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D ear stakeholder,  

First and foremost, out sustainability 

reporting for the year 2020 is marked by 

pride in being a company that exemplifies 

excellence and responsibility.  

These characteristics have allowed Mediaset 

in both Italy and Spain to face the most 

serious health emergency of the modern age 

with rapidity, determination and 

effectiveness, safeguarding its essential 

assets.  

These are, ab ove all, the people who work for 

the Group: the utmost protection was 

immediately guaranteed for employees, 

collaborators and suppliers, preparing 

appropriate monitoring and prevention tools.  

The television, radio and digital broadcasting 

offering based o n our content was at the 

same time ensured for our users (in their 

millions), in terms of information first and 

foremost, which we delivered in the same 

professional, timely and balanced manner as 

always. And guaranteeing this essential 

public service was not something that could 

be taken for granted when, at the most 

critical junctures, access to company 

premises was drastically limited.  

The current health crisis, unimaginable only a 

year ago with regard to intensity, speed of 

spread and geographical exte nt, seems only 

now, with the global launch of vaccination 

campaigns, to be moving with difficulty in the 

direction of resolution. But it is still bound to 

have an impact  å most likely profound  å on 

the lifestyles and habits of business 

organisations, worke rs, students and 

consumers of both goods and services and of 

media content. These are contexts in which 

the existing digital media processes have 

accelerated.  

Mediasetês response to the emergency 

followed precise directives:  

1. Our Group dealt with the eme rgency in a 

prompt, rigorous and disciplined manner, 

applying and adapting to the situation 

guidelines that were already in place for 

dealing with extraordinary crises and 

emergencies.  

2. The task force immediately established in 

close contact with all are as of the 

company drew up precise protocols that 

are constantly adapted and updated 

according to the changing situation and 

instructions from national and local 

governmental and health authorities.  

3. Through an exceptional effort, the entire 

personnel of  the company was able to 

work through a remote connection during 

the lockdown thanks to a smart working 

pilot project that had already involved 

groups of employees in areas of the staff 

in the previous months and thanks to a 

new Intranet able to coordinate  updates 

and communications.  

4. The smart working model was then 

maintained in an organised, flexible 

manner, adapting to the curves of the 

pandemic and measures taken by the 

authorities. All of this was achieved with 

minimal use of welfare contributions a nd 

mechanisms and full and continuous 

sharing of strategies with trade union 

representatives.  

But Mediaset went even further and 

implemented a monitoring and prevention 

system to progressively ensure the safest 

possible progress of activities at all office s 

and production sites. Workers were ensured 

diagnostic tests, and compulsory swabs for 
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employees or suppliers who were physically 

present, contact tracing systems were 

introduced, flu and pneumonia vaccines were 

guaranteed, hundreds of thousands of masks 

were distributed, all workplaces and common 

areas were sanitised, and drive -through 

stations were set up for rapid antigen tests in 

cars for those presenting flu symptoms even 

when smart working.  

The employees expressed all their 

appreciation for what the Company had 

done: prevention, care, making full use of 

resources, values that have always inspired 

our policies to promote the best working 

conditions in terms of health, safety, welfare 

and well -being. These factors also mean that 

the Group is more attractive to young talent, 

who can be brought into key areas such as 

technology, content and advertising.  

As for the key performance of our core 

business, the pandemic has changed our 

habits and affect ed consumption habits in 

our industry, the media. In this context, we 

felt even greater responsibility as an 

economic entity able to stimulate the market.  

Generalist television  å in addition to the 

broadcasting functions mentioned 

previously  å has been a fundamental lever for 

institutional brand communication plans and 

strategies. Mobility restrictions have 

stimulated and brought even the most 

çconservativeè consumers closer to digital 

means of consumption. In this context, we 

defended and protected our ma rket shares 

by continuing to invest in the product and in 

technological innovation in order to 

guarantee ever better coverage of the main 

advertising targets and an increasingly 

personalised offer supported by innovative 

technologies.  

The quantity and qua lity of our broadcast 

offering spelt success in terms of greatly 

increased audience figures, both 

conventional linear  å with our generalist 

networks, the extensive offering of free -to -

air and pay channels and varied radio 

offering  å and through our digital  on -demand 

offering, unrivalled in terms of original 

content provided both via browser and 

through dedicated apps on smartphones, 

tablets, games consoles and internet -

connected TVs, which also won over large 

and growing swathes of the youth audience.  

Obvi ously, the difficulty of predicting how 

the pandemic will develop has significantly 

increased uncertainty among many 

operators within the economy, affecting 

expectations and business and consumer 

confidence, and therefore investment.  

Despite the sharp decl ine in advertising 

revenues that characterised the lockdown 

period, we continued to support our clients, 

creating the conditions for a strong recovery 

of investments and margins in the second 

half of the year.  

We compensated for the closure of cinemas 

by continuing to invest in films and 

capitalising on their availability to the general 

public through streaming distribution 

agreements.  

At international level too, Mediaset has 

continued to work with determination 

according to its own strategic guidelines 

focused on controlling and strengthening its 

model as a commercial TV broadcaster which 

is evolving towards the new digital paradigm 

in both Italy and Spain. And despite the 

suspension of the MFE Project due to the 

well -known dispute with shareholder 

Vivend i, the Group continues to pursue the 

plan to create a sustainable European 

development model in the new scenario of 
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global competition.  

And it is precisely in the international arena, 

particularly within Europe, that the 

challenges and commitments with re spect to 

climate are at stake. These issues are now 

unavoidable items on political and economic 

agendas at an international level. Within the 

European trade association of which it is a 

founding member (ACT), Mediaset is taking 

part in the work of the acti on plan promoted 

by the European Commission, which  å 

among its various objectives  å is also 

pursuing the creation of a European 

audiovisual media industry with zero impact 

on the climate, as part of the global 

objectives that set 2050 as the year for net -

zero CO  emissions.  

We therefore confirm that, also thanks to the 

Groupês good performance, we have an 

increasingly strong awareness of the 

distinctive values at the heart of this 2020 

Non -Financial Declaration. Among these, we 

would mention the following by way of 

example:  

¶ the recognisability and authoritative 

position of Mediasetês self-produced 

content, a strong point in promoting and 

defending responsible broadcasters 

against misinformation and fake news, a 

now distinctive feature of our new s 

content;  

¶ constant focus on minors, diversity, 

protecting women and commitment to 

defending human rights and eliminating 

every form of discrimination;   

¶ the non -profit activities of Mediafriends 

and social communication with the 

campaigns promoted by Mediaset ha a 

cuore il futuro . The goal: preparation in 

the present to safeguard the future.  

¶ the strong drive directed towards venture 

capital projects  å through AD4Ventures in 

Italy and Spain  å to support digital start -

ups with cross -media advertising 

campaigns that give visibility and a boost 

to young local entrepreneurs.  

But above all, we are pleased to call attention 

to the fact that we were able to put our 

stakeholders first in a year marked by 

emergencies.  

In the meetings held in preparation for th is 

Non -Financial Declaration, all internal and 

external stakeholders confirmed that our 

commitment to developing the skills and 

well -being of our employees must continue 

to be the strategic priority for our 

organisation.  

Surveys of the coming generation a re also 

increasingly convincing us to invest heavily in 

technological innovation, new content and 

digital and social media idioms.  

All this makes us more deeply aware of the 

great work carried out by all parts of the 

company in this last, extremely compli cated 

year, which repays us with a Group that is 

even more financially sound, united, and in 

line with our stakeholders and their 

expectations, capable of ensuring the 

sustainable development of Mediaset in the 

years to come . 

 

For the Board of Directors  

The Chairman  
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This document is issued in compliance with 

Italian Legislative Decree no. 254 of 30 

December 2016 (hereinafter çDecree 254è), 

on the reporting of information of a non -

financial nature (hereinafter also 

çSustainability Reportè or çReportè), to which 

the Mediaset Group (hereinafter also 

çMediasetè or the çGroupè)  is subject. In 

continuity with the previous editions, the 

document describes the initiatives and the 

main economic, social and environmental 

outcomes pursued and achiev ed by the 

Group during 2020 (from 1 January to 31 

December) and is drawn up in compliance 

with the çGlobal Reporting Initiative 

Sustainability Reporting Standardsè defined 

by the Global Reporting Initiative (GRI) in 

2016, in accordance with the çin 

accorda nce  å Coreè option. With respect to 

the specific GRI 403 (Occupational Health 

and Safety) Standard, the most recent 

version of 2018 was adopted. In addition, the 

çMedia Services Sector Disclosuresè defined 

by the GRI in 2014 have been taken into 

account a nd the disclosure on tax 

compliance in accordance with GRI 207 is 

provided in the Tax Compliance section.  

The present document, taking into account 

the expectations of stakeholders and the 

impacts generated by business activities, 

offers a description of the management 

models, the policies implemented by the 

company, the results obtained and the 

principal risks - generated or suffered - 

associated with the issues expressly 

addressed in Art. 3 of Decree 254 

(environmental, social, labour relations, 

respect for human rights, the fight against 

corruption), including the way in which they 

are managed.  

As requested in the ESMA çEuropean 

common enforcement priorities for 2020 

annual financial reports è document of 28 

October 2020 with regard to 2020 financial 

and  non -financial reporting in relation to the 

consequences of the Covid -19 pandemic, this 

document indicates the main impacts of the 

pandemic and the mitigation actions taken 

for each area reported. In particular, the 

priority issues concerning the policies 

adopted in this area towards employees and 

collaborators in terms of health, safety and 

remote working are presented in the 

çPeopleè section, while the main actions 

taken to ensure operational and business 

continuity in the various areas of the Groupês 

act ivities, as well as the trends and main 

factors affecting the business model deriving 

from the pandemic emergency, are reported 

in the various paragraphs for each of the 

various specific areas of activity reported in 

the chapters dedicated to the Broadcast  

Offering, the Community and Territory, and 

the Environment.  

As part of the strategic risk assessment 

model (conducted by the Risk Officer, with 

the support of a leading consultancy 

company, as self -assessment with Group 

management - ERM model), with stru ctural 

focus on exogenous and internal risk factors 

that can be correlated directly with its 

business model and guidelines defined by the 

Board of Directors, there are also the ESG risk 

areas in keeping with their materiality, 

expressed in the Group Materi ality Matrix. 

This assessment involves identification of 

material risk/opportunity factors for each of 

the ESG areas.  

The corresponding risk profiles are assessed 

taking into account the general reference 

context (also in terms of benchmark with 

leading op erators in the TMT sector), 

monitoring of the Group's main initiatives 

and projects in these areas and the main 

results linked to feedback from the main 

stakeholders.  
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The assessment carried out as part of the 

ERM process  annual update  highlighted the 

overall adequacy of the safeguards the 

Group has employed, given the 

predominance of active and positive 

approaches to ESG issues, in keeping with its 

own values, which are a reference as well as 

being instrumental in pursuing its business  

objectives.  

Of particular note: the consolidation and 

focus on Human Resources development 

initiatives and monitoring of the overall 

broadcast offering, also with respect to 

greater sensitivity on the part of end users 

and advertising investors to ESG iss ues. 

The current safeguards do not highlight 

critical situations but the emergence of 

sought -after opportunities (launch of 

assessments of initiatives to optimise 

consumption and reduce emissions).  

For future reporting, the Group will assess 

supplementing its analysis  å and thus its 

disclosure  å of the climate change impact 

generated and undergone by the Group. This 

also relates to the development of regulation 

in this area, in particular the guidelines from 

the European Commission (Communication 

2019/C 209 /01 çGuidelines on non-financial 

reporting: Supplement on reporting climate -

related informationè) and the recent 

adoption by the European Commission of the 

Media and Audiovisual Action Plan (MAAP), 

which aims to support the recovery and 

transformation of t hese industries, which 

have been particularly affected by the 

pandemic crisis and are essential for 

democracy, cultural diversity and European 

digital autonomy. This action plan focuses on 

three main areas of activity (recovery, 

transformation, more tools and capacity) 

including the creation of a climate -neutral 

audiovisual industry. The European 

commercial television association, of which 

Mediaset is a founding member (ACT), is 

preparing a position paper  to the EU 

institutions in connection with this plan.  

For further information on the initiatives of 

the Group, the main risks generated or 

undergone and the management methods 

for these, please refer to the paragraph çThe 

internal control and risk management 

systemè and the corresponding sections in 

this doc ument.  

In particular regard to respect for human 

rights, and given the regulatory environment 

in which Mediaset operates, this topic is 

addressed as part of the management of 

relations with employees and suppliers, in 

observance of the principles and value s 

embodied in the Code of Ethics of the Group, 

updated in 2019. In view of the specific 

nature of the business sector in which the 

Group operates, note that the Group does 

not consume significant amounts of water or 

emit atmospheric pollutants other than 

greenhouse gases. For this reason, and 

without detracting from the full 

comprehension of the Group's activities, 

information on these topics (addressed in 

article 3 paragraph 2 of Decree 254) is not 

included in the present Report .  

The contents of the prese nt document are 

arranged by material issues for the Group 

and its stakeholders, as identified by the 

materiality analysis and updated prior to the 

preparation of the 2020 NFD, based on the 

results of the stakeholder engagement 

activities conducted prior to  the preparation 

of this document as set out in more detail in 

the following Mapping of Stakeholders and 

Materiality Analysis  paragraph.  In particular, 

the process whereby the contents were 

defined is based on the principles of 

relevance, inclusiveness of stakeholders, 
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completeness and operating context for the 

Group. The principles of balance, accuracy, 

verifiability and comparability have been 

observed in regard to the quality of the 

information reported.  

The GRI Content Index containing the GRI 

indicato rs associated with each material 

topic can be found in the appendix to this 

document.  

The scope of the economic and financial data 

and t he scope of social and environmental 

data and information includes the companies 

which were  fully consolidated in the 

Consolidated Financial Statements 1. This 

scope does not differ significantly from that 

of the previous year (acquisition of 80% of 

Beintoo by the Publitalia '80 sales house and 

sale of the Mediashopping investment by 

R.T.I., while Mediaset España acquired 5 1% of 

the Aninpro Creative S.L. company in the 

course of the year).  

 
1 For a list of the companies included under the full consolidation method, see çList of equity investments included in the Groupês consolidated financial statements at 31 December 2020è in the explanatory note to the consolidated 

financial statements o f 31 December 2020 of the Mediaset Group.  

2 The companies of the radio hub are: Radio Mediaset S.p.A.; Radio Studio 105 S.p.A.; Radio Subasio S.r.l.; Virgin Radio Italy S.p.A.; Monradio S.r.l.; RMC Italia S.p.A.  

To enable the comparability over time of the 

data, it is presented alongside the 

corresponding figures for 2019.  

Also included is information on Group 

actions undertaken in previous years and 

which continue to be applied in the policies 

currently pursued by the Group.  

To guarantee the reliability of data, estimates 

have been eliminated wherever possible. 

Where used, they are identified appropriately 

and based on the best methods available.  

The following names are used in the text:  

¶ R2 for R2 S.r.l.  

¶ R.T.I. for R.T.I. S.p.A.  

¶ Taodue per Taodue S.r.l.  

¶ Medusa for Medusa S.p.A.  

¶ RMC for RMC Italia S.p.A.  

¶ Publieurope for Publieurope Ltd.  

¶ Publitalia ê80 for Publitalia ê80 S.p.A.  

¶ Digitalia ê08 for Digitalia ê08 S.r.l. 

¶ Mediaset España for Mediaset España  

Comunicación S.A.  

With respect to the commitments previously 

stated in the 2019 NFD, note that:  

¶ With respect to health and safety issues, 

the companies of the Mediaset Group 

Radio Hub obtained ISO 45001:2018 

Certification in 2020 from the DNV -GL 

certification body. 2 

In the process of formalising its strategic 

guidelines focusing on the development of its 

business model, both nationally and 

internationally, the Group constantly 

monitors the areas of sustainability 

considered material to its development and 

the commitments and activities carried out 

and planned with a view to meeting the 

needs and expectations of its own 

stakeholders and the development of the 

bus iness context.  
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This document was approved by the Board 

of Directors of Mediaset S.p.A. on 2 6 April 

2021. 

The present Report was subjected to a 

conformity assessment (çlimited assurance 

engagementè under the criteria articulated in 

ISAE 3000 Revised) by Del oitte & Touche 

S.p.A. The assessment was conducted 

according to the procedures indicated in the 

çIndependent Auditor's Reportè included in 

the present document.  

The Sustainability Report is published 

annually. For further information on the 

Sustainability Report, please write to:  

direzione.affarisocietari@mediaset.it  

The Sustainability Report is also available on 

the Mediaset website (Corporate Social 

Responsibility section).  
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1.1  PROFILE AND ACTIVITY  

SHAREHOLDING  STRUCTURE 

Mediaset S.p.A. 3 is the holding company of 

the Mediaset Group. It has been listed on the 

Milan stock exchange since 1996 and is 

mainly active in the TV sector in Italy and 

Spain.  

On 31 December 2020, 4 the shareholding 

structure of the Group was as follow s: 

 

 
3 Its head office is at Viale Europa no. 44/46/48, Cologno Monzese. Its registered offi ce is in Via Paleocapa, 3, Milan.  

4  On 12 April 2018 Vivendi S.A. announced, as required by Art. 120 of the Consolidated Finance Law and in compliance with the I talian Media Authority Decision No. 178/17/CONS, that it had signed a consulting agreement with  

Simon Fiduciaria S.p.A. and its sole shareholder Ersel Sim S.p.A., relating to the exercise of voting rights for the shares h eld by the fiduciary company according to the instructions given by Ersel Sim, through its Chairman. 

Vivendi S.A. has kept its rig ht to instruct the fiduciary company on the exercise of voting rights at the shareholdersê meeting of Mediaset S.p.A. on matters for which the shareholders who did not take part in the decision are 

authorised to exercise their right of withdrawal.  
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THE  MEDIASET  GROUP  - 

BUSINESS  ACTIVITIES  

In Italy, the Mediaset Group has what are 

known as integrated television operations  

consisting of commercial television 

broadcasting over three of Italyês biggest 

general interest networks and an e xtensive 

portfolio of thematic free -to -air and pay TV 

channels (linear, non -linear and OTTV), with 

a broad range of content, including exclusive 

content, in cinema, TV series, documentaries 

and childrenês television channels. Over the 

last three years, Med iaset has also created a 

radio broadcasting wing comprising some of 

Italy's biggest broadcasters.  

The Group draws on the expertise of two of 

its subsidiaries, Medusa and Taodue, in film 

distribution and the production of films and 

TV drama series, and also  purchases sports, 

film and TV series content from third parties.  
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To secure its position in a market increasingly 

dominated by cross -platform solutions, the 

Group has launched a web business oriented 

towards TV based on free online video 

content combining  new products with 

premium on -demand video -streaming 

services.  

In Italy, the Mediaset Group operates via two 

advertising sales agencies in which it holds 

100% interests: Publitalia '80, the exclusive 

sales agency for the free -to -air Mediaset 

networks; and Digitalia '08, which handles 

advertising sales for the pay TV platform.  

Both agencies are managed by another 

subsidiary, Publieurope.  

With Mondadori, the Group participates in a 

joint -venture, Mediamond, which sells 

advertising space on the Mediaset Groupês 

online and radio platforms, the websites of 

agencies in the Mondadori Group, and third -

party publishers.  

In Spain , Mediaset is the main shareholder of 

Mediaset España, with an interest of 53.2% at 

31 December 2020. Mediaset España is 

Spain 's leading commercial television 

broadcaster, with two general interest 

channels (Telecinco and Cuatro) and a 

bouquet of six free -to -air thematic channels.  

The company is listed on the Madrid, 

Barcelona, Bilbao and Valencia stock 

exchanges and has been in cluded since 3 

January 2005 in the Ibex 35, the index of the 

thirty -five largest Spanish companies by 

capitalisation and average trading volume. 

As of 22 June 2020, following a failure to 

meet the admission requirements, mainly due 

to the impact on capital isation during the 

most acute phase of the pandemic, the stock 

was removed from the Ibex 35 and admitted 

to the IBEX Medium Cap Index.  
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1.2  HISTORY  

Before 1996 . The origins of the Mediaset 

Group lie in the late 1970s, when Milan -

based entrepreneur Silvio Berlusconi 

founded a local cable TV channel, 

Telemilano, broadcasting from its 

purpose -built headquarters.  

 Two years later, in 1980, Telemilano was 

rebaptised  as Canale 5. Due to a change 

in the regulations, it began transmitting all 

over Italy, something hitherto prohibited 

under Italian law.  

 The new channel was a breath of fresh air 

for the Italian viewing public, because 

until then the only national broadca ster 

was the state -controlled Rai, whose three 

channels constituted a monopoly.  

 To compete on equal terms with the 

public service broadcaster, the new 

private broadcaster put together its own 

3-network offering: Canale 5 was joined 

by Italia 1 (acquired f rom Rusconi in 1982) 

and Retequattro (acquired from Arnoldo 

Mondadori Editore in 1984).  

 The new broadcaster was named Rti (Reti 

televisive italiane) and was assisted by an 

exclusive advertising sales agency, 

Publitalia '80, and two other companies: 

Videot ime, which was in charge of 

technology and TV production, and 

Elettronica Industriale, which managed 

the transmission network infrastructure.  

 Together, Rti, Publitalia, Videotime and 

Elettronica Industriale were placed under 

the control of a new company, Mediaset. 

And so the Mediaset Group was born.  

1996  Mediaset is floated on the Milan stock 

exchange, opening its stock to 

institutional investors and small 

shareholders (around 300,000).  

1997  Mediaset's international expansion 

begins with its acquisition of  a 25% stake 

in private Spanish broadcaster Telecinco.  

1999  The Group enters the online world 

with Mediaset.it (a website dedicated to 

Canale 5, Italia 1 and Retequattro) and 

Mediaset Online (renamed TgCom in 

2001), a news site available over multiple 

plat forms (internet, television, radio, 

Mediavideo teletext and mobile phone).  

2003  Mediaset increases its stake in 

Telecinco, gaining a controlling interest in 

the company with 50.1% of its shares. 

Telecinco is floated on the Madrid stock 

exchange the followi ng year.  

2004  Digital terrestrial television launches 

in Italy. The new technology allows many 

more channels to be broadcast compared 

to the existing analogue system. Mediaset 

launches Boing, a channel directed 

exclusively at children, and 

Mediashopping, a  secure teleshopping 

channel.  

2005  The Group launches Mediaset 

Premium, a digital terrestrial channel 

offering live coverage of Serie A football 

via smartcards, with no need for 

subscription. Mediaset Premium also 

offers TV movie premieres, theatre and 

liv e events in the pay -per -view format.  

2006  Panês Labyrinth, a film produced by 

Gruppo Telecinco, wins 3 Oscars.  

2007  In a consortium with Cyrte Fund and 

Goldman Sachs, Mediaset relieves 

Telefonica of control of Endemol, a Dutch 

TV production company and the  world's 

leading format producer.  

Å  Mediaset also acquires Medusa, Italy's 
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leading cinema production and 

distribution company.  

Å  Mediaset launches a new free -to -air 

digital terrestrial channel: Iris. The new 

channel specialises in classic movies, 

music,  and adaptations from literature 

and theatre.  

2008  Mediaset signs an agreement for the 

acquisition of Taodue, a leading Italian 

producer of quality fiction and drama 

series.  

Å  Mediaset launches Premium Gallery, a 

new premium content service available 

over digital terrestrial TV, using the 

smartcard format. Gallery has exclusive 

broadcasting rights in Italy for the best US 

films and series by Time Warner and NBC -

Universal.  

Å  Disney Channel and Premium Calcio 24 

launch.  

2009  Publitalia '80 and Mondadori 

Pubblicità reach an agreement on online 

advertising sales and found a new 

company owned in equal proportions, 

Mediamond.  

Å  TivùSat, Italy's first free digital satellite 

platform,  launches. Its owner, Tivù s.r.l., is 

jointly owned by Rai (48.25%), Mediaset 

(48.25%) and Telecom Italia Media (3.5%). 

TivùSat operates as a complement to 

digital terrestrial TV, serving areas the 

terrestrial signal is unable to reach.  

Å  In Spain, Medias et S.p.A., Gestevision 

Telecinco S.A. and Promotora de 

Informaciones S.A. (Prisa Group) 

announce the acquisition by Telecinco of 

a new company whose assets include the 

Cuatro business unit (a free -to -air Spanish 

TV station owned by Sogecable S.A,), and 

a 22% interest in Digital Plus. The deal 

makes the Mediaset Group the leading TV 

operator in Spain.  

Å  Taodue produces Checco Zalone's Cado 

dalle nubi  (distributor: Medusa Film), the 

2009/2010 season's biggest box office 

hit.  

2010  video.mediaset.it, a catch -up service 

allowing viewers to watch recently -

broadcast Mediaset TV programmes, 

goes live.  

Å  NewsMediaset, an "in house" agency 

providing images, news and services to 

the entire Mediaset structure, is created.  

Å  12 May: Mediaset launches La5, a free -to -

air digital terrestrial channel broadcasting 

female -oriented content 24 hours a day.  

Å  26 November: Mediaset Extra, a new free 

channel specialising in reruns of the most 

popular Mediaset entertainment 

programmes, launches.  

2011 Premium Net Tv, a new non -linear TV 

format offering up to 6000 titles on 

demand, launches.  

Å  July: Mediaset enriches its Mediaset 

Premium digital terrestrial offering with 

two new pay channels: Premium Crime, 

for aficionados of detective films and 

thrillers, and Premium Cinema Comed y, a 

showcase for the best of Italian and US 

comedy.  

Å  Mediaset Italia 2, a new free -to -air digital 

terrestrial channel, begins transmission. 

The new channel offers movies, TV films, 

documentaries, cartoons, sports and 

entertainment shows directed at a yo ung, 

predominantly male, audience.  

Å  Cartoonito, a free -to -air digital terrestrial 

channel for children aged 6 and under, 

launches. Like Boing, Cartoonito is the 

fruit of a joint venture by Mediaset and 
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Turner Broadcasting System Europe 

Limited, and enriches Mediaset's free 

content offering for children and 

teenagers.  

Å  Plans to merge EI Towers with DMT are 

approved.  

Å  In 2012, on completion of the financial 

restructuring of the Endemol Group, the 

Mediaset Group reduces and then sells its 

holding in  Endemol.  

Å  Premium Play, conceived as the successor 

to Premium Net Tv, is launched. With its 

advanced technology, ease of use, quality 

and innovative content, Premium Play 

breaks new ground in the Italian 

multimedia sector.  

Å  TgCom24 is repurposed as a free -to -air 

news channel available over DTT (slot 51) 

and satellite (slot 24), continuing to 

operate online via TgCom24.it and now 

available for smartphone and tablet with 

free -to -download apps.  

Å  Taodue repeats the success of Cado dalle 

nubi  with a new f ilm production, Che bella 

giornata  (distributor: Medusa Film), which 

outstrips the former in terms of viewer 

figures and box office receipts.  

2013  Paolo Sorrentino's film The Great 

Beauty  (producer: Medusa Film) wins the 

Oscar for best foreign picture and the 

Golden Globe for best film. A new Checco 

Zalone film produced by Taodue, Sole a 

catinelle , is the year's biggest box office 

hit with receipts of 51.8 million euros, and 

the most -viewed Italian film since Cinetel 

records began.  

Å  Mediaset España secure s "free" 

broadcasting rights for 25 matches - 

including those featuring the national 

team, Spain - at the football World Cup in 

Brazil, which runs from 12 June to 13 July 

2014. 

Å  Mediaset and Fox International Channels 

Italy sign an agreement for the incl usion 

of the Fox Sports channel in the Mediaset 

Premium roster. The new channel has 

exclusive rights for the live transmission 

of leading European football matches.  

Å  Mediaset signs an agreement with the 

Eurosport Group for the inclusion of two 

channels,  Eurosport and Eurosport2, in its 

Mediaset Premium roster. The deal 

extends the non -football pay -per -view 

offering of Mediaset to include the leading 

tennis tournaments, cycling tours, winter 

sports, motor sports, athletics, swimming, 

basketball, handball,  hockey and 

numerous emerging disciplines.  

Å  The Mediaset Group launches Infinity, 

Italy's first OTT (streaming television) 

service. The new platform offers 

subscribers access to a catalogue of over 

6000 titles including films, TV series, and 

drama and e ntertainment shows.  

2014  Mediaset wins the exclusive, all -

platforms Italian broadcasting rights for 

all UEFA Champions League live matches 

and highlights for the three -year period 

spanning 2015 -2018. 

2015  Spanish operator Telefonica acquires 

11.1% of the shares in Mediaset Premium 

for a price of 100 million euros.  

Å  The Mediaset Group signs an agreement 

with Warner and Universal awarding it 

exclusive Italian rights over the films and 

TV series distributed by the two US giants 

for the periods spanning 2016 -2020 and 

2016-2018 respectively.  

Å  Mediaset demands that Sky pay a 

retransmission fee for the unauthorised 

inclusion of the Group's free -to -air TV 
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channels on its satellite platform. Sky 

contests the requested fee and Mediaset 

decides to encrypt its sate llite channels, 

effective from 2400 on 7 September 2015.  

2016  Mediaset and French group Vivendi 

sign a strategic alliance under which 

Mediaset would acquire 3.5% of the share 

capital of Vivendi, with Vivendi acquiring 

100% of Mediaset Premium and 3.5% of 

Mediaset. On the eve of the deal, (25 July 

2016) Vivendi signals its intention to 

withdraw from the agreement. On 19 

August, Mediaset files with the courts of 

Milan in an attempt to obtain the 

compulsory enforcement of the 

agreement. Vivendi reacts in hosti le 

fashion by building its stake in its Italian 

rival, and on 22 December informs the 

markets it holds 28.8% of the ordinary 

share capital of Mediaset, equivalent to 

29.94% of voting rights. The operation 

attracts the attention of the Italian 

securities ma rket regulator, Consob, the 

communications regulator, AGCOM, and 

the public prosecutor in Milan, which 

opens an enquiry into market 

manipulation.  

Å  Also in 2016, Mediaset creates Italy's 

leading radio broadcasting group in terms 

of audience and advertising revenue. The 

new group, RadioMediaset, includes the 

broadcasters R101, Radio 105 and Virgin 

Radio, as well as a partnership with Radio 

MonteCarlo.  

Å  Checco Zalone's fourth film, Quo Vado?  

(produced by Taodue and distributed by 

Medusa), opens i n Italy. It beats all records 

with 65.4 million euros of box office sales.  

 

2017  Mediaset acquires a 5.5% holding in 

Studio 71, Europe's leading multichannel 

network - and among the five biggest in 

the world - controlled by the German 

group ProSiebenSat.1M edia. It also 

creates a joint venture, çStudio 71 Italiaè, 

in which Mediaset holds a 49% stake. The 

new joint venture is in charge of the Italian 

operations of Studio 71.  

Å  The Board of Directors of Mediaset 

approves the Mediaset 2020 plan, which 

outline s the development strategy and 

financial targets for the period spanning 

2017-2020. Under this plan, Mediaset's 

share of the Italian advertising market will 

increase from 37.4% to 39.0% by 2020, 

with EBIT from Italian media activities 

increasing by 468 mil lion euros.  

Å The communications regulator AGCOM 

rules that Vivendi's holding in Mediaset 

and Telecom Italia is in breach of 

regulations, and orders the French 

company to reduce its holding.  

Å  Mediaset acquires a 100% stake in free -to -

air TV channels Ret ecapri (LCN 20), 

Retecapri +1 (LCN 120), and Retecapri HD 

(LCN 121).  

Å  Mediaset decides not to bid for pay TV 

broadcasting rights for Serie A in the 

2018-2021 period as it holds the 

conditions of auction, issued by Lega 

Calcio, to be unacceptable. The au ction is 

cancelled and bidding postponed.  

Å  Mediaset acquires an 11.1% holding in 

Mediaset Premium from Telefónica, 

regaining 100% ownership of the latter.  

Å  Publitalia é80 and Publiespa¶a join TF1 

(France) and ProsiebenSat1 (Germany) to 

create AdTech V entures, which holds a 

33% stake in European Broadcaster 

Exchange (EBX), a joint venture enabling 

advertisers to book campaigns across all 

member digital platforms. On 14 



Sustainability Report 2020  å Mediaset Group å 1. The Mediaset Group  

 

22 

November, Channel 4 announces it is 

joining EBX.  

Å RadioMediaset acquires RadioSubasi o 

and Radio Aut, central Italy's leading radio 

broadcasters by coverage and audiences.  

Å  Mediaset's holding in EI Towers rises to 

41.74% as a result of a buyback of its own 

shares by EI Towers.  

Å Mediaset's holding in Mediaset España 

increases to 51.63% as a result of a share 

buyback.  

Å  Mediaset signs a three -year accord with 

the FIA for exclusive Italian television 

broadcasting rights for Formula E, the 

world's leading electric auto racing 

championship.  

Å  Mediaset wins exclusive broadcasting 

rights for  the 2018 football World Cup in 

Russia. For the first time, the Mediaset 

Group will be offering all matches free -to -

air in both Italy and Spain.  

2018 On 30 March, Mediaset and Sky Italia 

sign a commercial agreement to 

rebroadcast the Premium channels on th e 

satellite platform as well.  

Å Also in March, Mediaset España, together 

with RTVE and Atresmedia, launches a 

web platform to create and distribute the 

audiovisual content of the three groups.  

Å On 10 May, Mediaset reaches a 

commercial agreement with TIM to 

rebroadcast all of Mediaset's free -to -air 

networks on TIMVision.  

Å Broadcasts from Focus, the new free -to -

air channel dedicated to promoting 

culture, begins in May, on channel number 

35.  

Å Fo r the first time in Italy, all 64 matches of 

the 2018 World Cup are broadcast live 

and free to air in June and July. 

Broadcasting was guaranteed exclusively 

by Mediaset, meeting with great success 

in terms of broadcasting and audience.   

Å On 31 August, Ra dioMediaset acquires 

RMC Italia S.p.A., parent of the Radio 

MonteCarlo network.  

Å After entering into a partnership with 

Mediaset, the infrastructure fund F2i SGR 

launches a takeover bid for the entire 

share capital of EI Towers S.p.A.  

2019 Following an a greement with Sky 

Italia, as of 2 January all Mediaset's free -

to -air channels are again rebroadcast 

among the offering of the satellite 

platform.  

Å On 6 March, Mediaset España acquires 

60% of El Desmarque Portal Deportivo SL.  

Å On 28 March, a deed is signe d for the 

reverse merger of 2i Towers Holding 

S.p.A. (in which Mediaset holds a 40% 

stake) and the subsidiary 2i Towers S.p.A. 

into EI Towers S.p.A.   

Å On 29 May, Mediaset communicates 

acquisition of a 9.6% share in the share 

capital of German broadcaster  

ProSiebenSat.1 Media SE.  

Å On 7 June, the Boards of Directors of 

Mediaset and Mediaset España resolve to 

propose to their respective shareholders 

a cross -border merger of the two 

companies into "MFE å 

MEDIAFOREUROPE", a holding company 

under Dutch law.  

Å On 10 July, transmission begins on two 

new channels: Boing Plus (LCN 45) and 

Mediaset Extra 2 (LCN 55).  

Å On 15 July, the Court of Rome sentences 

the French portal Dailymotion, part of the 

Vivendi Group, to pay Mediaset 
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compensation of more than 5.5 million 

euros for illegally uploading hundreds of 

copyrighted videos. Mediaset has another 

six similar cases against Dailymotion, 

which may result in total compensation of 

more than 200 million euros. On 18 July 

2019, the Court of Rome also sentences 

the V imeo portal to pay Mediaset 

compensation of around 5 million euros.  

Å On 5 August 2019, the Italian Ministry of 

Economic Development assigns 

Elettronica Industriale two sets of rights 

for broadcasting capacity (new DVB -T2 

standard frequencies) on channels 36 and 

38 and further user rights equivalent to 

half of a national multiplex.  

Å On 4 September 2019, the Extraordinary 

Shareholders' Meetings of Mediaset S.p.A. 

and Mediaset España Comunicación S.A. 

approve the MFE -MEDIAFOREUROPE 

cross -border merger.  

Å  On  11 November, Mediaset España 

acquires 5.5% of ProSiebenSat.1 Media SE. 

The Mediaset Group thus holds a 15.1% 

stake in the share capital of the main 

German private broadcaster.  

2020 On 23 April, the Mediaset Group, 

secured 24.9% of the voting rights of 

Pro SiebeneSat.1 Media excluding treasury 

shares through a new investment, 

becoming the largest shareholder in the 

German broadcaster.  

Å On 5 August, following a lengthy legal 

dispute, Mediasetês Board of Directors 

withdrew the MFE MEDIAFOREUROPE 

cross -border merger project.  

Å Following the plan to dispose of non -

strategic assets, in October Mediaset sold 

the Mediashopping company, operating 

in the multichannel remote consumer 

product sales sector, to Ortigia 

Investimenti.  
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1.3  THE VALUES OF THE  

MEDIASET GROUP 

The founding principles of the Mediaset 

Group are embodied in its Code of Ethics 5, 

which defines the values cherished by the 

group at every level and in every area it 

pursues its business interests.  

The first draft, which dates back to 2002, was 

subs equently modified in 2008 and 2012.  

The present version of the Code of Ethics 

was approved by the Board of Directors of 

Mediaset S.p.A. and by other Italian 

companies belonging to the Group in 2019. 

The Code was created in the conviction that 

ethical conduct is necessary for the success 

of e very business venture. It is therefore a 

cornerstone of the Compliance Programme 

and internal control system of the Group, 

which also includes the Organisational 

Guidelines (OGs) issued for each business 

process.  

Modifications and additions to the Code of  

Ethics are subject to the approval of the 

 
5 The Gr oup's Code of Ethics is implemented by all member companies except for Mediaset España, which operates its own code based on the parent company's.  

Boards of Directors of member companies 

and communicated at Mediaset Group level.  

In the pursuit of its business activities, the 

Group therefore undertakes to respect the 

applicable laws and regulations in all 

cou ntries where it operates, in conformity 

with the principles of freedom and individual 

dignity and in respect for diversity in all its 

forms, rejecting all forms of discrimination 

based on sex, race, religion, political 

convictions or socio -economic conditi ons.  

As a major presence in the social and 

economic context in Italy and in other 

countries, the Mediaset Group predicates its 

growth on a solid reputation for transparency 

and rigour in the pursuit of its business 

activities.  

In this respect the Group is committed to 

promoting a working environment based on 

respect for others and the values of loyalty, 

trust, transparency and integration, stressing 

priorities such as the health, safety and 

privacy of its employees.  

In regard to the various categories of 

stakeholders, the Mediaset Group has always 

made every effort to combat corruption by 

acting transparently in its dealings with 

clients, suppliers and institutions, always and 

without exception respecting the principle of 

free competition.  

The Group has alwa ys valued the wealth to 

be found in diversity, research and 

innovation, caring for the young and for the 

environment, enabling each individual to find 

fulfilment in his work, the basic principles 

which underpin its activities, and the people 

who have made it successful.  
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1.4 LOOKING TO THE FUTURE : 

MEDIASET FOR THE 

COMING GENERATION  

Throughout its history, the Mediaset Group 

has always placed the coming generation at 

the centre of its own broadcasting projects 

as well as the services provided to 

communities in the areas where the Group is 

based.  

In Italy, while involving audiences of all age 

groups, the Group has always had a special 

focus on young people, selecting 

programmes capable of responding to the 

tastes and demands of the coming 

generatio n.  

A few examples: based on Auditel data, 

Canale 5  with its 18.4% share in the prime 

time slot confirms its position as the leading 

network in Italy for young people between 15 

and 34. This significant success is also 

replicated in the other time slots: t he leading 

network with 16.2% in the day as a whole and 

16.0% in daytime.  

With respect to the target of men aged 15 å

34, Canale 5 is also the leading national 

network with a share of 17.4%.  

Turning to programmes, the highest 

coverage of the youth target is  again found 

on Canale 5 . The following stand out in 

particular in prime time: Tu si que vales  (31.9% 

share among 15 å34 -year -olds), Temptation 

Island (28.2% share among 15 å34 -year -olds 

with peaks of 40.4% among 15 å19-year -old 

females and 45.3% among 20 å24 -year -old 

females), Amici di Maria de Filippi  (40.7% 

share among 15 å19-year -old females and 

39.4% among 20 å24 -year -old females), 

Grande Fratello Vip (26% share among 15 å34 -

year -olds and 36.6% among 20 å24 -year -old 

females).  

In daytime, Verissimo , which has a wide 

profile among women but performs very well 

among very young women (24.1% share 

among 20 å24 -year -old females), and Uomini 

e Donne (more than 30% share among the 

same target).  

Among men, Striscia la Notizia  (21.5% share 

among 25 å34 -year -old males) and , above all, 

the UEFA Champions League , the most 

popular event among young people (peaks 

of over 35% share among 15 å19-year -olds), 

have achieved significant results.  

Italia 1  confirms its more male -oriented 

profile among young people, both with 

establishe d programmes such as Le Iene  

(19.7% share among 25 å34 -year -old males) 

and new programmes such as Emigratis 

(18.8% among 20 å24 -year -old and 19.6% 

among 25 å34 -year -old males) or La Pupa e il 

secchione e viceversa (22% share among 15 å

19-year -old males and 24.7% among 20 å24 -

year -old females).  

In daytime, the Studio Aperto  news 

programme should not be forgotten:  the 

lunchtime edition achieves truly remarkable 

peaks among the youth audience (26.5% 

share among 20 å24 -year-old males).  

Finally, the strength of the evergreen The 

Simpsons , still able to achieve a share of 

24.2% among 20 å24 -year -old males in its 

29th year on the Mediaset networks, remains 

extraordinary.  

It should also be noted that a specific area of 

the com pany also monitors all Mediaset 

programming to check the impact that 

programmes could have on minors.  

Another dedicated organisational structure 

deals with the digital offering precisely in 

order to guarantee access to Mediaset 



Sustainability Report 2020  å Mediaset Group å 1. The Mediaset Group  

 

26  

content for the coming gener ation. TV and 

radio programmes are enhanced through 

digital extension initiatives on all major 

connected digital platforms (desktops, 

mobile and wearable devices, tablets, smart 

TV, etc.).  

These are the main results:  

¶ Total Mediaset Properties Video Conte nt 

consumption amounted to around 3.15 

billion over the year, representing 131% 

growth on the previous year, with 314 

million hours of video generated in total, 

representing 47% growth on the previous 

year (Source Webtrekk).   

¶ During the year, the Inform ation hub saw 

significant growth, reaching an average 

Total Audience of 2,863,000 unique daily 

users in 2020 (Source Audiweb 2.0), 

positioning itself under the TGCOM24 

brand in third place in the Italian digital 

information market.  

¶ Together, the informat ion hubês free apps 

saw around 13.1 million downloads by the 

end of 2020, representing 13% growth on 

the end of 2019. In this context, the 

TGCOM24 app achieved a total of 3.4 

million downloads, with the base of 

installations increasing by 21% compared 

to t he previous year (as of December 

2020); in 2020 alone, there were 585,000 

downloads, an increase of 168% compared 

to 2019. The weather forecasting service 

(Meteo.it) achieved 6.3 million 

downloads, with a growth of 9%. 

Downloads of the SportMediaset app 

reached 2.3 million (+8% compared to 

2019); in 2020 alone, there were 173,000 

downloads, an increase of 31% compared 

to 2019.  The TG5 app achieved 1.1 million 

downloads in 2020, growth of 28%. 

(Source: App Annie at 31 December 2020)  

In relation to Social Me dia Network  

presence, Mediaset confirmed itself as one of 

the leading European media companies in 

creating engagement with its communities: 

41 million total likes on Mediaset network 

Facebook pages, over 8 million followers on 

Twitter accounts and more tha n 12 million 

followers on Instagram accounts.  

In Spain too, the Group has a broadcast 

offering targeted at the coming generation; 

examples include La Isla de las tentaciones  

(40% share in the commercial target 

audience), Supervivientes  (28% share in the 

same group) or 'Cantora : la herencia 

envenenada' (25% share).  

In terms of digital offerings, we would 

highlight the introduction of the Mitele  

platform, which enables innovative 

interaction between the content offered and 

the end user.  

In the area of managi ng human resources, 

categorised as stakeholders, (see Chapter 5 

çPeopleè) Mediaset has launched managerial 

development projects through classroom 

sessions and individual training meetings for 

young graduates.  

The commitment and motivation of 

employees are  considered essential to the 

Group's success. Young people are also 

constantly offered opportunities for 

professional growth, capitalising on the 

diversity of origin, experience and 

competence of the new resources.  

Finally, it should be noted that, again w ith a 

view to taking the new dynamics and 

lifestyles connected with technological 

development into account, the use of smart 

working, which had already been tested 
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successfully during 2019, was extended 

further in 2020 owing to the pandemic.  

It should also  be noted that the Mediaset 

Group is highly attentive in both Italy and 

Spain to internship opportunities that 

supplement and complete courses of study in 

collaboration with major universities. During 

internships, young undergraduates can 

approach the worl d of work, experiencing 

professional relationships and using the 

knowledge acquired during their studies.  

On the subject of higher education initiatives 

(see Chapter 6 Community and Territory ) for 

people not employed by the company, the 

Groupês commitment to promoting Masterês 

and training courses aimed at young 

graduates in collaboration with major 

universities should be stressed. These 

initiatives are directed towards a 

professional future in the world of television, 

marketing, e -trade marketing, sales an d 

digital communication.  

In Italy, we organise the Masterês in 

Journalism: this is the training course for 

professional journalists, combining the 

communications and information expertise 

of IULM University and Mediaset. It is a 

professional training cours e, which means it 

is recognised by the National Association of 

Journalists as the equivalent of an 

apprenticeship.  

In 2020, 12 students from the IULM Masterês 

in Journalism were hosted on internships in 

Mediasetês agencies (TV, web, mobile and 

radio) betw een September and November.  

The Masterês in Marketing, Digital 

Communication and Sales Management, 

established in 1988 by Publitaliaê80 and now 

in its 32nd edition, is also highly appreciated. 

The Master's is a 13 -month (lectures and 

internship) postgradua te course with limited 

admission aimed at graduates looking to a 

professional future in the field of marketing, 

trade marketing, sales and digital 

communication. Through the two editions 

launched in 2020 (January -April and 

September -December), the Master's  offered 

its 67  participants 166  course days for a total 

of 1,162 hours of training; with reference to 

the January -April 2020 edition, the 36  

participants were able to approach the world 

of work through participation in a total of 140  

days of internship, a  total of 1,120 hours. At 

the end of this internship period, all 

graduates were able to find a stable job.  

Below are the training activities that took 

place in Spain in 2020, virtually or in any case 

adapted to current circumstances owing to 

the pandemic.  

¶ Master's in audiovisual content creation 

and management, launched in 2009 in 

collaboration with the European 

University of Madrid;  

¶ "Showrunner -aula di fiction" course 

launched in October 2019 in collaboration 

with the Cinema and Audiovisual School 

of Ca talonia: a workshop for young 

people intended to create the formats of 

the future;  

¶ Internship plan for students at the CES 

School (image and sound studies 

secondary school).  

The social communication campaigns that 

have always distinguished the Mediaset 

Group also continue. Awareness -raising 

campaigns with TV and radio commercials 

and digital and social media coverage aimed 

at the community and youth issues in 

particular (see Cap. 6 Community and 

territory).  
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The çMediaset ha a cuore il futuroè initiative 

launched in 2019 is a part of this, a concrete 

way of putting Mediaset's skills and 

communicative power at the service of 

society. A new cross -media campaign from 

Mediaset called çPensa, prima di scrivereè to 

raise social awareness in connection with the 

national Anti -Bullying and Cyberbullying Day 

began in the early months of 2020.  

Over 2,400 radio spots were broadcast in 

2020 by the various Mediaset Group radio 

stations to support social initiatives. 

Examples include information initiatives 

concerning the  coronavirus pandemic, 

supporting the Italian Red Cross; the 

campaign against cyberbullying; the 

çMediaset ha a cuore il tuo futuroè campaigns 

on child protection and against violence 

against women; the çA fianco del coraggioè 

campaign against cancer and t he campaign 

to support the Lega Italiana Difesa Animali e 

Ambiente.  

Mediaset social campaigns are also a 

tradition in Spain: the latest is the "Diritto a 

giocare" initiative for children in 

collaboration with the Spanish Observatory 

of Children's Play in c ollaboration with 

psychologists, educators and international 

scientists.  

Finally, the activity of Mediafriends Onlus 

(see Cap. 6 Community and Territory - Social 

utility initiatives ), a non -profit organisation, is 

a concrete expression of how Mediaset 

unde rstands Corporate Social Responsibility.  

Over the years, Mediafriends has supported 

numerous TV and other events to raise funds 

for the projects of non -profit associations. 

The best known of these is "Fabbrica del 

sorriso", which in 14 years of activity ha s 

made it possible to finance countless charity 

projects in Italy and around the world, in 

particular for children and young people in 

difficult situations and poverty.  

Unlike in the past, the pandemic that has 

deeply affected the country since the end of 

February has prevented development of the 

projects planned for 2020 and has required a 

major review of objectives, developing new 

intervention methods that excluded the 

possibility of operating on the ground, 

entrusting operations to remote working.  

We wou ld however like to point out that, in 

November, Mediafriends supported the 

Associazione Italiana Editori ç#Io leggo 

perch®è campaign, which saw, in a terrible 

year, the purchase and donation of more than 

300,000 books to Italian school libraries by 

the pub lic and publishers. Activities in local 

areas, particularly in connection with the çA 

Regola dêArteè (ARdA) project addressed to 

disadvantaged Italian and foreign children 

living in the suburbs of Italian cities and 

seeking to promote integration and socia l 

development through music and rugby, were 

of course drastically reduced due to the 

pandemic. In accordance with the Prime 

Ministerial Decree issued on 23 February, the 

activities that began in January for around 

400 children in the seven centres in Milan  

were suspended on the same day. In June 

and July, in a more positive scenario, the 

decision was taken to organise three local 

summer activities, two in Milan and one in 

Naples, with the aim of facilitating 

socialisation through play activities and 

remedia l teaching support for about 100 

children. All activities took place with fewer 

young people than in previous years and in 

accordance with Covid regulations. In the 

autumn, activity resumed in the Neapolitan 

centre, only interrupted in the 15/30 

December p eriod.  
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With regard to promoting youth 

entrepreneurship and supporting the world 

of work and promoting the territory in 

general, we would highlight the activities 

carried out by AD4Ventures  (see Chapter 6 

Community and Territory -aimed at the 

community ). 

Thi s venture capital project involves 

investing in shares in start -ups, mainly digital 

in the consumer and retail area with high 

growth and development potential, through 

advertising campaigns in Italy and Spain.  

The business model of AD4Ventures 

contributes to the growth of the companies 

in which investments are made, providing a 

great boost for all those young 

entrepreneurs still unable to access the big 

world of television media.  

THE SURVEY OF THE COMING 

GENERATION  

As part of the Groupês stakeholder 

engagem ent activities, in December 2020 

Mediaset commissioned the IPSOS public 

opinion analysis organisation to carry out a 

survey on a representative sample of young 

Italians aged between 16 and 26, with the aim 

of:  

¶ measuring the level of awareness and 

percept ion of the importance of 

sustainability issues and the UN 2030 

Agendaês Sustainable Development Goals 

(SDGs) among the coming generation;  

¶ understanding young peopleês perception 

and evaluation of the sustainable 

initiatives launched by Mediaset both 

inte rnally and among the public.  

The 600 interviews, conducted between 9 

and 14 December 2020 through CAWI 

(Computer -Assisted Web Interviewing), 

provided interesting starting points for 

analysis and reflection among the 16 å26 -

year -olds, who proved to be aware of and 

attentive to sustainability issues.  

40% of the sample surveyed stated that they 

had a good knowledge of these issues and 

24% demonstrated knowledge of the 

Sustainable Development Goals (especially 

those related to environmental issues), 

considering  them important for the countryês 

development.  

In this context, Mediasetês reputation as a 

company with a high level of attention to 

sustainability issues has been confirmed by 

several pieces of evidence:  

¶ 60% of the sample surveyed define 

Mediaset as a sustainable company;  

¶ 71% of respondents are aware of at least 

one social project of the Group, while 74% 

of respondents are aware of at least one 

specific initiative sponsored by the Group, 

mainly through promotion on its own 

channels. The same initiatives were also 

judged positively in terms of both brand 

consistency and impact on the companyês 

image and the Goals of the 2030 Agenda;  

¶ after receiving information about the 

main initiatives within the Group, 92% of 

the sample considered the idea of 

working for a company with this level of 

attention towards its collaborators to be 

very or fairly attractive.  
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1.5  THE MEDIASET GROUP , ITS 

BUSINESS CONTEXT , AND 

SUSTAINABILITY  

 

In a rapidly evolving national and 

international context where new operators 

and different platforms are emerging and 

integrating, bringing big changes to offering 

models and ways of accessing content, the 

Mediaset Group - as Italy's leading private 

television broadcaster - pursues its corporate 

objectives with the ma jor exogenous and 

endogenous risk factors taken into account, 

which can exert a significant influence on the 

evolution and sustainability of its own 

business model. Factors in this sustainability 

include:  

Å Socio -demographic trends (rising 

average age of t raditional television 

viewership) and new ways of consuming 

content among younger age groups (non -

linear consumption on new devices);  

Å New competitors (telecoms, global 

internet players etc.) operating at every 

link in the supply chain (content control, 

d istribution platforms, client databases 

and advertising) and thereby depriving 

traditional operators of their role as 

intermediaries;  

Å Regulatory changes on the national and 

international levels (copyright protection, 

concentration of advertising etc.), 

changes to allocations processes, 

evolving distribution infrastructure (DTT, 

broadband).  

This scenario places the Group in a context 

characterised by the growing maturity of the 

leading markets and the rising cost of the 

premium content offered by operators . 

In response to this context, the Group's 

strategy focuses on a media -company model 

characterised by a strong local/national 

quality, with a view to developing its product 

and video distribution strategy in a multi -

device direction and the consequent 

adap tation of its Compliance Programme 

(processes, professional expertise and 

technological innovation) as well as the 

evaluation of any agreements and targeted 

alliances on an international basis. With this 

in mind, in 2020 the Group suspended the 

creation of  the çMFE - MEDIAFOREUROPE 

N.V.è holding company, while it continued 

and consolidated its investment in the share 

capital of German broadcaster 

ProSiebenSat.1 Media SE. This increased its 

minority shareholding to 20.1% of the capital 

(20.7% of voting right s), which will be further 

increased to 23.5% (24.2% of voting rights) in 

January 2021.  

As stated above, in the pursuit of its business 

activities, the Group therefore maintains 

relations with a multiplicity of stakeholders in 

its efforts to protect their i nterests, while 

setting itself the target of generating a 

positive social impact in the territories where 

it operates.  

For these reasons, the Mediaset Group is 

careful to fully comply with the applicable 

laws and regulations in all the countries in 

which it operates, undertaking to act in 

accordance with the principles of loyalty, 
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propriety, responsibility and freedom of the 

individual, respecting diversity and rejecting 

discrimination in all its forms.  

What this signifies in its business context is 

the Gr oup caring for its own employees and 

cultivating their professional advancement, 

safeguarding intellectual property rights and 

the rights of minors, developing training 

initiatives and promoting culture.  
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MAPPING OF STAKEHOLDERS AND 

MATERIALITY ANALYSIS  

In keeping with the reporting principles 

drawn up by the Global Reporting Initiative 

(GRI), the first Sustainability Report was 

drawn up, involving the principal company 

departments, using a structured analysis 

designed to identify the key stakeholders f or 

the organisation and the most material topics 

for the preparation of the Report.  

For the purposes of sustainability reporting, 

topics deemed material, or significant, are 

those of an economic, social and 

environmental nature on which a business 

has a significant effect (positive or negative) 

and which may substantially affect the 

assessments and decisions of stakeholders. 

The materiality analysis therefore takes into 

consideration not only the perspective of the 

organisation but also that of the stakeh olders 

themselves. These analyses are periodically 

reviewed and updated.  
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For the purposes of preparing this NFD, in 

2020, targeted stakeholder engagement 

initiatives were carried out, in continuity with 

those carried out in previous years, in order 

to collect their reflections and assessments 

of material sustainability issues, as a 

preliminary step in updating the Materiality 

Matrix. Through Workshops and Online 

Surveys, employees  in particular (through a 

survey of all personnel and a subsequent 

focus group using a representative sample) 

were involved as well as a panel of finan cial 

analysts  as external stakeholders, while the 

assessment of significant issues from the 

Groupês point of view was updated on the 

basis of the results that emerged during a 

dedicated workshop involving the 

management of the main company areas and 

depart ments.  

To make up the Materiality Matrix, the 

significance of these issues assigned by the 

various categories of stakeholder was 

integrated with the results that emerged 

during the pre -existing stakeholder 

engagement activities, which involved 

advertising  investors, service and content 

providers and television sector agents, 

weighting the results on the basis of the 

updated assessments of significance 

attributed to the categories present in the 

map of stakeholders identified by company 

management.  

In view  of the significance attributed to the 

youth cluster, a survey on the coming 

generation  cluster (16 å26 years old) was 

carried out by a leading social research 

institute with the aim of assessing perception 

of sustainability issues and their impact on 

the Groupês activities, as already reported in 

the previous paragraph dedicated to the 

Groupês activities and commitment towards 

the coming generation (Mediaset for the 

coming generation).  

The result of the materiality analysis was 

shared with the Groupês senior managers 

during the strategic ERM risk assessment 

interviews. Following these interviews, the 

Group confirmed that the issues in the 

materiality matrix are monitored 

systematically within the corporate risk 

assessment process.  
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The results of the analysi s described above 

have been processed and presented in the 

following Materiality Matrix, which represents 

the weighted combination of the degree of 

relevance/critical nature of the issues for the 

Group (represented on the horizontal axis) 

and for its stake holders (represented on the 

vertical axis). The materiality analysis 

process and the materiality matrix were 

validated by the Risk, Control and 

Sustainability Committee of Mediaset S.p.A. 

and approved by the Board of Directors of 

Mediaset S.p.A. which met on 23 February 

2021. 

The materiality matrix shows the most 

relevant issues, by relevance/critical nature. 

The graph shows the issues with relevance 

ranging from çhighè to çvery highè. These 

issues are linked to the following 

sustainability groups: çeconom ic 

responsibility, responsibility with respect to 

human resources, product responsibility, 

corporate governance and compliance, 

responsibility towards suppliers, social and 

community responsibility and 

environmental responsibility è. 

Compared to the 2019 ma teriality matrix, it 

should be noted that the current matrix, 




















































































































































































































































































































