polanco Moreno  4/4 1/1

D. Francisco de Borja Prado Eulate  4/4 1/1

D. José Ramón Alvarez-Rendueles  4/4  5/5

D. Angel Durández Adeva  5/5 1/1

D. Marco Giordani   5/5

D. Alfredo Messina   5/5

D. Juan Luis Cebrián Echarri  5/5

Attendance at Board Committee meetings
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There have been changes in corporate governance 
legislation during 2013 requiring a process of adaptation 
by the Company. The new requirements by the Spanish 
regulator and the new recommendations concerning 
transparency and reporting issued in the year include 
the definition of new reporting structures, contents and 
models for the annual corporate governance report and 
the annual remuneration report, with greater disclosure 
of internal control and risk management.

In 2013, the National Securities Market Commission 
(CNMV) issued the updated Single Corporate 
Governance Code for Listed Companies. As in previous 
years, Mediaset España has carried out a detailed analysis 
to ensure that its rules of governance are in line with the 
best practices laid down in said Code and recent changes 
to the law. 

Mediaset España publishes its Annual Corporate 
Governance Report in accordance with the CNMV 
standard model, in which it reports on: the shareholder 
and administration structure (Board of Directors and 
Board Committees), related party operations, risk control 
systems, the General Meeting, degree of follow-up of 
recommendations concerning corporate governance and 
other information of interest.

It also issues the Annual Directors’ Remuneration 
Report in accordance with CNMV requirements, which 
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, per 
diem expenses, any additional remuneration received, 
contributions to defined contribution pension plans 
and other items The report also contains information 
on the system of remuneration which will determine 
directors’ earnings in the following year and the structure 
and amounts paid to senior executives of Mediaset 
España and the main Group companies. Mediaset 
España anticipated this new CNMV recommendation 
and has been disclosing individualised and detailed 
information concerning its directors’ remuneration for 
several years.

This information is made available to shareholders from 
the date of publication of the convening of the General 
Meeting and may be accessed on the website or by 
requesting the sending of a free printed copy. In order to 
afford greater transparency to the information published 
by the company, both the Corporate Governance 
Report and the Remuneration Report are verified by an 
independent (PwC). Mediaset España thus continues to 
be a pioneer among the Ibex 35 companies by submitting 
these reports to external verification.  

In its efforts to increase the participation of shareholders in 
the Company’s decisions and make published information 
more transparent, it should be noted that the Directors’ 
Remuneration Report is subject to the binding vote of the 
shareholders in general meeting, as a specific item on the 
agenda. The shareholders therefore have the opportunity 
to take part in decisions on a highly relevant matter which 
in most listed companies remains outside their decision-
taking scope.

Concerning the Company’s remuneration policy, the 
members of the Board of Directors, in their capacity as 
such, are entitled to receive remuneration comprising a 
fixed annual quantity and board attendance expenses.

The shareholders, in general meeting, have the authority 
to determine the maximum amount that the Company 
can pay during a financial year to the Board members as 
a whole in respect of annual remuneration and per diems. 
For 2013, the maximum was set at €2.5 million. The Board 
of Directors is responsible for determining the amount to 
be paid to each director within said limit. The sum paid in 
2013 amounted to less than €1.5 million, considerably less 
than the limit set by the shareholders.

The remuneration system includes the right of executive 
directors to receive variable income linked to the fulfilment 
of some performance indicator. Therefore, the three 
current executive directors (two managing directors and 
one management and operations director) and entitled, 
under the By-laws, to receive variable remuneration 
commensurate with the Company’s performance 
indicators. Additionally, under their remuneration plan the 

CORPORATE GOVERNANCE MANAGEMENT
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executive directors may receive stock options, dependant 
on the fulfilment of other performance objectives 
established to this end. Indicators related to variable 
remuneration are approved by the Board of Directors, 
subject to a prior favourable report by the Appointments 
and Remuneration Committee. 

Three objectives were set by the Board of Directors for 
the managing directors in 2013, assigning each objective a 
percentage weighting:

The managing director who also holds the position of 
general manager is entitled to a bonus of up to 50% of 
his/her fixed remuneration. 36% of this figure is subject 
to the achievement of individual objectives, 36% to the 
achievement of corporate objectives and 28% to the 
director’s performance evaluation.

Another area in which Mediaset España has made 
progress in the integration of the CNMV governance 
recommendations concerns Board member dedication. In 
this respect, the necessary measures have been taken to 
ensure that Board members devote the time and effort 
needed to their duties to ensure that they are efficiently 
carried out. to this end, rules have been established 
concerning the number Boards that the Mediaset España 
directors can be members of. 

The limits are set based on the type and characteristics 
of each of the Board member categories. The rules for 
executive directors and nominee directors are more 
restrictive and the number of Boards of directors to 
which they may belong is lower than for other director 
categories, there also being limits on the number of Boards 
they may belong to within the companies of the Mediaset 
Group. The involvement of independent directors in 
other Boards is linked to their own director category, 
distinguishing whether they are nominee, executive or 
independent directors, with limits varying on this basis. 

All information concerning corporate governance issues 
is available in greater detail in the Annual Corporate 
Governance Report and the investor portal of the 
Company’s web site, which can be accessed through this 
link:  http://www.mediaset.es/inversores/es/

50%

25%

25%

  Advertising income   

   Consolidated Group  
EBIT

  Free cash flow

http://www.mediaset.es/inversores/es/
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The Mediaset Group is subject to the influence of various risks which are inherent 
to its activity, its market and the players with which it does business. To mitigate 
these risks and ensure that the Company achieves its strategic objectives, the Group’s 
governing bodies have implemented mechanisms to identify, evaluate and mitigate 
potential risks, and have established specific control procedures in this respect. These 
risk management systems are mainly included in the Mediaset Group’s Integrated Risk 
Management Policy.

RISK MANAGEMENT SYSTEM

The Risk Management System introduced in 2007, taking 
as a reference the Enterprise Risk Management (ERM) 
of the Committee of Sponsoring Organizations of the 
Treadway Commission (COSO II), which have been 
regularly updated since then, gives 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 is the 
identification, control and management of any significant 
risk which might affect achievement the Company’s 
objectives. It also makes it possible to assess the impact 
in euro of each identified risk which might affect Group 
companies, the likelihood of the risk occurring and the 
degree of control existing over each risk. 

The board of directors, as the highest governing body of 
Mediaset España, has the task of identifying the main risks of 
the group and implementing and carrying out supervision 
of the information and internal control systems in place, 
for the purpose of adopting the measures required to 
reasonably ensure an effective internal control system and 
the development of improvements to said system. 

Mediaset España’s Audit and Compliance Committee 
supports the Board of Directors and has the functions 
of ascertaining, checking and supervising the suitability 
and completeness of the process for the preparation 

of financial information, internal control and of the risk 
management systems, among other responsibilities. 

Internal Audit Management, in turn, is responsible for 
driving and supporting risk management and providing 
the Board of Directors with assurance that the internal 
control system is being properly supervised. Its duties 
include evaluating, controlling and tracking the business 
risks that are identified and managed for each Group 
company. To this end, it draws up its Annual Audit 
Plan based on the evaluation of existing risks and the 
suggestions received from the Audit and Compliance 
Committee and Corporate Management This plan is 
presented to the managing directors for discussion and 
approval and, subsequently, to the Audit Committee for 
explanation and approval. 

Finally, the Risk Committee, formed by the Group’s general 
managers, is the body through which the executive risk 
management functions are carried out in the Company’s 
day-to-day operation.

Article IV E of the Code of Ethics provides that, based 
on the relations between Mediaset España and its 
shareholders, investors, analysts and the financial market 
in general, the consistent and symmetrical communication 
of information concerning its activity and business results 
must be complete, true, transparent and responsible, always 
expressing a true and fair view of the Company’s affairs.
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In this respect the Group has implemented a risk control 
and management system in relation to its financial reporting 
process which ensures the reliability of the financial 
information reported by the Group companies on an 
individual basis and the consolidated financial information, 
as well as compliance with the relevant legislation and 
the correction of any weaknesses observed. During 3013 
an internal review was performed on Mediaset España’s 
financial information control system by an external 
company of recognised prestige. As part of this review, 
the accounting practices manual and information and 

communication mechanisms were revised, and control 
systems were strengthened.

In addition, in response to the reform of the Criminal 
code in 2010, which introduced the criminal responsibility 
of legal persons, the Group has designed a Crime 
Prevention and Detention Model. Its efficiency is based 
mainly on the implementation of the Code of Ethics, the 
definition of Internal Rules of Conduct, the creation of a 
Complaints Channel and the setting up of Compliance 
Management.

•	 Code of Ethics. 

•	 Integrated Risk Management System.

•	 Corporate Security Policy.

•	 Internal Rules of Conduct. 

•	 Procedure for Procurement of Goods and Services. 

•	 Procedure for Purchasing Rights. 

•	  Procedures and Duties of the Committee for Acquisitions and Sales. 

•	  Procedure for Signing of Contracts. 

•	  Procedure for Travel and Travelling Expenses: 

•	  Procedure for the Making and Acceptance of Gifts. 

•	  Procedure for Management of powers of attorney. 

•	  Procedure for Allowances. 

•	  Procedure for Asset Management. 

•	  Procedure governing the Sale of Audio-visual rights. 

•	  Procedure for Customer Management.

•	  Money Laundering and Terrorism Financing Prevention Manual.

•	  Premiere Megaplex Complaints Channel.

RISK MANAGEMENT POLICIES AND PROCEDURES:

During 2013, Internal Audit Management has imple-
mented actions centred on three main areas:

a) Compliance audits, in which the main objective is 
to ensure the proper implementation and applica-
tion of the Group’s internal and external rules, poli-
cies and procedures.

b) Support for the improvement in Corporate Gov-
ernance, strengthening the internal control systems 
and supervising the areas of greatest risk due to 
their importance in the Group’s financial statements.

c) Preparation of the Mediaset Group’s risk map and 
supervision of the implementation of the various 
actions plans to mitigate risk.
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Other management procedures: 

•	 Procedure for control of furnishings and sundry 
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.

The Mediaset Group has a Code of Ethics which 
establishes the fundamental values and principles which 
govern the Company, to which all employees, managers 
and Board members are subject. The Code is therefore 
applicable to all kinds of professional relations and 
governs, among other areas, contractual, commercial 
and business relations between Mediaset España and 
its suppliers and 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 the 
Code of Ethics. 

The main principles laid down in the Code include the 
following:

•	 Integrity, responsibility and transparency in financial 
information.

•	 Right to equality and non-discrimination.

•	 Right to health and safety at work and protection of 
the environment.

•	 Compliance with prevailing legislation and 
regulations.

The Company’s Code of Ethics was approved by 
the Board of Directors in December 2011 and has 

been revised annually, and updated as appropriate. 
It is available on the Company’s intranet and both 
employees and directors have confirmed that they are 
aware of its content and the fact that they are subject 
to its provision During 2013, the Company updated 
the acceptance of the Code of Ethics for newly hired 
employees.

Control over compliance with the Code of Ethics pertains 
to Internal Audit and Human Resource management. 
Compliance management, which is dependent on the Audit 
and Compliance Committee, comprising the Corporate 
General Manager of Mediaset España, the Management 
and Operations General Manager and the Internal Audit 
Director, is responsible for ensuring compliance with the 
Internal Code of Conduct. Its functions include notifying 
any infringement of said Code to Human Resources 
management, which takes the requisite disciplinary action, 
if appropriate.

In order to ensure the effective implementation of the 
Code of Ethics and the various procedures that develop 
and implement it, the Company complements and 
reinforces its preventive framework with a number of 
control processes that identify areas for improvement 
and detect potential breaches, with a view to taking the 
requisite corrective measures. 

Internal Audit Management carries out control procedures 
over the application of the pertinent procedures and codes. 
Any possible case of irregularity, fraud or corruption, and 
any infringement of the Code of Ethics, may be submitted 
to the Independent Directors, who must pass the case on 
to the Audit and Compliance Committee.

The Code of Ethics includes the following sections: legal 
and regulatory compliance; conflict of interest; confiden-
tiality and confidential information; privileged informa-
tion; 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 mislead-
ing undertakings; duty of communication and complaints 
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channel; presents, payment of illegal commissions, gifts 
and illegal profits; and handling of breaches of the Code 
of Ethics.

The Group has a procedure to be followed by any 
employee, executive, director or interest group of 
Mediaset Spain that might have reasonable grounds for 
suspecting that practices contrary to the principles and 
values of the Code of Ethics or ethical practices and 
good faith in business have taken place. The notification 
is made via the Internal Audit management, which will 
adequately ensure the correct and complete protection 
of privacy and the confidentiality of the information 
disclosed and the identity of the persons involved. Said 
management will act as a filter with respect to the 
accuracy and credibility of each procedure, evaluating 
the adequacy of its submission to the Audit and 
Compliance Committee, this being the that will make 
the final evaluation of the case.

Both the Code of Ethics and the Group Internal Code 
of Conduct apply to conflicts of interest, which refers 
to any situation of conflict, direct or indirect, between 
the interests of Mediaset or the companies forming 
part of Mediaset España, on the one hand, and the 
private interests of the person subject to compliance 
with the Code, on the other. This issue is thus regulated 
by establishing clear performance rules and criteria 
intended to avoid situations that create uncertainty 
about the interests lying behind the actions of the 
professionals forming part of the Company, with the 
ultimate aim of ensuring integrity in content creation 
and dissemination. 

In addition, the Company has implemented several 
procedures to mitigate the risk of conflicts of interest; 
control procedures that promote transparency and 
good working practices, such as the Procedures of the 
Acquisitions and Sales Committee, the Procedures for 
procurements of goods and services, the Procedures for 
signing contracts and the Procedures for the management 
of powers of attorney. These procedures are available to 
all staff on the Group’s intranet.

In addition, there are various mechanisms established 
to detect and resolve potential conflicts of interest 
between the company and its directors in order to 
avoid behaviour that might cause harm to the Company 

or its shareholders. In this respect, under the Regulations 
of the Board of Directors any related-party business 
transactions between the Mediaset España Group and 
its Board members must be authorised by the Board. 
The existence of a personal interest also extends to 
cover situations where the matter affects any person 
related to the director concerned (family members 
for natural persons and partners or directors, among 
others, in the case of legal entities). If a director is in 
a conflict of interest situation, he/she must notify the 
company immediately and refrain from attending and 
participating in discussions concerning matters in which 
he/she has a personal interest.

Mediaset Spain also has implemented a number of support 
systems and procedures aimed at managing reputational 
and legal risk derived from corrupt practices within 
the Company. During 2013 all policies and procedures 
have been reviewed in order to limit exposure to 
sources of corruption and reduce the risk of any case 
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of corruption arising. The Internal Audit Department in 
its efforts to monitor the activities of the Company itself, 
has undertaken a process of analysing the risks related 
to corruption that has covered those business units with 
the greatest impact on the Group either by volume of 
income generated or by volume of expenditure they 
incur, involving an analysis of 70% of the business lines. 
This analysis is part of the annual audit plan.

Additionally, as well as informing all employees of the 
policies and procedures in place to reduce the risk of 
corrupt practices taking place, the Company has provided 
specific anti-corruption training to part of the workforce. 
9% of managers and 2% of non-managerial employees 
have received this type of training, which has been 
provided to employees with jobs that could be exposed 
to the development of corrupt practices.

Other training programmes have also been devised 
for personnel involved in the preparation and review 
of financial information and other matters subject to 
internal control and risk management regulations that 
are applicable to the Company. Specifically, the Finance 
Division and Internal Audit management are covered by 
these training plans. 

During 2013, these employees received a total of 
940 hours of training, covering issues relating to 
accounting standards, risk management, auditing and 
changes in tax legislation, money laundering and 
information techno logies.

It is notable that among all the courses taken during 
2013 in the risk management area, a considerable 
amount of training investment has been aimed at 
qualifying all company personnel associated with the 
new online gambling activity, both in terms of their 
knowledge of existing legislation and the communication 
of internal procedures, framed in a training programme 
called Prevention of Money Laundering and Terrorism 
Financing. This training scheme has been limited to 
employees whose functions are related to the gambling 
activity, i.e. Premiere Megaplex workers and Mediaset 
Spain structural personnel who provides support 
services to Premiere Megaplex. Therefore, training has 
been provided to 2.7% of the workforce, who have 
received 70 hours of training.

As evidence of its commitment towards compliance 
with the regulations governing its business activity, 
Mediaset España has concluded the following self-
regulation agreements:

•	 Code of Self-Regulation of Television Content and 
Children;

•	 Code of Conduct on Commercial Advertising of 
Gambling Activities;

•	 Advertising Code of Conduct of the Association 
for the Self-Regulation of Commercial Advertising 
and other specific advertising codes issued by that 
Association.

In the normal course of business, Mediaset Spain manages 
the participation of under-age artists in its programmes 
in strict compliance with the criteria and procedures 
established for this purpose by the Department of 
Employment of the Madrid Regional Government.

In this regard, special mention should be made of the 
emphasis placed by the Company on complying with 
the Law on the Prevention of Occupational Risks which, 
among other matters, addresses the protection of minors 
in the work place. Due to the participation of children 
in some of its programmes, Mediaset Spain carries out 
a constant review of its activities and the sets on which 
they work, in order to ensure full security and full respect 
for their rights. 

Among other issues, the Company verifies the suitability 
of the access and waiting areas for minors, or the creation 
of properly adapted rest areas. Similarly, the measures and 
actions to be taken in an emergency are notified, and the 
presence of the minors’ legal guardians during the relevant 
sessions is guaranteed. Working hours can never exceed 8 
hours and additionally the scheduling of recording involving 
children is coordinated with their learning timetable, to 
allow them to attend class on a regular basis.

The company has drawn up a manual where all necessary 
information is brought together concerning minors’ rights, 
to ensure the proper conduct of children’s activities on 
television and ensure that their rights to education and 
the enjoyment of their free time are not infringed. This 
manual 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.
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The Company has also implemented measures to 
minimise the risk of its employees committing any offenses 
involving aggressive behaviour in the fulfilment of their 
obligations or services. In this respect, it is guaranteed that 
security personnel subcontracted by Mediaset España 
have received training in the human rights area and hold 

the official qualification of Security Guard which includes 
a training module on human rights. Mediaset España only 
works with security companies that have been authorised 
by the Ministry of the Interior and all security guards have 
a Personal Identity Card.

•	 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.

•	 Audio-visual Communication Act.

•	 Cinema Act.

•	 Copyright 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 for electronic commerce 
and interactive advertising (Trust online).

•	 Principles of the United 
Nations Global Compact.

•	 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).

SPECIFIC GUIDES TO CONDUCT FOR THE SECTOR
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Another essential aspect of Mediaset España’s business 
management is its strict compliance with the Spanish 
Data Protection Law. 

The Company’s Data Protection Unit complies with 
the provisions of the Data Protection Law and ensures 
responsible management of the business for users, viewers 
and customers. The Data Protection Unit’s main objective 
is to regulate the treatment of data and personal files, 
irrespective of the medium on which they are processed, 
the rights of citizens to said data and the obligations 
attaching to the company that creates or processes them. 

In this period, Mediaset España has focused its Data 
Protection Policy in compliance with new regulatory 
requirements in this area, and has continued to raise 
awareness in line with its desire to be the guarantor of 
the privacy user and participant data. The main features 
that characterize the work performed by the Company 
during 2013 are:

I.   Bringing internal policies into line with best 
practices regarding cookies and advertising

The “Guidelines on the use of cookies”, a document 
prepared by the Spanish Data Protection Agency 
(AEPD) in collaboration with associations of advertising 
and e-commerce industry companies, was published in 
April 2013. It provides guidance to businesses on how to 
comply with the obligations laid down in Article 22.2 of 
Law 34/2002 on the information society and electronic 
commerce services, as amended by Royal Decree-Law 
13/2012. 

In its on-going effort to gain maximum confidence from 
users, Mediaset España, together with Autocontrol, has 
commenced a procedure for adapting its internal policy to 
ensure compliance with the regulations governing cookies 
and behavioural advertising. This means informing users 
that their browsing habits may sometimes be known by 
Internet service providers, to allow users to evaluate for 

themselves the benefits associated with such knowledge 
in order to manage the acceptance or rejection of such 
advantages and possibilities.

The Company thereby evidences its firm commitment 
to providing a complete guarantee to its users, assuming 
obligations that exceed the scope of what is reasonably 
enforceable under the legislation governing data protec-
tion and use of cookies in Europe.

II.   Continuity in awareness-raising effort by covering 
the open Day of the AEPD 

Continuing the cooperative relationship established 
between the AEPD and Mediaset Spain, channels of 
collaboration with that association have continued to be 
made available during 2013. In this way, Mediaset Spain 
has continued to provide the AEPD with the possibility 
of broadcasting awareness messages to viewers of its 
television channels and users of Group company websites. 
Durante 2013, the initiatives implemented included 
the presence of the AEDP Director in a programme 
on privacy broadcast during news programmes on 26 
April 2013, in the context of the 5th Annual Open Day 
organised by the AEPD. This content is available via the 
following link:

http://www.telecinco.es/informativos/tecnologia/director-
AEPD-destaca-proteccion-confianza_0_1594425571.html

Collaboration channels with the AEPD during 2013 
include a mention of the importance of complying with 
the Data Protection Law in an episode of the “Familia” 
fiction series broadcast in January. The online version of 
the episode was also issued on the Telecinco.es site and 
a specific reference was made to this on international 
privacy day held on January,28th. 

Over this period, the Group has constantly updated 
its Internal Security Policy with respect to privacy and 
compliance.

DATA PROTECTION

http://www.telecinco.es/informativos/tecnologia/director-AEPD-destaca-proteccion-confianza_0_1594425571.html
http://www.telecinco.es/informativos/tecnologia/director-AEPD-destaca-proteccion-confianza_0_1594425571.html
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III.  We closely follow business processes in which the 
Data Protection Law is involved and have again 
achieved the objective of ensuring the absence of 
any litigation in this area

During 2013 the adaptation of business processes in both 
the new Group companies and investee companies to the 
obligations laid down in the enabling regulations of the 
Data Protection Law was instigated and completed. This 
process involves a major regulatory component which has 
required the engagement of external auditors, in parallel to 
the performance of the twice-yearly audit of the rest of the 
Group companies by the Internal Audit department. The 
results reflect the efficient implementation achieved with 
regard to the processes for insuring compliance with the 
Data Protection requirements. 

As a result of the commitments undertaken and the 
mechanisms in place, as in the previous year, during 2013 
there have been no complaints against any Group company 

nor has any disciplinary action been taken in relation to any 
failure to comply with data protection and e-commerce 
legislation. 

Concerning relations between Mediaset España and 
the public, during 2013 the Participation Department 
of Conecta 5 and the Data Protection Unit of Mediaset 
facilitated the presentation of over one hundred claims in 
respect of rights of access, rectification, cancellation and 
opposition. Users were attended to in due time and form 
by those departments. Additionally, written information was 
provided to, and authorisations concerning image rights 
and personal data were obtained from, audience members 
attending programme recordings for TV channels at the 
facilities of Mediaset España, who  taken together total over 
68,560 persons.
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Mediaset España is aware of its responsibility in the implementation and observance of responsible 
practices within its organisation, and it assumes its role in the promotion of these practices in 
its area of influence, transmitting them along the supply chain. The Company strives to ensure a 
supply of products and services that complies with the highest environmental and social standards. 

SUPPLY CHAIN MANAGEMENT

In this respect, Mediaset España seeks to strengthen the 
responsibility of all the parties involved in its supply chain, 
from the suppliers of products and services in general to 
the suppliers of broadcast rights and content distributors.

Most of the suppliers of Mediaset España’s products and 
services are Spanish companies, while foreign suppliers 
account for 6%. The criterion for classifying a supplier as 
Spanish is that it has a Spanish tax ID number and its 
invoices are settled in Spain. 

Since 2010, contracts with Mediaset España suppliers 
contain a clause stipulating their commitment to engage 
in sustainable activities, undertaking to: respect employees’ 
labour and union membership rights; not use child labour; 
reject all kinds of forced labour; prohibit any type of  
discrimination; comply  with occupational risk prevention 
legislation; assure employee safety during working hours; 
and prohibit any conduct that entails corruption, blackmail 
or extortion. The contractors also declare that they will 
respect environmental regulations and promote the 
efficient use of limited resources such as energy, water 
and raw materials in the course of their activities.

The largest expenses for the year are in the contracting 
of technology, professional and production services, which 
together account for 56% of the total products and services 
purchased. Technology services relate to the purchase of 
television equipment, production services concern rentals 
of lighting and set materials, while professional services 
relate to the contracting of IT systems development or 
improvement services.

With regard to content broadcasting rights suppliers, 
which represent a procurement volume equivalent to 
577% of product and service purchases, 30% are Spanish 
suppliers and 70% are foreign suppliers of which 42% are 
based in Europe and 54% in the USA and Canada, with 
4% in Latin America.

Types of suppliers of goods and services: 

Technology 21%

Production services 13%

Professional services 22%

Works and maintenance 7%

Furnishings 2%

Travel 11%

Dining areas 5%

Security 4%

Cleaning 6%

Receptionists, auxiliary staff 2%

Transport 2%

Programme audiences 4%

Other supplies 1%
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OUR PRODUCERS

The Spanish TV producer La Fábrica de la Tele has 
been working with Mediaset España since 2007. It 
has produced a number of programmes broadcast 
in 2013 on the Company’s various channels, such 
as “Sálvame”, “El gran debate”, “Abre los ojos... 
y mira”, “Campamento de verano” and “Los 
Cazamariposas”. 

Our concern for responsible programme 
production goes beyond the definition of a series 
of measures on a spontaneous or uncoordinated 
basis. In this respect, before  a programme is 
produced the preventive measures to be taken are 
planned in detail, covering the various aspects that 
are encompassed by safety and health at work (the 
characteristics of the facilities, emergency plans and 
equipment, fire-fighting facilities and health units, 
among others), care for the environment (recycling 
programme, use of non-hazardous substances, 
waste management, etc.), legal requirements 
(authorisations, legal compliance) and interaction 
with local communities, among others. 

Depending on the measures taken in each case, this 
guarantees compliance with applicable legislation 
and best practices in all areas.

One of the programmes made by this producer in 
2013 was shot in the Sierra de Gredos, a regional 
park in the province of Castilla y León. The Gredos 
range, comprising five fluvial valleys, is a very rich 
environment in terms of both fauna and flora and 
therefore the correct application of measures aimed 
at conserving the environment in the shooting 
locations was of great importance. 

During shooting, the programme competitors lived 
a camp of cabins constructed using environment-
friendly techniques. The life-style of the participants 

and production crew at the site ensured respectful 
treatment of the environment at all times. In addition, 
the production zone was fenced off and at no time 
was there any interaction with the local wildlife. 
None of the local fauna was negatively impacted by 
this production process.

In addition, all the health and safety measures 
included in the safety management plan were 
implemented. The management team were 
instructed in the content of the plan by an external 
company specialising in protection and security. 
The protocol was completed with a study of the 
zone carried out by the municipal authorities of 
Mombeltran (Ávila) to improve signposting of the 
site, particularly areas bordering on the electricity 
circuits. During the periods of highest power 
consumption, i.e. during live broadcasting, the fire 
service, Civil Guard and Nature Protection Service 
(Seprona) were present at all times, together with 
a mobile medical unit.

The TV programmes commissioned by Mediaset 
España from  ‘La Fábrica de la Tele’ include content 
with a high social impact that benefit persons in 
need or raise public awareness on matters of social 
relevance. On several occasions, the celebrities or 
Group presenters taking part in the programme 
have donated their earnings to different charity 
initiatives
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Collaborations with Producciones Mandarina 
go back as far as 2006, with its participation 
in the production of a variety of programmes 
for Mediaset España. In 2013, a number 
of programmes have been produced and 
broadcast over the Group’s channels, such as 
“Las Mañanas de Cuatro”, “Te vas a enterar”, 
“Lo sabe no lo sabe”, “Qué tiempo tan feliz” 
and “Materia reservada”. 

The production of the programmes follows the 
planning, coordination and adoption of a series 
of measures aimed at ensuring compliance with 
all applicable regulatory requirements, such as 
prevention of occupational risks, environmental 
care and respect for people, among others.

In the production of “Qué hago yo aquí” 
various geographical locations were explored 
in which living was difficult, and were found to 
be inhabited by Spanish citizens. Among other 
places,  Thailand was visited, where the aftermath 
of the 2004 tsunami could still be observed, 
along with Indonesia, where  90% of the planet’s 
volcanoes are concentrated and which suffers 
a daily average of 3.5 natural disasters among 
volcanic eruptions, earthquakes and floods. 
In both locations the programme producers 
made an effort to publicise the recovery work 
being carried out in areas devastated by natural 
disasters.

The other TV programmes commissioned by 
Mediaset España from Producciones Mandarina, 
such as “Las mañanas de Cuatro” or “Te vas a 
enterar”, include content with a high social impact 
that benefit persons in need or raise public 
awareness on matters of social relevance

Molinos de Papel is an audio-visual production 
company that has been working with Cuatro since 
2008. From the beginning, it has maintained a formal 
commitment with the persons interviewed.

In close to 40 reports in “ Callejeros”,  23 in  
“Callejeros Viajeros” and 2 in “Frank de la Jungla” 
produced by Molinos de Papel in 2013 and 
broadcast on Cuatro, various high-profile social 
issues have been addressed, with the collaboration 
of both public and private institutions such as 
NGOs, neighbours’ associations, or the police force.

The “Menores en riesgo” reports deal with 
the dangers facing youngsters at risk of alcohol 
and drug consumption. The ARELA Centre for 
Initiatives to Support Children of Pontevedra 
actively collaborated in the production of the 
report, explaining the activities carried out in 
relation to minors under judicial guardianship due 
to their criminal behaviour and their subsequent 
social rehabilitation. The identity and image of 
the occupants of the Centre was respected at all 
times during production. In addition, the PRODENI 
Association (which defends children’s rights) and 
the Melilla Human Rights Association showed the 
team around their facilities and explained their 
activities with the under-age illegal immigrants they 
take in at their centres.

Spanish legislation governing the protection of 
minors has been complied with in all programmes 
featuring young people, concealing their image and 
identity and always obtaining permission from their 
legal guardians, whether parents or institutions, for 
their participation.

With regard to the visits by “Frank de la Jungla” to 
Mongolia and his stay among the “Reindeer People”, 
or the “Callejeros Viajeros” report in Tanzania in 
which two local tribes were approached, it should 
be noted that both programmes were organised 
through an international tour operator holding 
the necessary permits granted by the countries’ 
governments for visits to their Nature Reserves, 
and contact with the local communities took place 
in accordance with conditions established by the 
local guides
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Zanskar Producciones has collaborated in the 
production of the programme “Desafío Extremo” 
since 2009.

The objective of the programme is primarily to 
reflect the culture, lifestyle and traditions of Spain and 
other countries. In its production, special attention is 
paid to all aspects of interaction between people and 
the natural surroundings. 

In this respect, when organising each expedition 
contact is made with local public entities or 
companies in order to obtain the administrative 
permits required in each case, who also advise on 
how to carry out the filming. Prior work is performed 
in order to confirm that the area and the activities to 
be performed during shooting meet all relevant safety 
requirements. In each specific case, the necessary 
measures are taken involving environmental, legal or 
health and safety issues, among others.

In the “Desafío Extremo” programme “Mallorca, 
en busca del tesoro” the legal protocol for the 
protection of Spanish heritage sites was complied 
with. When carrying out underwater prospecting 
all necessary permits had been obtained and none 
of the items found was manipulated. Diving in the 
Archipiélago de Cabrera National Park was carried 
out together with members of the Spanish Civil 
Guard. In each of the dives several members of the 
Civil Guard accompanied the camera operators 
on the surface and under water, and divers did 
not manipulate any objects of historical value or 
underwater fauna and flora.

In “Desafío Atapuerca” the team worked with 
archaeologists and palaeontologists in the 
excavation,  following their instructions at all times. 
All administrative permits were obtained both in 
Atapuerca and Cueva de Ojo Guareña, and the 
recording teams always remained in safe zones 
designated by experts. For recording in the “Sima 
de los Huesos”, great precautions were taken.  Jesús 
Calleja was the only team member who entered 
the site, shooting using a small camera to minimise 
impact on the archaeological location.

In the programme recorded in Bhutan, mostly shot 
in the Sakteng Wildlife Sanctuary, the requisite 
government permits were obtained and during the 
journey camps were set up in special sites prepared 
for this purpose by the local authorities, always in the 
company of a local guide.

In “Desafío en el Abismo”, the team travelled 
to Mexico and Guatemala and like on other 
occasions they worked with local operators in 
order to understand and respect local policies. 
They contacted local leaders in each municipality to 
offer job opportunities to the local people. Part of 
the shooting took place on a semi-deserted beach 
where the competitors’ camp was established. This 
zone belongs to the Sian Ka’an Biosphere Reserve in 
which, as well as obtaining all necessary permits and 
taking maximum care when interacting with nature, 
the team complied scrupulously with the instructions 
of the biologists working in the area.
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CONTENT MANAGEMENT

Content Management Model

Content Accesibility

Mediaset España manages content responsibly, without overlooking its entertainment 
function, providing news coverage of matters of social interest, offering different and 
impartial viewpoints on the items covered and contributing to a clearer understanding 
and a critical approach among its audience, in addition to making content accessible 
and ensuring that ethical standards are respected.

CONTENT MANAGEMENT MODEL

The Mediaset España Code of Ethics deals with the 
principles which govern the journalistic profession, 
stipulating 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. They must also respect the principles of freedom 
of expression and information, professional secrecy and 
non-discrimination in their work.

Mediaset España pays great attention to the values of 
plurality and diversity of sources of information and the 
participation of the various sections of the community, 
including them in its news coverage and in its discussion 
programmes, in which it seeks to strike a balance among 
different trends and opinions. 

Innovation in the creation of content is a fundamental 
value for Mediaset España and is indispensable for 
maintaining its leadership in the audio-visual sector. 
For this reason the New Projects Area makes a great 
effort, in constant contact with the production and 

distribution companies, to keep up to date with all new 
developments occurring in Spain and on an international 
level, looking at the new trends and examining new 
products 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 
Company’s values and Code of Ethics. 

Editorial independence is guaranteed by  
Mediaset España, which has control 
mechanisms designed to prevent 
governmental, technical or any other type 
of interference in the creation of content.



39

CORPORATE RESPONSIBILITY REPORT 2013

Mediaset España’s control over live programming takes 
the form of daily monitoring meetings between the 
channel’s executives and programme producers. These 
meetings deal with any issues relating to the programme, 
ranging from the content to be broadcast to complaints 
received and the images and captions to be used. 

Other programmes are also monitored by Mediaset 
España, commencing with the notification to producers 
of the programme content guidelines. Subsequently, 
once the programmes have been created and submitted 
by the producers, Mediaset España views them to 
assess their compliance with the guidelines, the Code 
of Ethics, respect for human rights, the rights of children 
and the right to privacy, among other issues. 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, 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 
quarterly meetings of the Self-Regulation Committee 
at which content production managers deal with any 
complaints or claims which have been received. Their 
findings are notified to producers to ensure they correct 
and improve any inappropriate content in the future.

In order to bring the quality of the content into line with 
viewers’ 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 audio-visual sector. 

The performance 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 with the audience’s expectations.

In order to improve content dissemination, Mediaset 
España has a channel devoted to broadcasting content 
during prime time which is then reissued during the 
following week. Programmes can also be watched on 
the web site, which broadens the options for content 
access.
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In order to maintain and improve relations with users, the 
Company has made a significant effort to facilitate access 
to content through web sites and mobile applications, 
enabling users to enjoy content where and when  
they wish.

In this respect, the Company has undertaken a series 
of actions to improve the broadcasting channels for its 
content and ensure accessibility by different types of users, 
using web standards and best practices in the sector. 

The Company has also continued its efforts to improve 
the provision of content and services in order to meet 
the expectations of its wide variety of users and broaden 
their access to more personalised services.

In addition, a set of tools through which the Company 
interacts with users of different platforms has been 
implemented. This enables options to be received and 
allows users to participate in content creation. This 
two-way communication is not developed solely through 
the Mediaset España’s own platforms, where the user 
generated contents are enabled i.e. spaces on web sites 
where users can upload content created by them, but 
also through other external platforms such as social 
networks. A multitude of initiatives are also carried out 
by the news websites (Telecinco and Cuatro) in which 
the participation of the community in social, political or 
economic matters is encouraged.

The willingness to consider the views and concerns of 
users and viewers would not be effective without a 
team of people who evaluate all comments received 
and responses to surveys and polls made available on 
the various media. This team attends to the demands 
of audiences made through social networks (especially 
Facebook and Twitter), opinion boxes at the foot of news 
items, videos and photographs and email inboxes for 
continuous customer care, among others. In some cases, 
depending on the type of comment concerned, the team 
evaluates the responses in coordination with the relevant 
content producer. 

To support this work and help obtain the information 
required to respond to the audience’s demands, the 
Company receives daily automated alerts with relevant 
information about comments made on the various 
social networks about the content of Mediaset España 
channels. One example of these procedures is to be 
found at the Mitele.es platform where, to prevent the 
posting of comments from users which are disrespectful 
to any person or organisation, the support of an external 
company is used which analyses all posts made by the 
users of this web community.

Mediaset España also ensures that all content available 
on its websites respect its corporate values concerning 
content creation. These values are editorial independence, 
quality of content, pluralism and diversity. Since most of 
the content derives from Mediaset España’s television 
networks, it reflects the same editorial independence, 
quality and pluralism as the content broadcast on 
television. In any event, the persons responsible for the 
web platforms ensure that the subsequent edition by the 
web editorial team does not contain any bias with respect 
to the original content.

In this respect, during 2013 Mediaset España implemented 
a number of actions designed to improve compliance 
with content creation standards. Firstly, in relation to 
quality, the mechanisms used to improve performance 
included ongoing attention to users’ opinions both on the 
Company’s own websites and on social media sites, the 
adaptation of schedules and the distribution of functions 
in the team based on TV programming changes, as well as 
the revision of content created in the web area.

The effectiveness of the mechanisms mentioned above is 
ensured from the moment they are applied to all content, 
including, therefore, user-generated content. 

Adervisting content broaccast on the Company’s web sites 
are supervised by Publimedia. The management system 
that guarantees responsible advertising is described in the 
Advertising Management section.

Management of Internet content



41

CORPORATE RESPONSIBILITY REPORT 2013

Year after year, Mediaset España has maintained its 
commitment and effort towards making its programming 
accessible to persons with visual and hearing difficulties. 
In this connection, it has issued numerous series, films 
and programmes through its channels which include 
subtitles, are translated into sign language or have an audio 
description. 

In 2013 the Mediaset España channels broadcast a total of 
38,897 hours of subtitled programming, which represents 
a 19% increase on the previous year. All channels have 

broadcast subtitled content. The channel with the highest 
volume of subtitled content was Boing. 

For their part, Telecinco and FdF together have broadcast 
1,306 hours of content with audio-description narrative, 
relating to the series “La que se avecina”.

Additionally, LaSiete has broadcast 769 hours of docu-
mentaries with sign-language accompaniment. 

CONTENT ACCESIBILITY

CONTENT MANAGEMENT

Content Management Model

Content Accesibility
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Number of programmes broadcast in 2013 with subtitles, by content type and channel

 Total

ANIMATION  1     65 66

FILM 110 320 38 153  161 67 849

GAME SHOWS 7 3   8  4 22

NEWS 1 1      2

MAGAZINES 3 3  1 3 1  11

REALITY SHOWS 5 2   8 4  19

SERIES 27 27 58 33 3 22 11 181

TALK SHOWS 4   1 4   9

DOCUMENTARIES 3 5  34 4 16  62

DOCU-REALITY  35  71 25 83  214

GALA SHOWS 3       3

MUSICALS 6   1    7

COMEDY 3  4  3   10

SPECIAL 
PROGRAMMES 3 4   2   9

SPORTS  
EVENTS 13 14    6  33

ZAPPING   1  1   2

REPORTS       5 5

SPORT 3 2    2  7

TOTAL 2013 Weekly average

2,976 hours 57 hours 14 minutes

4,729 hours 90 hours 56 minutes

5,621 hours 108 hours 6 minutes

6,446 hours 123 hours 58 minutes

5,069 hours 97 hours 29 minutes

7,889 hours 151 hours 43 minutes

6,167 hours 118 hours 36 minutes

 38,897 hours     

Subtitled programme issued by each Group channel
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ADVERTISING MANAGEMENT

Advertising constitutes an essential element of the television business and Mediaset 
España therefore takes the view that its responsibility should also be reflected in the 
broadcasting of advertising content which is responsible from an ethical and legal stand-
point and in terms of its social impact. 

The Group’s advertising activities are channelled through 
Publiespaña, a company specialising in the operation and 
management of advertising resources. The performance 
of these activities is governed by applicable current 
legislation and the guidelines laid down by the Association 
for the Self-Regulation of Advertising (also known as 
“Autocontrol”), of which the company is a member. 
These guidelines are set out in codes of ethics, sector 
codes, or in agreements and pacts which are applied by 
the Autocontrol Jury.

This framework governs television content for children, 
advertising of food aimed at children, obesity prevention 
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. 

The company has implemented internal procedures for 
defining the types of advertising content to be broadcast 
in line with Autocontrol’s codes and it also submits its 
advertising voluntarily to the control process carried out 
by Autocontrol as part of its responsible business practices.

Content control by Autocontrol can take place before the 
broadcast of advertising content (prior consultation or 
copy advice) or after, in view of any potential controversy 
or claims filed. 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.

In accordance with the Autocontrol system, when Publi-
españa detects that an advertisement commissioned  by

a customer may violate applicable legislation, in particular 
the provisions of the General Law on Audio-visual 
Communication, or the rules contained in the self-regulation 
code that Mediaset Spain adheres to, the company requests 
a prior report (Copy Advice) on the legal and ethical 
suitability of the advertising content from Autocontrol’s 
Technical Office. The opinion issued by this Technical Office 
is complied with by the Mediaset Group and therefore 
if it recommends the non-issuance of the advertising 
concerned, the advertising campaign is suspended.

Autocontrol is a non-profit association made 
up of the main advertisers, advertising agencies, 
media groups and professional associations 
related to the advertising industry in Spain.

This Association is responsible for managing 
the Spanish television advertising self-
regulation system. This authority was granted 
to it under the agreement concluded with 
the TV operators and the Spanish Advertisers 
Association (AEA), and under an agreement 
with the government audio-visual authority 
(SETSI). 

On a European level, Autocontrol belongs to 
the European Advertising Standards Alliance 
(EASA), a supranational body encompassing 
all European advertising self-regulation 
bodies.

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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Mediaset Spain verifies that all advertising content 
broadcast through its channels comply with the applicable 
rules, with special attention to ensuring compliance with 
the following provisions of the General Law on Audio-
visual Communication:

a)  The prevention and elimination of all forms of gender 
discrimination, to safeguard the equality of women 
and men. 

b)  Compliance with obligations relating to minors, 
referring to content which could be damaging to the 
physical, mental or moral development of children 
and which can only be broadcast between 10:00 pm 
and 6:00 am.

  Three schedule slots are stipulated as requiring 
special protection (Spanish mainland time): 8:00 
am to 9:00 am and 5:00 pm to 8:00 pm. Saturdays, 
Sundays and nationwide holidays: between 9:00 am 
and 12:00 midday.

  Gambling and betting programmes can only be 
broadcast between 1:00 am and 5:00 am. Content 
relating to esotericism and para-sciences can only be 
broadcast between 10:00 pm and 07:00 am.

  Similarly, during the child protection slots advertising 
may not be broadcast which foment “body worship” 
and the rejection of a person’s own self image, 
such as slimming products, aesthetic surgery or 
treatment suggesting social rejection due to physical 
appearance or success due to body weight or 
aesthetic factors.

While the General Law on Audio-visual Communication 
is the norm that structures the regulations applicable to 
the company in relation to the advertising business, it is 
complemented by other rules, mentioned above, of both 
a legal and ethical nature. To ensure compliance with the 
applicable regulations, Publiespaña is constantly adapting 
itself to the developments novelties affecting its activity. 
During 2013 a number of regulatory changes have come 
into force, including the following:

•	 	Amendment	of	 the	Advertising	Self-Regulation	Code	
of the Spanish Spirits Federation (FEBE).

•	 	Entry	 into	 force	 of	 amendments	 to	 the	 Code	 of	
Conduct on Commercial Advertising of Gambling 
Activities.

•	 	Approval	 of	 Law	 3/2013	 on	 the	 creation	 of	 the	
National Commission for Markets and Competition, 
which will oversee the suitability of commercial audio-
visual communications.

•	 	Amendment	 of	 Law	 29/2006	 on	 guarantees	 and	
rational use of medicines and health products, 
which eliminates the prior health supervision of the 
advertising of medicines and health products for 
the general public, which do not require a medical 
prescription or administrative authorisation for  
their sale. 
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•	 	Approval	by	the	European	Commission	of	three	new	
Regulations (536/2013, 1017/2013 and 1018/2013) in 
relation to declarations of health-related properties in 
foodstuffs. 

In 2013, Publiespaña addressed 519 queries to the 
Autocontrol Technical Office in relation to advertising 
campaigns prior to broadcast (Copy Advice). The result 
of these queries was as follows: in 425 cases there was 
no appreciation of any drawback in the advertisement 
content; in 46 cases it was recommended that changes 
should be made to the content; and in the remaining 
48 cases, Autocontrol advised against broadcasting the 
advertisement. 

This copy advice was requested for the following sectors: 
Food, Alcoholic Beverages, Cinema, Food Supplements, 
Beauty Treatments and Clinics, Games and Gambling, Toys, 
Weight Loss Methods, Medicines, Clothing Brands and 
the hotel and catering business.

Publiespaña also filed 95 queries with the Technical Office 
before spots were produced. These concerned the same 
sectors as the copy advice requests.

Concerning claims brought against the company in prior 
years relating to advertising content broadcast through 
its channels, in 2013 the Advertising Jury of Autocontrol 
ruled in Publiespaña’s favour in two cases. During 2013, 
The Advertising Jury of Autocontrol received two claims 
concerning advertising. One was rejected and the other 
was resolved without any penalty proceedings being 
initiated.
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STAKEHOLDER RELATION MANAGEMENT

Mediaset España includes the participation of its 
main stakeholders in its management, these being all 
persons or organisations that make its business activity 
possible or are affected by it. A number of channels for 
communicating and interacting with the Company have 
been implemented to this end. 

By organising roadshows the Company is informed of 
shareholders’ concerns; through audience measurements 
it gauges the suitability of the content it offers; through 
forums and blogs on the web site and through the link  
rc@telecinco.es  it dialogues with its viewers, and through 
the media agencies it channels its interaction with 
advertisers.

The Company is in continuous contact with suppliers 
through regular meetings and direct contact with 
procurement managers. Suppliers also have an email 
address where then can discuss any concerns or 

needs that might arise. All information relevant to the 
workforce is notified through the Employee Por tal 
and the corporate intranet, as well as though the 
Committees that are informed of their concerns and 
requirements. 

The Company’s active involvement in major media 
associations such as the “Unión de Televisiones 
Comerciales Asociadas” (Associated Commercial 
Television Union or UTECA) and the Association of 
Commercial Television in Europe (ACT) enables it to act 
in defence of, and represent, the common interests of 
commercial television operators on a local, European and 
international level. It also maintains regular contact with 
the competent administrations in the audio-visual sector.

The stakeholders identified by Mediaset España and the 
communication channels established for each of them are 
explained below:

(Continued in next page)

Corporate intranet: Medianet
Employee portal
Notice boards
Health and Safety Committees
Workers’ Committees and Trade Union representatives
HR Department.

Regular meetings with shareholders and investors; presentation of quarterly results

Shareholder’s Office:
www.mediaset.es/inversores/es/Contacta_0_1339275491.html
       
Investor Relations Area 
Ctra. de Fuencarral a Alcobendas, nº 4
28049 - MADRID

E-mail: inversores@telecinco.es

Telephone number:
Shareholders: 91 358 87 17
Investors: 91 396 67 83

STAKEHOLDERS AND COMMUNICATIONS CHANNELS

HAREHOLDERSS

EMPLOYEES

mailto:rc@telecinco.es
http://www.mediaset.es/inversores/es/Contacta_0_1339275491.html
mailto:inversores%40telecinco.es?subject=
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(Continued)

Publiespaña General Commercial Management
Telephone number: 91 395 90 00
www.publiesp.es

Association for Self-Regulation of Commercial Communications)

Union of Associated Commercial Television Operators (UTECA)
European Commercial Television Association (ACT)
Cross-party Commission for the Monitoring of the Self-Regulation Code

Advisory Committee for Telecommunications and the Information Society (CATSI)
National Securities Market Commission (CNMV)
National Markets and Competition Commission (CNMC)
Secretary of State for Telecommunications and the Information Society (Ministry of Industry, 
Tourism and Energy).
Directorate General for Gaming Administration (Ministry of Economy and Public Administra-
tion)
Ministry of Culture

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

Procurement and General Services Area
www.publiesp.es
restricted access web site for suppliers
E-mail: comprasyservicios@telecinco.es

www.telecinco.es
Blogs, digital events, forums and opinion surveys

Employee Portal
www.rrhhempleo.telecinco.es/

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

ADVERTISERS

COMPETITION

GOVERNMENT

SOCIAL 
ORGANIZATIONS

SUPPLIERS

AUDIENCE

LABOUR MARKETS

ALL  
STAKEHOLDERS:

http://www.publiesp.es/
mailto:rc%40telecinco.es?subject=
http://www.publiesp.es/
mailto:comprasyservicios@telecinco.es
http://www.telecinco.es/
http://www.rrhhempleo.telecinco.es/
http://www.mediaset.es/inversores/es/
mailto:rc%40telecinco.es?subject=
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PARTICIPATION IN THE DEVELOPMENT  
OF PUBLIC POLICIES

The Institutional Relations Department develops and strengths actions aimed at explain-
ing and representing 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.  

In particular, its actions focus on ensuring the representation 
of Mediaset España’s legitimate interests before the 
National Commission for Competition and Markets (a 
new supervisory body which brings together into a single 
organisation the Spanish competition authority, the audio-
visual regulator and the telecommunications regulator); 
the Directorate General for Gaming Administration 
(DGOJ); the Prime Minister’s Office and various Ministries 
(Ministry of Culture, Ministry of Industry and Ministry of 
the Economy and Competition); the Chamber of Deputies 
and the Senate, as well as the European Commission, 
among other public bodies.

As the Company is a member of major media associations, 
such as the Associated Commercial Television Union 
(UTECA) and the Association of Commercial Television 
in Europe (ACT), it is able to act in defence of, and 
represent, the common interests of commercial television 
operators on a local, European and international level.

Mediaset España is aware of its capacity of influence on 
a social and institutional level, and it is wholly committed 
towards all actions aimed at guaranteeing compliance 
with applicable legislation, with internal procedures 
designed to ensure that all necessary measures are taken 
to comply with prevailing legalisation.

The objectives that have governed Mediaset España’s 
actions in the area of its institutional relations during 2013 
were mainly the following:

•	 	Application	of	the	General	Audio-visual	Communication	
Law with particular emphasis on strengthening the 

protection of minors and the correct application of 
television advertising regulations. 

•	 	Continuing	 to	 actively	 participate	 in	 the	 revision	 of	
the Framework Arrangement for Actions to Release 
the Digital Dividend 2012-2104, which has involved 
continuing with the dialogue and negotiation process 
with the State Secretariat for Telecommunications and 
the Information Society, with a view to establishing legal 
regulations and security with respect to the current 
DTT model. 

•	 	Consolidation	 of	 the	 online	 gambling	 activity	 for	
which the Company obtained authorisation in 2012, 
including responsible gambling policies mainly through 
better information for the users of such services. In 
this respect, we should note that Mediaset España 
is a member of the Advisory Board for Responsible 
gambling, created under the Directorate General for 
Gaming Administration (DGOJ) and takes part in the 
Mixed Commission for the Supervision of the Code 
of Conduct on Commercial Advertising of Gambling 
Activities.

•	 	Defence	of	a	transparent	and	rational	public	television	
service genuinely focussed on public service in its 
content and subject to real control mechanisms to 
ensure strict compliance with prevailing legislation, 
particularly with respect to advertising. 

•	 	Defence	of	a	transparent	and	equitable	system	for	the	
management of intellectual property rights, demanding 
greater transparency and control over collective 
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management of intellectual property rights and the 
application of equitable and proportionate rates by 
them, based on the effective use of the repertoire they 
represent.

In the sphere of the relations of the company with the 
National Commission for Markets and Competition, in 
2013 Mediaset Spain has participated in several cases 
defending competition in the audio-visual sector handled 
by said institution. In addition, the task of monitoring 
compliance with the commitments made in the merger 
between Telecinco and Cuatro has been of particular 
importance in regard to the Company’s relations with 
this Commission, noting in this regard that Mediaset Spain 
has effective internal control and reporting mechanisms 
to ensure the effective implementation of these 
commitments. 

As evidence of its commitment towards compliance with 
the regulations governing its business activity, Mediaset 
España has concluded the following self-regulation 
agreements:

•	 	Code	 of	 Self-Regulation	 of	 Television	 Content	 and	
Children;

•	 	Code	 of	 Conduct	 on	 Commercial	 Advertising	 of	
Gambling Activities; 

•	 	Advertising	Self-Regulation	(“Association	 for	 the	Self-
Regulation of Commercial Advertising”) and other 
specific advertising codes.
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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.

The company has developed its progress report in which 
it informs about the actions taken in order to implement 
the Ten Principles among the stakeholders.

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.

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.

Mediaset España has taken part in its international 
multistakeholder media working group. The group worked 
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. Since then, Mediaset 
España has followed not only the general GRI guide but 
also the media supplement in the development of its 
Corporate Responsibility Report. 
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Participation in the Spanish Issuers 
Association

Regarding Corporate Governance improvement, 
Mediaset España has joined in 2012 the Spanish Issuers 
Association, 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).
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STRATEGY AND BUSINESS MODEL

Over the past three years the audio-visual sector has undergone some major changes 
resulting from the need to make existing business projects viable. Specifically, there 
were two important milestones in 2010: (I) the acquisition by Mediaset España of 
Cuatro and 22% of Digital, and (ii) the elimination of advertising on RTVE (Spanish 
public television). A year later, the successful integration of Cuatro into the Group can 
be confirmed.

All this took place in an environment of economic crisis, 
in which spending on advertising declined continuously. 
In this respect, the Mediaset Group strategy aimed to 
reinforce its leading position in the sector (with a 45.3% 
share of the advertising market at end-2012) and to 
ensure a balanced development of the different channels 

depending on market conditions, while at the same time 
seeking to maximize revenue from sports broadcasts.

Drawing on the experience gained in this difficult economic 
cycle, the strategic vision for 2013-2014 will focus on three 
main parameters:

1. CONTINUE BEING A PROFITABLE BUSINESS

The Mediaset Group has evidenced its significant capacity 
to control costs, as is required to maintain optimal levels of 
profitability, whatever the economic environment. In fact, 
in the last three years Mediaset España has accumulated 

operational cost savings of €220.8 million. Excellence in 
content management and cost control has enabled the 
Group to increase the quality and quantity of premium 
content for broadcasting.

829.9
824.1

964.4

748.6

FY10pf * FY11 FY12 FY13

-220.8M€
-22.8%

* Consolidated proforma financial statements under IFRS for Grupo Telecinco and Grupo Sogecuatro.

€ Million
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This capability has resulted in an improvement in the 
Group’s profitability at operating level in terms of both 
EBITDA and EBIT:

2. MAINTAINING AUDIENCE LEADERSHIP

The Mediaset Group’s overriding objective is to be the 
audience leader in the audio-visual market. 

In this respect, Mediaset España has ended 2013 as 
the leading TV group with an audience share of 29% in 
total day/total individuals. Concerning audience share 
in the commercial targets, in 2013 Mediaset España 
reached a share of 31%, a record for the Group. The 
two broadcasts with the highest viewer figures in 2013 
belong to Telecinco, specifically the end of the Spain-Italy 
soccer match during the Confederations Cup, with 13.6 
million viewers. 

Telecinco, the Group’s main channel, achieved an average 
audience share of 13.5% in total day/total individuals 
during 2013, while the average in the target audience was 
12.7%. Telecinco was also the audience leader for most 
days during 2013, holding its leadership position for 200 
of the 365 days in the year.

The Group’s goal in 2014 is to improve those margins in 
order to maximize return for shareholders. In addition, the 
above results were achieved improving the Company’s 
financial position: 2013 was the year with the greatest 
cash generating capacity in the last four years, with a 
net increase of €19.8 million in the Company’s financial 
position:

Margen EBITDA FY* Margen EBIT FY*

64.9

7.3%

70.2

48.8

87.2

8.5%

5.5%

10.5%

FY12 FY13FY12FY13

* EBITDA adj./ingresos totales * EBIT/ingresos totales

26.5

FY11 FY13FY12

-28.0

93.5

73.7

FY10

+ 121.5m€

€ Million
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24h Total individuals

Telecinco Cuatro FDF Divinity boing Energy La Siete Nueve Medisaet 
España+0.6 +0.2 0.0 +0.1 -0.1 0.0 0.0 0.0
+0.8

13.9

1.11.21.51.63.0
6.2

0.6 29.0

Vs* 2013

In 2013, Mediaset España’s services extended far beyond 
television and our commitment to our viewers went 
well beyond the screen, not only via each channel’s web 
site but also through mobile apps and our presence on 
social networks (Facebook, Twitter, etc.). During 2013 the 
Mediaset Group’s web site received over ,1400 million 
visits. This makes a monthly average of around 115 million, 
with growth of 30% from January to December in our sites. 

Mediaset España has maintained its Internet leadership 
regarding single users for 11 of the 12 months of the year, 
with a record 18.7 million single users in December. Video 
viewings totalled over 1,000 million, representing 50% of 
the videos distributed in Spain among TV web sites in 
2013. Mediaset España is the leading Group in Spain as 
concerns video viewings on the Internet, with an average 
of 89 million per month.

29.0%

Otros

16.8%

30.0%

Source: Kantar Media
Average audience  1/1-25/2/14
* Average audience 1/1-25/2/13

5.8%
8.2%

10.2%

PayTV
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3. MAINTAINING ADVERTISING LEADERSHIP

The Mediaset Group has maintained its leadership position 
in the advertising market thanks to the commercial 
strategy implemented by Publiespaña. The commercial 
policy developed in 2013 has enabled us to maintain a 
distance of almost one point with respect to our nearest 
competitor. The objective in 2014 is to continue leading 
the TV advertising market.

For 2014, the challenge is to continue with the careful 
selection of audio-visual products demanded by viewers 
which, together with excellent cost management, should 
enable us to maximise revenues in a highly competitive 
environment. 

In this respect, Mediaset España has already shown how 
this can be achieved since in recent years, in its dealings in 
the advertising market the Company has managed to: (i) 
increase audience share (ii) maintain advertising market 
share (iii) save operating costs, and (iv) increase the net 
financial position.

TV market share

42.6%

7.1%

43.7%

    

  

  

  Others

6.6%

FY10pf*

24.7%

44.5%

969.4

26.3%

43.5%

824.1

28.1%

45.4%

829.9

29.0%

43.7%

748.6

-28.0

93.5
73.726.5

   Audience share      Market share      Costs     Net financial position

FY11 FY12 FY13

* Proforma financial statements under IFRS for Grupo Telecinco and Grupo Sogecuatro.

Source: Kantar media (audience 24h total individuals) and Infoadex.
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KEY SUCCESS ELEMENTS

TALENT

For the sustainable development of its business plan, Mediaset Spain needs a team of people who possess the 
skills and attitudes necessary to perform the assigned roles, who understand and commit to the values   and 
expected behaviour that should guide their actions.

In this respect, it is essential for the company to have the talent capable of developing content that will 
attract audiences and take full advantage of the sale of advertising space. Similarly, it is essential to have 
people who have the expertise needed to handle the technologies used in content production, broadcast, 
and marketing.

The Company’s talent management strategy is focused on:

ALIGNING TALENT WITH  
BUSINESS STRATEGY

The company’s training policy aims to cover the 
needs identified or demanded by personnel, 
implementing  specific training actions tailored 
to work posts, as well as programmes for 
updating and perfecting managers’ skills along 
with other skills programmes linked to business 
needs.

IIDENTIFY FUTURE TALENT  
NEEDS

Through its intern and trainee policy, training 
agreements with specialised centres or 
through the selection of the best students on 
the University Audio-Visual Content Creation 
and Management Masters, Mediaset España 
has supplemented the capacities of its current 
team while ensuring future access to the best 
specialists and professionals.

STRENGTHEN PERSONNEL’S 
COMMITMENT

By developing and implementing measures to 
promote an appropriate organisational climate, 
such as the existing Equality Plans, Welfare 
Benefits, Interest Communications Policy and 
the Career Opportunity and Performance 
Management Policy for internal personnel, 
among others.

CRITICAL TALENT  
RETENTION

Through the development and training policy, 
together with an adequate system of recognition 
and remuneration, the company ensures the 
retention over time of the employees with the 
talent and skills required for the sustainable 
success of the business.
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MULTICHANNEL AND 
MULTIPLATFORM OFFERING 

FLEXIBILITY  
OF THE MODEL

One of the main factors underlying the business 
success of  Mediaset España is the great variety 
of products in offers the market through a broad 
range of media which enable viewers to enjoy a 
unique experience in line with their own tastes and 
preferences. In this way, anyone can find a medium for 
watching a programme or other content which suits 
their own preferencess.

As part of its multichannel offering, Mediaset España 
distinguishes between two major groups: the principal 
channels and the new generation channels.

PRINCIPAL CHANNELS

The two principal channels, Telecinco and Cuatro, have 
performed extraordinarily well in 2013. Telecinco, as 
a general channel with a variety of programmes for 
different audiences, and Cuatro, as a channel aimed 
at younger viewers with innovative content, are 
the organisation’s cornerstones. Content on offer 
includes entertainment, films, fiction, news and sports 
events.

NEW GENERATION CHANNELS

The six new generation channels seek to reach 
audiences looking for specific content. Mediaset 
España places a variety of programmes at their 
disposal to meet their tastes and preferences. They 
are differentiated channels whose profile is based on 
viewers’ gender or age, or the specific content their 
broadcast.

In addition, Mediaset España’s services extend  far 
beyond the TV screen, not only via each channel’s web 
site but also through mobile apps and its presence on 
social networks. 

Mediaset España offers a wide range of programmes 
thanks to its unique operational model. The company 
has always been characterised by the flexibility of 
its approach and the speed with which it deals with 
change when programmes need to be replaced or 
rebroadcast. This flexibility is achieved mainly due to 
the following:

•	 The Group’s strong financial capacity which 
enables it, when opportunities are identified, 
to buy premium content and formats for its 
viewers.

•	 Having its own facilities, which generates 
production synergies  for both in-house and third-
party productions.

•	 Human resources made available for each 
programme, allowing continuous monitoring 
of each production and a perfect coordination 
with the programming area when planning each 
channel’s programme grid

THEME CHANNEL WOMEN’S CHANNEL

CHILDREN’S CHANNEL REPEAT CHANNEL

SOAP OPERA’S 
CHANNEL

MEN’S CHANNEL
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PERFORMANCE

KEY 
PERFORMANCE 
INDICATORS 
(KPIs)

OPERATING 
REVENUE 

(thousands euro)

INVESTMENT IN  
CO-PRODUCTION 

(million euro)

NET ADVERTISING 
INCOMES  
(million euro)

2011

164.53

2012

48.80

2013

70.2

2011

110.52

2012

50.14

2013

4.16
2011

131.4

2012

127.6

2013

125.4

2011

165

2012

160

2013

151

2011

83.9

2012

52.2

2013

45.2

2011

26.4%

2012

28.1%

 2013

 29%
2011

947

2012

807

2013

767

2011

52,668

2012

61,489

2013

70,080

2011

1,390

2012

1,360

2013

1,308

2011

33.1

2012

3.2

2013

8.5

2011

15.6

2012

8.9

2013

6.6

NET PROFIT1 
(thousands euro)

INVESTMENT IN THIRD 
PARTY PRODUCTION 

(million euro)

ADVERTISING  
EFFICIENCY  

RATIO2  

EMPLOYEE NUMBERS 
(AVERAGE FOR  

THE YEAR)

INVESTMENT IN  
FICTION PRODUCTION

(million euro)

AVERAGE  
SCREEN RATINGS

TECHNICAL 
INVESTMENT 

(million euro) 

BROADCASTING 
HOURS3 

1.   Attributable to the Parent’s shareholders.

2.   Advertising Efficiency Ratio prepared by “INFOADEX” for all Group channels.

3.  It includes all broadcasting hours from all Mediaset España channels.
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PERFORMANCE

AUDIOVISUAL BUSINESS

Audiovisual Business 

Advertising Business 

Workforce

Shareholder Value 

Environmental Performance

Other Performance Indicators 

Mediaset España is fully aware of television’s capacity to influence consumer habits, 
promote cultural diversity and build environmental awareness. For this reason, 
the selection of contents broadcast includes both entertainment programmes 
demanded by viewers and informative content that helps to stimulate informed 
critical thinking. 

MEDIASET ESPAÑA, THE INDUSTRY’S 
LEADING AUDIOVISUAL COMMUNICATION 
GROUP

The difficult economic context in the advertising 
market during 2013 did not prevent Mediaset España 
from maintaining its industry leadership through new 
multimedia projects encompassing television, cinema, 
advertising, social media, tablets, smartphones and the 
Internet, which consolidated Mediaset España’s position 
as the leading audiovisual communication group in Spain 
in terms of viewing figures, with one of the largest balance 
sheets in Europe.

In 2013 the company led audiovisual entertainment and 
information through a multi-screen content offering 
(television, mobile phones and the Internet) on a range 
of channels (Telecinco, Cuatro, Factoría de Ficción, 
Divinity, Energy, Boing, La Siete and Nueve), the set 
of audiovisual websites (Telecinco.es, Cuatro.com and 

Divinity.es) with the highest following in the Internet, 
and the leading television content platform (Mitele.es); 
our content also attracted the highest user participation 
in social media.

Contributions to Mediaset España’s overall success were 
also made by Telecinco Cinema, as a key producer in 
Spain’s movie industry, the Publiespaña Group, as the top-
ranked advertising concessionaire in terms of investment 
volume and market share, and Atlas, as the leading 
Spanish audiovisual news agency, placing Mediaset España 
in a privileged position to adopt an optimistic approach 
to the start of the economic recovery. In parallel, 
improving operating profits, a sound financial position 
and a noteworthy lack of debt reflected the company’s 
increasing solidity in 2013.
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Mediaset España, leader in viewing figures 
and social media impact in 2013 

Mediaset España ended 2013 as the absolute leader in 
terms of viewing figures. The channel family attracted the 
highest following, with an average 29% overall share, 0.9% 
up on 2012; from a commercial target perspective, the 
company’s share rose by 2% to 31%. During peak viewing 
times, Mediaset España’s share reached 27.6%, with a 
commercial target share of 28.7%.

At the year end, the company was the media group with 
the highest following in social media. According to Global 
In Media, our content generated 55% of television-related 
comments, amounting to over 53 million mentions.

TELECINCO, LEADING COMMERCIAL TELEVISION  
FOR ELEVEN YEARS 

Telecinco was once again the most viewed channel in 
2013. With a share of 13.5%, it was the most popular 
commercial channel for the eleventh year running; 
Telecinco was viewers’ first choice for 200 days, nearly 
55% of the year. This victory was also achieved in prime 
time with a 13.4% share.

This has been possible thanks to the channel’s solid 
offering of programmes produced in-house, undisputed 
day time leadership and clear prime time popularity, 
consolidated leading position in news programmes, 
Spanish fiction series and carefully selected foreign 
fiction, combined with a significant focus on major 
sports events.

  Mediaset España

  Atresmedia

  RTVE

  Others

No. of comments

55%

7%

12%

26%

No. of comments

Mediaset España 53,017,645

Atresmedia 25,153,390

RTVE 11,053,222

Others  7,145,925

96,370,182

40,169,313

10,880,88911,053,222
17,827,495

5,239,563

Cumulative no. of comments 2013
General contents channels
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As regards Spain’s autonomous regions, Telecinco was the 
most viewed channel in Euskadi (16.3%), Galicia (14.3%), 
Canary Islands (15.9%), Aragón (13.7%), Asturias (17.5%) 
and Balearic Islands (13.2%).

Telecinco also achieved a clear victory in social media 
(with 400,000 followers in Twitter and 600,000 Facebook 
fans) and was the channel with the highest number of 
comments associated with its content, totalling over 40 
million mentions (source: Global In Media).

Telecinco, the strength of in-house  
production, entertainment and live  
broadcasting
A content offering that always appeals to viewers, based on 
live broadcasts, has been one of the factors distinguishing 
Telecinco’s in-house productions with respect to its 
competitors and has been one of the drivers of Spain’s 
audiovisual industry.

A variety of game shows, debates, magazine shows, society 
talk shows, investigative reports, reality shows, sports 
events and news programmes are the main elements that 
have made Telecinco the most popular TV channel during 
peak viewing times. 

Day time programming was once again the undisputed 
protagonist: in the morning, “El programa de Ana Rosa” 
(18.7% and 546,000 viewers) and “Mujeres y Hombres y 
Viceversa” (13.1% and 853,000 viewers); in the evening, 
“Sálvame diario” (16.6% and 1,839,000 viewers) and 
“Pasapalabra” (16.8% and 2,027,000 viewers); during 
weekends, “¡Qué tiempo tan feliz!”, with 1,391,000 
viewers and a share of 11.6%.

During prime time, the second edition of “La Voz” (The 
Voice) (23.2% and 3,406,000 viewers), the winner of 
a Special IRIS Award from the Television Academy and 
a Vitoria FesTVal award for the Best Entertainment 
Programme, led its time slot and was a success for 
commercial television; the game show’s finale beat the 
year’s record for social media participation, with 752,311 
comments in Twitter, and was the subject matter of 
dozens of national and international trending topics each 
night the show was screened.

One of the formats that has brought Mediaset España the 
most satisfaction in the past decade once against proved 
itself in 2013. “Gran Hermano Catorce” (Big Brother 
Fourteen) (18.4% and 2,577,000) both corroborated its 
success on Television and in the Internet and was one 
of the shows with the year’s highest social media impact, 
achieving second place in the ranking with 735,796 
comments.
 
During 2013 Telecinco successfully screened two new 
formats that led their time slots: the high diving game 
show “¡Mira quién salta!” (19.9% and 2,840,000) and the 
reality show set in an explorers camp “Campamento 
de verano” (1,441,000 and 14.8%). During peak 
viewing hours, the surprises and stories presented in 
“Hay una cosa que te quiero decir” (2,148,000 and 
17.1%) were popular and the analysis and interviews 
in “Sálvame Deluxe” (2,049,000 and 17.4%) made 
this celebrity gossip show the undisputed Friday  
night leader.

Telecinco series: benchmark comedy, 
successful miniseries

Comedy and miniseries were the most popular fiction 
genre. The surrealist and absurd humour of “La que se 
avecina” has attracted over four million faithful viewers 
(4,172,000 and 21.8%), as the benchmark series for 
Spanish comedy and the fiction attracting the highest 
social media participation, as well as the first Spanish 
series to exceed one million Facebook fans.



BUSINESS MODEL

64

The winner of the Vitoria FesTVal Critics Award, this fiction 
is a huge hit in the Internet and social media, with close 
to 40 million page visits in Telecinco.es, nearly 20 million 
videos served, over 1.1 million Facebook fans and almost 
170,000 Twitter followers.

The loyalty of its followers is such that daily reruns on  
the Factoría de Ficción channel are among the most 
popular content on this Mediaset España theme channel; 
the cast, including José Luis Gil, Pablo Chiapella, Jordi 
Sánchez, Nacho Guerreros, Eva Isanta, Antonia San Juan, 
Fernando Tejero, Nathalie Seseña, Cristina Castaño, 
Macarena Gómez, Antonio Pagudo, Vanesa Romero, Isabel 
Ordaz, Ricardo Arroyo, Cristina Medina, Luis Miguel Seguí 
and Mariví Bilbao (Posthumous Award from the Actors 
Union and Best Actress award at the Victoria FesTVal), are 
some of Factoría de Ficción’s best known faces.

The entertaining storylines set in the genuinely Spanish 
district of Esperanza Sur once again ensured that “Aída” 
(14.3% and 2,688,000) was one of the most outstanding 
national fiction series. The most longstanding television 
series, which reached 200 episodes in 2013 in a surprising 
special in which the cast including Paco León, Pepe Viyuela 
(Ondas Award for Best Actor), Miren Ibarguren, Marisol 
Ayuso and Mariano Peña travelled back in time to the XIX 
century, has announced its definitive small screen departure 
during 2014. This marks the end of the production’s 
natural cycle, during which it has received over 25 awards, 
including five Ondas awards, four TP de Oro awards, four 
ATV awards, four Fotogramas de Plata awards, five Actors 
Union awards, one Zapping award and one Protagonistas 
de Televisión award.

As regards historical fiction, while this report is being 
prepared, Telecinco has just completed a cycle of another 
of its flagship series: “Tierra de Lobos”, which has achieved 
an average 14.4% share and 2,581,000 viewers since it was 
first shown.

In the miniseries arena, 2013 saw the success of “Niños 
robados” (Stolen children), a production inspired in real life, 
starring Blanca Portillo, Adriana Ugarte, Nadia de Santiago 
and Macarena Gómez, which became the years most 
popular miniseries at an average of 3,913,000 viewers and 
a 22.2% share.

In addition to national fiction, in 2013 Telecinco issued 
carefully selected movies, such as “Avatar”, which was the 
movie most viewed on television since 2000, both parts 
averaging 6,155,000 viewers and a 32.1% shares.

Entertainment and social impact 

Telecinco’s content is designed to provide entertainment 
and to have a social impact. The following programmes 
include special content with a high social value:

EL PROGRAMA DE ANA ROSA

Presented by Ana Rosa Quintana, this programme’s two 
thousandth edition was broadcast in 2013; it led morning 
television with social and political discussions, combined 
with other cultural and news content.

As in previous years, the programme actively supported 
all the solidarity campaigns promoted by Mediaset 
España, such as initiatives to help detect strokes and the 
“on wheels” campaigns to promote the use of bicycles. 
Ana Rosa’s programmes also aired numerous needs, 
urging viewers to collaborate, including awareness 
campaigns relating to evicted families and support for the 
organisation Mensajeros de la Paz in its food donations 
campaigns.
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QUÉ TIEMPO TAN FELIZ

Presented by Mª Teresa Campos, this programme 
focuses on popular ar tists and celebrities of the 
past to recognise their work and the talent they 
shared with viewers and continue to share during 
their appearances in the programme. The solidarity 
campaigns supported by Mediaset España are actively 
promoted, as well as other causes proposed by the 
programme itself.

 

PASAPALABRA

Presented by Christian Gálvez, “Pasapalabra” continues 
to foment cultural knowledge in an entertaining way 
each evening, having reached over 1,800 programmes 
in 2013. 

As in previous years, a special “Pasapalabra” was focused 
on solidarity, this time to raise funds to equip computer 
rooms in two schools.

HAY UNA COSA QUE TE QUIERO DECIR

PA programme centred around personal stories: things 
left unsaid, dispute resolution, declarations of love, 
messages of gratitude, etc. presented by Jorge Javier 
Vázquez.

 

LA VOZ

In 2013 Telecinco again broadcast the hugely successful 
‘La Voz’, presented by Jesús Vázquez, who was supported 
by David Bisbal, Rosario, Malú and Antonio Orozco, 
consolidating the music genre in Telecinco’s programming. 

The live broadcasts of La Voz commenced with a 
combined performance by Manuel Carrasco, the 
programme coaches and all the contestants singing “No 
dejes de soñar”, the proceeds of which were donated to 
the victims of the Philippines typhoon. 

The programme “La Voz Kids” (The Voice Kids), broadcast 
in 2014, awards the winner with a music studies grant, as 
well as the possibility of recording a CD
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CUATRO’S DISTINCTIVE FOCUS ON A MORE COMMERCIAL  
AUDIENCE

Programming that is clearly distinguishable from the 
other Spanish television offerings allowed Cuatro to build 
loyalty among young viewers and a more commercially 
attractive audience during 2013. In-house entertainment 
programmes with an inimitable style, a major commitment 
to innovative formats in which comedy and spontaneity 
are the distinguishing features, original docu-reality shows, 
new game shows exploring genre never previously 
broadcast on Cuatro and a careful selection of foreign 
fiction series that have been hugely successful in other 
countries have brought an excellent positioning in the 
viewer profile in highest demand from advertisers, with 
a 7.3% full-day commercial target share. The prime time 
share reached 7.4%. 

With a 6% share of total viewers, Cuatro attracted above-
average viewers in regions such as Madrid (6.7%), Murcia 
(6.4%), Castilla La Mancha (6.2%), Valencia (6.1%) and 
Castilla y León (6.1%) and a high social media following, 
with over 10 million comments, according to Global  
In Media.

In social media, where Cuatro has 210,000 Twitter 
followers and over 410,000 Facebook fans, the channel 
stood out for its level of participation, receiving over 10 
million comments on its contents.

The search for love with large doses of 
comedy in formats that have become  
social phenomena

In 2013 comedy was the undisputed protagonist in 
Cuatro’s prime time programming, and not only on 
television. The channel’s new projects and the fine-
tuning of its approach to telling stories as universal as 
the search for love turned its new in-house formats 
into genuine social phenomena with a high profile in 
social media.

A clear example of this was the screening of “Un príncipe 
para Corina”, a format presented by Luján Argüelles 
in which a group of contestants seek to win a young 
lady’s heart. Their exploits achieved a share of 9.2% 
and 1,596,000 viewers, increasing steadily to the final 
broadcast, which had a 12.4 % share, a 18.4% commercial 
target share and a 29.7% share of young viewers between 
16 and 34 years of age. “Un príncipe para Corina” was 
the Cuatro website that received the most page views 
(11,847,206) and unique users (1,698,423) during 2013, 
generating over 1.5 million comments in social media 
(1,521,460). It was the third most commented television 
programme of the year, behind “Gran Hermano Catorce” 
and “La Voz”.

Luján Argüelles also presented the third season of 
“¿Quién quiere casarse con mi hijo?” (Who wants to 
marry my son?), one of Cuatro’s most popular formats 
and the winner of Vertele’s QVemos award for the year’s 
most innovative television format, achieving an average 
share of 10.3% and 1,608,000 viewers. The finale of this 
edition was the most successful of all three seasons, 
with over two million viewers and a share of above 27% 
in viewers aged between 13 and 34. This success was 
again reflected in social media, including more than half 
a million comments in Twitter. The format’s success led 
Cuatro to launch the spin-off “¿Quién quiere casarse 
con mi madre?” (Who wants to marry my mother?), 
its five episodes having accumulated a 7.5% share and 
1,220,000 viewers.
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Adventure, factual formats, reports and 
coaching formats made in Cuatro

Adventure, challenges and overcoming personal limits 
were once more distinguishing features in Cuatro, through 
newly screened formats such as “Expedición Imposible”, 
an adventure reality show presented by Raquel Sánchez 
Silva in which 10 celebrity couples with very different 
profiles face the adventure of their lives: travelling through 
Morocco and participating in a series of challenges that 
put their physical and emotional stamina to the test. The 
programme attracted over 1,405,000 viewers and an 
8% share to its first showing. Raquel Sánchez Silva also 
presented “Perdidos en la ciudad” (Lost in the city), which 
achieved an average 10% share and 1,830,000 viewers  
in 2013.

Cuatro’s adventurer par excellence, Jesús Calleja, also 
experienced limit situations in the two programmes 
screened in 2013. Firstly, “Desafío en el abismo” (5.4% 
share on its first showing), an expedition to Hoyo 
Cimarrón in Guatemala, one of the world’s deepest 
holes, accompanied by a group of amateur adventurers. 
Secondly, this time accompanied by expert potholders, 
in the expedition “Desafío extremo: Abjasia, atrapados 
bajo tierra”, a descent at the limit into our planet’s 
deepest cave, in which the team became trapped while 
the cave was flooded for more than a week, attracting 
an audience of close to one million viewers and a  
5.5% share.

In the report genre, in 2013 Cuatro launched one of the 
most popular formats: “Palabra de Gitano”, a two-seasons 
docu-series that addresses gypsy life and culture, achieving 
a total share of above 8.5%.

Friday night also boasts one of Cuatro’s best-established 
coaching programmes, “Hermano Mayor”. Presented by 
Pedro García Aguado, the season six launch proved to 
be one of the programming mainstays towards the end 
of 2013, with an average share of 9.9% and 1,637,000 
viewers in the first showing.
 

New screenings of flagship productions such as 
“Callejeros”, which celebrated its first 300 programmes 
with the investigative specials “Hambre en España” 
(Hunger in Spain) (7.1% share) and “Robos” (Theft) 
(average 5.9% share in the three parts screened); 
“Diario de…” presented by Mercedes Milá (542,000 
and 6.3%); “21 días” by Adela Úcar (8.1% and 575,000) 
and “Conexión Samanta” by Samanta Villar (6.5% and 
549,000) were also protagonists on Cuatro in the telling 
and denouncing of situations in their own particular style.

“Cuarto Milenio” was once more among Cuatro’s 
flagships, celebrating eight years on air. The programme 
presented by Iker Jiménez achieved excellent Sunday 
night viewing figures (9.3% and 826,000) and was also the 
most commented Mediaset España programme in Twitter 
during 2013, according to this popular social media’s 
annual report.

The phenomenal impact of “Cuarto Milenio” in the social 
media, combined with the success of programmes such 
as “Un príncipe para Corina” and “¿Quién quiere casarse 
con mi hijo?”, resulted in over 10 million Cuatro-related 
comments in social media in 2013, twice the figure 
achieved by its most direct competitor. 

“Las mañanas de Cuatro”, presented by Jesús Cintora, 
became steadily and unstoppably more popular 
throughout 2013, ending December with a share of 7.1% 
and over 384,000 viewers.
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Foreign fiction, a mainstay of Cuatro’s 
programming

Cuatro’s innovative entertainment package was completed 
in 2013 by some of the most internationally successful 
foreign series, including three seasons of “Homeland”, 
“American Horror Story” and its follow-up “Asylum”, 
“Scandal”, “Marvel: Agents of SHIELD”, “Grimm”, 
“Touch”, “Beauty and the Beast”, “Castle”, “Hawai 2.0”, 
“Elementary”, “The Americans”, “Spartacus: Vengeance” 
and “Falling Skies”.

In 2013 Cuatro also created a new weekly movie slot: 
“El Blockbuster”, screening for the first time films such as 
Mel Gibson’s “How I Spent My Summer Holidays”, which 
achieved a 10% share and 1,665,000 viewers.  

Cuatro’s eighth anniversary was also celebrated in 
2013 in the form of an institutional campaign starring 
its main presenters, accompanied by the birth of a new 
claim. Under the slogan “Yo soy Cuatro” (I am Cuatro), 
the channel’s well-known faces and anonymous viewers 
claimed some of the adjectives, emotions and feelings 
that Cuatro’s content has brought them, through a 
participative campaign on television and in the social 
media and the Internet.

Social impact of entertainment 
programming

The channel’s commitment to specific content with high 
social impact is reflected in extensive programming, which 
includes:

DIARIO D…

Investigative journalism presented by Mercedes Milá to 
denounce issues and support citizens. In 2013 it focused 
on the fracking industry, the closure of a school specialised 
in integrating gypsy children in the Fuencarral district of 
Madrid, the closure of a social canteen run and supported 
by volunteers using their own resources in Santa Coloma 
de Gramanet, risks of gold mining in Costa da Morte, 
and a report on possible closures of support centres for 
autistic children in the Valencia region.

HERMANO MAYOR

A programme that becomes involved in helping young 
people with family and social adaptation issues and 
promotes healthy living habits, in which the work of the 
psychologist Sonia Cervantes is a determining factor to 
encourage changes in the young people and their family 
environment.

DESAFÍO EXTREMO/ DESAFÍO EN EL ABISMO

Both formats seek to build awareness around the need to 
protect the environment while promoting comradeship 
and the overcoming of personal limits.

The Desafío Atapuerca programme was the first time 
that a television team had filmed at Sima de los Huesos 
(Burgos), the world’s largest paleontological site, with 
nearly 5,000 human and animal bones dating back 
500,000 years.
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LA INCUBADORA DE NEGOCIOS

This programme is designed to stimulate entrepreneurship, 
critical thinking and the search for solutions by promoting 
hard work, business ethics, audacity and lifelong learning.

QUÉ HAGO YO AQUÍ

The essential aim of this programme is to present the 
lives of Spaniards who find themselves in scenarios that 
differ greatly from Spanish society, such as “Aislados en el 
Amazonas” (indigenous communities and the devastating 
effects of indiscriminate tree felling), “En el interior de 
Atacama” (environmental impacts of mineral extraction); 
“Siberia bajo cero” (indigenous population of Siberia, 
which is heading towards extinction), “Chernobyl, zona 
cero”, among others.
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The combined team of Informativos Telecinco and Noticias 
Cuatro completed an excellent year’s work. The team 
members, led by Juan Pedro Valentín and Pedro Piqueras, 
made Mediaset España the benchmark news broadcaster 
in private television. Rigorous, independent reports were 
prepared for each of the two channels using information 
from the Atlas news agency, maintaining the editorial line 
that distinguishes each channel in both television news 
and the websites www.informativostelecinco.com and  
www.cuatro.com/noticias.

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

The two teams worked hard to report and broadcast 
through all the complementary channels, such as the main 
social media, particularly Twitter, where the followers of 
Informativos Telecinco and Noticias Cuatro doubled 
to each over 164,000 and 155,000, respectively. The 
following achieved by Deportes Cuatro in Twitter is also 
noteworthy, with over 235,000 Twitter followers in @
losmanolostv and close to 140,000 Facebook fans.

Informativos Telecinco, a benchmark news 
programme for commercial television

Informativos Telecinco was once again the leading 
commercial television news programme in 2013. 
Professionalism and proximity to viewers while reporting 
the most relevant national and international news stories 
were once again the main distinguishing features of the 
work performed by the team led by Pedro Piqueras, 
the winner of the Ondas award for the Best Television 
Presenter ; Informativos Telecinco was the benchmark 
news programme in each of its three editions Monday 
through Friday (13.8% and 852,000 vs. 12.8% and 687,000 
for Antena 3 Noticias) and Monday through Sunday 
(13.2% and 928,000 vs. 13% and 818,000 for Antena 
3 Noticias). It was also the share leader (13.7%) in the 
afternoon and prime time editions from Monday through 
Sunday, as compared with 13.2% for La 1 and Antena 3. 

The 9 pm Informativos Telecinco slot, presented by Pedro 
Piqueras y J.J. Santos, closed the year as the leader of 
commercial television news, exceeding by 1% its own 
accumulated figures for 2012 to reach a 15.2% share and 
2,291,000 viewers.

15.2
11.9

11.5

Informativos  
Telecinco 21:00

Antena 3
noticias 2

Telediario 2

2,291

1,647
1,929

  Share   Thousands

MEDIASET ESPAÑA,  AN INTEGRATED EDITORIAL TEAM FOR NOTICIAS CUATRO 
AND INFORMATIVOS TELECINCO

http://www.informativostelecinco.com
http://www.cuatro.com/noticias
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In the afternoon slot, 1,862,000 viewers (13.9%) 
chose the 3 pm Informativos Telecinco to watch the 
most relevant news stories Monday through Friday, 
presented by David Cantero, Isabel Jiménez and Sara 
Carbonero. 

The weekend slot presented by José Ribagorda and 
Carme Chaparro was the most viewed news programme 
on prime time commercial television on both Saturday 
(1,564,000 and 12.2%) and Sunday (1,898,000 and 11.7%).

Viewing figures reflect unanimous public recognition 
of the coverage of major news stories such as the 
presidential elections in Iran, the war in Syria, the 
devastating impact of Typhoon Yolanda in the Philippines, 
the death of Hugo Chávez and succession by Maduro, 
Francisco I’s election as the new Pope, the birth of the 
new heir to the English throne, the coronation of the 
Dutch King and Queen, the terrorist attacks in Boston 
and the death of Nelson Mandela. Informativos Telecinco 
also covered other relevant domestic matters such as the 
economic and employment reforms, the reform of the 
Law on Abortion, Iñaki Urdangarín’s court appearance in 
the “Nóos case” and the recent charges brought against 
his wife Princess Cristina, the Santiago de Compostela 
train accident and Madrid’s failed attempt to host the 
2020 Olympic Games.

Noticias Cuatro grew in all slots during

The presenter reorganisation process undertaken by 
Noticias Cuatro at the start of the season bore fruit 
2013. Both the afternoon slot presented by Hilario Pino 
(8.8% and 880,000), who received the Antena de Oro 
award this year for the Best News Presenter, and the 
prime time slot presented by Marta Fernández (4.8% 
and 530,000) improved their figures with respect to 
the previous year, achieving an average 6.7% share and 
710,000 viewers.

The weekend news slots presented by Marta Reyero and 
Miguel Ángel Oliver obtained an average 6.9% share and 
704,000 viewers, also exceeding previous-year figures.

Mediaset España’s news programmes also showed a 
clear commitment to the defence of human rights by 
reporting on the major issues faced by citizens daily 
during Spain’s economic crisis and the resulting cuts 
in healthcare, education and research spending; the 
pilgrimage of unemployed people seeking work and of 
young people leaving the country to seek work abroad; 
the drop in consumption, the closure of flagship Spanish 
companies etc. 
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“Deportes Cuatro”, the most genuine  
analysis of sports news

The programme presented by “Los Manolos” was once 
again a benchmark for sports news. The inimitable style 
with which sports news is narrated by the Deportes 
Cuatro team formed by Manu Carreño, Manolo Lama, 
Juanma Castaño, Nico Abad, Luis García and Ricardo 
Reyes found no rivals and achieved an 8.4% share and 
1,126,000 viewers in Cuatro’s afternoon slot.

The channel’s commitment to sports information 
included the launch in November 2013 of a second 
“Deportes Cuatro” slot during price time, presented by 
Jesús Gallego and directed by the veteran reporter José 
Antonio Luque.

MEDIASET SPORT, A BENCHMARK FOR COVERAGE OF THE MAIN 
SPORTS EVENTS IN SPAIN

	  

Mediaset Sport consolidated its brand name in its 
second year on air, becoming the benchmark for sports 
coverage in Spain. Football, motorcycle racing, tennis 
and basketball, four of the most popular sports in Spain, 
were all screened by Telecinco, Cuatro and Energy. 
The most viewed World MotoGP Championship ever, 
the Football Confederations Cup, Rafa Nadal’s eighth 
Roland Garros victory, freeview BBVA League matches 
and the Eurobasket tournament were some of the main 
sports events covered by Mediaset España in 2013.

In 2013 Mediaset España also announced the acquisition  
of exclusive rights to broadcast the 25 freeview Brazil 
World Cup 2014 matches, having also accompanied  
“La Roja” in its friendly matches and World Cup 
classification games. Mediaset Sport’s main football 
events included freeview UEFA Europa League matches, 
five Copa del Rey football games and a commitment to 
support grassroots football by screening the European 
Under-21 Championship held in Israel and two Junior 
Football 7 tournaments in June and December.
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Mediaset Sport, supporting football

Mediaset España’s football offering was strengthened 
in September by the launch of “Tiki Taka”, a night-time 
sports discussion programme presented by Felipe del 
Campo and Enrique Marqués on the channels Cuatro 
and Energy. Freeview National Five-a-Side Football 
League, the Spanish and European Speed Championship 
(CEV Repsol 2013) and the NBA All Star Game 2013 
completed Mediaset’s sports content in an intense year 
prior to the events that will be broadcast in 2014: Football 
World Cup, Basketball World Cup and World MotoGP 
Championship.

From 15 to 30 June, Mediaset España focused mainly on 
the Football Confederations Cup, achieving an average 
32.9% share and 4,526,000 viewers. The penalties in the 
Spain-Italy semi-final was the most viewed moment of 
the year (13,355,000 and 67.9%) and the Brazil-Spain 
final was the most viewed broadcast in the history of 
late night television (10,661,000 and 70,3%). A total of 
40 live hours were broadcast for this football event, 
covering all the matches, including pre-match and post-
match content; these programmes produced in-house by 
Telecinco and Cuatro were in permanent, live contact 
with everything that was happening in Brazil; as always, 
Mediaset España’s websites, Telecinco.es and Mitele.es, 
were an essential part of this coverage. J.J. Santos was 
in charge of coordinating a professional team formed by 
Manu Carreño as the Spain match commentator, Ramón 
Fuentes and David Ibáñez commentating on the other 
matches; Sara Carbonero, Juanma Castaño, Raúl Gamonal, 
Diego Miguel Fernández and Matías Prats following 

the Spanish team’s steps and Manolo Lama presenting 
Deportes Cuatro’s midday slot. The matches were also 
commentated by Julio Maldonado Maldini, Kiko Narváez 
and José Antonio Martín Petón. 

As a result of its latest acquisitions, in 2013 Energy 
broadcast National League, Spanish Cup and Spanish 
Super Cup five-a-side football matches, commentated by 
the sports journalist Miguel Ángel Méndez, with technical 
comments from the ex-player of Caja Segovia, Juan José 
Rodríguez Navia Cancho.

Mediaset Sport, supporting motorcycling

In 2013 Telecinco broadcast the most viewed MotoGP 
Championship ever (28.6% and 2,861,000), which Marc 
Márquez won in his top category debut to become a 
motorcycling legend. The last GP in Valencia broke the 
viewing record in this category (43.8% and 4,978,000). 
This pushed the season average up to 23% more than 
2012, with a 32.2% commercial target share and absolute 
leadership in all age targets and in all autonomous regions, 
above 32% in some cases.

The outstanding role of the Spanish pilots that achieved 
victories in all three categories, a renewed team of 
narrators and commentators thanks to the inclusion of 
Nico Abad and Melissa Jiménez in Mediaset Sport, and 
new digital tools which allowed fans to witness the world 
of motorbikes as they had never done before through 
Mitele.es, such as the addition of a second screen on 
which the audience could connect to eight special signals 
with images shot from attractive camera angles provided 
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by Dorna, all formed part of the successful coverage of 
the World Motorcycling Championship 2013 on Telecinco 
and Energy. 

As a tribute to the champion, in December Telecinco 
screened “Rookie93 Marc Márquez, más allá de la sonrisa”, 
a documentary covering the last year of the life of the 
rider from Lerida, from the first time he rode a MotoGP 
bike until he received the 2013 World Champion and 
Breakthrough of the Year awards. 

Also in the world of two wheels, Energy issued all the 
races of the Spanish Speed Championship (CEV Repsol 
2013), commentated by the journalist and motorcycle 
rider Sergio Romero and by the Honda LCR team’s 
sports manager, Óscar Haro. 

Mediaset Sport, supporting basketball

In September, Cuatro, Energy and Mitele.es also 
screened Eurobasket 2013 Slovenia, a championship in 
which Spain won the bronze medal by beating Croatia. 
Ramón Fuentes and “Los Antonios”, Antoni Daimiel and 
Antonio Sánchez, two of Spain most qualified basketball 
commentators, who collaborate regularly with the 
NBA, led the broadcasts with contributions from Jorge 
Garbajosa and José Miguel Antúnez, as well as court-
side comments obtained by the reporter María Victoria 
Albertos. They were the faces of a team formed by over 
20 professionals coordinated from Madrid by Mediaset 
España’s Sports Area. The semi-final between Spain and 
France was the most viewed basketball game in the past 
year, with over 3,111,000 viewers and a 21.7% share, 
which increased to 25.9% and 4,408,000 viewers during 
extra time. The screening of the Spain games during 
the Eurobasket tournament brought Cuatro an average 
12.6% share and 1,485,000 viewers. 

The NBA All Star 2013 televised by Cuatro, with the 
Spanish base Ricky Rubio playing in the Rising Stars Game, 
including the traditional slam dunk competition and the 
All Star Game, closed Mediaset Sport’s contribution to 
the basketball world.

Mediaset Sport, supporting tennis

Telecinco accompanied Rafa Nadal during his eighth 
Roland Garros victory. The Spanish final against David 
Ferrer attracted over four million viewers (4,105,000 and 
a 28% share). 
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MEDIASET ESPAÑA CONSOLIDATES AND STRENGHTENS ITS MULTICHANNEL STRATEGY

In 2013 Mediaset España consolidated its multichannel 
strategy, leading the audience market with a cumulative 
9.6% share in its theme channels, each of which is 
positioned in a defined profile and target audience while 
complementing the other channels: Telecinco as the 
leading channel for the general public; Cuatro, targeting 
young, urban viewers; Factoría de Ficción, the most viewed 
theme channel in freeview television, offering series, 
comedy and movies; Divinity, for young, urban women; 
Energy, targeting men between 25 and 44 years of age; 
Boing, the leader in commercial television for children 
from 4 to 12; and, since the start of 2014, La Siete as 
a soap opera channel and Nueve providing a second 
chance to see Telecinco and Cuatro content.

In order for all the channels to play their part in the  
overall impact, Mediaset España designed a daily  
horizontal programming strategy with the most varied 
possible genre offering, providing the Commercial area 
with complementary and highly segmented viewer 
profiles. As a result, Mediaset España’s theme channel 
offering achieved the sector’s highest annual cumulative 
viewing figures, which were 1.3 higher than 2012 (8.3%). 

Factoría de Ficción, the leading 
theme channel

In 2013 Factoría de Ficción consolidated its television 
model and was the most viewed theme channel or third 
generation channel. With a 2.9% share of total individual 
viewers, it opened up a wider gap than the previous year 
with respect to its immediate competitor, Neox (2.3%). 
It was once more the leading theme channel in terms of 
commercial target share (3.7%).

The channel’s comedy offering was promoted through 
“A mí que me pongan verde”, an image campaign 
starring comedy actors linked to Mediaset España. 
Dani Martínez (“Aída”), Vanesa Romero, Antonio 
Pagudo, Cristina Medina y Luis Miguel Seguí (“La que se 
avecina”), Andoni Aguirregomezcorta (“Vaya semanita”) 
and Cristina Pedroche were some of the protagonists 
of the channel’s new campaign, which included bumpers 
using Factoría de Ficción’s corporate colour, green, as a 
visual reference.  

In 2013, relevant initiatives included the launch of the 
channel’s first own fiction project: “I+B”, a branded content 
comedy that relates the entertaining daily escapades of 
Sixto (Alfonso Sánchez) and Manolo (Alberto López) 
who, besides working as barmen, are advisors, mentors, 
philosophers and psychologists for the customers of 
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I+B, who they constantly help to resolve problems. To 
complete the comedy offering, “Factoría de Ficción” also 
screened, for the first time, the slot “Apúntate al sketching”, 
containing the flagship programmes “La noche de José 
Mota” and “Vaya semanita”.

Successful reruns of two of television’s benchmark 
national fictions, “Aída” and “La que se avecina”, stimulated 
the screening of specials such as “Bienvenido Mister Dani”, 
when Dani Martínez joined the series “Aída”, the launch 
of “Hoy se nos avecina...”, a monographic series in which 
the stars of “La que se avecina” revealed some of the keys 
to their characters, and the false takes collection “Tomas 
falsas a cascoporro”. 

In 2013 international fiction was also an important 
part of Factoría de Ficción’s programming. “Baby 
Daddy”, a comedy starring Jean-Luc Bilodeau, and “The 
Neighbours”, a comedy series with fantasy overtones 
starring Lenny Venito and Jami Gertz, are among the 
international productions shown for the first time on 
the theme channel. The new series of the police fiction 
“Blue Bloods”, the sitcoms “Shameless”, “New Girl” and 
“Last Man Standing” and the action series “Leverage” 
were also screened.

Divinity, a benchmark theme channel 
for young and urban women

Divinity consolidated its position as a benchmark 
channel for urban women aged between 16 and 44, 
in which it achieved a 3.6% share, 1.7% in terms of 
total individual viewers, 0.3% above the previous year. 
In terms of commercial targets, the data preferred 
by adver tisers, Divinity also grew, by 0.7% in average 
viewing figures, to reach a share of 2.4%. On-air for 
nearly three years now, the channel has built a brand 
that is solidly embedded in Spain’s television offering, 
with a well defined personality and relevance for both 
female viewers and anyone who is interested in the 
latest international successes in series, factuals and 
theme realities, movies and information on the latest 
music trends. A set of elements that have made the 
channel a clear success story within Mediaset España’s 
theme channel offering and made it worthy of the 
claim “Divinity is 2 much” when celebrating its second 
anniversary in 2013.

The channel’s strategy is based on a battery of realities 
and factuals related to its main themes: “Divinity Home”, 
through the decoration and refurbishment formats 
“Cash & Cari ¡Me lo llevo!”, “Decorando con Ambrose 
Price”, “El reformacasas” and “Tu casa lo vale”; “Divinity 
Style”, which incorporated “De moda con Rachel”, the 
channel’s first character show, about the daily life of 
the well-known designer Rachel Zoe; and “Divinity, ¡sí 
quiero!”, focused on wedding docu-realities such as “El 
vestido perfecto de Keasha”, “Me pido este vestido” and 
“El vestido de tu boda”. Also included in the channel’s 
offering was “Hotel Hell”, in which the famous chef 
Gordon Ramsay helped to refloat disastrous hotel 
businesses.

2013 saw the consolidation of in-house branded content 
based on well-defined themes that are very popular 
with viewers. These included “Cupcake Maniacs”, the 
creative confectionery programme forming part of the 
“Delicious!” theme. Its presenter, Alma Obregón, has 
become one of the channel’s and social media’s best 
known faces, as reflected by 75,000 Facebook fans and 
over 15,000 Twitter followers, making this format one of 
Spanish television’s most popular confectionery slots; the 
sweet stars of “Cupcake Maniacs” had already appeared 
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on Divinity in programmes such as “Charly y la fábrica 
de pasteles” and “Guerra de cupcakes”.

In 2013, the main in-house productions also included the 
launch of “Cazamariposas”, an innovative weekly news 
programme on fashion, celebrities and trends presented 
by Nando Escribano and Nùria Marín, including 
contributions from prestigious Spanish bloggers, and the 
branded content “Bebé a bordo”, providing advice for 
first-time mothers during the days following the birth of 
a child, with the help of the doula Montse Cob.

Divinity’s fiction offering included a careful selection of 
international productions screened for the first time on 
freeview television, such as “The Client List”, “Cougar 
Town”, “Necessary Roughness”, “Revenge” and “Rookie 
Blue”, scheduled alongside the phenomenal “Grey’s 
Anatomy”, which became the channel’s most viewed 
series during its ninth season, with an average 2.8% 
share of total individual viewers and 6% among women 
aged between 16 and 44.

Divinity was also the official channel for major music 
events. In October, the solidarity concert “Por ellas” was 
screened, organised by Cadena 100 to combat breast 
cancer. In December, Divinity made an event of the 
40 Principales Awards, screening “El día de la música” 
(Music day), with special programming related to these 
music awards that included Alejandro Sanz’s concert 
for his new album “La música no se toca” in Seville. 

A concert by Malú, screened in December when her 
new CD was launched, completed the channel’s music 
offering in 2013.

Divinity also covered significant social and cultural 
events in programming linked to current affairs, such 
as the 50th anniversary of Kennedy’s death, the Oscar 
ceremony, the 15th anniversary of “Sex and the City”, 
and the Starlite gala, Antonio Banderas’ philanthropic 
platform that brings together leading international show 
business celebrities and members of the jet set each 
year in Marbella.

In 2013 the channel launched an innovative institutional 
campaign with bumpers and self-promotional slots 
to involve its growing number of male viewers. For 
“Divinity men”, and as a gift to the channel’s viewers, the 
“¿Quién dice que el rosa es un color de chicas?” (Who 
says pink is a girls’ colour?) was created; it is a pioneering 
initiative for a women’s theme channel to transmit and 
promote its brand values through well-known male 
artists linked to Mediaset España. Martiño Rivas, Dani 
Martín, Santi Millán, Jose Coronado, Ricardo Darín and 
Rubén Cortada are some of the stars who have taken 
part in the campaign to date, based on black and white 
photography by Alfredo Tobía, focusing on maximum 
nudity and highlighting the pink “rosa Divinity” colour in 
objects designed to generate a carefree, light-hearted, 
provocative impact, emphasising the channel’s most cool 
and risk-taking nature. 
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New content and a new on-air 
identity, the keys to  
energy’s growth 

A renewed image and content, first showings of factuals, 
theme-channel specials, series and sports programming, 
with the launch of the channels first in-house production 
“Tiki Taka” and the screening of exclusive sports events all 
added to Energy’s personality during 2013. Energy became 
the theme channel best recognised by male viewers up 
to 44 years of age and the men’s theme channel with 
the highest number of social media mentions at close to 
800,000 according to Global In Media.

In its second year on-air, the channel’s audience grew to 
end the year with a core target share of 2.5% (men aged 
between 25 and 44), 0.7% up on 2012 (1.8%) and 1% up 
on its closest competitor, Nitro (1.5%). In terms of total 
individual viewers, Energy also grew 0.3% on the previous 
year to reach a 1.2% share.

Under the new claim “Encuentra tu E” (Find your E) and 
a renewed on-air image, in 2013 Energy adopted a new 
identity in a 360º audiovisual arena, through television, 
the Internet and social media, screening docu-realities 
and factuals designed to meet the needs of young, urban 
men. Accordingly, the Energy’s programming included 
“Energy Wildlife” content, relating to adventure and 
nature; “Energy Extreme”, with programmes showing 
situations at the limit; “Energy Speed”, combining speed 
and adrenaline; “Energy Food”, comprising original food 
programmes; “Energy Auction”, with current affairs 
reports and documentaries; “Energy Attitude”, covering 
art, tattoos and curiosities; and “Energy Travel”.

Energy screened for the first time over a dozen new 
formats on different themes such as “Cajun Justice”, 
“Eating in America”, “Abierto en canal”, “¿Cómo es lo 
que como?” (What am I eating?), “Dallas Swatt”, “Multas, 
multas y más multas” (Fines, fines and more fines), “Toma 
el coche y corre” (Take the car and run), “In fraganti”, 
“Los reyes del trueque” (The kings of barter) and 
“Reforma brutal” (Brutal reform), accompanying formats 
now considered to be classics in Energy in the past two 
years, such as the auction docu-reality “¿Quién da más?” 
and its spin-off “¿Quién da más? Texas”, the adventure 
programme “Frank de la Jungla” and the car programme 
“Top Gear”.

Fiction found its way into Energy through the brand 
“Series de Élite”, which includes a broad catalogue of 
productions such as “Homeland”, “Last Resort”, “C.S.I.”, 
“American Horror Story” and “NCIS: Los Angeles”.

The “Energy Sport” offering was particularly significant, 
including exclusive sports events such as the free training 
sessions of the World MotoGP Championship, Spanish 
and European Speed Championship races, freeview 
National Five-a-Side Football League games, some 
Eurobasket games, Roland Garros tennis matches and 
the Junior Football 7 tournament. The sports offering also 
included the discussion show “Tiki Taka”, presented by 
Felipe del Campo and Enrique Marqués, targeting football 
fans during late-night television. 

Other mainstays of Energy’s programming were 
programming events built around original special 
actions designed to build loyalty and attract viewers, 
with suggestive titles such as “Apocalipsis Carnívora”, a 
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food programming marathon entitled “Cena Imposible”, 
“Comida sobre ruedas”, “Batallas carnívoras”, “Crónicas 
carnívoras” and the spin-offs “Crónicas Carnívoras: El 
gran atracón”, “Crónicas Carnívoras: El Desafío”, “Los 
“restaurantes más frikis del mundo”, “¿Cómo es lo que 
como?” and “El chiringuito más chungo de Chicago”; the 
horror movie marathon entitled “Monster Day Energy”, 
comprising over 10 films; “Energysaurus”, with the first 
freeview television showing of the BBC’s production 
“Planet Dinosaur”, the 5th season of the series “Jurassic 
Invasion”, the miniseries “Lost World” and the TV 
movie“Ferocious Planet”.

Energy also took part in Mediaset España’s multichannel 
initiative to commemorate the 50th anniversary of the 
death of the ex-US President John F. Kennedy, screening 
the documentaries “10 things you didn’t know about JFK”, 
“7 days that made a president” and “JFK: three shots that 
changed America”.  

Energy devotes a large part of its programming to docu-
mentaries on a variety of themes: history (anniversary of 
the assassination of the ex-US President John F. Kennedy 
and the sinking of the Titanic); social or current affairs 
(“Ryanair, el gran fraude” and “Cambiados al nacer”); 
medicine (“Mi cara reconstruida”); and nature (“El plan-
eta de los dinosaurios”). 

Another programme that highlights Energy’s social focus 
is “¿Cómo es lo que como?”, a factual presented by the 
food industry entrepreneur Bobby Bognar, who travels to 
different locations to deconstruct food, seeking to show 
viewers the processes behind the preparation of the food 
we eat every day.

Boing, the most viewed children’s 
channel on commercial television

2013 was a perfect year for Boing. Mediaset España’s 
children’s channel ended a year of clear growth as the 
leading children’s channel on commercial television, with 
a target public share of 13.5% among children aged 
between four and 12, 1.2% above 2012 and nearly 2% 
ahead of Disney Channel (11.7%). Boing also beat its 
closest competitor in terms of total individual viewers 
(1.7% vs. 1.5%). 

Boing’s content selection, consisting basically of successful 
international cartoon series, foreign non-cartoon fiction, 
a carefully selected catalogue of movies for younger 
and older children, and in-house family entertainment 
productions, combined with its effective brand image, 
were the keys to the channel’s success.

For 2013, Boing selected a combination of children’s series 
in which confidence, optimism and a positive attitude were 
the prevailing values. All these concepts were expressed 
in “Lazy Town”, the benchmark young children’s series in 
the promotion of a healthy lifestyle, “Bananas in pyjamas”, 
“The adventures of Chuck and friends” and “Thomas and 
Friends”.

For children aged between five and 10, Boing offered 
a broad range of cartoon series such as “Ben 10 
Omniverse”, “Monster High Adventures” and “Barbie 
Life in the Dreamhouse”, “Power Rangers Samurai”, 
“Max Steel”, “Wakfu”, “Code Lyoko”, “Dragons: Riders 
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of Berk”, “Lego Star Wars: The Yoda Chronicles”, which 
attracted a veteran audience, and “Doraemon”. Together 
with this cartoon offering, Boing screened non-cartoon 
productions such as “Life with Boys” and “La CQ”, and 
family entertainment content such as the game shows 
“Wipe Out” and “Juegos en familia”, an adaptation of 
the US programme “Family Game Night”, presented by 
Emilio Pineda in its fourth season in 2013.

Films also formed part of Boing’s family offering. Movies 
such as “Despicable me”, one of the biggest ever box-
office cartoon hits, and films starring the channel’s favourite 
characters, including  Barbie (“The Magic Ballerina”, 
“Barbie Fairytopia”, “The Secret of the Fairies”), Tom and 
Jerry, Monster High (“Scaris, City of Frights”, “Monster High: 
little monsters on wheels”), Doraemon (“Doraemon the 
Gladiator”) and Scooby Doo were the stars of weekend 
movie marathons for the whole family.

2013 also saw the inclusion of Cartoon Network series 
in Boing’s catalogue through the screening of productions 
that are original in approach and design, overflowing with 
comedy and a touch of irreverence, such as “Regular 
Show”, “Adventure Time”, “The Amazing World of 
Gumball” and “The Grim Adventures of Billy and Mandy”.

On special dates, such as Christmas, Halloween and 
the summertime, Mediaset España’s children’s channel 
screened programmes and events designed to build 
loyalty among both children and their parents. 

La Siete is reborn as a soap opera 
channel with a new corporate image

While this report is being completed, Mediaset España is 
restructuring its channel offering to boost the multichannel 
strategy; this includes La Siete’s rebirth as a new soap 
operate theme channel, thanks to a strategic content 
partnership with Televisa, one of the world’s leading soap 
opera producers.

A programming designed to satisfy the three types of 
female viewer identified by Mediaset España as core 
targets of La Siete: young women aged between 18 
and 35 who are interested in contemporary, daring 
soap opera; women aged between 25 and 45 who 
seek thrillers, romance and action soap operas; and 
women aged over 45 requiring a careful selection of 
traditional classic dramas, period series and historical 
stories.

Productions never screened before in Spain, such as 
“Porque el amor manda”, “La tempestad” and “Mentir 
para vivir” (and, during the year, “La mujer del vendaval”, 
“Por siempre mi amor”, “Quiero amarte” and “De que te 
quiero, te quiero”, combined with a selection of classic 
soap opera reruns such as “La madrastra”, “Destilando 
amor”, “Teresa”, “Mi pecado” and “El triunfo del amor” will 
make up the channel’s future content.
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To add value, La Siete will explore all existing soap opera 
alternatives, ensuring format variety and an opportunity 
for theme innovation. This will include new genre such 
as suspense and intrigue, action and adventure, and 
stories based on real life, together with traditional soap  
opera plots.

La Siete has changed its content, its target audience and 
its image, which is now a heart, the universal symbol of 
love, representing content that is closely linked to feelings 
and emotions.

Nueve, a window to telecinco’s and 
cuatro’s most successful content

As a consequence of the change to La Siete’s strategy, the 
most popular Cuatro and Telecinco content can be found 
in Nueve, since 14 February; this channel was created in 
January 2012 and, one year later, is definitively the channel in 
which the most faithful viewers have a second opportunity 
to enjoy Mediaset España’s in-house productions.

The content screened on La Siete in 2013 (and on 
Nueve since February 2014) include the daily summaries 
of “Gran Hermano”, in addition to this programme’s 
gala nights and weekly debates; the “La Voz” gala nights, 
“¿Quién quiere casarse con mi hijo?” and its spin-off 
“¿Quién quiere casarse con mi madre?”, “Un príncipe 
para Corina”, “Callejeros”, “Hay una cosa que te quiero 
decir” and “Sálvame Deluxe”, together with the daily 
screening of “Mujeres y Hombres y Viceversa” and a 
batch of comedy programmes including “Vaya semanita” 
and “Agitación + IVA”.  In 2013, La Siete also screened  
“El Manager” for the first time, an in-house talent show in 
the summer evening slot.

Also relevant was VITALBIEN, presented by Patricia 
Betancort who, assisted by a multi-disciplinary team of 
professionals, provides possible solutions to issues of 
varying kinds (including emotional support, nutrition, 
interior design, dental hygiene and surgery).
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MEDIASET.ES, THE LEADING SPANISH AUDIOVISUAL 
GROUP IN THE INTERNET

	  

2013 saw the first anniversary of the start of the Mediaset.
es domain’s functions designed to bring all the group’s 
websites together under the same design, including both 
content sites (Telecinco.es, Cuatro.com, Divinity.es, Boing.
es, Energytv.es, Telecinco.es/factoriadeficcion, Telecinco.
es/lasiete, Telecinco.es/nueve, and news and sports) and 
corporate sites (Telecinco Cinema, Atlas, Publiespaña, 
Inversores, 12 meses and Telemanía.es).

Mediaset España’s capacity to entertain, inform and 
accompany viewers once again stood out in 2013 due 
to the breadth of its offering outside the television 
set, confirming its position as Spain’s most successful 
audiovisual media company in the Internet, with a monthly 
average 5.1 million unique users, 1.4 billion annual page 
views and nearly 1.1 billion video views in 2013, according 
to Comscore.

According to the Spanish Audit Bureau of Circulations 
(OJD), the website was the leader in unique users for 11 
out of 12 months, numbers having risen during the year 
from 14.4 million in January to 18.7 million in November.

According to Comscore, an average 5.1 million unique 
users per month visited Mediaset España in the Internet, 
representing 20% of monthly total Internet users.

A month average 113 million page views brought the 
cumulative annual figure to nearly 1.4 billion, according 
to Comscore. 

Mediaset Spain was also the television group with the 
highest Internet video consumption in Spain, with over 
3.6 million unique viewers, who watched a total of 89 
million videos per month for a cumulative annual total of 
over one billion videos (content and spots). 

The difference between the consumption of Mediaset 
España’s videos and those of its competitors was clear in 
the final monthly figures obtained, when the company’s 
total was 104.1 million videos, according to Comscore.

The data for each of Mediaset’s por tals in December 
reaffirm this success: Telecinco.es totalled 4.4 million 
unique users, according to Comscore, and 15.7 
million according to OJD; Cuatro.com totalled over 
1.3 million unique users (Comscore) and 3.8 million 
(OJD); Mitele.es 1.4 million (Comscore) and 3.6 million 
(OJD), and Divinity.es, which beat its own record in 
November with 1,655,590 single users (OJD), reached 
1.63 million (OJD) and over 600,000 (Comscore) 
unique users.

The group’s brands generated over five million app 
downloads in smartphones and tablets, the Mitele apps 
“Tadeo Jones: Train Crisis”, “La Voz”, “Gran Hermano”, 
“Mujeres y Hombres y Viceversa”, “Mediaset MotoGP”, 
“La noche de José Mota” and “Pasapalabra” being the 
most popular.

Mitele.es reached one  
million app downloads  
in 2013, reaffirming its  
position as a benchmark  
online television  
content platform

In response to changing consumer habits in audiovisual 
content, Mediaset España was the first to provide Internet 
users with an online platform that brought together 
Spanish and foreign series, films, TV movies, programmes, 
sports events, content for the youngest members of the 
family and virtually all the content screened by Telecinco 
and Cuatro, live or in simulcast, nearly all free of charge and 
multimedia, with the best viewing quality and its own social 
media network. This was Mitele.es, the current benchmark 
platform for online television content, averaging 1.6 
million unique users in 2013 and 172 million videos 
served, according to Comscore (3.9 million unique users 
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according to OJD); in 2013 Mitele.es reached one million 
downloads of its app for smartphones and tablets using 
IOS/Apple and Android devices. Available in Google Play 
and Appstore, the app may also be found in the Amazon 
store, in Windows Phone, Samsung apps and Blackberry.

The winner of the Premios ÑH gold medal, an award 
created by the Spanish Chapter of the Society for News 
Design, its took a giant step in its user commitment 
strategy, allowing them the opportunity to go inside 
Mediaset España’s facilities.

The Telecinco programmes “Aída”, “Mujeres y Hombres y 
Viceversa”, “La que se avecina” and “La Voz”, the Divinity 
series “Grey’s Anatomy” and the Cuatro offerings “Cuarto 
Milenio”, “Callejeros” and the recent “¿Quién quiere 
casarse con mi madre” were among the platform’s most 
viewed content; in 2013 the “La Voz” dual signal app was 
developed, through which users of mitele.es and of the 
official “La Voz” app could follow each gala night on a dual 
screen for the live show and backstage activities. 

Birth of MiteleKids,  
a new children’s  
content platform

In 2013 Mediaset España launched MiteleKids, a new 
online platform designed to meet demand for audiovisual 
entertainment from the youngest members of the family. 
In a context designed specially for children, MiteleKids 
allows highly intuitive browsing so that they can enjoy 
classic cartoon series in Spanish and original version, 
in-house programmes, children’s films and special content 
such as “Descubre con Tadeo”, the short films “Tadeo 
Jones”, “Be Boing” and “Juegos en familia”, and cartoon 
classics such as “Berni”, “Bratz”, “Dibo the Gift Dragon”, 
“Gladiator Academy” under the content agreement with 
BRB Internacional. In December, MiteleKids added Boing 
content, such as “Adventure Time”, “The Powerpuff Girls”, 
“The Grim Adventures of Billy and Mandy” and “Dexter’s 
Laboratory”.

MiteleKids was also conceived as a secure environment 
without links to other websites, including age-classified 
content for analysis by parent control systems and no 
possibility of interaction with other users.  
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Telecinco.es, Spain’s leading television 
website in the audiovisual sectora

In 2013, Telecinco.es was the audiovisual market’s leading 
television website with 4.4 million unique users, according 
to Comscore, 15.7 million according to OJD, in December.

These results are attributable largely to the 
extraordinary interest in enter tainment programmes 
such as “La Voz” (exclusive videos, interactive room, 
à la car te programmes and social impact page), 
“Gran Hermano Catorce” (specialised blogs, 24-hour 
coverage, summaries, discussions and à la car te gala 
nights) and “Mujeres y Hombres y viceversa”; sports 
such as the MotoGP World Championship, the 
Football Confederations Cup and the Spanish Five-a-
Side Football Supercup, where special coverage was 
provided by the website; and the fiction series “La que 
se avecina” and “Aída”. 

Cuatro.com, nearly 4 million unique users 
(OJD)

Coverage of entertainment programmes such as “Un 
príncipe para Corina”, “¿Quién quiere casarse con mi 
madre?”, “Cuarto Milenio” and “¿Quién quiere casarse 
con mi hijo?”, and high profile sports events, were 
among the most popular content on Cuatro.com during 
2013, bringing unique users to 1.3 million (according to 
Comscore) and 3.8 million (according to OJD).

The first showing of the new dating show “¿Quién 
quiere casarse con mi madre?” led to the start-up of 
Mediaset España’s first online radio programme, “¿Quién 
quiere escuchar a mi madre?” (Who wants to listen to 
my mother?) presented by Luján Argüelles, including 
discussions on each programme.

Cuatro.com was also an additional window for sports 
lovers: Los Manolos videos and coverage of major sports 
events such as Spain’s Eurobasket matches, BBVA Football 
League matches on Mondays, European Under-21 games 
and the UEFA Europa League were popular content. 
Additionally, the new sports discussion show “Tiki Taka” 
has a website showing programme highlights..

Divinity.es, a window to glamour  
with 1.6 million monthly users,  
improved browsability and  
new content 

New sections, new content, new collaborators and 
advertising formulae. Divinity’s website was redesigned 
to enhance content visibility and enrich browsability 
for over 1.6 million unique users, making it the leading 
website in the high-end women’s media segment in 
December 2013. Divinity.es also became the leading 
television website for celebrities and trends after 
beating its own record to reach 1,655,590 unique 
users (OJD data) and a high social impact of nearly one 
million social media comments (Global In Media data), 
with nearly 300,000 fans and followers in Facebook  
and Twitter.

Divinity.es created new sections to facilitate access to 
the site’s strategic content: dModa, dCasas, dVacaciones, 
dNiños, dParejas, dFamily, dBelleza, dGala and dBodas, 
where celebrity nuptials were a success, in addition to 
pregnancies births, resulting in the creation of the section 
dMamás when Kate Middleton and Prince William had 
their first child.

Divinity.es also improved its offering of the channel’s 
à la carte series and most popular programmes. The 
series “Grey’s Anatomy”, “Desperate Housewives” 
and “Revenge”, together with the programmes “Your 
house on trial in Vancouver”, “Cupcake maniacs” and 
the in-house production “Cazamariposas” were some 
of the most popular web content with their own  
specific websites.
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Since it was created, Divinity.es combines rigorous 
traditional journalism with the vast broadcasting capacity 
provided by online news channels and social media. 
Divinity.es is thus committed to enhancing the integration 
of content posted by celebrities in social media by 
showing on its front page a selection of the best photos 
posted by celebrities in real time, under an agreement 
with Instragram, as well as their best Twitter and Facebook 
comments.

Interactive content, downloads and à la 
carte episodes in Boing.es

In Boing.es, the Internet’s youngest users were able to 
enjoy the escapades of their favourite cartoon characters, 
be the first to see highlights of forthcoming episodes, play 
online games and decorate their computer with a broad 
range of images and downloads such as wallpaper, among 
other entertainment options. The website provides 
communication channels for children, such as Xpresate, 
where they may give opinions on series and games, interact 
with other children and share their favourite content. In 
2013 the interactive game “Lazy Town: Sportacus Hero 
Training” was included in the site to allow kids to play 
together with their favour characters from the Boing 
channel’s series.

New launches and success of Mediaset 
España’s app downloads

2013 was a key year for Mediaset España’s apps, including 
the launch of the “Gran Hermano Catorce” and “Mediaset 
MotoGP” apps (bronze medal in the NÑ Awards created 
by the Society for News Design) and the relaunch of the 
“La Voz” and Mitele apps, which achieved a combined 
total of 2.7 million downloads.

Additionally, the Commercial area launched apps for 
“Mujeres y Hombres y Viceversa”, “Lo sabe, no lo sabe”, 
“Poli Deluxe” and “La noche de José Mota” in Apple Store 
and Google Play which, together with the “Tadeo Jones, 
Train Crisis” app launched at the end of 2012, contributed 
to Mediaset’s total downloads, exceeding five million in 2013. 
 

 Unique users 2013 (OJD)

 Divinity    
 Telva  
 Yodona
 Vanity Fair
 Marie Claire

2,000,000
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1,637,261

334,836
369,210

1,227,940
1,237,96

* Data audited by OJD
** VVanity Fair was not audited by OJD in September. Yodona and Telva have not been audited since September.
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MEDIASET.ES, PLATFORM FOR PROMOTING SOCIAL CAUSES

	  

Web portals are also used to promote various social 
actions campaigns supported by Mediaset España. 
Through these media, the company collaborated with a 
wide variety of social initiatives to raise funds and build 
public awareness. These communication channels are 
also employed to disseminate matters that are socially 
relevant. A high level of support was obtained from users 
for the main social campaigns launched in 2013. 

Mediaset España continuously supported initiatives to build 
awareness of social and environmental matters during 
2013. The following programmes and campaigns were 
covered by the company’s web platforms, among others: 

12 months

As  in previous years, Mediaset España’s “12 meses” 
campaigns were provided with digital coverage in its own 
website www.mediaset.es/12meses/ 

The most significant campaigns covered include:

•	 “Vencer el ictus” (Beat strokes), providing information 
on strokes, a brain disorder that is the second main 
cause of mortality in Spain, so as to build public 
awareness of this risk and the importance of early 
detection.

www.mediaset.es/12meses/campanas/vencer-el-ictus/

•	  “Limpia tu metro de playa” (Clean your metre of 
beach), building awareness that small deeds are 
the most important to preserve beaches and the 
environment.

www.mediaset.es/12meses/campanas/
limpiatumetrodeplaya/

•	 “Sobre ruedas la vida me gusta más” (On wheels I like 
life more), promoting the conservation and restoration 
of green routes and the use of bicycles.

www.mediaset.es/12meses/campanas/sobre-ruedas/

Cuatro’s online platform echoed the social content 
initiatives included in the channel’s programming. These 
includeds:

•	 Screening of the programme “Hermano mayor”, in 
which a therapist and his team provide advice on how 
to improve the conduct of difficult teenagers. This is 
also issued in mitele.es.

www.cuatro.com/hermano-mayor/

•	 Screening of “Desafío en el abismo”, a coach show 
about overcoming personal limits that also promotes 
love for nature and competition.

www.cuatro.com/desafio-en-el-abismo/

http://www.mediaset.es/12meses/
http://www.mediaset.es/12meses/campanas/vencer-el-ictus/
http://www.mediaset.es/12meses/campanas/limpiatumetrodeplaya/
http://www.mediaset.es/12meses/campanas/limpiatumetrodeplaya/
http://www.mediaset.es/12meses/campanas/sobre-ruedas/
http://www.cuatro.com/hermano-mayor/
http://www.cuatro.com/desafio-en-el-abismo/
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In the programme “Gran Hermano catorce”, Mercedes 
Milá supported a different social cause, represented by 
a bunch of flowers, during each gala night. The website 
Telecinco.es served as a communication channel with 
users and viewers.

www. t e l e c i n co . e s / g ranhe r mano /me r cedes -m i l a /
Q u i e r e s - M e r c e d e s - M i l a - G r a n - H e r m a n o _ 1 3 _ 
1568895001.html

Divinity’s online platform also disseminated a number 
of social initiatives in 2013. These included collaboration 
with the Madrid La Paz hospital in broadcasting a flash 
mob in which hundreds of hospital employees danced as 
one to obtain votes and win a 10,000-euro prize in an 
international competition, which was donated to combat 
breast cancer.

www.divinity.es/actualidad/Divinity-Flashmob-Hospital_de_
La_Paz-Mediaset_0_1701525075.html

Internet traffic in 2013

Visits Unique users

Total Monthly average Monthly average

583,463,942 48,621,995 13,994,666

73,882,942 6,156,912 3,933,765

36,553,693 3,046,141 1,455,943

143,032,988 11,919,416 3,916,932

Source OJD: Unaudited data

Websites with most traffic in 2013

UNIQUE USERS

Informativos Noticias Cuatro La que se avecina

Mujeres y hombres y viceversa Deportes Cuatro Mujeres y hombres y viceversa

Sálvame Callejeros Aída

La Voz Un príncipe para Corina Cuarto Milenio

Gran Hermano ¿Quién quiere casarse con mi hijo? ¿Quién quiere casarse con mi hijo?

El programa de Ana Rosa Cuarto Milenio Gran Hermano

Sálvame de Luxe Las mañanas de Cuatro La Voz

Moto GP Tiki taka Callejeros

La que se avecina Lo sabe, no lo sabe Un príncipe para Corina

Source: Omniture
Note: Data referring only to May through December

http://www.telecinco.es/granhermano/mercedes-mila/Quieres-Mercedes-Mila-Gran-Hermano_13_1568895001.html
http://www.telecinco.es/granhermano/mercedes-mila/Quieres-Mercedes-Mila-Gran-Hermano_13_1568895001.html
http://www.telecinco.es/granhermano/mercedes-mila/Quieres-Mercedes-Mila-Gran-Hermano_13_1568895001.html
http://www.divinity.es/actualidad/Divinity-Flashmob-Hospital_de_La_Paz-Mediaset_0_1701525075.html
http://www.divinity.es/actualidad/Divinity-Flashmob-Hospital_de_La_Paz-Mediaset_0_1701525075.html
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TELECINCO CINEMA, DRIVING THE FILM INDUSTRY

The premieres of the films “Séptimo” directed by Patxi 
Amezcua and starring Ricardo Darín and Belén Rueda; 
“Afterparty”, by the new director Miguel Larraya; and 
“Volver a nacer”, by Sergio Castellito starring Penélope 
Cruz, and the completion of filming of “El Niño” (Daniel 
Monzón), “Ocho apellidos vascos” (Emilio Martínez 
Lázaro), “Perdona si te llamo amor” (Joaquín Llamas) and 
“Carmina y Amén” (Paco León), forthcoming premieres 
in 2014, were the main activities of Mediaset España’s 
movie subsidiary in 2013.
 
The movies “Lo Imposible” and “The Adventures of Tadeo 
Jones”, box office hits in 2012, continued to achieve 
recognition from critics with eight Goya Awards in 2013,  
making a total of 55 awards for Telecinco Cinema in 
the Spanish Cinema Academy’s main award ceremony, 
certifying the company’s excellent work and reaffirming 
its position at the head of film production in Spain.

Telecinco Cinema premiered three productions during 
the year. In January, “Volver a nacer” (“Venuto al mondo”), a 
drama directed by Sergio Castellito and starring Penélope 
Cruz, based on the novel of the same name by Margaret 
Mazzantini, which was translated into 22 languages and 
the winner of the Campiello 2009 award. The actor Emile 
Hirsch and Castellito himself completed the cast of the 
movie produced in association with Mod Producciones, 
Medusa Films, Alien Produzione and Picomedia. 
Nominated for Best Protagonist Actress (Penélope Cruz) 
in the 2012 Goya Awards, “Volver a nacer” took part in 
the official section of the 60th San Sebastián Film Festival 
in 2013 and also in the Toronto Film Festival in 2012, in 
the gala presentations section.

In September its was the turn of “Afterparty”, the opera 
prima of Miguel Larraya, who previously worked as a 
television scriptwriter and producer, and as a director 
of short films (“Para no dormir”, “Estocolmo”). This 
horror thriller starred Luis Fernández, the rest of the cast 
being formed by young hopes such as Alicia Sanz, Ana 
Caldas, Andrea Dueso, Rocío León and Juan Blanco, with 
special appearances by Úrsula Corberó and David Seijo. 
Produced by Telecinco Cinema and Telespan 2000, this 
was a new collaboration between the two companies, 
following on from the success of “El otro lado de la 
cama”, “Días de fútbol”, “Los 2 lados de la cama” and 
“Torremolinos 73”.

Finally, on 8 November “Séptimo” was premiered, a 
suspense movie produced in association with El Toro 
Pictures, Ikiru Films, Cepa Audiovisual and K&S Films. 
Directed by Patxi Amezcua and starring Ricardo Darín 
and Belén Rueda, it became the weekend’s best release 
with nearly one million euros in box office takings and the 
best launch of a Ricardo Darín film in Spain.

Telecinco Cinema completes the filming of 
“El Niño”, “Ocho apellidos vascos”, “Perdona 
si te llamo amor” and “Carmina y Amén”

In 2013 Telecinco Cinema completed the shooting 
of major projects that will be released in 2014. These 
include “El Niño”, directed by Daniel Monzón, written 
by Jorge Guerricaechevarría and starring Luis Tosar, who 
were reunited following the huge success of “Celda 
211” in one of Telecinco Cinema’s most ambitious 
projects. The cast includes Jesús Castro, Bárbara Lennie, 
Sergi López and Eduard Fernández, as well as a special 
appearance from the British actor Ian McShane; “El 
Niño”, shot entirely in Spanish, is an action thriller about 
drug trafficking in the Strait of Gibraltar. Produced in 
association with Ikiru Films, Vaca Films and El Toro 
Pictures, and distributed in Spain by Fox, it was filmed 
for 11 weeks at a number of locations in Andalusia, the 
Canary Islands and North Africa.

Telecinco Cinema will once again focus on comedy in 
“Ocho apellidos vascos”, directed by Emilio Martínez 
Lázaro (“El otro lado de la cama”, “Los dos lados de 
la cama”, “Las trece rosas”). Starring Clara Lago, Dani 
Rovira (in his film debut), Carmen Machi and Karra 
Elejalde, the movie reunited the scriptwriters Borja 
Cobeaga and Diego San José, who also wrote the 
script of “Amigos” (Borja Manso and Diego Cabotá). 
Produced by LaZona Films and Kowalski Films for 
Telecinco Cinema, it describes the strange adaptation 
process that a young Andalusian must undergo to win 
at all costs the heart of a young Basque lady who is 
oblivious to his charms.

In the same genre, the company completed the 
shooting of “Carmina y Amén”, a sequel to “Carmina 
o Revienta”, in which Paco León made his debut as 
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a director. The new film, produced by Andy Joke and 
Telecinco Cinema with support from Canal +, has a 
cast formed by Yolanda Ramos, Estefanía de los Santos 
and Manolo Solo, and stars Carmina Barrios, María 
León and Paco Casaus, among other members of the 
León-Barrios family.

Love and romance will be the protagonists of “Perdona 
si te llamo amor”, a film adaptation of the best seller 
written by Federico Moccia, the huge Italian publishing 
phenomenon, who supervised production at all time. 
Filmed in Barcelona, Paris and Cadaqués, it marks the 
debut as a director of the television producer Joaquín 
Llamas (“Acusados”, “Tierra de Lobos”) and stars the 
young actress Paloma Bloyd (“El Barco”) and the Italian 
actor Daniele Liotti (“Juana, la loca”).

“Los Roquets: misión la luna” and “The 
Adventures of Tadeo Jones 2”, in the 
development and filming phase

Telecinco Cinema is developing and producing cartoon 
movies that will be released in the coming years, specifically 
targeting families and children. 

“Los Roquets: a lunar mission” and the escapades of a 
mad Texan millionaire, Richard Carson, who wants to 
colonise the Moon and exploit its natural resources.

“Las aventuras de Tadeo Jones 2”:  our builder-archaeologist 
will travel to new and exotic places to discover the most 
incredible and fantastic treasures.
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MEDIASET ESPAÑA’S COMMERCIAL DEPARTMENT: EXPLOITING HIGH  
VALUE BRANDS

The strength of Mediaset España’s brand and the value 
of its channels, programmes, events and presenters made 
2013 a magnificent year for the company’s Commercial 
area. Whereas 2012 was a challenging period due to the 
adaptation of the Department’s organisation to a new 
multichannel and multimedia reality, in 2013 the new 
structure was fully operational; content was leveraged in 
three main thematic groups (Entertainment and Fiction, 
Reality and Game Shows, and Sports) and five broad 
business lines (licences, interactivity, music and publishing, 
e-commerce, and domestic and international selling of 
content and rights).

2013, the year of e-commerce, including the 
birth of Taquilla Mediaset, Divinity Collection 
and Mitienda Mediaset 

In 2013 Mediaset España’s Commercial Department 
focused on the development of digital businesses based on 
its content, particularly in the area of e-commerce, a new 
and strategic business line in the current circumstances, 
launched in order to diversify and access new revenue 
channels. 

At the end of September, in association with Ticketmaster 
(worldwide ticketing leader) Taquilla Mediaset was created 
as a new online ticket selling service for the group’s live 
programmes, concerts, film premieres and sports events 
for which Mediaset Sport holds broadcasting rights. This 
is a new way to involve viewers, taking major events out 
onto the street and opening the doors to programmes 
such as “La Voz” by selling tickets to attend gala nights, a 
phenomenon previously unknown on Spanish television 
and so successful that tickets were sold out in a few hours.

Thanks to the company’s promotional capacity, it took 
Taquilla Mediaset scarcely three months to become an 
essential partner for the large entertainment promoters 
and companies, managing the sale and distribution of 
tickets for the most important concerts and events held 
or scheduled for 2014: the long-awaited visit of the boy 
band One Direction to Madrid and Barcelona, the 40 

Principales gala night and tours of the most popular Spanish 
artists such as David Bisbal, Antonio Orozco, Malú and  
Manuel Carrasco. 

The second e-commerce milestone was the launch 
in 2013 of Divinity Collection, an online shopping club 
targeting “Divinity women” in which users may buy the 
best brands at very competitive prices. This commercial 
adventure was undertaken in association with the French 
multinational Showroomprive, a leading international 
online seller of fashion, accessories and decorative items. 

Just before the start of the Christmas campaign, the 
most critical part of the year for e-commerce, Mitienda 
Mediaset was launched. With a totally new image, the 
group’s official product selling site extended its catalogue 
under the new claim “Lo veo, lo tengo” (I see it, I have 
it). In addition to restyling the website, Mitienda Mediaset 
included the options of acquiring products over the 
telephone and of financing purchases of some of its most 
popular items in instalments and interest free.

The record labels Divinity Jukebox and 
Energy Code, launching programme-related 
CDs and screening concerts: a determined 
commitment to music

Music, publishing and artistic creations by local authors 
were one of cornerstones on which the Commercial area 
built its excellent results in 2013. For over two decades, 
this Department has focused on music as an option 
for carefully transmitting the value of its programmes 
to viewers, a commitment that is supported by a 
fundamental tool: the publishing unit Grupo Editorial Tele 
5 (GET); its main mission is to acquire, exploit and manage 
music rights for all the company’s channels, encompassing 
19,000 published works in 2013, and also to promote the 
renewal of book- and author-related rights.

A new music brand was created in 2013 called Energy 
Code, for the groups channel for men; this is a daily 
micro-programme devoted to music and sports news, 
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as a inverse mirror of Divinity Jukebox, which in its 
second year became a benchmark programme in the 
music industry, launching two own-label compilation CDs: 
“Divos Divinos” and “Divinity Jukebox Vol II”. 

Leveraging music exposure provided by the group’s 
channels, numerous CDs were launched, including “La 
Voz”, “Gran Hermano”, “Quién quiere casarse con mi 
hijo?”, “Mujeres y Hombres y Viceversa”, “Zumba GH 
Edition”, “Las 101 Mejores canciones italianas de ‘¡Qué 
Tiempo tan Feliz!” and “Los Supersingles”.

This music focus was also reflected in Telecinco’s 
programming, including the concerts of Alejandro Sanz 
and Malú, followed by the joint launch with their record 
companies of the live concert CDs/DVDs, which were a 
huge success.

 

Licenced brands having an impact outside the 
screen 

Licencing, merchandising and derivative products were 
extraordinarily successful in 2013, Mediaset España having 
achieved growth of close to 60% on the previous year. 
The company has a privileged position in the publishing 
industry, in both periodic publications and book and 
collection formats.

In just three years, the Sálvame magazine has consolidated 
a market position as a benchmark celebrity magazine, with 
a weekly print run of between 90,000 and 100,000 copies 
and sales of between 60,000 and 65,000 weekly units. 
The Boing magazine continues to sell well as one of the 
leading newsstand products for children, rewarding the 
loyalty of the channel’s young viewers and their tireless 
demand for entertainment. The launches of the weekly 
magazines “Gran Hermano”, “Supernanny”, “La Voz” and 
“Guía Oficial de Moto GP” were also well received and 
helped to boost content recognition and viewing figures.

Numerous books were launched (published jointly 
with Spain’s leading publishing groups), deriving from 
programmes, fiction series and presenters, such as “Hay 
una cosa que te quiero decir”, “Sálvame” and Paz Padilla, 
Luisma and “Aída”, “Tierra de Lobos”, “La que se avecina”, 
“Los Manolos mano a mano” and “Lo que me sale del 
bolo” (Mercedes Milá). In this context, the launch “Cupcake 

Maniacs”, one of the best-selling books last Christmas, is 
particularly relevant due to its original approach.

Once again the collectible “Minimotos”, developed in 
association with Mediaset Italia, on the world of MotoGP, 
sold more than 410,000 copies. 

As regards licences, 2013 was the most ambitious “Gran 
Hermano” season yet with respect to the launch of 
derivative products. Besides the weekly magazine (selling 
up to 30,000 copies) and the “Casting Card” to access 
contestant selection processes, products closely related 
to the reality show were marketed, such as a pillow and 
a tablet with exclusive programme content and online 
viewing in a multi-camera mode. In association with 
Zumba, the fitness multinational, the Commercial area 
launched a joint licence, “Zumba GH Edition”, which 
even had its own programme on Telecinco. This is an 
ambitious project in terms of both the joint development 
of products (clothing, CDs and DVDs) and revenue 
generation by training new instructors. 

“Tadeo Jones” was once again a hit in 2013. During 
the film’s long and successful trajectory, the miniseries 
“Descubre con Tadeo” was created, allowing commercial 
exploitation and the consolidation of our explorer’s 
image among the youngest viewers, with products such 
as the Tadeo Jones mini-tablet, the videogame developed 
with Sony Playstation for the PS VITA console, an activities 
books and a great many derivative products that will 
continue to grow in 2014.

 

Mediaset España, the group that interacts 
most with viewers

Mediaset España was the communication group that 
launched the most viewer interactivity initiatives, contests 
and voting opportunities during 2013. The Commercial 
area developed new ideas relating to contests already 
created and launched new contests in programmes in 
which this business line had not been implemented, such 
as “De buena ley” and “Abre los ojos”.
 
In 2013 these innovative interactivity proposals included 
the new way to access the “Gran Hermano” casting, using 
the “¿Serás tú?” card, or the ad hoc creation of the cooking 
section in “Sálvame” called “Las meriendas de Sálvame”. 
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Mediaset España’s two main viewer voting programmes 
are particularly relevant in this respect: “La Voz” and “Gran 
Hermano”,  in which viewers decided the future of the 
contestants using specific voting apps.

Mediaset España, a brand that is attractive in 
other media and in the international market

Mediaset España’s content played a major role in Spain’s 
main pay platforms during 2013, occupying a privileged 
position in the Premium package for subscribers to Digital 
+, Imagenio and ONO, where catch-ups of episodes of 
new series such as “Tierra de Lobos”, “La que se avecina”, 
“Frágiles” and “Aída” were ranked high in the list of 
products most in demand. Once again, “Aída” and “La 
que se avecina” enjoyed high visibility in the Paramount 
Comedy pay channel’s programming.
 
Telecinco Cinema movies were once more in high 
demand from video on demand (VOD) users, through 
payments platforms in Spain such as Imagenio, Yomvi, 
Filmin and Wuaki. In VOD, Mediaset’s linear channels in 
Orange were also successful, mobile telephone users 
having the opportunity to access Telecinco and Cuatro 
programming. In the home video market, in 2013 Mediaset 
España launched the new seasons of the series “La que se 
avecina”, “Tierra de Lobos” and “Frágiles”, miniseries such 
as “Mary of Nazareth” and the programme “La noche de 
José Mota”.

In the international arena, Mediaset España secured new 
customers and territories during 2013, such as the arrival 
of “Tierra de Lobos”, “Frágiles”, “La fuga” and “Angel o 
demonio” in Russia and ex-Soviet Union countries as 
a result of sales made to Sony Pictures. The first four 
seasons of “La que se avecina” are being screened 
on the Bulgarian channel BTV together with “Niños 
robados”, acquired by the French group M6 and Sony 
Pictures Russia. The format “Escenas de matrimonio” 
also performed well in the international market: in 
addition to its renewal for the fifth consecutive year 
by the French group M6, it was sold and screened in 
the Netherlands on the SBS channel, in Greece on the 
Alpha channel (viewing figures of close to 40%), in the 
Lebanon on MTV and in Ecuador on the Teleamazonas 
channel, which has also successfully adapted “Aída”. The 
programme “Hay una cosa que te quiero decir” was 
screened by the Uruguayan Canal 10 for the second 
consecutive year and “Frank de la Jungla”, among other 
programmes, was included in the programming of 
Teledoce in Uruguay and TV4 in Poland. 
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ATLAS, A BENCHMARK AUDIOVISUAL NEWS AGENCY  
IN SPAIN

ATLAS was again Spain’s benchmark audiovisual news 
agency, reaffirming its position in the industry during 2013. 
Despite the poor outlook in the audiovisual market and 
the difficult economic context, ATLAS achieved good 
business results, consolidating and even increasing its 
customer portfolio.

The agency prepared over 40,000 news stories in 
2013 and made major changes to its television content 
distribution systems, replacing the traditional satellite 
broadcasting system with a file exchange system, which 
allowed the automation of content delivery and improved 
immediacy.

La Sexta, 13 TV, Canal Sur, Radio Televisión de Castilla y 
León, Barcelona Televisió, V Televisión (Grupo La Voz de 
Galicia), 8 TV (Grupo Godó) and 8 TV Andalucía are 
some of the customers that put their trust in ATLAS as a 
provider of news with which to prepare their news and 
current affairs programmes.

The main digital media also continued to choose 
ATLAS as their primary provider of video news for the 
Internet: ElMundo.es, ElPaís.com, ABC.es, LaVanguardia.
es, ElPeriódico.com, As.com, Marca.com, among others; 
this long list was increased by new customers such as 
Microsoft (MSN.es).

ATLAS continued to cross frontiers and grow in the 
international arena. Spanish-speaking digital media in the 
United States, Venezuela, Mexico and Chile are subscribed 
to the news service “Spanish video report”, which was 
again distributed in association with Reuters.

As regards current affairs, ATLAS produced the news 
programmes for Mediaset España through the main 
channels Telecinco and Cuatro, and co-produced the 
programmes “Las mañanas de Cuatro” and “Diario 
de…”. ATLAS also produced the main sports events for 
Mediaset España in 2013: Confederations Cup, MotoGP 
Championship, BBVA League, UEFA Europa League, 
Eurobasket and Spain’s World Cup qualifying games and 
friendlies.

In the audiovisual production services business, ATLAS 
was again the sector’s benchmark agency in 2013, 
offering all its production resources to domestic and 
international customers for the main news events of the 
year, and as a main collaborator in outside broadcasting 
for programmes produced by Mediaset España and 
collaborating production companies.

In parallel, ATLAS achieved growth on the business and 
institutional front, contributing audiovisual communication 
solutions to companies such as Ferrovial, Fundación 
BBVA, Fundación La Caixa, Asociación Española Contra el 
Cáncer, Banco Mediolanum and Eroski, which entrusted 
their marketing and communication initiatives to the 
agency.
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Mediaset España’s solidarity initiative, a social responsibility 
benchmark in communication media after 12 years’ 
work, focused on the launch of new campaigns in 2013 
to increase citizen awareness of healthy lifestyles, sport, 
sustainability, caring for the environment and prevention 
of disorders such as strokes; it also implemented new 
actions to promote the recognised and applauded organ 
donation campaign “Eres perfecto para otros” (You’re 
perfect for others) launched in 2012.

As part of the initiative’s new approach, founded on 
the promotion of causes that are tangible, have a high 
social impact and bring quantifiable results, actions were 
initiated to encourage the use of bicycles and also of 
Spain’s “Vías Verdes” (railway lines turned into routes 
that are particularly appropriate for cyclotourism); to 
increase awareness of becoming organ donors through 
the mobile app “Soy donante” (I’m a donor); and to 
build awareness of the need for the early detection of 
symptoms that could result in strokes and to receive fast 
medical assistance to avoid its aftereffects. Additionally, 
“12 Meses” (12 months) once again became involved in 
environmental protection, which forms part of the DNA 
of Mediaset España’s social initiative, through a special 
action designed to persuade the general public to keep 
Spanish beaches clean.

“12 Meses” deployed its capacity to harness citizen 
collaboration for solidarity projects, as in previous years, 
by sponsoring the people’s race Carrera Popular San 
Filippo to raise funds for research into the children’s 
illness of the same name.

As is common practice since “12 Meses” was launched, 
its initiatives and actions attracted the involvement 
and support of Mediaset España’s news programmes 
and in-house programmes, as well as many presenters, 
including Mercedes Milá, María Teresa Campos, Emma 
García, Marta Fernández, Nico Abad, Miguel Ángel Oliver, 
Marta Reyero, Paz Padilla and Pedro García Aguado.

 “12 Meses” encourages the use of bicycles 
through the campaign “Sobre ruedas la vida 
me gusta más”

Continuing to stimulate awareness of the importance of 
healthy living and that cycling is one of the most beneficial 
activities, in 2013 “12 Meses” launched the promotional 
action “Sobre ruedas la vida me gusta más” (On wheels I 
like life more) to encourage the use of bicycles, in which 
Mercedes Milá played one of the main roles.

By screening a new institutional spot starring the  
Mediaset España presenter, the initiative began in April, 
combining three actions: sponsorship of “La sonrisa 
verdadera” (The genuine smile), an adventure to exceed 
personal limits on a bicycle, undertaken by a blind 
cyclist and his brother ; promotion of the “Vías Verdes” 
(Green Routes), a project launched by the Spanish 
Railways Foundation that has transformed around 2,000 
kilometres of former railway lines into tourist routes 
designed specially for bicycles; and advice from the 
specialist Willy Mulonia, an Italian who in 2011 decided 
to change his daily routine to put his bicycle at the centre 
of his personal and professional life.

Two months later, Mediaset España decided to extend 
and improve the campaign by launching a second phase, 
including the production of two new spots starring four 
different presenters: Miguel Ángel Oliver, Marta Reyero, 
Paz Padilla and Pedro García Aguado. This cycling initiative 
also became involved in the promotion of Spain’s green 
routes through programmes and news content screened 
by Telecinco and Cuatro, reactivating the company’s 
campaign in support of domestic tourism “España, sin 
ir más lejos” (Spain, no further) created in the summer 
of 2011 to promote tourism within Spain and the 
“Spain Brand”. “12 Meses” designed information sheets 
on 10 routes downloadable from www.12meses.com 
and launched a freepost campaign based on exclusive 
illustrations created for the spots by the group of artists 
“La fábrica de pepinos by Boa Mistura”.

“12 MESES”,  A SOCIAL RESPONSIBILITY BENCHMARK IN  
COMMUNICATION MEDIA 

http://www.12meses.com
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Mercedes Milá, who is known to enjoy cyclotourism, 
demonstrated once again her support for cycling and social 
causes by participating in the Mongolia Bike Challenge, a 
demanding international race through the Asian country 
in which 108 cyclists completed 900 kilometres in seven 
tough stages at the end of August 2013.

As part of the campaign to promote the use of bicycles, 
Mediaset España and “12 Meses” sponsored the European 
Mobility Week in September, screening a day of inclusive 
sports activities in which Mercedes Milá and Miguel 
Ángel Oliver took part. In this new initiative, in which 
“12 Meses” sought to build young students’ awareness  
of mobility difficulties encountered by disabled people, 
Mediaset España organised a 6.5 km cyclotourism route 
in the Madrid Río area, installing an adapted sports zone  
in association with Fundación También. Around 500 
children aged 11 and 12 from 13 schools took part in 
this event together with paralympic sportspeople.

Mediaset España received a special distinction for this 
initiative by “12 Meses” in Taiwan’s Awards for Excellence 
in Sport and Technology.

Mediaset España and the National Transplant 
Organisation (ONT) launched the app  
“Soy Donante” during the campaign  
“Eres perfecto para otros”

Following the huge success of and recognition received by 
the campaign “Eres perfecto para otros” (You’re perfect 
for others) to encourage organ donation, in 2013 “12 
Meses” launched the “Soy donante” (I’m a donor) app 
for mobile devices. Designed in association with the ONT, 
the app allows users to request and carry with them 
the electronic card attesting to the decision to donate 
their organs, creating a new medium for the decisive and 
necessary donations dialogue.

The launch of the app, which allows users to share the 
electronic card and access ONT news and publications, 
was accompanied by a new institutional spot screened 
by Mediaset España’s channels, starring the presenters 
Emma García, Marta Fernández and Nico Abad; it was 
also promoted in programmes and news content, which 
again contributed actively to support the new app and 
disseminate the ONT’s main messages.
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From its launch to the preparation date of this report, 
“Eres perfecto para otros” has been supported by leading 
Mediaset España presenters such as Ana Rosa Quintana, 
Pedro Piqueras, Sara Carbonero, Jorge Javier Vázquez, 
Jesús Vázquez, J.J. Santos, Tania Llasera and Samanta Villar, 
and has generated 212,000 new requests for the “Soy 
donante” card in physical or electronic form.

“Eres perfecto para otros”, which has been applauded 
by society and distinguished by important awards 
from associations, institutions, festivals and media such 
as ALCER (national federation for kidney disease 
patients), Publifestival and ATV; in 2013 the campaign 
was recognised by the National Federation of Kidney 
Disease Patients and Kidney Transplant Patients through 
the Carlos Margarit Award for Mediaset España’s 
humanitarian work.

Increase public awareness of stroke 
symptoms, a new objective  
of Mediaset España

During 2013 “12 Meses” initiated a new campaign to 
build awareness of the importance of the early detection 
of strokes, a serious brain disorder the aftereffects of 
which can be considerably reduced if treated in time by 
doctors. In order to transmit this message to society, the 
awareness campaign “Para vencer el ictus todos contamos. 
¡Detectarlo a tiempo es vital!” (Let’s beat strokes together. 
Early detection is vital!) was launched in 2013 during 
“Brain week” and ran from 30 September to 11 October, 
with María Teresa Campos as the main presenter. The 
presenter of “¡Qué tiempo tan feliz!” lent her voice to 
animated spots created by the reputable illustrator and 
comic author Paco Roca (author of the comic on which 
the feature film “Arrugas”, the winner of two Goya 
Awards in 2012, was based), to transmit the importance 
of knowing how to identify the main symptoms of the 
disease and the need to request medical assistance as 
soon as possible.

Once again, Mediaset España devoted all its resources and 
communication potential to disseminate this message by 
screening the spots on its channels, as well as interviews 

and reports in news and in-house programmes. “12 
Meses” also installed information points in 44 hospitals 
and 96 health centres, and promoted the “Autobús del 
cerebro” (Brain bus) route in different Spanish cities 
during which diagnostic tests were performed free of 
charge to build awareness of active prevention of this 
type of disorders. Additionally, the official website of 
“12 Meses” www.12meses.es launched, in collaboration 
with the Spanish Neurology Society, the website  
www.sen-ictus.es, ccontaining practical information  
on strokes.

Mediaset España stepped up its involvement in the 
campaign during “World Stroke Day” through interviews 
(including celebrities who have had strokes such as the 
cyclist Alberto Contador and the filmmaker José Luis 
Cuerda), reports and prevention messages. 

“Antes de guardar la toalla, limpia tu metro 
de playa”, a special environmental initiative 
by “12 Meses”

In the summer, “12 Meses” initiated a special action 
to build awareness among millions of national and 
international visitors who use Spanish beaches every 
year. With the slogan “Antes de guardar la toalla, limpia tu 
metro de playa” (Before putting away your towel, clean 
your metre of beach) and tireless contributions from 
Mercedes Milá, this sustainability and environmental 
protection initiative was launched to convince the 
population of the importance of their help in keeping 
Spain’s coastline clean.

Mediaset España’s channels broadcast an animated spot 
starring a mascot in the form of a towel to express the 
campaign’s central message. This action was included in 
different programmes and news content; the star ting 
point was the island of Menorca, an example of clean, 
well-preserved beaches and an absolute benchmark 
destination for international tourism, which celebrated 
the 20th anniversary of its recognition as a UNESCO 
Natural Biosphere Reserve in 2013. Reusable net 
bags were handed out at different points of the island 
in order to incentivise the collection of rubbish by 

http://www.12meses.es
http://www.sen-ictus.es
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beach users; inside each bag was an information card 
in Spanish and English explaining the purpose of the 
initiative.

Through this action, which followed on from the 
campaign “Alas Verdes” (Green wings) launched in 2012 
in association with Fundación Entorno to increase public 

awareness that the sum of small daily deeds to preserve 
the environment benefits everybody and generates 
savings in the domestic economy, “12 Meses” reaffirmed 
its commitment to the environment, which forms part 
of the DNA of Mediaset España’s corporate social 
responsibility project.

LIST OF AWARDS RECEIVED BY MEDIASET ESPAÑA IN 2013

•	 Ondas Awards: Pedro Piqueras and Pepe Viyuela 
(“Aída”).

•	 ASTER Award for Communication: Alejandro 
Echevarría.

•	 Máster de Oro Award from Real Fórum de Alta 
Dirección (senior management forum): Paolo Vasile.

•	 Juan Ramón Mainat TV awards at the Vitoria Festval:

•	 “Informativos Telecinco 9 pm”.

•	 “La Voz”

•	 “Familia”.

•	 Posthumous award: Mariví Bilbao.

•	 Talent award from the Television Academy: Paolo Vasile.

•	 Iris Awards: María Teresa Campos, Lifetime Award; La 
Voz, Special Award.

•	 Vertele Qvemos Awards:

•	 Risto Mejide.

•	 “¿Quién quiere casarse con mi hijo?”.

•	 Posthumous National Television Award: Concha García 
Campoy.

•	 Actors Union Award: Mariví Bilbao, for her role in “La 
que se avecina”.

•	 Silver Antenna Award for the Informativos Telecinco 
news journalist Rosa Conde.

•	 Goya Awards:

•	 “Lo imposible” in the categories Best Director, 
Best Production Director, Best Special Effects, Best 
Mise-en-Scène and Best Sound.

•	 “The Adventures of Tadeo Jones” in the categories 
Best Animated Film, Best New Director and Best 
Adapted Script.

•	 Carlos Margarit Award for Mediaset’s humanitarian 
work in the campaign “Eres perfecto para otros” 
(You’re perfect for others).

•	 Taiwan Excellence Award for the campaign “On wheels 
I like life more” promoting the use of bicycles.

•	 Gold Antenna Awards: Jesús Vázquez and Hilario Pino.

•	 PR Noticias Award for the Best Television Programme: 
“El programa de Ana Rosa”.

•	 Deporte Integra Award: “12 meses”.

•	 Rosa de Sant Jordi Award from RNE radio listeners: 
“Lo imposible”.

•	 La Rioja De Pura Cepa Award: Raquel Sánchez Silva, 
Best TV Presenter ; Jesús Calleja, Best TV Production.

•	 Naranja y Limón 2013 Award to the Personality of the 
Year: Ana Rosa Quintana.
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•	 Cadena 100 Premios Nº 1 Award: La Voz.

•	 III Awards Commemorating International Television 
Day: “Hermano Mayor”, Best Educational Programme 
2013.

•	 ATR Award for the Best Reality: “Hermano Mayor”.

•	 Gaudí Awards: 

•	 “Lo imposible”, in the categories Best European 
Film, Best Director, Best Photography, Best Sound, 
Best Mise-en-Scène and Best Make-up and 
Hairdressing;

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

•	 Proyecta Awards for Film Marketing from Escola 
Superior de Cinema i Audiovisuals de Catalunya 
(ESCAC):

•	 “Lo imposible”, Best Gross Box Office;

•	 “The adventures of Tadeo Jones”, Best Marketing 
Campaign for a Spanish Film.

•	 Festival El Chupete Special Award: “The adventures of 
Tadeo Jones”, Best Children’s Film of the Year.

•	 Zapping Magazine Awards in the following categories:

•	 Best Spanish Series: “La que se avecina”.

•	 Best Spanish Actress: Miren Ibarguren.

•	 Best Spanish Actor: Paco León.

•	 Best Magazine Presenter : Ana Rosa Quintana.

•	 Best Entertainment Presenter : Mercedes Milá.

•	 Best Reality: Gran Hermano, Un príncipe para 
Corina, Quién quiere casarse con mi hijo.

•	 Revelation Programme: “Un príncipe para Corina”, 
La voz, Lo sabe no lo sabe.

•	 Best DTT Channel: Divinity.

•	 Best Foreign Series: Homeland.

•	 Best Foreign Actor: Claire Danes, Damian Lewis.

•	 Best Miniseries: American Horror Story, Revenge.

•	 Andalusia Award for Lesbian, Gay, Bisexual and 
Transsexual Films: Tierra de Lobos.
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PERFORMANCE

ADVERTISING BUSINESS

Audiovisual Business 

Advertising Business 

Workforce

Shareholder Value 

Environmental Performance

Other Performance Indicators 

Publiespaña, leader in the TV 
advertising market

Mediaset España has become a leading audio-visual content 
provider on television, the Internet and social media, areas 
which are in a continuous process of convergence. This 
has led Publiespaña to concentrate on the integration 
of the commercialisation of its advertising business on 
TV and the Internet in 2013, creating a single structure 
with a view to offering advertisers 360º communications 
projects on all media and displays available in its broad 
channel and web portfolio.   

The Mediaset España concessionaire has made the most 
of the Company’s major multimedia resources, again 
achieving in 2013 a leadership position in TV advertising 
market with an investment share of 43.7%, according to 
Infoadex.

In addition, it has recently added IT (Integración 
Transmedia) to its business activities. This is a newly 
incorporated subsidiary of Publiespaña specialising in 

the development of 360º communiation projects and 
advertising campaigns, using the necessary media and 
platforms to implement the best possible strategy for the 
customer.

Leader in the ranking of most viewed 
spots during the year
Thanks to its commercial policy, Publiespaña has 
established itself as the absolute leader in the ranking 
of the most viewed advertising spots during the year, 
taking the first 55 positions through different Telecinco 
broadcasts in 2013, 74% of the top 200 spots and the 30 
most viewed in DTT with “Factoría de Ficción” in a clearly 
leading role.
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Unanimous praise for the short  
prime-time slots with “hiQuality” 
airing and the launch of the #3spots 
pioneering initiative 

Publiespaña has also strengthened its commercial 
self-regulation commitment initiated in 2011 through 
the much appreciated strategy of broadcasting 
conventional advertising blocks lasting less than 
six minutes during prime time on all Mediaset 
España channels. In 2013, this policy has led to over 
95% of commercial breaks being broadcast using 
this approach. An indication of the success of this 
strategy is the fact that the third wave of the study 
“advertising efficiency in prime time” by the CICEM 
Research Institute has concluded that advertising 
recall in blocks of up to six minutes is 42% better 
than recall in longer blocks. This, in turn, impacts 
brand recommendation, which improves by 39% 
compared with longer blocks.

This strategy has enabled Telecinco to lead the 
prime-time advertising rating with an average of 
3.9%. In addition, Telecinco has offered four of the 
six products that have provided the advertisers 
with the best advertising ratings.

55 most viewed spots  
in 2013 were broadcast  
on Telecinco

30 most viewed spots  
on DTT broadcast on FDF  
(“La que se avecina”)74% 

of 

200 most 
viewed spots 
in 2013 were 
broadcast on
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4 4

5 5
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have provided best advertising ratings 2013
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Within this approach, this year the Company took a new 
step by successfully introducing a specific commercial 
offer for “Homeland” consisting of “hiQuality” blocks with 
a maximum of three spots which have achieved very 
high levels of recall and recognition, with an excellent 
advertising rating of over 6%. 

Publiespaña celebrated the success of this innovative 
initiative with viewers by giving them the opportunity 
to take a leading role in bumpers included in 
commercial breaks during each episode, selecting the 
most ingenious and original twits accompanied by the 
hashtag #3spots.

New tailor-made developments, special 
actions and branded content, novelties  
in Publiespaña’s commercial policy

In order to innovate and integrate content and advertising 
to generate value for advertisers, in 2013 Publiespaña 
has significantly increased the range of advertising 
opportunities by carrying out specific communication 
projects resulting in greater efficiency and visibility for 
advertisers.

In this respect, it has undertaken several branded 
content actions that were deeply integrated with the 
channel’s content, effective for the brands concerned and 
respectful to viewers. Examples of this during the year 
are formats such as “Bebé a bordo”, “Cupcake maniacs” 
or “Tricotosas” on Divinity with the Bezoya, Azucarera 
Española and Norit brands, respectively, “Vitalbien” with 
Vitaldent on Nueve and “Play Sports” with Sony on 
Boing.

In this respect, Publiespaña has developed a battery of 
actions which are highly integrated with Mediaset España 
content for customers such as Coca-Cola, through which 
they have innovated and laid the foundations for the 
definitive implementation of the tailored communications 
model with 360º presence which the Company is 
focusing on. 

An example of this is the alliance on “Dreamland”, a new 
fiction series for Cuatro whose values of friendship, hope, 
achievement and camaraderie embodied in the lead 
actors, which have been associated from the beginning 

with Coca-Cola, a company with a long-standing 
association with youthfulness, music, dance, compassion 
and motivation, are transmitted through music composed 
ad hoc for the customer by students of the school, with 
choreography including brand components, streaming 
concerts, bumper campaigns featuring the lead actors 
and the development of a second screen with exclusive 
content for Coca-Cola that viewers can watch following 
the premiere. 

One of the initial results of the agreement between 
Mediaset Spain and Coca-Cola has been a television 
milestone in the integration of content and advertising. 
This is “Live the Life”, a song composed in the 
“Dreamland” school itself by Christian Sánchez, one 
of the lead actors in the series, and performed by him 
along with the rest of his cast-mates. It is a pioneering 
experience that reveals the revolutionary treatment 
which Publiespaña seeks to contribute to advertising 
communications on television. 

This song also accompanied the exclusive Christmas 
greeting by Coca-Cola on Mediaset Spain, a unique 
piece for the Group’s channels featuring artists of 
“Dreamland”. 

This new partnership was preceded by other 
collaborations in 2013 between Coca-Cola and 
Publiespaña to supplement its “Benditos bares” campaign. 
As a result of the celebration of “San Bartolo” created 
by the advertiser, Telecinco, Cuatro, Divinity, Energy, 
Factoría de Ficción and La Siete issued three institutional 
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spots featuring the presenters Raquel Sánchez Silva, 
Jesús Vázquez, Manu Carreño and Manolo Lama, who 
highlighted the importance of bars as social meeting 
places, the origin of numerous projects and generators of 
moments of happiness.

These spots were added to two actions developed 
by Publiespaña for Coca-Cola as a result of the close 
collaboration between them. On the one hand, the much 
praised institutional spot “Benditas series… Benditos 
bares” (Blessed series ... Blessed bars), through which 
Publiespaña linked the essence of the customer’s campaign 
recognising bars as the best social networks on the planet 
to the memory of scenes at the bar in emblematic and 
successful Telecinco series such as “Los Serrano”, “Siete 
Vidas” or “Al salir de clase”. 

On the other, the premiere of “I+B”, a branded content 
sitcom created specifically for Coca-Cola, whose 
postproduction work allowed brand items to be 
introduced by virtual product placement, a technique 
developed and introduced in Spain by Mediaset España’s 
advertising concessionaire. 

In addition, in early 2013 Mediaset Spain issued its self-
promotion channels and ad hoc institutional bumpers 
produced for the customer with the participation of 
presenters such as Sara Carbonero, David Cantero, 
Isabel Jimenez, Juanma Castaño, Juanra Bonet, Raquel 
Sanchez Silva, Manu Carreño, Manolo Lama, Mario 
Picazo and the actress Vanessa Romero, among others, 
on the occasion of the celebration of Coca-Cola’s 
125th anniversary and the launch of its campaign 
against sedentary behaviour “Y si nos levantamos?” 
(What if we stood up?).

Success of exclusive commercial policies for 
major sports, film and programming events

Publiespaña has met its objective of offering customers 
the maximum presence and the most efficient coverage 
of target audiences through successful advertising polices 
tailored to the major sports events offered by Mediaset 
España in 2013 such as the Confederations Cup, Moto 
GP world championship and the Eurobasket competition, 
providing high-profile, high-demand platforms on TV, the 
Internet, social networks and the iWall circuit.

Along with these sporting milestones, the Company has 
created new, high visibility and high efficiency advertising 
products such as “Spots de Oro”, hiQuality spots shown 
at maximum viewer times launched successfully during 
the Confederations Cup. In Special Initiatives, Publiespaña 
has deployed a wide range of actions involving its sports 
reporters Manu Carreño, Manolo Lama, Sara Carbonero 
and J.J. Santos, as well as overlays, tele-promotions and 
combined sponsorships for TV, online and mobile media 
with exclusive viral marketing initiatives on social networks.

The online offer has been completed with original and 
unusual advertising formats called “Adlive”, created 
specifically for live broadcasting on Mitele, providing new 
opportunities for small customers that generally do not 
use major campaigns on television and customers seeking 
to complement their conventional campaigns or to 
implement special initiatives.

Specifically, for the Eurobasket championship the Company 
developed the online action “Vuelve la ÑBA”, a count-
down to the start of the event with capacity for up to 
three advertisers; the “La canasta imposible” competition 
in which viewers shared the most surprising baskets they 
had ever scored on social networks; messages of support 
for the Spanish national team sponsored in “Todos con 
la Ñ” and messages of thanks during the week after the 
conclusion of the Eurobasket championship in “Gracias 
España”. In addition, for the first time ever, the competition 
was shown commercially on the 68 screens of the iWall 
circuit in 23 shopping centres in Madrid, Barcelona and 
Valencia.

The Cuatro, Energy, Mitele.es and specific Eurobasket 
web sites offered advertisers additional coverage with 
varying degrees of sponsorship options called “Triple”, 
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“Mate” and “Tiro libre”, with the possibility of adapting 
the look&feel of each design.

In addition, for the first time in sporting history, basketball, 
football and Moto GP Grand Prix have taken place on 
new courts, pitches, race-courses: those offered by the 
digital outdoor TV support network of the iWall circuit, 
comprising a total of 68 screens distributed among 23 
shopping centres in Madrid, Barcelona and Valencia, six 
of which were large format with LED technology and a 
capacity to make an impact on an estimated 1o million 
shoppers.

360º sponsorships on TV, Internet, mobile, 
digital, outside and apps

In the sponsorship area, Publiespaña took a step forward 
in 2013 and concluded major agreements with large 
customers for the full sponsorship of specific content on 
all media where viewers will consume it, creating a global 
offering sponsored by a single brand. This was the case 
for events such as the Confederations Cup, sponsored 
by Movistar ; the Moto GP Championship, with the 
exclusive sponsorship of Generali Insurance for the entire 
season on TV, the Internet and even the MotoGP app 
for smartphones and tablets; and the European Basketball 
Championship, with Samsung, La Caixa, Endesa, Vodafone 
and San Miguel 0,0, among other large events. 

This formula has also been applied in the free-to-air 
premiere of “Avatar,” a cinema event on television that 
Mediaset España offered together with Movistar, the 
exclusive sponsor, through an integrated campaign on 
television, the Internet and mobile devices that was 
supplemented by their “Brand day” presence for two 
days on Telecinco.es and “Brand Week” all week at Mitele.
es, platforms which offered by simulcast the television 
premiere of the film and, for the occasion, customised the 
look & feel of their sites. In turn, the customer occupied 
preferential positions in spots during the online broadcast 
via Adlive. 

Another significant example of commercial integration has 
been “La Voz”, an outstanding case of using multi-screen 
formats for the development of 360°communication 
projects which was much appreciated by the advertising 
community, despite the current economic context. Bimbo, 

Vodafone, Peugeot and Sony (official sponsors) entrusted 
Publiespaña with developing transmedia campaigns on all 
platforms. This initiative has provided these advertisers 
with significant growth in their reputations as preferred 
brands and in levels of intention to buy their products, 
according to a study by Mira Investigación.

Recently, Publiespaña has reached an exclusive agreement 
with Nevir as sole sponsor of the men’s channel Energy. 

Boing is the children’s channel with  
the lowest volume of advertising

Publiespaña has presented advertisers with a commercial 
policy tailored to Boing which brings together TV, Internet 
and the iWall outside circuit in a media mix designed to 
contribute exclusivity and distinction during the fourth 
quarter of the year, a decisive period for advertisers 
whose campaigns address this target audience.

Publiespaña has launched new Special Initiative products 
such as “Desayuna con Boing”, “Merienda con Boing”, 
“Disfruta con Boing”, “Boing en familia”, “Código Boing”, 
“Boing name” and “Hoy es tu día”. 

In addition, it has shifted the hiQuality short block strategy 
which is applied during prime time in Mediaset España’s 
other channels to most of this channel’s commercial 
breaks, making it the commercial children’s channel with 
the lowest amount of advertising in the free-to-air market.

Boing’s commercial policy also envisages the option of 
enhancing the TV and Internet campaigns with iWall Toy 
Shop, a conventional circuit of 200 screens in 14 shopping 
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centres in 10 Spanish provinces and another interactive 
circuit in 10 shopping centres in Madrid and Barcelona, 
whose screens allow the creativity of television to be 
adapted to iWall with complementary options such as 
QR codes, enhanced reality and participative marketing, 
among others.

Publiespaña enters the Latin American online 
market through its investment in the digital 
concessionaire Netsonic 

The experience gained in recent years in the online 
advertising area through Mediaset España’s web sites has 
enabled the company to start up a new online advertising 
business in Latin America, driving the development of 
technological innovation through which to continue 
offering customers new communication opportunities in 
a constantly changing audio-visual scenario.

With this aim, Mediaset España’s advertising conces-
sionaire has entered the Latin American market through 
Netsonic, an emerging online advertising company which, 
since the beginning of 2014, has exclusively marketed 
the content of Mitele.es, Telecinco.es, Cuatro.com and  
Divinity.es in Mexico, Columbia, Chile and Peru, markets 
in which a growth plan is being developed with some of 
the main Latin American media operators.

To attract customers to this growing digital audience, 
Publiespaña and Netsonic will launch multiscreen 
advertising campaigns in Latin America through innovative 
online video advertising technology provided by Netsonic, 
capable of addressing an audience with the specific 
features of the Latin America audience, characterized by 
its geographical dispersion and complex profiles. Netsonic 
will have a presence in several countries before the end 
of this year, and for this purpose it will open offices in 
Mexico City, Bogota and Miami.

Recently, Netsonic has reached an exclusive agreement 
for the next two years with Videoplaza, an ad server 
and leader in online video advertising management and 

sales which will provide its technical support and manage 
all online videos that Netsonic markets in the Latin  
American market.

Publiesp.es, a showcase for the Group 
and meeting place for advertisers, media 
companies, outside publishers and agents  
in the advertising industry

The new multimedia dimension of Mediaset España has 
also led to the remodelling of the Publiespaña website, 
a showcase for the broad commercial offering made up 
by its channels, programmes, presenters, formats, websites 
and advertising product portfolio.

A wide range of options that can be consulted by any 
advertiser at Publiesp.es in a simple, uncluttered and 
intuitive manner, thanks to the redesign of a site that 
combines three tools which are highly useful for the 
market: a publicly accessible web site, a customer portal 
an intranet for employees.

Publiespaña has provided its new website with a design 
that leads to rapid, flexible and effective interaction and 
where the audio-visual component is especially relevant. 
Its daily updates serve to publicise major developments 
in the Group and the industry with information on 
commercial policy, audience data, programme details, 
types of audiences, presenter profiles and potential 
supporters, upcoming premiers and programming grids, 
among other public services. 

As regards the renewed Customer Portal, a pioneering 
initiative developed by Publiespaña more than a decade 
ago to improve and facilitate relations with customers,   it 
also provides advertisers, media companies and external 
producers with an operational tool for managing and 
tracking the planning and results of their campaigns.
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Formation of integración transmedia, 
a subsidiary of publiespaña for 
the development of multimedia 
communication projects
Knowing each customer’s needs, designing tailor-made 
transmedia communication projects with a unique, 
integrated global vision and acting as interlocutor for all 
the players required to turn ideas into reality with the best 
and most complete communications strategy: since 2013, 
that has been the mission of IT (Integración Transmedia), 
a new company 100% owned by Publiespaña, whose aim 
is to contribute to advertisers’ success.

The new company has been formed with this objective in 
mind. It provides customers with the full potential of the 
Mediaset España channels and other media, the pulling 
power of its presenters and actors and its unique model 
for generating events and making dates with the viewers, 
along with an infinity of complementary possibilities from 
hiring advertising space in any medium to the creation 
of street marketing events, social media strategies, app 
design or the development of merchandising lines.

In its short life to date, IT has developed major projects 
through which Publiespaña is laying the foundations for 
future integrated communication. An example of this is 
the creation of TV formats like “Desafío Extremo África 
Race”, an adventure on Cuatro and Energy in which a 
team led by Jesús Calleja has taken part in the África Eco 
Race, one of the toughest rallies in the world, guaranteeing 
its sponsors - Generali, Campofrío, Sector, Burn and Sony 
- a major presence in all possible spaces in the automobile 
adventure taking place at the end of the year, to be 
enjoyed by viewers in 2014. At the time of writing, IT 
has started up “Energy Snow Lomana & Friends” in its 
own production format for Energy, sponsored by Verti 
Seguros, which will be screened in 2014 and features the 
extreme challenges faced by a group of skiers captained 
by Rafa Lomana.

This year the Company has also reached an agreement 
with Proactiv through which Mediaset España has 
become a media partner for the Spanish tour of “Disney 
On Ice- Vuelve a Soñar”, for which IT has designed a 
360º advertising campaign including broad coverage on 

Mediaset España’s TV and Internet platforms. A sponsor 
is being sought that will also be present in the Company’s 
channels, web sites and social networks, and on numerous 
complementary platforms including a radio circuit, 
specialised print media, street marketing actions and 
outdoor supports (hoardings, iWalls, street panels, etc.)

IT has created “Advergame Experience”,  
the first advertising format in Spain that 
brings together special advertising TV 
initiatives and the social networks

IT has converted Mediaset España into the first company 
to offer specific commercial synergies between television 
and the growing use of social networks by part of 
the audience during its consumption, thereby taking 
advantage of the company’s solid leadership in the social 
involvement associated with its content.

Publiespaña’s subsidiary has recently launched the 
“Advergame Experience”, an innovative formula which 
challenges the viewer to locate, within a series, the 
advertiser’s product inserted through virtual product 
placement and share its location over Twitter, using a 
hashtag to access draws for prizes arranged by the 
advertiser.

The Advergame Experience, which involves sponsorship 
of content by the advertiser, shares this complicity with 
viewers through an explanatory bumper which announces 
the product to be located and the hashtag for sharing  
its location.
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Publimedia Gestión, the main  
spanish concessionaire in pay TV  
with a portfolio of more than  
30 channels

In 2013, Publimedia Gestión has completed the portfolio 
of platforms commercialised by Publiespaña Group 
with the best pay TV offering in Spain, with a portfolio 
of more than 30 channels including those produced by 
Prisa TV for the Canal + platform, including Canal + 1, 
Canal + Liga, Canal + Champions, 40 TV, Canal + Golf, 
plus Cosmopolitan TV channels and ten themed channels 
via Chello Multichannel.

Among the latter, Publimedia Management has recently 
combined the marketing of conventional advertising by 
Multichannel Chello with the coordination of special 
initiatives like Canal Hollywood, XTRM, CTK, MGM, 

Somos, Buzz, Canal Decasa, Canal Cocina, Sol Música and 
Canal Panda, reinforcing its position in the pay TV sector.

Through this agreement with Chello Multichannel, 
business relationships with customers are facilitated 
and simplified thanks to channelling management and 
coordination through a single contact. Furthermore, 
greater integration is enabled between a wide range of 
conventional and special formats linked to the contents 
produced by these channels.

Business performance

The following table reflects the general distribution of 
advertising business among the various channels which 
make up the Group in 2013:

TOTAL BLOCK  
(in thousands)1

AVERAGE 
BLOCKS PER DAY2

AVERAGE 
BLOCKS  

(per hour)3

MINUTES 
BETWEEN 
BLOCKS4

TOTAL  
MINUTES 

ADVERTISING

12 33 2 30 70,348

13 36 2 28 62,858

14 40 2 25 67,688

14 40 2 25 64,743

12 33 2 32 19,934

12 33 2 31 50,540

12 33 2 31 52,693

12 33 2 30 58,391

1 Total Minutes Advertising per hour.
2 Average Advertising Blocks per day.
3 Average Advertising Blocks per hour.
4 Average minutes difference between the broadcasting of one Advertising Block and the next.

Source: Kantar Media.
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The Group helps to publicise the values related to certain 
projects of non-profit organisations it collaborates with 
through the free cession of advertising space.

During 2013 the Group has contributed with the following 
projects for non-profit organisations, providing them with 
free advertising space:

Organisation/Channel

GRUPO CUATRO 1 NSF (NOSOLOFDF) 2

TOTAL

ANTIBIÓTICOS  
MINISTERIO DE SANIDAD

253,650 43,125 - 296,775

FUNDACIÓN AYUDA   
A LA DROGADICCIÓN

3,475,250 1,673,875 818,550 5,967,675

SÍNDROME DOWN 114,000 18,450 23,925 156,375

FUNDACIÓ JOSEP 
CARRERAS

411,975 105,150 40,500 557,625

ASPACE 147,900 81,000 31,350 260,250

AYUDA A UN NIÑO 175,125 - 44,625 219,750

FUNDACIÓN ESCLEROSIS 22,350 - 10,200 32,550

SAVE THE CHILDREN 390,775 - 103,600 494,375

Note: valuation in euros.
1 GRUPO CUATRO comprises Cuatro, Divinity and Energy.
2 NOSOLOFDF (NSF) comprises Factoría de Ficción, LaSiete and Nueve.
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The application of Mediaset España’s collective agreement 
has enabled the Company to continue adapting its costs 
to the competitive environment, avoiding conflict with 
employees and assuring stability in the workforce, and 
maintaining the broad set of welfare benefits and the 
advanced equality and work/life conciliation policies. 

In this climate of understanding, an internal reorganisation 
has been implemented which has impacted various areas 
of the Company. On the one hand, Internet content 
production and sports production have been split off and 
taken over by new Mediaset España investee companies, in 
an effort to increase flexibility and efficiency. New business 
activities have also been started relating to on-line gaming 
and betting, managed by Premiere Megaplex.

In relation to talent development programmes, the 
Company has continued in its efforts to offer employees 
the training they need for their professional development. 

In this respect, a wide variety of high-quality vocational 
training courses have been held for employees. Additionally, 
the IV edition of the Content Creation and Management 
Masters commenced and the Mediaset Professorship 
was created at the Madrid Universidad Europea, through 
which training, broadcasting and research activities will 
be channelled. At the same time, the Company has 
continued to work together with a number of universities 
and business schools to enable students to complete 
internships in Group companies.

Finally, in the health and safety area, in 2013 the Company 
achieved a good rating in the regulatory audits of the 
Labour Risk Prevention Service, and also obtained the 
OHSAS 18001 certificate.

The value of our team is a critical factor in the development of Mediaset España’s 
business project, with regard both to our regular employees and the group of artists that 
collaborate with the Company. During 2013, despite the generally depressed economic 
environment, the Company has maintained its personnel structure practically intact, 
with an average workforce of 1,308 persons. This is the result of the Company’s clear 
commitment to the production of its own content.

PERFORMANCE

WORKFORCE

Audiovisual Business 

Advertising Business 

Workforce

Shareholder Value 

Environmental Performance

Other Performance Indicators 
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INFORMATION ON THE GROUP’S EMPLOYEES

2011 2012 2013

Average workforce (No. persons) (1) 1,390 1,360 1,308

Workforce at the year end (No. persons) (1) 1,378 1,335 1,292

Average age (years) (3) 40.63 41.52 42.48

Average length of service (years) (3) 11.93  12.78 13.87

Proportion of women employees (%) (2) 49.35 49.41 49.62

Proportion of employees on indefinite contracts (%) (1) and (2) 98.50 97.60 98.5

New hires (1) 26 10 16

Turnover (1) and (4) 0.79 0.44 0.15

Scope: Mediaset Group 
(1) Not including workers hired through Temporary Employment Companies 
(2) Averages (structural + temporary personnel). Structural personnel refers to personnel under indefinite employment contracts or 
interns whose posts are considered to be structural; temporary personnel are those with contracts having specific duration.
(3) Calculated at 31 December each year. 
(4) Undesired departures (voluntary redundancies + voluntary leave of absence) / Average headcount * 100. (There have been two 
voluntary redundancies).



BUSINESS MODEL

110

Average No. of employees by Group company

2011 2012 2013

MEDIASET ESPAÑA 888 1,086 1,053

PUBLIESPAÑA 211 205 194

PUBLIMEDIA GESTIÓN 38 38 28

GRUPO EDITORIAL 2 2 2

ATLAS  ESPAÑA (1) 114 - -

SOGECUATRO (1) 43 - -

CINTV (1) 63 - -

SOGECABLE MEDIA 1 - -

TELECINCO CINEMA 9 9 9

MEDIACINCO CARTERA 2 2 2

CONECTA 5 19 18 11

PREMIERE MEGAPLEX - - 4

INTEGRACIÓN TRANSMEDIA - - 5

TOTAL 1,389 1,360 1,308

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 % of Total Personnel

BARCELONA 1.86% 24

BILBAO 0.31% 4

MADRID 97.37% 1,258

OTHER MAIN OFFICES 0.46% 6

TOTAL  1,292

Geographical distribution of employees

Scope: Mediaset Group. Data at 31 December 2013.
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   Men        Women

Group company employees, by employment category and gender

563

Structural personnel

Temporary personnel

S.P

T.P

PREMIERE MEGAPLEX PUBLIMEDIA GESTIÓN

MEDIACINCO CARTERACONECTA 5 TELECINCO CINEMA

Managers

Head of Dpt.

Journalists

Employees

Technical Staff

Head of Dpt.

Journalists

Technical Staff

TOTAL

1 / 1

2 / 2

0 / 1

0 / 0

0 / 0

0 / 2
0 / 0

4 / 7

1 / 1

S.P

492

MEDIASET ESPAÑA

Managers

Head of Dpt.

Journalists

Employees

Technical Staff

Head of Dpt.

Journalists

Employees

TOTAL

51 / 24
28 / 33

59 / 90

1 / 1

397 / 340

19 / 0

563 / 492

S.P

T.P
1 / 0

Managers

Head of Dpt.

Journalists

Employees

Technical Staff

Head of Dpt.

Journalists

Technical Staff

TOTAL

1 / 1

0 / 0

0 / 0

0 / 0

0 / 0

0 / 0

4 / 5

0 / 4

S.P

T.P

Managers

Head of Dpt.

Journalists

Employees

Technical Staff

Head of Dpt.

Journalists

Technical Staff

TOTAL

0 / 0

0 / 0

1 / 0

0 / 0

0 / 0

0 / 0

0 / 0

1 / 1

0 / 1

S.P

T.P

Managers

Head of Dpt.

Journalists

Employees

Technical Staff

Head of Dpt.

Journalists

Technical Staff

TOTAL

1 / 0

0 / 0

1 / 0

0 / 0

0 / 0

0 / 0

0 / 0

3 / 1

1 / 1

S.P

T.P

Managers

Head of Dpt.

Journalists

Employees

Technical Staff

Head of Dpt.

Journalists

Technical Staff

TOTAL

0 / 0

0 / 0

3 / 1

0 / 0

0 / 0

0 / 0

0 / 0

8 / 16

11 / 17

S.P

T.P

7 / 4

3 / 0

T.P
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Scope: Mediaset Group. Annual averages.

INTEGRACIÓN TRANSMEDIA

Managers

Head of Dpt.

Journalists

Employees

Technical Staff

Head of Dpt.

Journalists

Technical Staff

TOTAL

0 / 0

0 / 0

1 /0

0 / 0

0 / 0

0 / 0

0 / 0

2 / 3

1 / 3

S.P

T.P

PUBLIESPAÑA

Managers

Head of Dpt.

Journalists

Employees

Technical Staff

Head of Dpt.

Journalists

Technical Staff

TOTAL

5 / 8

0 / 0

19 / 12

2 / 2

0 / 0

0 / 0

0 / 0

71 / 123

45 / 101
S.P

T.P
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Percentage of employees by type of contract

2011 2012 2013

INDEFINITE TEMPORARY INDEFINITE TEMPORARY INDEFINITE TEMPORARY

98.5 1.5 97.6 2.4 98.5 1.5

Scope: Mediaset Group. 

Distribution of employees by age

   Men 659 

   Women  649

>60     56 to 60    51 to 55    46 to 50     41 to 45     36 to 40    31 to 35     26 to 30       <25

4
24 71

157

193

138

119 34

177
164

96

34

32

Scope: Mediaset Group. Annual averages.

4

128

59

Number of interns and students in job training

2011 2012 2013

 

STUDENTS 
UNDER-
GOING  

TRAINING

INTERNS TOTAL

STUDENTS 
UNDER-
GOING 

TRAINING

INTERNS TOTAL

STUDENTS 
UNDER-
GOING  

TRAINING

INTERNS TOTAL

MEDIASET  
ESPAÑA

68 165 233 95 127 222 96 161 257

CONECTA 5  0 28 28 2 17 19 0 10 10

PUBLIESPAÑA / 
PUBLIMEDIA  
GESTIÓN

 0 13 13 0 17 17 0 16 16

INTEGRACIÓN 
TRANSMEDIA

0 0 0 0 2 2

PREMIERE 
MEGAPLEX

0 0 0 0 2 2

TOTAL  
GROUP

68 206 274 97 161 258 96 191 287

Scope: Mediaset Group. Annual averages.



BUSINESS MODEL

114

Scope: Mediaset Group 
NNote: the turnover ratio has been calculated using the following formula: undesired departures / average workforce for year *100. Undesired departures are 
voluntary redundancies and leave of absence, not including death, incapacity and retirement.

Turnover by age group and gender

25-30

31-35

36-40

41-45

46-50

51-55

56-65

0.22

0.14

0.09

0.09

2011

T.R. by gender

0.290.50

0.07
0.09

0.07
0.09

COLOMBIAN

GERMAN

ITALIAN

AMERICAN

BRITISH

FRENCH

SPANISH

TOTAL WORKFORCE

1,269

1,292

2

16

1

Breakdown of employees by nationality

   Men    

   Women

25-30

31-35

36-40

41-45

46-50

51-55

56-65

0.07

2012

T.R. by gender

0.290.15

0.15

0.15

0.07

25-30

31-35

36-40

41-45

46-50

51-55

56-65

0.08

2013

T.R. by gender

0.000.15

2

1

0.08

1

Scope: Mediaset Group. Data at 31 December 2013.
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Number of foreigners by category and gender

  Men        Women

 MANAGERS
HEAD  

DEPARTMENT
EMPLOYEES

TECHNICAL 
PERSONNEL

TOTAL TOTAL

H M H M H M H M H M AGREGATE

TOTAL 8 3 1 0 1 10 0 0 11 13 23

Scope: Mediaset Group. Data at 31 December 2013.

Number of employees on reduced timetable at 31 December 2013

COMPANY NO. REDUCED TIMETABLE MEN WOMEN

MEDIASET ESPAÑA 100 10 90

TELECINCO CINEMA 0  0  0

MEDIACINCO CARTERA 1  0 1

CONECTA 5 0  0  0

PREMIERE MEGAPLEX 0  0  0

PUBLIESPAÑA 25 1 24

PUBLIMEDIA GESTIÓN 2  0 2

INTEGRACIÓN TRANSMEDIA 0  0  0

TOTAL 128 11 117

Scope: Mediaset Group. Data at 31 December 2013.

Distribution of average annual workforce by working day

 COMPOSITION BY CATEGORY
PART-TIME EMPLOYEES

MEN WOMEN

MANAGERS  - 2

HEAD OF DEPT.  - 5

JOURNALISTS  - 20

EMPLOYEES 11 98

TECHNICAL STAFF  - - 

TOTAL 11 125

Scope: Mediaset Group. Annual averages.
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MEDIASET ESPAÑA 10th Mediaset España Collective Agreement.Validity: 2012-2013

PUBLIESPAÑA
PUBLIMEDIA GESTIÓN
INTEGRACIÓN TRANSMEDIA

Advertising Sector Collective Agreement 
Validity: 2013-2014

CONECTA 5 TELECINCO
MEDIACINCO CARTERA

Madrid Region Collective Agreement for Office Workers 
Validity: 2013

TELECINCO CINEMA
Madrid Region Collective Agreement for Office Workers, although the employees 
benefit from the improvements laid down in the Mediaset España Collective Agreement 
in force at a given time.

The collective agreements applicable to the Mediaset 
Group companies that have governed relations between 

the Company and its employees during 2013 are the 
following: 

EMPLOYEE RELATIONS

A Collective Agreement is applied in all Group 
companies. In some of them the agreement is company 
specific while in others the sector Agreement is used. 
In accordance with applicable legislation, for collective 
agreements covering only one company, the agreements 
are negotiated between management and the workers’ 
committee.

When establishing the provisions of the respective 
Collective Agreements, Mediaset España guarantees 
respect for and the application of those legal provisions 
and conventional reference frameworks within the 
sectors that are applicable to the various Group 
companies, on the basis of the activities they engage in.

To ensure compliance with the stipulations of the 
Collective Agreements, the Company has assigned to the 
Human Resources Division the function of guaranteeing 

compliance with the regulations governing each company 
in coordination with the directors of the different areas 
of the Group companies. 

Furthermore, the Mixed Commission for the 
Interpretation of the Collective Agreement has been 
set up to resolve labour conflicts derived from the 
interpretation and implementation of the collective 
agreement.

The scope of the collective agreements covering each 
Group company includes both fixed and temporary 
employees hired directly by Mediaset España. Employees 
hired through a temporary employment company are 
covered by the relevant legislation and agreement. 
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Percentage of employees covered by a Collective Agreement in each company

31 December 2013 Workforce covered

MEDIASET ESPAÑA 90%

TELECINCO CINEMA 90%

PUBLIESPAÑA 100%

PUBLIMEDIA GESTIÓN 100%

INTEGRACIÓN TRANSMEDIA 100%

CONECTA5 63%

MEDIACINCO CARTERA 63%

The 10th Mediaset España Collective Agreement covers 
the Company’s entire workforce with the exception of 
directors and other special groups such as artists, who 
are expressly excluded from its scope of application. As 
a result, the percentage of the workforce covered by the 
Collective Agreement is 90% of the total.

In September 2013 the 10th Mediaset España Collective 
Agreement expired and negotiations are underway over 
a new Agreement with the workers’ representatives. The 
Company’s main objective in these negotiations is to 
maintain the Company’s competitiveness while ensuring 
the continuance of the good working environment.

A considerable number of health and safety at work 
matters have been covered through formal agreements 
with the Company’s trade unions. These include the 
Preventive Activity Planning for 2013, the drafting of 
the Training Plan for 2013, the legal audit of the Health 
System for 2013 and the audit of the OHSAS 18.001 
certificate. 

The agreements reached with the Workers’ Committee 
during 2013 consist of the extension of the Equality Plan, 
the updating of the existing professional classification 
system and the development of the flexible remuneration 
scheme envisaged in the Collective Agreement.

Mediaset España recognises and guarantees the right 
of association and trade union membership, as well as 
collection negotiation, as fundamental rights of all its 
employees, which means that they are recognised and 
respected in all the Group’s companies. This is reflected, 
in practice, by the workers of Mediaset España having 
unitary and trade union representation through the 
organisations CGT, CC.OO., UGT, and APLI, which 
act through the Workers’ Committee elected in 
October 2011.

During 2013, no situations have been detected in which the 
workers’ rights of free association have been jeopardised.

The Company complies with and respects the minimum 
prior notice periods stipulated by law or by collection 
agreement for each employment area, either in the 
Workers’ Statute or the industry Collective Agreements 
applicable to each Group company, or any other applicable 
legislation. As these notice periods are laid down by law 
or in collective agreements, they are guaranteed through 
the implementation of the legislation or agreement 
concerned.
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In addition, in Mediaset España’s Collective Agree-
ment cer tain specific provisions are laid down with 

regard to the notice periods affecting its workforce, 
these being:

Notice by employee of voluntary redundancy. Minimum 15 days.

Request by employee for voluntary leave of absence 
and notification of subsequent re-admittance. Minimum 45 days.

Setting of holiday schedule by agreement between the 
Workers' Committee and Company management. During the first four months of the year.

Trial periods for new employees.
The duration of trial periods depends on salary levels: 6 months 
for qualified skilled staff, 3 months for others and 15 days for 
unskilled staff.

Notification to Workers' Committee of procedure for 
internal recruitment procedure for covering newly 
created work posts. 

Minimum two working days before date of internal 
announcement.

Term for presenting candidates to internal posts. Minimum 5 days

Application of penalties, serious and very serious 
infractions.

Compulsory prior notification of disciplinary proceedings to the 
interested party and to employees’ representatives.

Shift planning. At least one month's advance notice, with interested parties 
being notified at least 2 weeks in advance.

Timetable per project (mainly affecting employees 
assigned to sets, studios, production and acting 
services).

Timetable changes should usually be reported to the employee 
at least 12 hours prior to the commencement of the working day.

Proposed summer timetable to be notified by 
department managers. By 10 June

Paid time off 25 hours. Following prior notice to the employee’s immediate superior and 
supporting evidence for time involved.

Period of prior notice for the termination of the 
Collective Agreement. 

 2 months before it or any of its extensions ends. Otherwise, it 
will be understood to be tacitly renewed.
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It should be noted that before the application of 
any measure that collectively affects the workforce, 
Mediaset España guarantees that this must be negotiated 
and the notice periods legally established with the 
legal representatives of Mediaset España or with the 
relevant representatives in companies without unitary 
representation must be complied with.

The compensation provided for by law on termination of 
employment is applicable, with the exceptions negotiated 
at executive level subject to the terms of the relevant 
employment contracts. 

Image rights and intellectual property of artistic staff are 
dealt with by Mediaset España by the inclusion of specific 
clauses for the assignment of renounceable intellectual 
property 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 company has been very active in its internal 
communications to employees through the Intranet and 
the Employee Portal, these being the main communication 
tools in this area which have been increased by 15.38% 
from the previous year, highlighting the increased use of 
static banners as a means of communication for important 
notices and reminders.

Published corporate information includes any all kinds 
of data of interest to employees such as the main 

developments in health and safety, audience ratios 
achieved by the various programmes and channels, 
training opportunities and grants, among other 
communications. 

Mediaset España has also published internally a number 
of awareness campaigns, including the organ donation 
campaign, the Stop Sanfilippo popular race, a blood 
donation day, campaigns for the early detection of 
melanoma, measures to combat cancer, prevention 
of ocular illnesses and the Christmas campaign which 
have achieved substantial levels of involvement  
among employees. 

Equal opportunity

Mediaset España’s management and workers’ 
representatives have maintained an explicit commitment 
toward equal opportunity among all employees in 
relation to gender or any other reason that could 
generate discrimination in the current Collective 
Agreement. 

In addition, the corresponding Equality Plans have  
been in force in the various Group companies during 
2013, with the main objective of preventing any 
discrimination in the work place. The procedures for 
handling psychosocial risks and situations of harassment 
in the workplace have also been maintained by the 
Group companies.  
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COMPANY POLICY VALIDITY

MEDIASET ESPAÑA

III EQUALITY PLAN 2013

PROC. PSYCHOSOCIAL RISK AND 
HARASSMENT Since November 2009

PUBLIESPAÑA Y PUBLIMEDIA

IV EQUALITY PLAN 2013

PROC. PSYCHOSOCIAL RISK AND 
HARASSMENT Since May 2010

CONECTA 5

IV EQUALITY PLAN 2013

PROC. PSYCHOSOCIAL RISK AND 
HARASSMENT Since November 2009

MEDIACINCO CARTERA  
Y TELECINCO CINEMA

PROC. PSYCHOSOCIAL RISK AND 
HARASSMENT Since November 2009

PREMIERE MEGAPLEX

I EQUALITY PLAN 01/06/2013 to 31/12/2013

PROC. PSYCHOSOCIAL RISK AND 
HARASSMENT Since June 2013

The Equality Plans primarily seek to ensure respect for 
equal treatment and opportunities for men and women 
in all areas of work, having achieved an improvement in 
the effective implementation of rights to reconcile work 
and family life by extending, for instance, leave of absence 
for maternity or breastfeeding. It has also fostered a 
culture of equality and work/life conciliation on all levels 
of the organisation, ensuring the dissemination of the 
measures implemented by the Group through its internal 
communication channels. Mechanisms for prevention 
and taking action in situations of psychosocial risk and 
harassment in the workplace are already in place.

In the Equality Plans specific targets are set for each of 
the different areas of action: access to employment and 
career development, balancing personal/family life with 
work, professional classification and communication, as 
well as measures applied to achieve them. This process 
of defining objectives is performed based on the results 
of the prior diagnosis which is carried out in each of the 
Group companies.

Moreover, the Equality Plans contain evaluation and 
monitoring measures requiring Company management 
to oversee their proper implementation and compliance, 
as well as to analyse the degree of achievement of the 
objectives in place. These monitoring functions are 
common to the Equality Committee.

The Equality Committee is responsible for ensuring 
the correct implementation of the Mediaset España 
Equality Plan. Its functions include resolving any doubts 
of interpretation that could arise, and monitoring and 
evaluating the degree of compliance with said Plan, the 
achievement of its objectives and the results obtained 
since it was first implemented. This Committee comprises 
eight members: four management representative and 
four workers’ representatives, of whom four are women 
and four are men.

During 2013 all the existing Equality Plans have been 
extended and the measures they include have been 
maintained in full, together with the procedure for handling 
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psychosocial risk and harassment in the workplace. The 
first Equality Plan has also been implemented in the 
company Premiere Megaplex, which came into effect in 
June 2013.

In the case of Mediaset España, in March 2013 it signed 
an agreement with the Equality Committee to bring 
the content of the Equality Plan into line with the 
improvements agreed in Mediaset España’s 10th Collective 
Agreement. These improvements included: flexibility in 
the lunch break, special intensive Christmas and Easter 
timetable, individualisation of three days for personal 
matters, application of flexible compensation system and 
fairer priority order in holiday turns. 

All matters relating to equal opportunity and non-
discrimination, as well as the reconciliation of personal and 
working life in the company are handled by management 
of the Labour Relations and Compensation Area. All 
the Group’s Equality Plans include a Equality Agent with 
specific duties for guaranteeing equal opportunities for 
the employees.

With regard to the prevention of harassment in 
the workplace, Mediaset España has a procedure 
encompassing all measures aimed at preventing and 
eliminating sexual harassment and/or gender-based 
discrimination. This procedure is applicable to Mediaset 
España, Publiespaña and Publimedia (in force since May 
2010), Conecta 5, Telecinco Cinema and Mediacinco 
Cartera (in force since November 2009) and Premier 
Megaplex (in force since June 2013), and essentially 
covers the following issues:

•	 	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, the fulfilment 
of which is mandatory for all employees, executives and 
Board members, guarantees the principle of equality 
of opportunity and non-discrimination in all situations, 
especially in all matters concerning access to employment, 
working conditions, training and professional development 
and promotion.

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. 

Mediaset España considers that it is essential to have 
a good policy of communication with employees in 
relation to equality and non-discrimination in order to 
ensure the real and effective application of the measures 
implemented. To this end, 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 Portal, where there is a specific “Equality” 
section and the contents of all Equality Plans and 
procedures for the handling of psychosocial risks and 
situations of harassment in the workplace are published 
in full, which ensures they are known to all staff. 

During 2013, as in previous periods, there have been 
no discrimination related incidents. The diagnoses 
of situations performed previously as a basis for 
developing and determining the objectives of the 
Equality Plans did not detect any situations that might 
be regarded as discriminatory or constituting inequality 
in the work place.

With regard to the relationship in the Group companies 
between the base salary for men and for women, 
Mediaset España guarantees equal treatment for all 
its workers based on their employment category. The 
Collective Agreements applicable to Group companies 
officially contain the salary tables for each professional 
category and develop the applicable remuneration regime, 
irrespective of gender, indicating salary complements 
and terms and conditions. As is stated in the Collective 
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Agreement, the base salary is assigned between men and 
women on an equal basis and the remuneration system 
is based on applying salaries specified in the official tables 
to the category concerned, irrespective of gender or any 
other specific feature of employees.

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 increased the number of work posts 
covered by disabled persons in 2013 by one position.

Number of disabled workers by employment 
category

 2011 2012 2013

Managers 1 1 1

Head of depart. 0 0 0

Journalists 0 0 0

Employees  4 4 5

Technical staff 0 0 0

Total 5 5 6

Scope: Mediaset Group. Data at 31 December each year.
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Welfare benefits

Mediaset España offers the same welfare benefits to 
employees working full or half-day timetables, and to 
those on indefinite or temporary contracts. Policies 
have therefore been established which are applicable, 
in general, to all employees covered by the Collective 
Agreement. 

The welfare benefits enjoyed by the Company’s employees 
(insurance, conciliation measures, etc.) are set out in the 
Collective Agreements and Equality Plans which are 
applicable to them on a general basis. For personnel not 
covered by the Agreement, such as executives and artists, 
these terms are contained in their individual employment 
contracts.

Disability and death insurance For all Group employees

Supplement for temporary incapacity
100% supplement of functional salary, personal salary 
supplements and on-call and shift-based supplements after 
the first month.

Salary supplement in situations where contracts 
are suspended due to maternity or paternity

While such situations last, employees receive a supplement 
in addition to the Social Security benefit so that they 
received the equivalent of 100% of their functional salary 
and personal supplements.

Study grants (including languages)
Amounts ranging from 40% to 75% for registration 
expenses and learning centre fees.

Free company canteen for all Group employees During working days

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 home, home eviction or need 
for urgent or essential home repairs, matters relating 
to the health of employees or their family members 
or other exceptional situations that may give rise to  
serious losses. 

Gymnasium allowance For certain professional categories

Toys at Christmas For employees’ children until they turn 17.

Christmas hamper for all employees  

(Continued in next page)

The main welfare benefits enjoyed by the Company’s employees are the following:
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Parking for company employees  

Company bus for travel to work
Connects the premises of Mediaset España to commuter 
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. 

Subsidised health insurance
For Group executives, Publiespaña, Publimedia Gestión 
and Integración Transmedia personnel, and offers for other 
employees.

Flexible compensation

Allows employees to alter the distribution of the salary 
structure by opting to receive part of gross salary as 
remuneration in kind and thus enjoy the tax benefits 
provided for by law. 

The goods and services currently offered by the company 
as flexible compensation are the following: health insurance, 
crèche vouchers, transport cards and computer equipment 
(one-off offer). 

(Continued)

Work/life balance

During 2013, in the area of employment relations 
between Mediaset España and its employees, the wide 
range of measures providing flexibility and facilitating 
the adaptation of employees’ work obligations to their 
varied personal circumstances have been maintained. In 
this respect, all the measures applied in the previous year 
have been renewed and applied in 2013, with regard to 
both the Equality Plans and the Collective Agreement. 
Specifically, the concessions aimed at the reconciliation of 
work with family and personal life which are available to 
the Company’s employees should be noted. The measures 
set out in the Equality Plans in force in 2013 include the 
following: 

•	  Maternity leave: The Equality Plans in effect have 
maintained the improvement of the leave allowed 

by law (Article 48.4.1 of the Workers’ Statute) on 
maternity leave, granting an extension of a further 
week in the form of paid leave. 

•	 	Breastfeeding: Under current legislation, employees 
are entitled to choose between one hour’s absence 
from work or a half-hour reduction in the working 
day in order to breast feed children until they are 
nine months old. Alternatively, this leave can be 
accumulated in complete days off in terms envisaged 
in collective negotiations or agreements concluded 
with the employer, respecting at all times the 
provisions of current legalisation. In the framework 
of the implementation of this law, if the employee 
chooses to take this leave in the form of full days, 
Mediaset España has established that the duration 
of such leave is 13 paid working days. This leave is 
to be taken upon the termination of the maternity 
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leave, extended by the additional week indicated in 
the previous point.

•	 	As regards those companies to which the Madrid 
Regional Collective Agreement for Office Workers is 
applicable, there is paid leave of 15 working days in 
respect of the accumulated breastfeeding allowance.

•	 	Maternity	protection:	As a measure aimed at protecting 
maternity, pregnant employees have a parking place 
reserved at the Fuencarral facilities from the start of 
their pregnancy.

•	 	The Mediaset España Collective Agreement enables 
pregnant women with on-call timetables (entailing 
constant timetable changes) to temporarily suspend 
such timetables as from the sixth month of pregnancy 
and during the nursing period.

•	 	Dividing	paid	leave:	In cases of childbirth, death, accident, 
serious illness and hospitalisation or surgery without 
hospitalisation which requires rest at home, for family 
members up to the second degree of consanguinity 
or marriage, with a view to serving the purpose of 
this form of leave which is to facilitate any necessary 
accompaniment of the family member or performance 
of administrative formalities, the possibility exists of 
dividing one of the two working days into hours to be 
used flexibly in line with the needs of the employee and 
facilitate the resolution of family-related issues.

•	 	Bringing forward following year’s holidays:  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 up to the second degree of 
consanguinity or marriage.

Mediaset España’s Collective Agreement also contains 
other measures relating to employees’ life/work balance:

•	 	Flexible	timetable:	The Company allows employees to 
adapt their working timetable to reconcile more easily 
their personal and family life with their work, and help 
them develop both professionally and personally. In this 
respect, the Mediaset España Collective Agreement 

provides for a system of flexible working hours that 
may be applied on a daily basis for personnel working 
on ordinary timetables. Under this system, employees 
have a margin of up to 30 minutes before or after the 
commencement of their daily timetable and/or their 
lunch break. The corresponding adjustment is made 
to the time they leave work to ensure that the daily 
timetable is complied with in full. 

•	 	Employees on shift work also have thirty minutes’ 
flexibility in starting time provided continuity of service 
is ensured. Time used in this way is made up on a weekly 
basis.

•	 	On-call personnel have a maximum break of one hour, 
which may be up to two hours, in which case employees 
are notified beforehand.

•	 	Paid	 leave:	 Each employee has 25 hours a year of 
paid leave for personal activities such as medical 
appointments for themselves or accompanying close 
relatives, completing administrative formalities, attending 
school meetings for children or examinations, etc.

•	 	Paid	time	off:		Paid leave is provided for the time required 
by employees to visit specialist medical practitioners. 

•	 	Time	 off	 for	 personal	 matters:	 Each employee is 
allowed three days per year for attending to personal 
matters (the days may be taken individually) which may 
be freely used and which do not require subsequent 
justification as to how the time was used. 

•		Vacations:	Days of vacation are established as follows: 
27 working days of holidays for staff who work 38 hours 
and 20 minutes per week; 37 working days for staff who 
work 40 hours per week (in shifts); 29 working days for 
staff who work 38 hours and 45 minutes per week; and 
32 days for staff who work the whole year entirely on 
the night shift.

•	 	Preference	 in	 choosing	 shifts:	 The following order 
of preference in choosing shifts is provided for, 
in accordance with the Collective Agreement: 1. 
Common accord of workers involved; 2. workers with 
family responsibilities; 3. workers with greatest length 
of service in the Company; 4. workers with greatest 
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length of service in the post. The priority for choosing is 
alternated each year. 

•	 	Special	timetable	in	summer,	Easter	and	Christmas:	In 
summer and at Easter and Christmas, employees are 
allowed to leave work at 3 pm or 3:30 pm provided 
this is permitted by the organisational requirements of 
their work.

•	 	Reduced	timetable	on	Fridays:	The distribution of the 
working week means that for those positions where 
the organisation of the work allows, employees work 
uninterruptedly for 6 hours of Fridays, normally leaving 
at 3 pm.

•	 	Childbirth:	 The two days allowed for childbirth are 
working days rather that the calendar days established 
by default in the Workers’ Statute. 

•	 	Family	 reasons:	 For reasons of serious illness, 
hospitalization or surgery, death of relatives up to the 
second level of consanguinity or marriage, the statutory 
two days working leave is also based on working days, 
rather than calendar days. 

•	 	One	day’s	paid	leave	due	to	the	marriage	of	parents,	
children or siblings: One day’s paid leave is allowed 
due to the marriage of parents, children or siblings. The 
allowance is two days (the second not paid) if the event 
takes place outside the Madrid Region.

•	 	Flexibility	 in	 marriage	 leave:	 Marriage leave can be 
taken three days prior to the celebration of the event. If 
the wedding is on Saturday, Sunday or a public holiday 
the period of 15 days starts to run from the first day 
following.

•	 	Equal treatment of common-law partners: Equality of 
treatment of married and common-law couples and 
partners is established on questions of leave.

To bring together and streamline all the information 
required in this area, the measures described above al 
all other measures implemented by the Company are 
contained in the Work/Life Balance Guide, available to 
employees on the Company’s intranet.

 To facilitate the communication of these measures to all 
employees, the Collective Agreements and an Equality 
and Welfare Benefits Guide containing all the measures 
approved in these areas are available on the Company’s 
intranet.

Rate of return to work and retention after  
parental leave:

 2011 2012 2013

No. of women taking maternity 
leave in 2013

52 59 39

No. of men taking paternity 
leave in 2013

30 42 30

In all cases in which parental leave has been granted the 
persons in question have returned to work and have been 
retained in their work positions.
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Training

Despite the difficult economic situation in which Mediaset 
España operates and the cost control this requires, 
the Company continued to focus on the training of its 
professionals, reflecting its recognition of the added value 
provided by its employees and their fundamental role in 
the business model.

In general terms, the training policy at Mediaset España is 
geared to meeting requirements for technical qualifications 
and competence, both of which are necessary for good 
working performance and the employee’s professional 
development. The training programmes conducted (by 
attendance, number of groups and training hours) include 
those related to the handling of the technical equipment 
acquired, updating office tools, the development of 
management skills, the development of management 
skills, language training and training in occupational risk 
prevention. 

In order to ensure the quality of the training and its 
continuous improvement, the degree of employee 
satisfaction regarding the training received is measured 
through the completion of questionnaires upon the 
completion of the training programmes. The results 
have endorsed the quality of the training provided. In 
programmes for updating or increasing knowledge of 
technical legislation, a system of knowledge assessment 

has been implemented through the relevant tests. In 
addition, regular meetings are held with those responsible 
for the assessment and detection of future training 
needs. At the end of each quarter the company analyses 
the objectives already identified in this area, progress 
achieved and actions taken to meet the objectives, and 
identifies the initiatives to be developed during the next 
quarter.

 
Participants by type of training

2011 2012 2013

Languages 70 77 54

Training in groups 1,036 444 497

Seminars and 
congresses

50 30 31

Masters programmes 6 6 12

Online/Internet 296 72 123

Study grants given  84 109 104

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 hours, broken down by professional category and gender

2011 2012 2013
RATIO TRAINING 

HOURS

MEN WOMEN MEN WOMEN MEN WOMEN MEN WOMEN

Managers 1,478 741 2,178 1,082 1,064 993 13.47 26.13

Head of depart. 619 1,111 1,092 499 237 1,601 6.41 37.23

Journalists 1,573 2,101 - 9 15 21 0.24 0.22

Employees and 
technical staff

8,059 7,870 3,124 5.623 4,127 5,893 8.58 12.46

Temp. emp. companies 282 603 4 90 189 215 (*) (*)

Total 12,011 12,426 6,398 7,303 5,632 8,723 8.55 13.44

24,437 13,701 14,355

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. Therefore the information would be distorted, indicating hours per contract and not per person, with some people 
having more than one contract.

Training programmes on key skills

2011 2012 2013

COMPANY
NO. OF 
SHARES

HOURS ATTENDANCE
NO. OF 

ACTIONS
HOURS ATTENDANCE

NO. OF 
ACTIONS

HOURS ATTENDANCE

MEDIASET 
ESPAÑA 4   270   16   17 876 84 3 15 5

PUBLIESPAÑA 7    1,584   277   14 3,423 405 4 864 19

PUBLIMEDIA  7      392   54   9 548 69 2 88 4

TEMP. EMP. 
COMPANIES

1 16 8 4 66 11 1 24 3

TOTAL 
GROUP 7    2,262   355   22 4,913 569 7 991 31

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.
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The competencies training programme, in the form of 
the 2013 Training Plan, focuses on educating employees 
in a variety of areas. These include job-specific technical 
training such as AVID courses aimed at technical and 
maintenance staff and system managers, including revision 
classes and an AVID certification course; and Omniture 
training courses, this being a tool for measuring Internet 
audiences, aimed at marketing personnel in Mediaset, 
Publiespaña and Publimedia Gestión. Other aspects 
for which training has been provided has been the 
technical skills to adapt to new equipment, training in 
digital skills such as an introduction to online marketing 
and advertising, as well as updating knowledge about 
the new financial and accounting legislation for financial 
personnel. 

The beginning of online gambling services by one of 
the subsidiaries of the Group has led the Company to 
provide training in the Prevention of Money Laundering 

and Terrorism Financing, given the legal obligations to 
which this activity is subject. Therefore, training activities 
have been addressed with regard to both knowledge 
of current legislation and the notification of internal 
procedures, framed within a training programme known 
as the Prevention of Money Laundering and Terrorism 
Financing scheme.

In addition, the Company has continued to provide 
training in Occupational Risk Prevention brought into 
line with the internal safety plan, and the management 
development and language training programmes have 
also continued.

Hours spent during 2013 on cross training materials 
totalled 4,829 hours. In addition, 33.6% of the training 
has been aimed at increasing the employability of our 
professionals.

Training programmes in transversal competencies

2011 2012 2013

COMPANY
NO. OF 

ACTIONS
HOURS ATTENDANCE

NO. OF 
ACTIONS

HOURS ATTENDANCE
NO. OF 

ACTIONS
HOURS ATTENDANCE

MEDIASET 
ESPAÑA 6    426    22   20 1,295 145 11 729 90

PUBLIESPAÑA 13   3.923   400   27 6,855 687 20 3,547 146

PUBLIMEDIA  11   713    70   21 1,193 106 11 382 19

INTEGRACIÓN 
TRANSMEDIA  - - - - - - 3 84 4

CONECTA5  -  - - - - - 1 15 1

PREMIERE 
MEGAPLEX - - - - - - 1 8 4

TEMP. EMP. 
COMPANIES

2   36          9   6 44 12 3 64 6

TOTAL GROUP 15    5,098     501   34 9,387 950 26 4,829 270

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.
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In 2013, the IV edition of the Content Creation and 
Management Masters commenced, continuing the 
pioneering initiative started up in 2009 together with the 
Madrid Universidad Europea. 

The programme consists of 500 hours of classes and 
practical activities distributed over nine months and 
responds to the current needs of the audio-visual sector, 
reflecting current market trends and allowing professionals 
to progress in the sector thanks to the high level of 
qualification acquired at the end of the course. 

Visits have also been organised to the installations of 
Mediaset España during which the Masters students have 
been able to observe and attend recordings of prime time 
series and programmes. Conferences have been organised 
with speakers of the importance of Mercedes Milá, Ana 
Rosa Quintana and Marta Fernández, among others, who 
have provided the students with a very practical account 
of day-to-day work in the television business. These 
conferences were highly appreciated by the students.

To date, 83 students have completed the Masters course. 
Students come from various countries, including Italy, 
Mexico, Spain and Venezuela.

 The Mediaset-UEM Professorship was created in 2013, 
the aim of which is to generate collaboration synergies, 
channel training activities and undertake research projects 
between the two organisations in order to develop the 
audio-visual business. As the Professorship was created 
only recently, the activities to be carried out under this 
new collaboration have yet to commence. However, 
various initiatives are about to be launched, including 
the creation of a web site, the organisation of industry 
specific courses, the publication of a training book and the 
administration of student grants. 

Mediaset España’s intern and student trainee policy has 
continued in the same line of cooperating with universities, 
encouraging the incorporation of young students in all 
areas, both from universities and from vocation training. 

The conclusion of such agreements with educational 
institutions brings a number of benefits to Mediaset 
España and its professionals, such as

1)  15% discounts in matriculation for the Audio-visual 
Content Creation and Management Masters for both 
employees and their families.

2)  10% discount on undergraduate and postgraduate 
degree fees for UEM courses, for employees and 
their families. 

3)  Joint development of research and training projects, 
both in Spain and abroad. 

4)  Preference enjoyed by Mediaset España to select 
outstanding students to carry out practical training in 
Group companies. 

In 2013, 116 collaboration agreements between Mediaset 
España and Spanish universities or training centres were 
in force. These agreement provide for the engagement of 
students as trainees in Group companies, among other 
matters. 

Mediaset España monitors practical training and the 
final reports of its interns and students on practical 
training very closely, with the maximum cooperation 
of company management for such purposes. As in 
previous years, the efficient performance of this 
evaluation system has been proven, which allows the 
company to find out how the interns and trainees work 
before deciding on their full-time incorporation into 
the company. 

In 2013 the presence of students and interns in Group 
companies increased by 11.24% compared with the 
previous year. The management of Mediaset España 
thus encourages the acquisition of technical and human 
skills by the young students which equip them to make 
a successful star t in the audio-visual labour market. Of 
the 287 university or vocational training students that 
have carried out practical training or been taken on as 
interns in Mediaset España in 2013, a total of 59 were 
hired through temporary employment companies. 
That represents almost 21% of the total, in line with 
previous years. 
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Performance evaluation

The Performance Evaluation System, which covers 
around 25% of employees working in Group companies, 
allows the systematic, detailed analysis of activities and 
responsibilities undertaken during 2013, while defining 
future actions for developing the work teams. The 
process is carried out through a specific tool located 
on the Employee Portal, which enables the evaluation 
process to be completed more quickly and increases the 
reliability of historical data. In addition, the results are 
completely transparent.

Performance evaluations take place in December and 
January, including an improvements and observations 
section. Mid-year a follow-up meeting takes place 
each employee, in order to evaluation the correct 
implementation of the 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.

The evaluation measures a number of factors, of which 
the following are common to all categories:

•	 Proactivity	and	innovation.

•	 Adversity	management.

•	Team	work.

•	 Positive	thinking.	

The specific competencies associated with the 
measurement of the progress of technical employees 
area the following: 

•	 	Commercial	 vision	 and	 results	 orientation	 (only	
commercial executives).

•	 Efficiency	and	commitment.

The specific competencies associated with the 
measurement of the progress of senior and middle 
management are the following:

•	 Leadership	and	team	development.

•	 Objectives	orientation.

•	 Decision-making	capacities.	

Innovation, which is a critical factor in business 
development and is common to all professional 
categories, is evaluated for both technical staff and 
middle/senior manager. 

Technical staff, secretaries and middle managers of 
Publiespaña and Publimedia Gestión and the executives 
and commercial agents of Mediaset España have a bonus 
linked to job performance. Other personnel categories 
do not have variable remuneration of this type.

In the Publiespaña Group, the performance evaluation 
system has been adopted as part of its new organisational 
structure. In this way, certain personnel categories are 
evaluated on the basis of their dual reporting lines within 
the organisation, being evaluated by both their functional 
superior and their hierarchical superior.
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Occupational risk prevention

Mediaset España shows its commitment towards Health 
and Safety in the workplace through risk control in line 
with the policies and objectives laid down in this area. The 
main instrument that regulates these matters in Mediaset 
España is the Occupational Risk Prevention Plan. 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 management and presented to Risk Officers 
on the Health and Safety Committee, covers the period 
2010-2014.

In this respect, in 2013 the occupational risk prevention 
activities defined in the Prevention Plan were continued, 
to ensure compliance by the Company with the provisions 
of the Occupational Risk Prevention Law and the 
requirements laid down in the OHSAS 18.001 vocational 
risk prevention standard.

The Company thus complies with the provisions of 
increasingly demanding legislation and encourages 
good health and safety practices among employees. To 
implement the requirements of the OSHA certificate, 
the Group has also undertaken an internal and external 

audit in the health and safety at work area to assess its 
performance in this regard. These audits will be carried 
out annually. 

During 2013 the OHSAS 18.001 Risk Prevention 
System certificate was obtained, which certifies that the 
Health and Safety measures in place in the Company 
are developed within a structured management system 
which is efficiently integrated into the organisation. In 
addition, as established in that international standard, 
compliance of the defined policy is assured because the 
necessary control mechanisms have been implemented 
and the employees responsible for carrying them out 
have been appointed.

Based on the objectives set in the Prevention Plan, each 
year the Preventive Activity Planning is prepared which 
lays down the programmes and activities needed to 
achieved the Plan objectives. This planning is given to the 
Risk Officers at the start of the year and is revised on a 
quarterly basis. 

During 2013, 82% of the objectives set in the Plan for 
that year were achieved. The main objectives achieved 
include the obtention of the OHSAS 18.001 certificate, 
the approval of the new Emergency Plan at Villaviciosa, 

Employees subject to the Performance Evaluation System

Men Women
Total workforce 
at 31/12/2013

Percentage of 
total workforce

MEDIASET ESPAÑA (1) 67 38 1,066 3 10%

PUBLIESPAÑA (2)   64 112 178 99%

PUBLIMEDIA GESTIÓN (2) 7 11 19 95%

INTEGRACIÓN TRANSMEDIA (2) 8 20 29 97%

TOTAL GROUP MEDIASET ESPAÑA 146 181 1,292 25%

Data at 31 December 2013.

(1) Includes managers, heads of department and sales personnel.

(2) All staff are involved except for general managers.

(3) Includes all Group companies (employees and artists ) except Grupo Publiespaña.
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the performance of the Legal Occupational Risk 
Prevention Audit during the year, the implementation of 
the new Self Protection Plan at Fuencarral approved by 
the Spanish Civil Protection authority, the evaluation of 
the risk derived from the use of certain lamps in the 
illumination area and the evaluation of the risk due to 
electromagnetic radiation derived from the utilisation of 
wireless Internet networks. 

The Health and Safety Committee is the body respon-
sible for holding regular consultations on the company’s 
risk prevention performance. Its competencies include its 
involvement in the preparation, application and evaluation 
of risk prevention plans and programmes in the Company, 
and the promotion of initiatives concerning methods and 
procedures for the effective prevention of risks, propos-
ing improvements in conditions or corrections to existing 
weaknesses to Company management.

This committee is made up of the Risk Officers and 
representatives of the company and covers all activities 
and companies making up the Mediaset Group. In this 
way, regardless of whether or not the companies have 
a works committee, and therefore Risk Officers, the 
Health and Safety Committee covers all the Group’s 
companies. 

The Committee holds ordinary monthly meetings, but 
extraordinary meetings may also be called at the request 
of any representative or when some serious contingency 
arises such as a serious accident at work or situations 
involving imminent risk for employees that could require 
work to be temporarily suspended. The Committee 
presents an annual report on the Prevention Plan and the 
report and programme of the SPM.

Occupational Risk Prevention Training 

TRAINING PROGRAMMES PARTICIPANTS DURATION 
(hours)

TOTAL HOURS 
INCURRED

Occupational Risk Prevention Auditor Training 
OHSAS 18001 1 21 21

Safety management introduction workshop  
OHSAS 18001 1 10 10

Electricity risk training 9 4 36

Data display screens 41 10 410

Safety in lift platform operation 42 4 168

High elevation work safety 22 8 176

Total 116 821

Scope: Mediaset Group (includes both regular staff and workers contracted via temporary employment agencies).
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There has been a notable increase in the training  
provided to employees in 2013 in the Occupational 
Risk Prevention area, reflecting the relevance of the 
commitment to employees’ health assumed by the 
Group. So much so that training hours increased by 108% 
over the previous year and the number of participants  
rose by 142%.

As part of the security protocol, emergency drills have 
been carried out at the Fuencarral and Villaviciosa work 
centres, with the involvement of the local fire brigade. In 
addition, grounds of employees have been organised and 
trained to act in emergency situations, called emergency 
crews, made up of about 35 employees with specific 
training in the use of fire equipment and advanced facilities, 
with regular annual training. Likewise, evacuation and first-
aid teams have also been set up at the Company’s facilities.

Mediaset España encourages its employees to adopt 
healthy life-styles. Activities to promote the practice 
of sports, prevent and discourage smoking and alcohol 
consumption, prevent and manage stress, among others, 
have been planned. Some of these activities have been 
formalized in specific programmes such as the scheme 
to give up smoking which is free for all employees, or the 
maternity protection programme which includes a job 
evaluation adapted to the new situation and access to a 
reserved parking area, and other factors. 

Despite having implemented a comprehensive system 
of occupational risk prevention, the possibility always 
exists of undesired incidents materialising. In spite of 
having implemented all the prevention and control 
measures mentioned above, in 2013 the following 
incidents arose:

Absenteeism

 2011 2012 2013

Accident at work with sick leave (ALCB) 13 8 6

Accident on way to work 11 8 10

Common illness 318 293 279

Accidents not at work 9 3 6

Maternity and paternity leave 61 73 61

Occupational illness - - -

Fatalities - - -

Total days lost 13,911 14,752 12,350

      Men NA 3.903 3.783

      Women NA 10,849 8,567

NA: Not available.

Scope: Mediaset Group.
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Accidents rates

 2011 2012 2013

Frequency rate 5.45 3.17 2.47

Incidence rate 9.29 5.4 4.21

Seriousness rate 0.1 0.21 0.04

Scope: Mediaset Group.

I. Frequency  = No. ALCB x 1,000,000 / Hours worked x Average employees = 6 x 1,000,000 / 1,704 x 1,423 
= 6,000,000 / 2,424,792 = 2.47

I. Incidence  = No. ALCB x 1.000 / Average employees = 6 x 1,000 /1,423 = 4.21

I. Seriousness  = Days lost due to ALCB x 1,000 / Hours worked = 118 x 1,000 / 1,704 x 1,423  
= 546,000 / 2,424,792 = 0.04

Note: To calculate accident rates, the number of employees contributing to the Social Security during the month is used on a monthly basis.  
Differs from average number of employees because it only covers the number of workers under contract in each Group company at the end of 
the month.
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This is evidenced by the fact that in the US equity 
markets, the technology indices (Nasdaq100 and Nasdaq 
composite) have hit new 13-year maximums while in the 
traditional indices (S&P500 y DowJones), all-time records 
have been achieved. The key date for the Dow Jones was 
5 March, when it passed the threshold of 14,165 points, 
this being level on which it closed on 9 October 2007 
shortly before the sub-prime crisis erupted. For their part, 
the technology indices have not managed to surpass the 
records set during the dotcom boom in the last decade, 
but despite that they have risen by over 30%.

 
2013 was a positive year in the equities markets around the world. Various social and 
economic factors have driven growth in the main economies, and the year stands out 
as the first in which consistent growth figures have been posted following the years of 
economic crisis. Some of the factors that have contributed to this economic consolidation 
are the expansive policies followed in America, fostered by the Federal Reserve (“Fed”), 
and the various initiatives led by the European Union in search of a common banking 
system with sounder, safer foundations. 
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Trends in US Stock Market Indices in 2013

Source: Bloomberg.

The Fed’s stimulus measures, together with the efforts 
of the European Central Bank, have had a positive 
influence on the European stock markets as well. In 
Europe, the German Dax Xetra ended the year with an 
annual increase of 25.48, the French Cac40 climbed by 
17.99% to the highest level since 2008, the Italian FTSE 
Mib rose by 16.56% and the UK FTSE100 improved by 
14.43% hitting the highest levels since 1999. It should also 
be noted that the European risk premiums decreased 

significantly, particularly in the peripheral nations such as 
Spain and Italy. 

In Asia the Japanese stock exchange also ended the year 
on a high note thanks to the measures taken to stimulate 
the economy by the Bank of Japan towards the end of the 
year. This helped the Nikkei to rise by 56.72%, the best 
improvement since 1972.
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Month by month during 2013 the US stock exchanges 
were influenced by the Federal Reserve’s expansive 
monetary policy. The Fed maintained its stimulus plan 
throughout the entire year while purchasing treasury 
bonds and mortgage instruments worth USD 85,000 

million, thereby encouraging investors. In addition, during 
2013 there was a 72% rise in public offerings, and 
therefore it can be regarded as an excellent year for 
stock-exchange launches.
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Spain’s most salient index, the IBEX35, rose 21.4% overall 
in 2013, the second-best performance by any European 
index and its best year since 2009, after three consecutive 
years of losses. It ended the year on 9,916.7 points, just 
short of the psychological 10,000 barrier. Only four stocks 
ended the year on a loss, while another four saw their 
prices improve by over 100%. The overall capitalisation 
of the Ibex35 at end-2013 was €516,088 million, a rise 
of €117,500 million in the year. In parallel, and as another 
significant example of the economic improvement, Spain’s 
risk premium fell by around 176 points from 398 at the 
beginning of the year to 222.24 base points at the year 

end, in relation to the interest rate offered by German 
bonds. 

2013 will also be remembered as the year of the 
reactivation of the stock markets, after two years of low 
volumes of transactions. The end of the veto on short 
positions on 31 January helped to boost trading. Over 48 
million trades in the year means a rise of 18% compared 
with 2012. In 2013 over 200,000 million securities were 
traded (almost 1% more than in 2012), with a total 
volume of €702,000 million.

Performance of the Ibex35 in 2013

Fuente: Bloomberg.

Evolution of International Stock Market Indices in 2013

Source: Bloomberg.
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Concerning the performance of Mediaset España’s shares, 
we are in a position to confirm that the progressive 
improvement in the Spanish economy has been reflected 
in the share price, with rise of 64.81% (the best annual 
increase in the company’s history). This means that it is 
the sixth best performing stock for the period in the 
IBEX35. The increase in stock market capitalisation has 
been €1,343 million, attaining a value of €3,413 million at 
end-2013. 

The maximum price of the share during the year 
was €9.40, achieved on 21 October, while the lowest 

price was €5.03, recorded on 7 February. The average 
number of shares traded in per day was 1,551,889, 
while the average annual daily volume was €10,773,202. 
The most active broker during the year in terms of net 
purchases was Morgan Stanley, with 5,145,030 shares, 
while the main net seller was Bankia with 2,324,792 
shares. 

The total volume traded in 2013 was €2,747.17 million 
(an increase of 37.1% compared with the figure of 
€2,004.11 in 2012). The average volume traded in 2013 
was €228.93 million, against €167.01 million in 2012.

Mediaset España share performance in 2013 

Source: Bloomberg. 

Source: Bloomberg.
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Increase in stock market quotations of main European media groups in 2013

The stabilisation and improvement in advertising trends 
in the European markets has eased the constant tension 

on the media industry indices, which have achieved 
accumulated annual increases in excess of 40%.

In the media group market capitalisation ranking, 
Mediaset España is number one in Spain with a 
capitalisation three times greater than Atresmedia, 

larger than all the Spanish groups taken together and 
fourth on a European level behind media companies 
ITV, Prosieben and Mediaset SpA. 

Source: Bloomberg.
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Shareholder structure

The Mediaset España Group’s shareholder structure has 
not changed at 31 December 2013 with respect to the 
previous year, Mediaset SpA (41.6%) being the majority 
shareholder and the Prisa Group being the second 
principal shareholder (17.3%). Capital is distributed  
as follows:

Treasury shares have decreased compared with the 
previous year by around 0.17% to 1.37% of the Company’s 
share capital due to the execution the stock options 
included in the compensation plans. The remaining 39.8% 
is free-float listed capital with a mainly international 
investor profile. 

Stakeholders relations

Investor Relations Management and the Shareholder Office 
of Mediaset España play a significant role in maintaining 
fluid relations with both institutional and private investors. 
There are also permanent communication channels 
with stock-market analysts and the main players in the 
international markets. 

The Company follows the guidelines laid down for quoted 
companies by the regulator, in this case the National 
Securities Market Commission, providing quarterly 
reports to investors concerning the Company’s results 
through a triple channel. In this way, on the one hand 
the Company provides the quarterly income reports 

remitted to the CNMV which are published on the 
corporate website –www.mediaset.es/inversores/es–, in 
Spanish and English, and informs all investors and analysts 
who so request by email. 

Likewise, as part of the events related to the presentation 
of its annual results, the Company offers the possibility of 
following them in real time by conference call or webcast. 
These procedures offer stakeholders the opportunity to 
interact and raise all questions and matters they consider 
relevant. These events are recorded and stored, and are 
available through the Mediaset España web site until the 
following period’s events.

Complementary to the regular quarterly and annual 
reports mentioned above, during 2013 Mediaset España 
has reported, through the procedure for “relevant 
events” notified to the CNMV, the most relevant matters 
affecting the share price which need to be known 
by shareholders and investors. At the same time, the 
investor communications policy has been maintained and 
conferences, roadshows and meetings have been held 
with all investors interested in keeping in contact with 
the Company. 

Based on the activity reports by the departments 
responsible for relations with shareholders and investors, 
it may be concluded that 2013 was a period of growth 
in their activities which reflects greater interest on the 
part of investors and an improvement in the fluidity 
of communications between the Company and its 
stakeholders. 

In this connection, the Company has taken part in 
17 conferences held in Spain, the UK, France and the 
USA, devoted to media groups and companies in Spain 
and Portugal. Additionally, the Company has organised 
nine working breakfasts with Spanish investors, four 
roadshows with potential investors in the UK (London 
and Edinburgh), France (Paris) and the US (New York, 
Boston, Denver, Los Angeles and San Francisco), which is 
more than double the number of days and cities visited 
in 2012. 

Meetings with institutional investors, either presentially or 
via conference call, have increased during the period to 
295 meetings, a rise of 100 meetings compared with the 
previous year. This has led to direct contact with over 760 
investment companies, representing an increase of 80% 
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compared with 2012. Additionally, numerous meetings 
and conference calls have been held with analysts from 
the various brokers that cover the Company. 

The Company has regularly updated its website 
with specific areas offering relevant information for 
shareholders and investors, and an effort has been made 
to widen the variety of services and information offered 
to the public.

With regard to the attention offered by Mediaset 
España to minority shareholders, it is noteworthy 
that communication has been maintained with these 
shareholders during the year either by telephone calls 
or by email. Most of the questions raised by minority 
shareholders concern the payment of dividends, holding 
of general meetings and the Company’s share price. In 
quantitative terms, every month an average of 150 emails 
and 100 telephone calls are received, which are dealt with 
by the Shareholders Office.

Economic and financial performance

Consolidated statements of financial position  
(€ million)

 2011 2012 2013

NON-CURRENT 
ASSETS

1,542.170 1,454.909 1,384.686

CURRENT  
ASSETS

417,252 312.260 349.920

TOTAL ASSETS 1,959.422 1,767.169 1,734.606

 2011 2012 2013

EQUITY 1,425.836 1,420.899 1,431.376

NON-CURRENT 
LIABILITIES

34.894 31.164 20.447

CURRENT  
LIABILITIES

498.692 315.106 282.784

TOTAL  
LIABILITIES

1,959.422 1,767.169 1,734.607
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Summary of separate consolidated income statement (€ million)

 2011 2012 2013

Total net operating income 1,009.3 886.7 826.8

Operating costs 844.8 837.9 756.6

Operating profits 164.5 48.8 70.2

Profit/(loss) before taxes and minority interests 151.1 52.3 -2.3

Net profit/(loss), Group (1) 110.5 50.1 4.2

(1) Attributable to the Parent Company’s shareholders.

Economic value generated and distributed (€ million)

2011 2012 2013

1. Economic value generated 1,009.3 886.7 826.8

2. Economic value distributed

a. Operating costs 844.8 837.9 756.6

b. Taxes and minority interests 40.6 2.2 -6.4

c. Donations and community investments 3.3 3.9  8.1

Total economic value distributed 888.7 844.0 758.3

3. Economic value retained (1) 120.6 42.7 68.5

(1) Economic value retained = economic value generated - economic value distributed.
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Operating income and expenses (€ million)

 Income 2011 2012 2013

Group advertising revenues 947,482 806,714 766,560

Other advertising revenues 1,182 519 1,737

Provision of services 21,554 53,662 40,715

Other 14,684 11,941 9,813

Other operating income 24,428 13,891 7,995

Total 1,009,330 886,727 826,819

 Operating expenses 2011 2012 2013

Decrease in finished goods and work in progress -8 1,766 1,304

Raw materials and consumables 256,895 305,693 270,346

Personnel expenses 116,603 109,256 104,850

Audio-visual rights consumed 227,680 210,469 173,927

Depreciation/amortisation 14,861 15,929 18,076

Change in working capital provision 801 213 -1,055

Other expenses 227,969 194,598 189,200

Total operating charges 844,801 837,924 756,647
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The main commitments made by the company, which 
are included in its Environmental Policy, are as follows: 

•   Compliance with environmental statutory regulations 
and any other requirement binding on the Company, 
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 through 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, at the 
same time, ensuring 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 
company. 

To ensure the effective implementation of these objec-
tives, Mediaset Spain adopts measures and production 
techniques aimed at ensuring that its activity is devel-
oped in the most sustainable way possible, both within 
and outside its facilities. 

 
Mediaset España does not generate significant environmental impacts in the course of 
its direct business, although some environmental impact occurs collaterally as a result  
of the use of scarce natural resources and generation of waste to be treated or 
recycled.  In this respect, the company is committed to carrying out its activity in an 
environmentally sustainable manner, making efficient use of natural resources and 
performing responsible management of the waste generated, as well as minimizing the 
impact on the environment at the sites where it operates, on both a permanent and 
occasional basis. 

PERFORMANCE

ENVIRONMENTAL PERFORMANCE

Audiovisual Business 

Advertising Business 

Workforce

Shareholder Value 

Environmental Performance

Other Performance Indicators 
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The main facilities are the offices and studios in 
Fuencarral and Villaviciosa, in the Madrid region. The 
Fuencarral facilities are the largest, receiving a daily 
influx of approximately 2,500 people. Energy efficient 
lighting is used at the Company’s facilities, sets are 
reused and recording sets are air conditioned in a 
balanced manner.

Similarly, in relation to the productions carried out 
outside the Company facilities, Mediaset España takes 
into account a number of factors to ensure that they are 
conducted in a sustainable manner. Among other issues, 
the Company ensures that the lowest possible number 
of persons are transported, collective, low-contamination 
transport resources are used and the necessary steps are 
taken to preserve the natural habitats where productions 
are carried out1.

1 The possible environmental impact of its productions on natural landscapes or those particularly sensitive to environmental impact are dealt with in the 
Supply Chain Management section of this report.

CONSUMPTION 

Consumption of water, energy and materials: 

 2011 2012 2013 Variation 2012-13

Water (m3) 24,669   23,210     25,773   11.04%

Electricity (GJ) 63,599   62,515   62,379 -0.22%

Diesel (GJ)       72     246       121 -50.74%

Propane (GJ)      642       664         120   -81.96%

Gas Natural (GJ)   1,124   1,692      4,269   152.30%

Paper (kg) 14,266   23,083 *  19,533   -15.38%

Bateries (kg)  2,884    2,666    2,794   4.80%

Toner (units)    409       283       492   73.85%

Tapes, DVDs, CDs (kg) 7,507   7,079      5,698   -19.51%

Scope: Mediaset España, except the offices of Publiespaña in Barcelona and Alicante. 
Legend: m3 = cubic metres; GJ = Gigajoule; kg = kilogrammes.
* Correction of the data reported the previous year.
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Indirect energy consumption by source: 

 Spanish electricity mix* Consumption 2013 (GJ)

Coal 12.65% 7,890

Diesel 6.46% 4,027

Gas 36.56% 22,809

Biomass 0.91% 566

Waste 0.52% 323

Nuclear 17.96% 11,200

Hydraulic 9.92% 6,191

Solar photovoltaic 2.05% 1,278

Solar Thermal 0.01% 5

Wind 12.85% 8,019

Other 0.12% 72

Total production 100.00% 62,379

* Source: Generation in the electrical system by source (latest data published by the International Energy Agency, 2009).

Note: 140,812 GJ of primary energy were used for the production of the electricity consumed by the Company in 2013.

In mid-2013, the Mediaset España Works’ Committee 
reinforced the messages sent to staff about the need for 
their involvement in the rational use of natural resources, 
especially in regard to energy and material consumption, 
providing some basic recommendations to this end for 
the performance of their day-to-day activities.

During 2013 there has been a slight increase in water 
consumption compared with the previous year. This 
increase is caused by the gradual occupation of the floors 
of the new building (around 80% has been occupied), 
which has led to increased consumption of water in the 
automatic filling of the air-conditioning facilities or in its 
use for cleaning, among other uses. 

In addition, the large-scale production of the “La 
Voz” programme in Villaviciosa led to an increase in 
resource consumption. This production, which began in 
July, required the use of two sets and a large number 
of facilities including dressing rooms, in addition to 
vending machines that use water for cooling and an 
increased use of water for cleaning purposes, among 
other factors.

During 2013, Mediaset España has continued to 
implement measures to reduce electricity consumption. 
In this connection, it has continued to replace fluorescent 
lamps, halogen and incandescent lighting by other cold, 
LED or low consumption/high performance lighting. It 
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has also replaced the illuminated signs installed on the 
building’s facade in Villaviciosa, incorporating LED lamps. 
Overall, these measures have reduced the Company’s 
energy consumption by 217,053 kWh per 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” in recordings. In addition, the 
solar panels installed in the new building have a total 
installed power of 10·5 kW which directly feeds the 
installations.

While energy saving measures have been maintained and 
encouraged throughout the year, the level of electricity 
consumption has remained almost identical to the 
previous year. This is due to greater higher production 
activity at the facilities, resulting in an increased energy 
demand which has offset the savings achieved by the 
measures implemented.

Regarding of diesel and propane gas consumption, 
there has been a sharp decline in 2013 compared with 
the previous year mainly due to the replacement of 
these fuels with natural gas in the kitchen facilities. In 
addition, diesel consumption increased in 2012 due 

to the large number of tests required to star t up and 
adjust the back-up power generator installed for the 
new building. 

The Company’s natural gas consumption has increased 
considerably in 2013, primarily due to the heat generation 
system at the new building which involves a system of 
natural gas heaters and also to the utilisation of natural 
gas at the studio kitchens.

The regular stationary supplier holds the ISO 9001, ISO 
14001 and OHSAS 18001 certificates. Toner suppliers 
hold the ISO 9001 and ISO 14001 certificates.

Consumption of tapes, discs and other recording storage 
materials declined significantly in 2013. This reduction 
is mainly due to two reasons: firstly, in 2013 the quality 
control over Boing programmes was handled directly by 
the distributor, delivering the required quality material 
for broadcast; Secondly, production of the “La que se 
avecina” series, which required a large consumption of 
such materials, was outsourced.



CORPORATE RESPONSIBILITY REPORT 2013

149

WASTE 

In the normal course of business, Mediaset España 
generates a certain volume of waste. In compliance with 
regulations governing hazardous and non-hazardous 
waste, the Company delivers waste to an authorised 
waste management company in suitable condition.

In this respect, electrical and electronic equipment are 
managed by Recyberica; waste from used fluorescent 
lamps and are managed through the AMBILAMP and 
Recyberica Associations, and paper, batteries and digital 
media are recycled through Reisswolf. 

Waste from electrical and electronic equipment is 
managed through the technical warehouse. All current 
technical equipment is acquired subject to the “Restriction 
of Hazardous Substances Directive” (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 cafeteria/canteen 
area where it is separated by cafeteria personnel (organic, 
plastic containers, glass), this being the only common area 
where food may be consumed. 

Employees separate paper, batteries, tapes etc. by 
depositing them in specific containers around in the 
Company’s facilities. 

Waste managed (kg)

2011 2012 2013 Variation 2012-2013

Paper/board Non hazardous 90,440 126,420 81,120 -35.83%

Tapes Non hazardous 10,897 7,550 14,110 86.89%

Batteries Hazardous 5,238 3,600 2,900 -19.44%

Waste electronic and electrical 
equipment

Non hazardous 9,482 6,780 6,227 -8.16%

Waste from paint, aerosols and 
contaminated metallic/plastic 
containers

Hazardous 1,128 324 433 33.64%

Other: lamps and tubes Hazardous N/A N/A 563 -

Others: oils and combustibles Hazardous N/A 1,229 0 -100.00%

Other. Glass Non hazardous N/A 540 0 -100.00%

Total waste managed:  117,185 146,443 104,920 -28.35%

 Total hazardous waste  6,366 5,153 3,463 -32.80%

 Total non-hazardous waste  110,819 141,290 101,457 -28.19%

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. 
Note: No oils, combustible or glass waste was collected during 2013.
N/A = not available.
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In 2013 a large-scale elimination of digital media (used 
tapes, DVDs and CDs) was carried out. The material 
was delivered for processing to the authorised manager 
Reisswolf.

In addition, 162 cell phones were collected and donated 
to the Stop Sanfilippo foundation to contribute to the 
funding of its projects.

SEWAGE 

In the course of its business, Mediaset España consumes 
water from the public network and once it is used it enters 
the urban sewage system for treatment and purification.

The degree of contamination of the waste emitted by the 
Company into the sewage system is similar to household 
waste, though in larger volumes.

EMISSIONS

Mediaset España’s commitment with regard to the 
development of a sustainable activity also includes the 
management of emissions of the greenhouse gases 
(GHGs) it generates and the actions taken to reduce 
them. As well as quantifying all the emissions the 
Company publishes this data, demonstrating its level of 
awareness in this area. For several years the Company 
has been reporting this information on the basis of the 
Greenhouse Gas Protocol Corporate Standard of the World 
Business Council for Sustainable Development (WBCSD) 
and the World Resources Institute (WRI)2. 

This standard provides a series of tools to help 
companies calculate their atmospheric emissions from 
different perspectives (electricity consumed, business 
traveling, etc.) which are generated in course of business 
over the year.

 

2 For more detailed information see www.ghgprotocol.org.

Atmospheric emissions (tn CO
2
 equivalent)

 2011 2012 2013 Variation

CO
2
 of energy consumed by fuel (1) 109.13 155.47 256.67 65%

CO
2
 derived from electricity consumption (2) 6,889.93 5,658.94 5,646.62 0%

CO
2
 derived from air transport (3) 521.63 710.36 568.43 -20%

CO
2
 derived from overland transport (3) 1,813.66 1,829.18 2,216.60 21%

Leased vehicles (4) 84.10 70.51 571.88

Collective transport (5) 111.90 110.13 110.57

Vehicles not owned by the Company 1,516.80 1,454.75 1,372.34

Rail transport 100.85 193.80 161.82 -17%

Scope: 
Emissions derived from fuels and electricity: Mediaset España, except the offices of Publiespaña in Barcelona and Alicante.
Emission derived from transport: Mediaset España, Telecinco Cinema and the offices of Publiespaña in Barcelona, Alicante, Bilbao and Seville. 
(1) 2006 IPCC Guidelines for National Greenhouse Gas Inventories. 
(2) Emission factors for Spain’ s electricity mix. 
(3) Mobile Combustion GHG Emissions Calculation Tool. Release 2.0. 
(4) Pertains to leased vehicles or rental cars with a driver, comparable to own vehicles for the purpose of calculating emissions of greenhouse gases. The figure 
for kilometres travelled by the fleet has changed from the previous year : until 2012, the number of km per year for each rental vehicle was taken into account. 
For 2013, the km actually travelled by each car on an annual basis have been taken into consideration. In addition, the services contracted annually to transport 
certain attendees to programmes have been added to the km driven.
(5) Bus for employees.
Note: tn = tonnes.

http://www.ghgprotocol.org./
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The most significant changes are due to emissions 
resulting from the increased use of fuels for heating 
buildings due to the increased floor area with a high level 
of occupation, and more accurate information on land 
travel using company cars. 

Other contaminating emissions from consumed 
electricity (tn):

 2011 2012 2013 Change

SOx 14.70 14.47 14.421 0%

NOx 8.00 7.93 7.734 -2%

Particles 0.61 0.60 0.597 0%

CO 2.97 2.94 2.874 -2%

COVNM 0.06 0.07 0.058 -17%

Source: EMEP/EEA air pollutant emission inventory guidebook- 2009.
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4. Relates to assistance received for film co-production activities.

5.  Only advertisers with investment in any Mediaset España channel have been taken into 
account.

6. Relates to web access of Telecinco, Cuatro, Divinity and Mitele.

7. Source: Oficina de la Justificación de la Difusión (OJD).

8. Average number of web users a day: 

2011 2012 2013

Total net revenue  
(thousand euro) 1,009.33 886.73 826.8

Profit/ net revenue 16.3% 5.5% 8.5%

Adjusted EBITDA  
(thousand euro) 180.19 64.94 87.19

Adjusted EBITDA / 
net revenue 17.85% 7.3% 10.5%

Net financial position  
(thousand euro) 26.45 73.72 93.48

Origin-based tax paid  
(thousand euro) 38.48 2.79 -6.18

Government financial assistance 
(euro)4 511,530 0 2,176,553

Community donations (euro) 57,241 219,921 106,204

Content producers 43 24 35

Programmes generated 124 78 46

Acquisition contracts for  
third- party production 88 66 113

Investment in environmental 
improvement (euro) 76,215 0 0

Advertiser number 5 790 834 831

Web access number 6 and 7 418,991,481 595,199,432 657,346,884

Daily web user average 5 and 8 1,249,023

AVERAGE 
USER/DAY

TELECINCO.ES CUATRO.COM DIVINITY.ES MITELE

2013 1,108,761 180,192 87,773 277,894

2012 659,224 135,873 62,471 195,450

OTHERS 
PERFORMANCE 
INDICATORS

ECONOMICS 
HIGHLIGHTS
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 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.  Data correction of figures published in 2012 Key Performance Indicators table, considering the information reported in 2012 Corporate 
Responsibility Report, chapter “Our Team” (pages 133-134).

11.  Relates to employees with performance assessment of Mediaset España, Publiespaña, Publimedia Gestión and Integración Transmedia.

12. Data correction of previous year information.

2011 2012 2013

Programmes with a social content (broadcast numbers) 2,190 2,562 2,920

Assignment of advertising slots supporting social causes (euro)9 5,505,485 3,677,632 7,985,375

Investment in training (euro) 381,296 360,054 282,906

Hours of training per employee 17.58 10.07 10.97

Training actions in skills 7 10 22 10 7

Transversal training actions 15 10 34 10 26

Employees with performance assessment11 25.47% 25% 25.31%

2011 2012 2013

Paper consumption (kg) 14,266 23,08312 19,533

Printer toner and cartridge consumption (units) 409 283 492

Battery consumption (kg) 2,884 2,666 2,794

Electric and electronic devices consumption NA NA NA

Waste generated (kg) 117,185 146,443 104,920

Water consumption (m3) 24,669 23,210 25,773

Electricity consumption (GJ) 63,599 62,515 62,379

Diesel consumption (GJ)) 72 246 121

Propane gas consumption (GJ) 642 664 120

Natural gas consumption (GJ) 1,124 1,692 4,269

Greenhouse gas emissions (Tn) 9,334 8,354 8,688

SOCIAL 
DIMENSION

ENVIRONMENTAL 
DIMENSION

153
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This Report is the ninth annual document published by 
Mediaset España and which has been verified for the sixth 
year by an external auditor, aims to report on the Group’s 
Corporate Responsibility Commitments for the period 1 
January to 31 December 2013.

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.

SCOPE

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 
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, management approaches 

and indicators involved. If a core indicator is omitted, the 
reason for its omission is explained, taking into account 
the principle of materiality in each case.

In addition, Mediaset España has taken its first steps to 
adapt its Report to the International Integrated Reporting 
Framework published on December 9th 2013.

Therefore, the company has introduced specific content 
related to the principal elements of reporting in this 
Corporate Responsibility Report.

http://www.telecinco.es/inversores/es/
http://www.telecinco.es/inversores/es/
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Mediaset España values and encourages stakeholder 
engagement, making available to them a specific 
communication channel for their comments, concerns 
and information requirements and to obtain feedback on 
the issues addressed in this and other reports considered 
relevant from a sustainability perspective

 

The channel that may be used is: 

Dirección General Corporativa

Carretera de Fuencarral a Alcobendas, 4

28049- Madrid

rc@telecinco.es

As for previous editions, the Report’s preparation was 
coordinated by General Corporate Management with 
the involvement of various areas. 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.

CONTENT DEVELOPMENT PROCESS

DIALOGUE

mailto:rc@telecinco.es
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GRI CONTENT INDEX 

1. Strategy and Analysis Reporting level Page

1.1 Statement from the most senior decision-maker of the organization. Complete 6-7

1.2 Description of key impacts, risks, and opportunities. Complete 6-9

2. Organizational Perfil Reporting level Page

2.1 Name of the organization. Complete 11

2.2 Primary brands, products, and/or services. Complete
11-17;

61

2.3
Operational structure of the organization, including main divisions, operating 
companies, subsidiaries, and joint ventures.

Complete 12-17

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

2.6 Nature of ownership and legal form (key sector supplement content). Complete 11

2.7
Markets served (including geographic breakdown, sectors served, and types of 
customers/beneficiaries).

Complete 11-17

2.8 Scale of the reporting organization. Complete
60;

152-153

2.9
Significant changes during the reporting period regarding size, structure, or 
ownership.

Complete 13-17

2.10 Awards received in the reporting period. Complete 97-98

3. Report Parameters Reporting level Page

Report Profile

3.1 Reporting period (e.g., fiscal/calendar year) for information provided. Complete 155

3.2 Date of most recent previous report (if any). Complete 155

3.3 Reporting cycle (annual, biennial, etc.) Complete 155

3.4 Contact point for questions regarding the report or its contents. Complete 156
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Report Scope and Boundary

3.5 Process for defining report content. Complete 156

3.6
Boundary of the report (e.g., countries, divisions, subsidiaries, leased facilities, joint 
ventures, suppliers). See GRI Boundary Protocol for further guidance.

Complete 155

3.7
State any specific limitations on the scope or boundary of the report (see 
completeness principle for explanation of scope).

Complete 155-156

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 155-156

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 155-156

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 CC.AA

3.11
Significant changes from previous reporting periods in the scope, boundary, or 
measurement methods applied in the report.

Complete 155

3.12 Table identifying the location of the Standard Disclosures in the report. Complete 160

3.13
Policy and current practice with regard to seeking external assurance for the 
report.

Complete 157-159

4. Governance, Commitments, and Engagement Reporting level 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 (key sector supplement content).

Complete 20-22

4.2
Indicate whether the Chair of the highest governance body is also an executive 
officer.

Complete CGAR

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

4.4
Mechanisms for shareholders and employees to provide recommendations or 
direction to the highest governance body.

Complete CGAR

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
25;  

CGAR

4.6
Processes in place for the highest governance body to ensure conflicts of interest 
are avoided (key sector supplement content).

Complete 29

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

(Continue)
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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 (key sector supplement content).

Complete
27-31
38-40
43-45

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 CGAR

4.10
Processes for evaluating the highest governance body's own performance, 
particularly with respect to economic, environmental, and social performance.

Complete CGAR

Commitment to External Initiatives

4.11
Explanation of whether and how the precautionary approach or principle is 
addressed by the organization.

Complete 26-31

4.12
Externally developed economic, environmental, and social charters, principles, or 
other initiatives to which the organization subscribes or endorses.

Complete 50-51

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 50-51

Stakeholder Engagement

4.14 List of stakeholder groups engaged by the organization. Complete 46-47

4.15 Basis for identification and selection of stakeholders with whom to engage. Complete 46-47

4.16
Approaches to stakeholder engagement, including frequency of engagement by 
type and by stakeholder group.

Partial 46-47

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 156
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Economic Performance Indicators Reporting level 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
60;
143; 

152-153

EC2
Financial implications and other risks and opportunities for the organization's 
activities due to climate change.

Complete Note

EC3 Coverage of the organization's defined benefit plan obligations. Complete Note

EC4
Significant financial assistance received from government (key sector supplement 
content).

Complete 152

M1 Significant funding and other support received from non-governmental sources Complete Note

Market Presence

EC5
Range of ratios of standard entry level wage by gender compared to local 
minimum wage at significant locations of operation.

Complete Note

EC6
Policy, practices, and proportion of spending on locally-based suppliers at 
significant locations of operation.

Complete 34

EC7
Procedures for local hiring and proportion of senior management hired from the 
local community at significant locations of operation.

Complete Note

Indirect ecocomics impacts

EC8
Development and impact of infrastructure investments and services provided 
primarily for public benefit through commercial, in-kind, or pro bono 
engagement (key sector supplement content).

Complete
41-42; 
107

EC9
Understanding and describing significant indirect economic impacts, including the 
extent of impacts.

Partial
61-92;
94-97
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Environmental Performance Indicators Reporting level Page

Materials

EN1 Materials used by weight or volume (key sector supplement content). Complete 146

EN2 Percentage of materials used that are recycled input materials. Complete Note

Energy

EN3 Direct energy consumption by primary energy source. Complete 146

EN4 Indirect energy consumption by primary source. Complete 147

EN5 Energy saved due to conservation and efficiency improvements. Complete 147-148

EN6
Initiatives to provide energy-efficient or renewable energy based products and 
services, and reductions in energy requirements as a result of these initiatives (key 
sector supplement content).

Complete 146-148

EN7 Initiatives to reduce indirect energy consumption and reductions achieved. Complete 146-148

Water

EN8 Total water withdrawal by source. Complete Note

EN9 Water sources significantly affected by withdrawal of water. Complete Note

EN10 Percentage and total volume of water recycled and reused. Complete Note

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 Note

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 Note

EN13 Habitats protected or restored. Not reported

EN14 Strategies, current actions, and future plans for managing impacts on biodiversity. Partial 35-37

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 150

EN17 Other relevant indirect greenhouse gas emissions by weight. Complete 151

EN18
Initiatives to reduce greenhouse gas emissions and reductions achieved (key 
sector supplement content).

Complete 146-148

EN19 Emissions of ozone-depleting substances by weight. Complete 150

EN20 NOx, SOx, and other significant air emissions by type and weight. Complete 151

EN21 Total water discharge by quality and destination. Complete 150

(Continue)
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EN22
Total weight of waste by type and disposal method (key sector supplement 
content).

Complete 149

EN23 Total number and volume of significant spills. Complete Note

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 Note

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 Note

Products and services

EN26
Initiatives to mitigate environmental impacts of products and services, and extent 
of impact mitigation (key sector supplement content).

Complete 145-150

EN27
Percentage of products sold and their packaging materials that are reclaimed by 
category.

Complete Note

Compliance

EN28
Monetary value of significant fines and total number of non-monetary sanctions 
for non-compliance with environmental laws and regulations.

Complete Note

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 Note

EN30 Total environmental protection expenditures and investments by type. Complete 153
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Social: Labor Practices and Decent Work Indicators Reporting level Page

Employment

LA1
Total workforce by employment type, employment contract, and region, broken 
down by gender (key sector supplement content).

Complete 109-114

LA2
Total number and rate of new employee hires and employee turnover by age group, 
gender, and region.

Complete
109;
114

LA3
Benefits provided to full-time employees that are not provided to temporary or part-
time employees, by major operations.

Complete 123-126

LA15 Return to work and retention rates after parental leave, by gender. Complete 126

Labor/management relations

LA4 Percentage of employees covered by collective bargaining agreements. Complete 117

LA5
Minimum notice period(s) regarding significant operational changes, including 
whether it is specified in collective agreements.

Complete 118

Occupational health and safety

LA6
Percentage of total workforce represented in formal joint management-worker 
health and safety committees that help monitor and advise on occupational health 
and safety programs.

Complete 133

LA7
Rates of injury, occupational diseases, lost days, and absenteeism, and number of 
work-related fatalities by region and by gender (key sector supplement content).

Complete 134

LA8
Education, training, counseling, prevention, and risk-control programs in place 
to assist workforce members, their families, or community members regarding 
serious diseases(key sector supplement content)

Complete 132-134

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 (key sector supplement content).

Complete 128

LA11
Programs for skills management and lifelong learning that support the continued 
employability of employees and assist them in managing career endings.

Complete 128-129

LA12
Percentage of employees receiving regular performance and career development 
reviews, by gender.

Complete 132

Diversity and equal opportunity

LA13
Composition of governance bodies and breakdown of employees per employee 
category according to gender, age group, minority group membership, and other 
indicators of diversity.

Complete 111-114

Equal remuneration for women and men

LA14
Ratio of basic salary and remuneration of women to men by employee category, by 
significant locations of operation.

Complete Note
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Social: Human Rights Indicators Reporting level Page

Investments 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 Note

HR2
Percentage of significant suppliers, contractors and other business partners that have 
undergone human rights screening, and actions taken.

Complete Note

HR3(P)
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 (key sector supplement content).

Complete Note

Non-discrimination

HR4 Total number of incidents of discrimination and corrective actions taken. Complete 121

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.

Complete Note

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
30;  
34

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 34

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 31

Indigenous rights

HR9
Total number of incidents of violations involving rights of indigenous people and 
actions taken.

Complete Note

Assesment

HR10
Percentage and total number of operations that have been subject to human rights 
reviews and/or impact assessments (key sector supplement content).

Complete Note

Remediation

HR11
Number of grievances related to human rights filed, addressed and resolved through 
formal grievance mechanisms (key sector supplement content).

Complete Note
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Social: Society Indicators Reporting level Page

Local communities

SO1
Percentage of operations with implemented local community engagement, impact 
assessments, and development programs.

Complete Note

SO9 Operations with significant potential or actual negative impacts on local communities. Partial 34-37

SO10
Prevention and mitigation measures implemented in operations with significant 
potential or actual negative impacts on local communities.

Partial 35-37

Corruption

SO2 Percentage and total number of business units analyzed for risks related to corruption. Complete Note

SO3
Percentage of employees trained in organization's anti-corruption policies and 
procedures.

Partial Note

SO4 Actions taken in response to incidents of corruption. Complete Note

Public policy

SO5
Public policy positions and participation in public policy development and lobbying 
(key sector supplement content).

Complete 48-49

SO6
Total value of financial and in-kind contributions to political parties, politicians, and 
related institutions by country.

Complete Note

Anti-competitive behavior

SO7
Total number of legal actions for anti-competitive behavior, anti-trust, and monopoly 
practices and their outcomes.

Complete Note

Compliance

SO8
Monetary value of significant fines and total number of non-monetary sanctions for non-
compliance with laws and regulations.

Complete Note
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Product Responsibility Performance Indicators Reporting level Page

Content creation

M2 Methodology for assessing and monitoring adherence to content creation values. Complete 38-40

M3 Actions taken to improve adherence to content creation values, and results obtained. Complete 38-40

Content disemination

M4
Actions taken to improve performance in relation to content dissemination issues 
(accessibility and protection of vulnerable audiences and informed decision making) and 
results obtained.

Complete 38-42

M5
Number and nature of responses (feedback/complaints) related to content dissemination, 
including protection of vulnerable audiences and informed decision making and accessibility, 
and processes for addressing these responses.

Not reported Note

Audience interaction

M6 Methods to interact with audiences and results. Partial 86

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.

Complete Note

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.

Partial Note

Corruption

PR3
Type of product and service information required by procedures and percentage of 
significant products and services subject to such information requirements (key sector 
supplement content).

Partial 31

PR4
Total number of incidents of non-compliance with regulations and voluntary codes 
concerning product and service information and labeling, by type of outcomes.

Partial Note

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
27-31
43-45

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 (key sector supplement content).

Partial Note

(Continue)
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Media Literacy

M7
Actions taken to empower audiences through media literacy skills development and 
results obtained.

Partial 38-39

Customer privacy

PR8
Total number of substantiated complaints regarding breaches of customer privacy and 
losses of customer data.

Complete 33

Compliance

PR9
Monetary value of significant fines for non-compliance with laws and regulations 
concerning the provision and use of products and services.

Complete Note

Notes:
CGAR: Corporate Governance Annual Report 2013.

EXPLANATORY NOTES

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.

EN12 (P)
The possible impacts that might occur during the production of television contents are managed by Mediaset taking 
into consideration its minimization and always considering the strict compliance of current legislation. See “Sustainable 
Supply Chain Management”.

EN23(P) Given the nature of the Group’s activities, there is no risk of spills of hazardous substances.

EN24(A), 
EN25(A)

Immaterial indicator in view of the activities performed by Mediaset España. 

(Continue)
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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.

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”.

HR3(P)
Mediaset España does not provide specific employee training on human rights issues; notwithstanding it determines 
precise guidelines on responsible television content creation on that matter.

HR5(P) Mediaset España has not identified activities directly affecting the right of association or collective bargaining.

HR9(A) There are no incidents related to the violation of indigenous rights.

HR10(P) Mediaset España has no information systems in place enabling this information to be obtained.

HR11(P) In 2013 Mediaset España has received no grievances related to human rights.

LA 14(P) Collective agreements guarantee equality in payments between men and women that hold the same position. 

LA15(P) In all cases of parental leave, the employees have returned to work.

M1 (P) Mediaset España has not received any significant funding from non- governmental sources.

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 2013 there has been no need to take action in relation to incidents of corruption.

SO6 (P) Mediaset España has not given any financial or in-kind contribution to political parties, politicians, and related institutions.

SO7(A) In 2013 no action has been taken due to anti-competitive or monopoly practices.

SO8(P)
PR2 (A)
PR4(A)
PR7(P)
PR9(P)

During 2013 there have been 11 penalty proceedings that lead to a 2.770.008 euros cost against Mediaset España´s 
accounts.

M5(P)
The 8th report “Informe de Evaluación sobre la Aplicación del Código de Autorregulación de Contenidos Televisivos 
e Infancia” has not been released at the moment of this publication. Therefore, it is not possible to give information 
on this matter.

PR1 (P) Mediaset España fulfils all legal requirements in this respect and its action guidelines are set out Risk control systems. 
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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.

CO
2
 equivalent: International methodology for measuring 

greenhouse gas emissions used to establish the equivalence 
between heat retention of any gas of this type and that of 
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 indi-
viduals 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 exposure 
to the risk.

GJ: Gigajoule – energy measurement unit.



173

CORPORATE RESPONSIBILITY REPORT 2013

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 Develop-
ment (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
, CH4 (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 con-
tent once it has been published in the different forms of 
debate and participation available in web applications. 
If the published content is considered inappropriate, 
offensive or does not comply with the established con-
ditions 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 previously 
released program or film, or a local version of a series in a 
country other than the one in which it originated.

Rich media: Internet advertising term assigned to a web page 
that uses advanced technology such as on-demand video, 
program downloading with user interaction and advertising 
that changes when the user passes the cursor over it.

Roadshow: Technical, economic and commercial informa-
tion 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 
presentation in 1987 of the report “Our Common 
Future” by the World Commission on Environment 
and Development (Brundtland Commission) created 
by the UN, where it was defined as “development that 
meets the needs of the present without compromising 
the ability of future generations to meet their own 
needs”.

Target audience: Group of persons to which the channel 
addresses its advertising messages.

United Nations Global Compact: International: Ini-
tiative 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 fundamen-
tal values related to human rights, labour practices, the 
environment and the fight against corruption. Its pur-
pose is to foment the creation of a global corporate citi-
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zenship 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 

• Audiovisuals 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 

LaSiete 

Tel.: 91 396 63 00 

Fax: 91 396 62 23 

Email: fdf@telecinco.es 

telecinco2@telecinco.es
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Publiespaña 
Ctra. Fuencarral a Alcobendas, 4 
28049 Madrid 
Tel.: 91 395 90 00 
Fax: 91 395 90 10 
Web: www.publiesp.es 

Publimedia Gestión
Tel.: 91 212 83 00 
Fax: 91 212 83 01 
Web: www.publimediagestion.es 

Telecinco Cinema
Ctra. Fuencarral a Alcobendas, 4 
28049 Madrid 
Tel.: 91 396 63 00 
Fax: 91 396 61 82 
Web: www.telecinco.es/t5cinema/ 

Conecta 5
Ctra. Fuencarral a Alcobendas, 4 
28049 Madrid 
Tel.: 91 396 63 00 
Fax: 91 396 61 06 
Web: www.telecinco.es 

Mediacinco Cartera
Ctra. Fuencarral a Alcobendas, 4 
28049 Madrid 
Tel.: 91 396 63 00 
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