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Five-Year Overview
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Group Management Report

Group Fundamentals
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Hubert Burda Media (hereafter also referred to as
“Burda”) is an internationally operating media company
with a strong focus on technological innovations. Burda’s
goal is to become the market leader in its various target
markets or, as the case may be, to secure that leading
position through long-term growth.
All of Burda’s products focus every day on consumers’
needs and on helping them in their personal lives and in
achieving their own goals. Burda’s portfolio in 2018 included
roughly 600 products in Germany and 17 other countries.
Significant revenue sources for the company include retail
sales (individual products, subscriptions and e-commerce),
commission models (revenue shares as with HolidayCheck,
for example), advertising and B2B services (such as
BurdaDruck, for example).
Burda considers itself an “enterprise for entrepreneurs”
and is therefore organized under Hubert Burda Media
Holding with a decentralized profit center structure. This
structure offers Burda’s companies the necessary entrepreneurial and cultural leeway to grow successfully.
The entrepreneurial freedoms allowed to Burda companies are still aligned with the overall business growth of
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the Group, which it ensures through clear, reliable
guidelines and regular opportunities to exchange in
formation. There are centralized shared services and
central corporate units including Accounting & Tax,
Procurement, Legal and Compliance, and Corporate
Communications that perform functions reserved for
the holding company.
Burda wants to do more than just keep pace with highly
dynamic changes in the media business: It wants to
actively shape them itself. With this goal in mind, Burda
is consistently strengthening technological and entrepreneurial skills in all operational business divisions, assisted
by the strong international networks that were created
through the world-renowned DLD conferences and other
activities.
One key prerequisite for Burda’s continued success lies
in the ability to promote further development of existing
personnel and recruit and retain qualified new employees.
In 2018, the HR – Next Level strategic project focused on
five development areas in particular: people excellence,
organizational excellence, next level recruiting, HR IT
strategy and HR operational excellence. The centralized
function’s objective is to optimize support of Burda’s
profit centers in a constantly changing market situation
and a highly competitive recruitment market while improving its appeal as an employer through modern offerings
and tools.

At the end of the past fiscal year, the consolidation group
included a total of 256 companies, 146 of which were in
Germany and 110 outside of it. At the end of the year,
12,369 individuals were employed in the Group.
In addition to a central holding and services division,
Hubert Burda Media is divided into four operational divisions: National Digital Brands, National Media Brands,
International Media Brands and Printing. In fiscal year
2018, the Group’s external sales reached €2.7 billion,
which remained stable at about the previous year’s level,
falling short of the predicted slight increase in revenue.
The National Digital Brands division was able to achieve revenue growth of 4.9 percent. Once again, Xing posted the
strongest growth in 2018, due in large part to a strong and
successful expansion in the area of e-recruiting. The two
e-commerce retailers Cyberport and Computeruniverse were
the most successful digital companies in terms of sales. In
2018, the physician rating platform Jameda further expan
ded its market-leading position in digital doctor-patient communication. A ruling by Germany’s Federal Supreme Court
that allows a listing of all physicians in Germany strengthened Jameda’s business model. HolidayCheck Group AG
was also able to grow its sales and profits in 2018.
Digital publisher BurdaForward continued evolving in 2018
from a provider of traditional news portals to a provider of
platforms that display partner content on equal footing
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with their own content. Several publishers were recruited
for this new partner publishing model in 2018.
Cliqz’s objective is to use its own products to further penetrate key internet technologies – browsers and search
engines. Protecting personal data and delivering userfriendly advertising are at the heart of its activities. However, market entry barriers established by the individual
platform companies that dominate the market hamper the
rapid growth of new browser providers like Cliqz, even
though the offering of these new providers is demonstrably innovative and consumer-oriented.
The investment company BurdaPrincipal Investments also
provides long-term growth capital for fast-growing technology and media companies; in 2018, it invested increasingly
in Germany, Great Britain and Asia. During the fiscal year, it
boosted its investment in the UK-based online flower shop
Bloom & Wild and the Asia-based fashion platform Zilingo,
among other activities. BurdaPrincipal Investments also
made initial investments in Asia’s leading used-car platform,
Carsome, and in the e-learning platform Skillshare. In Germany, it increased its investment in Nebenan.de, the fastgrowing neighborhood network.
In the National Media Brands division, overall revenue in
2018 was slightly lower than the growth predicted for the
fiscal year. Burda’s German publishing division operates a
variety of sustainable business models with the objective
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of gradually gaining independence from the advertising
market and generating revenues through direct interaction with consumers beyond traditional sales revenues.
Blue Ocean posted moderate growth in sales revenues
with children’s media and increasingly with international licenses for brand-related magazines popular with children
(e.g., LEGO Ninjago and LEGO Star Wars). Blue Ocean
moved forward on its internationalization course in 2018
and acquired a Spanish publisher of children’s magazines.
Above and beyond that, the National Media Brands division worked consistently to secure long-term profitability
by implementing cutting-edge production methods and
lean internal processes, among other measures.
The majority of revenue in the International Media Brands
division can be traced back to Immediate Media, a group of
companies in the magazine business as well as the digital
consumer market in Great Britain. Immediate Media acquired
Britain’s largest food media brand, BBC Good Food, from
BBC Studios in 2018. The acquisition also includes the digital and event business, making Burda the largest food publisher in Great Britain. Revenues declined in Eastern Europe
and Turkey, which have both become continually unpredictable markets, as well as in the BurdaEducation subdivision,
which is responsible for printing schoolbooks.

as well as lower order volumes, shifts in the order mix and
a decrease in prices.
To respond to changing media usage as quickly as possible, Burda does not bundle the development of new products in a central R&D department – unlike traditional industrial companies. Instead, it conducts these activities in
a decentralized manner in the individual profit centers or
listed business divisions.
Overall, Burda ended fiscal year 2018 on a stable basis.
The Group was able to further reduce the level of debt
over the course of the fiscal year. Because of its solid financial position, the company has the freedom to continue investing in the development of its own divisions and
in new shareholdings. With regard to markets, products
and business models, Burda is a very broadly diversified
and hence very stable company.

Sales revenues in the Printing division (i.e., in the European gravure printing business) fell significantly below
last year’s levels due to reductions in the service business
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Overall economic and industry situation
International
Overall, the signs are growing that expansion in the global
economy has peaked. The Organization for Economic Cooperation and Development (OECD) recorded a 3.7 percent
increase in global growth for 2018 and predicts an increase of 3.5 percent over the previous year for 2019.
Experts believe that the economic growth is no longer
based on as broad a foundation as before, with the prospects for individual countries and sectors differing to an
increasingly large degree. In their opinion, global trade
growth has already slowed due to recent trade policy
developments.
The growth prospects of emerging economies have
dimmed in view of increasing financial risks and slowed
reform efforts. A decade after the outbreak of the global
financial crisis, financial markets still seem fragile due to
elevated asset prices and high debt levels. In developed
economies, political stimuli and strong job growth might
strengthen domestic demand over the short term. However, the OECD’s outlook indicates hampered growth over
the medium-term due to more restrictive financial conditions, higher oil prices and the danger of trade conflicts.
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Further escalation of trade tensions poses a significant
downside risk with regard to global investment activities,
job growth and standard of living.
After a ten-year high in the previous year, Europe’s economic recovery continued in 2018, although more slowly
than expected. The International Monetary Fund (IMF)
predicts a growth rate of 2.0 percent in its forecast for the
euro zone, while a slightly lower growth rate (1.9 percent)
is anticipated for 2019. Consumer spending remains the
most important growth driver that is supported equally by
a higher employment rate and stable wage development.
However, the IMF draws attention to a series of exogenous impediments that are related to the developments
described above and that lower expectations for the economic trend.
In Great Britain, the decline in the British pound following
the EU referendum has led to slowing in real income growth
and cautious private consumer spending. The IMF predicts
comparatively mild economic growth of 1.4 percent for the
year 2018 and 1.5 percent for 2019. While a hard Brexit is
the greatest risk factor for the British economy, experts see
additional challenges in weak productivity growth, high public debt and a large current account deficit.
According to OECD forecasts, the current economic expansion in the US will weaken during the next two years.
Thus, the OECD predicts that the economy will grow by

2.9 percent in 2019, while a growth rate of 2.1 percent is
calculated for 2020. Employment rates improved again
recently, likely due to growing demand stimulated by a long
phase of low interest rates and the tax reform package
passed in the previous year by the US Congress. However, the tax reductions along with growing government
spending will result in the country’s first government budget deficit exceeding $1 trillion in the year 2020 (source:
CBO). After the US government applied tariffs to half of
all imports of Chinese goods in September, further escalation of the trade conflict between the USA and China is
another factor creating uncertainty.
According to OECD indicators, the growth momentum of
India’s economy remains robust. Positive development in
investments and exports as well as the impact on growth
resulting from implementation of recent structural reforms
should lend the country further upward momentum. Experts forecast a growth rate of 7.3 percent over the previous year for 2019.
China’s growth rate declined slightly during the year and
is predicted to slow even further to 6.3 percent in 2019,
although the OECD indicates that the economic headwind resulting from trade tensions with the USA is still
modest. The People’s Republic is Germany’s most important trading partner – in 2018, the imports and exports flowing between the two countries totaled almost
€200 billion.
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Per the International Telecommunication Union,
5.3 billion people worldwide were already using the
mobile internet by the end of 2018.
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Despite strong annual growth of 4.7 percent between the
years 2000 and 2017, a current OECD report shows that
Africa still has few high-paying jobs and that income inequality remains high. It will be difficult to continue the
necessary structural changes without improving productivity growth. The African Development Bank (AfDB) predicts GDP growth of 4.0 percent for the year 2019.

Germany
The price-adjusted gross domestic product for 2018 rose
by 1.5 percent over the previous year (source: German
Federal Statistical Office). Per OECD projections, Germany’s economic growth will slow down, but remain solid
overall under the influence of a robust employment situation and fiscal momentum. The German Federal Statistical
Office states that the economic output for 2018 was produced by 44.8 million workers in Germany. According to
preliminary calculations, that was about 562,000 more
workers than in the previous year. By the year 2019, the
number of workers in the labor force might rise to a record level of 45.3 million. Private consumer spending, up
until now a pillar of economic growth in Germany, is becoming increasingly fragile. Moreover, the export sector is
experiencing challenges due to global trade uncertainties.

The media industry
The global media industry remains under the permanent
and profound influence of ever more quickly accelerating
digitalization. Although the technological transformation
impacts every aspect of the economy, disruptive development is more advanced in the media industry than in other
sectors. While traditional media companies face the challenge of changing their products, processes, business
models and position in the value chain, comparatively new
content providers in various segments – including Netflix
and Spotify – have been able to gain millions of customers
worldwide in a very short time. The boundaries between
print and digital, desktop and mobile, social and traditional
media are blurring from the end customer’s perspective.
Rapidly increasing access to the internet via mobile devices remains perhaps the most visible driver of digital
growth. In two years, the average user will already be consuming more data on their smartphone than on broadband internet (source: PwC Global Media & Entertainment
Outlook). Per the International Telecommunication Union,
5.3 billion people worldwide were already using the mobile
internet by the end of 2018. The number of broadband
mobile phone plans increased again in 2018 with a penetration rate of 69.3 plans per 100 residents.
While shrinking advertising revenue and – to a lesser extent – declining sales figures continue to characterize the
market for popular magazines, the digital segment is
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trending upwards. Digital magazine sales in Germany are
predicted to reach €226 million by the year 2022, an increase of 10.4 percent per year on average, with popular
magazines’ share of total sales revenue growing to 13 percent (PwC German Entertainment & Media Outlook). Digital advertising revenues for popular magazines are predicted to weaken slightly with a growth rate of 4.2 percent
in the year 2022. Their share of total advertising revenues
will rise from 15.7 percent (2017) to 23.1 percent in the
year 2022. Despite this development, publishers are still
facing the challenge of monetizing their digital activities
sufficiently to compensate for declining advertising revenues in the print sector.
At the same time, the traditional boundaries between media, technology and telecommunication companies are
becoming increasingly fluid. The “big four” US digital companies – Google, Apple, Facebook and Amazon – are penetrating further into the media and entertainment sector
through massive investments, and in the case of Google
and Facebook, dominate the global online advertising
market. In 2017, Amazon also entered the digital advertising market and continues to post above-average growth
rates there. This development is challenging for traditional
media companies also in light of the fact that access to
consumers and data has become essential for a company’s survival in the consumer internet industry. Since the
internet promotes a monopoly by individual companies, the
opportunities for a successful market entry for competing
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companies are diminished. Furthermore, because of the
continuous expansion of monopolistic companies in related business fields, there is also a risk that market
power could shift in those fields.
In the meantime, politicians are continuing to work on creating a level playing field for all competitors and are looking for ways to put an end to the prevailing unequal treatment within the EU in regard to business taxation, data
protection and antitrust issues – unequal treatment which
benefits US-based digital companies in particular. A diverse array of legislative measures are pursuing this objective at the EU level as well as the national level.
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step forward in 2018. The respective suggestions of the
EU Commission and the European Parliament in connection with the September vote in the European Parliament
show that both organizations now recognize the important role of publishers in democratic societies – a role
which they have as a result of their investments in journalistic content and therefore in preserving the diversity of
opinions and information. The Commission, Parliament
and Council agreed upon a joint position in tripartite negotiations in early 2019. The European Parliament will
hold a final vote in March 2019 on whether the new Copyright Directive will become law.

In July 2018, the European Commissioner for Competition, Margrethe Vestager, once again found Google guilty
of abusing its market position and levied a record-setting
fine of €4.34 billion. In this case, illegal practices relating
to the Android smartphone operating system were investigated, which represents a global market share of over
80 percent. The company appealed the decision in October 2018, but changed the Android business model nonetheless. The Commission welcomed the measures taken
as an important step towards greater competition. However, it will continue to observe and evaluate the new business model on an ongoing basis.

After a two-year transition phase, the General Data Protection Regulation (GDPR) established in 2016 took effect
with finality in May 2018. The GDPR is intended to create
a harmonized and significantly higher standard for data
protection in all member states of the European Union.
The first few months after the transition deadline have
yielded mixed results. Many companies complained about
the extra bureaucratic effort they were required to make
and demanded amendments. However, Federal Data Protection Commissioner Andrea Voßhoff stated that the
feared wave of cease-and-desist warnings had not materialized so far and that citizens are actually embracing the
new protection law.

The Copyright Directive reform, which includes the introduction of property rights for publishers, moved a decisive

In early 2017, the Commission also presented the new
ePrivacy Directive, to supplement the General Data Pro-

tection Regulation. The revised regulations in the ePrivacy
Directive serve primarily to ensure the confidentiality of
electronic communications and thereby better protect users. Critics of the ePrivacy Directive worry that European
consumers will not be better protected in reality because
dominant platforms would receive any consent for data
usage in contrast to other companies. This, in particular,
would provide digital monopolies with an even greater
competitive advantage in the European digital economy,
particularly in the area of online advertising. Since there
are so many different positions held within the Council of
Ministers, it is currently unclear whether tripartite negotiations between the Council, Parliament and Commission
can begin and, if so, when.
After almost two years of negotiation, the EU Council of
Finance Ministers achieved a breakthrough in October
2018. In late 2016, the Commission submitted a proposal
that would enable member states to apply the reduced
VAT rates for printed books and media to digital offerings
as well. After long negotiations, the way was cleared to
amend the law as urged by the publishing industry. The
VAT rate for print media products is seven percent in Germany, while the rate for digital media products is 19 percent. The German government has announced that it
wants to implement the discounted tax rate for digital
press products as quickly as possible.
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Mobile advertising investments
The global advertising market is growing continuously
along with increasing media use around the world. In its
advertising expenditure forecasts, ZenithOptimedia predicts a 4.5 percent increase in advertising spending, to
$581 billion, by the end of 2018. The digital transformation
and technologization of advertising continue to be both
the greatest growth drivers and the biggest challenges
for the global advertising industry.
Growing internet use and above all the ongoing rapid
spread of mobile devices have changed consumer media
habits worldwide and increased media usage overall. According to ZenithOptimedia’s forecasts, mobile internet
usage comprised 25 percent of total media consumption
worldwide in 2018 (Media Consumption Forecast). In addition to offering access to seemingly endless content offerings, mobile devices provide an opportunity to participate everywhere and all the time, make contacts, share
with others (for example, through messaging services),
shop online and use direct pay.
Consumers are increasingly mobile – and companies that
advertise are following. Thus, mobile media is the biggest
driver of global advertising growth. ZenithOptimedia predicts in its advertising expenditure forecasts that mobile
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advertising investments will increase by 21 percent per
year on average through 2020, while desktop internet advertising will decline by four percent per year on average.
According to these predictions, the mobile trend is driving
the overall growth of internet advertising. It overtook traditional television back in 2017 – and the internet remains
the fastest growing medium, even though its growth is
slowing. According to ZenithOptimedia, after internet advertising increased by 15 percent in 2017, it will continue
to rise by ten percent per year through 2020 – and will ultimately comprise 44.8 percent of global advertising expenditures in 2020. Investments in online advertising are
continuing to grow in Germany as well: ZenithOptimedia
predicts a €600 million increase in revenue for 2019,
which represents an increase of seven percent.

Search engine and social media advertising
Two thirds of the total growth in spending on advertising
between 2017 and 2020 will be for search engine and social media ads according to ZenithOptimedia’s forecast.
During that period, paid search will grow by $22 billion,
while social media advertising volumes will rise by $28 billion, which represents the largest contribution to advertising growth. This means that, according to this assessment, a large part of advertising investments will go to
Google, Facebook and Amazon in the future as well. Social media in particular benefits from the shift to mobile

devices. Why? Because: Many consumers use their mobile devices to access social networks and advertising
forms are appearing right next to mobile app newsfeeds
in an arrangement that is increasingly seamless. Moreover, the user experience is constantly improving with
better displays and faster connections. Video ads also
contribute to the rapid growth of social media advertising,
which partially places them in competition with television.

Programmatic advertising
Two megatrends are emerging in the market due to the
rapid technologization of advertising: The growing customization of advertising to consumers and their media use,
and the automation of purchasing and display of advertising. Per the programmatic marketing forecasts published
by ZenithOptimedia, 65 percent of all advertising expenditures in digital media will be spent on programmatic advertising in 2019. Advertisers spent $70 billion on programmatic ads in 2018, which represented 62 percent of
investments in digital media – $84 billion in spending is predicted for 2019. However, growth is slowing. Zenith assumes that programmatic advertising saw an increase of
24 percent in 2018, compared to 32 percent in 2017. The
USA is the largest programmatic market, while the EU is
showing slower growth according to ZenithOptimedia. This
is due essentially to the fact that advertisers have to make
initial investments in infrastructure, expertise and data.
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The topic of “trust” in the advertising market has taken on
greater meaning with the rapid development of technologies
and automated processes. For advertisers, having access to
the right technologies, data and excellent content that is
precisely customized for specific target groups is crucial for
a campaign’s success. However, the main way they differentiate themselves with consumers is by being trusted and
trustworthy brands. Transparent handling of data is part of
this relationship based on trust. And for companies that advertise, brand safety also plays a major role in this context.
This means that they can trust that their advertising will be
displayed in environments that are consistent with their
brand, and that consumers’ brand experience and therefore
ultimately their relationship of trust with the advertiser will
not be negatively impacted by an inappropriate context (see
PwC Global Entertainment & Media Outlook 2018 – 2022).

E-commerce
E-commerce revenues in Germany grew in 2018 as well –
by 11.4 percent. As a result, one out of every eight euros
of total retail sales revenue came from internet sales. Online and mail-order commerce (including services) posted
over €85 billion in gross sales.
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According to a study on the 2018 e-commerce market in
Germany that ranked the 100 top-earning online retailers
in Germany, Amazon was once again the clear first-place
winner. The US retail giant already held an extrapolated
market share of 77 percent of the German online retail
goods market in 2018. In a PwC (PricewaterhouseCoopers) study, 45 percent of those surveyed stated that they
start product searches on Amazon and a further 42 percent
compare prices on Amazon. In fiscal year 2018, around
43 percent of the German-speaking population age 14
and older ordered something from Amazon the last twelve
months. Consumers are increasingly relying on digital assistants like the Amazon Echo (Alexa), Amazon’s voice
service.
In 2018, e-commerce saw increasing revenues in the traditionally strong product groups such as clothing (€12.69
billion), electronics and telecommunications (€11.79 billion), computers, accessories, games and software (approx. €5.28 billion), shoes (€4.10 billion) and in the overall
area of furniture, lighting and decor (€4.24 billion). Product segments such as food and groceries also continued
to see strong growth rates, in this case with increased
sales of 20.3 percent.

Business development
National Digital Brands
In the National Digital Brands division, Burda brings together the Group’s key internet activities in Germany. The
business-to-consumer portfolio includes leading consumer brands in the areas of e-commerce, social networks, online travel, publishing and subscriptions. In addition, this division offers business-to-business services for
companies in the areas of subscription and commerce
services. Digital activities also include more than 30 direct
and indirect participating interests in radio and television
broadcasters.
In 2018, the National Digital Brands division generated
€1,471.2 million in sales, and hence 55.2 percent of total
corporate revenue (2017: €1,402.8 million and 52.5 percent). Thus, actual growth was in line with the forecast
from the previous year. XING SE and HolidayCheck Group
AG enjoyed particularly strong growth during the reporting year.
The foundation for continued positive business growth
was laid with targeted investments in growth areas and
the development of proprietary technologies.
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The National Digital Brands division is currently subdivided into the following subdivisions:

sions – will be integrated into the magazines’ value chains.
Better synergies and a comprehensive orientation that focuses on readers’ needs are the primary objectives.

BurdaDirect
BurdaDirect is one of the leading companies for crossmedia performance in the areas of subscription services,
customer relationship management and e-commerce. It
combines marketing, sales and technology into a full-service offering and supports its customers through innovative sales and cross-media multichannel marketing for online and offline business models.
BurdaDirect posted a solid year with regard to sales revenues. However, there was a slight revenue decline in magazine subscription-oriented business that reflected the
general downward trend in the market. The growth of the
full-service agency Direct Interactive and of e-commerce
businesses largely compensated for this effect.
For 2019, BurdaDirect aims to better utilize the synergies
with other Group companies. For that reason, BurdaDirect
will separate its two primary business areas, subscription
and marketing services and e-commerce, starting January 1, 2019.
The subscription and marketing services area – specifically the Neue Verlagsgesellschaft, Dialogplus, Direct
Interactive, LeadDirect, Pacvertise and Daydreams divi-
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The e-commerce companies Silkes Weinkeller and Valentins
will be integrated into Burda Digital’s central e-commerce
hub and will therefore be in a better position to benefit
from the competence center’s work. Ino24, which is a
software company for insurance brokers and also a portal
for comparing insurance products, will also be integrated
into the Burda Digital area.

BurdaForward
The portfolio of BurdaForward publishing house includes
brands with a strong reach such as Focus Online, Chip,
HuffPost, Finanzen100, NetMoms, The Weather Channel,
Cardscout, and – since July 2018 – EFahrer.com, the special interest portal for e-mobility founded in-house. With
this selection of journalistic offerings, the company
reaches around 32 million people in Germany per month,
and thus one out of every two German internet users
(AGOF daily digital facts, single month, December 2018).
In the previous year, the company reached 31 million
unique users (AGOF daily digital facts, single month, December 2017). As in the previous year, the Group was able
to achieve a slight increase in sales revenues during the
reporting year.

BurdaForward systematically aligns its products with users’ needs in order to improve their everyday lives on a
long-lasting basis through relevant, constructive information and services. With this objective in mind, more than
650 editors, developers, data and product experts work
to shape the world of digital news at the Munich, Cologne,
Frankfurt, Düsseldorf, Hamburg and Berlin locations. At
the same time, BurdaForward has joined forces with numerous publishing partners across Germany and is urging
the establishment of a publisher network for sharing content, knowledge and coverage. 125 publishers had already
joined the partner network by the end of 2018. Burda
would like to provide its users with a full range of information in this way and help preserve freedom of the press
and diversity of opinions in Germany.
The company’s in-house advertising unit markets its own
portals along with other digital brands including TV Spielfilm,
Xing and HolidayCheck. BurdaForward reaches 7 million
unique users daily with these brands (AGOF daily digital
facts, single month, December 2018). Burda focused intently on user-friendly advertising early on in its advertising business. In this “goodvertising” strategy, overlapping
and annoying ad formats have been eliminated, the number of ad spaces has been reduced and higher quality has
been achieved through an advertising model with smartloading ads. Furthermore, the company is investing in innovative native advertising formats and in expanding its
transaction business.
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BurdaForward is especially active in the print business with Chip Magazine. Digito, a nationwide newspaper insert that offers advice on digital life and has a
circulation of more than 800,000 copies, has supplemented the media house’s print offering since November 2018.

BurdaTech
BurdaTech includes participating interests in the e-commerce companies Cyberport GmbH and computeruniverse GmbH, which strengthened their collaboration in
2018. To further this objective, Burda consolidated the ecommerce hub it established at its Munich location back
in 2015 into a new unit, CyberSolutions.
Cyberport was among Germany’s largest e-commerce
companies again in 2018. Supplementing its 13 existing
brick-and-mortar stores (2017: 14 stores), the company
opened three new shop-in-shop locations in Galeria-Kaufhof department stores in 2018.
In order to further boost the competitiveness of the two
e-commerce companies, an initiative was launched in
2018 for the purpose of intensifying the collaboration between Cyberport and Computeruniverse in central functional areas such as procurement, logistics and IT. In a domestic market that continues to be characterized by high
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competitive pressure, the BurdaTech group was able to
achieve slight revenue growth in 2018.

DLD Media
Hubert Burda Media has been operating the internationally renowned conference and innovation platform DLD
Media since 2005. In 2018, DLD Media increased its activities and, in addition to the DLD conferences in Munich,
New York City, Brussels and Tel Aviv, also held a one-day
DLD conference in Singapore for the first time. In addition, DLD Media held a series of DLD Campus conferences in 2018, represented for the second time at the
University of Bayreuth and for the first time in Karlsruhe.
DLD Salons also took place in New York, London,
Belgrade and Palo Alto.

HolidayCheck Group AG
HolidayCheck Group AG is one of the leading European
digital companies for vacationers. HolidayCheck and
MietwagenCheck in Germany, and Zoover and Meteovista-/Weeronline in the Benelux countries belong to this
group, which has about 450 employees. HolidayCheck.de
is currently the largest German-language online opinion
portal for travel and vacation (AGOF digital facts
2018-08).

Fiscal year 2018 was characterized by investments focused on further development of existing products and
platforms in the key areas of package tours, as well as investments focused on expansion into adjacent areas such
as cruise bookings. In addition, the successful growth
area of personalized vacationer advising was further expanded with the “Buch Dein Ding” (“Book Your Thing”)
brand campaign.
With the help of the measures mentioned above, the company achieved sustainable revenue growth with a disproportionately low increase in marketing and personnel
expenses.
During the first three quarters of 2018, the HolidayCheck
Group achieved total revenue growth of about 16.3 percent
above the same period in the previous year. HolidayCheck
Group’s vision is to build the world’s most vacationer-friendly
company. For that reason, the main focus will be to continue
investing in the further development of products and services of the HolidayCheck Group. There could also be some
targeted acquisitions of digital travel companies to supplement the existing product portfolio in a meaningful way.

Jameda
Founded in 2007, the company operates Jameda.de, Germany’s largest doctor recommendation portal and is also
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the market leader for online doctor appointments. Jameda
was able to increase its revenues significantly during
2018. As in the previous year, more than six million patients every month find a suitable doctor on the Jameda
portal and, with a growing number of doctors, can make a
doctor appointment right away. Doctors can use Jameda
to present their practice and offer information about their
range of services.
More than two million online doctor reviews by other patients, as well as many filter options, help patients in their
search. In 2017, there were more than 1.5 million reviews.
Additionally, one million appointments are available every
month for online scheduling by users. To continue building
its market leadership in online searches for doctors and
appointment scheduling, as well as its associated position
as the leading digital facilitator between doctors and patients, Jameda is still investing heavily in three strategic
areas:
The online appointment scheduling was expanded significantly in mid-2018 and a function-rich, cloud-based medical office calendar was added that enables doctors to
better integrate this technology into everyday medical
practice activities. 50 new employees were hired for this
product line alone in 2018 to enhance the focus on expanding the online appointment scheduling service so
that Jameda can meet the needs of its customers in Germany even better from a total of four locations. Jameda
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began 2018 with a new search engine for doctors. Based
on a cutting-edge new technology, it can perform a targeted search for experts that specialize in specific symptoms and treatments. That makes it even easier for patients to find the right doctor for their concerns. The
portfolio of Patientus, a Burda subsidiary and the leading
online video consultation provider, will be more deeply integrated in the doctor search function to facilitate online
scheduling of video consultations as well.
In February 2018, Germany’s Federal Court of Justice
ruled in favor of a doctor who wanted to be deleted from
Jameda. As a result, the company immediately removed
the ad format that was the subject of the lawsuit in order
to enable patients to still find a full listing of doctors on
Jameda. With that ruling, the federal judges once again
confirmed that storing personal data together with a review of doctors by patients is fundamentally permissible,
thereby acknowledging the high importance of the general public’s need for information.

XING SE
Burda has held a controlling interest in Xing, Germany’s
largest professional online network, since 2012. Over 15 million members in the Germany-Austria-Switzerland region
used this internet platform for the modern working world in
2018 (2017: 13.4 million members), and more than one mil-

lion of these are paying users of the premium option (2017:
994,000 premium customers). In B2B business, Xing focuses primarily on e-recruiting. This segment discloses the
sales revenues from products and services that Xing sells
to businesses to enable them to compete in the increasingly challenging war for talent. It can be divided into the
sub-segments employer branding (fee-based company profiles), active sourcing, passive recruiting, and recommendation management. At the “Zukunft Personal Europe” conference, the leading tradeshow for the human resources
industry, Xing and Prescreen, the subsidiary acquired in
2017, jointly presented an integrated applicant management
system that enables companies to speed up their employee
recruitment process and significantly reduce time-to-hire.
The Xing job market rounds out the B2B segment. The Xing
Events brand belongs to the third segment, Advertising &
Events, and offers event management solutions, building a
bridge between the online and offline world. In September
2018, Xing’s advertising business segment launched Xing
Marketing Partners, a program to support closer collaboration between selected media agencies.
XING SE was able to achieve significant growth in every
area in fiscal year 2018 and, as per the company’s own reporting in accordance with IFRS, was able to increase operating profits (up 25 percent to €235.1 million, 2017:
€188.5 million), EBITDA (up 23 percent to €75.2 million,
2017: €61.3 million) as well as consolidated Group earnings (up 21 percent to €31.0 million, 2017: €25.7 million).
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While implementing the General Data Protection Regulation (GDPR) in 2018, Xing took the opportunity to offer its
members more transparency and also developed the
“Data protection at Xing” page.
In order to broaden its expertise in the freelancer area,
Xing also acquired a freelancer management platform
from Hamburg-based startup asap.industries in the summer of 2018. The new service offers companies internal
organization, rapid queries and easy searching to find the
best freelancer for any project.
Xing further elevated its engagement in the area of new
work with the third “New Work Experience” event. In
March 2018, around 1,600 people came together at the
Elbe Philharmonic Hall in Hamburg for the largest German-language conference on the future of work.

In addition, the digital business models are usually either
dependent on, or in competition with, at least one of the
US-based global market leaders: Google, Apple, Facebook or Amazon. This can lead to risks that are difficult to
predict and, in some cases, significant; the companies are
trying to address these risks with entrepreneurial vigilance and agility.

Strategy
The Burda Group’s internet businesses are pursuing the
strategic goal of further strengthening their competitive
position and adding sustainable value through profitable
growth. To do so, the Group needs to protect existing business models and develop potential new sources of revenue. Accordingly, a variety of new initiatives were launched
in 2018, and the companies invested organically and inorganically in both new and existing business models.

Risks for this division
The portfolio operated by Burda Digital GmbH includes
different business models and serves different target
groups. The relatively high degree of diversification
largely prevents concentration risks. Some of the companies are subject to highly dynamic markets and competition. Their day-to-day business is characterized by new
technologies, changing framework conditions and new,
often well-funded startups entering the market.
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Examples of new initiatives include BurdaForward’s launch
of the EFahrer.com online portal for e-mobility and the
start of Cyberport’s shop-in-shop ideas in collaboration
with Galeria-Kaufhof department stores. Xing successfully
acquired and integrated the company Prescreen, enabling
Xing to launch the first fully integrated solution for applicant management on the market. This represents an important building block for Xing’s strategy, which envisions
integration along the recruiting value chain.

The growth strategy was also pursued in the e-health
market. Investments in the online appointment scheduling,
medical office calendar and video consultation appointments features from Patientus have enabled Jameda to
offer a fully integrated product for patients and doctors.
BurdaTech’s e-commerce companies continue to work on
the strategic objective of differentiating themselves more
effectively from competitors through technology, user experience, individual consultation and services. The central
IT unit in Munich, the e-commerce hub, was spun off into
the company CyberSolutions GmbH so that it would be
able to support technological improvement in the e-commerce businesses with even greater success. In the future,
that support will not be limited to the electronics and technology e-commerce retailers, but will be extended to include the division’s other e-commerce businesses as well.
To better realize synergies in the area of e-commerce
businesses, the e-commerce brands Silkes Weinkeller and
Valentins will be transferred in 2019 from the BurdaDirect
segment to become the direct responsibility of the National Digital Brands division and will collaborate closely
with the BurdaTech companies.
The business of Ino24 will also come under the direct supervision of the National Digital Brands division so that it
will be in an even better position to implement the digital
growth strategy as an insurtech company.
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The described market trend is expected to continue in
2019. The Burda Group’s digital companies are actively
pushing their businesses to take advantage of these developments. For that reason, the National Digital Brands
division anticipates a continued moderate growth for
2019.

National Media Brands
Due to digitalization, the media market has been undergoing major structural changes for more than two decades.
These changes are definitely reflected in the decline of
the Group’s two traditional revenue pillars, advertising
marketing and magazine sales, albeit to different degrees.
The advertising market in particular has shifted fundamentally toward digital media offerings in recent years,
both on a global and national level. According to the
Nielsen gross advertising market analysis, the German
advertising market stagnated in 2018 at a level of
€31.9 billion (source: Nielsen). The advertising market for
popular magazines continued to decline slightly, however,
ending 2018 with a 3.9 percent drop in gross advertising
revenue to €3.3 billion (source: Nielsen). In contrast, digital advertising revenues increased, but even today this
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growth primarily benefited the US market leaders, Google
and Facebook. In 2017, these two companies earned
around 25 percent of global advertising revenues. Amazon’s entry into the advertising business in 2018 added
yet another market participant with strong long-term
prospects.
In marketing, Burda retained a leading position among
German publishers in 2018, with gross advertising revenue totaling €366.9 million (2017: €381.1 million) and a
market share of 14.9 percent (2017: 14.8 percent) (source:
Nielsen, each figure excludes media advertising). Furthermore, BCN was recognized as the best print marketer in
Germany in 2018 (source: W&V Vermarktercheck).
The sales market is currently the most important revenue
pillar for the National Media Brands division. However, the
effects of changing lifestyles in Germany were felt across
the industry in 2018, and impacted magazine sales as
well. Sales of press products (newspapers and magazines) were down ten percent overall in 2018 (as reported
in Pressegrosso), which represents a revenue decline of
seven percent. This decline is due primarily to structural
changes in the food retailing industry as well as changing
consumer buying habits. Publishers in Germany sold
around 1.40 billion magazines in 2018 (2017: 1.54 billion;
source: Pressegrosso). Sales revenues from wholesale
sales at net invoice pricing to retail businesses in 2018
were €1.85 billion (2017: €1.98 billion; source: Grossover-

band Wholesalers’ Association). With a total of 245 million
copies sold (2017: 255 million) representing a four percent
decline, publications of Hubert Burda Media again in 2018
exhibited a more stable trend than the market as a whole
(source: IVW).
In 2018, the National Media Brands division continued to
focus on two strategic priorities, growth and transformation, with the goal of safeguarding the market-based financial feasibility of journalism in the 21st century. The development of new business, which was initiated as part of
the “GROW!” transformation program, will take place in
close alignment with the journalistic brands and content
of the National Media Brands division and will serve the
purpose of gradually achieving independence from the
advertising market. Among other things, new business includes offerings in the areas of e-commerce, events and
brand licensing. In 2018, the spotlight was also on encouraging a cultural shift in the publishing area.
Due to the described challenging developments in traditional markets, advertising and sales revenues declined
significantly more than anticipated in 2018. At the same
time, these declines could not be fully compensated for
by new business, so overall revenues fell slightly below
the projected growth for 2018. Sales revenues in fiscal
year 2018 amounted to €650.9 million, resulting in a decrease of 2.9 percent compared to the previous year.
Again in 2018, revenue from new business was higher
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than revenue from print advertising and, as a result, was
the second-most important revenue pillar after sales
revenue.
The digital dimension of the National Media Brands was
also expanded significantly in 2018. The total reach of
all digital platforms in this division rose in the last fiscal
year by 6.3 percent to 1.49 billion cumulative visits
(source: IVW); among unique users, in 2018 the division
posted growth of 5.1 percent to 22.3 million (source:
AGOF, crossmedia). The National Media Brands currently have more than 11 million fans and followers in social networks.
The National Media Brands division includes the BurdaNews,
BurdaStyle, BurdaLife and BurdaHome publishing groups
as well as Blue Ocean Entertainment AG, a children’s
magazine publisher, among others. In 2018, these five
publishing groups published a total of 151 regularly appearing publications (2017: 147), that reached 49.67 million people (2017: 51.8 million), or 70.5 percent of the German population age 14 and up (source: ma II/2018). In addition, there are a number of other companies that belong
to the National Media Brands division, including the central unit Burda Magazine Holding, in which publishing-related services such as Burda’s own image editing agency
Pixel4Media and the in-house licensing agency Brand
Licensing are bundled. In detail, the individual subdivisions
developed as follows:
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BurdaLife
Despite great market pressure in the advertising and
sales business and an associated slight decline in revenue, the BurdaLife media group was able to assert itself in
the market through innovative “connected workflow” editorial management, and through new products and thirdrevenue business models. BurdaLife’s print and digital media portfolio focuses on general-interest media and is
distinguished by special expertise in targeting the 50+
age group and great expertise in the area of health topics.
BurdaLife publishes many magazines in the entertainment
and women’s interests segments, most of which appear
weekly. With just the magazines currently listed in the media analysis, BurdaLife achieves a total reach of more than
7.7 million readers (ma II/2018; 2017: around 8.2 million
readers, ma II/2017).
In 2018, BurdaLife initiated a joint venture with the pharmacy association NOWEDA. Under the “Pharmacy Pact
for the Future” initiative, a joint magazine for pharmacy
customers called My Life is being developed to strengthen
local pharmacies. The first issue will come out in 2019.
The collaboration with NOWEDA has a Group-wide dimension and involves the publishing subdivision as well as
BCN for marketing and BurdaDruck. After only three
years, the B2B platform “Health Lab by Burda” initiated by
BurdaLife has become firmly established in the pharma
and healthcare industry. In addition, the go-ahead was

given in 2018 for the innovative business model of a virtual
3D health conference, which was implemented by the
Mylife.de health portal in cooperation with Focus Online.
The Merchandising unit continues to expand and open up
new revenue streams. New products related to BurdaLife
brands are being developed, such as the “Super Illu – Talk
of the Town” event series.
In the core print brand business in 2018, the successful
women’s interest magazine Lust auf mehr, a publication
that comes out every four weeks and targets the 50+ age
group, was developed into Birgit – Lust auf mehr, a personality magazine with the prominent TV anchor Birgit
Schrowange serving as editor-at-large. BurdaLife also
gives out Germany’s largest audience award, the Goldene
Henne, which is organized by Super Illu in a joint production with the television networks Central German Broadcasting (mdr) and Berlin-Brandenburg Broadcasting (rbb)
with a total reach of around 1.5 billion contacts in 2018.

BurdaHome
BurdaHome is the market leader in the gardening segment
in regard to copies sold (IVW IV/2018) and reach (ma II/2018)
and is also the market leader in the food segment in regard to the number of copies sold (IVW IV/2018). Through
innovative media products and new digital revenue models, this area was able to maintain its position as market
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leader despite declines in the advertising and sales market. BurdaHome is the national publishing group of Hubert
Burda Media with expertise in matters of special interest.
It publishes more than 25 media brands in the food, living,
gardening and country living segments with a total reach
of more than 5.8 million readers just for the titles listed in
the media analysis (2017: around 7.2 million readers, ma
II/2017). This subdivision saw a slight decline in sales revenues in fiscal year 2018.
Development on the marketing side continued in 2018 for
the broad-coverage premium network, “First in Food,” and
the Food Agency was created to professionally deliver all
media-related services from a single source, including
service for external customers in the food industry as
well. In this endeavor, the 100 percent-owned subsidiary
StockFood also contributes its expertise and years of experience with content marketing. StockFood is a global
brand for professional food photography as well as one of
Germany’s largest premium photo agencies (core subjects include food, living, gardening, beauty, medicine and
science). Einfach low carb magazine has joined the portfolio as a new print brand. Two new digital channels were
launched: the online platform Einfachbacken.de and the
Slowlyveggie.de brand presence.
In 2018, the “Garden” brand group also successfully
pushed ahead with the expansion of merchandising/3rdparty revenue in the e-commerce segment, among others.
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The Mein schöner Garten digital platform is enjoying
strong growth with more than 8.44 million visits (IVW
5/2018, compared 5.3 million visits in 2017, IVW 5/2017)
and 4.24 million unique users (AGOF 05/2018, compared
to 2.75 million unique users in 2017, AGOF 05/2017).
BurdaHome already hosts a variety of appealing influencer, customer and industry events. The Garden Summit
in Düsseldorf served as a successful kickoff event in
2018, laying the foundation for a new, major B2B platform
that will encompass a wide variety of events in the areas
of gardening – conferences, seminars, and much more.
Print innovations in the gardening and living segment in
2018 include the children’s magazine Mein kleiner schöner
Garten – Frieda + Paul and the lifestyle magazine, Sense
of Home.

BurdaStyle
As a media company, BurdaStyle focuses on the areas of
fashion, lifestyle and entertainment, bundling the brands
Bunte and Freundin (BurdaStyle Premium) as well as Elle,
InStyle and Harper’s Bazaar (BurdaStyle Luxury). BurdaStyle’s
brands are presented as magazines, on online portals, via
social media, mobile, in full videos and in conjunction with
events such as Bunte’s New Faces Award and the InStyle
Lounge at the Berlin Fashion Week. The Bunte New Faces
Award event series was expanded by one category in
2018. In addition to the New Faces Award Film and the

New Faces Award Style, the New Faces Award Show will
now also be given out to stars in the music business.
BurdaStyle continued to focus on the strength of its own
brands and continued the special issues Bunte Gesundheit,
Elle Hochzeit, Elle Traveller and We are Fashion/We are
Beauty in 2018. Since the beginning of 2018, every issue of
Freundin includes the Freundin Edition, a large-format special publication, with each having a single theme with creative ideas about fashion, beauty, nutrition and travel.
BurdaStyle reaches 7.81 million readers each month with
its print products (source: ma ll/2018; ma II/2017: 8.36 million readers) and sells around 1.2 million copies (source:
IVW II/18). Overall, the segment saw a slight decline in
sales revenues in 2018 after adjustment for special circumstances from the previous year. Nevertheless, the
group recorded a number of positive developments in
both the sales and advertising businesses.
In the sales area, Freundin, Elle and Harper’s Bazaar all
posted positive growth in subscriptions in 2018: Freundin
saw an increase of 8.1 percent to 69,787 subscriptions;
Elle increased to 30,113 subscribers; Harper’s Bazaar has
24,372 subscribers, which represents an increase of almost three percent (source: IVW III/18). Freundin posted
its best results since 2014 in the “hard currency” – consisting of retail sales and subscriptions – with 158,060 copies
sold in the third quarter (source IVW lll/2014 through IVW
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lll/2018). Bunte leads the people segment with 315,000
copies (total of retail sales and subscriptions) (source:
IVW lll/2018).
BurdaStyle’s publications can also boast of successes in
the highly competitive advertising market. Bunte and
Harper’s Bazaar are both closing out an extraordinarily
good year: As of the reporting date, Bunte’s gross advertising revenue was 11 percent above the previous year and
Harper’s Bazaar saw an increase of six percent, making
these two publications the top winners in their respective
segments (source: Nielsen).
Innovations and merchandising were able to generate 13
percent of BurdaStyle’s revenue. Contributing to that result were projects such as the Bunte Beauty Days beauty
fair and the InStyle Lounge. Both projects, which represent business-to-business as well as business-to-consumer relationships, will be repeated in 2019 due to high
demand from customers and end consumers, and will be
extended to another location (Düsseldorf).
The strength of the brands for the women’s target group
was also successfully transferred to the digital world: Elle.de,
Freundin.de, Instyle.de and Harpersbazaar.de websites
achieved a total of 17.4 million visits (source: IVW 08/18)
and 7.49 million unique users (source: AGOF 08/18). The
BurdaStyle brands currently have 3.4 million followers on
social media.
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BurdaNews
BurdaNews is a provider of print and digital media offerings that are primarily directed at male target groups. As
an integrated media business, BurdaNews prepares journalistic content in various media formats and organizes
business models around these formats. Its print brands
are the solid basis for all of its activities. The BurdaNews
brands regularly reach more than twelve million people,
and the group’s total circulation was almost 1.85 million
copies according to the IVW (IV/2018). BurdaNews posted
a slight decline in revenues in 2018.
The newsmagazine Focus, with a drop of three percent in
the number of copies sold, showed stable circulation in
comparison to the market; the number of copies sold fell
from 425,891 to 413,276 copies per week (IVW IV/2017;
IVW IV/2018). The digital component of its circulation grew
on the other hand by about 23 percent, from 26,902 to
33,090 copies (ibid.). The business and finance magazine
Focus-Money delivered convincing results by increasing
subscriptions by 4.6 percent (ibid.). Playboy was able to
run counter to the market trend and increase its subscriptions for the twelfth time in a row – from 39,539 to 42,994
(IVW IV/2017; IVW IV/2018) and is far ahead of the competition in terms of copies sold (subscription and retail).
Publications from BurdaNews were able to successfully
assert themselves in a challenging advertising market.

The newsmagazine Focus published ten monothematic
special editions that were included with the main magazine
and generated additional sales – and an additional sevendigit figure in advertising revenue. Free Men’s World celebrated its fifth anniversary in 2018 and at the same time
its most successful year in ad marketing. The SerienMagazin
publication from Cinema and TV Spielfilm offers major
brands from a variety of industries a new home in the print
advertising market. The marketing success of the Playboy
special publication, “How to be a man,” exceeded all expectations in 2018.
BurdaNews continued to drive the transformation ahead
with constant development and the innovative power of
new media projects – which is evident in the group’s
changing revenue structure. About 27 percent of earnings
already come from new revenue streams.
Focus Inner Circle is a platform that was created for interesting people and stories and that makes it possible for
Focus to be experienced in Berlin.
Numerous other cooperation approaches and new forms
of revenue were implemented in 2018. Fit for Fun was able
to significantly increase new customer revenues in 2018
over the previous year. The brand now has more than 25
active licensing partners, through whom around 180 different products are sold. In 2017, BurdaNews created the
Center of Competence for Film and Television with the
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editors of TV Spielfilm and Cinema – with results that included the new SerienMagazin, among other things. Twice
a year, the two Burda magazines present readers with the
new arrivals in the series market.
With Gentlemen’s Weekend, Playboy has established a format for readers and partners that has been expanded into a
successful business model. The magazine Free Men’s World
created the Free Men’s Place, a retreat for men which successfully serves as a source of third-party revenue.
New business and revenue sources beyond the traditional
revenue sources of advertising marketing and sales are
systematically initiated by The Enabling Company GmbH,
which supports startups with cooperative agreements
with Burda brands as well as with equity participation. The
participating interest in Vicampo is now over 30 percent.
In total, more than two million items have been sold as
part of that cooperative agreement since the collaboration began in 2015. The partnership with Roast Market is
also supported by Burda’s direct holding.
The digital offerings from BurdaNews reach 10.85 million online users. In particular, the digital offerings available through
the TV Spielfilm brand are clear market leaders in their segment (AGOF digital facts 2018-10). TV Spielfilm started offering live streaming in EU countries outside of Germany in
early 2018. In October, TV Spielfilm stopped offering its free
service and since then has increased the number of paying
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customers for the live TV package by more than 20 percent.
At the same time, the number of conversions in new contracts has nearly doubled. By the end of the year, the offering had well over 2.5 million registered users.

Blue Ocean Entertainment AG
Since 2014, Burda has been the majority shareholder of
the Stuttgart children’s magazine publisher Blue Ocean
Entertainment AG (BOE). Founded in 2005, this publishing company produces high-quality media products for
children and is the market leader for children’s magazines
in German-speaking regions. As a children’s media provider, the publisher is not dependent on traditional advertising markets by and large, and is primarily financed by
sales revenue. In 2018, Blue Ocean Entertainment published 59 regularly appearing magazines and 38 special
publications (2017: 59 regular and 55 special publications)
in Germany, Austria and Switzerland.
By further targeted optimization of its portfolio, Blue Ocean
Entertainment was able to keep its total sales in Germanspeaking regions stable in comparison to the previous
year, with around 11.64 million copies sold in 2018 (11.54
million in 2017, based on magazines tracked by IVW: IVW
I–IV/2018: 26 tracked publications, I–IV/2017: 25 tracked
publications). Sales revenues increased moderately over
the previous year’s levels.

International business has also developed into a key pillar
and growth driver. In addition to its role as a link between
licensors and currently 21 partner publishers in 18 countries,
the company itself became active outside of Germany in
2018. In Poland, Blue Ocean founded the publishing subsidiary BOE Polska in 2018, and in Spain it acquired the
children’s magazine publisher Heinrich Bauer Ediciones
(now BOE España) along with all strong license themes
including Disney and Nickelodeon.
For 854 magazine issues in other countries (2017: 677 issues), the company is utilizing content created for Germany, working either on its own or in collaboration with
third parties. In fiscal year 2018, Hubert Burda Media was
able to sell a total of 3.47 million copies from this magazine portfolio in countries outside of Germany, Austria and
Switzerland (2017: 3.99 million).

Brand Licensing
Brand Licensing by Burda is the group’s in-house licensing
agency for the development and realization of innovative
licensed products and cooperative commercial agreements for the brand products.
In addition to marketing Hubert Burda Media’s national
media brands, since 2017 this business unit has also been
in charge of the licensing business of the Elle brand in
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German-speaking countries, as well as for marketing licenses of “manager magazin,” a business magazine of
Hamburg’s Spiegel Verlag. As a response to the trend of
people licensing, over the last year the company has
signed up a variety of celebrities to further supplement
the portfolio of the segment’s external brands.
In fiscal year 2018, Brand Licensing had entered into more
than 110 licensing agreements with 84 customers and hence
was able to grow the business segment while maintaining
the high level of profitability. The Freundin Home Collection
brand continued to grow as a relevant retail brand in 2018. In
addition, the segment focused on brand experiences in 2018:
Playboy Gentlemen’s Weekend, which was launched as a test
product at the end of 2016, took place for the fifth time this
year and resonated very well with readers and sponsors. The
group also expanded its collaboration with tradeshow organizers, as for example in the cooperative agreements between the “Heim + Handwerk” exhibition and Elle Decoration,
where Elle Decoration exhibited its own home design in an
open area (“The Loft”), between the “Food & Life” expo and
Meine Familie & Ich and Lust auf Genuss, and between the
best aging exhibition “Die 66” and Freizeit Revue.
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publishing revenue models outside of magazines. This includes, among other things, digital publishing via the
Bunte.de portal, which was able to maintain its position as
one of the leading content destinations for women in Germany in 2018 (8.17 million unique users, AGOF digital facts
2018-08, 2017: 7.84 million unique users, AGOF digital
facts 2017-08). Sales revenue from this activity held
steady with the previous year’s levels. In addition, working
together with the performance network of tracdelight
GmbH, the unit also operates affiliate models and shops
such as the jewelry shopping platform Prettique, which
was launched in March 2018. In the area of influencer
marketing, the Brands you love platform was able to successfully implement more than 80 cases (2017: 65) during
the year and further expand its position as one of Germany’s largest influencer networks that brings together all influencer groups, from consumer to macro influencers.

BurdaStudios

Another business unit belonging to BurdaStudios, Digital
Production, includes Focus TV, which produces high-value
reporting, documentaries and magazines for private and
public TV stations, the food channel BonGusto TV and the
Video-Factory production unit. In 2018, its productions included “K1 Magazin” (on the channel “kabel eins”), “GRIP,”
“Mein neuer Alter” (on RTL2), “Focus TV Reportage” (on
SAT.1) and documentary reports for RTL, RTL2 and Sport1.

BurdaStudios specializes in producing and publishing digital content and is responsible for journalistic content and

BurdaStudios is using the growing possibilities for marketing video and moving images on digital channels and

continues to develop these strategically important revenue areas.

C3
C3 further strengthened its position in the European content marketing market in 2018, securing its position as
one of the largest content marketing networks in the
world. Revenue growth was down slightly in fiscal year
2018 due to an increasingly competitive environment and
hence tougher competition in pricing. Accordingly, fiscal
year 2018 was characterized by the consistent implementation of the strategic realignment and restructuring of
the company.
C3 transitioned to a new agency model at the end of 2018.
A new Group Management Board will direct the strategy
of the C3 Group and bundle its key capabilities. The group’s
business locations (Berlin, Frankfurt, Hamburg, Munich,
Stuttgart, London, Ljubljana, Prague and Zurich) will maintain their autonomy regarding content and locality. However, they will network more closely among themselves
and have access to central competency clusters (such as
strategy consulting, analytics, motion, performance) that
will each be managed on a group-wide basis. C3’s Client
Pod model is intended to make the formation of project
teams quicker, easier and much more precisely tuned to
customers’ needs. This strategic orientation will give C3
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advantages in an increasingly competitive market. The
digital editorial agency wunder media production and the
digital and social media agency rethink are also part of
the agency group. C3 employs around 700 people, and its
main locations are in Munich, Berlin and London.

vertising marketing bundles its after-sales segment in
AdTech Factory GmbH & Co. KG. BCN joined forces with
C3 in 2017 to found b.famous content studios, which develops customized campaigns for customers exclusively
for the journalistic platforms and media offerings of
Hubert Burda Media.

BCN
Media research
BCN (Burda Community Network GmbH and Burda Community Network International GmbH) is the multichannel
marketer of Hubert Burda Media and the leading marketer
of popular magazines in Germany. Due to the tight situation in the popular magazines segment, BCN is also confronted with a challenging market environment. In 2018,
Burda’s market share was 14.9 percent in an overall slightly
declining popular magazine market (2017: 14.8 percent,
source: Nielsen, both figures exclude media advertising).
In addition to Burda magazines, the BCN portfolio includes products from external partners such as “ADAC
Motorwelt.” Furthermore, the portfolio includes all digital
platforms of BurdaStyle, BurdaLife, BurdaHome and
Bunte.de. BCN specializes in 360° marketing across all
channels – including online, print, live and pack ads. To
stay abreast of trends in customization and automation,
BCN is focusing on developing integrated, creative and efficient communication concepts as well as expanding its
own digital and technology expertise. BCN is supported in
both areas by companies it founded. For example, the ad-
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Media Market Insights (MMI) is the in-house research
unit of Hubert Burda Media. MMI focuses on publishing
brand, media and consumer research: The unit manages all of the research projects for all of Burda’s
brands and publishing units, including brand status surveys, cover and copy tests, and reader and employee
surveys. In 2018, MMI also continued to promote seminal cooperation projects in Germany’s media landscape
under the auspices of the Gesellschaft für integrierte
Kommunikationsforschung (GIK), which is backed by
Hubert Burda Media, Axel Springer, Bauer Media Group,
Gruner + Jahr and FUNKE MEDIENGRUPPE. They publish the cross-media market studies “best for planning”
(b4p) and “best for tracking” (b4t). New items in the
2018 “b4p” include analyses on influencers, food trends
and current tech developments. Under Burda’s leadership, GIK also launched the “b4p trends” study in 2018
and further promoted GIK’s genre communication with
a “True Media” initiative.

Sales
MZV, a joint venture with FUNKE MEDIENGRUPPE, is the
number one company in the German press distribution
market with a revenue share of 27 percent in 2018. MZV
currently works with over 100 publishers and distributes
more than 850 magazines. Burda is focusing on further
development of its sales and distribution network, in addition
to intensified POS marketing in retail sales and prominent
positioning of its top-selling brands. Burda sells 244.5 million magazines every year (source: IVW I–IV/2018), which
amounts to a 17 percent share of the wholesale magazine
market. The top 100 magazines in Germany generate
around 50 percent of the total gross sales. Burda publishes
around one quarter of those (24 magazines) (source: DNV
2/2018). With an average of 5.7 million copies sold per issue in retail sales (source: IVW I–IV/2018; 2017: 6.1 million),
Burda’s sales are down somewhat, but are in a much better state than the press distribution market as a whole. As
part of the media alliance, Burda has advocated for establishing a new industry agreement with the Pressegrosso
Industry Association. The goal is to make the distribution
system for print media sustainable and resilient so that diversity in journalism and opinions will continue to be assured in Germany.
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The growing use of digital information and entertainment
offerings by consumers and the still increasing surplus of
advertising space result in progressively lower prices for
advertising, which in turn lead to lower revenue in the traditional print media. This risk will be countered by establishing new income streams outside of the traditional advertising and distribution business. Burda is responding to
downward trends in magazine sales with marketing measures focused on consumers, both at the point of sale
and in the digital market.
The publishing segment is also exposed to risks on the
production side due to the rising cost of raw materials
and logistics services. The risks described in section “National Digital Brands” – especially the dominant market
position of the large US digital companies – are also relevant for the division’s income models.

Strategy
The National Media Brands division is continuing the implementation of the transformation and growth program
“GROW!” in fiscal year 2019, along with the program’s
central strategic goals: placing consumers and their
needs at the heart of product strategies and business
models, and serving those customers and needs with
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new products and services outside of the traditional
print business.
In fiscal year 2019, the National Media Brands division will
also continue to pursue the course of improving efficiency
in traditional production and publishing-related services,
also in cooperation with other publishers.

Forecast
The structural challenges collectively facing popular magazines remain large, but the National Media Brands division has a positive outlook about the future and is optimistically pursuing its growth objectives. Because of their
high-quality journalism, great appeal and credibility, the national media brands are firmly established throughout Germany in the home environments of more than 49.67 million
readers every year (source: ma II/2018; 2017: 51.8 million).

segment. In the future, all services related to subscriptions, publishing services and direct marketing will fall under the responsibility of the national publishing business
and be integrated into the magazines value chain. Better
synergies and a comprehensive orientation that focuses
on readers’ needs are the primary objectives here.
The integration of BurdaDirect as well as the measures
that were defined and implemented as part of the
“GROW!” transformation program will continue to have a
positive impact on the efficiency and sales revenue of this
division in 2019. Alliances among publishing houses at the
central market interfaces may have a positive effect on
the profitability of the National Media Brands division.

The number of magazines published will likely remain
constant in 2019, as will the number of digital products.
The National Media Brands division expects sales to
rise slightly in 2019.
Starting January 1, 2019, service provider BurdaDirect will
separate its two primary business areas, subscription and
marketing services and e-commerce. The National Digital
Brands division will still be responsible for the e-commerce
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341

m a ga zi ne s

In 2018, Burda and its partner publishers published
a total of 341 magazines outside of Germany (2017:
358 titles); with 328 magazines (2017: 338 titles),
Europe continues to be the most important region
by far.

International Media Brands
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Burda’s foreign publishing activities that are grouped in
the International Media Brands division are concentrated
primarily in Great Britain, continental Europe and Asia.
The division operates in 18 countries (2017: 20 countries,
activities in Kazakhstan and Taiwan were discontinued
as planned in 2018). In addition to escalating online activities in all markets in 2018, Burda and its partner publishers published a total of 341 magazines outside of
Germany (2017: 358 titles). With 328 magazines (2017:
338 titles), Europe continues to be the most important
region by far.
In 2018, external sales of the International Media Brands
division totaled €413.0 million (2017: €454.9 million) and
thus fell below the previous year’s level against expectations. Significant growth in the digital businesses and in
the area of marketing services (e.g., events) stands in marked
contrast to the lack of revenue from the BurdaEducation
segment and the declining overall sales in the traditional
print business.
The reorganization of Burda’s international publishing
business into four independent subdivisions Immediate
Media, Publishing Europe, Luxury Asia and BurdaEducation
began at the end of 2017 and was consistently implemented in 2018.
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Immediate Media

Publishing Europe

Immediate Media, the largest segment by revenue, continued
its course in Great Britain as an innovative platform company
where different, and sometimes alternating business models
are operated on a specific thematic platform, and saw a
slight gain in revenues. The company successfully increased
the total reach of its online and print brands in 2018 (e.g.,
RadioTimes.com grew by 30 percent to 15.3 million visitors,
BBC Gardener’s World grew by 19 percent to 182,000 magazines sold). Hence, the company was able to expand its
market leadership in the magazine segments and at the
same time grow its digital footprint. In addition to new
magazines in the children’s segment (Lego, Hatchimals),
Immediate became the leading food publisher in Great
Britain due to the full acquisition of the BBC Good Food
brand in fall of 2018. Likewise, the fast-growing Sewing
Quarter business in the TV environment also contributed
to higher revenues. The 100 percent acquisition of the
event specialist Upper Street Events in January 2019 will
enable Immediate to continue implementing its strategy of
focusing on special-interest content and communities.
Upper Street Events produces 15 events per year with
more than 250,000 visitors and is therefore a solid component of Great Britain’s flourishing art, design and crafting scene, and is also active in the areas of cycling, dance
and travel at the same time.

Publishing Europe is responding to the still-challenging
environment for the magazine business in European markets with agile business development and ongoing portfolio alignments. In 2018, digital activities in all of the markets covered in this unit were further strengthened, which
led to significant organic growth of this unit’s own platforms. Events conducted in close collaboration with customers (e.g., the Marianne Days shopping event and Apetit
Picnic in the Czech Republic) were independent business
models that also contributed to growth. In Romania, the
team used its distribution activities focused on magazines
as a basis for expanding its logistics business to include
outside customers.

Luxury Asia
In the Luxury Asia subdivision, increasing digital activities
and events targeting affluent segments of the Southeast
Asian population that enjoy shopping are also contributing
to dynamic growth. A new customer service center with
over 100 employees has been set up at the New Delhi,
India location since July 2018 at the behest of customer
Microsoft and in collaboration with the Burda Group company C3.
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BurdaEducation
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The BurdaEducation subdivision continues to collaborate
with relevant decision-makers and contracting authorities
for the purpose of operating in the large market for
schoolbooks and educational materials in developing and
emerging countries. In 2018, decisions made on short notice by those authorities led to several planned projects
being canceled, which in turn caused a significant drop in
revenue for this subdivision.

Risks for this division
BurdaInternational’s business remains in a transition
phase that is characterized by three basic developments.
Political developments and economic crises in important
markets like Russia, Ukraine, Turkey and Brazil result in
uncertainty, which impacts trends in exchange rates,
sales and earnings performance.
A general downturn in market development is creating additional pressure on net income in the traditional magazine business. This downturn is characterized by slow
growth in advertising business due to uncertain economic
conditions that impact all globally active advertising
customers.
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The ongoing shift in how people use media all over the
world – toward mobile digital sources and social media
platforms, and away from traditional print consumption –
is resulting in further erosion of sales revenues.
BurdaInternational is responding to these risks in its international business by continuing to optimize the business
focus and structures. For example, the rapid adjustment
to the new political conditions in Russia, where a new media
law reduced Burda’s participation to below 20 percent,
has proved to be the right step towards continuing the
business. In addition, the company pursued a systematic
reorientation based on the financially strong business in
Great Britain that was acquired in 2017 and the withdrawal from Kazakhstan and Taiwan. Comprehensive
restructuring in all operating units – especially the advertising departments, editorial offices and management
overheads – was continued and resulted in efficient, scalable structures. This enables the company to cushion
against future risks – and above all take consistent advantage of growth opportunities.
The revenue realized in Great Britain with Immediate Media
is largely sales revenue earned from end consumers. Interconnections with the rest of Europe are insignificant.
As long as the British economy does not suffer heavy
losses from the Brexit that would lower consumer confidence substantially, the consequences for the British
business will be minor to moderate. This also applies to

translation risks resulting from a changing (worsening) exchange rate. Possible losses from conversion of unvarying
results in British pounds would be offset by lower depreciation of goodwill denominated in foreign currency and
lower depreciation of hidden reserves. The overall economic risks for Hubert Burda Media from the Brexit are
estimated to be moderate.

Strategy
The agility created by the restructuring into independent
subdivisions within the International Media Brands division
came into full effect in 2018 for the first time. The individual subdivisions continued to focus heavily on ongoing
and new developments in the print and digital portfolios.
At the same time, each entrepreneurial decision opens up
new sources of revenue beyond the traditional print business as the core of the transformation process. Existing
units, structures and portfolios are regularly reviewed and
adjusted.
The division intends to consolidate activities in the area of
crafting in a new fifth subdivision where activities that
build on the tradition of the Burda Style brand will be combined with crafting activities that have been developed in
recent years as the result of acquisitions in Scandinavia
and Great Britain. The goal is to utilize the existing crafting expertise more intensively. Also in the area of crafting,
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325,000
tons of

pa pe r
Printed tonnage was 325,000 tons in fiscal
year 2018.
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Nähgestöber, a platform launched at the end of 2018, is
intended to become a hub for the sewing community in
German-speaking regions.

Forecast
As in the previous year, the economic environment continues to be challenging. Nevertheless, the International
Media Brands division anticipates a slight increase in revenues in 2019.

Printing
BurdaDruck specializes in the production of high-quality
magazines, catalogs and advertising material in high-volume gravure printing, and in all services necessary for
that area. In addition to the Hubert Burda Media publishing houses, customers include external publishing companies and customers from a variety of sectors.
The BurdaDruck Group is one of the largest printing companies in Europe, with sites in Offenburg (two plants), Nuremberg, and Vieux-Thann, France. In 2018, external sales were
€116.5 million (2017: €130.2 million). Thus, as expected, revenue is lower than in the previous year due to reductions in
the service business as well as declining order volumes,
shifts in the order mix, and declining prices. BurdaDruck operates in an industry that has been characterized for years
by declines and overcapacity. Although printing capacities
are regularly exiting the market, demand is also declining to
a similar extent. As a result, the intense, cutthroat competition over prices has continued. In addition, in a continuing
process, large, reel-fed offset printing machines are penetrating what used to be the domain of gravure.

Details
Due to a massive order decrease at one major customer,
printed tonnage declined significantly from 341,000 tons
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in 2017 to 325,000 tons in 2018. As in previous years, the
order mix shifted in 2018 from magazines to commercial
orders (catalogs and advertising items).
The company will take advantage of synergy effects between
the two plants in Offenburg in the next few years. The VieuxThann site invested in a cutter in 2018. This makes it possible
for the division to expand its net product to print objects 8 to
16 pages long, which are in especially high demand in the retail sector. With these measures, the BurdaDruck division will
secure its competitiveness over the long term as well.

Risks for this division
The change in the order mix has continued as expected.
While the magazine and catalog business is declining, the
printed advertisement segment is stable and even growing in some areas. However, the intense, cutthroat competition has continued unabated in the overall shrinking market, resulting in continuous pressure on prices. Hubert
Burda Media is responding to this situation with stringent
cost management and a focus on optimizing and automating production processes.
Nevertheless, a decline in capacity due to the loss of major orders can lead to weaker coverage of fixed costs. In
this case, a sustained decrease in the workload would be
offset by an adjustment of the overall capacity.
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In order to prevent defaults, the creditworthiness of customers is being checked on a regular basis, and order volumes are secured with credit insurance to the greatest
extent possible.

Strategy
BurdaDruck will continue to manage costs in a consistent
manner in all segments that can be influenced and will
take all possible and sensible measures to improve its
ability to compete. On the demand side, the company
continues to intensively examine whether to add other
production processes – digital inkjet printing in particular
– to supplement the gravure printing. BurdaDruck invested
in a digital printing machine developed in-house that enables cost-effective customization of print orders. The
technology will be used for the first time with My Life
magazine, which will premiere in spring of 2019.
Forecast
Demand in the European gravure printing market is still declining, so tough, cutthroat competition over prices will continue. Prices are expected to rise significantly in nearly every
relevant cost segment – paper, ink, personnel, logistics, and
energy. Although printed tonnage in 2019 can be kept nearly
stable in relation to 2018 levels, revenue will continue to decline moderately while costs increase at the same time.
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In detail, the consolidated sales of the divisions developed as follows:
2017
in percent

in million €

in percent

Actual
(in percent)

National Digital Brands

1,402.8

52.5

1,471.2

55.2

+4.9

National Media Brands

670.4

25.1

650.9

24.4

-2.9

International Media Brands

454.9

17.0

413.0

15.5

-9.2

Printing

130.2

4.9

116.5

4.4

-10.5

13.5

0.5

12.6

0.5

-6.7

2,671.8

100.0

2,664.2

100.0

-0.3

Sales revenues
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Consolidated external sales of Hubert Burda Media – a
key management parameter of the Group, along with
profit before taxes – decreased slightly by 0.3 percent to
€2,664.2 million (2017: €2,671.8 million).
The increase in revenue predicted in the previous year for
the National Digital Brands division comes mainly from
BurdaTech, XING SE and HolidayCheck Group AG. Sales
revenues declined by around 2.9 percent in the National
Media Brands division, which is better than the general
trend in the advertising and sales markets (3.9 percent
and 7.0 percent respectively).
Contrary to expectations, sales revenues in the International Media Brands division declined slightly – largely
because of further declines in sales revenues in Eastern
Europe and lower order volumes for printing schoolbooks. By contrast, the Immediate Media Group saw a
moderate increase in revenues as expected, in part because of the acquisition of BBC Good Food during the
fiscal year.
Sales revenues in the Printing division declined by 10.5 percent, and thus more sharply than anticipated. Reasons for
the decline include reductions in the service business as
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Change

in million €

Other

Sales development, net assets
and financial situation

2018

well as declining order volumes, shifts in the order mix,
and declining prices.
Operating performance (aggregated unconsolidated
sales revenues) decreased by 0.8 percent to €3,207.6
million (2017: €3,234.3 million).

The consolidated balance sheet total decreased by
€46.8 million, to €1,826.8 million (2017: €1,873.6 million).
On the assets side of the consolidated balance sheet, this
decline is due largely to scheduled depreciations of goodwill and other intangible assets that exceeded acquisition
costs for new investments during the reporting year. Consequently, the intangible fixed assets decreased from
€693.4 million in 2017, to €641.0 million in 2018. As a
whole, the remaining fixed assets stayed almost completely the same. Investments in financial assets were
slightly higher than the sum of depreciations and residual
book values of disposals. Of particular note in this connection, within the financial assets, securities held as fixed
assets were shifted to participating interests. According
to the fixed asset schedule, additions to fixed assets totaled €163.6 million (2017: €539.8 million). The portfolio of
participating interests in the investment portfolio of
BurdaPrincipal Investments as well as the Immediate Media
Group’s acquisition of BBC Good Food accounted for a
significant portion of this amount. Total investments affecting cash flow in 2018 were €157.2 million (2017:
€336.3 million).
At €734.0 million, current assets are close to the level of
the prior year (2017: €736.7 million). While inventories increased slightly from €152.8 million to €158.3 million, trade
receivables were reduced from €309.4 million to €282.4
million, especially in the BurdaEducation subdivision.
Other assets increased over the previous year as did liq-
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uid assets (consisting of other securities as well as cash
on hand and bank balances). In the case of other assets,
there was a €5.3 million increase to €62.8 million, and in
the case of the liquid assets, an increase of €15.4 million
to €184.5 million.
On the liabilities side, a decrease in bank loans as well as
other accruals is especially noteworthy. In this connection, bank loans decreased by €19.1 million, to €392.5 million, as planned, while the balance of accruals decreased
by a total of €42.8 million, to €459.9 million. The decline is
attributable among other things to higher payments for
taxes and earn-out obligations. Trade payables decreased
by €15.6 million, to €259.3 million, due in particular to a
decline in the BurdaTech group. The increase in prepaid
income by €27.8 million to €170.7 million is attributable primarily, as in previous years, to increased subscription
sales for existing Group companies.
Net debt (bank loans plus additional bank obligations recorded in Other Liability items, minus liquid assets and
other securities) was €258.0 million on the balance sheet
date (2017: €292.5 million). Thus, over the course of the
fiscal year, the Group was able to significantly reduce the
level of debt. The use of existing credit lines on the balance sheet day was around 50 percent. Bank loans reported in the previous year and as of December 31, 2018,
as well as other financial obligations, are subject to interest charges at standard market rates. As in the previous
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year, around 10 percent had remaining terms of up to one
year. Around 26 percent of the reported bank loans are
for obligations in British pounds (GBP), and around 6 percent are for obligations in Indian rupees (INR). During the
fiscal year, the Group was always in a position to meet
payment obligations as they were due.
Medium and long-term capital, consisting of equity, medium and long-term accruals as well as medium and longterm liabilities, decreased by €3.5 million to €991.3 million
(2017: €994.8 million).
Equity increased by €8.1 million to €362.6 million. Aided by
a simultaneous decrease in the balance sheet total, this
development increased the equity-to-assets ratio from
18.9 percent to 19.9 percent. The increase in the equityto-assets ratio is attributable to the fact that the dividends paid to minority and majority shareholders during
the fiscal year turned out to be less than the year-end results for dividends.
As of the balance sheet date, about 93 percent of the
fixed assets of the Burda Group were almost completely
covered by medium and long-term capital.
To the extent foreseeable, the Group has developed in
line with expectations and, as before, shows sound financial conditions. The financing structure offers adequate
flexibility and potential for future growth.
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19

sit es

The Group’s companies are represented at
more than 19 sites in Germany, the most
important of which are Munich with 2,554
employees, Offenburg with 1,613 employees
and Hamburg with 1,279 employees.

Human Resources
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In 2018, the Human Resources (HR) unit responsible for
the majority of Burda companies in Germany once again
assisted in the transformation from a pure media company into a media and technology company. In this context, both the structure and the range of services of the
HR organization were reorganized.
The central Corporate HR unit has now been separated
into three core areas: recruiting, which includes HR marketing and employer branding as well as talent relationship
management; HR business partnering; and organizational
and employee development. There are now Centers of Expertise for certain fundamental issues including labor law
& codetermination and compensation & fringe benefits.
In 2018, the HR – Next Level strategic project focused on
five development areas in particular: people excellence,
organizational excellence, next level recruiting, HR IT
strategy and HR operational excellence. The project objectives are to better align HR organization services with
the company’s strategic goals and to continue professionalizing the HR unit.

Employee structure
At the end of 2018, the number of employees had risen to
12,369, an increase over the previous year (2017: 11,918).
The Group’s companies are represented at more than 19
sites in Germany, the most important of which are Munich
with 2,554 employees, Offenburg with 1,613 employees
and Hamburg with 1,279 employees. The largest sites outside of Germany are in Great Britain, Poland, India, Romania and Switzerland. The average age of Group employees is 39.9. Women comprise 51.2 percent of employees
and 38 percent of managers.

People excellence
Burda’s success is based on the performance and commitment of its employees. For that reason, it is of great
strategic importance to find suitable employees as well as
to develop existing employees and fully tap into their potential. In light of this reality, the People Excellence work
group focused on three core activities in 2018 – interview
training, audits during management hiring and designing a
systematic talent management program:
Over the last year, comprehensive interview training were
introduced and a workbook for hiring managers was developed to improve interview quality. Optimizing the selection process helped the company hire the best candi-

30

dates for open positions and helped to ensure that an
excellent candidate experience is standard for applicants.
The normal process for audits conducted for management hiring was standardized. HR also began developing
a systematic talent management program in 2018 to provide the best support for employee development. A plan
for development rounds has been finalized and will be
used in every Burda division in the future.

Organizational excellence
On the road to steadily improving adaptability at Burda,
two key measures got off the ground in 2018. First, a
change toolbox was developed for employees and managers that offers fast and efficient support for change
processes. Second, HR implemented a comprehensive
qualification process for its employees in the area of
change management to enable them to provide professional support for change projects and processes within
the company.

Recruiting Next Level
Burda wants to be seen in the job market as an appealing
employer for the most talented individuals, so redesigning
Burda’s employer branding presence was a key activity in
2018. Making use of the appeal of its many strong brands
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in HR marketing and presenting the company’s diversity
as an important strength are a central starting point for
the new employer branding presence that was rolled out
in fall of 2018.
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HR operational excellence

In order to attract suitable talented individuals for Burda,
HR also worked on approaching and sourcing potential
candidates in a targeted manner in eight key target
groups: college students, IT, marketing, sales, design, editorial departments, core functions and trade groups. By
the end of 2018, personnel marketing plans had been
rolled out for each target group for 2019.

The HR Operational Excellence work group expedited the
transfer of transactional tasks from the HR business partners to the service center personnel and thus played a
significant role in shaping the strategic direction of the HR
business partner profile at Burda. Another focus topic
was introduction of an HR dashboard that would give
managers a quick and comprehensive overview of detailed employee data from their department and thereby
substantially simplify personnel planning as well as employee development.

HR IT strategy

Life and work

2018 saw intensive work on developing an HR IT strategy,
which forms the foundation for further digitalization in the
HR organization. In addition to strategy development, a
comprehensive pain-point analysis was conducted for the
existing IT landscape. Afterward, the requirements for a
new HR IT solution were defined based on the analysis:
comprehensive support for executives, managers and
employees in their HR work; more efficient design of processes and procedures; and accompanying the HR transformation with modern tools and technologies. At the end
of the year, the IT strategy moved into concrete planning
for implementing the SuccessFactors IT solution companywide in 2019.

Burda wants to guarantee a good work-life balance, so
the compatibility of family and career and occupational
health management with its many offerings both play an
important role. Burda offers a variety of flexible working
hour models that are designed with employees’ needs in
mind and helpful in the balance between children and career as well as in the care of dependents. The on-site day
care centers Burda Bande and Burda Bambini in Munich
and Offenburg continue to make an important contribution to positioning Burda as a family-friendly company.
In 2018, the TAKE CARE program offered employees a
variety of precautionary and preventative measures in-

cluding flu shots and an initiative to prevent colon cancer
in cooperation with the Felix Burda Foundation. More than
2,000 employees took advantage of the preventative offerings in 2018.

Outlook
The transformation of Burda into a media and technology
company will continue in 2019. The ongoing digitalization
of HR processes plays a central role in this transition. A
high-performance HR organization needs the right IT
tools to offer efficient and timely solutions that will accompany Burda employees and managers along this journey. This is the starting point for the planned implementation of the SuccessFactors IT solution in 2019: The goal
of implementing this solution is to standardize processes,
handle operational and administrative tasks more efficiently and replace a wide variety of IT tools used in HR
with a single universal solution. The new tool will be rolled
out in two stages in 2019.
Attracting the most talented people remains an important
strategic focus for Burda in light of the intensely competitive
labor market. The recruiting center is reorganizing in 2019
to enable more targeted recruiting in the future. In order to
develop an appropriate approach and specific sourcing for
the target groups, there will be a “talent community manager” for each of the eight groups targeted for recruitment.
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The Felix Burda Award has
achieved a national reach of more
than three billion contacts.

To table of contents

Developing up-and-coming talents within the company is
another key focus in 2019. Nurturing the next generation
is a top priority of Burda’s HR strategy. In order to ensure
the continued high quality of training and also ensure that
the training programs for young talent are optimally tuned
to departmental needs, in the coming year the vocational
training programs, dual-studies degree programs and
training programs for bachelor’s and master’s degree
holders will be reviewed and revised as necessary.

Burda Takes Responsibility
Hubert Burda Media uses its strength as an international
media company and the charisma of its well-known brands
to take on responsibilities in areas that are important for society. The company is especially involved in the areas of education, art and culture, projects supporting children in need
in Germany, and educating the public on health and prevention issues. Well-known media savvy events like the Bambi
Awards, the Tribute to Bambi charity event and the Felix
Burda Award raise public awareness about important social
issues, are a place for important players in the civic engagement sector to network, and provide a platform for aid organizations and social initiatives. Hubert Burda Media encourages personal involvement on the part of its employees and
supports personal initiatives with suitable structures. The
role model is the Burda family, which personifies social responsibility and emerged as a donor of cultural and social
grants and benefactor of institutions right from the start.

Hubert Burda Foundation
The Hubert Burda Foundation was founded in 1999. Promotional activities in the area of science, education, cancer prevention, art and the humanities include, among others, the Felix Burda Foundation, the European Translator
Prize and the Senator Ehrenamtspreis volunteering award.
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Felix Burda Foundation
Since 2001, the Felix Burda Foundation has worked to
prevent colon cancer. Its goal: to drastically reduce
deaths from colon cancer in Germany through timely preventative measures. The foundation uses award-winning
coordinated communication measures to explain the options for colon cancer prevention to the general public.
The foundation annually honors outstanding projects and
services related to colon cancer prevention with the Felix
Burda Award. The event has achieved a national reach of
more than three billion contacts.
The Felix Burda Foundation is the initiator of FARKOR, a
pilot project in Bavaria. The goal is to reduce the occurrence of colon cancer and deaths from it in 25 to 49-yearolds with a family risk of colon cancer.

Tribute to Bambi Foundation
Bambi helps children! Using the media awareness and
charisma of Bambi to help disadvantaged children was
the idea behind the founding of the Tribute to Bambi
Foundation. Because even in Germany, one of the wealthiest countries in the world, there are children and young
people who are seriously ill, economically disadvantaged
or emotionally injured. A heartfelt desire of initiators Patricia Riekel and Burda’s Executive Board Member Philipp
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Welte is to help these children in a concrete, sustained
manner and to give them a public voice. The Foundation
has been awarded the German Central Institute for Social
Issues (DZI) seal of approval.
Since 2001, the annual charity event Tribute to Bambi has
collected donations for the foundation’s sponsorship
projects.

Christian Liebig Foundation
The Christian Liebig Stiftung e.V. works to fulfill the vision
of its deceased namesake, Focus journalist Christian Liebig: Help for children in developing countries, especially
for children in Malawi. The goal: to provide development
aid between equals for children in Africa, through targeted education measures that will be accepted by the local people and that are taken where they are truly
needed.
Since 2003, a total of 23 elementary schools, teacher
housing and a large secondary school with a girls’ dormitory have been built with the help of donations and grants.
The foundation has created more than 100 stipends for
professional education and strives to provide financial
support for especially talented school graduates. In
neighboring Mozambique, the Christian Liebig Foundation
worked together with Welthungerhilfe e.V., a world hunger
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organization. Within five years, a millennium village was
built for 1,000 residents and a training bakery was
launched as well. Over 22,000 children have received an
elementary school education through the work of the
Christian Liebig Foundation.

Environment and Sustainability
Acting in an entrepreneurial manner requires a sense of
social responsibility. Especially in the producing units,
Burda therefore strives for sustainable development that
meets the needs of the current generation without endangering the opportunities of future generations. In production, the latest technology is therefore used to make economic growth consistent with preservation of a healthy
environment.

Energy management and climate protection
At the Offenburg and Nuremberg sites, BurdaDruck voluntarily participates in the Community Eco-Management
and Audit Scheme, also known as the “eco-audit.” As a
central element of this involvement, BurdaDruck publishes
an environmental statement every three years and a brief
updated version every year. This provides all interested
parties with information about production activities, related environmentally relevant topics, and action that has
been taken to protect the environment efficiently and sustainably. Environmental indicators (“core indicators”) are a
key component of the environmental statement. These indicators show the development of the environmental performance over past years, as well as the environmental
program in which the measures for continually improving
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the environmental performance are described. The environmental statement is verified by an accredited environmental auditor and is publicly accessible online at www.
burda-druck.de.
Because of its participation in the climate initiative of
the German Printing and Media Industries Federation,
BurdaDruck can use the professionally respected, Federation-developed CO2 calculator to calculate the carbon
footprint of printing orders for its customers. This determination is based on the amount of paper used and on
site-specific emissions.

Sustainable paper production
Along with price, quality and availability, the environmental
quality of the raw materials is important for the acceptance of print products. BurdaDruck strives for complete
transparency of the paper production process, starting
with the extraction of raw materials for paper in the
forest.
Production chain certificates are intended to inform the
customer of the fact that the raw materials used come
from forests that are managed in an exemplary manner.
The certification systems relevant to the printing industry
at present are those of the FSC (Forest Stewardship
Council) and the PEFC (Programme for the Endorsement
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of Forest Certification Schemes). BurdaDruck’s gravure
printing operations in Offenburg, Vieux-Thann and Nuremberg have certificates, allowing them to confirm to customers that certified raw materials have been used and to
add the corresponding labels to material that is printed on
certified paper.

Outlook, Opportunities and Risk Report
Report on opportunities
The transformation of the entire media market is resulting
in great development opportunities for the Hubert Burda
Media Group in nearly all of its business areas. The Group
wants to take advantage of these opportunities. In particular, the rapidly growing significance of the consumer internet as a media, advertising and transaction channel,
the merging of content and technology, and the constantly increasing use of media content open up great opportunities for the company. Burda sees itself primarily as
a consumer media company. This strategic focus on the
needs of consumers opens up major opportunities in B2C
interaction. Burda’s goal in all profit centers is to bring to
market sustainable, honest and reliable products and services that bring people the greatest possible value.
Various factors basically benefit the entire company:
Burda is structured as a flexible organization that can
adapt to constant change. This includes a decentralized
profit center structure in which each company can operate flexibly and independently in its markets. On the one
hand, opportunities for positive development result from
the great diversification of products and business models
within the group. On the other hand, synergies among the
individual companies are being utilized wherever possible.
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Due to its stable financial condition, Burda is able to continually invest in its products, further develop its companies, and increasingly participate as an investor in leading
technology companies with internationally scalable business models. Burda is constantly testing new products
and business models, either developed in-house or
through investments in international digital companies
with a specific focus on the US, Western Europe and Asia.
Burda is especially appealing as an investor because of
its own media portfolio and strong market penetration in
Germany, which can quickly create lasting recognition of
products and services.
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the offerings from more than 100 regional and local daily
newspapers and aims to bring in even more. The providers of regional and local news offerings benefit from the
technological advances and the option of being marketed
together with other media offerings. This offering meets
consumers’ needs for customized news offerings that
range from major news events to local information about
city halls or sports clubs – right on their mobile device.

At the infrastructure level on the internet, Burda redefined
web searching and launched Cliqz on the market with its
own web index. Cliqz positions itself with the two unique
selling points: data privacy and speed. Data security is
gaining relevance for consumers, and the collection and
use of highly personal data by US-based monopolies like
Google and Facebook are becoming a hot topic of public
discussion. This could lead to a growing number of people
actively choosing offerings that guarantee the protection
of their personal data.

Burda is working on entirely new forms of digital journalism and is attracting the attention of new talents through
regular events like the “Start-up Nite,” which addresses
young entrepreneurs and programmers, and “Burda Hackdays,” where new forms of data-driven journalism are developed. Through subsequent “Burda Bootcamps,” the
newly acquired expertise is supposed to be directly implemented over a period of several months in the Group
units that work in areas related to journalism. New digital
products based on the familiar print brands are supposed
to be created and tested on the market in this way. Datadriven journalism and the increased use of technology in
the journalistic units are providing publishing and economic opportunities for Burda.

Digital publisher BurdaForward continues to develop journalism with technological tools and in this connection is
utilizing artificial intelligence that enables the individual
user to receive the best news offering. Meanwhile, the
constantly growing news platform has brought together

The doctor-rating portal Jameda is likewise continuing
constant development of its offering and business model,
and in that way is meeting the need of many customers to
personally select the best doctor for themselves and at
the same time use the portal for easy digital communica-

tion with this doctor. Online evaluations remain important
for Jameda; however, additional quality indicators will be
included in the doctor search in the future. Up to now,
subjective doctor recommendations were the only possibility for patients to get information about doctors. Other
indicators including assessments by other doctors or scientists are intended to refine the doctor search function,
which was previously based only on patient evaluations.
Patientus, a Burda subsidiary, has already expanded the
service offering for patients through its options for online
appointment scheduling and video consultations.
In the area of magazines, additional revenue opportunities
are opening up due to the expansion of the magazine
brands into related product areas such as commerce,
events and merchandising. Because of their high journalistic quality as well as their strength and credibility, the
national media brands enjoy a high level of trust among
consumers. This proximity to people results in many opportunities for Hubert Burda Media to develop new revenue sources in direct interaction with consumers and, in
that way, to gradually reduce its dependence on the volatile advertising market.
In marketing magazines, the company can benefit from
the expansion of digital advertising options and the increasing focus on customized solutions for companies
that are advertising. B.famous, a company founded in mid2017, specializes in customized, creative productions for
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brands in the Burda media portfolio and is enjoying a very
positive response in the market.
Additional opportunities are available in content marketing, a growth market in which the Group is already well
positioned through C3 Creative Code and Content. C3
aims to lead the market as the most innovative marketing
service provider in the future as well, and implemented a
new agency model in 2018 to further this objective. Plans
call for a new group management board to direct the
strategy of the C3 Group and bundle its key capabilities.
The group’s locations will maintain their autonomy over
their location and content. However, they will network
more closely among themselves and have access to central competency clusters (such as strategy consulting, analytics, motion, performance) that will be managed across
the group. C3’s “Client Pod model” is supposed to make
the formation of project teams a process that is much
more precisely attuned to customer needs and much
more flexible. This strategic orientation will give C3 advantages in an increasingly competitive market.

Particularly in Africa, Burda can develop good opportunities for growth that have resulted from the growing prosperity in former third-world and emerging countries, because the need for printed and digital media products,
and also the general need for printed matter like teaching
materials, is increasing. The business in Eastern Europe
was set up so efficiently that it can continue to operate
despite the ongoing trend toward ever more difficult
conditions.
The continuing digitalization throughout the world and the
rising level of prosperity and education in several large
countries are creating opportunities for digital business
models and for opening new markets with media
products.
Burda will continue to take advantage of opportunities
that arise and will continue to promote the positive financial development of the Group.

Burda has good opportunities for economic and publishing growth in the international media business, in particular through its new subsidiaries of the Immediate Media
Group. The company has a number of media brands that
are extremely well-positioned with British consumers. The
management team is running the print business successfully and in a sustainably profitable manner.
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Risk report

Risk management in respect to financial reporting

Beyond the previously described risks for the individual
business divisions, which are each classified as minor, Hubert Burda Media is exposed to additional risks that are
inseparable from entrepreneurial activities. Hubert Burda
Media responds to the various business risks with an efficient and effective risk management system based on the
principles and framework of the internationally recognized
risk management standard ISO 31000.

There are strict requirements for monitoring accounting
and financial reporting to ensure that it is proper and reliable. The internal monitoring and risk management system ensures that all requirements are met. It is designed
in a manner to ensure with a satisfactory degree of certainty that the financial reporting is reliable and that the
preparation of the consolidated financial statements is in
conformance with the relevant laws and standards. During the preparation of the consolidated financial statements, the completeness of the financial reporting, the
principle of separation of functions, and adherence to the
four-eyes principle ensure that all transactions are recorded promptly and in due time in order to ensure onschedule completion of the accounts. Intragroup transactions are fully recognized, reconciled, and eliminated.
Issues that are related to agreements that have been
reached, that have effects on accounting, and that are
subject to disclosure are identified and correctly represented in the statements.

Risk management
The procedure for assessing and evaluating risks, which
has been in existence for many years, was further refined
in the past fiscal year as well. Potential risks are systematically identified, analyzed and evaluated by company
management using a uniform risk catalog. The risk catalog includes compliance risk categories along with strategic, operational and financial risks. The respective responsible managers and executive officers take appropriate
action to minimize risk based on this information. The risk
management process is efficiently supported by standard
software. Centralized and local monitoring functions, as
well as an independent internal audit, monitor the effectiveness of risk management in order to ensure that risks
are detected early on, correctly assessed, and continually
monitored.
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The use of an intragroup Shared Service Center is essential in that process. For most of the consolidated German
affiliates, the financial statements that are required under
commercial law are prepared by the Shared Service Center. The Group parent company is responsible for performing the consolidation work and the preparation of the
consolidated statements. Consistent accounting is as-

sured through group-wide guidelines and procedures, appropriate audits of the incoming data and the use of SAP
software applications.

Investment risks
Risks arising from significant investments, projects and
acquisitions are identified through investment reviews,
evaluated and sanctioned by Burda’s in-house authorization oversight. Large-scale one-time investments are applied for and approved within the framework of consent
regulations in the bylaws or articles of association. Risks
that arise in connection with plant and equipment investments or financial investments can lead to lower valuations, which would negatively impact earnings in accordance with the size of the investment. Risks related to
shareholdings mainly come from risks that range from a
significantly worsened situation of the relevant company
to bankruptcy; they are monitored by appropriate investment monitoring. Since individual devaluations could have
significant effects on Group results, this risk is considered
the highest overall risk. The company assesses this risk
for the widely diversified portfolio to be low to moderate –
not least because of the low probability of a single
occurrence.

Financial Statements 2018 Hubert Burda Media

Raw material, procurement and supplier risks
To table of contents

In all Group divisions, goods and services for performance-related processes are purchased in various procurement markets in Germany and abroad. The Group’s
“Procurement” guideline is intended to ensure cost-effective, process-efficient and lawful procurement.
Strategic procurement to supply the publishing and gravure operations with their most important raw materials,
paper and ink, is done from the perspectives of supplier
management, quality management and risk management.
This ensures early recognition and response to market
changes, thus ensuring security of supply at affordable
prices.
Risks associated with the centralized procurement of
these raw materials are listed below. Altogether, they are
considered low to moderate.
• The raw materials market for paper and ink has become
a seller’s market. As a result, the printing and publishing
industry has had to cope with significant price increases. Further price increases due to verifiable increases in energy and raw material costs are
anticipated.
• The supplier situation in the market is very tense. Ecommerce growth is driving up demand for cardboard,
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which means restructuring in the paper industry continues unabated. The EU Packaging Directive and the German packaging law to prevent plastic waste that went
into effect in 2019 have aggravated the situation. For example, the resulting search for alternative materials has
also driven up demand for cellulose.
In fiscal year 2018, the company extended centralized
procurement to other product groups to further minimize
the (low) risks associated with procurement of these additional goods and services.

Financial and liquidity risks
Changes in exchange rates and interest rates and other
financial risks are continuously monitored, effectively
managed, and reduced in part by hedging transactions. A
treasury guideline defines the options for taking on exchange rate and interest rate risks, and centralizes the
necessary hedging activities in the Group.
Interest and currency hedging transactions are only entered into if they can minimize risks related to changes in
corresponding underlying transactions.
Currency exchange risks are regularly analyzed on the
basis of Group-wide reports on currencies that are significant for Burda. As far as possible, hedging units – includ-

ing ones that are relevant for balancing of accounts – are
formed between underlying transactions (long-term receivables in foreign currencies) and hedging transactions
in the form of currency swaps. Hedging based on microhedges is undertaken in order to offset future fair value
and cash flow fluctuations that are caused by changes in
currency exchange rates. Basically, in the event of a
hedge, forward exchange transactions or foreign currency option transactions are undertaken. In the case of
hedging transactions that are still open on the balance
sheet date, the effectiveness of the hedging units is analyzed by means of the critical term match method. Significant exchange rate risks for Burda are currently only seen
in the case of the British pound because of the ongoing
economic and political situation. The currencies that are
relevant to the company are constantly analyzed and
monitored so that hedging options can be exercised on
short notice if necessary. Effects on sales and earnings
can be calculated at any time. If it is financially sensible,
bank loans are also taken out in foreign currency for the
purpose of establishing natural hedging relationships.
In the case of intercompany loans, whether to make the
loan in euros or the subsidiary’s national currency to minimize the risk of currency and interest rate fluctuations is
reviewed on a case-by-case basis. Whether it makes sense
to protect these risks with a micro hedge is also reviewed.
In addition to traditional hedging transactions, cross currency swaps can also be used as hedging instruments.
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Interest rate risks are also centrally monitored on a continuous basis and, where it makes sense, protected by micro-hedges. The goal of this kind of hedging is to avoid
potential negative cash flow fluctuations due to variableinterest bank loans. Effectiveness is reviewed using the
critical term match method, taking into account the creditworthiness of the hedge partner. In the case of variableinterest bank loans not covered by any hedging transactions, we are currently assuming that there is no relevant
interest rate risk.
With the aid of adequately high credit lines and a consistently positive cash flow, Hubert Burda Media is provided with sufficient liquidity for the foreseeable future.
The financial and liquidity risk is therefore considered
slight.

IT and data protection risks
Data losses, malfunction of IT systems and hacker attacks entail revenue and reputation risks that are high in
some cases, depending on the business model and its dependence on IT systems. The trend toward digital transformation in all business areas continued during the past
year, along with steadily growing companywide networking. Increasingly targeted attacks executed against the IT
infrastructure and data of private companies remain a
constant threat.
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Information and IT risks are continually identified, evaluated and minimized or avoided through appropriate
measures with the help of an information security management system (ISMS) based on the internationally
recognized standard ISO 27001. Information security requirements are integrated in the respective business processes by the security organization and compliance is
monitored and improved with the help of continuous monitoring activities.
In order to avoid or reduce IT risks, Hubert Burda Media
uses continuously refined protective measures including
measures against denial of service attacks, backup and
recovery procedures, and measures for access protection. Targeted emergency tests further reduce the risks of
longer-lasting system outages.
New technologies are monitored continuously, and their
opportunities and possibilities as well as risks with regard
to existing and possible new business areas are analyzed
and evaluated. Close attention is paid to possible regulatory requirements.
Compliance with data protection laws is extremely important for the business activities of Hubert Burda Media.
Protection of data is therefore taken into account in the
designing of new processes (privacy by design) and intensively monitored by independent, highly skilled data
security specialists.

In 2017/2018, in the course of implementing the GDPR,
Hubert Burda Media set up a comprehensive data protection management system in all of its divisions. The data
protection management system includes sustainable implementation of key data protection processes (processing of personal data in compliance with data protection
laws, securing data subject rights, handling data protection violations) as well as a data protection organization
with decentralized responsibilities and support for divisions via a central HBM data protection team.
Therefore, Hubert Burda Media is well-positioned to meet
the known regulatory requirements.
Potential new regulatory requirements such as the ePrivacy Directive are being scrutinized early on and analyzed
for their impact on the business areas. It is apparent that
stricter legal requirements could lead to new challenges,
particularly in the digital business areas that are financed
by advertising.
Because of the above described measures, the Group
considers the overall IT and data protection risks to be
slight – although unauthorized data leakage or longer
server outages could have significant effects on individual
businesses.
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Civil law, corporate law and tax law risks as well as other
legal risks arising from existing contracts, agreements or
current proceedings are covered, as needed, by setting
up reserves. Pertinent court decisions as well as amendments of the law initiated in Germany or on the European
level are constantly analyzed for the purpose of identifying, at an early stage, resulting risks or limitations to the
business activities of Group companies and reacting
accordingly.
A compliance management system analyzes and prioritizes the various forms of risks for the individual business
areas on the national and international level, with the goal
of avoiding compliance violations through preventive education and procedural rules and minimizing any risks with
suitable measures. These preventative measures include
Group guidelines for a variety of compliance-relevant topics as well as regular training sessions. For the rest, the
compliance management system offers clear reporting
paths for reporting, clarifying and penalizing any
violations.
As the protection of brands, intellectual property rights,
and data protection rights is very important to Hubert
Burda Media as a technology and media company, all relevant developments in these areas are closely monitored
and analyzed.
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Changes to laws in the above-mentioned fields of law
could have significant effects on individual business models. In 2018, the European GDPR regulations needed to be
implemented in particular. Due to increased requirements
for the protection of personal data, a data protection
management system was established that redefined the
procedures for processing personal data and training on
data protection laws was provided.
Taking into consideration the systems and processes
mentioned above, the Group considers the overall risks in
this area to be slight.

Strategic personnel risks
Recruiting new talent and subject matter experts, especially in technical professions, is a key challenge for the
company. Longer job vacancies and unavailable expertise
are risks in this regard. Countermeasures include concentrated work with target educational institutions as well as
initiatives like Burda’s participation in Germany’s first digital stipend, “Think Digital,” and the “Media, Management
and Digital Technologies” master’s degree program at the
Ludwig Maximilians University of Munich (LMU). Personnel
marketing was shifted to essential target groups during
2018 and should simplify targeted approaches and proactive fostering of external talent pools. The entirely redesigned employer branding puts the spotlight on Burda

brands and communicates the company’s diversity and
technological strength in all contacts with potential
applicants.
In addition to training new employees through dual-studies
degree programs, bachelor’s and master’s training programs, ongoing development of managers’ and employees’
professional and personal skills is a key factor for business success and employee motivation. On the one hand,
available opportunities for training, focused on needs, and
centrally based development programs, and on the other
hand individual counseling and support for employees,
managers and teams undergoing changes play an important role here. Burda’s comprehensive TAKE CARE program coordinates integrated efforts to promote employee
health in the workplace. Office gyms at four locations and
preventative measures are also part of the program, as
are division-specific health counseling and health services. Implementation of the measures defined in the psychological risk evaluation was also a priority in 2018.
The overall risk in this area is considered slight.
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Economists currently expect global economic growth in
2019 and 2020 to remain at 2018 levels. However, these
forecasts have been continually corrected downward over
the last six months and are therefore viewed with a high
degree of uncertainty.
Individual developments, some difficult to predict, have
always been able to significantly threaten global and national economic growth very quickly. However, the number of possible disruptive influences has increased
massively.
Several geopolitical hot points currently represent the
greatest risk potential. The escalation of the trade conflict between China and the US, a new flareup of the
US-Iran conflict and the currently escalating situation in
Venezuela are just a few examples. Add to that Europerelated issues such as the Brexit or the ongoing debt crisis in Italy. It is also foreseeable that the trade conflict
between the US and Europe will become more of an issue in the near future. Germany-related issues like the
diesel scandal and the development of e-mobility and its
consequences for the country’s important automotive industry are resulting in further uncertainty. The result:
Many economic players are deciding to postpone or even
cancel investments.
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Against this backdrop, it is no wonder that the IMF has issued a more negative outlook for Germany – a country
that heavily depends on exports – than for the global
economy: The latest World Economic Outlook (WEO) predicts global growth of 3.5 percent for 2019, and 3.6 percent for 2020. Growth in Germany could slow to 0.8 percent in 2019.
Private consumer spending, up until now a pillar of economic growth in Germany that still grew by 2.6 percent
in 2018, is becoming increasingly fragile. Since fall of
2018, retail revenues have been weaker than expected,
and the traditional tourism industry is experiencing difficult times as well. The majority of Burda’s businesses
target end consumers, so this development is a warning
signal.
Burda is fundamentally well positioned to face the challenges mentioned above. Its solid financing (debt was
further reduced in 2018), decentralized structures with
short decision paths, diversification of products and business models underway since 2010 and related balancing
of risks all mean that Burda does not have singular points
of risk.

In light of the situation, Burda anticipates a slight increase
in sales revenues at the Group level for fiscal year 2019.
At the division level, International Media Brands and National Digital Brands expect a moderate rise, while Printing predicts a moderate drop in revenue.
Burda will continue to invest and acquire new participating interests in 2019. Portfolio streamlining through targeted divestments is also possible. In regard to the companies in which it has invested, Burda considers itself to
be a fundamentally reliable long-term partner that can
use its market and technology expertise, coupled with its
market penetration particularly in Germany, to accelerate
the growth of the partner companies.
Burda continues to work consistently on the digital transformation and on building and expanding new business
models. The company operates stable and balanced businesses with strong cash flows that support further innovation and investments.

However, the predicted financial figures for 2019 are fraught
with considerable uncertainties in this environment. They
have likely peaked again after the slump of the financial
crisis of 2008/2009.
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Consolidated Balance Sheet as of 31 December 2018
Hubert Burda Media Holding Kommanditgesellschaft
Assets
(6) Fixed assets

2017
k€

2018
k€

1,119,109

1,067,578

Intangible assets

693,362

641,006

Concessions, industrial property rights
and similar rights and assets, and
licenses for such rights and assets

201,027

205,859

Goodwill

478,257

431,922

14,078

3,225

Tangible assets

180,378

173,602

Land, rights equivalent to real property, and buildings
including buildings on leasehold land

Prepayments

2017
k€

2018
k€

354,508

362,625

Accruals

502,697

459,896

Pension accruals

194,388

205,472

Liabilities
(9) Equity

(10) Tax accruals
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48,619

17,983

(11) Other accruals

259,690

236,441

(12) Payables

841,208

805,338

411,630

392,513

119,940

114,111

Technical equipment and machinery

16,362

11,313

Amounts owed to credit institutions

Other equipment, factory and office equipment

42,228

41,476

Customer advances

1,848

6,702

Financial assets

245,369

Participating interests

116,461

Shares in associated companies
Loans to companies in which
the company has a participating interest

84,000

87,796

58

953

Securities held as fixed assets

44,440

1

410

426

Current assets

736,679

733,978

Inventories

Prepayments and construction in progress

Other loans

14,180

11,280

274,927

259,281

252,970

Trade payables
Payables to companies
in which the company has a participating interest

11,777

15,718

163,794

Other liabilities

128,694

126,546

Prepaid income

142,966

170,748

(13) Deferred tax liabilities

32,266

28,156

1,873,645

1,826,763

152,781

158,343

Raw materials and operating supplies

26,365

29,629

Work in progress

12,140

14,331

113,791

113,935

485

448

414,795

391,110

309,369

282,434

Finished goods and merchandise
Prepayments
(7) Receivables and other assets
Trade receivables
Receivables from companies in which
the company has a participating interest

47,926

45,832

Other assets

57,500

62,844

Other securities

36,923

34,430

132,180

150,095

Cash on hand, German Central Bank balances and
other bank balances and checks
(8) Prepaid expenses
Total assets

17,857

25,207

1,873,645

1,826,763

Total liabilities

The numbers in parentheses refer to information in the notes.
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Notes to the Consolidated
Financial Statements
for Fiscal Year 2018

Number of consolidated companies:
31 Dec 2017

31 Dec 2018

Domestic

141

146

Foreign

111

110

Total

252

256

Including
fully consolidated

(1) General remarks
To table of contents

Hubert Burda Media Holding Kommanditgesellschaft has
its headquarters in Offenburg and is listed in the commercial register at the District Court of Freiburg im Breisgau
(reg. no. HRA 471250).
The consolidated financial statements as of 31 December
2018 were prepared in accordance with the regulations of
the German Transparency and Disclosure Act. The fiscal
year correlates with the calendar year.

(2) Consolidation group
In the case of fully consolidated companies, 50 reported
shares held by third parties (2017: 53). 28 companies were
not consolidated or were not recognized as associated
companies as defined in Sec. 311 of the German Commercial Code (HGB), because they are of minor importance
for conveying a true and fair view of the net assets, financial position and results of operation, or because their
shares are only held for purposes of resale, or because no
significant influence can be exercised on them (2017: 26).
Proportionate consolidation as defined in Sec. 310 HGB is
used in the case of companies that are jointly managed
together with a partner that is outside the Group in most
cases. The consolidated companies are listed in an ap-
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pendix to the notes in accordance with Sec. 313 (2)
HGB. ROSEA Grundstücks- Vermietungsgesellschaft
mbH & Co. Objekt BURDA Medien Park KG, Düsseldorf,
as well as ROSEA Grundstücks-Vermietungsgesell
schaft mbH & Co. Objekt BURDA Offenburg KG, Düssel-

218

223

proportionately consolidated

14

12

associated companies

20

21

dorf, were consolidated in accordance with Sec. 290 (2)
no. 4 HGB.
In the reporting year, the following companies were included
in the Consolidated Financial Statements for the first time:
Percentage
of shares

Date of
initial inclusion

Fully consolidated companies
Beekeeper Mangagement GmbH, Hamburg

100.00 1)

December 2018

Blue Ocean Entertainment Espana S. L. S. en C., Madrid/Spain

100.00 2)

October 2018

Blue Ocean Entertainment Polska Sp. z o.o., Warsaw/Poland

100.00 2)

January 2018

Burda Digital Future SE, Munich

100.00

June 2018

Burda East Africa Ltd., Kigali/Rwanda

100.00

January 2018

Burda Education GmbH, Munich

100.00

July 2018

BURDA PRINCIPAL INVESTMENTS PTE. LIMITED, Singapore

100.00

January 2018

CyberSolutions GmbH, Munich

100.00

HC Touristik GmbH, Munich

100.00 3)

kununu engage GmbH, Berlin

100.00 1)

March 2018

New Work UG haftungsbeschränkt, Hamburg

100.00 1)

December 2018

April 2018
December 2018

Associated companies (at equity consolidation)
Good Hood GmbH, Berlin

23.05

January 2018

Inovacao Media Brasil Agenciamento e Distribuicao Ltda, São Paulo/Brazil

30.00

January 2018

(1) Indirect holding of XING SE
(2) Indirect holding of Blue Ocean Entertainment AG
(3) Indirect holding of HolidayCheck Group AG
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(3) Principles of consolidation
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As a basic principle, the annual financial statements of the
consolidated companies were prepared as of the Group balance sheet date, 31 December 2018. In the case of three
companies, interim statements as of 31 December 2018
were prepared for the purpose of inclusion in the Group consolidated statements. Associated companies were included
on the basis of their financial statements as of 31 December
2018. The supplemental regulations of the German Accounting Standards (DRS) were applied as a basic principle.
The capital of fully and proportionately consolidated subsidiaries was consolidated in accordance with the revaluation method specified in Sec. 301 (1) HGB. In this
method, the stated value of the shares in the relevant subsidiary held by the parent company is offset against the
equity of the subsidiary that is apportionable to these
shares and that corresponds to the market value of the
assets, debts, and prepayments that must be included in
the consolidated financial statements. Accruals are valued in accordance with Sec. 253 (1) clauses 2 and 3 and
Sec. 253 (2) HGB, and deferred taxes are valued in accordance with Sec. 274 (2) HGB. Offsetting is carried out on
the basis of the value stated at the time the company
concerned became a subsidiary.
Increases or decreases in shareholdings of consolidated
subsidiaries as well as corporate actions undertaken by
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these subsidiaries without a change of status are listed as
an acquisition or divestment process.
Investments in associated companies are recorded at
book value in the Group financial statements. The book
value and any difference between the book value and the
proportionate share of equity are calculated as of the
date the company became an associated company. The
difference between the book value and proportionate
share of equity of these new acquisitions is calculated,
carried forward, depreciated or reversed in accordance
with Sec. 312 (2) HGB.
Depreciation of goodwill from associated companies is
reported in the Group profit and loss statement under “Income/losses from associated companies.” At the reporting date, the difference between the book value and the
proportionate share of equity in the associated companies amounted to €60,490k; the goodwill included therein
amounted to €36,465k.
As a general rule, goodwill arising from capital consolidation is attributed a useful life of 5 to 15 years. This applies to the goodwill of both fully and proportionately
consolidated companies as well as the goodwill of associated companies and goodwill from asset deals. Periods
of useful life over five years result from the business
model of the company concerned or fluctuations in the
number of employees. In the case of a business model

similar to a subscription business, Hubert Burda Media
continues to rely on figures that are based on experience with the development or duration of comparable
customer bases in the publishing business, and that are
also expected in the future. The same applies to salesoriented business models, because in this case, too, the
company has experience (for example, with comparable
product lifecycles) that justifies a correspondingly long
period of useful life. The straight-line method of depreciation is used.
Any negative goodwill arising from the consolidation of investments is disclosed on the liabilities side of the balance sheet as a separate item after equity and is reversed
in accordance with Sec. 309 (2) HGB. As of the balance
sheet date, there was no negative goodwill.
In case of a Group shareholding that deviates from the
capital-based participation in the current results and liquidation proceeds of the included subsidiaries, the consolidation is based on the financial shareholding if this shareholding is based on clear contractual regulations.
Loans and other receivables, accruals, and liabilities between companies included in the consolidated statements,
as well as corresponding prepayments have been consolidated. Sales revenues, expenses and earnings between
companies included in the consolidated statements are
offset against each other.
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(4) Currency conversion
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Accounts receivable and other assets, bank balances, and
liabilities that are denominated in non-euro foreign currencies were converted into euro at the exchange rate applicable as of the time of transaction or at the higher or
lower currency exchange rate as of the balance sheet
date. As a general rule, items with a remaining term of up
to one year were valued at the mean spot exchange rate
applicable as of the balance sheet date.
Historical exchange rates were used for conversion of the
equity position of consolidated companies reported in foreign currencies. Remaining balance sheet items were
converted at the mean spot exchange rate on the balance
sheet date, and profit and loss account items were converted at the average exchange rates for the year. In regard to the foreign exchange rates used, the average exchange rates for the year were calculated from the
average values of the mean spot exchange rate at
month’s end. Resulting conversion differences were offset
against equity, with no effect on net income.
As a general rule, exchange rate differences from debt consolidation were recorded in the income statement. However,
currency effects from the conversion of loans and cash
pooling relationships with companies included in the consolidated financial statement were recorded in a manner
not affecting net income and were entered in the equity dif-
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ference resulting from currency translation. They were recognized in income as soon as the intragroup loan and cash
pool relationship was reduced or eliminated, or the consolidated companies exited the consolidation group.
The investment book values in foreign currency for associated companies were converted at the closing rate. The difference between this value and the associated companies’ investment book values, which were converted at the historical
rates, was shown in the equity capital difference arising from
the currency translation, in a manner not affecting net income.

(5) Accounting and valuation principles
As a general rule, the accounting and valuation principles
that applied last year remained unchanged.
Assets and liabilities were valued in compliance with the
prudence principle and in accordance with the methods
used at the parent company.
Except for subscriptions, which were depreciated on the
basis of actual usage, purchased intangible assets were
recorded at acquisition cost and were depreciated according to the straight-line method over the course of
their anticipated useful life of 3 to 15 years. Unscheduled
depreciation was undertaken to the extent necessary. Internally generated intangible assets were not capitalized.

For the most part, trademark rights and software built inhouse by the acquired company were capitalized as part
of the initial consolidation of subsidiaries. The royalty relief method was used for valuation of trademark rights
(based on license rates: 2.00-14.00 percent) and the reproduction cost method based on market-standard hourly
rates was used for evaluation of software.
Offsetting or depreciation of goodwill was based on an
anticipated useful life of up to 15 years, depending upon
the business model of the company in question. Unscheduled depreciation was recorded at the fair value of the
shareholding in the subsidiary, less the sum of the net assets at Group book value and the depreciated book value
of the subsidiary’s goodwill.
Fixed assets were recorded at the cost of acquisition or
production and written off as scheduled over the course
of their anticipated useful life of 3 to 23 years. Unscheduled depreciation was undertaken to the extent necessary. In addition to direct costs, appropriate portions of
necessary material and production overhead were included in production costs. As a rule, movable depreciable assets were written off over their useful life according
to the straight-line method; alternatively, in the case of
fixed assets acquired prior to 1 January 2010, movable
depreciable assets were depreciated according to the declining-balance method for tax reasons. In these old
cases, the method used is changed to the straight-line
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method as soon as this results in higher annual
depreciation.

Interest charged on borrowed capital was not included in
production costs.

Independently usable movable assets subject to depreciation were fully written off in their year of acquisition insofar as their respective acquisition or production costs
were not above €800.00 (low-value assets). If the acquisition or production costs exceeded €800.00, the respective assets were capitalized and written off as scheduled
over the course of their useful life.

Accounts receivable and other assets were recorded at face
value. An appropriate lump sum depreciation was recognized
in order to cover general credit risks. Low-interest receivables and non-interest-bearing receivables with a remaining
term of more than one year were recorded at cash value.

ported at the average depreciated book value for the Group.
Liquid assets were recorded at face value.

Financial assets were recognized at original cost or the
lower fair value in the event of an impairment that was expected to be permanent. Interest-bearing loans were recognized at face value. Low interest loans and non-interestbearing loans were discounted according to their remaining
time to maturity to the extent that the interest-free nature of
the loans is not compensated by imminent benefits.
Raw materials, operating supplies and merchandise were
recorded at their average cost of acquisition. If the replacement cost and/or market price was lower at the reporting date, that figure was used in the valuation. Finished goods and services and work in process were
capitalized at cost or the lower fair value at the reporting
date. In addition to material and manufacturing costs, production costs also include appropriate portions of material and production overhead, as well as depreciation insofar as it is applicable to production.
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Input tax amounts for liabilities from received services for
which no invoices are available as of the balance sheet
date are posted under other assets.
Other receivables from income tax refund claims that result
from prepayments that are higher than actual lower tax liabilities are capitalized in the fiscal year that they belong to from an
economic perspective. The estimate is recorded at face value.
Other securities were recorded at acquisition cost or at lower
market prices as of the balance sheet date. Disposals are re-

If, in prior years, an unscheduled depreciation was carried
out on fixed assets or if current assets were recognized
at a lower attributable value and if the reasons for the depreciation have become partially or completely irrelevant
in the meantime, then the value was increased to an
amount no higher than the amortized cost of acquisition
or production. This does not apply to any unscheduled
devaluation of goodwill carried out in past years.
Accruals for pensions, part-time employment preceding retirement, anniversaries and death-related benefits are inventoried
on 31 October of the fiscal year. These accruals were determined on the basis of actuarial computations using biometric
probability (2018 G Heubeck mortality tables) in accordance
with the projected unit credit method, taking into consideration
the following general assumptions valid as of 31 October 2018:

Wage, salary and
pension increases
in % p. a.

Assumed
remaining term
in years

Interest rate
in % p. a.

Fluctuation
in % p. a.
0

Pensions

1.8

up to 26

up to 3.33

Part-time employment preceding retirement

1.8

2

0.87

0

Anniversaries

n/a

15

2.32

up to 3.0

Death-related benefits

1.8

15

2.32

up to 3.0
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As a basic principle, the average market interest rate
over the last 10 years, as published by the German Federal Bank and calculated for an assumed remaining term
of 15 years, is used for valuation of pension accruals. On
31 October 2018, an annual interest rate of 3.21 percent
was forecast for 31 December 2018 and was used as a
basis for the valuation. The effects of changing interest
rates were recorded in the operating results. In cases
where the remaining terms are significantly shorter or
significantly longer than 15 years, the actual remaining
terms and the corresponding forecast interest rates
were applied.
Because the majority of pension obligations are based
on regulations that do not apply to employees who
joined the Group after September 1993, and because
the still-active employees entitled to the pension fund
have been with the company for a long time as of the
balance sheet date, fluctuations at individual plants were
not considered in this calculation due to their insignificant effects.
An average annual fluctuation of 3.0 percent per year
in the first 10 years of employment was assumed with
regard to accruals for anniversary bonuses and for
death-related benefits. Starting at the 11th year of employment, fluctuations at individual plants were not
considered in this calculation due to their insignificant
effects.
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Valuation of current pensions and pension entitlements
has changed in accordance with the German Accounting
Law Modernization Act (BilMoG), in force since 29 May
2009. The difference resulting from the changed valuation of current pensions and pension entitlements is allocated over a period of 15 years. As of the reporting date,
the amount not yet allocated, as defined in Sec. 67 (2) of
the Introductory Act to the German Commercial Code
(EGHGB), amounts to €16,684k.
The difference between the estimate of pension accruals
in accordance with the average market interest rate over
the last seven years and the estimate of pension accruals
in accordance with the average market interest rate over
the last ten years is €21,707k.
Pension plan reinsurance values, which would have otherwise been disclosed double under other assets, were offset against pension obligations in the amount of €4,243k,
the amount of coverage for which the insurance policies
were taken out. These values correspond to the market
value and the amortized cost of the offset assets as well
as the settlement amount of the offset liabilities. The reinsurance values have been confirmed by the respective insurance companies. They were valued at the amount that
the insurance company derived from the actuarial reserve
calculated in the business plan at the end of the insurance period or, at minimum, as derived from the guaranteed repurchase value.

The employers have provided bank guarantees for the
beneficiaries in order to guarantee the obligations arising
from the accruals for part-time employment preceding
retirement.
Tax accruals and other accruals include all obligations
and risks that are identifiable on the basis of a reasonable
commercial assessment at the time the consolidated financial statements are prepared. These accruals are recorded at their anticipated settlement amount. Future
price and cost increases are taken into consideration provided that there is sufficiently objective evidence that they
will occur. Accruals with a remaining term of more than
one year are discounted by the average market rate prevailing over the past seven fiscal years as calculated and
published by the German Federal Bank.
Liabilities are recorded at their settlement amount.
Insofar as hedging is carried out in order to secure currency exchange rates, the hedging rates are generally
used for the valuation of the relevant receivables and payables. An accrual for contingent losses is created for any
potential excess losses from currency hedging
transactions.
To the extent that valuation units (hedging units) are
formed, the net hedge presentation method is used for
recording them in the accounts.
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(6) Fixed assets
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A separate fixed assets schedule shows the development
of individual items of the consolidated fixed assets. This is
attached as an appendix to the consolidated financial
statements. The goodwill reported is primarily the result
of the consolidation of capital. Consequently, the changes
in respect to the prior year must also be attributed to the
initial consolidations of the fiscal year (see Subsection 2)
and to scheduled and unscheduled depreciation. Unscheduled depreciation undertaken on tangible and intangible assets amounted to €607k in the fiscal year (2017:
€2,920k). In the previous year, unscheduled depreciation
of goodwill totaled €1,793k. Unscheduled depreciation of
financial assets amounted to €8,854k (2017: €16,552k).

other assets (2017: €1,074k) have a remaining term of
more than one year. All other accounts receivable and
other assets are due within a year.
Subject to separate disclosure, €43,105k (2017:
€42,560k) in receivables due from companies in which
the company has a participating interest would have to be
disclosed as trade receivables, and €2,727k (2017:
€5,366k) of such receivables would have to be disclosed
as other assets.
Other assets also include input tax refund claims in the
amount of €2,390k, which legally accrue only after the reporting date.
(8) Prepaid expenses

The participating interests item includes certain shares in
fully consolidated subsidiaries, which have been designated for resale at €2,940k.

The prepaid expenses shown on the assets side of the
consolidated balance sheet include a discount as defined
in Sec. 250 (3) HGB in the amount of €11k (2017: €25k).

change rate difference resulting from currency conversion; the reserves of subsidiaries; Group net profit; and
third-party interests in the capital of consolidated
subsidiaries.

(10) Tax accruals
Accruals for taxation primarily include amounts to be paid
in the subsequent year, and also include amounts for tax
audit risks.

(11) Other accruals
Other accruals basically consist of amounts for outstanding supplier invoices, earn-out obligations, vacation entitlements, other personnel expenses, returns, discounts
and rebates, and litigation risks.

(7) Receivables and other assets
(9) Equity
€596k of trade receivables (2017: €265k), €371k of receivables due from companies in which the company has
a participating interest (2017: €363k), and €4,800k of
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Equity includes the capital shares and reserve accounts
of the general partner and the limited partners; the ex-
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(12) Payables
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Remaining terms to maturity
Amounts owed to credit institutions
2017

Customer advances
2017

Trade payables
2017

Payables to companies
in which the company has a participating interest
2017

Other liabilities
Taxes
Social security obligations
Other liabilities
2017
Taxes
Social security obligations
Other liabilities

2018
2017

€20,042k of amounts owed to credit institutions are secured by liens on property, and €865k by security interests in machines.
under 1 year
k€

1 to 5 years
k€

over 5 years
k€

Total
k€

45,171

295,634

51,708

392,513

(46,655)

(353,338)

(11,637)

(411,630)

11,280

0

0

11,280

(14,180)

(0)

(0)

(14,180)

257,070

1,569

642

259,281

(274,927)

(0)

(0)

(274,927)

15,718

0

0

15,718

(11,777)

(0)

(0)

(11,777)

75,700

846

50,000

126,546

37,157

0

0

37,157

3,458

0

0

3,458

35,085

846

50,000

85,931

(77,131)

(1,392)

(50,171)

(128,694)

(37,647)

(3)

(0)

(37,650)

(3,494)

(0)

(0)

(3,494)

(35,990)

(1,389)

(50,171)

(87,550)

404,939

298,049

102,350

805,338

(424,670)

(354,730)

(61,808)

(841,208)

Subject to separate disclosure, €15,344k (2017: 9,714k) in
payables due from companies in which the company has
a participating interest would have to be disclosed as
other payables, and €374k (2017: €2,063k) of such receivables would have to be disclosed as trade receivables.

(13) Deferred tax liabilities
The deferred tax liabilities pursuant to Sec. 274 HGB are
primarily the result of lower tax valuations of fixed tangible assets. These liabilities were offset against deferred
tax assets, most of which result from differences in valuations of pension accruals. Deferred tax assets also include the losses carried forward that will probably be
used within the next five years. The deferred tax assets
remaining after the offset have not been capitalized in accordance with the option under Sec. 274 (1) clause 2
HGB, combined with Sec. 298 (1) HGB.
Therefore, the recorded deferred taxes result entirely
from the application of Sec. 306 HGB. The amount on the
balance sheet is based on the differences between the
elimination of intercompany profits, the consolidation of
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debts, and the hidden reserves disclosed as part of the
consolidation of capital.

(14) Sales revenues

(16) Income from participating interests

Sales revenues are broken down as follows:
The development of net deferred tax liabilities is shown in
the table below:

k€
2017
k€

Deferred tax assets
Deferred tax liabilities
Net deferred tax
liabilities

01 Jan 2018
k€

Change
k€

31 Dec 2018
k€

6,220

-4,324

1,896

38,486
32,266

-8,434
-4,110

30,052
28,156

1. Breakdown by division

2,671,813

2,664,179

National Digital Brands

1,402,827

1,471,223

National Media Brands

670,403

650,935

International Media Brands

454,862

412,938

Printing

130,250

116,458

13,471

12,625

Other
2. Breakdown by region
Domestic sales
Foreign sales

2,671,813

2,664,179

1,809,815

1,886,353

861,998

777,826

As a basic principle, the tax rates for the respective
Group units were applied for the valuation; these ranged
from 11.00 percent to 33.00 percent.
(15) Wages and salaries, social security contributions
and expenses related to retirement benefits and
support

k€
691,341
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5,642

2018
k€

(17) Hedging units
To hedge against future interest rate fluctuations arising
from variable-interest bank loans, the Group has concluded interest rate swaps with matching maturities. Valuation units (hedging units) are formed between the underlying transactions, which are the amounts due to banks,
and the hedging transactions, which are in the form of interest rate swaps. Hedging based on micro hedges is undertaken in order to offset future cash flow fluctuations
due to variable interest rates.
These interest rate swaps that are included in the valuation units show a nominal value of €4,332k and a fair
value of €61k. The hedging scope is 100.0 percent. The
present value method calculates the present values of the
future payments up until the end of the contract, taking as
a basis the forward rates that were calculated on the basis of the yield curve.
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The effectiveness of hedging activities with regard to the
risk of changing interest rates was measured prospectively using the critical term match method, since all the
parameters relevant to valuation match. The valuation
units are thus 100 percent effective. The interest rate
swaps show the following nominal values and maturities:

The effectiveness of hedging activities with regard to the
risk of changing interest rates and exchange rates is examined prospectively using the critical term match
method. The swap shows the following characteristics:

Nominal value Currency
in k €
Nominal value
in k €

Euribor Remaining terms
to maturity up to

Evaluation
method

4,148

6 months

31 Mar 2027

Present value method

184

3 months

31 Mar 2019

Present value method

22,510

Euribor Remaining terms
to maturity up to

GBP 6 months

Evaluation
method

(19) Other financial obligations
Group companies enter medium and long-term rental
contracts in order to safeguard their business operations.
As the result of these contracts and others, significant
other financial obligations existed at the balance sheet
date in the following amounts and with the following due
dates:

30 Jun 2021 Present value
method
k€
a) Limited in time

186,338

Due in 2019

(18) Contingent liabilities
In addition, the Group is also subject to currency risks
within the context of its business activity. Valuation units
(hedging units) are formed between the underlying transactions, which are loans against associated companies in
foreign currency, and the hedging transactions, which are
in the form of interest rate swaps. Hedging based on micro hedges is undertaken in order to offset risks due to
future changes in value that are caused by fluctuations in
currency exchange rates and interest rates. The nominal
value of the underlying transactions amounts to €22,510k.
The fair value of the swap totals €142k. The hedging
scope is 100.00 percent.
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On the balance sheet date, Group companies had contingent liabilities that were primarily the result of guarantees
to third parties in the amount of €2,187k (2017: €2,272k).
In addition, there was a letter of comfort to an affiliated
company that is not consolidated. As of the balance sheet
date, there was no reason to expect a possible claim because there is a sufficiently high probability that the underlying obligations will be fulfilled by the companies
concerned.

58,270

Due from 2020–2023

109,600

Due after 2023

18,468

b) Unlimited in time (amount per year)

3,049

In addition, on the balance sheet date, there were liabilities in the amount of €3,830k from initiated investment
projects in tangible fixed assets, as well as €37,913k in
miscellaneous other financial obligations to non-consolidated companies resulting from commitments for payments that were not yet due as of the balance sheet date.
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(20) Employees

(21) Total audit fee
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Average number
for the year
Industrial employees
Salaried employees

1,347
10,788
12,135

Including
Male employees

5,919

Female employees

6,216

k€
Total

1,089

Annual audit services

884

Other certification services

55

Tax advisory services

144

Other services

6

The Munich-based company HolidayCheck Group AG
and the Hamburg-based company XING SE are exchange-listed subsidiaries that are included in the con
solidated financial statement. In November 2018 and
March 2018, respectively, the Management and Supervisory
Boards of these companies made their declarations of
compliance with the German Corporate Governance
Code pursuant to Sec. 161 of the German Stock Corporation Act (AktG) permanently available to shareholders on
the Investor Relations pages of their respective websites,
www.holidaycheckgroup.com and www.corporate.xing.com.

176 of these employees were at
proportionately consolidated companies
Number at
year’s end
Number of employees
167 of these employees were at
proportionately consolidated companies

12,369

Offenburg, 18 March 2019
(22) Other information
The following subsidiaries included in the 2018 consolidated financial statements make use of the
exemption options pursuant to Sec. 264b HGB as of
31 December 2018:

Company
Burda Broadcast Media GmbH & Co. KG
Burda Broadcast Media Baden-Württemberg GmbH & Co. KG
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Headquarter

The Management Board of
Hubert Burda Media Holding Geschäftsführung SE
Dr. Paul-Bernhard Kallen (Chairman)
Holger Eckstein
Dr. Andreas Rittstieg
Martin Weiss
Philipp Welte
Stefan Winners

Munich
Offenburg
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Development of Fixed Assets of the Group
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Intangible
assets
Concessions, industrial
property rights and similar
rights and assets, and
licenses for such rights
and assets
Goodwill
Prepayments
Tangible assets
Land, rights equivalent to real
property, and buildings including
buildings on leasehold land
Technical equipment and machinery
Other equipment, factory
and office equipment
Prepayments and construction
in progress

Acquisition/
production costs
Status as of 1 Jan 2018

Additions
to consolidation
group

Additions

Disposals
from consolidation
group

Disposals

Transfers

Currency
Acquisition/
translation
production costs
effects Status as of 31 Dec 2018

k€

k€

k€

k€

k€

k€

k€

k€

1,585,041

40,057

13,003

5,879

9,982

6

-3,855

1,618,391

476,709

21,305

10,095

21

4,046

7,824

-1,121

510,745

1,094,254

18,752

0

5,858

0

0

-2,734

1,104,414

14,078

0

2,908

0

5,936

-7,818

0

3,232

713,352

3,145

24,625

74

16,757

-6

-1,188

723,097

255,297

0

794

0

98

0

-317

255,676

285,118

2,053

570

0

251

0

-485

287,005

171,089

1,092

18,076

74

16,382

299

-386

173,714

1,848

0

5,185

0

26

-305

0

6,702

Financial assets

409,492

28

82,773

135

58,150

0

200

434,208

Participating interests

259,239

0

63,113

135

3,478

-4,749

-1

313,989

Shares in associated companies

105,228

0

17,921

0

10,226

4,749

201

117,873

1,417

Loans to companies in which
the company has a participating
interest
Securities
Other loans
Total

53

120

0

1,297

0

0

0

0

44,446

0

1

0

44,446

0

0

1

459

28

441

0

0

0

0

928

2,707,885

43,230

120,401

6,088

84,889

0

-4,843

2,775,696
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Intangible
assets

Opening balance
depreciation
Status as of 1 Jan 2018

Additions
to consolidation
group

Depreciation
for the
fiscal year

Disposals
from consolidation
group

Disposals

Transfers

Currency
translation
effects

Depreciation
Status as of
31 Dec 2018

Book value
Status as of
31 Dec 2018

Book value
Status as of
31 Dec 2017

k€

k€

k€

k€

k€

k€

k€

k€

k€

k€

891,679

0

91,185

211

4,614

0

-654

977,385

641,006

693,362

Concessions, industrial
property rights and similar
rights and assets, and
licenses for such rights
and assets

275,682

0

33,230

17

3,780

0

-229

304,886

205,859

201,027

Goodwill

615,997

0

57,948

194

834

0

-425

672,492

431,922

478,257

Prepayments
Tangible assets
Land, rights equivalent to real
property, and buildings including
buildings on leasehold land
Technical equipment and machinery
Other equipment, factory
and office equipment
Prepayments and construction
in progress

0

0

7

0

0

0

0

7

3,225

14,078

532,974

2,085

30,733

69

15,457

0

-771

549,495

173,602

180,378

135,357

0

6,405

0

81

0

-116

141,565

114,111

119,940

268,756

1,131

6,367

0

247

0

-315

275,692

11,313

16,362

128,861

954

17,961

69

15,129

0

-340

132,238

41,476

42,228

0

0

0

0

0

0

0

0

6,702

1,848

Financial assets

164,123

0

17,617

0

589

0

87

181,238

252,970

245,369

Participating interests

142,778

0

8,000

0

583

0

0

150,195

163,794

116,461

Shares in associated companies

21,228

0

8,762

0

0

0

87

30,077

87,796

84,000

Loans to companies in which
the company has a participating
interest

62

0

402

0

0

0

0

464

953

58

6

0

0

0

6

0

0

0

1

44,440

Securities
Other loans
Total

54

49

0

453

0

0

0

0

502

426

410

1,588,776

2,085

139,535

280

20,660

0

-1,338

1,708,118

1,067,578

1,119,109
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Shareholdings pursuant to Sec. 313 (2) HGB of
Hubert Burda Media Holding Kommanditgesellschaft
as of 31 December 2018

Shares in %

Shares in %

To table of contents

a) Fully consolidated companies

Burda Digital Ventures GmbH, Offenburg

100.00

Hubert Burda Media Holding Kommanditgesellschaft, Offenburg

Burda Direct GmbH, Offenburg

100.00

Hubert Burda Media Holding Geschäftsführung SE, Offenburg

100.00

Burda Direct Interactive GmbH, Offenburg

100.00

Abonnenten Service Center GmbH, Offenburg

100.00

Burda Direkt Services GmbH, Offenburg

100.00

AdTech Factory Verwaltungs-GmbH, Offenburg

100.00

Burda Druck GmbH, Offenburg

100.00

AdTech Factory GmbH & Co. KG, Offenburg

100.00

BURDA DRUCK FRANCE SAS, Vieux-Thann/France

100.00

Aenne Burda Verwaltungsgesellschaft mit beschränkter Haftung, Offenburg

100.00

BURDA DRUCK INDIA Private Limited, New Delhi/India

100.00

amiando UK Ltd., Birmingham/Great Britain

100.00 1)

Burda Druck Nürnberg GmbH & Co. KG, Nuremberg

100.00

Amica Verlag GmbH & Co. KG, Munich

100.00

Burda Druck Nürnberg Verwaltungs GmbH, Nuremberg

100.00

b.famous content Studios GmbH, Munich

92.50 5)

Burda East Africa Ltd., Kigali/Rwanda

100.00

BDV Beteiligungen GmbH & Co. KG, Munich

90.91

Burda Education GmbH, Munich

100.00

Beekeeper Mangagement GmbH, Hamburg

100.00 1)

BurdaForward GmbH, Munich

100.00

bestwetten.de GmbH, Offenburg

100.00

BurdaForward Advertising GmbH, Munich

100.00

Burda France SAS, Paris/France

100.00

Blue Ocean Entertainment AG, Stuttgart

90.34

Blue Ocean Entertainment Espana S. L. S. en C., Madrid/Spain

100.00 6)

Burda Gesellschaft mit beschränkter Haftung, Offenburg

100.00

Blue Ocean Entertainment Polska Sp. z o.o., Warsaw/Poland

100.00 6)

Burda Glam AG in Liquidation, Basel/Switzerland

100.00

Bunte Entertainment Verlag GmbH, Munich

100.00

Burda Grundstücksgesellschaft mbH & Co. KG, Offenburg

100.00

Burda (Thailand) Co., Ltd., Bangkok/Thailand

100.00

Burda Grundstücksverwaltungsgesellschaft Objekt München mbH, Offenburg

100.00

Burda Broadcast Media Baden-Württemberg GmbH & Co. KG, Offenburg

100.00

Burda + Heist Binding GmbH, Nuremberg

100.00

Burda Broadcast Media Geschäftsführungs-GmbH, Munich

100.00

Burda Holdings (Thailand) Co. Ltd., Bangkok/Thailand

100.00

Burda Broadcast Media GmbH & Co. KG, Munich

100.00

Burda International CZ s.r.o., Prague/Czech Republic

100.00

Burda Broadcast Verwaltungs GmbH, Offenburg

100.00

Burda International Holding GmbH, Offenburg

100.00

Burda Ciscom GmbH, Offenburg

100.00

Burda Magazine Holding GmbH, Munich

100.00

Burda Community Network GmbH, Munich

100.00

BURDA MEDIA INDIA PRIVATE LIMITED, New Delhi/India

100.00

Burda Community Network International GmbH, Munich

100.00

Burda Media Polska Sp. z o.o., Warsaw/Poland

100.00

Burda Digital Commerce GmbH, Offenburg

100.00

Burda Medien Vertrieb GmbH, Offenburg

100.00

Burda Digital GmbH, Munich

100.00

Burda News GmbH, Hamburg

100.00

Burda Digital Future SE, Munich

100.00

Burda Nordic A/S, Kolding/Denmark

100.00

Burda Digital Systems GmbH, Offenburg

100.00

Burda Principal Investments GmbH & Co. KG, Munich

100.00
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Shares in %

Shares in %

To table of contents

Burda Principal Investments Verwaltungs-GmbH, Munich

100.00

Cyberport Services GmbH, Dresden

100.00

BURDA PRINICIPAL INVESTMENTS PTE. LIMITED, Singapore

100.00

CyberSolutions GmbH, Munich

100.00

Burda Procurement GmbH, Munich

100.00

daskochrezept.de GmbH, Offenburg

100.00

Burda Romania S.R.L., Bucharest/Romania

100.00

DLD Media GmbH, Munich

100.00

Burda Senator Verlag GmbH, Offenburg

100.00

DLD Ventures GmbH, Munich

100.00

Burda Service AG i. L., Basel/Switzerland

100.00

Driveboo AG, Bottighofen/Switzerland

100.00 2)

Burda Services GmbH, Offenburg

100.00

Editions DIPA Burda SAS, Schiltigheim/France

100.00

Burda Service-Handel-Märkte GmbH, Offenburg

100.00

EDITIONS HUBERT BURDA MEDIA SAS – PARIS, Paris/France

100.00

Burda Singapore Pte. Ltd., Singapore

100.00

Editions Nuit et Jour SAS, Paris/France

100.00

Burda Studios Pictures GmbH, Munich

100.00

Eqipia GmbH, Zürich/Switzerland

100.00 1)

Burda Studios Publishing GmbH, Munich

100.00

Essential Publishing Limited, Colchester/Great Britain

100.00

BurdaStyle GmbH, Munich

100.00

fi services gmbh, Pleidelsheim

100.00 4)

BurdaStyle, Inc., New York/USA

100.00

Fit for Fun Verlag GmbH, Hamburg

100.00

Burda-Ukraina, Kiev/Ukraine

100.00

Focus Line Extensions GmbH, Munich

100.00

C3 Creative Code and Content AG, Zurich/Switzerland

100.00 5)

Focus Magazin Verlag GmbH, Munich

100.00

Focus Money Redaktions-GmbH, Deutsches Institut für Qualität und Finanzen, Munich

100.00

C3 Creative Code and Content GmbH, Berlin

85.00

C3 Creative Code and Content Ltd., London/Great Britain

100.00 5)

FOCUS Online Group GmbH, Munich

100.00

C3 Creative Code and Content s.r.o. Prague/Czech Republic

100.00 5)

Focus TV-Produktions GmbH, Munich

100.00

Casa de Difuzare Presa – New Concept S.R.L., Bucharest/Romania

100.00

ForwardContentServices GmbH, Munich

100.00

CHIP Communications GmbH, Munich

100.00

Freedreams B.V., Nijmegen/Netherlands

100.00

CHIP Digital GmbH, Munich

100.00

freundin Verlag GmbH, Munich

100.00

CHIP Holding GmbH, Munich

100.00

FTM Freizeit- und Trendmarketing GmbH & Co. KG, Cleves

100.00
100.00

CliCo GmbH, Munich

84.04

FTM Freizeit- und Trendmarketing Verwaltungsgesellschaft mbH, Cleves

Cliqz GmbH, Munich

75.63

Genealogy Events Ltd., London/Great Britain

77.50

Cliqz International GmbH, Munich

100.00 8)

Ghostery, Inc., New York/USA

100.00 8)

Cliqz MyOffrz, Munich

100.00 8)

Grupo Galenicom Tecnologias de la Informacion, S.L., Barcelona/Spain

100.00 1)

computeruniverse GmbH, Friedberg

100.00

HC Touristik GmbH, Munich

100.00 2)

CP-Retail GmbH, Berlin

100.00

Hitched Ltd., London/Great Britain

100.00

Cyberport GmbH, Dresden

100.00

Hitched PTY Limited (South Africa), Pretoria/South Africa

100.00
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Shares in %

Shares in %
Komunikace 2000 s.r.o., Prague/Czech Republic

100.00

56.06

kununu GmbH, Vienna/Austria

100.00 1)

HolidayCheck Polska Sp. z o.o., Warsaw/Poland

100.00 2)

kununu engage GmbH, Berlin

100.00 1)

HolidayCheck Solutions GmbH, Munich

100.00 2)

LIFESTYLE HK LIMITED, Hong Kong/China

100.00

HQ-Patronen GmbH, Seevetal

100.00

LIFESTYLE MARKETING PTE LTD, Singapore

100.00

Hubert Burda Media Hong Kong Limited, Hong Kong/China

100.00

LIFESTYLE ONLINE SDN BHD, Kuala Lumpur/Malaysia

100.00

Hubert Burda Media India Private Limited, New Delhi/India

100.00

M.I.G. Medien Innovation GmbH, Offenburg

100.00

Hubert Burda Media Limited, Colchester/Great Britain

100.00

MAX Verlag GmbH & Co. KG, Hamburg

100.00

HUBERT BURDA MEDIA MALAYSIA SDN. BHD, Kuala Lumpur/Malaysia

100.00

Media Market Insights GmbH, Offenburg

100.00

Hubert Burda Media UK LP., Colchester/Great Britain

100.00

Meteovista B.V., Amsterdam/Netherlands

100.00 2)

Hubert Burda Media, Inc., New York/USA

100.00

MFI Meine Familie und ich Verlag GmbH, Munich

100.00

Immediate Media Company Australia Pty Limited, Sydney/Australia

100.00

Mirabo AG, Basel/Switzerland

100.00

Immediate Media Company Bristol Ltd., London/Great Britain

100.00

mobileminds GmbH, Munich

100.00

Immediate Media Company Ltd., London/Great Britain

100.00

Mumdrum Limited, London/Great Britain

100.00

Immediate Media Company London Ltd., London/Great Britain

100.00

Neue Verlagsgesellschaft mbH, Offenburg

100.00

Immediate Media Company Magicalia Holdings Limited, London/Great Britain

100.00

New Work UG haftungsbeschränkt, Hamburg

100.00 1)

Immediate Media Company Magicalia Limited, London/Great Britain

100.00

OOO Burda Distribution Services, Moscow/Russia

100.00

Immediate Media Company North America Inc., Delaware/USA

100.00

OOO DigiVent, Moscow/Russia

100.00

Immediate Media Company Origin Holdings Limited, London/Great Britain

100.00

OOO Everest Distribution, Moscow/Russia

100.00

Immediate Media Company Origin Limited, London/Great Britain

100.00

OOO Burda Interaktiv, Moscow/Russia

100.00

Immediate Media Company Services Limited, London/Great Britain

100.00

Ortenauer Papierverarbeitung GmbH, Offenburg

100.00

Immediate Media Pte Singapore Limited, Singapore

100.00

PaketPLUS Marketing GmbH, Berlin

100.00

Immediate Media TV Ltd., London/Great Britain

100.00

Patientus GmbH, Lübeck

100.00

Playboy Deutschland Publishing GmbH, Munich

100.00

HolidayCheck AG, Bottighofen/Switzerland
To table of contents

HolidayCheck Group AG, Munich

INO24 AG, Pleidelsheim
ino24 clever versichert GmbH, Pleidelsheim
innogy.C3 GmbH, Essen

100.00

2)

86.08
100.00 4)

51.00 5)

Prescreen GmbH, Berlin

100.00 1)

Internet Magazin Verlag GmbH, Munich

100.00

Prescreen International GmbH, Vienna/Austria

100.00 1)

InterNations GmbH, Munich

100.00 1)

rethink GmbH, Berlin

jameda GmbH, Munich

100.00

ROSEA Grundstücks-Vermietungsgesellschaft mbH & Co. Objekt BURDA Medien Park KG, Düsseldorf
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74.90

PM, poslovni mediji d.o.o., Ljubljana/Slovenia

5)

51.00 5)
100.00
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Shares in %

Shares in %
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ROSEA Grundstücks-Vermietungsgesellschaft mbH & Co. Objekt BURDA Offenburg KG, Düsseldorf

100.00

Verwaltungsgesellschaft MAX Verlag mbH, Hamburg

100.00

SARL Zoover France i.L., Paris/France

100.00 2)

VSG Verlags Service Gesellschaft AG in Liquidation, Basel/Switzerland

100.00

Seven Publishing Group Ltd., London/Great Britain

100.00 5)

VSG Advertising (Beijing) Co. Ltd., Beijing/China

100.00

85.20

WebAssets B.V., Amsterdam/Netherlands

100.00 2)

Showroom Sp. z o.o., Warsaw/Poland

100.00

wunder media production GmbH, Munich

100.00 5)

SHWRM.de GmbH, Berlin

100.00

XING SE, Hamburg

Silkes Weinkeller GmbH, Mettmann

100.00

XING Events GmbH, Hamburg

100.00 1)

STARnetONE GmbH, Berlin

100.00

XING E-Recruiting GmbH & Co. KG, Hamburg

100.00 1)

Stockfood GmbH, Munich

100.00

XING E-Recruiting Switzerland AG, Zurich/Switzerland

100.00 1)

Stockfood Ltd., London/Great Britain

100.00

XING E-Recruiting GmbH, Vienna/Austria

100.00 1)

Stockfood America, Inc., Kennebunk/USA

100.00

XING International Holding GmbH, Hamburg

100.00 1)

Super Illu Verlag GmbH & Co. KG, Berlin

100.00

XING Marketing Solutions GmbH, Hamburg

100.00 1)

Super Illu Verlag Verwaltungs-GmbH, Berlin

100.00

XING Networking Spain S.L., Barcelona/Spain

100.00 1)

Tailormade Media Lda., Lisbon/Portugal

100.00

XING Portugal Unipessoal Lda., Porto/Portugal

100.00 1)

TEC The Enabling Company, Hamburg

100.00

XING Switzerland GmbH, Zurich/Switzerland

100.00 1)

Tomorrow Travel B.V., Amsterdam/Netherlands

100.00 2)

XING Young Professionals GmbH, Hamburg

100.00 1)

TOV Burda Distribution Services Ukraina, Kiev/Ukraine

100.00

Zoover GmbH, Munich

100.00 2)

tracdelight GmbH, Munich

100.00

Zoover International B.V., Amsterdam/Netherlands

100.00 2)

Trans Log - Presa S.R.L., Bucharest/Romania

100.00

Zoover Media B.V., Amsterdam/Netherlands

100.00 2)

Treehouse Sp. z o.o., Warsaw/Poland

100.00

Zoover Travel B.V., Amsterdam/Netherlands

100.00 2)

TV Spielfilm Verlag GmbH, Hamburg

100.00

ZVB Zeitschriften-Vertriebs AG i. L., Basel/Switzerland

100.00

Showroom Holding GmbH, Munich

tv.gusto GmbH, Munich

50.26

83.50

Valentins GmbH, Mörfelden-Walldorf

100.00

b) Proportionately consolidated companies pursuant to Sec. 310 HGB

Valiton GmbH, Munich

100.00

B+B Media Services GmbH, Offenburg

50.00

Vancouver Topco Ltd., London/Great Britain

100.00

BB RADIO Länderwelle Berlin/Brandenburg Beteiligungs GmbH, Potsdam

50.00

Vancouver Midco 1 Ltd. i. L., London/Great Britain

100.00

BB Radio Länderwelle Berlin/Brandenburg GmbH & Co. Kommanditgesellschaft, Potsdam – Group –

50.00

Vancouver Midco 2 Ltd. i. L., London/Great Britain

100.00

Burda FW Media, LLC, New York/USA

50.00

Visordown Ltd., London/Great Britain

100.00

Burda Hearst Publishing GmbH, Munich

50.00

Verlag Aenne Burda GmbH & Co. KG, Offenburg

100.00

DOGAN BURDA DERGI YAYINCILIK VE PAZARLAMA A.S., Istanbul/Turkey

40.00
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Shares in %

Shares in %
d) Companies pursuant to Sec. 296 HGB or Sec. 313 (2) (4) HGB
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kununu US LLC, Boston/USA

50.00

Musicstarter GmbH & Co. KG, Berlin

50.00

Acton GmbH & Co Heureka KG, Munich

M.O.R.E. Lokalfunk Baden-Württemberg GmbH & Co. KG, Ulm

50.00

BB Radio Lokalwellen Brandenburg GmbH & Co.KG, Potsdam

M.O.R.E. Lokalfunk Baden-Württemberg Verwaltungs-GmbH, Ulm

50.00

BL Engineering Solutions Private Limited, New Delhi/India

SEG Stegenwaller Entertainment Group GmbH & Co. KG, Essen

50.00

Blue Ocean Entertainment Espana S. L., Madrid/Spain

SEG Stegenwaller Entertainment Group Verwaltungs GmbH, Essen

50.00

BOTLabs GmbH, Berlin

1)

40.21
100.00 9)
51.00
100.00 6)
40.00

Burda Hong Kong Limited, Hong Kong/China
c) Associated companies pursuant to Sec. 311 HGB

82.15

BURDA PRINCIPAL INVESTMENTS LIMITED, London/Great Britain

100.00

COC COC PTE. LTD., Singapore

23.14 3)

Burda Taiwan Co. Ltd., Taipei/Taiwan

CONSUMABLE, INC., Rockville/USA

28.13

CyberSolutions Tech S.r.l., Cluj Napoca/Romania

Dergi Pazarlama Planlama ve Ticaret Anonim Sirketi, Istanbul/Turkey

44.00

Denfin Publishing ÖU, Tallinn/Estonia

Dovetail Services (UK) Limited i. L., London/Great Britain

50.00

Europe Online Deutschland GmbH, Munich

Dovetail Services (UK) Holdings Limited i. L., London/Great Britain

50.00

Gesellschaft für integrierte Kommunikationsforschung Verwaltungs GmbH, Munich

Frontline Limited, Peterborough/Great Britain

14.06

IR Holding GmbH Potsdam

100.00 9)

Gesellschaft für integrierte Kommunikationsforschung mbH & Co. KG, Munich

20.00

IR MediaAd GmbH, Berlin

100.00 9)

Good Hood GmbH, Berlin

23.05

KB sports communications GmbH, Stuttgart

51.00 5)

Inovacao Media Brasil Agenciamento e Distribuicao Ltda, São Paulo/Brazil

30.00

L.M.2.F SAS., Soreze/France

25.01

Mediaprint & Kapa Pressegrosso spol. s r.o., Prague/Czech Republic

34.83

Mode Media Corporation, Brisbane/USA

38.00

MZV Export-Import Zeitschriften-Vertrieb GmbH & Co. Kommanditgesellschaft, Unterschleißheim

40.00

Musicstarter Verwaltungs GmbH, Berlin

MZV Export-Import Zeitschriften-Vertrieb Verwaltungs-GmbH, Unterschleißheim

40.00

Online International Beteiligungs-GmbH, Munich

MZV Moderner Zeitschriften-Vertrieb GmbH & Co. Kommanditgesellschaft, Unterschleißheim

40.00

OOO 7dach, Moscow/Russia

25.00

MZV Moderner Zeitschriften-Vertrieb Verwaltungs-GmbH, Unterschleißheim

40.00

OOO BimBasket, Moscow/Russia

22.10

Notonthehighstreet Enterprises Ltd., Richmond/Great Britain

27.71

Privatradio Landeswelle Mecklenburg-Vorpommern Verwaltungs GmbH, Rostock

29.40

Radio Arabella Studiobetriebsgesellschaft mbH, Munich

20.56

Radio TEDDY GmbH & Co.KG, Potsdam

90.00 9)

Radio Times Events Limited, London/Great Britain

51.00

Radio TEDDY Verwaltungs GmbH, Potsdam

90.00 9)

Studio Gong GmbH & Co. Studiobetriebs KG, Munich – Group –

41.67

sevenload GmbH i.L., Cologne

100.00

Privatradio Landeswelle Mecklenburg-Vorpommern GmbH & Co. Studiobetriebs KG, Rostock

47.15

Toppatterns AB Lidingö/Sweden

100.00

Vicampo.de GmbH, Mainz

36.04

Tom Press AG, Soreze/France

100.00 7)

Priceza Company Limited, Bangkok/Thailand

24.90

VSG Advertising Italy S.r.l. i.L., Milan/Italy

100.00
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Shares in %
e) Substantial shareholdings < 20%
To table of contents

Vinted Limited, London/Great Britain

15.20

Bloom & Wild Limited, London/Great Britain

12.80

Acton GmbH & Co. Heureka II KG, Munich

11.81

Bauble Bar, Inc., New York/USA

10.00

RCW, Inc./M.Gemi, Boston/USA

8.80

ZILINGO PTE. LTD., Singapore
AO Verlagshaus Burda, Moscow/Russia

7.90
10.00

1) Indirect holding of XING SE
2) Indirect holding of HolidayCheck Group AG
3) Indirect holding of CliCo GmbH
4) Indirect holding of INO24 AG
5) Indirect holding of C3 Creative Code Content GmbH
6) Indirect holding of Blue Ocean Entertainment AG
7) Indirect holding of L.M.2.F. SAS
8) Indirect holding of Cliqz GmbH
9) Indirect holding of BB Radio Länderwelle Berlin/Brandenburg GmbH & Co. Kommanditgesellschaft
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The following translated auditor’s opinion relates to the German version of the
Consolidated Financial Statements and Group Management Report:

To table of contents

The above Consolidated Financial Statements and Group
Management Report that are intended for publication
have been abridged on the basis of the claimed exemption
from disclosure obligations. We have issued the following
audit opinion in reference to the unabridged Consolidated
Financial Statements and Group Management Report:

Independent Auditor’s Report
To Hubert Burda Media Holding Kommanditgesellschaft,
Offenburg

Audit Opinions
We have audited the Consolidated Financial Statements
of Hubert Burda Media Holding Kommanditgesellschaft,
Offenburg and its subsidiaries (“the Group”) – consisting
of the Consolidated Balance Sheet of 31 December 2018,
the Group Profit and Loss Statement for the fiscal year 1
January to 31 December 2018, and the Notes to the Consolidated Financial Statements, including the accounting
and valuation principles. In addition, we have audited the
Group Management Report of Hubert Burda Media Holding Kommanditgesellschaft for the fiscal year from 1 January to 31 December 2018.
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In our opinion, based on the findings of the audit,

Basis for the audit opinions

• the attached Consolidated Financial Statements are in
conformance with the provisions of German commercial
law in all material respects and provide, in accordance
with the German principals of proper accounting, a true
and fair view of the Group’s net assets and financial situation as of 31 December 2018, as well as its results of
operation for the fiscal year from 1 January to 31 December 2018, and

We conducted our audit of the Consolidated Financial
Statements and Group Management Report in accordance
with Article 317 of the German Commercial Code (HGB),
while taking into consideration the German standards for
the audit of financial statements that have been established
by the Institute of Public Auditors in Germany (IDW). Our responsibility under these regulations and standards is described in more detail in the section of our Auditor’s Report
entitled, “Auditor’s responsibility in regard to the auditing of
the consolidated financial statements and group management report.” We are independent of the Group companies,
in accordance with the provisions of German commercial
law and the code of professional conduct, and have fulfilled
our other German professional obligations in accordance
with these requirements. We are of the opinion that the audit evidence that we have obtained is sufficient and appropriate for our audit opinions regarding the Consolidated Financial Statements and the Group Management Report.

• the attached Group Management Report as a whole
conveys an accurate picture of the Group’s situation. In
all material respects, this Group Management Report is
consistent with the Consolidated Financial Statements,
is in conformance with German legal requirements and
accurately describes the opportunities and risks of future developments.
In accordance with Article 322 (3)(1) of the German Commercial Code (HGB), we declare that our audit has not resulted in any objections regarding the correctness of the
Consolidated Financial Statements or the Group Management Report.

Responsibility of the legal representatives for the
Consolidated Financial Statements and the Group
Management Report
The legal representatives are responsible for preparation
of consolidated financial statements that conform to
the provisions of German commercial law in all material
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respects and also for ensuring that the consolidated financial statements provide a true and fair picture of the
Group’s net assets, financial situation and results of operations, in accordance with the German principals of
proper accounting. Furthermore, the legal representatives
are in charge of internal controls that they have determined are necessary, under German principles of proper
accounting, in order to make it possible to prepare consolidated financial statements that are free of intended and
unintended material misstatements.
In the preparation of the consolidated financial statements,
the legal representatives are responsible for assessing
the Group’s ability to continue its corporate activities. In
addition they are responsible for stating issues related to
the continuation of corporate activities, to the extent they
are pertinent. Above and beyond that, they are accountable for preparing statements of financial position based
on the accounting principle of continuation of corporate
activities, unless actual or legal circumstances are in conflict with this principle.
In addition, the legal representatives are in charge of preparing a group management report that, as a whole, conveys an accurate picture of the Group’s situation, is consistent with the consolidated financial statements in all
material respects, complies with German legal provisions
and accurately describes the opportunities and risks of
future development. Furthermore, the legal representa-
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tives are responsible for the precautions and measures
(systems) that they have deemed necessary in order to
facilitate the preparation of a group management report in
conformance with the applicable German legal requirements and in order to provide sufficient appropriate verification of the statements in the group management report.

Auditor’s responsibility in regard to the audit of the
Consolidated Financial Statements and Group Management Report
Our goal is to obtain reasonable assurance regarding
whether the Consolidated Financial Statements, as a whole,
are free of material misstatements, intended or unintended,
and whether the Group Management Report as a whole
conveys an accurate picture of the Group’s situation and is
also consistent with the Consolidated Financial Report and
with the findings of the audit in all material issues, complies
with the German legal requirements, and accurately describes the opportunities and risks of future development.
It is also our goal to issue an auditor’s report that contains
our audit opinions regarding the Consolidated Financial
Statements and the Group Management Report.
“Reasonable assurance” means a high degree of certainty, but not a guarantee that a material misstatement
will always be detected by an audit conducted in conformance with Article 317 of the German Commercial Code

(HGB) and with due regard to the German standards for
the audit of financial statements as established by the Institute of Public Auditors in Germany (IDW). Misstatements can result from infractions or inaccuracies and are
considered material if it could reasonably be expected
that, either individually or altogether, they will affect the
economic decisions of the target audience that are made
on the basis of this Consolidated Financial Statements and
Group Management Report.
During the audit we exercise professional judgment and
maintain a critical basic attitude. Above and beyond that:
• W
 e identify and assess the risks of material misstatements, intended or unintended, in the consolidated financial statements and group management report, plan
and carry out audit procedures in response to these
risks, and also obtain audit evidence that is sufficient
and suitable for serving as a basis for our audit opinions. The risk that material misstatements will not be
detected is higher in the case of infractions than in the
case of inaccuracies, because infractions can involve
fraudulent collaboration, falsifications, intended incomplete information, misleading representations or suspension of internal controls.
• W
 e gain an understanding of the internal control system
that is relevant for auditing the consolidated financial
statements and an understanding of the precautions
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and measures that are relevant for auditing the group
management report in order to plan audit procedures
that are appropriate under the given circumstances, but
not with the goal of expressing an audit opinion regarding the effectiveness of these systems.
• W
 e assess the appropriateness of the accounting methods that have been used by the legal representatives and
the justifiability of the figures estimated by the legal representatives and of the information related to those figures.
• W
 e draw conclusions regarding the appropriateness of
the accounting principle used by the legal representatives for continuing corporate activities and, based on
the audit evidence obtained, also conclusions regarding
whether there is a material uncertainty in connection
with events or conditions that could cast significant
doubt on the Group’s ability to continue corporate activities. If we come to the conclusion that there is a material
uncertainty, then in the auditor’s report we are obligated
to call attention to the corresponding statements in the
consolidated financial statements and group management report or, in the event that these statements in the
consolidated financial statements are unreasonable, are
obligated to modify our respective audit opinion. We
draw our conclusions on the basis of the audit evidence
obtained as of the date of our audit report. Future events
or circumstances, however, may have the result that the
Group can no longer continue its corporate activities.
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• We assess the overall presentation, structure and content of the consolidated financial statements, including
the data, and also assess whether the consolidated financial statements have portrayed the underlying transactions and events in such a way that the consolidated
financial statements convey a true and fair picture of
the Group’s net assets, financial situation and results of
operations, in accordance with German principals of
proper accounting.
• W
 e obtain sufficient suitable audit evidence for the accounting information of the companies or business activities within the Group in order to express audit opinions regarding the consolidated financial statements
and group management report. We are responsible for
guiding, monitoring and conducting the audit of group
financial statements. We bear sole responsibility for our
audit opinions.
• W
 e assess the consistency of the group management
report with the consolidated financial report, its correspondence with the law, and the picture conveyed of
the Group’s situation.

by the legal representatives as a basis for the statements about the future and we assess whether the
statements about the future were properly derived from
these assumptions. We do not issue a separate audit
opinion regarding the statements about the future or
the underlying assumptions. There is a significant unavoidable risk that future events could substantially differ from the statements about the future.
We discuss with the individuals charged with the governance the planned scope and timing of the audit, among
other things, as well as important audit findings, including
any deficiencies in the internal control system that we detect during our audit.
Munich, 26 March 2019
KPMG AG
Wirtschaftsprüfungsgesellschaft
Signature of Hagner, Auditor
Signature of Kaltenegger, Auditor

• W
 e carry out audit procedures regarding statements
about the future that are expressed by the legal representatives in the group management report. Based on
sufficient suitable audit evidence, we reconstruct, in
particular, the significant assumptions that were used
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