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MediaShopping

24-HOUR T-SHOPPING  

MediaShopping is the leading home-
shopping channel, on the air 24
hours-a-day on Mediaset’s digital 
terrestrial platform. But MediaShopping 
is not only on digital, it is also available
on dai ly  windows on Mediaset’s
analogue channels, on the internet at
www.mediashopping.it and on channel
808 of the Sky satellite platform.

A NEW CHANNEL: CINEMA ETC. 

In 2007 Mediaset’s free digital terrestrial 
offer was reinforced with the launch
of Iris, a channel largely dedicated to 
art-house cinema, with seasons and 
retrospectives of cult directors and 
actors, both Italian and international.
The schedule also includes theatre, 
opera and literature.
In other words, a channel for the most
refined viewers. 

Iris
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TOP CLASS FOOTBALL

Mediaset broadcasts live coverage
of the Serie A matches of AC Milan,
Inter, Milan, Roma, Lazio, Torino,
Atalanta, Livorno, Juventus, Napoli and
Genoa. In addition, as the result of 
an agreement with La7 Televisioni, 
Mediaset Premium also shows the 
highlights of all of the Serie A matches 
during the programme Diretta Premium, 
which follows the action from all of 
the games live. Mediaset Premium 
also offers all of the matches of the 
UEFA Champions League. 

FIRST-VIEW CINEMA 

Thanks to an agreement with the
leading national and international distribu-
tors, Mediaset Premium broadcasts
fi rst-view TV runs (a pay-per-view 
window 9 months after theatrical
release), of the most successful fi lms 
of the current season.
The offer consists of 10 fi lms per day,
shown between the hours of 2.00 pm 
and 2.00 am. 

REALITY SHOWS

On Mediaset Premium it is possible to 
buy and watch the 24-hour versions 
of the reality shows that are currently 
running on the Group’s generalist 
channels.
Viewers can follow the adventures of 
the participants, day and night, select-
ing from a range of viewpoints, as if 
they were the director.

THE COMMERCIAL OFFER

The model foresees the possibility for 
all card-holders to select content 
individually and with the maximum 
fl exibility, or to adopt a package offer
consisting of a series of predetermined
events at a discounted price.
Football content is consequently 
available as either single events or 
in the form of a special offer: which 
may mean the purchase of an entire 
championship, such as the Italian 
league, the Champions League, the 
intercontinental cup or other competitions 
for which rights are held. Finally, it is 
also possible to buy all of the matches 
of a single club. 
Preview cinema events are offered 
as single events, which means that 
each fi lm is available separately.
Gallery, or the programmes of Joi, 
Mya and Steel, is available as a 
package covering a period of time. 
Every Premium viewer can therefore 
choose to see and pay for the fi lms 
and TV series - absolutely exclusively - 
for a period of time most suited to his 
or her needs, from a month to a whole 
year.
Customer relations are managed by a 
Customer Service structure organised 
with a Call Center and a Customer 
Care service. A special Premium offer 
is also available for public spaces, the 
Mediaset Premium Club. Mediaset 
Premium can also be received on 
DVB-H mobile phones as part of the 
packages offered by TIM and H3G. 
 

Pay-TV

THE GROWTH OF
MEDIASET PREMIUM 

Launched on the digital terrestrial 
platform by Mediaset in 2005, Media-
set Premium is a pay-TV service that 
is accessed by a pre-paid card. For 
viewers it is the only possibility to 
have easy, flexible and transparent 
access to high quality content at 
a low cost. The model works like 
the prepaid offer of mobile phone 
operators, with a card equipped with 
a microchip (the so-called “smart 
card”) that holds in its memory the 
credit available with which the viewers 
can select what they want to watch.
In order to ensure the maximum 
flexibility for users, cards can be 
recharged with any of a range of six
amounts, from €10 to €100. This new 
approach has al lowed Mediaset 
Premium to combine in the same 
package the advantages of both the 
pay-per-view model and the pre-
paid formula.

GALLERY

Gal lery  i s  the  l a tes t  add i t ion  to
Premium. In three distinct approaches,
Joi, Mya and Steel, bring together 
an offer of high quality fi lms and TV 
series, in exclusive fi rst-screenings in 
Italy. A concentration of quality where 
viewers can fi nd the best of American 
TV series, at the same time as they 
are shown in the US, as well as the 
best blockbuster fi lms. Gallery has
three distinct offers, plus the possibility 
to postpone viewing using the +1
feature. Joi is the name of the family
entertainment package, with programmes 
for all the family; the most beautiful
stories, blockbuster TV series, the 
great classics and must-see hits.
Mya is dedicated to women, as well 
as to men who love women. Here you
can fi nd fi lms and TV series that love 
passion, romance and intrigue. Steel
(deve loped in  coopera t ion  w i th
Universal) is the place for action, pace,
courage, adrenaline. 
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Tokyo, December 2007: the FIFA Club World Cup fi nal,
A.C. Milan v Boca Juniors, broadcast exclusively in Italy by Mediaset Premium.
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Mobile Tv on DVB-H

A EUROPEAN NETWORK 

In 2006 Mediaset launched Europe’s 
first Mobile TV service (the first in 
the world using DVB-H technology). 
Mediaset operates as both content 
provider and network operator, thanks
to the development of its own DVB-H
transmission network, used by the
leading mobile phone operators. In
particular, an agreement was reached 
with  TIM for the transport of content 
in TIM’s package over the DVB-H

network run by Elettronica Industriale,
the supply of the schedules of RTI
(Canale 5, Italia 1 and Retequattro),
the supply of pay-per-view sports 
content from Mediaset Premium’s offer 
(Serie A and the Champions League).
The agreement reached with the telecom
operator H3G, meanwhile, concerns 
the simulcast supply of ‘best of’ from 
the generalist channels (Canale 5, 
Italia 1 and Retequattro), the football 

matches form the Serie A champion-
ship and the free digital terrestrial 
children’s channel, Boing.
Mobile TV should be seen as an addi-
tional platform for the distribution of
television content in innovative media
environment. 

NOT ONLY TV

A New Business area has been created
within RTI S.p.A. to draw together
all of the activities that complement the 
core analogue television business: 
web sites, value added telephone 
and computer services - RTI Interactive 
Media, Licensing & Merchandising, 
music - RTI Music, distance shopping - 
MediaShopping. 
 

RTI INTERACTIVE MEDIA

RTI Interactive Media has the task of
creating services and content to be
used across di fferent platforms 
(internet, teletext and telecoms), and
developing new synergies and promoting
content extension init iat ives with
regard to the traditional core business 
focused on free generalist TV.
It is active on the web in three different
areas through the web site: Mediaset.it 
www.mediaset.it), the point of entry 
for all of Mediaset’s web content: 
• community, with Jumpy (www.
jumpy.it); 
•  sport, with the sports news portal 
(www.sportmediaset.it) which offer
sports enthusiasts exclusive news and 
film content in real time. It also features 
windows dedicated to the most popular 
programmes, such as Controcampo 
and Grand Prix;
• news, with TGCOM (www.tgcom.it), 
TGFIN (www.tgfin.it) and the sites of 
the two flagship TV news programmes 
TG5.it (www.tg5.it) and Studio Aperto.it
(www.studioaperto.it).  
In particular the editorial staff of TGCOM
supplies journalistic content for a 
range of platforms: internet, analogue
and digital teletext, radio, analogue 
and digital TV, mobile phones.
Mediaset’s teletext service (Mediavideo) 
is a multimedia television news service 
with 800 pages and also available on 
the digital terrestrial platform;

New Business

• acquisition of video content, with 
Rivideo (www.rivideo.mediaset.it), a
site which offers the public, for a small
payment, an additional opportunity to 
see again their favourite series, films 
and sports events directly on their 
computer.

RTI Interactive Media also operates in
the mobile phone sector in two special-
ised areas:
• brand extension, which aims to
leverage well-known television brands/
formats (for example, for the multimedia
game from the programme Grand Prix,
infonews services such as TG5sms and
TG5mms, news video clips produced 
by TGCOM);  
• interactivity, aimed at creating inte-
ractive opportunities between users and
television programmes (for example
voting and an inbox).

LICENSING & MERCHANDISING 

This area develops licensing activities
related to the world of cartoons, 
continuing to focus on the children’s
area which, in Italy, offers promising 
opportunities. The same area of the 
Group buys and manages non-te-
levision brands linked to the world 
of teenagers in order to operate as an 
all around licensing agency.
It also creates editorial products, with 
the aim of directly exploiting ideas and
opportunities generated by the RTI 
schedule, through the news stand 
channel.

RTI MUSIC

The RTI music department’s main 
function is to provide all of the Group’s 
TV productions with support on the 
music front. However, it has also devel-
oped and manages the site MusicShop 
(www.musicshop.it), a portal for online
music sales with which users can 
hear, select, assemble, buy or offer 
music, entirely safely and legally, down-
loading the selected tracks to their 
computer and paying by credit card.

HOME SHOPPING  

MediaShopping is an absolutely 
unique case in the teleshopping - the 
so-called “home shopping” - sector 
and organises its sales across a 
variety of distribution channels: TV 
(a 24-hour digital terrestrial channel 
and on digital satellite 808 on Sky, 
d a i l y  w i n d o w s  o n  M e d i a s e t ’s 
analogue channels), Internet (www.
mediashopping.it), large-scale retail 
(through an agreement with leading 
retail chains), telemarketing and a 
catalogue.
MediaShopping has also opened
a number of direct sales outlets in a 
number of leading department stores 
and its own shop (MediaShopping 
Outlet) in Rome. 
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The Telecinco headquarters in Madrid.

Telecinco:
net profit 2007 (Am)

353.1

Spain

TELECINCO,
SPAIN’S LEADING CHANNEL
 
Mediaset is the major shareholder of
Telecinco, the Spanish television group
that heads the television channel of 
the same name and which began 
broadcasting in 1990. Today Telecinco 
is undisputedly Europe’s  most  profit-
able  television group. The company is 
listed on the Spanish stock exchange 
and is included in the Ibex 35, the
index of Spain’s top 35 listed companies.
The Telecinco Group operates in Spain 
as an integrated television broadcaster 
in the following areas:
• television advertising sales 
(Publiespaña S.A.U.); 
• non-TV media advertising sales, 
both for the Group  and third parties
(Publimedia Gestion S.A.U.); 
• analogue generalist television
(Gestevision Telecinco S.A.); 
• press agency  (Atlas); 
• film co-production
(Telecinco Cinema S.A.U.); 
•  free-to-air digital terrestrial thematic 
channels  (Telecinco 2, Factoria de
Ficción); 
•  tele-shopping on Publieci Television
S.A.;  
• internet through Conecta 5 Telecinco 
S.A.U.; 
• since 2008 a stake in Caribevision, 
a North American TV channel aimed 
at the Spanish-speaking audience.  
 

ADVERTISING

The television advertising market in
Spain is Europe’s fifth largest. It 
is second, after Italy, in terms of the
proportion of total advertising revenues
spent on traditional media (according 
to Infoadex 43.2%).
Compared with the Italian market, the 
competitive scenario in Spain is more 
fragmented. In addition to Telecinco,
there is: the state broadcaster Televisione 
Española, with two channels (TVE 1
and TVE 2); a private commercial 
operator, Antena 3; and a federation 
of local broadcasters (Autonomicas) 
reunited under the logo La Forta and 
the digital platform Digital+ with more 
than 2 million subscribers.
At the end of 2005, these were joined 
by a new free-to-air, Cuatro, created 
following regulatory changes that have 
made it possible to convert the pay-
satellite TV licence of Canal+ and La
Sexta, a new operator that was awarded
an analogue licence in 2006.
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THE NEW DIGITAL WORLD 

Thanks to its Broadcast Centre, Tele-
cinco has a digital platform able to
distribute and receive digital content by
satellite, fibre optic cable, and over
mobile and DSL networks.
Fol lowing the opening up of the 
Spanish regulatory situation to digital 
terrestrial television, Telecinco, like 
other commercial operators, received 
licences for two new digital channels, 

which have added to the simulcast 
broadcast on the DTT multiplex of the
generalist channel: Telecinco Sport, 
a channel dedicated to sports events 
and Telecinco Estrellas, which focuses 
on national and international TV drama 
productions.
Also on the Mobile TV front, Telecinco 
is a leading player in technological 

innovation thanks to experimentation 
conducted with the leading operators 
in the mobile phone sector in Spain’s 
biggest cities. Further impulse is 
supplied by the internet, where the 
company’s portal, Telecinco.es, and the
news site informativostelecinco.com
are at the top of their respective cate-
gories in terms of popularity.

Telecinco: The programme Pasapalabra.

COMMERCIAL FREE-TO-AIR TV  

Telecinco is Spain’s most popular TV
channel, both in prime time and across 
the 24-hours. Despite the entry of the 
new players Cuatro and La Sexta, 
Telecinco can point to greater stability in 
its ratings than other TV operators. Over 
the years Telecinco has consolidated
its move towards original in-house
production, which now accounts for 
more than 80% of the schedule. The 
two most signifi cant types of programme 
characterising the Telecino offer are 
national TV drama and light entertain-
ment. At the beginning of 2008 Telecinco 
began to expand its presence to the
North American market through the
acquisition of a signifi cant stake (29.2%)
in Caribevision, a TV broadcaster 
a imed at  the Spanish-speaking 
community in the United States. The 
channel, which broadcasts in New 
York, Miami and Puerto Rico, has a
potential audience of around 50 million
viewers. 

INVESTMENTS IN TV RIGHTS 

On the basis of current legislation that
obliges Spanish television operators
to invest 5% of advertising revenues 
in Spanish and European fi lm production, 
Telecinco is involved in important 
investments in high-quality productions 
through its subsidiary Telecinco Cinema 
SAU. Of particular note has been the 
fi lm El Laberinto del Fauno, winner of
three Oscars in 2007 (for best photogra-
phy,  best set design and best make-up)
out of the six for which it was nominated
(the fi lm was also a candidate for best 
foreign fi lm, best original screenplay 
and best soundtrack).

Telecinco. Gross advertising
revenues 2007 (€m)

1,051.8

In 2007 Telecinco was Spain’s most 
active fi lm producer, with 11 new titles 
generating box office receipts of 
around €34 million and attracting an 
audience of around 6 million.
Four Telecinco Cinema productions 
were among the ten most popular 
Spanish fi lms of 2007. These included 
El Orfanado, the absolute winner in 
the fi lm season with overall takings of 
around €25 million and an audience 
of more than 4 million, a result that 
makes it the second most successful 
fi lm in the history of Spanish cinema.
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Endemol international formats, from the top:
Big Brother,

Wheel of Fortune,
Who Wants to be a Millionaire.  

Endemol

MEDIASET’S NEW
SHAREHOLDING 

In May 2007 Endemol was acquired 
by a joint venture made up of Media-
cinco  Cartera (the Mediaset Group),
Cyrte, a company owned by the founder
John de Mol, and the investment bank 
Goldman Sachs. 
Endemol is Europe’s leading indepen-
dent television production company. In
a short time the company has managed
to become the leader in the national
and internat ional  product ion of
enterta inment and drama, wi th
programmes that have made television
history.  Every year the company
produces more than 15,000 hours of 
programming. 

Endemol is based in Holland and has 
affi liated operations and joint ventures 
in 25 countries around the world 
including France, Italy, Germany, Spain,
the United Kingdom, Holland, Denmark,
Norway, Belgium, the United States,
South Africa, Australia, Argentina and
Brazil. 
Thanks to a library of 1400 formats, 
Endemol is able to respond to the
growing demand for TV drama (series,
miniseries and soap operas) and
entertainment (reality shows, game 
shows, talk shows, talent shows, make-
over shows, etc.), without forgetting 
the need to adapt the product to meet 
local tastes and needs. 

With one of the world’s most impor-
tant creative laboratories, Endemol 
constantly develops new ideas for 
television and studies their adaptability
for individual markets, and conducts
research for the foreign sale of original
products. In addition to managing the
group’s format catalogue, the company
also buys programmes from the principal
foreign markets and cont inuously 
monitors international formats and 
their popularity.
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Wangfujing Dajie, the main shopping street in Beijing, host of the 2008 Olympic Games.

International
advertising

PUBLIEUROPE
AROUND THE WORLD 

In the context of an advertising market 
that is increasingly international in
its outlook and which has been charac-
terised in recent years by concentration
and a continuous shift in the decision 
centres, the Mediaset Group has
entrusted Publieurope Ltd., a company
founded in 1996, wi th the task of
organising an adequate response
to the European market and the aim
of generating additional revenues
deriving from:
• the development of new business in
other countries;
• constant contact with the head-
quarters of multinational clients.
The beneficiaries of these activities are
first of all the group’s channels - Canale 5,
Italia 1, Retequattro and Telecinco -
but also another 40 channels in 14 
countries that have commissioned 
Publieurope to sell their advertising 
space outside their national borders.

In fact Publieurope has developed 
over the years an articulated portfolio 
of media clients which makes it pos-
sible to offer international advertisers, in 
addition to the group’s channels, the 
German channels Pro7, Sat 1, Kabel 
1, N-24 and DSF, which together
account for around 30% of the German
audience, and Britain’s Channel 4,
which gives advertisers access to 
around 15% of the UK’s commercial 
audience. The portfolio of products is
completed by the magazine titles of
Mondadori Pubblicità and by new 
forms of advertising, such as the Group’s
digital and thematic channels, the 
various internet sites, Mediavideo and
a range of initiatives linked to sport.
Publieurope has signed a three-year 
agreement for the sale of advertising 
with CSPN, the Chinese free-to-air 
sports channel, launched in October 
2007 by China Global Media. CSPN 

currently comprises 7 regional chan-
nels with an effective reach of 400 
million viewers. Publieurope exclusively
sells advertising for all world markets 
(except China, Macao, Hong Kong 
and Taiwan) for both the free-to-air 
channel and any eventual platforms 
created by CGM, such as pay-TV, 
Internet, IPTV, etc. This agreement
between Publieurope and China’s
leading sports channel is particularly 
significant in view of the forthcoming 
Olympic Games that will be held in 
China for the first time. 
The sales activities, which are run from 
offices in London, Munich, Paris and
Lausanne, with the active cooperation
of Publitalia ’80 and Publiespaña, has 
generated very satisfying results that 
consolidate the trends of recent years. 

International television channels
represented by Publieurope
in 14 countries 40
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Training
initiatives

COMMUNICATION, JOURNALISM, 
MANAGEMENT

In order to ensure that the company
has access to competent and motivated
human resources, the Mediaset 
Group has for many years invested 
in training, both to meet its internal 
requirements and to transmit to the 
market the accumulated competences 
and know-how that it has developed 
in the field over the last twenty years. 
The most important initiative include: 

• Campus Multimedia In-Formazio-
ne: in cooperation with Milan’s IULM 
University (Libera Università di Lingue 
e Comunicazione) this initiative aims 
to create an area of excellence for 
training and research in the area of 
the digital economy, media communica-
tions and technology.
Courses are concentrated in two areas:
- Master in Journalism: Recognised 
by the National Association of Journa-
lists as a training centre, this course 
aims to provide young journalists with 
the professional skills and cultural and
multimedia competences that will allow
them to work in a range of special-
ised areas, producing content for a 
range of platforms.
- Master in Management Multime-
diale (MIMM): a course designed to 
train man agers for multimedia orga-
nisations, a profession that demands 
a command of a range of skills, includ-
ing strategy, organisation, marketing, 
finance, accounting and control, all of 
which are integrated with more detailed 
notions concerning technological 
innovation, communications and law.
The course is run in conjunction with 
a number of prestigious Italian and 
foreign universities. 

• Master Publitalia ’80: active since 
1988, the Master Publitalia programme
is now an established feature of the
advanced study options open to young
graduates looking for a career in mar-
keting and communications. 
Particular attention is paid upon the 
placement of students in companies 
on completion of the course.
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CULTURAL INITIATIVES 

In  1995 Mediaset  w i th  Medusa
launched the film restoration programme
Cinema Forever-Dedicated to Carlo 
Bernasconi aimed at saving some 
of the masterpieces of Italian cinema 
otherwise destined to be lost as a 
result of film degradation. Cinema 
Forever has given new life to 21 films 
by directors such as De Sica, Fellini, 
Pasolini, Rossellini, Antonioni, Berto-
lucci, Germi and Pietrangeli, names 
that have made cinematic history. 

Every year, Mediaset organises hundreds
of free screenings of the films around 
the world.
Between 1999 and 2002, fifteen of the
restored films were donated by the 
Mediaset Group to the Museum of 
Modern Art in New York in order to
enrich, with prestigious titles from the
Italian cinema, one of the world’s most
important film archives.

The Teatro Manzoni in Milan,
the venue for Aperitivo in concerto.

Since over twenty years Mediaset 
supports and organises at Milan’s 
Teatro Manzoni the concert series 
Aperitivo in concerto. 
This initiative has attracted international
attention for its commitment to the 
most innovative and captivating 
examples of contemporary musical 
creativity: from jazz to experimental 
music, and from ethnic traditions to the
so-called “music on the edge”.

MEDIAFRIENDS 

Mediaset and Medusa, along with Mon-
dadori (the Fininvest Group’s publishing
company) founded Mediafriends 
Onlus(a not-for-profit, socially useful 
organisation) that, in five years, has 
collected, through television appeals 
and other activities across the country,
more than €30 million which has 
been distributed to 70 specialised 
non-profit humanitarian associations.

MEDUSA AND MEDICAL RESEARCH

The Medusa subsidiary, in addition to 
a significant contribution to the work 
of Mediafriends, has for many years 
supported the Società italiana per 
l’Amiloidosi, in particular in the creation
of a new clinic at the Centre for the 
Study of Systemic Amyloidosis at the 
San Matteo Hospital in Pavia. The clinic
has been named in memory of Carlo
Bernasconi, the founder and first 
chairman of Medusa.

MEDIASET AND PUBLIC
AWARENESS COMMUNICATION 

Every year Mediaset dedicates over 
6,000 advertising slots to public 
awareness campaigns. These spots 
are allocated for free to associations 
and non-profit bodies who need visibility
for their initiatives. Last year more than
250 organisations were involved.
Moreover, each year Mediaset’s
Creative Department, using its own
resources and know-how, produces 
dozens of public awareness campaigns 
covering a range of civic and social
issues. 
In Spain, the growing importance of 
Telecinco in the Spanish television 
business, brings with it a growing 
social responsibility for the company. 
Since December 1999 Telecinco has 
run an original project to build viewers’ 
awareness about 12 areas of social 
concern. The initiative, called 12 meses,
12 causas, has made Telecinco 
Spain’s most h ighly considered
broadcaster for the attention it gives 
to social issues in the list compiled by 
the Fundacion Empresa y Sociedad, 
a body that analyses corporate social 
responsibility. As part of the 12 meses,
12 causas initiative, the channel
makes available programming time, 
dedicated commercials on the issue
of the month and, as part of a range of
programmes, space for the discussion
and debate of the issues. 

A commitment to
culture and society 

MEDIASET AND MINORS

Mediaset has always been sensitive 
to the need to protect children: 
• dedicating special attention to the
protected time band (16.00-19.00) 
with a rigorous control of all content 
broadcast (programmes, advertising, 
trailers, promos) and with programming
specifically designed for minors on at 
least one of the three channels; 
•  harmonising and coordinating prime 
time schedules in order to ensure - at
least on one of the channels - programmes
suitable for family viewing; 
• using coloured symbols on the screen
at the beginning of programmes to 
indicate the character and content of 
the programme (Green, suitable for
all viewers; Yellow, suitable for children
accompanied by an adult; Red, not 
suitable for children); 
• consolidating, alongside the usual 
symbols, efforts aimed at providing 
clear information about programmes 
(e.g. through “labels” at the beginning 
of programmes or special editions of 
news bulletins, verbal announcements 
or signs at the beginning of programmes
and banner headlines after each
commercial break).

In Spain, Telecinco has complied to 
the Convenio de Segnaletica, which 
obliges broadcasters to identify pro-
grammes according to suitability for 
age ranges. Programmes aimed at an
adult audience are identified by a red
visual signal accompanied by an audio
signal; programmes that are forbidden 
for children under 14 have a yellow 
symbol, while programmes that are 
suitable for all ages have no symbol.
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