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Dear ladies and gentlemen, 

for the fifth time I hereby present the annual report for JOJ Media House – a company that has now been one of the 
most significant actors on the central and eastern European market for five years. I am pleased that – despite complex market 
conditions – I am able to evaluate our activities during 2014 as being positive. 

The economic situation of the market in which the corporation is active is something I perceive to be stagnant in nature, 
in view of the improvements to come in the upcoming years. This belief of mine is supported by the optimistic forecasts for 
national economies published by banks and mutual correlation between the national economy and the development of the 
media market. JOJ Media House group companies during the past year have strengthened their market position, restructured 
their product portfolio and effectively used it, resulting in cost-efficiency. 

Richard Flimel 
 

JOJ Media House a.s. Chairman of the Board of Directors

In 2014 the group carried out the following significant steps: 

During the year the preparatory work for the launch of the 
fifth television channel on the television advertising and 
production market was implemented, targeting child view-
ers and going under the name of RiK. RiK’s was launched 
on the 1st of January 2015 and is the JOJ GROUPS first sub-
scribed channel. The channel is already featured in packages 
from significant telecommunications operators. 

We managed to strengthen our outdoor advertising market 
position through acquisition of the Akzent BigBoard com-
pany. At the beginning of the year it was the successful ac-
quisition of HANDY MEDIA s.r.o. that provided advertising 
space in the interiors of public transport vehicles and then 
the later establishment of BHB s.r.o. which administers its 
own network of advertising resources. Both of these compa-
nies contributed to the group’s portfolio being expanded and 
have increased our competitiveness. The last significant step 
on the outdoor advertising market in 2014 was the merger 
between RECAR Slovensko a.s. and HANDY MEDIA s.r.o. 
Through this merger a company providing not only outdoor 
advertising, but also indoor public transport advertising 
emerged. 

During 2014 we expanded our business activities to include 
web design and internet application development segments. 
I am glad that our predications proved correct and that our 
eFabrica company thus carried out numerous projects for 
significant clients from various markets. 

In the Czech republic our BigBoard Praha company is the 
number one provider of outdoor advertising. The results 
achieved are more than satisfactory. During 2014 the em-
phasis was placed on cost efficiency and the advertising 
streamlining commenced. 

On the Austrian outdoor advertising market – where we 
have been active since the end of 2012 through EPAMEDIA 
– EUROPÄISCHE PLAKAT – UND AUSSEN MEDIEN 
GMBH –nd its subsidiaries – we managed to finalise the 
organisational restructuring process. The companies dealing 
with outdoor advertising in Macedonia and Croatia were 
sold. We are still one of the market leaders and our activities 
were focused on streamlining and the restructuring of the 
advertising network. 

2014 brought us many changes, challenges and new points 
of view – not only regarding our group, but also the vision 
of our future. It pleases me that we achieved all of these 
moves successfully and I believe that 2015 will continue in 
the spirit of the successful implementation of our ambitious 
vision, strategy and plans for the expansion of our activities 
and further serve to secure our market position. 

I am convinced that 2015 will be even more successful than 
the previous year. I believe in our readiness and that every-
thing new the year brings will be something we use and turn 
into further success.
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the slOvak republic
The company is active in the following market sectors: 

television broAdCAst And produCtion

» Slovenská produkčná, a.s., (94.96 % share) – through 
which shares in the following companies are owned: 

» MAC TV s.r.o., (100 % share) – the license holder for  
TV JOJ, PLUS, WAU and SENZI. 

» DONEAL, s.r.o. (100 % share) 

» SENZI, a. s. (50 % share) 

the outdoor Advertising seCtor 

» Akzent BigBoard, a.s., (100 % share) - through which 
shares in the following companies are owned: 

» BigMedia Ltd (100% share) - exclusive advertising sales 
for advertising means from the companies listed below and 
their parent companies: 

» RECAR Slovensko a.s. (100% share) – transport advertising 

» RECAR Slovensko a.s. (80% share) – transport advertising 
in the capital city of Bratislava

» Media representative s.r.o. (90% share) – sales of advertis-
ing of a specific nature 

» BHB, s.r.o. (51% share) – sales of advertising of a specific 
nature 

» HANDY MEDIA s.r.o. – sales of advertising in public 
transport interiors 

Company profile
01>

Up until the date this annual report was compiled the follow-
ing significant events took place:

» the successful merger of RECAR Slovensko a.s. with 
HANDY MEDIA, s.r.o. which expired on the 1st of January 
2015 with the successor becoming RECAR Slovensko a.s. 

the internet And AppliCAtion  

development seCtor 

» eFabrica, a.s. (51 % share) - business activities are concen-
trated on the development of web applications, web design 
and operation of Internet domains and the provision of tech-
nical support.

other seCtors 

JOJ Media House Inc owns a 30% share of Starhouse media 
Inc, which manages performers. 

Up until the date this annual report was compiled the follow-
ing significant events took place:

» On April the 21st, JOJ Media House, a. s. became the 100% 
owner of HARAD, a. s . via which the company owns a 100% 
stake in Radio Services s.r.o. which is focused on providing 
services to radio broadcasters.

JOJ Media House a.s. (hereinafter referred to as the “parent company” or “the Company”) alongside its subsidiaries, collectively 
referred to as the “Group”) was established on the 6th of November 2010 and has since become one of the largest media com-
panies not only in Slovakia and the Czech republic, but also in Austria.

a n n u a l
r e p o r t
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the czech republic
the outdoor Advertising mArket 

» JOJ Media House, a. s. Is a 60% shareholder of BigBoard 
Praha, a.s. in the Czech Republic Through its companies, it 
is the number one on the Czech outdoor advertising market. 
BigBoard Praha is the owner of the following shares: 

» BigMedia, spol. s r.o. (100% share) – sales and administra-
tion of its own advertising network 

» Czech Outdoor, s.r.o (99.9% share) – advertising space 
rental 

» Český Billboard, s.r.o., (100 % share) – advertising space 
rental, 

» MG Advertising, s.r.o., (50 % share) – advertising space 
rental, 

» Barrandia, s.r.o., (50 % share) – advertising space rental, 

» Expiria, s.r.o., (100 % share) – advertising space rental, 

» RAILREKLAM, s.r.o., (49 % share) –České dráhy, a.s  
advertising space rental 

» Outdoor akzent s.r.o., (100 %) - advertising space rental, 

» Bilbo City s.r.o., (100 %) – advertising space rental.

austria
 JOJ Media House, a. s., is the sole shareholder of Akcie.sk,  
s. r. o., which owns 100% of EPAMEDIA - EPAMEDIA 

– EUROPÄISCHE PLAKAT – UND AUSSEN MEDIEN 
GMBH (hereinafter “EPAMEDIA”), which is number two in 
outdoor advertising in Austria. EPAMEDIA is the owner of 
the following shares: 

» Heimatwerbung Ges.m.b.H NO (100 % share), 

» Heimatwerbung Ges.m.b.H OO (100 % share), 

» R+C Plakatforschung und kontrolleGmbH (51 % share),

 
Company 
profile 

a n n u a l
r e p o r t
> 2 0 1 4



11

Company values
02>

the visiOn 
JOJ Media House’s vision is to continue its activities as  
a significant central European media company and secure  
the long-term satisfaction of its customers with its media 
services and products for the effective communication of 
advertising to target groups. 

Our missiOn
The mission of JOJ Media House is to provide high quality 
media services to society in general as well as to business 
partners, which we want to ensure through the continuous 
development and improvement of products. 

strategy
The JOJ Media House strategy is to expand its products via 
both organic and inorganic growth in Central and Eastern 
Europe and the streamlining of activities of individual com-
panies within the group through synergistic links.

a n n u a l
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media market 
analysis

03>

2014 Japan along with the UK economy had a positive im-
pact on global economic growth, particularly in that there 
was a revival of the real estate market. The negative impact 
during the first quarter of 2014 is credited to the US econo-
my which slowed due to a strong winter. This negative con-
tribution to the contrary was offset by acceleration in the 
second quarter of 2014. During the subsequent quarters of 
2014 all the major economies recorded moderate growth. 
In the last quarter the economy in Germany, Spain and the 
Netherlands significantly accelerated. Overall, we can review 
2014 from a global perspective as a year of moderate growth. 

During 2014 the Slovak economy quickened and achieved 
a growth rate of 2.4%. This is credited particularly to grow-

ing exports; the gradual increase in household consumption 
slightly increased employment and increased investment de-
mand. Since the Slovak economy is very open, without the 
economic recovery of major trading partners, such as the 
Czech Republic, this growth would not be possible. 

In the coming years further acceleration of the economic 
performance is expected, expected economic growth in 2015 
of 3.2% and 3.8% in 2016. Results achieved by the national 
economy also affect other parts of the economic environ-
ment in the Slovak Republic. This positive development also 
affected the media market where JOJ Media House does 
business through its subsidiaries.

a n n u a l
r e p o r t
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'annual growth in % ‚2011 ‚2012 ‚2013 ‚2014 ‚2015* ‚2016* ‚2017* cagr

gdp development real/*predicted 3.3% 2.0% 0.9% 2.4% 3.2% 3.8% 3.5% 2.7%

NBS macro-economic prognosis

GDP development real/*predicted

Source: NBS mid-term predictions  P1Q-2015

2012-2017
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 the slOvak  
media market
Television advertising

As in previous years, in 2014 TV advertising maintained its 
leadership in the media market. According to estimates, al-
most 50% of all investments in 2014 were directed specifi-
cally towards this sector. There were no significant events on 
the market. No new competitors entered the market. In con-
trast - compared with 2013 – there was a slight increase of 
investments in this segment. The main television advertising 
competitors remain to be: MARKÍZA – SLOVAKIA, spol.  
s r. o. (a member of the international Central European Me-
dia Enterprises Ltd.) which operates the following channels: 

 the austrian  
media market
The economic development of the Austrian economy in 2014 
was characterized by a very slight improvement compared 
to 2013. This development was credited to improvements in 
the global economy, and especially the revival of domestic 
consumption. In 2015 the Austrian national Bank predicts 
GDP growth of 0.7% and 1.6% in 2016. On the media market 
on which JOJ Media House does business through the EPA-
MEDIA group the situation was similar to as in 2013. The 
market shares did not change. EPAMEDIA focused its atten-
tion on finalising restructuring and cost-effectiveness result-
ing in the streamlining of their advertising media network.

 the czech  
media market
In the first and second quarters of 2014 the Czech economy 
stagnated. The economic slowdown was likely caused as  
a result of a sharp reduction in revenues from excise taxes 
on tobacco products, resulting from cigarette stockpiling 
at the end of the previous year. In the second half of 2014, 
the strong growth of the economy compared to the previ-
ous year was mainly driven by rising investments, increasing 
household consumption and government spending. GDP 
growth reached 2% in 2014. According to the forecast by 
the Czech National Bank, the economy should accelerate in 
2015 to 2.6% and to 3.0% in 2016. 

The situation on the media market was similar to that in the 
whole economy. Total expenditure increased compared to 
2013, but most of these investments were devoured by the 
segment of television advertising. The situation on the out-
door advertising market was similar to that in 2013 and fur-
ther stagnated.

media  
market 
analysis

Markíza, Doma and Dajto, RTVS – public service television 
which airs the jednotka (1) and Dvojka (2) channels.

Over the past year the range of channels has not been ex-
panded.At TV JOJ work began on the launch of the fifth sta-
tion – RiK. RiK is a monothematic channel, focused on child 
viewers and is the first JOJ Group portfolio channel to be 
subscription based. The channel currently figures in pack-
ages provided by providers.

The outdoor advertising market

Following the stagnation inherent in the previous years,  
in 2014 investment into outdoor advertising increased. This 
growth was not dramatic; however it supports an optimistic 
outlook for 2015. The market competition has not changed 
significantly; neither have the market shares held by the larg-

prime time tv JOJ markíza Jednotka dvojka plus dOma dajto! FOOOr Wau senzi Others

2007 18.4 40.2 15.5 4.2             21.7

2008 22.9 37.1 13.5 4.8 1.1 20.6

2009 26.0 34.5 12.3 3.0 1.9 0.3 22.0

2010 26.5 34.3 10.0 1.9 2.2 1.7 23.4

2011 24.3 35.0 7.3 1.7 3.9 2.9 24.9

2012 26.3 29.1 6.6 2.2 4.1 6.2 2.1 25.5

2013 22.5 29.3 6.9 2.0 4.5 4.2 2.8 1.5 1.1 0.1 25.1

2014 19.5 27.7 8.4 2.7 5.0 3.7 3.9   1.4 0.1 27.6

est players. During the year the company strengthened its 
dominant market position and focused its attention on cost 
effectiveness along with Investment into extending its prod-
uct portfolio. Investments were made not only into quantity, 
but mainly into the quality of the advertising media.

a n n u a l
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prime time 12-54 Shr%

annual growth in % 2011 2012 2013 2014 2015* 2016* cagr

gdp development real/ *predicted 2.8% 0.9% 0.2% 0.3% 0.7% 1.6% 1.1%

annual growth in % 2011 2012 2013 2014 2015* 2016* cagr

gdp development real/ *predicted 1.7% -1.2% -0.9% 2.3% 2.6% 3.0% 1.2%

GDP development real/*predicted Austria

GDP development real/*predicted Czech republic

Source: Osterreichische national bank (ONB), Eurostat

Zdroj: ČNB - Prognóza zverejnená 5.2.2014

2011-2016

2011-2014

Source: TNS
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An overview  
of business  
activities

04>

the JoJ television group 

2014 was a difficult, yet successful year for TV JOJ. JOJ aired 
not only its stable program pillars, but also numerous new 
high quality programs and a varied program portfolio once 
again brought JOJ’s viewers closer. 

As testimony to this, the absolutely most watched Slovak 
program of 2014 was Seventh Heaven, watched by an unbe-
lievable one million six hundred thousand viewers (TG 12+) 
on Sunday December the 7th, meaning an excellent 21.6% 
rating and a fantastic market share of 44.2%. Among non-
news and non-sports programs by Slovak television, the 
show hosted by Vilo Rozboril attracted the most viewers 
in the commercially important target group when its four-
teenth instalment recorded a record 15.9% audience share 
and a great market share of 38.7%. In the spring season the 
most successful project in TV JOJ’s portfolio was clearly The 
X Factor –which on March the 16th 2014 reached its peak 
with an above-average market share of 31.4% and a 13.3% 
audience share. The grand singing show was watched by 437 
thousand viewers (TG 12-54). 

The longest running daily TV series – Panelak – shuffled the 
cards on the market with its 13th and 14th season. Panelak 
attracted the most viewers in 2014 on the 20th of January 
(9.6% Rtg) and achieved its best share of 26.7% on the 4th 
of June. The show performed excellently in 2014, catching 
up with JOJ news programs on an almost daily basis. After 
being shifted to JOJ, Crime attracted the most viewers on the 
4th of May (10.8% Rtg) and it’s best share of 32.6% in mid 
June. The Big TV JOJ News achieved its best share of 37% on 
the third of January and record ratings of 12.1% on the 30th 
of November. Sport received its highest share of 32.7% in 
summer on the 27th of June and the best rating (12.4) to the 
contrary in winter on the 7th of December. The Best Weath-
er’s best performance came in on the 27th of April (32.8%) 
and its best ratings were on the 2nd of November (13.1%).

The strongest months in terms of JOJ Group ratings were 
achieved in January and November in terms of prime time 
ratings and also from January to December in daily ratings. 
Compared to 2013 JOJ improved its rating results in prime 
time in November and December 2014. During the win-
ter months, the JOJ Group also received their best market 
shares, and also performed successfully in the summer in 
July. Regarding the results of the JOJ TG 12-54 Group, re-
cord performance in prime time (35.2% SHR) was recorded 
on the 7th of December 2014. TV JOJ then achieved its best 
prime time share (29.7% Shr). In terms of daily ratings the 
JOJ Group had its best share of 28.1% on Sunday October 
the 19th.

The PLUS channel received its best market shares in January 
2014, and not only due to its film line-up, but also because 
of its Crime news show which was at the time broadcast by 
PLUS instead of JOJ. In prime time PLUS’s best share came 
in at 8.8% (25th January) when the second instalment of the 
Czech comedy Kamenak was aired. In terms of daily ratings 
the station had the best performance (7.2% Shr) the next day 
(January 26) when Crime was aired to an excellent 13.9% 
market share. 

The female oriented WOW station achieved success pre-
dominantly in the summer, when for two days in a row the 
station achieved its best performance. The third week in  
August brought prime time records (3.3% Shr) and the 
fourth week brought and all day record (3.1% Shr). Primar-
ily acquisition lifestyle and living titles on WAU achieved 
fantastic numbers in 2014. WAU’s flagship original format 
Shopping maniacs peaked on October the 22nd with an 
above-average market share and audience share (22. 0% Shr. 
and 3.9% RTG).

a n n u a l
r e p o r t
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Original prOductiOns
seventh heAven 
Genre: Family show

TV JOJ’s family show Seventh heaven became the absolute most watched original Slovak show 
in 2014. The show featuring host Vilo Rozboril and strong social contexts evokes a feeling of 
solidarity amongst viewers, for the main protagonists are ordinary - yet exceptional - people 
and their destinies. Viewers came to love the show immediately thanks to the emotionally 
charged stories that are not short on surprises, joy and emotion. The show was watched by an 
unbelievable six hundred thousand viewers (TG 12+) on Sunday December the 7th. Among 
non-news and non-sports programs on the Slovak television market, the show hosted by Vilo 
Rozboril attracted the most viewers in the commercially important target group. 

the X fACtor 
Genre: Singing show

In the spring season TV JOJ in collaboration with the Czech TV Prima brought viewers the 
popular X Factor show. This was the first time the local version had ever been broadcast in 
Slovakia, directed by Jeffo Minařík who had previously headed up all four seasons of Czech 
and Slovak Talent. The X Factor was hosted by Martin Pyco Rausch and featured four coaches: 
Celeste Buckingham, Ondřej Brzobohatý, Sisa Sklovská and Oto Klempíř. The winner was 
Peter Bažík who won a prize of 100 000 Euro. Overall, most viewed episode of The X Factor 
was the second casting round broadcast on March 16, which had excellent ratings amongst 
younger audiences (CS 12-54) and 13.3% above the average market share of 31.4%.
 
InteractIve Xclub

The X Factor brought not only entertainment and top performances to viewers, but also  
a competition featuring great prizes through the XClub. For all online activities related to The 
X Factor, registered viewers acquired points that during the competition could be exchanged 
for various prizes. Throughout the contest a staggering 6,559 competitors were eventually 
involved. Altogether TV JOJ gave away 915 prizes to the most loyal X Factor fans.

high-rise (pAnelAk) seAson 13 & 14  

Genre: The longest daily serial on air in Slovakia. 

The Highrise is the place where every night many things have been happening for a number 
of years. Conversational wit between the leading characters, love affairs, minor misunder-
standings, antipathy, daily worries, but also great emotion, tension and comic elements which 
are mainly brought by and Imre and Gejza. Popular Maslák  (Ján Koleník) returned, really 

shuffling the cards -not only surprising with a big decision about his career, but also trying 
to regain the beautiful Angie  (Mirka Partlová). Dramatic situations were also brought by 
the love triangle of Vladimír Kobielsky), Ivana (Diana Mórová) and Hoffa (Zuzana Fialová) 
and problems arise in Michal (Marián Miezga) and Baska (Gabika Marcinková)’s relationship. 
The latest series of High-rise was extended to feature new areas - Hoffa’s apartment where 
she moved in with her father. And to make matters worse, after a short break, in addition to 
Maslak’s return to the series we also welcomed back charismatic doctor and devilish seducer 
Fabry  (Marko Igonda).

dr. emA 

Genre: Family serial 

V JOJ prepared a visually unique serial for the autumn season that was filmed on Arri Alexa 
cameras. This family serial concerning inter-human relationships has thereby received a new 
dimension which is of great appeal to viewers. Doctor Emu Liškova (Soňa Norisová) visits 
a multitude of patients. The patients know her not only as a fantastic psychologist but also 
as the author of articles in a well-know female magazine. The main plot for each episode 
is one session discussion. The problem at hand is seen by viewers from a number of differ-
ent points of view. Ema deals with problems like a professional, her mother Hela (Zuzana  
Kronerová) judges everything with her typical village mentality and unmistakeable humour.  
In the same way she tries to save others, she has to fight to save her own relationship. In addition 
to her partner Tomáš (Milo Kráľ) and save her relationship with her teenage daughter Simona  
(Natália Germániová). 

the 15 minute Chef 
Genre: Culinary show 

Successful chef Gabriel Kocák presents viewers with an exceptional culinary show which is 
unusually lively, fresh and visually powerful on the Slovak TV market. The creators of the 
show while filming used the most modern camera technology and dynamic forms of edit-
ing. The fast and energetic Gabo drags his audience directly into the goings-on in his kitchen, 
where he teaches tem how to cook two excellent meals in just 15 minutes in each instalment. 
He shares favourite recipes that are specially adapted for the everyday life of busy people and 
anyone who wants to cook tasty, healthy meals and not spend hours in the kitchen. In each 
instalment Gabo also reveals his original culinary secrets and useful practical kitchen tips 
much to the appreciation of both beginners and experienced chefs alike. 

the JAn krAus show  

Genre: Late night show 

The JOJ Group team and FTV Prima have prepared a late night talkshow the way viewers 
want it. 17 instalments with a new title sequence featuring Bratislava and Hradčany castles.  
Famous Slovaks were invited to join the cult host with his sarcastic humour. During the sum-
mer viewers had the chance to see unaired reruns of the shows by TV Prima in which Jan 
Kraus welcomed personalities from Slovakia. These included President Andrej Kiska, presi-
dential candidate Milan Kňažko, hockey player Marián Gáborík, singers Richard Muller and 
Jana Kirschner, actor Marián Labuda and popular couple Dara Rolins and Patrik Rytmus  
Vrbovský. Jan Klaus has hosted his late night show for ten years and for the first time the show 
is now filmed for the Czech Republic and Slovakia simultaneously.

the JoJ television group 

a n n u a l
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peephole  
Genre: Stage sitcom 

Peephole was the first ever stage sitcom featuring a great all-star cast. This new TV JOJ 
entertainment format combined popular elements of entertainment formats into an origi-
nal and effective form. Alojz (Lukáš Latinák)is a bus driver who loves peace and quiet 
at home, football and his wife Gabika (Petra Polnišová) - when she’s silent. Gabika is 
never satisfied, she wants to live bigger and better, therefore she yearns for her neighbour 
Marian (Robo Jakab)’s flat – Marian is a bachelor with skirt-lifting tendencies who lives 
with perfectionist Dušan (Juraj Kemka) and sexy talentless actress Silvia  (Agi Gubíková). 
They live on the same floor in a building where parallel plots play out and intertwine. The 
actual plot itself is scripted, but the playout is created by the actors improvising. The nar-
rator is director Dano Dangl - who stops and changes the plot whilst giving the individual 
actors orders that the others don’t know about. The studio audience receives the possibil-
ity of interactively playing a role and influencing the plot through voting devices. 

the proteCtors  

Genre: scripted reality

A new TV JOJ fiction series freely based on the unique and successful legal Courtroom show. 
The Defenders was characterised by unusual treatment of interpersonal disputes that the crea-
tors ran in two parallel lines - addressing the issues in the environment of a mediation office 
and the actual development of interpersonal relationships between the main actors in individ-
ual stories. Each episode was a closed story. The Defenders have an experienced team who can 
literally deal with the impossible, instead of judgment being passed, a solution to the problem 
in the form of a compromise beneficial for both parties was always found. The Defenders did 
not lack comedy and humour. The series is based on real life stories.

Courtroom 

Genre: Scripted reality

Courtroom was launched in 2008 on the Slovak television market and brought new audiences 
a successful genre of scripted reality show and it gradually became a phenomenon. The show 
today is among the fixed stars of the TV JOJ program structure and despite many years on 
the television screen still has loyal viewers. In 2014 an amendment to the Family Act was pre-
pared, so the producers decided that the new episodes would be dedicated to mothers, chil-
dren, alternating custody etc... In addition to entertainment, viewers also found inspiration for  
resolving their living situations.

new living  

Genre: Lifestyle magazine 

New Living returned to the JOJ screens in 2014. Although the show has its old-new host, 
Vlada Voštinár, it has otherwise undergone a major upheaval since its start: its richer in  
attractions, deals and visualization. Viewers appreciated these changes with many positive 
reactions on social networks.In New Living we help people find housing or rentals, cooper-
ating with several real estate agencies, developers and experts in the real estate market who 
are able to provide a broader view. In cooperation with architects we offer an alternative that 
wouldn’t have considered but often is right for them. We provide an insight into the most 
expensive, most advanced most environmentally friendly and most bizarre real estate in  
Slovakia and the surrounding area. We do not avoid atypical requirements such as lofts, cot-
tages, houseboats, garages, offices and shops. Through the inspection of empty spaces can 

prepare visualizations of property reconstruction which often help the protagonists in their 
final selection. None of the three offers are the same and New Living always provides a fourth 
bonus offer. Unexpected solutions, new possibilities and imaginings – this is New Living. 
 

neWs
the 12 o’CloCk news 

A news program broadcast at noon informing the viewer of domestic and foreign news of the 
day. The anchors are the charming Andrea Palffy-Belányi and Daniela Strculová. An integral 
part of the news is an interview with a guest on a current theme or lifestyle topic. Anchors Ján 
Mečiar and Ivan Janda enrich the show with interesting topics to which professionals, fans and 
their promoters respond. 

the 5 o’CloCk news 

A news show aired in the late afternoon during workdays featuring information the viewers 
received in the 12 o’clock news plus additional themes – from both home and abroad - that 
have arisen in the early afternoon hours. The anchor duos inform viewers of current events 
and provide extended coverage of older events that are slowly unfolding and are to be covered 
in the main evening news. This show provides viewers not only with the day’s highlights, but 
also serves to motivate them into watching the evening news.

Crime 

The content of the Crime news format in Slovakia still remains unique and has a large fan base. 
In autumn 2014 Crime was broadcast on Plus for several months and significantly helped to 
raise its share. In the spring of 2014, following the re-transfer from Plus to JOJ, it constantly 
reinforced prime time for the main station and delivered outstanding viewing figures. Crime 
offers daily information on criminal cases, developments pertaining to different criminal,  
financial, political and other cases, traffic accidents, missing persons and the like. However, 
the creators bring the audience closer to the civic and service issues and help them find their 
way with civil rights, obligations and providing a guide on how best to respond in crisis situ-
ations. 

the big tv JoJ news 

The main TV JOJ news show continued to air on a daily basis in 2014 and provided the most 
important and most complex information from both home and abroad. One of the charac-
teristics of the Big News is its wide and accomplished network of regional reporters who pro-
vide a great amount of information on the events unfolding in individual regions of Slovakia.  
In addition the news responds to tips and suggestions from viewers, is known for its objective, 
understandable and an attractive approach to creating individual reports. Mobile phone users 
can watch TV JOJ news on their devices. The application allows viewers to constantly monitor 
actual events from both at home and abroad, be it as archived news material or articles from 
the noviny.sk portal
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 top stAr

News from the world of showbiz has become a stalwart on TV JOJ screens. Viewers can watch 
it daily in access-prime time, Top star brings them not only information, but also some fun 
and pleasant relaxation after coming home from work. International celebrities are mapped 
y Alexandra Hinková – an experienced reporter, Alexandra Orviská, Soňa Chotárová, Petra 
Poláčiková, Ivana Šišková and Nora Hamar Ducká. Top Star is hosted by popular presenter 
Soňa Skoncová who for over a year has been accompanied by Ján Bakala

acquisitiOn Film premieres  
 
the hunger gAmes 

In a dark future in the ruins of North America lays the country of Panem with its capital and 
twelve districts. Each year the Hunger Games are held, involving young people selected in  
a draw - one boy and one girl from each district. The television reality show broadcast across 
the country serves as a demonstration of the cruel domination of the capital over the districts. 
Sixteen year old Katniss Everdeen (Jennifer Lawrence) wants to save her little sister after her 
name is drawn by voluntarily offering an exchange – for herself. 

mArvel‘s the Avengers 

When the villain Loki in the heavenly realm of the gods of Asgard threatens planet Earth, 
Nick Fury, head of the super-secret organisation S.H.I.E.L.D., assembles a team of exceptional 
superheroes to avert a disaster that could destroy the planet. But first, The Group of strong 
personalities - Iron Man, Hulk, Hawkeye, Black Widow, Captain America and Thor - must 
deal with what the combination of so many stubborn and conceited egocentrics entails. It will 
not be easy.

the hobbit: An uneXpeCted Journey

The first of three parts of the film adaptation of JRR Tolkien’s books by director Peter Jackson, 
Academy Award winner and creator of the top-rated Lord of the Rings trilogy. The story is 
set in Middle-earth 60 years before the events of The Lord of the Rings. Hobbit Bilbo Baggins 
joins a pilgrimage with Gandalf the wizard and thirteen dwarves who are led by the legend-
ary warrior Thorin. The aim of the expedition is to recover the lost Kingdom of Erebor the 
dwarves in the Lonely Mountain, from where they were cast out by Smaug the dragon. 

acquisitiOn series
no limit

No Limit is a thriller series by Luc Besson about a secret agent who discovers that he has an 
incurable brain tumour. The one chance to cure him is an experimental cure – due to which 
he joins the fight against organised crime through illegal means. 

king & mAXwell

An American detective series by TNT. This story about a pair of private investigators is based 
on novels and this TV depiction was overseen by the executive producer of NCIS: Los Angeles. 
Sean King and Michelle Maxwell are no ordinary private detective duo. They are both former 
secret agents who were forced to leave the service…

drACulA 

The latest adaptation of the stories of the Count Dracula novel by Bram Stoker in the se-
ries produced by NBC which brings a dark and brutally chilling atmosphere. Count Dracula 
comes to London as Alexander Grayson, an American entrepreneur and inventor to present 
Victorian society with the miracles of modern science, and show how they can be used in 
practice. The real truth is that he plans to get revenge on the people whose ancestors many 
centuries ago destroyed his life. Dracula desires revenge, but unexpectedly falls in love with  
a woman, who reminds him of someone from the distant past.

vikings 

This epic Nordic saga tells of the Ragnar Lothbroka clan –the greatest hero of his time, who 
became the unifier and first king of all the Vikings. At the beginning of the second series we 
meet familiar characters from the previous instalments. Their fates are intertwined in the 
struggle for power and new territories. 

hAnnibAl i + ii

One of the most famous criminal characters in the history of film, the phenomenally intel-
ligent and socially sophisticated psychopath cannibal and serial killer: Dr. Hannibal Lecter 
arrives on the scene as the hero of a new television series. Learn what could have prevented 
the well-known film story and how he lived in the times when he was a renowned psychiatrist.

bones 

The Latest series had its world premiere on American screens from 16 September 2013 to 
14 May 2014, Dr. Brennan and FBI agent Seeley Booth are married and have a daughter  
- Cristina, living as a family in the same household. However, both continue to proceed in the 
joint investigation of crimes. 

Prime time growth by month 2014 (Shr % 12-54)

Source: TNSJOJ group cme group rtvs
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websites

Websites
One of the few market segments that has registered con-
tinual growth over the past few years is the ONLINE seg-
ment – internet advertising and tools related to this segment.  
For this reason JOJ Media House has concentrated its atten-
tion and investment on online activities in particular.

Thanks to its high quality content and innovative techno-
logical approach TV JOJ is maintains the lead in the sale of  
online advertising. 

We wish to further strengthen our market position and 
therefore we are constantly engaged with technological de-
velopments that bring television content closer to the viewer 
regardless of the device on which they watch it.

In 2015 plan to innovate the main JOJ Group portfolio  
flagship – JOJ.sk.

Internet presentations of TV stations in our portfolio have 
significantly in increased, therefore the time has come to 
move on and set up new processes and trends. 

A complete redesign of the site will bring an airier, clearer 
layout and a modern flat design. More interesting and  
engaging content will give us more scope for an innova-
tive approach to working with the audience. Closer links to  
social networks, interactive audience participation in broad-
casts in real time, and last but not least new ad formats give 
rise to the promise of another small revolution in the field of 
television and online entertainment.

neWs and liFestyle 
Websites
2014 was a breakthrough year for our news portal and its 
lifestyle satellites. 

Thanks to hard work by the whole team the Noviny.sk portal 
became a television website. 

The JOJ Group Online portfolio no longer has just one strong 
“workhorse”, but for the favour of clients is upheld by the 
strong and most importantly – the un-interrelated tandem 
which pushes us further and further every month. 

The Prezenu.sk (forwomen) lifestyle web become a competi-
tive portal and since its creation has strengthened its posi-
tion among the top five women’s websites in Slovakia.

The Premuza.sk (formen) shuffled the cards amongst male-
oriented websites and significantly climbed the ladder of the 
most visited portals.

 the revOlutiOn  
in tv applicatiOns
At the end of 2014 TV JOJ rewarded its loyal viewers by 
launching the ‘Don’t pay for JOJ, JOJ pays you!’ TeleRolo  
application. 

TeleRolo utilises an audio TV analyser that anonymously 
compares the ambient signal with TV JOJ live broadcast 
audio. After each successful analysis the application auto-
matically calculates the amount of time the viewer has spent 
watching JOJ. 

TeleRolo rewards viewers for watching JOJ and was an in-
ternational first, signifying a small revolution in television 
monitoring and viewer interaction in Slovakia.

internet applicatiOn 
develOpment
In this ever developing media market, JOJ Media House  
operates through eFabrica a.s. – of which it owns a 51% 
stake. eFabrica provides technical support for companies 
within the group as well as the development of custom appli-
cations. In 2013 eFabrica developed the social feed applica-
tion – a social network content aggregator that attempts to 
motivate people into online activities for projects that have 
been launched. Its first use for the TV JOJ X factor project 
was more than successful. The xfactor.sk website achieved 
the best results ever compared to the previous talent com-
petition results. 

During 2014 the company carried out many significant activities:

» The noviny.sk news portal redesign which - combined 
with new technologies and added new content – has resulted 
in increased year on year visits by more than 100% 

» The launch of the new tesco.sk website along with a mo-
bile version 

» The implementation of a new voting system for the JOJ 
Group, the result of which is the possibility to run competi-
tions with the option of voting by means of various forms 
– online, SMS and social hashtags

An overview  
of business  
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the outdoor Advertising mArket

 the OutdOOr  
advertising market 
in slOvakia
Developments on the outdoor advertising market lead to 
2014 being characterised as a year of moderate growth in 
expenditures. The presidential elections, Euro parliament 
elections and communal elections all contributed to this 
positive result. Investments on the part of other campaign 
advertisers remained at the same level they had been in 2013 
with only slight growth registered. 

The Akzent BigBoard group focused their attention on im-
proving their advertising platforms, optimising its media 
count and increasing the number of services provided to its 
business partners. One of the priorities for 2014 was consoli-
dating its market position, resulting in these major events:

On the 3rd of January 2014 - the purchase of HANDY  
MEDIA s.r.o. when Akzent BigBoard, a.s. became the 100% 
owner. The company provided its clients its portfolio of ad-
vertising space in the interiors of public transport vehicles. 
The aforementioned acquisition expanded not only the com-
pany’s media portfolio, but also the possibilities for the im-
plementation of transport advertising. 

On the 8th of April 2014 – the establishment of BHB s.r.o, 
which has been building its portfolio of advertising media 
and thus contributing to the diversity of the whole Akzent 
BigBoard group. Based on the above, the group is capable of 
fulfilling the most demanding requirements of sponsors not 
only in terms of volume and types of advertising media, but 
also quality.

On the 1st of December 2014 - based on a decision by 
company management RECAR Slovakia was merged with 
HANDY MEDIA, Ltd. which became part of the group in 
early 2014. The said merger has managed to create an in-
tegrated company providing outdoor advertising not only 

externally (on vehicles), but also in the interior. The move 
contributed to the functioning of the group becoming more 
effective.

In 2014 companies operating in particular in the telecom-
munications, banking and FMCG were among the biggest 
advertisers.

the outlook 

2015 will be the year of expansion of the product portfolio, 
improving the efficiency of the advertising media network 
and strengthening the market position for Akzent BigBoard.

 the OutdOOr  
advertising market 
in the czech republic
2014 on the Czech media market a slight growth in invest-
ments to the level of 5% in list prices according to data 
published by Admosphere. Almost the entire increase in 
advertising investment was absorbed by the segment of tel-
evision advertising which grew by 12%, along with the radio 
segment which grew by almost 4%. The investment growth 
in the television sector was due to the release of the CET 
21pricing policy. Other market segments compared to 2013 
decreased slightly in percentage points.

 On the media market on which JOJ Media House does busi-
ness through BigBoard Praha the situation in 2014 was one 
of stagnation. The overall decline on the outdoor advertising 
market by 1% in list prices only confirms last year’s stagna-
tion. During the year the group focused on consolidating its 
leading market position, improving the quality of its prod-
ucts, not making any significant investments in expanding 
the network of advertising media or dissemination of the 
group itself through acquisitions. Telecom operators are 
shifting their investments into this segment, but the outflow 
is balanced by sponsors operating in FMCG.

An overview  
of business  
activities
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 the OutdOOr  
advertising market 
in austria
Developments on the outdoor advertising market in Austria 
– as in other countries where JOJ Media House does business 
through its subsidiaries - can be described as stagnant. JOJ 
Media House does business through the EPAMEDIA group 
which has been part of the holding since 2012. 

The EPAMEDIA group has undergone significant re-struc-
turalising. Since being incorporated into the holding com-
pany its restructuring process has commenced in order to 
increase economic efficiency, which is linked to the sale of 
its subsidiaries in the Czech Republic, Slovakia, Romania 
and Hungary. This process was completed in 2014, when the 
last subsidiaries operating in the market in Macedonia and  
Croatia were sold. There were no significant changes in the 
Austrian outdoor advertising market last year. Market shares 
did not increase, no strong new competitors were regis-
tered. The largest competitor remains to be Gewista which 
increased its investment into digital media last year. Both of 
the largest players on the market started streamlining their 
network of advertising media. This process has continued in 
2015 in terms of the size of the EPAMEDIA group’s portfolio 
which currently stands at 28 media.

Skupina BigBoard

JCDeucaux

euroAWK

Others

EPAMEDIA Gmbh

Gewista Gmbh

Ankünder Gmbh

58%
18%

10%

14%

40%

52%

8%

 OOH 2014  
individual company  

market shares 

Selected OOH 2014  
company market shares

the outdoor Advertising  
mArket

Source: Admosphere

Source: Management estimates

An overview 
of business 
activities

a n n u a l
r e p o r t
> 2 0 1 4



31

personnel policy
05>

As in any other organisation, at JOJ Media House people 
are an important element in terms of company resources 
and a major element in the success of the group. Therefore, 
the personnel policy is focused on the selection, evaluation 
and motivation of employees who contribute to increasing  
efficiency, achieving the tasks set for the long term and the 
achievement of strategic objectives. The company remains 
one of the major media employers in Slovakia, the Czech  
Republic and Austria. The average number of employees in 
the group fell by 18.74% year-on-year. This drop was caused 
predominantly by the sale of subsidiaries on the outdoor 
advertising markets in Croatia and Macedonia. In 2014 the 
group finished the restructuralisation of the EPAMEDIA 
group. In other countries it recorded a slight decrease in the 
number of employees with regard to increasing the efficien-
cy of human resources.

Slovakia

The Czech Republic

Austria

Chroatia

Macedonia

slovakia  252 

The czech republic  97 

austria  101 

chroatia  9 

macedonia  18 

JOJ media house total  477 

53%

20%

21%

4%

2%

Shares of counties from 
the total amount  
of emloyees up to 

31.12.2014

Overview of the average number of employees per  
media house per country

Overview of the average number of employees per  
media house company
JOJ media house, a.s. 8

slovenská produkčná, a.s.  187

mac tv s.r.o. 7

bigmedia, spol. s r. o. 19

akzent bigboard, a. s. 16

recar slovensko a. s. 3

recar bratislava a.s. 5

big board praha, a.s. 32

czech Outdoor, s.r.o. 19

bigmedia, spol. s r.o. 23

epamedia - eurOpÄische plakat - und aussen medien gmbh 91

heimatwerbung ges.m.b.h 7

r+c plakatforschung und kontrolle gmbh 3

Outdoor akzent s.r.o. 23

Outdoor akzent d.o.o. 9

modern web, s.r.o. 7

akzent media d.o.o.e.l. 18

JOJ media house total  477 

* - EPAMEDIA  - EUROPÄISCHE UND AUSSEN MEDIEN GMBH 

* - HEIMATWERBUNG 

*- R+C Plakatforschung und kontrolle GmbH
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January 3 – the purchase of HANDY MEDIA s.r.o. by Akzent 
BigBoard, a.s.HANDY MEDIA was focused on the provision 
of public transport advertising space.

March 15 – the legal form of modern web s.r.o. was changed 
to eFabrica, a. s. This company covers the group’s business 
activities in the internet, application development, web de-
sign and technical support segments for companies within 
the group. 

April 8 – the establishment of BHB s.r.o, which expands 
the portfolio of advertising media for the Akzent BigBoard 
group.29 May 2014 – the sale of Akzent media d.o.o.e.l.,  
active on the outdoor advertising market in Macedonia to  
a local aspirant.

October 4 – the merger of Public Space Advertising GmbH 
with its parent company EPAMEDIA EUROPAISCHE 
PLAKAT UND AUSSEN MEDIEN GMBH. 

December 18 – the sale of Outdoor akzent d.o.o. – Croa-
tia – this sale meant completion the streamlining of the  
organisational EPAMEDIA EUROPÄISCHE PLAKAT  

– UND AUSSEN MEDIEN GMBH. 

December 31 – the raising of equity in EPAMEDIA  
- EPAMEDIA – EUROPÄISCHE PLAKAT – UND AUSSEN 
MEDIEN GMBH by 17 million Euro through contribution 
to other capital funds outside of share capital.

December 31 – HANDY MEDIA, s.r.o. at the end of the year 
merged with RECAR Slovensko a.s and this combination 
will create a company providing comprehensive services in 
the field of transport advertising.

events oCCurring After the Closing  

of the ACCounting period

January 1 – the JOJ Group expanded to feature a further 
monothematic channel – RiK – which is focused on child 
viewers and is the first subscription channel within the group. 

April 21 – JOJ Media House, a. s. became the 100% owner of 
HARAD, a. s . via which the company owns a 100% stake in 
Radio Services s.r.o. which is focused on providing services 
to radio broadcasters.
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The Company has identified certain risk factors related to  
its commerce and operations. The following risks have been 
identified:

the risk of the CompAny beComing  

dependent on its subsidiAries 

The main business activity of the Company is the manage-
ment and financing of participations in other companies. 
Therefore, the Company is dependent on income from divi-
dends and interest on loans to subsidiaries, and these de-
pend on the success of the Company or its subsidiaries.

the risk of A Crisis, dependenCe on generAl 

eConomiC Conditions And the risk of deClining 

Advertising eXpenditures

Revenue from advertising makes up the majority of subsidi-
ary revenues which are dependent on generally favourable 
economic market conditions. There is the risk that in the 
event of an economic crisis, economic downturn or ad-
verse economic conditions, there will be a general reduction 
in advertising expenditure, with the result being that the  
Company may suffer losses. 

the risk of refinAnCing eXisting loAns  

And funding new proJeCts

The consolidated capital structure of the Company’s figures 
significantly in the range of debt financing which has its 
origins in the pre-crisis period. The Company - within the 
holding - initially chose a more aggressive financial strategy, 
the financial market crisis, however, hindered their rapid 
development. The Company does not wish to eliminate the 
need in the future to again use anything other than their own 
resources to pay for existing or future liabilities. With the use 
of foreign sources of funding there is not only limited ac-
cess to new sources of funding, but also reduced flexibility in 
management decisions coming from the various provisions 
in credit agreements, which aim to protect existing creditors.

the risk of ChAnges in the Advertising  

eXpenditures struCture 

Due to the holding’s focus on television advertising, the 
advertising expenditure structure by the Slovak advertis-
ing market plays an important role in relation to future de-
velopments. According to the Company’s internal analysis, 
historically the most used promotional medium is television 
and outdoor advertising, ranging at around 60-65% of total 
advertising expenditures. There is no guarantee that the tel-
evision advertising market will maintain its current position 
to compete with other advertising media. 

the risk of rAtings deClining

The emergence of competing television stations with attrac-
tive ranges of programs as well as alternative forms of enter-
tainment can lead to an outflow of viewers. The preferences 
and tastes of audiences are changing and the Company runs 
the risk that in this dynamic environment it may inaccurate-
ly estimate the needs of the public. A decline in the audience 
is closely related to declines in advertising revenue, which 
could have a negative impact on the profitability and overall 
development of the Company. 

the risk of Competitive stAtions being  

lAunChed

With the advent of digitisation has made room for new tel-
evision stations which could lead to more intense fighting 
in the media sector and television advertising. Due to the 
relatively simple process of obtaining a license for digital 
broadcasting new companies can enter the market and like-
wise launch new broadcasting stations. Such a competitive 
struggle may lead to a reduction in ratings and the associ-
ated reduction in advertising revenue. 
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the risk of regulAtion

The area of broadcasting and advertising is an area that is 
subject to regulation and in the event that circumstances 
change this regulation, there is no guarantee that such  
a change will not translate into negative economic results for 
the Company. 

the risk of liCense revoCAtion or non-renewAl 

of vAlidity

In the event of violation of the laws and regulations in force 
in respect of television broadcasting, in the extreme cases, 
the competent regulator may resort to withdrawal of the 
broadcasting license and thereby prevent further broadcast. 
Likewise, there is no legal entitlement to an extension of 
the license for its expiration. Since television advertising is  
a key source of income for the holding company, withdrawal 
of the license for broadcasting or non-renewal may have  
a negative impact on the Company’s business. 

teChnologiCAl developments

With the development of new technologies there is a risk of 
lagging behind the competition. Although the media con-
stantly shifts, improves and refines itself, the implementa-
tion of innovation is a financially and operationally difficult 
process that requires not only changes by media companies, 
but also changes by customers (viewers). New technologies 
can cause an outflow of viewers to rival broadcasters or to 
other alternative forms of entertainment, which can result in 
a decline in advertising revenues 

the risk of Competition

The diversification of services offered by companies within 
the holding is observable only in the media sector where they 
are focused alongside television advertising on other forms 
of advertising. There is a risk that in the event of changes 
in the needs of the advertising market, the Company may 
fail to respond flexibly and quickly, which could have the 
potential to reduce revenues for companies within the group. 

the risk of legAl ACtion

Due to the nature of the business within the holding  
companies in the media industry, where it is often through 
competition shocking information and also information on 
the edge of the law appears, it is not possible to exclude any 
litigation faced by the subsidiaries. Any eventual heated liti-
gation may have a negative impact on the financial position 
of the Company. 

the risk of loosing signifiCAnt Clients.

Advertisers - whether in the form of advertising agencies or 
companies themselves as direct advertisers will also consti-
tute the building blocks of business by companies within the 
holding. The loss or termination of these relationships may 
result in a decrease in revenue from advertising. 

signAl trAnsmission risks

The area of signal transmission is relatively concentrated in 
the Slovakia sector. There is a risk that with the advent of 
digitisation distributing companies will get into a stronger 
negotiating position and be more selective when awarding 
new contracts. They also may seek changes in the charges 
from operators of television stations. Lack of signal propaga-
tion for TV JOJ PLUS and WAU program structures could 
lead to a decline in advertising revenue.

the risk of non-renewAl of leAsing ContrACts 

 

Advertising structures are sold to companies operating on 
the market of outdoor advertising are located in areas and 
localities that are not owned by the companies themselves, 
nor are the property of the companies within the holding. 
These are areas which BigBoard Slovakia, BigBoard Prague 
and EPAMEDIA rent. Relationships with landlords are pre-
pared mostly on temporary contracts, so there is a risk that 
after the agreed period of rental that the contract will not be 
renewed, either because of unwillingness to extend the con-
tract by the landlord, or because of other restrictions. There 
is therefore a risk that an adequate replacement advertising 
space to sell advertising space can not be found, which can 
have the effect of reducing revenue from advertising.

nAturAl CAtAstrophes

No industry can avoid natural disasters, some of which 
can have a devastating impact on the operation of all 
companies – be it meteorological, geological or any  
other disaster that could interrupt the signal transmission.  
In the field of outdoor advertising such events may sig-
nificantly damage, even destroy advertising spaces and 
greatly reduce their number. 

the risk of An unstAble euro zone environment

The current unstable situation in Europe and the outstanding 
issues of disproportionately indebted EU members exhibit 
the Slovak Republic and Austria as well as other euro zone 
states to risks associated with the strategy of assistance to 
euro zone states. In the context of strengthening the power 

of (financial) stabilisation mechanism, an increase in guar-
antees arises. In the case of failure of the EU for example 
as with Greece which has the problem repay loans from the 
European (financial) stabilization mechanism, with which 
comes the need for financial assistance from other EU Mem-
ber States - which could affect the business environment and 
cause deterioration of the general economic situation in Slo-
vakia, Austria and the Czech Republic as well as in other EU 
countries upon which the Group is commercially dependent. 
The aforementioned circumstances, as well as all thereby re-
lated regulations, measures and decisions could negatively 
affect the Group’s financial performance. 

the risk of ChAnges in legislAtion

As the market develops, the Company and the overall con-
ditions, national legislation in individual states follows suit. 
The Company has expanded its operations into five countries 
in Central and Eastern Europe and, therefore, identified the 
risk that legislative change. For example; a change in legisla-
tion in outdoor advertising - specific regulations regarding 
changes / limitations on the placement of advertising media, 
their distance from the road etc. Possible changes in the law 
will require additional expenditures for advertising space or 
relocation, ultimately reducing the total number of advertis-
ing media. 

eur/ usd eXChAnge rAte risks

The volatility of exchange rates, primarily the U.S. Dollar 
relative to the Euro, the internal is an internal risk factor that 
affects the Company’s income, especially income from Slo-
vak production. The majority of film licenses and licenses 
for shows that are acquired from trans-Atlantic film studios 
and licensing houses in U.S. dollars (USD). The Slovak Pro-
duction Company (Slovenská produkčná, A.S.), periodically 
enters into forward currency contracts to ensure the EUR / 
USD exchange rate and minimize risk.

risk factors 
and risk 
manage-
ment

EUR/USD developments 2014 Source: nbs.sk
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JOJ Media House is owned by the following companies: 

99.9% is owned by TV JOJ L.P.  
0,1% is owned by Mgr. Richard Flimel 

The registered capital of the company is made up of the follow-
ing shares: 

» Amount: 1 000  
» Type: share capital, by name, 
» Form: certified,  
» Nominal value: 25 Euro, with the issue price of each  
  share at 27.50 Euros. 

The ownership of shares making up the company’s capital 
is divided: 99.9% owned by TV JOJ LP and 0.1% private  
Mgr. Richard Flimel. These shares are not freely tradable.

The company does not own and has not issued securities 
admitted to trading on a regulated market of any Member 
State or States of the European Economic Area. The com-
pany executed two listed bond issues on the Stock Exchange 
in Bratislava a.s. The first issue was to the amount of 25 mil. 
EUR under: ISIN: SK4120008244 series 01 and the second 
issue reached 55 million EUR under: ISIN: SK4120009382 
series 01. 

Within the group they the following bonds were issued 
through BigBoard Praha a.s: ISIN CZ0003502312 bonds 
bear interest with a semi-annual periodicity of payment 
of interest. The nominal value of the issue on the 31st of  
December 2014 was reduced by bonds to the amount  
of 70 milliom CZK (to December the 31st 2013 by 70 mil-
lion CZK).

ISIN CZ0003503153 bonds bear interest with an annual  
periodicity of payment of interest. The nominal value of the 
issue on the 31st of December 2014 was reduced by bonds to 
the amount of 100 million CZK (to December the 31st 2013 
by 100 million CZK).

the generAl Assembly 

The General Assembly is the supreme body of the company. 
The powers of the General Assembly are defined by statute 
513/1991 Coll. of the Commercial Code as amended and 
the Articles of Association. The General Assembly consists 
of all attending shareholders, directors, the supervisory 
board and third persons invited to the offices of the com-
pany and shareholders who convene the General Assembly. 
Shareholders are entitled to attend the General Assembly, 
vote, request information and explanations concerning the  
affairs of the Company or persons controlled by the Company  
related to the agenda of the General Assembly and to present 
proposals. 

Shareholders may exercise their rights at the General  
Assembly through a proxy holder who presents written 
scope of authorization. The exercise of shareholder rights 
is not limited by the statutes. The number of shareholder 
votes is determined by the ratio of the nominal value of their 
shares to the share capital.

The General Assembly makes decisions through a majority 
vote from shareholders present. 

In matters relating to alterations to the increase or decrease 
of capital, mandates of the Board for an increase in share 
capital, the issuance of preference bonds or convertible 
bonds, dissolution of the company or change of legal form,  
a two-thirds majority vote of shareholders present is re-
quired and a Notary Public must provide a memorandum.

A two-third majority of shareholders present is required for 
approval of a decision by the General Assembly on the close 
of trading on the Stock Exchange with the Company’s shares 
and the decisions by the General Assembly on the Company 
ceasing to be a public joint stock company and becoming  
a private joint stock company. 

General Assembly for decision on change of rights related to 
certain types of shares and restrictions on the transferability 
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of registered shares requires the consent of two-thirds ma-
jority of shareholders owning these shares. 

The increase of share capital can be performed by intro-
ducing new deposits upon the subscription of new shares, 
increasing the share capital of the company’s assets, from 
company’s other own resources shown in the separate finan-
cial statements in the equity of the company or a combined 
capital increase. 

Up until the date of preparation of this report the company 
does not own its own shares, temporary certificates, or busi-
ness shares of the parent entity. 

In the 1. 1. 2014 – 31. 12. 2014 period the General Assembly 
was convened as follows: 

On 30.04.2014 the Annual General Assembly was convened 
to discuss and approve the individual financial statements, 
the approval of the consolidated financial statements along 
with the annual report and the proposal for profit distribu-
tion for the year 2013. 

1. The General Assembly took note of the auditor’s report on 
the individual financial statements of 31.12.2013 and made 
the decision to approve them. 

2. The General Assembly took note of the auditor’s report on 
the consolidated financial statements of 31.12.2013 and the 
made the decision to approve them. 

3. The General assembly decided on the proposed distribu-
tion of profits for 2013 to the amount of 471 046.36 EUR (in 
writing four hundred and seventy one thousand and forty six 
Euros and thirty six cents). 

» Transfer to the legal reserve fund to the amount of 5000 
EUR (in writing: five thousand Euros). 

» Offsetting the accumulated loss from 2009 of € 29 632 
EUR (in writing twenty nine thousand six hundred and  
thirty two Euros) offset to the accumulated loss in 2010 
of EUR 4 396.85 Euros (in writing four thousand three  
hundred and ninety six Euros and eighty five cents) 

» Offsetting the accumulated loss in 2011 of EUR 391 424.04 
Euros (in writing three hundred and ninety one thousand 
four hundred and twenty four Euros and 04/100 Euros). 

» Offsetting the accumulated loss in 2012 of EUR 38 093.47 
Euros (in writing thirty eight thousand and ninety three  
Euros and forty seven cents ).

the boArd of direCtors 

The Board is the statutory body of JOJ Media House and is 
authorised to act on behalf of the Company in all matters 
and represents the Company against third parties in pro-
ceedings before courts and other authorities. The Board 
manages the Company and decides on all matters pertaining 
to the Company, unless the law or Articles reserve this com-
petence of other bodies. The Board of Directors carries out 
the commercial administration of the Company and takes 
care of all of its operational and organisational matters. The 
Board is required to ensure the proper keeping of accounts 
and other records, business bookkeeping and other docu-
ments belonging to the Company. Among other things the 
board submits annual individual accounts and extraordinary 
individual financial statements, the proposal for profit distri-
bution, including the determination of the amount, method 
and place of payment dividends and royalties and a proposal 
to cover the losses to the General Assembly for approval.  
The Board also convenes the General Assembly.

The Board of Directors has one member:

Richard Flimel – Chairman of the Board of Directors  
(as of 06.11.2010).

the supervisory boArd

The Supervisory Board is the highest control body within 
the Company. The supervisory board supervises the ac-
tivities of the Board and business activities of the Company.  
The Supervisory Board reviews procedures in matters per-
taining to the Company and is entitled at any time to inspect 
accounting documents, files and records relating to the ac-
tivities of the company and establish the state in which it is 
kept. The Supervisory Board examines the accounts of the 
Company which are required to be prepared under a special 
regulation, the proposal for distribution of profit or cover-
age of losses, and is furthermore required to submit a report 
on the outcome of the General Assembly. In the event of se-
rious deficiencies in the management of the Company and 
in other cases where in the interests of the Company, the  
Supervisory Board convenes the General Assembly. 

Up until the date the annual report was published the Supervi-
sory Board was made up of three members:

Mgr. Marcel Grega - Chairman of the Supervisory Board 
(as of 06.11.2010), 
Ing. Radoslav Zápražný - Member of the Supervisory Board 
(as of 06.11.2010), 
János Gaál - Member of the Supervisory Board  
(as of 17.10.2011).

the Audit Committee

The Company has an established audit committee. The Com-
mittee monitors the preparation of financial statements and 
recommends approval by an auditor to audit the accounts. 
Other functions of the Committee are defined by law and 
the Articles of Association. The Audit Committee consists 
of three members, appointed and dismissed by the General 
Assembly on the initiative of the Board or Shareholders.

Up until the date the annual report was published the audit 
Comitee was made up of the following three members:

Ing. Eva Matiašková, 
Ing. Ján Kliment, 
Mgr. Otília Danišová.

The Code of Corporate GovernanceJOJ Media House is 
fully aware of the importance of maintaining the principles 
of Corporate Governance. The Board declared the princi-
ples of the Code of Corporate Governance in Slovakia on 
21 March 2012. The declaration contains complete informa-
tion on methods of management, as well as information on 
derogations from the Code of Corporate Governance. All 
this information is published on the www.jojmediahouse.sk 
website.

other AdditionAl detAils

JOJ Media House and the companies, which it includes in 
the consolidation, did not incur any costs for research and 
development in 2014.

The JOJ Media House group does not have any branches 
abroad.

Slovenská produkčná uses forward currency contracts, 
which provide financial downside risk of the U.S. dollar 
against the Euro. The diversified funding of the group is gov-
erned by financial and credit risks financial flows and liquid-
ity parameters are monitored at regular intervals

The internal control group ensures regular monitoring of the 
financial plan and the overall financial situation.

The transferability of the debt securities issued by the  
Company is limited. The Company has not entered into any 
agreements which take effect, alter or expire due to a change 
of the control situation in relation to any potential takeover 
bid. 

The Company has not entered into any agreements with 
members of bodies or employees under which they would 
be entitled to compensation if their position or employment 
is terminated by resignation, dismissal of the employee,  
being recalled, dismissal without cause or their position or 
employment ceases to be because of a takeover bid.

The company does not engage in activities that have an im-
pact on the environment and have a significant effect on  
employment.

Administra-
tion and 
manage-
ment
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organisational 
structure

09>

sk mediA Cz mediA At mediA
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proposed distribution 
of profits or loss  
settlement

10>

The proposed distribution of profits or loss settlement for individual JOJ Media House a.s. financial statements for 2014 to the 
amount of 105 851 EUR is decided by the General Assembly. 

» The proposal by the statutory authority to the General Assembly is as follows: Transfer to accumulated losses from prior years 
amounting to - 105 851 EUR 

The profit or loss of subsidiaries is decided by the owners / shareholders of each company.
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social  
responsibility

11>

The TV JOJ Foundation was established on 18.6.2007 and 
in August of the same year started to carry out its mission 
as per its motto: “Helping those who try”. The Governing 
Board designated certain areas which were defined as the 
core objectives upon its establishment. 

» Paediatric oncology 

» Gifted children 

» National cultural heritage 

» Individually designated humanitarian aid for individuals  
or groups of people 

The foundation fulfils its purpose in particular by provid-
ing funds through donations and grants to individuals, 
non-profit institutions, non-governmental organisations, 
educational institutions, municipalities and other asso-
ciations providing public services. During its existence the 
Foundation has handed out more than 1 000 000 Euros.  
The Foundation has a 9-member board of directors consist-
ing of members of TV JOJ staff. The statutory authority is 
Foundation administrator Vladimir Fatika, executive man-
ager Ľuboš Sarnovský and Foundation controller Marcel 
Grega.

OvervieW OF 2014  
activities
pAediAtriC onCology 

The main mission in this area, as in the previous year, is to 
improve the quality of life for hospitalised children with 
cancer and to help specific families. We secured ad hoc  
assistance for families with children with cancer to the value 
of more than 1000 euro. 

gifted Children 

The main mission in this field was to help gifted children. 
This was predominantly a nationwide project known as 
“Seeking out young sports talents in Slovakia”, in which a jury 
chose 7 finalists who were awarded a present to further de-
velop their sporting activities and three sports clubs which 
also received a donation for the development of talented 
players. The Foundation donated 15 000 Euro. 

The aim of the project is to create conditions for promising 
athletes in the 10-15 year age group so that they could qual-
ify for major international sporting events, and successfully 
represent Slovakia at the age of 15 to apply for inclusion in 
the Slovakia Junior Olympic Team, which is coordinated by 
the Slovak Olympic Committee. 

The Foundation also provided support for walker Nikoleta 
Abbatantuon who has represented Slovakia for many years 
with the sum of 765 Euros.

nAtionAl CulturAl heritAge

The TV JOJ foundation additionally supported a two-
part documentary on Josef Gabčík named “Josef Gabčík:  
We destroyed Hydrich”, which was completed and premiered 
on the anniversary of the assassination.

In October 2014 the broadcasting debut of the 14-part 
“Neumlčaní” (Unsilenced) documentary series began.
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The Foundation further provided financial support to he 
amount of 100 104 Euros for the following: 

» The ‘Seventh heaven’ project supporting 17 families with a 
total of 76 404 Euros, a further 19 families will be supported 
by the Foundation during 2015 with a total of 50 556 Euros 
(this project dealt with the category of gifted children, pae-
diatric oncology and help socially weaker segments of the 
population). 

» Support for kindergartens to the amount of € 500

» Support for the “Gifted Christmas” project for vulnerable 
members of society to the amount of 20 000 Euros. 

» Support for the rehabilitation of a handicapped boy to the 
amount of 3200 Euro.

plAnned ACtivities for 2015

In 2015 we plan to continue with he Foundation’s activities 
and successful projects, whilst also preparing the following: 

» A 5 year project for gifted children named ‘Seeking out 
young sports talent’ via which 10 talented athletes will be 
awarded. 

» Support for mothers in need through the Mother’s Day 
project» Support for oncology patients 

» Support for handicapped children 

» individually designated humanitarian aid for individuals 
or groups of persons prepared through continuous public 
collections that can be used immediately in emergency situ-
ations such as fires, floods, landslides and so on. 

» Support for organisations caring for abandoned and 
abused animals and ensuring their adoption as part of the 
‘animals’ project. 

» Support for stories from 2014’s seventh heaven project 
and for new stories from September 2015.
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Individual and consolidated financial statements for 31.12.2014 are issued in accordance with special regulations while pro-
viding a true and fair view of the assets, liabilities, financial position and profit or loss of the Company.

Mgr. Marcel Grega
Member of the Supervisory Boardy

Mgr. Richard Flimel
Chairman of the Board of Directors

Announcement  
by the Company 
board of directors
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