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Key achievements

1) Highest rating for one day since launch 2) Share of Red Arrow productions as % of commissioned spending in H1 2016 LTM  3) First month after launch
Note: All audience shares 9M 2016, all German TV households (German-speaking), A 14-49; Mon-Sun, 3-3 h 3

Stable ratings vs. 

previous sports years

Maintained lead

over key competitor 
Expanded channel family

Increased share

of Group production

Launched

new Channel Apps

æ
+3.5%

pts
27.8%

800k3)

downloads

Established top            

host couple

10%2)

Up to
0.3%1)
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Ratings are broadly in line with previous sports years é

1) Base for GER: All German TV households (GER+EU/German-speaking), A 14-49; Mon-Sun, 3-3 h; Source: AGF in cooperation with GfK/TV 
Scope/ProSiebenSat.1 TV Deutschland  2) Base for AT: A 12-49; Mon-Sun, 3-3 h, incl. P7 MAXX Austria and SAT.1 Gold Austria (from Jul 15, 
2014 onwards); Source: AGTT/GfK: Fernsehforschung/Reporting  3) Base for CH: GER-CH; A 15-49; Mon-Sun, 2-2 h, incl. ProSieben CH, 
Sat.1 CH and Kabel 1 CH in 2012, additionally incl. sixx CH in 2014 and P7 MAXX CH and SAT.1 Gold CH in 2014, incl. PULS 8 in 2015, 
change in CH measurement system in 2013; Source: Mediapulse TV-Panel 

| October 13, 2016 |

Switzerland3)

(A 15-49)

Austria2) 

(A 12-49)

Germany1)

(A 14-49)

Audience share 
[in %]

9M 2016

17.4

27.8

23.0

9M 2014

16.8

28.4

21.4

9M 2012

18.1

27.7

21.0

PULS 4 

with 

strongest 9M 

in channel 

history 

(4.2%)
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[9M, in %]

æ
+3.5%

pts

æ
+3.8%

pts

æ
+0.3%

pts

Sports year audience share comparison (A 14-49)

é and have developed better than RTL

Base: All German TV households, A 14-49, Mon-Sun, 3-3 h; RTL Mediengruppe since June 2016 incl. RTLplus; w/o RTL II minority; 
Source: AGF in cooperation with GfK/TV Scope/ProSiebenSat.1 TV Deutschland| October 13, 2016 |

2016

24.3

27.8

2014

28.4

24.6

2012

27.7

27.4
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[H1 2016, in %][9M 2016, in %]

24.3
27.8

33.5

42.4

Audience share (A 14-49)1) Share of advertising2)

We maintain our strong position in the German TV market é

1) Base: All German TV households (German-speaking), A 14-49, Mon-Sun, 3-3 h; RTL Mediengruppe since June 2016 incl. RTLplus; w/o    
RTL II minority; Source: AGF in cooperation with GfK/TV Scope/ProSiebenSat.1 TV Deutschland  2) Gross values; Source: Nielsen Media 
Research/SevenOne Media, Sales Steering & Market Insights

æ
+3.5%

pts

æ
+8.9%

pts
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é and expanded our channel brand family

1) Since launch September 22, 2016 (not part of the sum) 
Base: All German TV households (German-speaking), A 14-49; Mon-Sun, 3-3 h 
Source: AGF in cooperation with GfK/TV Scope/ProSiebenSat.1 TV Deutschland

A 14-59

A 14-39

A 14-49

F 14-39

F 40-64

M 14-39

M 40-64

× 27.8%

YOUNG

MALE

FEMALE

OLD

Further channel concepts under evaluation

Launch in

Q3 2016

Market shares 

9M 2016
Key target groups

8.6%

10.3%

5.1%

1.4%

1.4%

1.0%

0.2% New
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Our channel portfolio in Germany

1)


