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In our role as a leading consumer electronics retailer, we are well aware of our responsibility 
to society. We aim to practise responsible economic activity – and we work day in, day out to 
embed sustainable action in the company and to integrate it into all our processes. The United 
Nations Sustainable Development Goals and our sustainability strategy provide the necessary 
framework and lay down the direction we must take.

Last year, we accomplished additional important successes. To identify and reduce emissions 
of greenhouse gases, we expanded our data collection. For the first time, we can now report 
on selected harmful emissions from upstream and downstream activities. And since we need 
to be precisely aware of our impact in order to lessen it effectively, we will continue to 
broaden our data acquisition step by step.

In our work, we clearly focus on our customers. Our mission is to empower them to achieve 
sustainable consumption by means of innovative product solutions and service concepts. For 
example, we have improved our product labelling system, which now enables customers in 
Germany, Austria and Poland to quickly and easily spot products which are especially energy-
efficient and conserve natural resources. In addition, the services provided by our SmartBars 
also help to extend products’ life cycles.

By joining the UN Global Compact, we have also signed up to its ten principles in the areas of 
human rights, labour standards, environmental protection and anti-corruption. In this Com-
munication on Progress, we highlight our latest developments in these fields. Apart from our 
successes, we report on the new challenges facing us – and explain how we will meet them.

Sincerely,

 
 
 
 
  Ferran Reverter Planet  

CEO MediaMarktSaturn Retail Group

Preface

 “WE INTEND TO EMBED SUSTAINABLE
 ACTION IN THE COMPANY AND
 INTEGRATE IT INTO ALL OUR PROCESSES.“
 FERRAN REVERTER
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Preliminary remarks
The UN Global Compact is the biggest and most important alliance for 
responsible corporate governance worldwide. Voluntary adherence to 
its ten principles is intended to put the protection of human rights and 
the maintenance of international labour standards as well as support 
for environmental protection and the fight against corruption at the 
centre of commercial activity worldwide. By joining the Global Com-
pact, we expressly support these principles and report annually on our 
activities and development in a Communication on Progress. Some of 
the country organizations in the MediaMarktSaturn Retail Group have 
also signed up to the UN Global Compact and publish their own Com-
munications on Progress.

In terms of sales, headcount, and impact on the environment and soci-
ety, the MediaMarktSaturn Retail Group is the foremost company in 
the CECONOMY Group. Together with the CECONOMY Group, we 
developed the sustainability strategy. For the 2018/19 financial year, 
the CECONOMY Group has prepared a separate consolidated CSR (cor-
porate social responsibility) report pursuant to the German CSR Direc-
tive Implementation Act. Due to the considerable overlaps between 
key non-financial aspects and the ten principles of the UN Global Com-
pact, the CECONOMY Group’s jointly prepared report forms the basis 
for the MediaMarktSaturn Retail Group’s Communication on Progress.

Business model
In terms of revenue, floor space and headcount, the MediaMarktSaturn 
Retail Group is Europe’s leading retailer of consumer electronics and 
related services. It reaches millions of customers every day with its 
goods and services, and hence bears a great deal of responsibility for 
shaping sustainable development in the consumer electronics sector. 

We respond flexibly to the expectations of different customer groups 
and countries with our formats and stores. The MediaMarkt and Saturn 
brands extensively network their approximately 1,000 bricks-and-mor-
tar stores with online sales platforms. The MediaMarktSaturn Retail 
Group’s portfolio also includes its own brands PEAQ, KOENIC, ISY, 
Technostar and ok.

About this report
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UN Global Compact Index

The ten principles of the UN Global Compact Page

HUMAN RIGHTS

Principle 1: Businesses should support and respect the protection of internationally proclaimed human rights. 31/32; 35 – 38

Principle 2: Businesses should make sure that they are not complicit in human rights abuses. 31/32; 35 – 38

LABOUR

Principle 3:  Businesses should uphold the freedom of association and the effective recognition of the right to collective  
bargaining.

19/20; 31/32; 35 – 38

Principle 4: Businesses should uphold the elimination of all forms of forced and compulsory labour. 19/20; 31/32; 35 – 38

Principle 5: Businesses should uphold the effective abolition of child labour. 19/20; 31/32; 35 – 38

Principle 6: Businesses should uphold the elimination of discrimination in respect of employment and occupation. 19/20; 31/32; 35 – 38

ENVIRONMENT

Principle 7: Businesses should support a precautionary approach to environmental challenges. 25 – 29

Principle 8: Businesses should undertake initiatives to promote greater environmental responsibility. 21; 25 – 29

Principle 9: Businesses should encourage the development and diffusion of environmentally friendly technologies. 13 – 17

ANTI-CORRUPTION

Principle 10: Businesses should work against corruption in all its forms, including extortion and bribery. 31/32

On 6 August 2018, the MediaMarktSaturn Retail Group joined the UN 
Global Compact and thus signed up to its ten principles in the areas of 
human rights, labour standards, environmental protection, and the 
fight against corruption.
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Sustainability strategy 
and management

Our view of sustainability
Exactly how the company grows and creates value is crucial to us. To 
remain successful, we need to harmonize our business activity through-
out the value chain with the ecological and social framework. Accord-
ingly, we also notify all direct suppliers and business partners about 
our sustainability requirements and continuously assess their sustaina-
bility performance. We are determined to make our economic activity 
both responsible and sustainable.

 
 

Materiality analysis
In the materiality analysis carried out in the 2017/18 financial year, we 
identified strategic approaches for our further development. By means 
of a systematic process, we identified twelve themes. Our related 
approaches, strategies and actions are outlined below:

We are currently talking to selected external stakeholders in order to 
compare the findings of the materiality analysis more closely with the 
opinions of stakeholders.

WE ARE DETERMINED TO MAKE
OUR ECONOMIC ACTIVITY 
BOTH RESPONSIBLE AND SUSTAINABLE.

More information on how the materiality analysis was carried out  

is contained in the CECONOMY Group’s separate non-financial  

group report.

Our key subjects

Customer
›  Innovation and  

new business models
›  Sustainable products and services
›  Brand management and customer  

communication

Employees
›  Employee development
›  Work and social conditions
›  Diversity

Climate &  
resources› Energy and resource management

›  Climate protection

Transparency  
& integrity›  Opportunity and risk management

›  Compliance
›  Data protection and information security
›  Sustainability in supplier management
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Global sustainability objectives
The MediaMarktSaturn Retail Group joined the United Nations Global 
Compact (UNGC) in August 2018. Firmly subscribing to its ten princi-
ples, we have undertaken to actively participate in implementing the 
Sustainable Development Goals (SDGs) and to submit an annual report 
(Communication on Progress, COP) to the United Nations on our pro-
gress regarding sustainability. 

By defining its 17 SDGs, the United Nations put forward a clear plan for 
the sustainable development of society within ecological limits. We 
regard the SDGs as an obligation, which is why we have resolved to 
align our business model with them. We want to strengthen our posi-
tive influence while systematically reducing negative effects.

Given our business model and our potential influence, we used the 
materiality analysis to identify five SDGs on which we have a particular 
influence. Keen to contribute to meeting these important objectives, 
we have translated them into our own key principles. Note that they 
are subject to constant revision. 

DECENT WORK AND ECONOMIC 
GROWTH 
We have about 58,000 employees across the world 
and feel duty-bound to offer them a safe, pleasant 
workplace. In addition, we make sure that environ-
mental and social standards are observed and sup-
ported by our suppliers, too. We ensure our corpo-
rate growth is sustainable, including by contribut-
ing to the local economy. And we support the rise 
in economic productivity by encouraging techno-
logical innovation.

INDUSTRY, INNOVATION AND 
INFRASTRUCTURE 
Promoting Innovation and new business models is 
one of our core competencies. Digitalization is cur-
rently an important catalyst for crucial transforma-
tion processes. It also offers us new solutions for 
pres ent and future challenges, such as ways of help-
ing to reduce the consumption of natural resources 
and energy and making production sustainable.
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RESPONSIBLE CONSUMPTION AND 
PRODUCTION 
As the leading European company in consumer 
electronics, we feel duty-bound to create added 
value for our consumers while also developing 
solutions to ecological and social challenges. With 
around 6 million customer contacts per day, we are 
able and willing to shape the market for sustaina-
ble solutions in our sector. We take the expecta-
tions, desires and needs of our stakeholders seri-
ously, and help our customers to be responsible, 
sustainable consumers.

  CLIMATE ACTION 
Being a retailer, we cause environmentally harmful 
CO2 emissions, for instance because of the stores 
we operate as well as our logistics and transport. 
We are responsible for minimizing our negative 
impact on the climate and increasing our direct 
sphere of influence.

  PARTNERSHIPS FOR THE GOALS
Many of today’s and tomorrow’s sustainability  
challenges are complex and affect a huge array of 
actors along the value chain. We therefore rely  
on close partnerships with our stakeholders to 
jointly develop viable, enforceable solutions for our 
industry.

 
 
 

Our strategic sustainability 
priorities
Together with the five SDGs, the key issues we identified form the basis 
for our strategic sustainability priorities. Highlighting the ways in which 
we can bring our influence to bear, they are backed up by specific objec-
tives and actions, and are closely linked to the MediaMarktSaturn Retail 
Group’s value chain. 

By applying these priorities in our core business, we intend to achieve 
our overriding aim: anchoring sustainability in our core processes. The 
sustainability strategy is thus closely linked to our overall strategy and 
makes a positive long-term contribution to sustainable social develop-
ment.
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Seven initiatives along the supply chain

SUSTAINABLE  
SERVICES

SUSTAINABILITY 
IN STAKEHOLDER 
COMMUNICATION

SUSTAINABLE  
INNOVATIONS

SUSTAINABILITY 
IN SUPPLIER 

 MANAGEMENT

SUSTAINABLE  
PRODUCTS

SUSTAINABLE  
LOGISTICS

SUSTAINABLE  
STORES

Development and 
implementation of 

the „MMS Sustainable 
Property Guideline“ 

for sustainable  
construction projects

Development and 
implementation of 
sustainable service 
plans and services

Integration of  
sustainability criteria 

in innovation  
management and in 
the Retailtech Hub

Incorporation of  
sustainability in  

brand management 
and inclusion of  

sustainability  
information in  

internal and external  
communication

Establishment and 
implementation of  
a comprehensive 

management system 
for socially and  
environmentally 

responsible  
procurement

Establishment of  
a list of criteria  

and corresponding  
product labelling

Reorganisation and 
increase in efficiency 

of logistics and 
transportation chains 

as well as carbon 
accounting

Opening of the first 
LEED-certified store  
in Italy (Leadership  

in Energy and  
Environmental 

Design)

Preparation of a new 
energy saving goal

Completed rollout  
of SmartBars in  

every store  
(total of 700,000 
repairs in the year 

2018/19)

Pilot projects with 
recycling machines 
for mobile phones 
at MediaMarkt and 

Saturn

Integration of  
sustainability as an 
additional criterion 
for the selection of 

start-ups to be  
supported 

Retailtech Hub  
selection process 

with an explicit focus 
on sustainable  

innovations

Incorporation of  
sustainability aspects 

in the revision of 
MediaMarkt’s brand 

image

Expansion of the 
guidance system for 
sustainability in the 

online shops of both 
sales lines

Avoidance of  
unnecessary  

transportation  
packaging for  

own-brand products

Adoption of the 
MMSRG Human 

Rights Policy

Eleven own-brand 
models from the 

TV range meet the 
EcoTopTen criteria of 

Öko-Institue e. V.

Introduction of the 
„Alles im grünen  

Bereich“ product label 
in the German  

MediaMarkt online 
shop

Recording of green-
house gas emissions 
expanded to include 
upstream and down-

stream activities

Implementation of a 
pilot to record CO2 

emissions in logistics 
at Media-Saturn 

Deutschland

Reducing  
consumption of 

energy and resources 
in stores

Optimising product 
life cycles and  

supporting  
environmentally 

friendly use

Promoting  
innovations, digital 

solutions and  
business models  
for sustainable  
development

Informing customers 
and society about 

sustainable  
products and services 

and encouraging 
responsible consumer 

behaviour

Evaluating  
and improving  

environmental and 
social standards in  
the supply chain

Promoting  
sustainable products 
in the product range

Recording and  
reducing the  

environmental and 
climate impact
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Sustainability management
The Management Board is the highest sustainability body in the 
CECONOMY Group, and is responsible for strategic decisions and fol-
lowing up on objectives and progress. Sustainability is frequently on 
the agenda of its meetings, which is where the various sustainability 
projects are driven forward. The decisions taken result in assignments 
for group companies or departments. 

‘Sponsors’ at the highest levels of management as well as project man-
agers from the departments of the MediaMarktSaturn Retail Group and 
the CECONOMY Group are behind the priorities and initiatives of the 
sustainability strategy. They promote these issues in their areas of 
responsibility and are responsible for the integration and development 
of sustainability in their departments.

 

The Sustainability Strategy Committee discusses the priorities and 
themes before developing them further and deciding on actions. It acts 
as a platform for networking the various issues and promoting sus-
tainability as a whole. Coordinated by the Sustainability department, 
experts regularly meet to plan the concrete implementation of the sus-
tainability strategy within the overall strategy and merge it with busi-
ness operations. 

The sustainability managers in the country organizations act as local 
central contacts. They are tasked with directly introducing the over-
arching sustainability strategy into each country organization and 
resolving national activities on this basis. 

THE SUSTAINABILITY STRATEGY 
COMMITTEE DISCUSSES THE PRIORITIES 
AND THEMES BEFORE DEVELOPING THEM
FURTHER AND DECIDING ON ACTIONS.

Using our system of sustainability management, we intend to ensure a 
high degree of internal and external transparency, to strengthen the 
framework of each sustainability initiative, and to follow up on its 
implementation. In addition, it supports dialogue with internal and 
external stakeholders and develops sustainability communication.

Sustainability organization

Management Board of CECONOMY

Management of the MediaMarktSaturn Retail Group

Strategy &  
Governance

Program  
Management

Stakeholder  
Management

Reporting &  
Communication

Department Sustainability

Sustainability Manager 
country organizations

Business owners/ 
departments

Subsidiaries 

Implementation of the 
strategy in countries 

 

Integration and  
implementation of 

sustainability in each 
department

Implementation of 
sustainability 

 

Sustainability Strategy Group

Enhancement of the sustainability focuses by the determination  
and implementation of measures and targets
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Our customers’ needs and expectations are the starting point for all 
our strategic considerations. Our solutions are intended to simplify 
their everyday lives – and also to help them become responsible con-
sumers. We therefore need to gauge and improve the social and eco-
logical impact of our products and services throughout their life cycle. 
To ensure customer satisfaction, we are working to incorporate sus-
tainability as a key component of our brand images. And we are har-
nessing the benefits of digitalization to improve process management 
and thrill our customers. 

Innovation and  
new business models 
We can drive sustainable changes by means of new products, services 
and business models. Attention is paid to the entire value chain – from 
supplier management and logistics processes to the stores, the prod-
ucts and services we offer (including their useful life), and recycling. 
Existing business models need to be analysed with regard to custom-
ers’ changing expectations as well as the resulting impact on the envi-
ronment and society. This also entails reviewing the short-term sales 
and earnings logic. We are determined to develop viable concepts and 
generate sustainable added value for customers, the company, and 
society at large. We use innovative technology to improve our pro-
cesses as well as to continuously enhance the customer experience in 
our stores and online.

To drive innovation in an agile manner, we have founded a separate 
company called MediaMarktSaturn N3XT (MMS N3XT), which works 
closely with our country organizations and subsidiaries. We have 
already launched important pilot projects with MMS N3XT in the key 

The customer

areas of digital point of sale, automation, connectivity, virtualization 
and digital culture. MMS N3XT includes the Retailtech Hub, which is 
aimed at tech start-ups along the entire value chain in the retail sector. 
The aim behind it is for us to become a pioneer for sustainable innova-
tions in retail.

In the 2018/19 financial year, the focus was on a visionary 
technology from the Tech2People initiative: the exoskel-
eton. This bionic support suit can help people with limited 
walking ability to become more mobile. This forward-look-
ing initiative underlines the importance and usefulness of 
new technologies for society.

To find out more about the Retailtech Hub, visit www.retailtechhub.com
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Sustainable products 
and services
When it comes to the sustainability of the products we stock, we can 
exert the most influence on our own brands. Together with our suppli-
ers, we work to make the manufacturing of products and their packag-
ing more sustainable. However, products also impact the environment 
during their useful life. One prominent example is electrical and elec-
tronic appliances; items built to high sustainability standards consume 
less power than other articles. Moreover, the life cycle of a product can 
be extended with innovative customer services, which in turn makes 
an important contribution to conserving natural resources. And we also 
take responsibility at the end of the life cycle when electronic waste 
arises. 

 
Several departments are responsible for developing our sustainable 
product range. The Sustainability Strategy Committee is a central plat-
form connecting, coordinating and discussing proposals and concepts. 

Outside our own brands, the main challenge when it comes to sustain-
able range design is our limited influence on product development and 
manufacturers. We have more scope as far as services are concerned 
since many of them are developed by us or in close cooperation with 
external contractors. We see the greatest potential for sustainable 
development in dialogue with our business partners in order to create 
joint solutions.

Providing our customers with information as well as labelling and high-
lighting sustainable products and services in our stores and the online 
shops are also crucial when promoting sustainable consumption. 

In our innovative product solutions and service concepts enabling 
responsible consumption, we are guided by the vision of a circular 
economy. Our services already allow products to be used for longer 
and then to be properly recycled when they are no longer required. We 
offer a wide range of innovative services at our SmartBars.

Home visit repairs and tech advice are available both in Germany and 
abroad are offered through various contractors. Tech items can also be 
leased.

Informing customers about the ways in which the life cycle of their 
products can be extended is crucial to the success of innovative ser-
vice concepts. We leverage our presence with over 1,000 stores in 
Europe and some six million customer contacts every day to explain 
how to properly dispose of old and unwanted items. Specific measures 
in this area are part of our strategic priority ‘Sustainability in stake-
holder communication’.

THE LIFE CYCLE OF A PRODUCT
CAN BE EXTENDED WITH OUR
INNOVATIVE CUSTOMER SERVICES.
THIS MAKES AN IMPORTANT CONTRIBUTION 
TO CONSERVING NATURAL RESOURCES.

More information and the inclusion of sustainability in customer com-

munication is contained in the section ‘Brand management and customer 

communication’.

More information for renting & sharing equipment can be found at 

https://www.mediamarkt.de/de/shop/miete.html
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Our own brands: 
IMTRON’s sustainable products 

Own brands from Imtron allow us to implement new product ideas and 
solutions ourselves – and we plan to make even more use of this 
opportunity in future. Selected products from the Imtron range are 
already listed on the EcoTopTen platform for top-quality eco-friendly 
products. Run by the independent Öko-Institut, EcoTopTen rates both 
brand-name articles and own-brand items by ecological criteria, includ-

ing running costs. These ratings are regularly revised. At present, for 
example, 14 own-brand TVs and a heat pump dryer are included in the 
EcoTopTen evaluation. In the long run, the number of products that 
meet the various criteria is set to increase.

In order to reduce products’ environmental impact during their usage 
phase, we develop separate concepts for individual groups of items. In 
Germany, for example, since 1 October 2019 Imtron has only sold refilled 
ink cartridges. In the realm of lighting, an energy cost calculator is 
offered under the ISY brand. Customers can use it to calculate how 
much electricity they can save by buying an LED bulb and how long it 
will take for it to pay for itself. This is intended to encourage them to 
switch to energy-saving LED bulbs.

Packaging is another important ecological factor in the manufacture of 
own-brand products. Imtron’s packaging directive is based on the five 
Rs: remove, reduce, reuse, renew and recycle. The aim is for less and 
less material to be used in order to reduce the overall volume of (trans-
port) packaging. To this end, Imtron is testing the use of certified mate-
rials, new concepts and new types of packaging materials, and also 
reducing the share of plastic used. In addition, Imtron must comply 
with the requirements of the VerpackG German Packaging Act. In 2019, 
Imtron’s management decided to avoid the use of non-essential (trans-
port) packaging material. Suppliers are currently being informed, and 
the first orders stipulating this requirement are already being placed. 
Since 1 October 2019, the packaging of LEDs has also been changed:  
the plastic used has largely been replaced by cardboard printed in just 
two colours.

For more information on EcoTopTen’s list of criteria, go to  

www.ecotopten.de.

Switching to new electrical appliances can save a lot of 
energy. During a discount campaign, MediaMarkt stores in 
Poland encouraged customers to replace old products with 
newer, more environmentally friendly items. Under the 
motto “Replace old equipment with new eco”, customers 
could buy new cut-price appliances and also hand in their 
old ones at stores for us to dispose of properly. 

The imtron energy cost calculator is on the website  

www.imtron.eu/#exklusivmarken.
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Old electrical appliances and their contribution  
to resource efficiency 

The correct handling of waste electrical and electronic equipment is  
an important lever for increasing resource efficiency. Being a leading 
European company in the field of consumer electronics, it’s our duty to 
assume holistic responsibility for the electrical and electronic equip-
ment we sell. If an appliance becomes unusable, it must be properly 
collected and recycled.

In the European Union, the return and recycling of end-of-life electrical 
and electronic equipment is regulated by the WEEE (Waste of Electrical 
and Electronic Equipment) Directive, which is translated into national 
law in each Member State. As a retailer, we are legally obliged to take 
back old appliances. Our companies and stores in all the countries of 
the EU where we operate take back waste electrical and electronic 
equipment from customers – and not just at bricks-and-mortar stores, 
but also online. Since waste management systems and national imple-
mentations of the WEEE Directive vary from one Member State to the 
next, the exact details are the responsibility of each country organiza-
tion.

The Legal Affairs department in the MediaMarktSaturn Retail Group is 
responsible for group-wide support in matters of waste management 
law. The legal departments in the country organizations advise stores 
on local implementation.

Our customers can either hand in their old equipment at stores, online, 
or to the delivery team when a new appliance is delivered to their 
home. (In some cases, we even accept electrical and electronic equip-
ment which falls outside our obligation.) It is then forwarded to spe-
cialist disposal contractors for processing and recycling. In Germany 
alone, MediaMarkt and Saturn took back around 40,000 tonnes of end-
of-life electrical and electronic equipment in the 2018/19 financial year.

IN GERMANY ALONE,
MEDIAMARKT AND SATURN 
TOOK BACK AROUND 40,000 TONNES 
OF END-OF-LIFE ELECTRICAL AND
ELECTRONIC EQUIPMENT 

The use of modernized electrical devices saves a lot of 
energy. As part of a sale, MediaMarkets in Poland sup-
ported the replacement of older with newer, more eco-
logically friendly products. Under the slogan “Replace 
old equipment with new eco”, customers could buy new 
devices at cheaper prices and at the same time, submit 
their old appliances to the markets – this enabled us to 
ensure a proper disposal. 

IN THE 2018/19 FINANCIAL YEAR.
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As a manufacturer of electronic products, Imtron is subject to addi-
tional regulations. For example, in Germany Imtron has joined stiftung 
EAR, the German register for waste electric equipment, and reports the 
quantities for which it must ensure proper recycling or eco-friendly dis-
posal. When notified by stiftung EAR, Imtron picks up skips full of 
waste equipment from public waste management operations and for-
wards the scrap to its long-term waste disposal partner. The disposal 
and reconditioning of items produced by own brands are arranged by 
each country organization in line with national legislation.

Brand management and 
customer communication 
Our duty is to notify our customers about sustainability aspects of our 
products and services.

Although the MediaMarktSaturn Retail Group’s marketing campaigns are 
implemented independently in the various countries, they follow our 
strategic goals and the overriding marketing strategy. This strategy is 
laid down in ‘brand books’ and passed on to the country organizations as 
a set of rules for marketing. Responsibility is thus shared and allows for 
freedom of choice within a group-wide marketing framework.

In order to provide customers with more sustainability-related informa-
tion, we plan to make sustainability visible at the point of sale, on our 
websites, and in our advertising and image communication. 

Under the motto ‘Go green now’ (‘Jetzt auf Grün schalten’), 
we are implementing a guidance system for sustainability 
at Saturn in Austria. It enables customers to quickly and 
easily spot appliances which score well when it comes to 
conserving natural resources and saving energy. We have 
developed a similar concept for MediaMarkt called ‘Green 
and good’ (‘Grün und gut’), which draws attention to top 
energy-saving products. The concepts ‘Green and good’ at 
MediaMarkt and ‘Go green now’ at Saturn were rolled out 
at all stores in 2019. Various means of communication such 
as signs, stickers and buttons are used for this purpose.
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Our development into an even more customer-focused, more agile and 
more digital company is based on our approximately 57,000 dedicated 
employees. We therefore attach the utmost importance to providing 
working conditions which are both good and fair for the entire work-
force. Staff diversity and development are essential for our corporate 
success.

The MediaMarktSaturn Retail Group’s Human Resources department 
coordinates all strategic personnel matters, and supports and advises 
the HR departments of the country organizations and subsidiaries. The 
HR departments and heads of the country organizations and subsidiar-
ies of the MediaMarktSaturn Retail Group meet up regularly to work on 
aspects of HR and set priorities. 

Working and social conditions 
We work continuously on measures to offer our staff a safe, attractive 
working environment and to achieve high staff satisfaction.

In the 2018/19 financial year, we conducted employee surveys in indi-
vidual country organizations, including Spain and Sweden. More sur-
veys are already planned for the coming financial year.

EMPLOYER–EMPLOYEE RELATIONS

We encourage open dialogue between employees or their representa-
tives and management. We also want to ensure good working condi-
tions, partly as a way of contributing to growth. In concrete terms this 
means:

• We apply the principles of fair working conditions and social part-
nership in all our activities.

• Management is encouraged to foster an open and trusting working 
environment where everyone shares their ideas and problems.

• Employees and/or their representatives are informed about the 
business and asked for feedback at regular meetings.

In 2019, additional works council elections were initiated in the stores 
and management companies. Furthermore, the delegates for the Euro-
forum (the European Works Council) were nominated in June 2019. In 
Germany, this was done at a meeting of all the works council chairs 
and deputies. 

At the regular Saturn works council conferences, current issues are 
tabled and discussed by employers. A similar works council conference 
is being planned for MediaMarkt.

Employees and society

 PREFACE 

 ABOUT THIS REPORT 

 UN GLOBAL COMPACT  
 INDEX 

 SUSTAINABILITY  
 STRATEGY AND  
 MANAGEMENT 

 THE CUSTOMER 

 EMPLOYEES  
 AND SOCIETY 
Working and social conditions 
Employee development
Diversity
Social commitment

 CLIMATE AND  
 RESOURCES 

 TRANSPARENCY  
 AND INTEGRITY 

 OUTLOOK 

 IMPRINT 

MediaMarktSaturn
Communication on Progress
2018/2019

19



WORK-LIFE BALANCE

A good work-life balance is extremely important to us. It goes without 
saying that we offer our employees flexible working time models and 
extensive home office arrangements wherever possible. We realize 
that not every job allows flexitime. Even so, our goal is for every mem-
ber of staff – both store employees and administrative personnel – to 
strike the best possible balance between their private life and work. 

The MediaMarktSaturn Retail Group has been certified as a family-
friendly company at its headquarters in Ingolstadt by the Hertie Foun-
dation since 2010. In June 2019, we received the ‘berufundfamilie’ (‘work 
and family’) certificate from the Hertie Foundation for the fourth year 
in a row. This seal of quality is awarded for an HR policy which respects 
time for the family and the different phases in people’s lives.

In Ingolstadt, the large package of measures intended to make it easier 
to combine work and family life includes childcare during school holi-
days and on certain public holidays, and creche places for employees’ 
children. In emergency situations, the services of the Mobile Familie 
association can be used for childcare or nursing care. Support is also 
offered for the flexible organization of working hours by means of the 
‘three-month sabbatical’, which allows employees to take an extended 
break from everyday working life. In addition, the ‘My Day Off’ pro-
gramme allows employees to take up to 24 additional days’ holiday per 
year in return for a reduction in salary. 

About 22.6 per cent of staff in the MediaMarktSaturn Retail Group work 
part-time (19.2 per cent in Germany, and 25.2 per cent in all the other 
countries where we operate).

OCCUPATIONAL SAFETY  
AND HEALTH MANAGEMENT

Accidents on the way to work or illnesses caused by work often result 
in absenteeism. Occupational safety and health management therefore 
play an important role in a personnel-intensive industry like the retail 
sector. Our planned, structured activities in this field include staff sup-
port programmes in which employees can obtain psychological advice. 
External experts are available to provide independent, anonymous 
assistance in the event of conflicts at work as well as private matters.

We are working on a uniform group-wide survey of control parameters 
for occupational safety and health protection. The improved data will 
be used to formulate more precisely targeted measures.

The sickness rate at the MediaMarktSaturn Retail Group rose slightly in 
the period under review to 3.49 per cent (2017/18: 3.2 per cent).
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Employee development
We have set ourselves the goal of promoting lifelong learning among 
our employees. Development opportunities and further training are 
equally important for training and personal development, our image as 
an attractive employer, and safeguarding the future of the group.

Over the next few years, personnel development will mainly address 
the three strategic areas of leadership, talent development and cus-
tomer focus. The aim is for employees to participate in the transforma-
tion of the company. Responsibility for carrying out training schemes is 
borne by the respective country organizations.

Individual strengths are nurtured through a wide range of further train-
ing programmes at every career level. We have also expanded the two 
management programmes Foundation Leadership and Advanced Lead-
ership.

Employee development is based on a combination of external and 
internal training as well as on-the-job training. Given the rise of digi-
talization, we also use blended learning. 

In the 2018/19 financial year, the development programmes launched 
included two in our German organization. The Talent Programme pro-
vides support at the start of participants’ careers while the Potential 
Programme focuses on the next steps in the managerial and specialist 
development of junior executives. In addition, we offered programmes 
for store management. And we also continued to push ahead with tal-
ent and management development in the Dutch and Italian country 
organizations.

Why is green electricity so important for our company? 
What raw materials are used in our appliances? And what 
can I do to support biodiversity? These and many other 
questions were addressed during Sustainability Week 
in June 2019 at the Ingolstadt campus. For five days, our 
employees were able to test e-scooters, generate their 
own electricity, and throw seed bombs. Our varied cam-
paigns and events help anchor sustainability in the com-
pany, raise awareness among staff, create dialogue, and 
raise the profile of sustainability.
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Diversity
Because our customers and their demands are extremely varied, we 
need staff who can contribute different viewpoints and solutions. All in 
all, in the 2018/19 financial year, we employed staff from 121 nations 
throughout the group (compared to 128 in 2017/18). By means of docu-
ments such as the compliance guidelines ‘Style & Practice’, we create 
the conditions for every employee to be given the same opportunities 
regardless of their ethnic background, sexual orientation, possible dis-
abilities, religion or world view. By doing so, we deliberately strengthen 
diversity in our company. 

In the top two tiers of management below the Board in the 
MediaMarktSaturn Retail Group, the proportion of women is 20.1 per 
cent in the first tier of management and 8.4 per cent in the second tier. 
All in all, the proportion of female executives is 19.9 per cent (2017/18: 
20.5 per cent) while 39.1 per cent of all employees are women (2017/18: 
39.4 per cent). 

In order to increase the proportion of women in the group, we support 
them in junior talent programmes and executive development schemes. 
And to further boost the share of females in executive positions, we 
plan to launch an initiative called ‘Empower Women in Retail’.

Women in the MediaMarktSaturn Retail Group

2016/17 2017/18 2018/19

Proportion of women  
among all employees (%)

39.7 39.4 39.1

Proportion of  
female executives (%)

19.0 20.5 19.9

More information on compliance is contained in the section ‘Compliance’.

The MediaMarktSaturn Retail Group’s compliance guidelines  

‘Style & Practice’ are posted on http://www.mediamarktsaturn.com/en 

under Compliance. 
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Social commitment
Dedication to society is an integral part of the MediaMarktSaturn Retail 
Group’s corporate culture. We are active in this regard in all the coun-
try organizations, both internally and externally. When selecting chari-
table projects and campaigns to support, we take into account local 
and regional conditions and requirements. And we plan to make our 
activities even more effective by developing a group-wide Corporate 
Citizenship Strategy.

In the 2018/19 financial year, the MediaMarktSaturn Retail Group 
donated around €122,000 to charitable organizations. Donations are 
also made by our employees, enabling us to provide additional support 
to local organizations and projects in the Ingolstadt region to the tune 
of about €72,000.

Now that it’s impossible to imagine everyday life without digi-
talization, it’s all the more important for us to make technol-
ogy accessible to everyone. We conduct workshops where we 
give children a basic understanding of new technologies at an 
early age. By doing so, we want to prepare them responsibly 
for the digital future. For example, various MediaMarkt stores 
in Poland hold free events with an educational character. In 
addition to environmental protection and new technology, 
the complex issue of copyright is also addressed. And in Ber-
lin, too, we organized a workshop for children in 2019. At the 
HABA Digital Workshop held as a test at the Saturn store on 
Alexanderplatz, children were able to try out and get a feel for 
new technologies – from building robots to working with 3D 
printers and creating animated films. The test will be extended 
to other markets in the future.
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Climate and 
resources
Our commercial activity impacts both the climate and the availability 
of natural resources. Our administrative hubs, our fleet of vehicles, and 
our more than 1,000 stores consume energy and other resources. 
Greenhouse gases are emitted in our upstream and downstream value 
chain, for instance by manufacturing and logistics. In order to make our 
growth and development sustainable, we regulate aspects such as cli-
mate protection and the smart management of energy and natural 
resources using the sustainability strategy. We are determined to 
develop viable solutions for the environment, climate change mitiga-
tion, and the protection of natural resources.

Energy and resource 
management
We face the challenge of systematically reducing energy consumption 
throughout the MediaMarktSaturn Retail Group, especially in our 
stores, which account for much of the electricity we purchase exter-
nally. We have adopted a two-pronged tack comprising an efficient 
energy management system and continuously modernizing our stores 
and administrative buildings. 

The country organizations are responsible for managing their own 
energy usage. The MediaMarktSaturn Retail Group’s energy consump-
tion in buildings is aggregated in the Corporate Property Management 
department, where potential savings are analysed and the manage-
ment of energy and natural resources is improved. Building-related 
energy-saving targets for the whole group are coordinated with this 
department. The property managers of all the MediaMarktSaturn Retail 
Group’s country organizations meet up at least once a year at the 

Total energy consumption (MWh ’000)1

2016/17 2017/18 2018/19

Total energy consumption 687.9 680.4 665.2

Scope 1 energy consumption 59.6 59.9 72.2

Natural gas 56 56.3 12.2

Heating oil 3.6 3.6 0.2

Diesel 54.1

Petrol 5.6

Scope 2 energy consumption 628.3 620.5 593.0

Electricity 590.9 575.8 587.1

District heating 34.4 42.9 5.5

District cooling 3 1.8 0.4

Energy consumption per  
sq.m of retail space (kWh)²

228 225 593.0

Electricity consumption per 
sq.m of retail space (kWh)²

199 196 587.1

1  The figures for natural gas, heating oil, electricity, district heating and district cooling for 
the stores have been extrapolated using consumption data from 25 stores selected on 
the basis of their share of total retail floor space and that show typical energy consump-
tion. Different climatic conditions have been accounted for by means of country cluster-
ing. Due to this extrapolation, uncertainties exist regarding reliability, and so comparison 
with the energy figures reported for the previous year must be treated with caution.

2 Excluding vehicle fleet 
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International Corporate Property Meeting to coordinate strategies, 
activities and processes, talk about their recent experience, and dis-
cuss the impact of new legal requirements and social factors on prop-
erty management.

Digital energy meters and sensors measuring temperature and air quality 
provide us with the data necessary for the efficient management of 
energy and natural resources. Stores’ consumption of electricity, gas, 
district heating/cooling and heating oil is continuously measured and 
assessed. Immediate action can be taken if consumption levels rise. 

Our target of cutting the amount of electricity purchased directly by 
stores by 15 per cent between the base year 2011 and 2020 (like-for-like 
comparison, i.e. on a comparable adjusted basis; accordingly, some 700 
of the more than 1,000 stores are included) was overfulfilled ahead of 
time, for by 2018 reduction exceeded 23 per cent. Based on this success, 
we are now preparing a follow-up programme to deliver a further 
decrease in electricity consumption of 15 per cent by 2025. These energy-
saving targets are met by measures such as the switch to more energy-
efficient lighting at all our stores.

We have also drawn up Sustainable Property Guidelines, which are 
based on the gold category of the LEED (Leadership in Energy and Envi-
ronmental Design) classification system for green building. In addition  
to energy efficiency, it includes improving comfort and well-being, the 
responsible treatment of natural resources, and reducing hazardous sub-
stances in building materials and other items. The objective is to consoli-
date sustainability in construction and the day-to-day activities of the 
stores in all the country organizations. The first LEED-certified store was 
opened at the end of 2018 in Italy.

In addition, we want to help customers in our stores make sustainable 
purchasing decisions. For example, we offer alternatives to disposable 
plastic bags and are continuously reducing the proportion of plastic 
bags sold.

A real lighthouse project in more ways than one: Media-
World in Como, Italy, was the first of our stores to be 
awarded the LEED certificate for environmentally friendly, 
resource-saving and sustainable construction. What’s 
more, it did so in the Gold category, meaning all the cri-
teria for certification were met in the planning phase. The 
building is equipped with full-LED lighting, and the heat-
ing, ventilation and air conditioning systems are highly 
efficient. Thanks to its own photovoltaic system on the 
roof, the store meets part of its energy demand itself. An 
automatic control system is used to adapt the lighting to 
natural conditions and also increases energy efficiency. 
And low CO2 emissions were also taken into account when 
selecting materials.
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Climate protection
As a retailer, we support the campaign against climate change and 
take responsibility for the emissions arising directly or indirectly 
through our company’s activities. The majority of the CO2 emissions we 
create and can directly influence are caused by our stores and external 
logistics services, and are currently the subject of in-depth analyses. To 

minimize our impact while remaining competitive, we have pledged to 
reduce environmentally harmful emissions throughout the value chain. 
For this reason, in the 2017/18 financial year we published our carbon 
footprint in accordance with the Greenhouse Gas Protocol for the first 
time. 

Carbon footprint: Greenhouse gas emissions (t ’000 CO2/CO2 equivalent)1,2,3

2016/17 2017/18 2018/19

Total greenhouse gas emissions4 270.2 134.2 90.9

Greenhouse gas emissions  
excluding vehicles

255.4 118.2 76.1

Scope 1:  
Direct greenhouse gas emissions

27.3 28.5 17.4

Natural gas 11.5 11.5 2.5

Heating oil 0.9 1 0.1

Vehicle fleet 14.9 16 14.8

Scope 2: Indirect greenhouse gas 
emissions (market-based)

242.9 105.7 73.5

Electricity3 229.8 89.7 71.8

District heating 12.1 15.3 1.6

District cooling 1 0.7 0.1

Scope 1 + 2 greenhouse gas emis-
sions per sq.m of retail space (kg, 
excluding vehicles, market-based)

84 39 27.0

2018/19

Selected scope 3 emissions (t ’000 CO2/CO2 equivalent)

Scope 3.1 Purchased goods and services 545.2

Scope 3.2 Capital goods 126.8

Scope 3.3 Emissions related to fuel and energy 62.3

Scope 3.4 Transport and distribution (upstream) 202.2

Scope 3.6 Business travel 3.5

Scope 3.7 Commuting by employees 26.7

1 Based on emissions factors for 2018/19 and provided by the VDA German Association of 
the Automotive Industry, revised in 2019.

2 Emissions calculated based on values from the carbon footprint (see footnote 1 of the 
carbon footprint).

3 Market-based emissions pursuant to Greenhouse Gas Protocol Scope 2 Guidance. Under 
the market-based method, country-specific residual-mix emission factors from the AIB 
(Association of Issuing Bodies) are applied for all country organizations without green 
electricity procurement.

4 Total greenhouse gas emissions according to the location-based method for 2018/19: 
289,700 tonnes CO2 equivalent.
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Sustainable logistics

In order to sell goods to customers, transport and warehousing is nec-
essary – a process in which CO2 emissions are emitted. Overall respon-
sibility for the MediaMarktSaturn Retail Group’s logistics lies with the 
CTO (Chief Technology Officer). Country organizations are in charge of 
their logistics and transport flows.

The volume of shipped goods and stocked inventory for the 
MediaMarktSaturn Retail Group is mainly influenced by Germany. The 
current supply chain is divided into online and bricks-and-mortar retail. 
Regarding physical retail, each store has its own flow of goods which 
the store manager structures independently. Suppliers are responsible 
for delivering goods to the stores. However, we are currently working 
to centralize the organization of this procurement model.

In online retail, the country organizations contract fulfilment partners 
to operate warehouses, from where goods are directly sent to the cus-
tomer. Alternatively, customers can pick up goods from a store. In 
some cases, goods bought online are taken from a store’s inventory 
rather than an online warehouse.

We are currently drawing up a new concept for supply chain manage-
ment. The objective is to develop an omni-channel fulfilment network 
to provide our customers with highest service levels in terms of deliv-
ery speed, reliability and availability. In order to achieve such goals, we 
will increase the end-to-end transparency and control in our network. 
This will not only result in higher customer service but will also help us 
to achieve our cost and CO2 goals.

The individual flows of goods to the stores are to be replaced by sup-
plies via centralized distribution centres. The replenishment of the 
stores via the distribution centres and hubs will also be planned and 
controlled centrally. Apart from the stores, our suppliers will also ben-
efit from having a central point of contact and delivery.

CO2 emissions in stores

Although each store needs to be supplied with energy, we are continu-
ously working to reduce energy consumption per square metre of retail 
space. This is a key contribution to both preserving natural resources 
and mitigating climate change. In the 2018/19 financial year, the total 
energy consumption of stores and administrative buildings (excluding 
the vehicle fleet) amounted to 605,400 MWh. This equates to 214.5 kWh 
per square metre (down from 225 kWh in 2017/18). In addition to the 
energy-saving activities described in the section ‘Management of 
energy and natural resources’, we are steadily switching from conven-
tional electricity to green power in our stores. By 30 September 2019, 
73 per cent of MediaMarkt and Saturn stores which choose their own 
electricity supplier had switched to green power.

Emissions from our stores (greenhouse gas emissions excluding the 
vehicle fleet but including administration) totalled 76,100 tonnes of 
CO2 in the 2018/19 financial year. In relation to retail space, this corre-
sponds to 27 kg of CO2 per square metre. The data for Scope 2 is derived 
from market-based calculation. As the majority of our stores now pur-
chase certified green electricity, Scope 2 emissions have been slashed. 
Even so, we will endeavour to achieve further reductions.

For more information on the project Carbon Footprint for Scope 3  

Emissions, see the section ‘Sustainable logistics’.

In recent years, we have significantly improved our pro-
cesses and data collection. For example, in this reporting 
period we are able to report selected indirect greenhouse 
gas emissions from upstream and downstream activities 
(Scope 3) for the first time. In future, Scope 3 reporting will 
be continuously extended to include additional categories.
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Sustainability programme in logistics 

As a result of this new, more centralized approach, we are boosting 
transparency regarding transport routes, the distances travelled, fuel 
consumption and freight capacity utilization. The figures recorded cre-
ate transparency about the types and levels of CO2 emissions from 
transport and logistics. They enable us to draw up targets and report 
progress based on recognized standards (Greenhouse Gas Protocol; EN 
16258) and methods (Global Logistics Emissions Council Framework). 
As a result, the climate protection goals, which previously concen-
trated on stores’ energy consumption, can be gradually extended to 
the calculation of Scope 3 emissions (logistics/transport). In this regard, 
sustainable logistics aims to systematically decrease the environmen-
tal burden of transportation and warehouses (supply chain). The target 
is to create a carbon baseline in 2020.

We will gradually enhance our logistics sustainability program. We will 
focus on reverse logistics, in order to identify business opportunities 
by reusing products and materials and through their responsible 
owner ship while in storage.

We plan to improve our operations management by internal programs, 
including lean management, total quality and environmental manage-
ment, inventory management, material substitution, process modifica-
tion and internal closed-loop operations. This will allow us to monitor 
our operations more effectively and drive sustainability initiatives in 
our network.

Training courses for our logistics employees will enhance environmen-
tal standards, health and security within the supply chain.

Overall we intend to actively identify waste and optimization possibili-
ties within our supply chain by reengineering our supply chain, collabo-
rating with suppliers and service parters, and implementing a system-
ized approach that reduces environmental impact, improves the cost 
basis and enhances sustainability.

To implement the new logistics system, we are first testing certain 
functions in selected regions in consultation with suppliers and other 
business partners. Functions and test regions are being expanded step 
by step. For example, the pilot site for a national warehouse in Ger-
many was set up in the period under review.

In addition to the central distribution center, hubs in metropolitan 
regions are planned. They will be systematically distributed across Ger-
many and are mainly designed for delivery of large appliances by teams 
of two people. Customer delivery tours and store replenishment opera-
tions will start from the hubs. In addition to efficient delivery, they will 
ensure that in future customers can be offered additional services 
reflecting their needs such as set-up, installation, disposal of old appli-
ances or repairs. To this end, tests have been carried out in several 
regions and have produced promising results. By means of route opti-
mization, customers can be offered a delivery window of three hours 
as standard with high punctuality.

CENTRALISED LOGISTICS CONCEPT
THROUGH THE NEW, MORE

WE CREATE MORE TRANSPARENCY
REGARDING TRANSPORT ROUTES,
DRIVEN KILOMETRES,
FUEL CONSUMPTION AND
FILLING LEVELS OF TRUCKS.
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The key requirement for our long-term success is good corporate gov-
ernance, which includes transparent, compliant, reliable and safe pro-
cesses as well as responsible conduct and integrity. 

The management of the MediaMarktSaturn Retail Group bears respon-
sibility and a legal obligation to implement effective governance. This 
includes the components of our GRC (governance, risk and compliance) 
system such as opportunity and risk management, the internal control 
system, compliance and internal auditing.

The fact that we operate across Europe together with our decentral-
ized structure makes implementing a group-wide GRC system compli-
cated, yet all the more vital. We need to take the different social and 
legal conditions applying to the country organizations into account 
and to integrate the sometimes different corporate cultures and pro-
cesses. The central pillar of our activities is our ‘Style and Practice’ 
guidelines, which define the basic values we share. We are firmly com-
mitted to a policy of transparent conduct, integrity, fairness and 
respect, and we abide by the law. Corruption, unethical business con-
duct, and violations of our values and regulations may entail existential 
risks such as heavy fines, criminal sanctions, claims for compensation 
and damage to our reputation, undermining our stakeholders’ confi-
dence.

Transparency and integrity

Compliance
Integrity – the driver and goal of compliance – is our watchword in our 
commercial activity and a fundamental part of our leadership strategy. 
Creating the framework for compliance is a management task.

The risk-based Compliance Management System (CMS) is primarily 
geared towards the prevention, detection and penalization of corrup-
tion and antitrust violations. It also serves active risk management and 
has a protective function both for our employees and for the company 
since it is intended to prevent damage to our reputation and economic 
loss. The focus of compliance is on averting significant risks (prevention) 
and in the next step is safeguarded for example by the Group Audit & 
Consulting department by means of regular audits and forensic examina-
tions (detection). We also work closely with the HR department with 
regard to penalization. We regularly identify compliance risks so that we 
can take action to reduce them.

In order to counteract regulatory violations in the long term, compliance 
culture must be practised at all levels of the company – from the man-
agement and executives down to every single employee. The manage-
ment of the MediaMarktSaturn Retail Group supports this culture with 
an appropriate ‘tone from the top’ as well as regular company-wide 
compliance training (face-to-face and e-learning) and communication 
measures.WE ARE FIRMLY COMMITTED TO A

POLICY OF TRANSPARENT CONDUCT,
INTEGRITY, FAIRNESS AND RESPECT. 
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The ‘Style & Practice’ compliance guidelines also support our compliance 
culture. They apply to all employees of the MediaMarktSaturn Retail 
Group. 

Breaches of the law, guidelines or regulations are not tolerated. Any 
violations can be reported in confidence to executives and compliance 
officers.

One key element of the CMS is a group-wide compliance reporting sys-
tem. It can be used by employees and third parties (anonymously, if 
they prefer) to report observed or suspected compliance incidents. In 
the year under review, no material incidents of corruption were 
reported to Group Compliance.

Opportunity and 
risk management
Global challenges – such as highly dynamic market developments, 
technological innovations, climate change, state regulation and dwin-
dling natural resources – along with the rapidly growing world popula-
tion lead to new risks for the environment, society and the economy. 
Then again, they can also create new opportunities. It is important for 
us to spot challenges early on and to assess them correctly. 

In order to identify and evaluate potential positive and negative devel-
opments for the company in good time and, if necessary, to take 
appropriate action and monitor its implementation, we have estab-
lished an extensive opportunity and risk management system that 
promptly and continuously informs the management about significant 
developments.

The group companies identify, assess, control and monitor risks with 
the support and coordination of the MediaMarktSaturn Retail Group’s 
Corporate Risk Management team. The opportunity and risk manage-
ment system passed an efficiency and effectiveness review in the past 
fiscal year.

To identify relevant opportunities and risks, we conduct macroeco-
nomic research, study relevant trends, and analyse markets and the 
competition. Additionally, we address the critical success factors of 

The MediaMarktSaturn Retail Group’s ‘Style & Practice’ compliance  

guidelines can be viewed on https://www.mediamarktsaturn.com/en  

in the ‘Compliance’ section

In order to effectively implement our sustainability strat-
egy, in the period under review we linked our sustainabil-
ity management even more closely to opportunity and risk 
management, and integrated the assessment of non-finan-
cial risks into our risk management tool for the first time. 
This has enabled us to assess the impact of our business 
activities much more systematically.
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the business models and significant cost drivers of the company. 
Opportunity and risk management is an integral part of the entire 
organization.

We already identify environmental and social risks, too, and assess 
their relevance to the company – for example, regarding risk exposure 
in supplier management as well as the potential risks posed by climate 
change.

Data protection and 
information security 
Being an international technology company, we drive digitalization 
forward and use the smart networking of different data and informa-
tion. Handling the data of customers, employees, business partners and 
investors responsibly is of great importance to us. We do everything 
we can to prevent the misuse of data and the associated risks. 

DATA PROTECTION

Data protection means protecting the individual from the infringement 
of their personal rights and privacy through data misuse or the unau-
thorized use of data. This principle as well as compliance with relevant 
laws such as the EU General Data Protection Regulation (GDPR) are 
embodied at our highest decision-making level and have the highest 
priority.

The Department Manager of Data Privacy coordinates the data protec-
tion units throughout the company and the overarching data protec-
tion strategy within the MediaMarktSaturn Retail Group, regulates the 
basic direction and advises all subsidiaries on data protection. Where 
legally required and commercially relevant, all the companies have 
appointed their own data protection officer.

Our general Group Privacy Policy, which was rolled out in the 2018/19 
financial year, reflects the principles of data protection and serves as a 
guide for all companies. Through it, we are committed to a uniform 
level of data protection. We use internal audits to check compliance 
with data protection regulations.

Our stakeholders can report incidents or make suggestions for improve-
ment regarding data protection via central email addresses, for exam-
ple. All reports received are reviewed and responded to promptly. In 
the 2018/19 financial year, there was a supervisory authority investiga-
tion into a violation of legal regulations in this area. No fine was 
imposed for violations of data protection.

Our Data Privacy Office is the central point of contact for all our 
domestic and foreign companies. To comply with internal and statu-
tory regulations, the DPO supports the collection, processing and dele-
tion of personal data of customers, partners and employees. Moreover, 
the DPO advises on necessary technical and organizational measures.

Furthermore, attention is paid to employees’ awareness of the require-
ments of data protection. To this end, we have launched a newsletter 
on data protection issues as well as current data protection topics rel-
evant to their everyday work. In addition, we regularly organize train-
ing courses and information campaigns. Apart from managers, employ-
ees from departments that have access to and work with sensitive 
data receive regular, intensive training in data protection and security. 
In order to embed this topic more firmly in the company, an e-learning 
system on relevant aspects of the GDPR which is mandatory for all 
employees has been developed and rolled out in all companies since 
the middle of the 2018/19 financial year.

 

 PREFACE 

 ABOUT THIS REPORT 

 UN GLOBAL COMPACT  
 INDEX 

 SUSTAINABILITY  
 STRATEGY AND  
 MANAGEMENT 

 THE CUSTOMER 

 EMPLOYEES  
 AND SOCIETY 

 CLIMATE AND  
 RESOURCES 

 TRANSPARENCY  
 AND INTEGRITY 
Compliance
Opportunity and 
risk management
Data protection and 
information security 
Sustainability in 
supplier management 

 OUTLOOK 

 IMPRINT 

MediaMarktSaturn
Communication on Progress
2018/2019

33



INFORMATION SECURITY

In addition to data protection, to safeguard the trust of our customers, 
business partners and other stakeholders, information security is 
another area of key importance for us.

We use extensive IT security measures to counteract the failures of IT-
based business processes, IT security incidents and cyberattacks, which 
are among the biggest threats in the retail sector.

In this way, we intend to safeguard confidentiality, availability and 
integrity, protect personal rights, and avoid threats and the resulting 
economic damage.

In strategic coordination with the data protection departments, infor-
mation security provides the technical basis for the implementation of 
data protection. It is divided into the following three areas:

 Maintaining the IT infrastructure

 Ensuring the confidentiality of data and information 

 The technical implementation of data protection

These areas are governed by the following principles:

 Protecting availability: All relevant information is always available 
when it is needed.

 Protecting confidentiality: All relevant information is only disclosed 
to the limited group of authorized people.

 Protecting integrity: All relevant information is available in full and 
unfalsified at all times. Changes to this information can only be 
made by the group of people authorized to do so.

Our Chief Information Security Officer is fully responsible for informa-
tion security. The CISO sets the information security targets and defines 
the information security standards for the MediaMarktSaturn Retail 
Group. In the period under review, the governance structure for infor-
mation security was adapted to the widespread model of the three 
lines of defence – a model for a systematic approach to risks that may 
arise in the company.

Information security is an integral part of the new technology strategy 
and thus enables a holistic analysis of the company’s risk and security 
situation.

The IT Security Management System (ISMS) clearly defines responsi-
bilities and tasks for ensuring information security. Additional IT secu-
rity departments in the country organizations and subsidiaries imple-
ment the IT security strategy in their companies and, if need be, 
observe national peculiarities and regulations.

Further information on the biggest risks is contained in the summarized 

management report in the opportunities and risks report.
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Technical and organizational measures for detection and prevention, 
and in particular to raise awareness, were implemented in the 2018/19 
financial year in order to make above all employees aware of informa-
tion security risks. 

By launching an initiative to identify software errors and security flaws, 
we intend to continuously improve the security of the services avail-
able online. The establishment of a holistic vulnerability management 
system enables us to react much faster to any technical risks identified. 
Furthermore, we have set up an integrated security information event 
management system with an attached security operation centre which 
is designed to identify and prevent threats and attacks on our systems.

Sustainability in 
supplier management 
As Europe’s biggest consumer electronics retailer, we want to make 
the best products and services available to customers anywhere and 
anytime. Our range includes brand-name products from internationally 
renowned manufacturers and own-brand items made by Imtron. All 
products involve long, complex supply chains with ramified global pro-
duction, procurement and supply networks. The upstream operations 
have potential effects on people and the environment. Making value 
chains socially, ecologically and economically sustainable is beset by 
numerous challenges ranging from ensuring decent working conditions 
to protecting the environment and natural resources. We see it as our 
duty to improve transparency within our supply chains. Additionally, 
we want to gradually assume more responsibility for the social and 
ecological compatibility of the manufacturing processes of all our 
products – own brands and third-party brands alike. 

The International Procurement division of the MediaMarktSaturn Retail 
Group is currently responsible for strategic purchasing and supplier 
management for consumer electronics. It is in charge of supplier rela-
tions and works in close coordination with the respective purchasing 
departments of the country organizations. We also rely on partnerships 
to improve sustainability standards in the supply chain. Ongoing dia-
logue with our suppliers and business partners is essential to system-

In the period under review, we conducted a special cam-
paign to raise employee awareness. Thirty USB flash drives 
marked ‘Confidential’ were distributed around the Ingol-
stadt campus. Anyone who took one of the flash drives and 
inserted it into their computer found it to contain guidance 
about the possible risks ranging from malware and pass-
word spying to their computer being damaged beyond 
repair. In this way, we demonstrated to employees how 
important it is not to use USB flash drives from an unknown 
source and instead to hand them in at a central collection 
point. 

Good choice you made, 
young Padawan!

Bring this USB stick back to Cyber 
Security (B107) personally or via 

internal mail and defeat evil.

Wellcome to the dark side 
of the Force.

Put this USB stick out again  
and spread fear and fury.
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atically raise environmental and social standards throughout the value 
chain. We regard our prominent position on the market as a great 
opportunity.

Our strategy for sustainable supplier management in the 
MediaMarktSaturn Retail Group consists of various strands.

Along with other companies in the consumer electronics industry, we 
are a member of the Responsible Business Alliance (previously the 
Electronic Industry Citizenship Coalition). The RBA is working on a uni-
form standard for social, ecological and ethical themes in an effort to 
permanently improve supplier management in the industry. Our sup-
plier management system is also based on the standards of the amfori 
Business Social Compliance Initiative (BSCI), which form an important 
foundation for our supplier relationships.

Our purchasing guidelines form the overarching framework and are 
mandatory for all purchasing organizations in the group. They apply to 
all employees, create binding, transparent minimum standards for all 
the purchasing activities of third-party brands, and define responsibili-
ties, processes and documentation requirements. The importance of 
sustainability is documented in the guidelines.

We can only achieve our goals successfully if we work together with 
our business partners on a long-term basis – which is why, in the event 
of anomalies or infringements, we first intensify dialogue with the 
respective supplier in order to work together on improvement meas-
ures. Once a jointly agreed period has expired, the supplier should have 
implemented these measures. This is a way of fostering non-compliant 
suppliers and helping them make improvements. However, if there is 
no improvement or if the company operates in ‘areas of zero toler-
ance’, such as in serious cases of corruption, an individual assessment 
may ultimately result in the termination of relations with the supplier. 
Observed or suspected violations can be reported (including anony-
mously) by means of the compliance reporting system. 

We have signed up to the German government’s National Action Plan 
on Human Rights and are working on its implementation. In the year 
under review, we adopted our Human Rights Policy and implemented a 
complaints tool.

In addition to the third-party and own-brand products that we sell, we 
also purchase products and services for our own business operations 
and administration. In contrast to the Procurement department, which 
purchases goods for retail, the Sourcing Indirect Spend department 
coordinates the procurement of non-retail goods and services. 

Our own brands:  
supplier management by IMTRON 

In addition to retailing brand-name products made by world-famous 
manufacturers, we also sell products supplied by our own-brand  
company Imtron GmbH. Being a wholly owned subsidiary of the 
MediaMarktSaturn Retail Group, it is responsible for its own supplier 
management. Imtron’s business purpose is to centrally provide our 
country organizations with high-quality products made by own brands 
such as ok., KOENIC, PEAQ, Technostar and ISY. 

Imtron’s own procurement guidelines ensure compliance with defined 
processes and methods in purchasing and are the responsibility of 
Imtron GmbH’s management. They regulate all the procurement pro-
cesses and minimum requirements for all products and goods-related 
services. Moreover, they establish responsibilities and the standards 
which processes and documents have to meet in order to ensure trans-
parency in procurement is as high as possible. The directive reflects the 
overarching directives of CECONOMY AG and the MediaMarktSaturn 

The Human Rights Policy of the MediaMarktSaturn Retail Group can  

be found on https://www.mediamarktsaturn.com/en in the section  

Company – Sustainability at MediaMarktSaturn.
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Retail Group, and is binding for all employees and departments of 
Imtron and its wholly owned subsidiary Imtron Asia Hong Kong Lim-
ited. Compliance with the procurement guidelines is verified both by 
the internal control system and by means of spot checks by the 
MediaMarktSaturn Retail Group’s Internal Auditing department. The 
results are reported both to Imtron and to the management of the 
MediaMarktSaturn Retail Group and are translated into specific 
improvement action plans. The procurement guidelines themselves are 
subject to an annual internal plausibility check and are regularly 
updated and revised accordingly, most recently in September 2019.

Imtron has been a member of the amfori Business Social Compliance 
Initiative since 2014. The amfori BSCI Code of Conduct is based on the 
SA8000 standard developed by Social Accountability International, the 
Universal Declaration of Human Rights of the United Nations, the UN 
Global Compact, the core labour standards of the International Labour 
Organization, and OECD directives. The principles of the amfori BSCI 
include active environmental protection, health and safety in the work-
place, combating corruption, and the general prohibition of child and 
forced labour. They are summarized in a Supplier’s Code of Conduct 
and explained to all Imtron’s suppliers and business partners. The Sup-
plier’s Code of Conduct is an integral component of all product con-
tracts and is binding for all Imtron’s suppliers. All existing and new sup-
pliers of Imtron own-brand products are bound to compliance with the 
sustainability criteria by this Code of Conduct. 

The Sustainability, Compliance and Contract Management department 
carries out central monitoring of compliance with criteria and require-
ments. For example, it verifies whether each supplier has a valid amfori 
BSCI audit. All suppliers which have traded with Imtron over the past 
two years are obliged to sign an annexe to their contracts containing a 
code of conduct based on the amfori BSCI. Every single one of Imtron’s 
suppliers had signed such a code of conduct by 30 September 2019. 

Likewise, every Imtron order is subject to the approval of this depart-
ment. Imtron’s procurement decisions are therefore influenced by the 
amfori BSCI, establish minimum standards for business partners and 
result in every manufacturer regulating themselves. 

Membership of the amfori BSCI obliges Imtron to regularly conduct 
audits of its suppliers. A BSCI audit is considered to have been passed 
if the supplier scores at least a D rating.

 
In the year under review, Imtron worked to ensure that suppliers who 
had passed an audit with a D rating swiftly took corrective action to 
improve the results and carried out a new audit within a few months. 
This contributed to the positive development of audits.

In the year under review, Imtron also broadened the scope of audits by 
requesting and processing data from suppliers of accessories and small 
parts.

2016/17 2017/18 2018/19

Number of audited suppliers 
(absolute)

104 from 116 117 from 124 121 from 127

Percentage of audited  
suppliers (%)

89.7 94.4 95.3

1 Successful social audits based on own imports (audits of all manufacturers in defined 
risk countries where Imtron produces goods for import demonstrate the successful im-
plementation of the BSCI system or an equivalent social standard system by certification 
by an independent third party).

Successful BSCI audits1
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Of Imtron’s 127 suppliers from ‘risk countries’, audits2 were passed by 
95.3  per cent. Imtron has adopted the amfori BSCI’s definition of risk 
countries. The resulting monthly overview enables improvements and 
deteriorations to be regularly reported to Imtron’s management. We will 
step up our work to ensure that audit results do not worsen and to pre-
pare and implement action plans in conjunction with suppliers. 

2 As at 30 September 2019

More information on risk classification is available on the amfori  

BSCI website (www.amfori.org) under Country Risk Classification.
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In the 2019/20 financial year, in line with the transformation of our 
business model, we will continue to align our sustainability strategy 
and related activities to the needs of our stakeholders.

We are already successfully implementing a large number of sustaina-
bility projects and initiatives in our country organizations. To ensure 
we continue to keep track of all relevant issues and identify new chal-
lenges early on, we will conduct materiality analyses at regular inter-
vals and enter into close dialogue with our stakeholders. For example, 
we want to continuously scrutinize our own actions and consistently 
develop our sustainability activities.

We intend to help our customers make sustainable purchase decisions. 
For this purpose, we are intensifying the information and advice on 
energy-efficient, resource-saving product use. Moreover, we will 
expand the services we offer throughout the group. By doing so, we 
want to make an important contribution to extending product life 
cycles in the spirit of a circular economy.

To decrease the consumption of natural resources, we plan to further 
optimize product and logistics packaging and are already working on 
sustainable alternatives.

Reflecting the importance of sustainability and climate change mitiga-
tion, we will also develop a climate strategy within our ongoing strat-
egy process.

Outlook
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