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2016 AT

A GLANCE

@
CHANNEL OF THE YEAR -
BROADCAST AWARDS

CHANNEL OF THE YEAR -
EDINBURGH INTERNATIONAL
TELEVISION FESTIVAL

DIVERSE COMPANY OF THE YEAR -
MNATIONAL DIVERSITY AWARDS

TV SALES TEAM OF THE YEAR -
CAMPAIGN MEDIA AWARDS

BRAND OF THE YEAR -
MARKETING SOCIETY AWARDS

Creative success

The Rio 2016 Paralympic Games
— the biggest ever overseas
broadcast in Channel 4 —was 2
huge success, while returning
hits and new programmas
resonated with viewers across
the schedule. This resulted in
record scores on Channel 4's
audience reputational trackers
— the majority of the trackers are
at thair highest or joint highest
aver lavels.

Record

We invested a record

£695 millicn in content this
year, of which £501 million —
another record — was spent

on eriginations. Our supply
base was broadened, with 317
companies providing our TV, film
and digital media commissions,
and £1&9 million spent on
programming from the Nations
and Regions.

£690m

total content spend — 10% higher than our

previous record

Record

£001m

spent on originated content
across all services +10%

Worked with

317

suppliers

327

awards

£169m

spend on production companies outside

of London



Financial stability

We reported a pre-tax deficit
of £15 million in 2014, as we
drew on our content reserves
in order to sustain record
content investment spend and
prioritise projects such as the
Paralympics, despite market
slowdown in the latter part of
tha year.

At & time of continuing audience

fragmentation, our portfolio
audience share was down

by just 0.1 percentage point,
and reach fell by the smallest
amount since 2011 (0.3 points).

We saw 24% growth in digital
revenues this year, highlighting
the continuing prominence of
this revenue stream.

£990m

corporate revenue and cash reserves

of £215m

10.9%

viewing share across the portfolio

24,

growth in digital revenues

620m

programme views
initiated on demand
+21%

Innovation and
sustainable future

Our digital stratagy continued
to evolve in 20146, with 14.9
million people in the UK
registered with All 4 by the end
of the year, including more than
50% of all 16-34-year-olds.

TV viewing continued to grow
on All 4, which became available
on more platforms this year:
£20m programme views (+21%
year on year) were initiated on
the platform in 2014.

14.9m

viewers registered with All 4

Over

16-34s in the UK registered with

£14m

of £20m Growth Fund
committed

Channel 4




OVERVIEW

THE REMIT

AND MODEL

Channel &4's public service remit
drives all that we do - agreed

by Parliament and enshrined

in legislation, it provides the
framework for how we operate
commercially and creatively.
Our remit commands us to be an
alternative voice in Broadcasting,
giving us a unique and important
role in the British cultural
landscape.

The remit, which has evolved and been refined in legislation since 1982
combines a number of elements. It requires Channel 4 to be innovative,
to inspire change, to nurture talent and to offer a platform for alternative
views. It also requires us to not just provide Education content for
14-19-year-alds, but to provide content with an editorial tone that is
educational in programmes from other genres, including Factual.

It applies across all genres and services, Channel 4, E4, Mored, Filmd,
dseven, All  and digital projects. Channel 4 must also meet a set of
specific quantitative licence obligations, set and monitored by Ofcom,
for news and current affairs, original production, regional production,
subtitling and audio-description services and much else besides.

The Statement of Media Content Policy (pages &0 to 87) was introduced
to enable Channel 4 to report on the fulfilment of its public service remit.
The idea is to look acrass the full range of services Channel 4 offers and,
in this report, provide a transparent and comprehensive account of our
delivery of the remit.

The component parts of the remit are included against each chart and
case study contained in the report s an indication of how we have
delivered the remit across the yaar.

Some rounding differences may occur in the presentation of the metrics.
A detailed breakdown of the remit, along with background to the
selection of public value measures and changes to metrics, can be found
in the methodology document that accompanies the report. All audited
metrics in the document are identified with 2 remit icon, as indicated
oppaosite.

The evolution of our remit

Launch of Channel 4
Appeal to tastes and interests not generally catered
for by ITV:

* Educational

* |nnovation and experiment

= Distinctive

» High general standard

s Wide range of subject mattar.

Communications Act
S.2485 (3) of the Communications Act 2003 sets out
Channel 4z public service remit as follows:

= High-quality and diverse programming

* [nnovation, experimentation and creativity in the form
and content of programmes

s Distinctive character

* Appeals to tastes of a culturally diverse society

s Make programmes of an educational nature and schools
programming/provide educational content for teens.

Digital Economy Act

= High-quality and diverse programming

* [nnovation, experimentation and creativity in the form
and content of programmes

» Distinctive character

s Appeal to the tastes and interests of a culturally diverse
society

s Make programmes of an educational nature and schools
programming/provide educational content for teens

In addition, the DEA 2010 introduced new media content
duties as part of Channel 4's primary functions:

s Support the development of people with creative talent,
in particular people in the film industry and at the start of
their careers

s Supportand stimulate well-informed debate

* Promote alternative views and new perspactives

* Provide access to material that inspires people to make
changes in their lives

* Work with cultural organisations

s Make a broad range of relevant media content of high
quality via different types of communications networks

s Appeal to the tastes and interests of alder children and
young adults

* Make relevant news content

* Make relevant current affairs content

* Make, distribute and broadcast high-quality film
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YOUNG ADULTS
NEWS
NURTURE
TALENT
FILM
STIMULATE DEBATE .
INSPIRE
CHANGE WORK WITH
CULTURAL ORGS

ALTERNATIVE VIEWS



OVERVIEW

CHANNEL 4
IS A CREATIVE
GREENHOUSE

Our overall role is to champion
innovation in TV, film and digital -
nurturing and growing new ideas,
formats, views and voices, faces, talent,
audiences and production companies.

CREATIVE
GREENHOUSE

We're a greenhouse for new creative

CHALLENGER and digital ideas of significant

economic importance.

Our overall contribution to the UK's
creative economy is notable given our

We're a challenger brand in relative size in the marketplace.

broadcasting, encouraging high
standards across the industry.

Qur investment in UK-originated
content is rising, set against declining
investments in PSB elsewhere.

Our existence is important in providing
plurality in genres that deliver public
good, where it is important that
audiences have a choice of distinctive
provision, such as News and

Current Affairs.

We're at the forefront of innovation
and harnessing new technologies
and in the premier league of
international creativity.

We grow small businesses across the
whole of the UK and our formats are
successful around the world.

We have a track record of commissioning
more programme ideas than any other
public service broadcaster ('P5SB’) and
spend more with independent producers
than any other channel.

CATALYST FOR
SOCIAL CHANGE

Being ahead of the market again
and again not only has kept viewing
share stable, but also keeps others

We inspire citizenship, especiall
on their toes. A iy Y

among hard-to-reach audiences.

We have a greater impact than any
other UK broadcaster in making
audiences think, giving diverse
viewpoints and inspiring change

in people’s lives.

We have a stronger relationship with
young people than any other PSB in
the world.

And we're a world leader in bringing
diversity into the mainstream.



Gragson Perry

@

Channel 4 fulfils national

social and economic priorities,
including supporting SMEs, Our model
growing businesses across the

The UK broadcasting ecology iz the result of enlightenad

UI{ Stiﬂ'IUlating innovation intarvantion by politicians and regulators. It's a carefully
’ . . . balanced mix of different organisations, with different
and prumut"‘]g d|uer5 |tg_ missions, business models and governance structures

that has made UK broadcasting a worldwide success.

Within this ecclogy, Channal 4 is a government-owned,
self-zustaining social enterprise, raising commercial revanues
from the market and reinvesting surpluses back into British
content from UK indepandent producers.

We do this through crossfunding commercially challenging
genres such as News and Current Affairs, and Education with
revanues from commercially profitable programming, like
Factual Entertainment.

pusLIC IMPACT [

SMALLER AUDIENCES,
HIGH PUBLIC IMPACT
PROGRAMMES

HIGH RATING, HIGH
PUBLIC IMPACT

PROGRAMMES

()

.......................................................... COMMERCIAL VALUE n

PURE
ENTERTAINMENT
PROGRAMMES

®= CROSS-FUNDING



REMIT PERFORMANCE

Channel 4's remit to stand up
for diversity and inspire change
in people's lives drives us to
take on creative risk and
challenges that others wouldn't.
The Rio 2016 Paralympics
exemplifies the kind of creative
alchemy that our remit

can trigger.

©
YES I CAN AWARDED:

CAMPAIGN MAGAZINE'S
CAMPAIGN OF THE YEAR

SHOTS MAGAZINE'S
GLOBAL AD OF THE YEAR



London 2012 was a watershed moment

for Paralympic sport, and the Rio 2014
Paralympics went even further in raising
the profile of disability sport and positively
improving public perceptions of disability in

the UK and around the world.

It also established a new international
benchmark for Paralympics coverage. The
UK is now considerad an exemplar Tor its
approach to the Games by the International
Paralympic Committee and Channel 4 has
shared this success story with broadcasters
around the world since the 2012 Games.

Preparing for Rio 2016 following the success
of London 2012 was no small order, however
we saw it as more of an opportunity than a
risk — because taking creative risks pushes
boundaries in the pursuit of positive change,
which iz part of Channel 4's DNA.

MARKETING THE GAMES

As part of our ongoing 3607 Diversity
Charter, we made 2016 our Year of Disability,
with tha Paralympics at its centre. We
decided the marketing focus for the Games
would be about making this more than just
a sporting event, using it as an opportunity
to fundamentally change public attitudes
towards dizabled people.

We took an early decision to celebrate
the achievements and abilities not just of
elite athletes, but also everyday dizabled
members of the public. Taking the
Paralympic spirit and celebrating ability in
the widest sense.

“THEY'RE EDGY, FUNNY AND, AT
TIMES, BORDERLINE OFFENSIVE,
BUT THREE COMICS WHO HAVE
DOMINATED CHANNEL &'S
EVENING SCHEDULE OVER THE
LAST FORTNIGHT MIGHT HAVE
ACHIEVED A BREAKTHROUGH FOR
A SUBJECT THAT IS NOTORIOUSLY
HARD TO TACKLE."

THE OBSERVER
(THE LAST LEG)

L
OF OUR ON-AIR PRESENTING
TEAM WERE DISABLED.

>40m

VIEWS ACROSS ALL SOCIAL
PLATFORMS.

The result was a three-minute film featuring
140 disabled people with a band specifically
created by Channel 4 and assembled from
across the world. At its centre was a group
of disabled musicians who re-recorded
Sammy Davis Junior's “Yes | Can'in a
musical extravaganza.

The marketing campaign was the most
accessible campaign ever produced by
Channel 4. Signed and subtitled and audic
described versions of the main film ran
acrass the Channel 4 netwerk, in cinemas
and on YouTube and Facebook. We also
partnered with a range of brands to offer
the public the most accessible ad break

in history.

«  74% felt the campaign will help people
feel more comfortable to talk to those
with a disability

s 75% said the campaign will help people
feel more comfortable talking about
disabilit

. T5% saici(the film had opened their
eyes to what disabled people can be
capable of

Its impact has been felt beyond the UK
audience with Australia’s Channel 7 using
the campaign as part of their own promotion
of the Paralympic Games coverage and

both the US State Department and the
United Mations using the campaign as part
of dizability initiatives. The advert has also
been played in schools across the UK and
the world.

48%

OF THE UK POPULATION
REACHED WITH OUR
PARALYMPIC COVERAGE

(-]
1.8m

APPEARING IN HALF OF THE
UK’S FACEBOOK FEEDS AND
WITH OVER 1.8 MILLION SHARES,
"YES | CAN' WAS THE MOST
SHARED OLYMPIC/PARALYMPIC
AD GLOBALLY THIS YEAR.

OUR RIO COVERAGE

Taking on the ratings challenge of an away
Games with a notable time difference, we
broadcast more than 700 hours of coverage
across all TV and online platforms, including
the opening and closing ceremonies live

in full.

* ‘fiewing share among 25-34-year-olds
was up +5% vs London 2012

s Audience share for September was up
50% on its average for the same time last
year

* Coverage was watched by nearly half of
the UK population

s 79% said Channel 4's coverage of the
Paralympic Games improves sociaty’s
perceptions of disabled people

* 5B% said the Paralympics coverage made
them feal more positive about Channel 4

The highly popular The Last Legwas
broadcast live every night from Rio with
regulars Alex Brooker, Josh Widdicombe
and Adam Hills taking viewers through

the sporting highlights of the day. The
programme proved highly successful with
ycnungrpe-clple, and also proved an impactful
way of engaging audiences with the sports
coverage. We alzo innovated with exclusive
digital content on All 4 and more onling
streams of live sport than ever before. Cur
coverage included a brand new animated
LEX] — the revolutionary on-screen graphic
which explains the complex classifications
of Paralympic sport — voiced by actress
Julie Walters.



REMIT PERFORMANCE

2016

PARALYMPICS
CONTINUED

In addition, this was the most accessible
Paralympics yet for dizabled viewers, with
subtitles available across all the Paralympic
coverage across all of linear, and some non
linear platforms, and live audio description
and signing of the opening and closing
ceremonies simulcast on 4seven. There were
also audio described and signed editions

of The Last Leg available each evening on
dseven soon atter the live broadcast.

A PLATFORM FOR NEW TALENT

This year, we went even further in our
commitments to the diversity of our on

air and production teams. As part of
Channel 4's Year of Disability commitments
in 20146 we announced plans to increase
both on and off-screen representation of
disabled people across the schedule.

On screen, we assembled the largest

ever team of disabled presenters on UK
television: two-thirds of our presenting team
had a disability. The team included, 2012
stalwarts Ade Adepitan and Arthur Williams,
who was discoverad through our talent
search in the run up to the London games,
The Last Leg star Alex Brooker, Breaking
Bad actor RJ Mitte, and broadcastar Sophie
Morgan and ex-commando JJ Chalmers,
who were brand new presenters. 73% of
viewers said they enjoyed the fact that
disabled presenters were on screen.

In addition, more than 15% of the
Sunzet+Vine production team ware people
with disabilities — most of whom were brand
new talent identified and nurtured through
Channel 4's ground-breaking training
schemes. Following its success in 2012,

we brought back our Paralympics Training
Scheme. The scheme gives people with
dizabilities an opportunity to start a career
working in television and digital media,
recruiting entrants via 4Talent through
adverts online and on air. Of the 24 original
trainees, 18 went to Rio: the majority secured
future employment or continued their
training contracts after the scheme finished.

SUPERHUMANS WANTED

The advertising industry faces its own
challanges when it comes to representing
tha diversity of Britain. Our own commitmant
to diversity aimed to help the ad industry

to combat this: we launched a £1 million
Superhumans Wantad competition

to encourage advertisers and brands

to reflect disability in their adverts.

Winners Maltesers® launched their ad
campaign that champions diversity and
disability: three TV ads featuring disabled
actors in the lead roles. The ads were first
broadcast during the opening ceremony

of the Games; one of the adverts was aired
using British Sign Language. The campaign
was a huge success, with Maltesers
announcing that the ads pre-tested better
than any campaign they had run for six years.

We also partnered with seven advertisers

Students taking the new Media
Studies GCSE and A-level courses
from exam board AQA will study
the representation of particular
groups and communities in the
media. The exam board has
named Channel 4's Paralympics
coverage as one of the best
examples of how the media

can represent people with
disabilities, and recommended
it for study as part of these
qualifications.

to deliver the most accessible ad break

in history with each ad fully signed by

deaf artist and actor David Ellington and
broadcast during The Last Leg: Live from Ric.




“AS SHOWN WITH ITS
OUTSTANDING COVERAGE OF
RIO 2016, CHANNEL 4 CONTINUES
TO SET THE INTERNATIONAL
BENCHMARK FOR HOW PARALYMPIC
SPORT SHOULD BE COVERED BY
A BROADCASTER. THEY LEAD
THE WAY BOTH ON AND OFF
THE SCREEN.”

SIR PHILIP CRAVEN
IPC PRESIDENT




OUR WORK IN THE
Nl;-\TIONS AND

REGIONS

Channel 4 works with many
creative businesses and talent
across the UK, and we provide
a platform for diverse voices
from across the UK through
our programmes.

Extreme Makeovers: On Fleek

Cur investment in the Nations and Regions
spans not just TV production, but also film
and digital content. We back local expertise,
investing and partnering with businesses,
education institutions and regional agencies
to develop talent and skills and support
creative SMEs to start and grow.

Tha Channel 4 portfolic attracts a greater
share of young audiences across much of
tha UK, including Scotland, Northarn Ireland
and many Englizh regions, in comparison

to Londeon.

The adjacent map sets out just some of the
waork that we do across the UK, which includas:

+ Production in the Nations and Regions
—gpanning film, TV and gamas

+ Portrayal - showcasing people, places,
communities and parspectives from
across the UK in our most popular series,
right threugh to feature films -

+ Sood-funding creative SMEs - from

W
Alpha Fund investmant in creative 0
devalopment, pilots and key new 55 I 3000
staff positions to investing in regional 0

independent production companies OF THE FIRST-RUN ORIGINATED  JOBS SUPPORTED IN THE
through our Indie Growth Fund PROGRAMME HOURS (+2PTS) NATIONS AND REGIONS
+ Partnerships to develop talent and CAME FROM SUPPLIERS IN THE (APPROX.)

skills - from partnaring with regional MATIONS AND REGIONS
production companies on paid, practical
training schames to working with
univarsities to develop specialist skills for
the creative industrias

W b
APPROX
+ Outreach —from monthglcommissioner u
briefing sessions across the Nations and (1] E 1 5 bn
OF THE VALUE OF FIRST-RUN .

Regions to our C4 Pop Ups

ORIGINATIONS (+1PT) CAME SPENT ON CONTENT IN THE
FROM SUPPLIERS IN THE NATIONS AND REGIONS IN THE

NATIONS AND REGIONS LAST 10 YEARS




| Hollyoaks
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Travel Man

Haroas of Helmand: The
Eritish Army's Grest Escapa

Barn To Ba Dif farant

® PRODUCTION IM THE
MATIOMNS AND REGIONS

TELEVISION AMD ONLINE

CONTENT

* My Kitchan Rules -
Birmingham
{7 Wonder Productions)

*  Joe Wicks: Lean in 15 -
Birmingharm (Full Fat TV)

*  Travel Man — Birmingham
{Morth One)

* Patricia Routledge's
Beatrix Potter - Lead:
{Daisybeck Studios)

* Hollyoaks - Liverpcol
{Lirme Pictures)

* Dispatches - Manchester
{Mine Lives Madia)

* Breaking the Silence -
Leeds (Trus Morth)

* Britain's Ancient Tracks
with Teny Rebinsen -

Eelfast {DoubleBand Films)

* Extreme Makeovers:
On Fleek - Belfast
{Big Maountain)

* Winnie-Tha-Pooh:
The World's Most
Famous Bear— Glasgow
{Finastripe Productions)

* Location Location Location

— Glasgow [IWC Meadia)
* Fill Your House for Fres
with Gek - Glasgow
{Raise the Roof)
* Unreported World -

Brasking tha Silancs

Oxford [Quicksilver Media)

Born To Be Different -
Brighton {Ricochet)

Heroes of Helmand:

The British Army's Great
Escape — Bristol [Testimaony
Films)

Pesh Pawn — Cardiff
[Boomearang)

IPC Athletics European
Champicnships: Grossato

2016 - Cardiff (Boomerang)

FILM& SHOOTING LOCATIONS

AL
L]

A

The Lebster - Republic
of Ireland

Macketh - Scotland
Free Fire - Brighton
Dark River — Yorkshire
Journayman - Sheffield,
Leicester, Doncaster and
surrounding areas

T2: Trainspotting -
Edinkurgh

Old Boys - Sussex
Beast — |sle of Wight

L & GAMES COMMISSIONS

Trusted Developmeants —
Oxfordshire

BigBit — Brighton
Strawdog Studios — Darby
PaperSeven — Brighton
Lucid Games — Liverpoal

HIGHER EDUCATION
PARTHMERSHIPS AMD PTS
LOCATIONS

Big Mountain - Belfast
Waddell Media - Ealfast
Full Fat TV - Birmingham
De Montford University —
Leicester

Bournemauth University —
Bournemouth

University of Abartay —
Dundes

OFFICES

MAMCHESTER, GLASGOW,
LONDOM (HEADQUARTERS)

(o]

OUTREACH ACROSS THE UK

C4 POP UPS

Cardiff
Belfast
Doncaster
Corby

INDEPENDENT PRODUCTIOM
COMPANY BRIEFINGS

ooooooooo*

Glasgow
Belfast
Cardiff
Mewcastle
Manchester
Bristol
Leeds

PORTRAYAL

The Secret Life of tha Zoo
Ireland with Ardal O"Hanlen
Amazing Spaces

Corme Dine With Me
Gogglebox

Fourina Bed

Paul Merton's Secret Stations
MNe Offence

Grayson Parry: All Man
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INVESTMENT
IN QUALITY

We have a dual purpose

at Channel 4: to deliver
our public service remit
creatively and to be
commercially self-sufficient
and sustainable.

We deliver this dual purpose through
high-quality TV, film and digital content
that spans a range of genres, from original
Crrama to a strong slate of returning Factual
and Entertainment series, and we continue
to strike a balance between the creative

ideals and commercial forces that drive us.

Our commercial model has been about
more than sustaining our own business.

It's just as much about strengthening our
sector and creating impactful, distinctive
content that draws in sizeable audiences.
Ouwr trailblazing coverage of the Paralympics
iz exemplary of this approach: high-quality
content that challenges audiences to think
differently, promotes diversity, changes
perceptions around disability and that has a

huge commercial impact.

Our investment in content has been rising
year-on-year, as further demonstrated in
2015 with our record content spend levals.
Once again we have shown how our unique
madel allows us to crozzfund innovative
content, as profits from commaercially
valuable programming have been invested
in content that is loss-making, but which has
clearly delivered remit value and made a
positive impact in the UK and beyond.

PR




REMIT PERFORMANCE

INVESTMENT

IN QUALITY
CONTINUED

“BRILLIANT...IT'S
REALTO THE CORE.”

THE GUARDIAN
(NATIOMAL TREASURE)

National Treasure

The distinctive drama National Treasure was
a timely examination of sexual misconduct
in the werld of fame, sex and power. Paul
Finchley is a cherished household name
with a career that spans several decades

- a bena fide national treasure. That

is, until accusations of historical sexual
offences arise, tarnishing the life he once
knew and resulting in his, and his family's,
world being shaken to its foundations.

This four-part series starrad BAFTA winnar
Robbie Coltrane (Harry Potter), BAFTA
and Golden Globe winnar Julie Walters
{Indian Surmmers), BAFTA nominee Andrea
Riseborough (The Devil's Whora), BAFTA

winning Diractor Marc Munden (The
Devil's Whore and Utopia) and Channel 4
alumnus and BAFTA-winning Writer Jack
Thorne (Harry Potter and the Cursed Child,
This is England).

Garnering critical acclaim and rave reviews
from viewers, this chilling depiction of reality
sheds light on real-lifs recent revelations
within the media industry in a brave and
compassionate manner, demonstrating

how drama can be used to give insights into
real-life headlines. Launching with 4.3 million
viewers, Mational Treasure was Channal 4's
third biggest criginated Drama launch for
more than a decade.

Creating strong returning series

2016 was a year where our investments in
creative renewal bore more fruit, further
establishing a strong schedule of returning
hits that deﬁ'wer our remit while also
attracting large audiences. These series
—the result of creative experimentation
and innovative use of formats - have
been nurtured to become stalwarts in
the schedule. Around half of Channel 4's
top contributors to share in 2015 were
commissioned from 2011 enwards.

545 Who Dares Wins

We have continued to showcase Britain in all
of its diversity in many of our most popular
hits: Humans, Gogglebox, First Dates, The
Secrat Life of 4, 5 and & Year Olds. We made
a bold commant on modern lifestyles and
our reliance on tachnology by challanging
the limits of human endurance in The Island,
SAS: Who Dares Wins and Hunted.

While wa've launched many successful new
shows, we've also experienced audience
arosion on zome longer running titles.
Commercial hits like Come Dine with Me and
Dieal or No Deal have seen viewing daclines
while some established documentaries

like One Born Evary Minute are down. We
are focussed on succession planning in

all genres.

These series, all pillars in our schedule,
capture stories about modarn Britain that
our audiences keep coming back to, taking
contempeorary issues and placing them
right in the mainstraam.



Film4 strategy

Filmd4 is one of the most vital supporters of

film in the UK, developing and co-financing
films, and with a track record of working
with the most distinctive and innovative
talent working in the UK.

In February 2016 we announced a change
in our stratagy. Our kay role as a talent
incubator, finding and taking rigks on new
voices, remains very much part of our
DMNA. However in order to mirror the self-
sustainable model succassfully employed
in other areas of Channal 4, going forward
wa will invest more boldly in our commercial
projects to maximise our profit share, so
underpinning any losses on ourriskier
Emjacts. To this end, we announced a majer
ooct to Filmd's funding from £15 million to
£25 million, with the aim of maintaining this
in future years. The first film to benefit from
this model was Three Billboards Outside
Ebbing, Mizsouri, financed on a 50/50 basis
by Filmd and Fox Searchlight Pictures.
American Animals and Fighting with My
Family, which both recently completed
shooting, are further examples of this new
modal of financing, and Film4 will lock to
finance mare films in this way with studios or
financing antitias.

"(FILM4 IS)
A MOVIE
POWERHOUSE."

LOS ANGELES TIMES

£22.4m

SPENT ON FEATURE FILM
PRODUCTION AND
DEVELOPMENT IN 2018

Freefine

£690m

total content spend +10%

10.5%

viewing share across the
TV channel portfolio -1%

70%

of total viewing across main
channel, E4 and Mored to
network originations +2pts

83.9%

of all TV viewers reached

every month across
Channel 4's TV channels
-0.3pts

YOU CAN FIND MORE OF THIS
DATA (AS WELL AS COMPARATIVE
DATA) AND EXPLANATORY
MARRATIVE FROM PAGE 60

We will seek to maintain overall

spand on programming despita
year of predicted uncertainty in
the markat.

2017 will see the fruits of cur
investment in scripted content
hit screans, including Phillip

K Dick's Electric Dreams, as
well as comedy series Loaded
and drama Bomn to Kill, which
explores peychopathy and
coming of age.

£684m

spend on programming across TV
portfolio +10%

4%

of the main channel peak-time schedule

devoted to first-run originations +2pts

£501m

spent on originated content across
all services +10%

9.3hrs

of first-run originations every day on
average across the C4 portfolio +12%

3,410hrs

of first-run originations across the
portfolio +13%

All Ofcom quotas
met or exceeded

Film4 will continue to investin
proven, quality filmmakers with
unique vision who want to make
films for international audiences.
Film4 backed films launching in
2017 include Martin McDeonagh's
Three Billboards Outside
Ebbing, Missouri, and Cannes
Competition entrias The Killing
of the Sacred Deer, from Yorgos
Lanthimes and Lynna Ramesay's
You Wera Never Really Here.
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INVESTMENT

IN QUALITY
CONTINUED

We're Going
On A Bear Hunt

We're Going on & Bear Hunt formed the
centrepiece of Channel 4's 2014 Christmas
schedule. Produced by the makers of the
acclaimed The Snowman and The Snowdog
animations, and based on the much loved
bedtime book by Michael Rosen and

Helen Oxenbury, the 30 minute animation
featured the voices of Olivia Calman,

Parn Ferris and Mark Williams.

Arare example of hand-drawn Britich
animation, the film took 18 months and

a craw of %4 people to make, including
30 animators responsible for mare than
35,000 hand-drawn and colourad frames
of animation. It was a huge hit, bacoming
the our most-watchad show of 2014,

with a total of almost 6.8 million viewers.

The film particularly appealed to younger
viewars — with a 28% share of 10-14-year-
olds and a 80% share of all 4-F-year-olds.

A quarter of the viewers to the animation
ware aged batween 4 and 15. The film was
alzo accompanied by an interactive gama
that placad children within the story; inviting
them to swish through the grass, splosh
through the river and tiptoe into the cave.
The game reached number thres in the
paid iPad games chart in the week following
its launch.

We're Galng on a Bear Hunt

OUR MOST-WATCHED
SHOW OF 2016.

6.8m

“CHRISTMAS'S MOST MAGICAL
TV SHOW... ENCHANTINGLY
BROUGHT TOLIFEIN A
CHARMING ANIMATED FILM."

DAILY MAIL
(WERE GOING ON A BEAR HUNT)

Wi're Galng on a Bear Hunt



e
Sport

Formula 1

At the end of 2015 Channel 4 signed a
three-year deal to become the terrestrial
home of Formula 1, continuing our history of
investing in high-profile sports content that

delivers innovative coverage to viewers.

Fronted by a diverse presenting line-

up including Karun Chandhok and Lee
McKenzia, we airad ten live races in 2014,
including Silverstone, the nail-biting season
finale in Abu Dhabi and, for the first time

in five years, made tha legandary Monaco
Grand Prix available live on free-to-air TV.

Building on our reputation for innovation,
wa aired our live race coverage without ad
braaks, a first for a UK tarrestrial commercial
broadcaster. Produced by Growth Fund
recipient Whisper Films, our coverage

won the Association for Intemnational
Broadcasting award for Sportin 2016.

Channel 4z investment in Formula 1 paid
dividends, dalivering ratings succese with
our coverage raaching 28 million viewers
[nearly haifgﬁ'ta population) and our highast-
viewad race, the Maxican Grand Prix,
reaching 3.1 million. Channel 4's coverage
aleo attracted upmarket audiences valued
by advertizers and provided a halo affact
for the rest of the echedule. It generatad
4.3 million catch-up views on All 4.

Formula 1
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REMIT PERFORMANCE

SUPPORTING
CREATIVE BUSINESSES

ACROSS THE UK
CONTINUED

Investing in
Creativity in the
Nations and Regions

Channel 4 works with many creative
businesses and talent across the UK. In
2014, we continued to grow our investment
in the Nations and Regions, investing

£169 million in production outside of
Londen. We have exceeded all our Ofcom-
agreed targets: On the main channel, we
once again exceeded our commitment to
commission from the Nations, growing

our main channel spend in the Nations by
nearly 25% to £34.2 million and production
hours by 12% to 259 hours in 20146, Our
absolute spend in the Nations and Regions
has risen by 13% from 2015. Qutside the
main channel, as we develop our original
commissions on All 4, we have also been
working with a range of companies in

the Matiens and Regions with expertise

in digital.

SPEND IN THE
NATIONS AND
REGIONS

+13%

Stimulating the creative eaconomy in the
Mations and Regions is central to Channel 4
objective as a public service broadcaster
with a role to support creative talent across
the UK. Qur strategy focuses on spreading
our investment, not just to meet our quotas
but also to support regional talentin growth,
particularly SMEs, creating sustainable
production companies all over UK. We
support this strategy by facilitating contact
between indias ang commissionars, sead-
funding via our Alpha Fund and investing

in talent and skills developmant to grow
centras of creative excellence across the

UK. Channal 4z Glasgow-basaed Nations

and Regions team held thirteen briefing
sessions with commissioners and production
companies across a number of UK cities in
2018, including Belfast, Nawcastle-upon-
Tyne, Manchester, Leeds, Bristol and Cardiff.
Over 250 individuals from 137 creative
companies based outside of Londen
attended the sessions.

Many of Channel 4= biggest and most
popular shows in 2016 were made by
companies in the Nations and Regions,

with nearly 70 new commissions across the
English Regions alone. Productions ranged
from new powarful drama, such as four-part
series National Treasure shot by The Forge
in Leads, to innovative factual shows such as
Breaking the Silence Live, from Leeds-based
production company True North, and Eden —
a unique social expariment which follows 23
people as they start a society from scratch
in the Ardnamurchan peninsula on the wast
coast of Scotland.

CHANNEL &S NATIONS
AND REGIONS STRATEGY

Channel 4 alzo seaks to portray the length
and braadth of the UK across ite echadule
through popular shows such as Location,
Location, Location, Come Dine with Ms and
Gogglebox, which faatures families from
towns and cities across the UK, including
Marsayside, The Wirral, Clacton-on-52a and
Wiltshire. We have also seen viewing share
increase in areas baing portrayed on screan;
filmed on lecation in Scotland, Eden’s share
was up 22% versus the slot average, and the
highest-rating episode of The Secret Life
ofthe Zoo (filmad at Chester Zoo) was up
118% on the slot average in the North West
of England.

All 4 Games, Channal 4's digital games
publishing arm, also continued to support
and commission from new digital developers
outside of London in 2014, Highlights
included the critically acclaimed Super Arc
Light from Glasgow developers NoCods,
which was featured as Applz'u's ‘Editor's
Choice” app of the week and has attractad
1.48 million downloads to date. The
accompanying game for Eden, developed
by Strawdog Studios in Derby, also gamerad
2.68 million downloads and was awarded
‘Best Amazon App’ atthe 20156 TIGA
Awards; while We're Going on a Bear Hunt,
developed by Liverpoal's Lucid Games,

was ranked the #3 app in the paid iPad

app charts.

GROWING CENTRES
OF CREATIVE
EXCELLENCE

TN

STARTING THE
CONVERSATION

T

INVESTING IN
TALENT AND SKILLS
DEVELOPMENT

AN

Indie and
commissioner
engagement

J

ATTRACTING
SEED-FUNDING

Alpha Fund support
and local partnerships




Indie Growth Fund
and Commercial
Growth Fund

In 2014 Channel 4 launched a £20 million
Indie Growth Fund designed to nurture the
independent sector by providing access

to funding for small and medium-sized UK
independent production companies to
help them grow and develop their business.
Two years later the Growth Fund has seen
investments in 11 separate companies
trom across the UK, with more planned in
2017. They include companies specialising
in sports, comedy, factual, youth, drama
and online.

In 2016 Channel 4 invested in two new
companies, Barcroft Holdings Ltd and

The Rights Exchange Ltd (TRX), further
diversifying our portfolio of investments
and extending the Fund's business portfolio
beyond traditional UK independent
production support. Channel 4's investment
in Barcroft is our first in a British multi-media
company specialising in content creation
and digital distribution, whila TRX offers

a new global online deal-making tool that
enables TV rights buyers and sellers from
around the world to connect and completa
licensing deals entirely online.

Since its launch the Indie Growth Fund has
successtully nurtured and grown independent
production companies, with turnover

across our investments more than doubled

in 2014. In 2017 the Fund has announced

two new investments; one in a Scottish
production company, Firecrest Films and
another in a virtual reality start up, Parable
Ventures Limited. The Fund sold True North
Productions Limited to Sky in January 2017,
delivering a profit on zale. To date we have
committed £14 million of the £20 millicn fund.
Following the success of the Indie Growth
Fund, Channel 4 launched a Commercial
Growth Fund in 2015 offering high growth
potential companies not currently advertising
on telavision the opportunity to build their
business through advertising on Channel 4
marketing platforms in return for equity stakes
or striking revenue share arrangemants.

Since its launch the Commercial Growth
Fund has completed ten deals including
& equity investments. In 20156 theze
investments included Readly, The Idle
Man and Pay As You Gym amongst others.
The Fund has quickly found success, with
companies such as Readly, the digital
magazine newsstand, more than tripling
its UK subscriber base over tha last year,
boosted by a TV campaign on Channel
4. The Fund will look to further grow its
investment portfolio in 2017,
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2017 AMBITIONS

* We will continue to support
production companies across
the UK, with regionally produced
programmes such as new drama
The ABC, a= well as returning
factual series The Secret Life of
the Zoo and 999: What's Your
Emergency.

s  Our content will reflact the
lives of people throughout
the UK, with programmes
including dramas No Offence
and The ABC, long-running soap
Hollyoaks, as well as ensuring a
breadth of regional diversity in
our popular Features formats.

* Woe will continue to nurture talent
throughout the UK: with indies
via producer briefings and our
Alpﬁa Fund investment and
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with young people via our C4

Pop Ups and higher education
partnerchips.

Wa will be working with
Government to understand how
we can build on our existing
work in the Nations and regions,
as part of a consultation in

early 2017.

2017 investments include a
femnale-led, factual and current
affairs production company
based in Scotland and a virtual
reality content production
company. Wa aim to make at
least one further investmant in
the year. We have alzo completed
our first exit in 2017 with the sale
of True North to Sky.
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YOUNG PEOPLE

Channel 4 has always had

a special relationship with
young audiences. Our remit
to be alternative and different
manifests itself in content
that speaks to young people
about things and in a way
that engages them with
contemporary issues.

This approach translates into Channal 4
having a particularly strong viewing appeal
amongst younger people, significantly more
than other public service broadcasters.

This appeal is driven by original, distinctive
programming — All ten top performing
shows amongst all 16-34-year-olds were
ariginal commissions and came from a range
of genres — Drama, Factual Entertainment,
Entertainment and Documentaries.

In addition to hit TV shows, we are
continuously evolving our online service
to make sure it is responding to the
consumption habits of young people -
adding exclusive short-form content and
previews alongside catch-up viewing.
More than hal?of all 16-34-year-olds

are registered with All 4 (as many as are
ragistered to vote) with original Comady,
Drama and Factual Entertainment proving
the biggest hits amongst this audience.
And our educational output seeks to
inform older children (10-14-year-olds)
about contemporary issues in relevant and
engaging ways.



-

REMIT PERFORMANCE

YOUNG PEOPLE
CONTINUED

Engaging young
audiences

One of the most effective ways we

engage 16-34-year-olds is via our Factual
Entertainment programmes. Our approach
is to take serious subjects, such as sexuality,
politics and disability, and contemporary
themes, such as the surveillance society or
gender roles, and explore them in engaging,
entertaining ways that will resonate with
young audiences. This has proved a highly
effective way of reaching young péopﬁé
with factual content - six of the UK's top
ten factual programmes for 16-34-year-
olds were on Channel 4, including The
Island with Bear Grylls, The Undateables,
Hunted and Eden.

Our new dating show Naked Attraction
divided the critics but proved to be a
particular hit amongst young people -
averaging 1.7 million viewers across the
series and up 119% on the slot average for
16-34-year-olds. The programme was a
bold take on sexuality — challenging taboos
around nudity and body image, encouraging
frank discussion about cur sexual attraction
and celebrating people who are comfortable
in thair own skin - regardless of thair size,
shape, gender, colour or physical ability.
The show performed strongly online —
driving registrations to All 4 and becoming
one of our most talked-about shows of the
year across social media. Another hitwith
young audiences was The Island with Bear
Grylle, which explored the different ways in
which men and women respond to survival
situations, and which was one of Channal 4z
best parforming shows of the year for
14-34-year-clds. Other series resonating
with this audience include Gogglebox,
Secret Life of 4 and 5 year olds and 24 Hours
in Police Custody.

Maked Attraction

KEY METRICS

2017 AMBITIONS

* Woe will seek to once again
increase our spand on content
for older childran, through
content such as drama The ABC,
which follows two comprahensive
schools in Yorkshire, that are
merged into a new academy,
shining a spotlight on racial
tensions in the area.

“CHAMPION(S)
BODY DIVERSITY. [ ™

THE GUARDIAN
[(MAKED ATTRACTION)

()
n
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Our Education content will focus
on factual content for taens that
explores issues relevant to tham,
as well as content that focuses on
life ekills for teans.

We will build on our succassful
online strategy to engage young
people in Mews and Current
Affairs via social channals.




Channel 4 News
Democracy @

& ChanneMMewaDemocra

Lika

Shara Suggest Edits More =

Madia/news company

il 1BE.7EE peopis e iz

About

° wwvichanneld, camtea!

News and Current Affairs that super-serves

16-34-year-olds

Over the last year - a particularly busy year
news-wise — we set out to find new ways

to engage young people with our News
and Current Affairs content, both online
and on-screen. In 2014 we expanded our
digital-first strategy based on publishing
impactful, fact-checked short form

news video on social media channels -
particularly Facebook and YouTube - given
the popularity of these platforms amongst
young audiences. These channels reflect,
editorially, the linear Channel 4 Nows remit,
by selecting stories that cover serious
political, international or social topics.

This y=ar, we also succassfully launched two
spin-off Facebook strands to accompany
the main Channel 4 page: Channal 4 News
Damocracy, and Channel 4 News Identity:
Channel 4 News Democracy focuses heavily
on UK politics and allows us to post wall-to-
wall political coverage without drowning out
any international news on the main page.
Channel 4 News Identity is dedicated to
reporting the voicas of communities from
across the UK, with a particular focus on
thosze voices not heard elzewhere.

This expansion on Facebook signals our
strategy to engage young people with
serious, credible, trustad journalism on

the platforms whera they ares increasingly
consuming news. Stories are focusad on
explaining international/political stories

or stories that highlight issues affacting
minaorities, intarnational or political stories,
and those that explain key topics. This
strategy has proved hig|h|§'r successful, with
Channel 4 News now one of tha UK's leading
video news brands on Facebook. In 2016
vidaos across the Channel 4 News portfolic
received almost 2 billion views, an increase
of over 200% from 2015.

Commissioned research amongst 16-34s
showes that Channel 4 News Facebook
videos deliver strongly to our remit - 77% of
respondents said they falt more informead as
a result of watching them (compared to 64%
for BBC News) and 41% said it made them
see an issue in a different light (compared to
57% for BBC News).

We alzo delivered Currant Affairs contant to
young people via other mainstream/popular
formats on screen — most notably The Last
Leg. The most powerful episodes have baen
those with a political spin: the US election
special, held the night after the results wara
announced, achieved the programme's
highest ever live viewing figures, eventually
consolidating at 2.6 million viewers at 9pm
and a 16.8% share of 16-24-yoar-olds; the
apisode where Jeremy Corbyn MP was a
special guest had a 21% share of 16-24-year-
alds. This series will be expandad to 40
apisodes in 2017, ensuring that it can cover
currant events right across the year.

Additionally, in 2014 our long-running soap
Hollyoaks teamed up with the Electoral
Commission to encourage 18-24-year-
olds to register to vote, ahead of the local
alections in May. Channel 4 sought to
address the fact that this demographic
was the laast likely to be registered and
launched a series of adverts featuring stars
from the soap in a campaign to remind
viewers of the voter registration deadline
and its impaortance.

10142
REAC
EDUC

EAR-OLDS
WITH OUR
1ON

PROGRAMMING

ALMOST

2 billion

VIEWS FOR C4 NEWS VIDEOS
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Stage School

Educational content for teens

(14-19-year-olds)

Our educational output for teens aims

to reflect the complicated lives of

young people in Britain today, as well

as asking them to challenge their own
preconceptions. We seek to cover life
skills not covered elsewhere — with
themes in 2014 including family and
relationships, body image and self-
confidence and the impact of social media
and the enline werld. We increased our
commitment across all platforms, not only
commissioning for the main channel but
also launching a new series for E4 and four
series of online shorts. We have found
that our strategy is most effective with a
cross-platform approach - TV content in

a prime-time slot, accompanied by online
shorts promoted on All 4 and educational
articles and video content on Education’s
online hub, Am | Normal?

Several documentaries explored teenagers
growing up in unconvantional families -
House of Teen Mums tackled the growing
crisis of homalessness among young Brits
atthe sharp end of the housing crisis, with
accass to one of the YMCA's hostals for
young mothers. The documentary was
accompanied by an online short on Am

I Normal? My Millionaire Dads and Ma

followed the teenage sone of the first gay
fathars to have babies via surrogacy and
explored what life has been like for them
growing up. We also examinad differant
aspacts of body image and identity.
Obeeassad with My Body locked at the
growth in vanity amongst teenage boys, in
an era where social media has meant thair
bodies are constantly under peer review.
Our online series Stripped Bare won an
RTS Award for its portrayal of how different
people, including a transgender person
and a girl with alopecia, use make-up to
ampower themselves.

Other original series for All 4 included The
Dark Side of Being Young, in which six young
adults confide their darkest moments as

a warning to others, including technology
addiction, bullying and eating disorders.
We also commissioned a new scripted
comady, Me and My Teen Self written by
and starring new transgender talent, Lawis
Hancox, discovaraed as part of our 2015
Transgender Season. Basad on his own
axparience of growing up transgender,
the series also covered universal themes
of growing up — how to get on with your
parents, find a girlfriend and stop worrying
about your locks.

“COURAGEOUS ENDUGH
TO DO WHAT ONLINE
DISCUSSION IS OFTEN
INCAPABLE OF"

THE GUARDIAN
(KIDS ON THE EDGE)



Older children
content strateqy
(10-14-year-olds)

Our strategy for older children is to provide
content designed to appeal to children

by reflecting their lives and interests, but
which also has a popular mainstream appeal.
As distinct to BBC children's provision, itis
largely aimed at 10-14-year-olds, effectively
filling a ‘gap’ in the market between younger
children and teens - although some of our
shows, such as We're Going on a Bear Hunt,
have a strong appeal to younger children

as well. In 2016 we invested £6 million
{growing from £1 million investment in 2011)
in content which sought to fill this gap
between dedicated children's programmes
and content aimed solely at adults. This has
proved successful — with Channel 4 performing
better than any other PSB channel for how

it indexes with 10-15-year-olds.

We particularly focused on the 8pm slot

on Channel 4, where we are able to reach
significant volumes of young people. After
the succass of the 2015 Christmas special,
wa launched the first series of Gogglesprogs.
Featuring a diverse range of children aged
between four and 13, the series asked them
to tell us what they really thought of TV and
politics in what turned out to be one of the
most changeable periods in British political
histary. Episode 1 of Gogglesprogs was
the biggest 8pm broadcast this year for
10-14-year-clds, and the series as a whole
was 87% up on slot average for this age
group. Child Genius, The Supervet and

The Secret Life of the Zoo also all out-
performed their slot average amongst this
age group. Overall, our focused investment
in this slot meant its share was up by 10%
year-on-yaar for 10-14-year-olds in 2014.

In August 2016 we announced plans to
further increase investmant in shows
appealing to this audience over a three
year period, including factual drama
and entertainment shows.

Audianca research amongst this age group
highlighted the positive impact of these
programmas — with 10-14-year-olds stating
thay anjoy them because of the themes
involvad (children enjoyed Supervet and
The Secret Life of the Zoo because of the
animals featured) and because they are
oftan about children of their age (viewars
of Gogglesprogs and Child Genius said
thay could relate to the children featured).
They also have an educational impact — half
of young viewers to Child Genius said they
learnt something new from watching, rising to
six in ten among viewers of The Supervet.

E4 also showed a notable growth this year
among 10-14-yaar-alds (up +44%), due to
the success of new programmas. A particular
hit was Stage School, a 30-episods original
musical structured reality series which was
strippead over six weeks at 7:30pm. Stage
School was E4's best performing 7.30pm
series this year for 10-14-year-olds and is
returning in 2017.






TALENT

Investing in and developing
new creative talent is an
important aspect of

Channel 4's public service
remit, underpinning a vibrant
and innovative UK television
and film sector.

In 2016, Channel 4 continued to provide a
platform for diverse new ideas, perspectives
and voices through on-screen initiatives
which give first-time commissions to break-
through writers and directors.

We are committad to ensuring that
averyone, from all walks of life and
backgrounds, can pursue a career in
television, and our numerous schemes
and initiatives exist to bring young
people into the media talent pipeline.

Our work includes travelling across the UK
with our Channel 4 Pop Ups programme

to inform young people about a career

in the madia industry, a plethora of on-
screen talent initiatives that support new
writing and directing talent, ancfa work
experience and apprenticeship programme
that, for 2016, focused on supporting new
dizabled talent.

We also support talent acrozs the
country via our own work experience and
apprenticeship programmes, to broaden
access into our industry — last year we
used these programmes to focus on
opportunities for applicants with disabilities.
Our partnerships with a number of higher
education institutions, including the
Mational Film and Television Schoal, also
seeck to educata and inform young people
about opportunities, as well as offering a
practical route in to our industry.
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TALENT
CONTINUED

“A FRESH AND
LYRICALLY TOLD TAKE
ON ADOLESCENCE"

THE TELEGRAPH
(ELLEN)

Ellen

Nurturing talent
on and off screen

Developed as part of Channel 4's Coming
Up strand, which provides first-time

TV commissions for new drama talent,
thought-provoking drama Ellen marked the
exciting debut in 2014 of breakthrough UK
female talent: writer Sarah Quintrell and
director Mahalia Belo.

Developed and produced by Touchpaper
TV, Ellen is a powerful, prescient story of

a tough teenager trying to take control of
her chaotic life. The $0-minuta film revaals
a poignant and vital portrayal of 14-year-
old Ellen, played by actress Jassica Barden,
forced to grow up too quickly.

Aswell as giving a platform to a brand new
writer and diractor, the programme saw

an array of new talant behind the camera,
with its director of photography, editor,
production designer and casting diractor all
femnals first-timers. The music was compesed
by Jonathan Hill, alzo marking his broadcast
drama debut

The Extraordinary Case of Alex Lewis

Distinctive and thought-provoking films

The Extraordinary Case of Alex Lewis and
The Ballroom Boys were produced through
Channel 4's First Cut strand, which offers
documentary filmmakers the opportunity to
make their first full hour-length productions
for national television. In Drama, a number
of first-time writers and directors had their
debut TV commission through our Coming
Up strand; while Channel 4 also launched a
new initiative 45tories, with the opportunity
for diverse new UK writing and directing
talent currently under-represented in TV
drama to create a unique three-part series.
We also continued to uncover bright new
stars and showcase fresh ideas in Comedy
through our Comedy Blaps slate of five-
minute enline short films on All 4.

In 2018, Channel 4 continued to provida
meaningful, paid opportunities to gain
hands-on practical exparience and skills

for thoze at entry and mid-level in the

TV industry. These included our pan-

UK Channel 4 Pop Ups programma,
apprenticeship scheme, our one-year
production training scheme, which provides
on-the-job experience with independant
production companies across the UK,

our freelance 4Craw scheme, the Northern
Writers Award, and our investigative
journalism schame which de\re?c-ps skills

in this highly specialist and important field.
Channel 4 iz also developing a pipeline of
talent in the wider UK creative sector, with
support for emerging film and theatre talent
through our work with the Mational Film
and Television School, Channal 4 Playwright
and Wellcome Trust screenwriting schemas.

In addition to work experience and
apprenticeships at Channel 4's offices

in Lendon, Manchestar and Glasgow,

our preduction training scheme offers
12-month salaried placements that provide
on-the-job TV production training with
independent production companies across
the UK —including Morthern Ireland and
tha Weast Midlands. Following the Rio 2014
Paralympics, 24 disabled trainees also
completed our Rio Production Training
Scheme — aver half of whom are now
amployed in the industry.



4Talent

Our 4Talent schames seck to nurture
the next generation of young talent
from across the UK: from our Pop Ups
that travel the UK providing information
and workshops, to our apprentice and
work experience schemes that ensure
that Channel 4's doors are open to

all, regardless of age, experience or
background. With a remit not just to
nurture talent but also to inspire change
and champion alternative viewpeints,
itis crucial for Channel 4 that we reflect
the diversity of modern Britain.

In 2014, Channel 4 continuad its national
outraach programme of ‘Pop Ups’ - practical
careers days which support young people
to find routes into the industry, network
with local creative businesses and learn
mare about the career opportunities open
to them in the meadia sector. The schama
daliberataly targets young people livin
outside of ’?rhe rﬁain ‘);nedgﬁuchities cﬁ'the
UK, with days held in areas such as Cardiff,
Doncaster, Balfast and Corby. Qver 650
young paople attendad Channel 4 Pop Ups
in 2014, from an even greater proportion

of diverse backgrounds than 2015: 21%
came from ethnic minority backgrounds,
12% LGBT and 8% had disabilities -

double the proportion from 2015,

A quarter of those on Channel 4°s work
experience placaments this year attendsd

a Cd Pop Up, demaonstrating that the
programme is successful in drawing in naw
young talent from across the UK to careers
in television. Over half of Channel 4's work
experience cohort for 20146 came from
outside of Londen, 37% came from ethnic
minarity backgrounds and 45% did not have
a university degree. As part of Channel 4's
2014 Yaar of Disability commitments, 30%

of work experience placements and 50% of
apprenticeships in 2016 wera ring-fenced for
paople with dizabilities. Through targeted
recruitment we met or excesded those
targeted — 35% of all work experiance
participants had a disability, and 50% of
all appranticeships.

€4 Pop Up

C4 POP UPS LOCATIONS
INCLUDED CARDIFF,
DONCASTER, BELFAST
AND CORBY

630

people attended
C4 Pop Ups

Maore than

20%

of work experience cohort came
from outside of London
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“..GRITTY BLUE-COLLAR REALISM
WITH MOMENTS OF
EXTRAORDINARY TENDERNESS
AND LYRICISM"

THE INDEPENDENT
[(AMERICAN HONEY]

Will Sharpe

Will Sharpe is the writer, director and actor
in his debut six-part comedy drama series
Flowers, the unusual noir comady which
aired to critical acclaim in 2016. This was
Will's first TV writing worlk, followin

his BAFTA-nominated first feature f'ﬁ’m
Black Pond, which he wrote and co-
directed with frequent collaberator Tom
Kingsley, caught the eye of the Comedy
department, who wan@d with Will to
develop the comedy series.

Flowers iz an imaginative, cinematic show
about an eccantric and dysfunctional family
struggling to hold themselves together,
starring Julian Barratt and Olivia Colman,
and is Will's first TV work. It will return for

a second series in 2017.

Will and Torn were also named in Variety's
top ten European directors to watch, and
won the Evening Standard Film award for
Bast Newcomers. He has also recently
completed a sacond feature film The Darkest
Universe, co-written with Tiani Ghosh and
co-directed with Tom Kingsley onca again.

“GLORIOUSLY DARK...
GENUINELY ORIGINAL"

THE GUARDIAN
(FLOWERS)

Film4: supporting British talent

Filmd has built a strong reputation for
nurturing filmmakers, working with them
over the long term, supporting them as
they grow and develop creatively. Danny
Boyle, who has worked with Film4 from the
start of his enormously successful career
on films like Shallow Grave, Trainspotting
and mere recently Slumdog Millionaire, in
2016 directed the sequel T2 Trainspotting,
which picks up with the original cast twenty
years later. 5o far the film has amassed an
impressive £17 million at the UK box office.
Ben Wheatley's High-Rise, was released in
March 2016, and his next film, Free Fire will
be our fifth collaberation with him and his
highest profile film so far. It was selected
as the closing night film of the 2014 Londen
Film Festival, and was released in March
2017,

Several other projects have been mads in
2016 with returning collaborators: Andrea
Arnold (American Honey), Clio Barnard
(Dark River), Paddy Considine {Journeyman),
Martin McDonagh (Three Billboards Outside
Ebbking, Missouri), Andrew Haigh (Lean On
Peta), Yorgos Lanthimos {The Killing of a
Sacred Deer). And already in production

in 2017 are Maradona, our fourth film with
Acsif Kapadia, who won last year's Bast
Documentary Oscar winnar for hie film Amy,
Mika Leigh's Peterloo and our second film
with Director Bart Layton, American Animals.

Flowers

Ag part of our commitmeant to new voicas
there are a numbar of filmmakers making
their debuts too: Beast, by Michael Pearce,
Toby MacDonald’s Old Boys, Rungano
Nyoni's | Am Not A Witch and Stephen
Marchant's Fighting with My Family, his
second feature, based on a Channal 4
documeantary about a wrestling family

in Morwich.

At atima whan there is a lot of attention
an the lack of female filmmakers, we also
hava a proud history of supporting famale
filmmakers: Andrea Amold’s American
Honeay won the Jury Prize at the 2014
Cannes Film Festival, as wall as Bast Film
and three of the other main prizes at tha
British Independent Film Awards. W also
have upcoming projects with Lynne Ramsay
{¥ou Weare Never Really Hers), Clio Barnard
(Dark River) Tinga Krisﬁnan {Been 5o Long)
and first-time filmmaker Rungano Nyoni
(l.Am Not A Witch).

Film4 will continue to develop and
co-finance an annual slate of creatively
distinctive films which includes both new
and established British and international
talent, with potential to play net only across
avariety of Channel 4 platforms but also to
worldwide audiences. And we will lead the
way in adopting the BFI Diversity Guidelinas
as tha industry standard whilst ensuring that
wa are aligning our objectives with the 3607
Charter.




Random Acts

SHORT FILMS SHOWMN
SINCE RANDOM ACTS
WAS LAUNCHED

IN 2011

tha number of apprantices
we have at the Channal, in
line with the Government's

people in a career in media.

American Honey

Random Acts: Arts
Council collaboration

Channel 4 introduced Random Acts in
2011 to show films by artists and has since
broadecast over 500 short films. Unlike
traditional arts programming (where
programmes are made about artists) the
strand is unique in encouraging artists
to become filmmakers; providing a new
platform for artistic talent and o%‘ferl'ng
viewers an opportunity to experience
storytelling through new and alternative
perspectives.

In 2014, Random Acts launchad with
renewad purpose: to work with more
astablished artists and allow them to play
with the form and premiere work from tham,
as well as to identify and develop fresh and
diverse craative talent from across the UK,
offering young people aged 16 to 24 the
opportunity to create high-quality short
filmz. Owver threa years, Arts Council England
has committed to invast £3 million in five
Random Acts Network Cantres, enabling

as many young people as possible from
across the UK to access routes into arts and
filmmaking, including in areas where access
to film and TV has been limited.

2017 AMBITIONS

*  Wa will be significantly incraasing  *  Filmd4 will continue to support

new talent and nurture diverse
voices as an essantial component
of both our feature and shart

Apprenticeship Lavy, refrashing film slate. Debut films we'va
aur flagship Production backad that will launch in 2017
Training Scheme to include an include Toby MacDonald's Old
appranticeship aspect, as well as Boys, Michaal Pearce’s Beast
super-charging the work wa dao and Rungano Myani‘s | Am

out of London to engage young Not a Witch.
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CATALYST FOR
SOCIAL CHANGE

2016 was a year of
extraordinary social and
political change — Channel 4
was there to cover itin a
way that engaged diverse
audiences, provoked debate
and gave a voice to a range
of viewpoints.

We continued to deliver innovative Naws
and Current Affairs programming that
pushed boundaries and took risks, from
delivering long-form content in paak time
to cannacting with young people through
digital platforms.

We brought the widerworld to our
audience, not least through our US election
pregramming and our coverage of the

war in Syria. But aside from repaortin

and reflacting the headline events of the
year, our commitment to investigative
journalism shone through with series such

as Unraported World.

While momentous events loomed large over
2014, mora subtle changes weare happening
too. We were there to reflact them

through mainstream lifestyle programmas.
Experienca talls us that this kind of contant
can be a powarful catalyst for social change,
ag it can cover thought-proveking issues

as diverse as food, health, relationships

and finances.
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“STAND UP TO CANCER CERTAINLY
GAVE YOU BANG FOR YOUR BUCK
WITH AN ALL-STAR EVENT
FEATURING APPEARANCES
FROM BONA FIDE STARS"

DIGITAL SPY

RESEARCH UK

£15.7

RAISED FOR CANCER

Stand Up To Cancer

In 2016 SU2C was back: a telethon for

the Stand Up To Cancer charity with 100%
of the donations going to the cause.

The celebrity-packed line-up included
sketches and stories of those who've

been affected by cancer, and Channel 4
shows that were given the SU2C treatment
included Celebrity Island with Bear Grylls,
Celebrity Child Genius, The Crystal Maze
and the Hollyoaks love-story of Jade and
Alfie - two teenagers both diagnesed with
Hodgkin lymphoma.

An average of 1.6 million viewers across

the entire evening, with #standuptocancer
trending all night and the support of famous
faces from Boy George to John Legend

to Taylor Swift, and guest appearances

from Bastillg, Little Mix and Frances,

this programme combined its unique

blend of entertainmeant, sport and music,
underpinnad by a heartfalt mission to raise
funds and awareness.

We raised over £15.7 million on the
night —the biggest ever total raised on
a commarcially funded UK channal.

EU referendum coverage

As with our coverage of all major political
events, we approached our coverage with
a particular écus on our remit to appeal

to young adults, provide alternative views
and to support and stimulate well-informed
debate.

In order to maximize engagemant, we

airad a breadth of programming across

the schedule. Channel 4 News provided
comprehensive coverage throughout the
entire election period which included two
dabates with young and diverse audiences
who debated the issuss relevant to them.
We aired Boris v Dave: The Battle for Europe,
a Michael Crick fronted documentary that
explored the personal battle between David
Cameron and Beris Johnson on the election
outcomea.

In Comady, we launched Power Monkeys,
building on the success of Ballot Monkeys
in 2015, a weekly topical comedy show on

all things EU. And, we brought back 70s hit
Eurotrash which showcased the best, worst

and wairdest that the EU has offered the UK.

On the night before polling day, we also
aired Europe: the Final Debate. Led by
Jerarmy Paxman, the programme featured a
wide range of well-known guests including
leading politicians, opinion formers and
other high profile pro and anti-protagonists.
43% of viewers stated that the Channal 4
programme was the best TV debate they
had saen on the subject, rizsing to over half
(53%) among 18-34-year-olds.

We used innovative markating to promote
not just referendum programming, but

to engage young people in the electoral
process. On-air, we invested a markeating
value of £3 million acrozs EU-related
programming. The Last Lag ran social media
reminders to register to vota prior to the
deadline and E4 showed a dedicated Made

in Chalsea promotion featuring the show's
stars in a mock version of the programme
talking about both sides of the argument.
Onling, Jon Snow voiced a short video for
Facebook reminding pecple to register
and vote, reaching 1 million views in just
24 hours, and Channel 4 News Factcﬂueck
provided a range of dedicated Facebook
content on El-related issues.

Following the outcome of the referandum,
we also examined the factors that shaped
tha Brexit debate: Are You Owed a Pay

Risa? considerad how low wages and job
insecurity affectad the EU refgrandum

result; Racist Britain revealed the reality

of the impact of the EU referandum on
xanophobiain the UK and Brexit: Whe'll Do
Your Job Now? invectigated the international
mevement of labour.



KEY METRICS

370

long-form Mews and
Current Affairs
programmes in peak +4%

31 pt lead*

lead* for allowing
people an alternative
point of view +2pts

15 pt lead*

for making viewers
think about things in
new and different ways
= with last year

36ptlead+

for tackling issues other
channels wouldn't =
last year

24ptlead+

or being the best for
documentaries that
present alternative views =
with last year

8.3m

people watched Channel 4
each month +1%

16%

of viewing to Channel 4
MNews by BAME audience
+2pts

Egptlead*

for taking a different
approach to subjects
compared with other
channels = with last year

6%

average Buzz score for
our top 10 TV shows

c 7pt lead*

for challenging prejudice
+2pts

69%

of viewers said that
Channel 4's factual
programmes inspired
change in their lives +2pts

YOU CAN FIND MORE OF
THIS DATA (AS WELL AS
COMPARATIVE DATA) AND
EXPLANATORY NARRATIVE
FROM PAGE 60

\

Channal & News

15%

of viewing to Channel 4
MNews by 16-34-year-olds
audience -1pt

27ptlead‘

for showing the
viewpoints of mincrity
greups in society +1pt

(%

of Channel 4 News
viewers regard it as
independent from gov't

-dpts

*  lead over average for

other channels
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The Nhadis Mext Door

Impactful British Current Affairs

In a year of record Current Affairs spend,
Channel 4 aired an array of impactful
Current Affairs programmes with a focus
on the UK. In 2014, our long-running
investigative strand Dispatches, took the
strategic decision to focus its domestic
investigations on five core issues —
inequality, the changing world of wark,
welfare reform, housing and the pressure
on public services.

We examined the lack of homes built,
daspite promises to increase housing in
The Graat Housing Scandal and Britain‘s
Homebuilding Scandal.

The film, Eritain's Pensioner Care Scandal,
had significant national impact after
revealing concerns about home care
provided to clder pecple, particularly in the
Lendon Borough of Haringey. Fellowing this
programma, Haringay Council terminated
its contract with one of the care providers
investigated in the film and 17 home care
workers brought a case against this provider
aver non-payment of the minimum wage.

We also revealed failings in the Parsonal
Independence Paymeant ('PIP*) assessment
process — a banefit that disabled people
can claim, in The Great British Benefits Row,

whare our findings ware subsaquently raised
with the than Secretary of State for Werk and
Pensions and Minister for Disabled People
by a number of MPs.

Our impactful Current Affairs also featured
in other factual genres too, evidencad in
The Secret Life of Prisons, as it depicted

the brutal reality of life insida thesa British
institutions. It featured numerous videos
shot illegally by prisoners on smuggled-in
mobila phones and revealad the prevalence
of violence, drugs and anarchy.



Thought-
provoking lifestyle
programming

Reflecting the wider

world to our audiences

At Channel 4, we believe that our
mainstream lifestyle programmes can
inspire audiences to make positive change
in their lives. Over the past year, our output
has featured a range of thought-proveking
contant that educates and challenges our
audiences on everyday subjects such as
food, health, relationships and finances.

We reflectad the drive to tackle obasity
amongst children and adults in How to

Lose Waight Wall which reached 8.7 million
people across the series. This massage

was also reitaratad in Food Unwrappad,

Joe Wicks: The Body Coach and Jamie's
Superfoods, as each deconstructs where our
food comes from and presants the message
of healthy living in a positive way.

Whilst Supershoppers and Tricks of the
Restaurant Trade, explained to audiences
how they can avoid manipulation through
marketing and branding, or can find tha
bast quality food, by revealing some of the
tachniques that retailars and restaurants usa
to make customers spand more.

These informative pieces aimed to appeal
to audizncas by reflacting modarn life back
to tham in a way that buiﬁds knowladge,

in popular formats.

“A SHOCKING INSIGHT INTO THE

BRUTAL REALITY OF LIFE
BEHIND BARS."
DAILY MAIL
(THE SECRET LIFE
OF PRISONS)
! Y RN :1-'1.':= i'. NG
! NEW EVERYTIMI
W2 UNREPOR

In a year that saw significant developments
at home and abroad, Channel 4's remit to
provide access to views and information
from around the world was more important
than ever. Channel 4 brought the stories
that matter from across the globe into

our living rooms, providing audiences

with in-depth analysis of the forces and
phenomena shaping our world.

Channel 4 continued its commitment

to report on the conflict in Syria and its
impact, with poignant documantaries such
as Children on the Frontline: The Escape
from filmmaker Marcel Mattelsiafen which
documentad the journey of a family flaging
Syria and starting a new life in Europa as
refugees, as well as cutting edge reports
such as thosa from young, Syrian film-
maker Waad al-Kateab on conditicons on
the frontline in Aleppo —whese videos
wara viewead almost 200 million times

on Facebook.

Channel 4 also comprehensively covered
political devalopments in the LS in the
run-up, during and after the Prasidential
alaction. Channal 4 identified and explored
the drivers behind the appeal of Donald
Trump from early on in hiz presidential
candidacy, with a series of prima-tima
documentaries from Channel 4 News" Matt
Frai charting his campaign. During the
campaign period, Channel 4 broadcast all
three presidential debates in their entiraty,

as well as examining some of the important
social issues defining modern America
through documentaries such as The Gun
Shop and My Trans American Road Trip.

In 2014, the Unreportad World team’s

vivid and agenda-setting reports gave a
voice to those who wouldn't normally be
heard, combining accessible human stories
with rigorous journalism and analysis. In
Yemen: Britain’s Unseen War, Krishnan
Guru-Murthy and his team became the first
TV journalists to documant the famine in
Yaman, sparking widespread debate about
Britain's rola in the conflict, while Fazealat
Aszlam’s report from Karachi on the city's
water crisis was recognised with the Foraign
Press Association Envirenment Award. The
diverse backgrounds and experiences of
the Unreportad World team halped the
series cut through to many stories that might
oftan stay hidden, including the treatment
of trans people in Malaysia in Muslim, Trans
and Bannad and the experiancas of young
Kenyan athletes trying to battle against
rampant doping in The Betrayal of Kenya's
Athletes.

Channel 4 programmes also took audiences
to leszer travellad places around the

waorld, showcasing braathtaking scanary
and diverse cultures in Lavison Wood's
Walking the Himalayas and Flying to tha
Ends of the Earth with Arthur Williams. And
in Cur Guy in China, Guy Martin explorad
this industrialising nation, revealing the
unseen side of its innovation, technelogical
development and manufacturing.

My Trans American Roadtrlp
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DIVERSITY

Channel 4 has always stood up
for diversity — it is at the centre
of our purpose and a key part
of what we exist to do. Our
reputation for showcasing
Britain in all its diversity
remains as strong as ever.

We're =till adding to a 34-year-old legacy
of ground-breaking TV that has helped to
afine the way society thinks and talks
about issues such as disability, mental
health, sexuality, race, ethnicity and gender.
From Dasmond’s, the first black sitcom, to
coverage of the Paralympics, Channel 4 has
brought previously neglected experiences
and perspectives into the mainstream. In
2016, the story continues.

The new 3407 Diversity Charter has played
an instrumental part in strengthening

our commitment to this part of our remit.
Thanks to this we are nurturing leadership

in diversity at every level of our organisation.
This goes d iconic content and
boundary-pushing dramas appearing on
our screens. It's about recognising the
people who make this happen and enszuring
everyone has access to opportunity.
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2016: Year
of Disability

The Year of Disability ("YoD') has been

a major success with all our key goals
exceeded. We have also put into place

a comprehensive long-term disability
employment strategy with the aim of
becoming the best employer of disabled
people in the country.

On screen we have doubled the number
of disabled people in 21 of our top shows
(ve target 20), and off-screen we have
progressed the careers of 26 disabled
talent within 20 of our biggest indie
partners (vs target 20).

And we also saw great results from our

othar Year of Disability initiatives. In our own
backyard, we awarded 50% of Channel 4
apprenticeships and 35% of work experience
placements to disabled people, and the Year
of Dizability Advisory group (YODA) offered
the highest level of suppaort, commitment,
advice and engagement around a range of
kay areas, including the disclosure campaign
and our dizability employment strategy. We
also increased the number of staff declaring
a disability from 3% to 11%.

The Glasgow pilot for the Mations and
Regions PTS proved so successful that all the
companies agreed to extend their trainees’
contracts: the majority of the Glasgow
trainees are still in work, and employed by
Glasgow indies. Off the back of this success
wa rolled out the pilot scheme to Cardiff

and Bristol.

Annle Wallace
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CHANNEL 4 WAS AWARDED 'DIVERSE COMPANY'
AT THE NATIONAL DIVERSITY AWARDS.

HOLLYOAKS' ACTRESS ANNIE WALLACE WON
THE 2016 CELEBRITY OF THE YEAR AWARD AT
THE NDAS AND WAS BAFTA-NOMINATED.

The first transgender actress to receive such a nomination
after being shortlistad in the Best Actress category at the
Scottish BAFTAs.

Tl
P

National Di?rsity Awards &‘ B A F TA

Catabenting Linity in Sasiety SCOTLAND



2017 AMBITIONS

+ Wa will continue to champion diverse
talent, including a raft of new formats
for frash, emerging talant including
blind acvanturer Amit Latif and our
key 2014 Rio Paralympic Garmes
presantars Sophie Morgan.

+ Az outlined in our Twe Yaars On
Report, as part of aur refocused
30 charter initiatives we will be
working on Four New Frontiers in
2017: focus on BAME progression,
Spotlight an diversa dirsctors, maore
divarsity betwaan our programmes
and developing a picnesring social
mohility stratagy.

©
CHANNEL 4 WAS AWARDED
THE EY'S NATIONAL EQUALITY

STANDARD AT THE HIGHEST LEVEL -
“INSTITUTIONALISED INCLUSION"

Idris Elba

360° Diversity Charter: One year on

2016 was a highly successful year for our
3607 Diversity Charter, as we cemented
our reputation as the leader in the
broadcasting sector, and emerged as a
leader across all industry. We continued
to assess Charter progress with a Green/
Amber/Red scoring system against its 30
initiatives: in 2014 we scored Green on 28,
with two Ambers and zero Reds.

In January we launched our One Year On
repaort in Parliament, with a keynote speach
deliverad by |dris Elba, news of which went
around the world on the wires, and over 100
people attended, including many MPs and
Pears. The inaugural D.IME.R.5.E conference
in January brought together talent,
commissioners, indies and charities, to
celebrata diversity and to tackle the issuss
that =till need addrassing. Speakers included
Jaszsica Hynas, Sandi Toksvig, Grayson Perry
and Asifa Lahore, and we alzo published new
research: “Treating men and women aqually:
are we nearly thera yat?"

The Commissioning Diversity Guidelinas
continue to influence the nature of cur
content, with 83% fulfilment in 2014; we wara
pleased 1o see industry monitoring systam
Diamaond launch in August.

Project Diamond want live in 2014, launched
by the Creative Diversity Metwork in
Edinburgh. The first set of Diamond data is
anticipated to be released in summer 2017,

Our Alpha and Indie Growth Fund continuad
to support diverse preduction companies.
The Algha fund has continued to invest in
BAME-lad companies like Zeitgeist, Acma,
Greenacre Films, Ten55 and Marcaon.

We currently hold thrae Growth Fund
investments in BAME led-indies (Renownad,
Whisper and Voltage) out of 11 investmants
in total, and we continue to work with and
support them.

We launchad a ground-braaking internal
communications campaign to encourage
staff to disclose diversity data. We produced
a saries of films that allowed staff to tell
thair candid, personal stories of living and
working with a disability, with companion
advisory content for line managers. This
campaign led to a huga rise in numbers

of disal:ﬁéd staff, from 3% to 11%. BAME
representation is up year-on-year and LGBT
and Famale remain broadly stable.

Divarsity has increasad across two leader
groups, with a small decrease in LGET.
Growing our BAME leaders from 10t 15%
by 2020 is an important challenge we are
committad to addressing.

Agz part of our Deputy Commissioning Editor
commitment, threa delegates completed

a 12-month immersive commissioning
axpearience plus associated training.

All three candidates are now in elevated
carear positions in the industry as a result

of the leadership programme.
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Standing up for
diversity in film

At the Londan Film Festival in October,
Filmd bacame the first UK organization
outside of the BFI themselves to adopt the
BFI diversity standards.

While we had previously operatad to the
guidelines set outin Channal 4°s diversity
charter, we recognised the need for the film
industry to have one sat of standards for UK
producers to work with and to encourage
the rest of the industry to follow suit.

w
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Tackling mental
health taboos

One in four people in the UK ars

affected by mental illness. As the first UK
broadcaster to have signed the Time to
Change pledge, Channel 4 is committed
to tackling stigma and challenging
perceptions around mental illness

and treatment. In line with its remit to
promote diversity and stimulate debate,
Channel 4 has scught to deliver new

ways of normalising the representation of
mental health conditions on mainstream
television through its programmes in 2014
in @ number of genres, from decumentaries
to Comedy and Drama.

Described by the Radio Times as a

“a clever, bleakly funny lock at depression”,
Will Sharpe's original and touching comedy
drama Flowers aired over six consecutive
days in 2016, The ceries explored the
complex personal impact and reactions to
mental illness within a family in a thoughtful
approach that blended humour and sadness.

Channel 4's mental health programming in
2016 also gave new insights into those on
the frontline of mental health treatment.
Ground-breaking documentary series
Kids on the Edge followed the work of the
Tavistock and Portman MHS Foundation
Trust — a leading mental health trust —
documaenting the complex mental and
amotional health conditions experienced
by children and young people. In addition,
Lifa on The Psych Ward focused on the
waork of the South London and Maudsley
Hospital's forensic mental health services
—an area of mental illness often subject to
misconceptions and rarely explored in an
in-depth way on talevision.

A number of popular Channel 4 programmes
also challenged the taboo around talking
about mental illness. Both The lsland with
Besar Grylls and SAS: Who Dares Wins

gave viewers an insight into the parsonal
axperiences of Hannah and Jason in living
with PTSDy; while in Grayson Perry: All

Man highlighted the often taboo issue of
male suici{?ﬁ.
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INNOVATION

Creative and commercial
innovation really is at the
heart of all that we do. Our
commitment to innovation
spans everything from the
content that we commission
to how we connect with
audiences and the way we
distribute programming to
them, as well as the way we
generate revenue.

Channel 4 has inspired and enabled a long
line of digital and technological game
changers — from the first on-demand sarvice
to the first simul-releaze online film. This
pioneering work continues and underpins
our ongoing strategy to deliver content

to viewers in new ways. By staying at the
forefront, our ability to connect with young
people grows ever stranger.
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Trigger Happy TV

All 4

Following a successful launch in 2015, All 4
continued to grow and evolve in 2016 -
reaching 14.9 million registered users as
we entered 2017 and delivering robust
growth in viewing, up 21% across owned
and operated platforms year-on-year.

A successful year was topped off with All 4
winning the Broadcast Award for 'Best
Digital Video Service', beating iPlayer,
UKTV Play and ITV Hub to the award.

All 4is a very different offering to its
competitors. Far from just a catch-up service
forlast night's TV, All 4 offers originals,
anclusives, box sets and live TV, as well as
catch up. In 2016 we investad further in
original and exclusive content for All 4, while
also maximising our catch-up TV inheritanca,
appealing to the growing viewer appetite to
binge-watch box sets and catering to those
who choose to stream live TV on a tablet or
PC. As a result, our breakdown of viewing is
far more diverse than that of any equivalent
offering.

Our investment in content for All 4, which
has increased by more than a third since
2015, was a driving factor for the overall
increase in viewing. 2014 successes included
the return of Dom Joly's Trigger Happy TV,
an All 4 original, the popularity of which led
to a Christmas Eve special on Channel 4.

All 4%z axclusives also saw success, with
Search Party, Married at First Sight Australia,
The Island USA With Bear Grylls and

Seven Year Switch Australia all parforming
particularly well. Walter Prasents, our foreign
language drama box-set service, is also a
succassful part of the All 4 offering.

ALL 4 REGISTERED
14.9m ==
.

“A BRILLIANTLY

This strong performance was matched by
continuad innovation on the platform as

i'-.u simﬁle{;, maore [::arsu::-nalr::lusui_:;I intarface 4 OF NEW YORK

aunched across |05, Android, Amazon an

Alld.com which will continue to roll out t MILLENNIAL N

other platforms in the new year. HIPSTER LIFE.
THE GUARDIAN

In the year ahead we will look to maintain

All &s growth in viewing with increased
investmentin content and we will specifically
target investment at the hard to reach
16-24-yzar-olds audience. We also plan

to further build on our rich heritage of
innovation, adding personalised promations
based on taste sagments and personalised
aditorial collections using our data-driven
algorithms to offer different curated
collactions to different users.

(SEARCH PARTY)

Science-based but human-centred, these
developments are aimed at striking an
intelligent balance betwean human editeorial
curation and data-driven algerithms and
will vastly improve the experienca for

avary viewar.

B Search eecco 4G

&< |

Tagethe:
with

First Dates Hotel
Love at first bite or heartbreak hotel?
Check in with Fred.

DRAWN SEND-UP



A fresh approach to
arts programming

Channel 4 deliberately attempts to pionesr
an alternative approach to arts programmes.
Where much arts programming turns its
attention inwards on the arts world, such

as profiles of artists, we ask artists of all
disciplines to be the author, not the subject,
of our programmes and to turn their
attention outwards to society at large.

By empowering our society’s most creative,
original and subversive thinkers from the
worlds of dance, music, photography and
othar artistic disciplines, we are abls to
offer challenging new perspactives on the
moct important izsues of our time; from
masculinity to gay marriage and from climate
change to /11, our arte programming offers
the opportunity to ses our world through
different eyes, challenging our viewers to
see the world in a different light.

In 2014 the Turnar Prize-winning artist and
double BAFTA award-winning Grayson
Parry continued to build on his reputation
for thought-provoking, unsettling and
often moving programming with Grayson
Perry: All Man, investigating contemporary
masculinity in his third series for Channal 4.
In a collaboration with Drama, Arts also
daliverad Channal 4's highest-rating
programme of 2014: We're Going on a
Bear Hunt. 2016 also saw the return of the
Random Actz strand in new and expandad
form, thanks to a £3 million, three-year
partnership with Arts Council England.

The strand will continue through 2017, where
othar arts commissions already announced
include dancer and choreographer Akram
Khan embeadding himealf in a giant factory
and producing new work based on his
experience, and Westarmn Flag - a year-long
digital simulation by acclaimed artist John
Gerrard of the Texan landscape where oil
was first struck.

Random Acts

175 29pt..

new and one-off for being experimental +1pt

programmes -17%

38pt.. 620m

lead* for taking risks with
programmes that others
wouldn't = with last year

YOU CAN FIND MORE OF THIS
DATA (AS WELL AS COMPARATIVE

DATA) AND EXPLANATORY
MARRATIVE FROM PAGE &0

programme views initiated on
demand +21%

total visits to Channel 4's
wabsites and apps +3%

*  lead over average forother channels

All 4 will continue to develop

as a standalone content
destination, with new thematic
commissioning strands
including New Romantics, which
will axplore modem lova in all
its forms, Ballsy, a home for
thosa pushing life to the limits
and Freaks & Unigues, a look

at extracrdinary people living
unkelievablea lives, as well as
strands for leading edge music
and culture, gaming and the
intarnet, topical series and
mid-form millennial drama

and comady.

Our Arts programming

will continue to explora
auteur-lad programming

from contemporary artists,
including Westarn Flag, an
ariginal artwork for Earth Day,
creatad by John Gerrard.

We will continue to showcase

the bast intarnational drama via
i . :

Walter Presents, which will alsc

launch in the US in 2017.



REMIT PERFORMANCE

INNOVATION
CONTINUED

Innovation in form

Channel 4 innovates and takes risks

in all aspects of what we do, including

the methods we use to actually capture
and produce our on screen content.

The practice of innovating through form,
picneering cutting-edge production and
filming techniques, has held an important
role in the strategy and success of many of
our broadcasts over the last 12 menths.

This has been notable in many of our
commissions whera we have used the
latest mebile and fixed camera technology,
evidenced in The Children’s Hospital,

The Job Intarview, First Dates and SAS:
Who Dares Wins. Through incorporating
ground-breaking fixed-rig’ technology,

it provides filmmakers with rmany more
cameras compared to traditional
observational productions and avoids the
potentially intrusive presence of a craw.
This allows us to provide poignant, intimata
and obsarvational insights in a range of
anvironments previous‘c];y not conducive to
filming, creating a distinctive editorial faal.

DEUTSCHLAND 83°S LAUNCH EPISODE WAS

the most watched

FOREIGN LANGUAGE DRAMA EPISODE

IN THE UK SINCE 2002

4 2
3= 2%
F

i

Devtschland B3

£
4

W have also increasingly adoptad the
use of state-of-the-art drone filming in
order to capture expansive landscapes
and envirenments. China: Between Clouds
and Dreams is a notabla example of this,
as the cinematography depicts a stunning,
intimately beautiful series, painting a
raraly-seen picture of real life in China,
interwaaving stories of human drama

with nature.

Invasting in bold new formats is not without
its rigk. Eden launched with good figuras,
particularly for 16-34-year-clds, but the
unmediated nature of the production
process has made it a difficult show to land.

Channel 4 continues to commission
around themes that span specific categories,
and 2015 saw a range of cross-genra
collaborations, including the experimental
docu-dramas People Naxt Door and The
Watchman and the arts-drama Christmas
animation We're Geing on a Bear Hunt.
These pieces are born from a new style of
commissioning whera our different teams
angage with each other in development
dizcussions to ensure that they continus to
work togather in new and exciting ways.

Walter Presents
online catalogue

In 2014, we launched Walter Presents, a
video streaming service showcasing the
world's best foreign language drama on
All 4, an innovative first for any British PSB.
Handpicked by Walter Presents curator,
Walter luzzoling, the dramas are exclusively
available free to UK viewers, with no
subscription required. The service was
launched through a partnership between
Global Series Network ('GSM') and offers
a constantly evolving and expanding slate
of foreign language dramas, making it the
go-to destination for fans of world drama
and those curious to discover more.

Walter Presents debuted last January with
the hit German drama Deutschland 83:
the launch episode was the most watched
fareign language drama apisods in tha UK
since 2002 with 2.5m viewers. The sarvica
now includes 27 shows from 14 countries
and itz library features around 700 hours
of curated content, including Swedish
noir thriller Blue Eyes, Franch crime drama
Mafiosa and Israerli/romanti-c comady
Beauty and the Baker.

Ower the naxt year, Walter Presants is set to
launch in tha US, marking its first mowves into
the international markst.



The Watchman

“INTELLIGENT,

NOT MAWKISHLY
SENTIMENTAL

AND MO PODINTLESS
BACKGROUND MUSIC:
THIS IS HOW
FACTUAL TELEVISION
SHOULD BE."

THE TIMES

Grayson Perry: 4 5 In (GRAYSON PERRY:
All Man . rl )7  ALLMAN)

Grayson Perry continues to provoke
discussion with his documentaries on
Channel 4 with twe BAFTA and Grierson
award-winning series, and this third saries

is no exception. In Grayson Parry: All Man,
Grayson delves into the worlds of modern
men in this thought-provoking documentary
exploring what it means to be masculine in
the medern werld.

Double BAFTA-winning TV presanter
Grayson Perry investigates contemporary -
masculinity in this three-part serias. Parry
immerses himselfin three ultra-male
worlds: the world of male cags fighters in
the North East, the world of men thirsting
for rank and territory within the police
forca and drug industry, and the world of
traders and hedga-fund managers in the
City of London. In this timely documentary,
Parry attempts to saa what their axtrame
masculinity can tall us about the changing
lives and expactations of modsarn man
whilst capturing what he sees through

art and reflacting on his own prejudices
and upbringing.

The series reachad 3.2 million people across
its thrae apizodes and received positive
viewer feadback, Grayson Parry: All Man
highli%hts a “male point of view that many
views hadn't seen on TV bafore” as well as
being "honest” and “informative”.

Grayson Pemy



INVESTING IN
INNOVATION

INNOVATION THROUGH CONTENT

For the second year running, Channel 4
invested a record amount in {eriginated and
acquired) content across its TV and digital
portfolio in 2014, Hs total content budget
was £695 million, 10% up year-on-year — the
largest annual percentage increase for more
than 15 years. Spend on Channel 4's own
commissions was also up by 10% this year,
to £501 million, also a new record level of
investment.

Along with the fruits of the new wave of
creative renewal, the key highlight this

year was Channel 4's Rio 2014 Paralympics
programming, extensive coverage of which
was supported by related content across the
schedule.

Channel 4 broadcast 9.3 hours of first-run

Channel &'s investment in innovation originations every day on average across the
TV portfolio in 2016, & 12% annual increasa.

tUUChES EUE"__Ith"‘]g that it dDES - On the main channel, the amount of first-run
originated programming was 9% up, largely

Spanning the range and gEDgraphical due to the Rio 2016 Paralympics along with

the broadcaster's first year of coverage

diversity of its supplier base, the of Formula 1. On the digital channels, the

. . . . | f issi by 43%,
diversity of voices and perspectives on with 2 slow of major new saries on £4 and

screen, and technological innovation A il e o

the main channel were made up of first-run

on new digital platfﬂrms. originated programming, two percentage

points up on the 2015 lavel and the highest
figure since 2003. Including repeats, B1%

annualreport.channelt.com of peak-time hours were taken up with
originations (level with 2015).

INVESTIN

IN
INNOVATI




Across the TV portfolio, Factual and
Entertainment remained the two biggest
genras, in terms of investmeant levels.
Investment in Factual rose for the fifth year
running, by 15% to £20% million, supporting
new series such as Eden, My Kitchen Rules
and Stage School, along with extended
runs of The Supervet and First Dates. There
ware 1,394 hours of first-run originated
Factual programmes, up by 17% year-on-
year. In Entertainment, spend fell by 7%, to
£103 million, while the number of first-run
originated hours fall by 13% (to 628 hours),
as Time Crashers was not replaced and there
was lesz Alan Carr programming in 2014.

This year, Sport was the second-biggest
genre in volumea terms, with 714 hours

of first-run originated programming
(Entertainment fell to third place). The Rie
2016 Paralympics and Formula 1 coverage
reculted in a 70% increase in Sports
programming in 2014, equivalent to 294
additional first-run originated hours. There
was a corresponding £49 million increase in
spend on Sports programmes, the biggest
single change in investment for any genre
this year.

INMOVATION THROUGH DIVERSITY
Channel 4 provides vital support for the
UK's production sector. Uniquely amongst
the PSBs, all its commissioned content
comes from external suppliers, and it
expanded both the size of its investment
in the production sector and the breadth
of its supply base in 2014, Channel 4
spent £441 million on first-run external
commissions on the main channel (up 9%
year-on-year), and £487 million across the
TV portfolio (10% up). It worked with 317
creative partners across its commissions in
TV, film and digital media, 7% more than
in 2015. 70 of these suppliers were new to
Channel 4, 32% more than last year.

Channel 4 is committed to regional diversity,
seeking to commission content from across
the UK. In 2018, it sourced 55% of all hours
of first-run originated pregrammes on its
main channel from suppliers based cutside
London, up by two percentage points
year-on-year. Channel 4 has now sourced
mare than 50% of its first-run commissions
from outside London for four consecutive
years. In expenditure terms, 40% of

Channel 4's investment in first-run originated
programming on the main channel was on
programmes from suppliers outside London,
up one parcentage point year-on-year.
Across the TV portfolio, Channel 4 spent
£169 million on programmes from suppliers
based outside London, £20 million more
than in 2015 (2 13% rise). In percentage
terms, there was an even bigger increasze

in expenditure on content from companies
based in the Nations (Northern Ireland,
Scotland and Wales), which rose by 28% to
£34 million.

Turning to on-screen diversity, there were
substantial increases in the volumes of
diversity-related programmes on Channel 4,
due primarily to its coverage of the Rio 2015
Paralympics. Channel 4 showed 358 hours
of originated diversity-related programmes
on the main channel in 2016, up 78% year-
on-year. 244 of these hours were first-run
programmes (126% up), and 103 of the
first-run hours related to programmes that
wera shown in peak time (a 29% increase).
Saparate from the Rio 2016 Paralympics,
new diversity-related programmes this year
included What British Muslims Really Think
and My Trans American Road Trip.

Channel 4's international programming also
contributes to the diversity of its schedules.
Excluding Channel 4 News (which itself has
a strong international focus, see page 47),
there were 77 hours of first-run programmes
cowvering international topics on the main
channel and in the cross-channel True
Stories documentary strand, the highest
level zince 2011 (and 26% up on 2015). 2016
also marked the launch of Walter Presents,
Channel 4's new on-demand service curating
the best foreign language TV shows, with
some programmes showcased on TV. The
launch episode of Deutschiand 83 on the
main channel was the mostviewed foreign
language drama ever shown on British
television. Meanwhile, the Film4 channel
continues to offer a diverse and international
slate, with 32% of its output coming from
outside the US, and 18% comprising

British films.
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Innovation through content

£699m

SPENT ON CONTENT

ACROSS ALL SERVICES
(TV AND ONLINE)

+10% ON LAST YEAR

@ INVEST IN HIGH
QUALITY CONTENT

L

LY IL
PROGRAMMII
HE CHANNEI

NG ACRO

+10% ON LAST YEAR

@ INVEST IN HIGH
QUALITY CONTENT

INVESTMENT IN ALL CONTENT

Channel 4's content budget reached record levals in 2016.
The broadcaster spent a total of £695 million on content
across its sarvices, comprising the main channel, digital
TV portfolio and digital media services. This represented a
10% increase year-on-year, the largest annual percentage
increase for more than 15 years; and, for the sacond
consecutive year, Channel 4 set a new record for its

total content budget. The large majority of this budget

— £553 million, equivalent to 80% of the total — was

spant on the main channel, which continues to attract
larger audiences than any other channel or service in the
portfolio. £131 million was spent on the digital TV channels,
and a further £11 million was spent on digital media, which
includes Channel 4's websites, cross-platform content and
investment in All 4 content including Walter Presents.

All componants of Channel 4's content budget benefited
from significant increases this year. Expenditure on content
on the main channel roze by £46 million, a 9% increase on
the 2015 figura (£507 million). Increases in spend were even
greater, in percentage terms, for the digital channels and
digital media. Content spend on the digital TV channels
was up by 15% on the 2015 figure of £114 million, a

£17 million rise. And spend on digital media was up by 38%,
boosting 2015 £8 million spand by a further £3 million.

Focusing on the TV portfolio (Channel 4's main channel and
the digital channels), a total of £684 million was invested

in originated and acquired programming across these
channels in 2016 (up 10% on the 2015 figure of £621 million).
The genres that accounted for the largest amounts of
content investment this year were Factual (£209 million),
Entertainment (£103 million), Film (£92 million) and Drama
{£91 million). Of these, investment in Factual rose for the
fifth year running, by 15%, supporting major new saries
such as Eden, My Kitchen Rules and Stage School, along
with extended runs of The Supervet and First Dates.
Investment in entertainment fell by 7% (equivalent to

£8 million), as Time Crashers was not replaced this year and
there was less Alan Carr programming in 2016. Highlights
this year included an extended run of The Last Leg covering
the Rio 2016 Paralympics. The Film budget was sustained,
increasing by 1% year-on-year. Alongside premieres of
acquired feature films such as Paddington, Filmé premieres
thiz year included 12 Yaars A Slave and Amy. The Drama
budget fell by 8% (equivalent to £8 million), as Cucumber
was not replaced. Key commissions this year included
Mational Treasure.

Across the schedule, the most notable change in 2016 was
the £4% million increase in spend on Sports programming, a
year-on-year increase of 258%. This substantially increasad
budget was used to cover the Rio 2014 Paralympics and
Formula 1. Spend on the other genres was relatively stable
in absolute terms, with individual year-on-year changes of
no more than +£3 million. Spend on Comedy programming
held steady, at £5% million, with new hits such as The
Windsors; as did Channeal 4's £26 million investment in its
Mews programmes. There was & 6% rige in investment in
Current Affairs programmes, to £28 million, the highest
level ever, providing extensive coverage of Brexit and

the US Election. While relatively small in absolute terms
{around £3 million), there was a substantial 73% increase in
investment in programmes which appeal to Clder Children,
which was spent on new series such as The Secret Life Of...
strand and Gogglesprogs, along with We're Going on a
Bear Hunt. The content budget for Education (14-19-year-
olds) fell by almost £3 million, mainly due to My Mad Fat
Diary not being recommizsioned this year.

Spend across the Channel 4 network
on all content (E£m)

Total (Em)

695

2015 507 114 [ 629

@ Channel 4 (main channel) i Digital channels
Digital media

Source: Channel 4

Total investment in originated and acquired
programming across the Channel 4 TV
portfolio by genre (£m)

Film
Drama
Factual
Comeady
Entertainment
Nows
25
E Current Affairs
I 5 Oider Children
| 3
Education'
| 2
| 5
Sport

8

@ =015 (Total: £621m)

Education in this metnic refers o specifically commissioned
programmes for 14-18-year-olds, 55 oppossed fo
Channel 4's brosder educational remit.



Innovation through content

74,

OF THE MAIN CHANNEL

PEAK-TIME SCHEDULE
DEVOTED TO FIRST-RUN
ORIGINATIONS

+2PTS OM LAST YEAR

@ INVEST IN HIGH
QUALITY CONTENT

OUTPUT MIX ON CHANNEL 4

Channel 4 showcases the majority of its new original
programming on the main channel during peak-time

hours (defined by Ofcom as 6-10.30pm), in order to attract
the largest audiences and have the greatest impact. In
2016, 74% of all peak-time hours on the main channel

wera made up of first-run originated programming. This

is @ two percentage point increase on the 2015 level, and
represents the highest figure since 2003. With anothar 7%
of peak hours comprising repeats of original programming,
ariginations accounted for a total of B1% of peak-time hours
- comfortably exceeding the Ofcom licance requirement
of 70%. While Channel 4's daytime schedules include a
more balanced spread of originations and acquisitions,
originations still accounted for almost two-thirds (65%) of
all output on the main channel across the day in 2015, again
well above the Ofcom quota of 56%.

Owerall, the proportion of originated programming in
peak-tima on Channel 4's main channel was flat year-on-
year, with the three percentage point increase in first-run
originations offset by a three percentage point fall in
originated repeats. Across the whole day, the proportion
of originated programming on the main channel also held
steady year-on-year.

Percentage of output on the main channel
accounted for by originations and first-run
programmes

Peak-time (6-10.30pm)

2016 4 T ¥ 12

@ Criginations - repeat
Acquisitions - repeat

@ Criginations - first-run
@ Acouisitions — first-run

Source: Channel 4

£901m

SFEH'I'ﬁFI ORIGINATED

CONT
ALL §

ACROSS
'WVICES

+10% ON LAST YEAR

@ INVEST IN HIGH
QUALITY CONTENT

INVESTMENT IN ORIGINATED CONTENT

Channel 4 delivers its public remit primarily through its
investment in original content, on TV and in digital media.
lts total expenditure on originated content across its TV
channels ([comprising first-run transmissions and repeats)
and online services was £501 million in 2014 — setting a new
record, for the second consecutive year, for the largest
investment in Channel 4's history.

The main channal accounted for the large majority of

this expenditure: its original programme budget was

£445 million, equivalent to 89% of the total spend an
originations. This included expenditure of £187 million

on Maws, Current Affairs, Education pragramming,
Comedy, Drama series and single dramas (including Film4
productions), Arts and Religion — up 2% year-on-year. This
does not include the full range of programming genres e.g.
Factual or Sport, where Channel 4 also delivers important
public service content.

Beyond the main channel, a further £46 million was zpent
on original content for the digital channels, and £10 million
on digital media content (including websites and cross-
platform content) in 2014.

There was a substantial year-on-year increase, of

£4& million, in Channel 4's total spend on original content
in 2014, equivalent to a 10% rize. The bulk of this increaze,
£37 million, was directed at the main channel to generate
the biggest possible impact. A further £7 million was
allocated to the digital channels, and another £2 million
to the digital media budget.

Spend across the Channel 4 network
on all originated content (Em)

Total (Em)

20186 445 48 palv 501

2015 408 30 ] 455

@ Channal 4 {main channel) { Digital TV channels
Digital media

Source: Channel 4
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Innovation through content

ORIGIMATED OUTPUT ACROSS CHANNEL & TV PORTFOLIO

9 3 Channel 4 broadcast an average of 9.3 hours of new
L hr5 commissioned programmes (first-run originations) every
Eﬁls;r;:! I'I‘! CVERY DAY day in 2016 across the main channel, E4, Mored and Film4.
The main channel accounted for B4 of these daily hours,
%ﬂﬁ:ﬂéﬁ#&ﬂ;“ with the other 0.9 hours on the digital channels.

The volume of first-run originations across the TV portfolio
+12% ON LAST YEAR rose by 12% in 2014, primarily due to Channel 4's extensive
coverage of the Rio 2016 Paralympics, along with the
@ INVEST IN HIGH first year of coverage of Formula 1. This resulted in a 7%
QUALITY CONTENT increase in first-run originated programming on the main

channel. The volume of new commissions on the digital
channels rose by 43%; major new series included Tattoo
Fixers on Holiday, Celebs Go Dating, Stage School and Phil
Spencer’s Stately Homes.

Average daily hours of first-run
originations across the Channel 4 TV portfolio

Total (hrs)
2018 8.4 0.9 0.3
2015 .7 0.6 83

@ Channal 4 (main channel) { Digital TV channsls

Source: Channel 4

VOLUME OF FIRST-RUN ORIGINATIONS BY GEMRE
3 41 0 In 2014, Channel 4 broadcast 3,410 hours of first-run

’ hrs originated programming across its TV portfolio. The genres
OF FIRST-RUN with the largest volumes of first-run originations this year

ORIGINATIONS ACROSS :
THE PORTFOLIO were Factual (1,394 hours), Sport (714) and Entertainment
(628 hours).

The total volume of first-run originations rose by 13%
in 2014, equivalent to 391 hours. Three-guarters of this

+13% ON LAST YEAR increase, ir??d hours, was accounted fgr by Channel 4's
@ INVEST IN HIGH expanded Sports output, the volume of which rose by

QUALITY CONTENT 70% year-on-year thanks to the coverage of the Rio 2014
Paralympic Games and the Formula 1 Grands Prix. There
were two other substantial changes in the volumes of
first-run originations this year: an additional 198 hours of
Factual programming, equivalent to an increase of 17%
(with new series such as My Kitchen Rules); and 94 fewer
hours of Entertainment, a drop of 13% (Time Crashers
was not replaced this year and there was less Alan Carr
programming).

Year-on-year changes were relatively small in the other
genres in absolute terms: all fell within the range of £14
hours. Of the other genras with increased hours of first-run
originated programming, the most notable increase in
percentage terms was for programmes for Older Children
(a rise of 49%, or & hours), due primarily to the Secret Life
Of... strand and Gogglesprogs. There were also increases
in Comedy (11% up, or 4 hours), with new saries The
Windsors, and in Current Affairs (8% up, or 14 hours), with
Tricks of the Restaurant Trade and additional specials.

The largest decline in percentage terms was for Film (51%
down, or 8 hours), due to not having as many titles. This
reflects variations in theatrical release pattarns for Film4
titles, which determine the timings of the subsequent TV
windows. In 2015, three films were premiered, including
12 Yoars A Slave and Amy, down from seven in 2015.
There was also a significant decling, of 43% (or 7 hours)

in Education programmes, with My Mad Fat Diary not
being recommissioned. In Drama, the volume of first-run
ariginations fell by 7% (13 hours), as Cucumber was not
recommissionad, while thera was a marginal (1%, or 1 hour)
fall in the volume in Mews programming.

Hours of first-run originations shown across
the Channel 4 portfolio by genre

| - Film
I 15
Drama
1m
e
1,198
Comedy
| a4
| 30
= e
K -
245
Current Affairs
174
Older Children
18
12
5 Education
16
Sport

@ =016 (Total: 3,410hrs) @ 2015 (Total: 3,019hrs)

Source: Channel 4
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MEETING CHANNEL &'S LICENCE OBLIGATIONS

Compliance
Average hours per week minimum 206 2015
MNews in peak time (6-10.30pm) 4 4 4
Current Affairs overall 4 & 5
in peak time (6-10.30pm) 2 3 3
Hours per year schools 1 29 27
Parcentage
Origination production overall 56 65 &5
in peak time (6-10.30pm) 70 81 a1
Independent production 25 59 &d
European independent
production 10 3o 34
European origin 50 70 &7
Subtitling for the deaf and hard
of hearing 90 100 100
Audio description 10 3 24
Signing 5 & 5
Regional production 35 40 39
Regional hours 35 55 53
Preduction in the Nations 3
Mations hours 3 g g
Mote: Excluded from the scope of the KPMG Assurance Report.
Innovation through diversity
BROADCASTERS INVESTMENT IN THE Expenditure by public service broadcasters on
PRODUCTION SECTOR first-run external commissions (Em)
With no in-house production base, Channel 4 sources 100%
S R of its original programming from external suppliers. This Total (Em)
‘_L 1”:1 ,H_ 2 investment is an intrinsic part of the Channel 4 model, and 241 BEC
MAIN CHANNE! 016 it provides vital support for the independent production
sector. In 2016, Channel 4 spent £441 million on first-run 400
originations for the main channel, a 9% increase on the
+0% ON LAST YEAR c-;:urresp_u::n_dmg figure for 2015. 52%_-:::fth|5t-;:uta|}~as spent . v
(2015: E403M) on qualifying independant production companies. Across
' the whole TV portfolio, Channel 4 spent £487 million on 294
NURTURE TALENT first-run originations from external suppliers in 2015, 10%
up year-on-year. This included £44 million of spend for the Channel 4
digital channals, up 20% year-on-year. 441
Data for the PSBs published by Ofcom highlights a7
Channel. 4's disproport'lonately important role in Channel &
supporting the |ndependentlﬁ>rnductlon sector. In 2015, 108
the most recent year for which Ofcom's cross-industry
ar

data is available, Channal 4's spend on first-run external
commissions on the main channel exceedad that of any of
the other P5Bs on their network channels - including BBC @ @ Main channels (BBC main channels are BBC Ona
Oine (2015: £231 million) and BBC Two (2015: £128 million) and BBG Twa)

combined. Looking across their entire TV portfolios, @ 1 Digital channels

Channel 4's £441 million portfolio expenditure on first-run

external commissions matched the BBC's total investment ~ Soure: Crannel &, Ofcom jother channes]

across all of its TV channels, and was almast £20 million 2018 deta rof avalable for afher channels

mora than the combined spend of ITV and Channel 5

across their portfolios.
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Innovation through diversity

DIVERSITY OF SUPPLY BASE

Cross-industry data allows comparisons to be drawn

between the public service broadcasters specifically for
NOR the number of independent TV production companies
used across their TV portfolios (see chart on the right). In

GITAL MEDIA 2015, the most recant year that comparative TV industry

016, OF WHICH 160 data is available, Channel 4 worked with 164 independent
= frre TV production companies, behind only the BEC (287
companies), and more than the combined total of the other
commercially-funded public service broadcasters, ITV and

+7% ON LAST YEAR Channel 5 (135 companies between tham).

H CHANN
PORTFOLI

MURTURE TALENT In 2016, Channel 4 worked with a total of 317 companies
to supply the TV, film and digital media content that it
commissionad. Of this total, there were 140 independent
TV preduction companies, and a further 30 non-
independent TV production companies, giving a total of
190 suppliers of TV programmaes. There were 112 onling
suppliers and 71 film companies, with some suppliers
working across TV, film and online. Across all types of
content, 70 companies were new suppliers to Channel 4.

Channel 4's supply base increased across all types of
content in 2016. The number of TV suppliers rose by 4%
(although the number of independent TV production
companies was 2% down, reflecting ongoing consolidation
in the sector). There were also increases in the number of
online suppliers (3% up year-on-year) and film companies
(B% up year-on-year) that Channel 4 worked with. Overall,
the 317 companies that Channal 4 worked with was 7%
more than the corresponding total last year (2015: 295), and
the number of new suppliers was up by 32% (2015: 53).

Mumber of independent TV production
companies supplying the PSBs

BEBC
I <

m ITV portfolio

Channel 4
portfolio

Channel 5
portfolio

@0 =015

@0 2014

Source: Channel 4, Broadesst jother channeds)
2016 data not evalable for other PSS channels.

OUTPUT FROM SUPPLIERS INVESTMENT IN THE NATIONS AND REGIONS
BASED OUTSIDE LONDON

[MAIM CHANNEL)
In 2016, Channel 4 sourced 55% of all hours of first-run
55? originated programmes on its main channel from suppliers
- based outside London. This represents an increase of
s two percentage points on the 2015 figure, and means

FROGRAMHE HOURS that Channel 4 has sourced more than 50% of its first-run

commissions from outside London for four consecutive
years (the corresponding figure was less than 50% for each
of the five preceding years).

+2PTS ON LAST YEAR

In spend terms, 40% of Channal 4 expenditure on first-
20PTS ABOVE OFCOM QUOTA

run originated programming on the main channel was on
NURTURE TALENT programmes from suppliers outside London in 2016, up
one percentage point year-on-year.

40 In both volume and spand terms, these figures exceed by
% some margin the 35% licence quotas set by Ofcom.
OF THE VALUE OF

FIRST-RUN ORIGINATIONS

+1PT ON LAST YEAR

5PTS ABOVE OFCOM QUOTA
MURTURE TALENT

Proportion of first-run originated output
and spend on Channel 4 which is made
outside London

Source: Channel 4



Investing through diversity

OUTFUT FROM SUPPLIERS INVESTMENT IM THE NATIONS [MAIN CHANNEL) Proportion of first-run originated output
BASED IN THE NATIONS In 2014, just over 9% of total hours of first-run originated and spend on Channel 4 which is made
programming on Channel 4's main channel came from outside of England
9% commissions in the Nations: Scotland (6.3%), Wales
(2.4%5) and Morthern Ireland (0.4%). In spend terms, the

OF FIRST-RUN ORIGINATED Mations accounted for over 8% of the total budget for

N . first-run originated programmes on the main channel

(5.2% Scotland, 2.8% Wales, 0.5% Northarn Ireland). The
Mations' share of the total volume of first-run originated
programmes on Channel 4's main channel held steady year-
= WITH LAST YEAR on-year (2015: 9%) while their share of investment rose gy
one percentage point (2015: 7%).

G6PTS ABOVE OFCOM GUOTA

NURTURE TALENT A total of 259 hours of first-run programming on the
main channel came from commissions in the Mations
in 2014, 11% up year-on-year. There were increases across

8 all the MNations. In Scotland, the volume of programming
% also rose by 11% (177 hours in 2014, up from 159 in 2015),
OF THE VALUE OF while total investment was up by 11% to £21.0 million
FIRST-RUN ORIGINATIONS (2015: £18.9 million). This increase was accountad

for by a mixture of returning daytime shows like

Fiftaan To One and new peak-time titles such as Eden.
While the volume of programming commissioned from
Wales rose by just 6% (6% hours in 2014, up from 65 hours
in 2015), total investment was up by a substantial 47%, to

+1PT ON LAST YEAR

SPTS ABOVE OFCOMQUOTA  £11.3 million (from £7.7 million in 2015). This was accounted

for by Inside Birmingham Children’s Hospital and Coming
Up. The biggest annual increases in percentage terms
wera for commissions in Morthern Ireland: the volume of
programming was up by B&%, to 13 hours (2015: 7 hours),
while investment rose by &7%, to £2.0 million (2015:

£1.2 million). Mew commissions included Britain at Low
Tide and Britain's Ancient Tracks with Tony Robinson.

MURTURE TALENT

In both volume and spend terms, these figures excead by
some margin the 3% licence quotas set by Ofcom (which
will rise to 9% by 2020).

SPEND BY REGIOM ACROSS THE CHANNEL 4 TV PORTFOLIO  Percentage of Channel 4's expenditures

1 B 9 Channel 4 spent £14% million on content that was across the TV channel portfolio outside
£ m commissioned from production companies based outside London by region
E;ﬁnp‘rﬁﬁrg;nﬂ&glingﬂnﬂ London —i.e. the Nations and the English Ragions — across
e e I i e its TV portfolio in 2014, This represents an annual increase
of 13%, equivalent to £20 million (2015: £14% million). 19 21
Expenditure on content from production companies My —
+13% ON LAST YEAR in the_N.atl'Dns rose by ?8% in 2014, tuf:- £3& million (2015: 2015 2 2018
£28 million). Channel 4's spand roze in all threa of the
NURTURE TALENT Mations, with new programmaes this year including Eden 2
{from Scotland), Inside Birmingham Children’s Hospital ‘ »
(Wales) and Britain at Low Tide (Morthern Ireland).
3 B The largest component of expenditure in the Nations,
E m £21.92 million, was spent in Scotland, 16% up year-on-year @ Norih of England @ Midlands @ South of England
SPENT ON PRODUCTION (2015: £1% million). A further £11.3 million was spantin Multi-ragion Mations (Scotiand. Walas
COMPANIES IN THE Walaz, 48% up on last year (2015: £8 million). The remaining ® i and N.ml:r-Qm Irala:nd}

MNATIONS

£2.4 million was spent in Northern Ireland, double the 2015

figure (which was £1 million). S Lranme &

Channeal 4 spent a total of £130 million in the English

+28% ONLAST VEAR Regions in 2018, a 11% increase on last year (2015:

NURTURE TALENT £117 million). This increase was primarily due to

production costs relating to the Rio 2016 Paralympics.
Major commissions from the English Regions this year
included the likes of A Place in the Sun (South of England),
the Rio 2014 Paralympics (the Midlands), and Hollyoaks
{Morth of England). A further £4 million was spent on
multi-region content in 2014, flat on 2015.

Mota that these investment figures for the Nations, which
cover spend across the Channel 4 portfolio, differ slightly
from those in the previous metric (see above), which ralates
specifically to the main channel.



INVESTING IN

INNOVATION
CONTINUED

Different voices

RANGE OF INTERNATIONAL PROGRAMMING Genres covered by imtemational-themed
At a time when stories fram around the world are capturing  originations on Channe! 4 (main channel)
ever more of people’s attention, Channel 4's programmes as a percentage of total first-run hours

0 RST-R cover international topics across a wide range of genres,
e e going far beyond its news coverage. In 2015, there were
HANN DIN 77 hours of first-run programmes with an international
N :_ AN _'_'_ ORR theme on the main channel [excluding Channel 4 News)

and in the dedicated international documentary strand,
True Stories, which runs across the main channel and Filmd4.

This represented a 26% increase year-on-year, taking
+26% ON LAST YEAR Channel 4's international coverage to its highest level since

® ALTERMNATIVE VIEWS 201,

The biggest single genre in 20146 was Current Affairs, with

38% of total first-run hours of international programming @ Current Affairs @) Documentaries i) Religion
{up from 33% in 2015). Alongside the long-running @ History Sciance Othar
1 B 1hr5 Unreported World strand, Channel 4 offered a range of

programming around the US Presidential election race,
GUAGE CONTENT including the Presidential debates and one-off films such
ROSS THE PORTFOLIO as The Mad World of Donald Trump. Documentaries such
as Walking The Himalayas and The Gun Shop Cutting Edge,
as well as the True Stories films, together made up 17% of
Channel 4's international programming this year. Following
+28% ON LAST YEAR a surge in their volume in 2015 (when they accounted
® ALTERNATIVE VIEWS for 55% of first-run international hours), Documentaries’
share of international programming fell back to a level
comparable to that in previous years (betwaen 2011 and
2014, they represented between 14% and 29% of the total).
In 2014, there was a large jump in the Other category (from
8% to 33% of international hours), thanks to a variad range
of programmes in genres such as Factual Entertainment
(World of Weird), Mature (China: Between Clouds and
Dreams) and Music (The Great Songwriters).

Source: Channel 4
L
A

B&FIRST-RIJN FOREIGN

More than any of the other PSBz, Channel 4 showcases a
diverse range of content from around the world through
its acquired TV programmes and films. 2016 marked the
launch of Waltar Presents, Channel 4's innovative new
on-demand service curating the best foreign language

TV shows, with some programmes (individual episodes
and whaole series) showcased on Channel 4's main channel
and Mored. The highlight of the year was the epic German
Cold War drama Deutschland 83, which was broadcast in
its entirety on the main channel. The launch episode was
watched by 2.5 million viewers, making it the most-viewed
foreign language drama ever shown on British television.
Taken together, the Walter Presents-branded foreign
language dramas shown on the main channel and Mored
reached 22.5% of the UK population in 2014. Overall, there
wera 161 hours of first-run foreign language TV chows and
films across the TV portfolio, 28% more than in 2015 (126
haours). On the Film4 channel, a total of 481 hours of films
{first-runs and repeats) from outside the UK and US were
shown in 2014, including both English language and foreign
language titles; this was 16% down year-on-year, as one D?
the key non-US licences came to an end (2015: 784 hours).



Different voices

E4Bhrs

FIRST-RUN
IGINATIONS COVERING

VERSITY ISSUES ON THE
AIN CHANNEL

+126% ON LAST YEAR
® CULTURAL DIVERSITY

DIVERSITY OUTPUT ON THE MAIN CHANMNEL

In 2018, Channel 4 showed 358 hours of originated
programmas on the main channel whosa st?bject matter
covered diversity issues (i.e. religion, multiculturalism,
disability or sexuality). 246 of these originated hours wera
first-run programmaes (the others being repeats), and 103 of
the first-run ?u::urs related to programmes that were shown
in peak-time, including What British Muslims Really Think
(Religion), Keeping Up With the Khans, An Immigrant's
Guide to Britain and Indian Summers (multiculturalism),
My Millionaire Dads and Me and My Trans American Road
Trip (sexuality), and the return of popular series The Last
Leg and The Undateables [disability).

In the year of the Rio 2014 Paralympics, all three of these
metrics on diversity-related programming registerad
substantial year-on-year increases: there was a 78% rise
in total originations, the volume of first-run criginations
was up by 126%, and first-run originations in peak-time
increased by 29%. All three metrics were at their highest
levels since the 2012 London Paralympics.

Channel 4s impact on diversity includes far more than
the programme commissions covered by these figures.
It continues to support a range of initiatives that promota
diversity on screen, off screen and as an employer. In
2015, Cﬁannel 4's Yaar of Disability doubled the number
of disabled people on screen in 21 of our biggest shows,
and supported 26 off screen disabled talent to progress
in the industry. Channel 4 continues to improve access
to opportunity for those from different backgrounds, via
our C4 Pop Ups, production training scheme and work
experience and apprenticeship programmes.

In addition, Channel 4 was one of the launch partners on
Diamond, the new cross-industry diversity monitoring
gystem being developed through the Creative Diversity
Metwork, which went live in August 2016. Read more
about our work on diversity on pages 48-53.

Total hours of programming covering
diversity issues shown on the main channel
(2016 with trends relative to 2015)

246
of which First-run
of which

(78% up) (126% up)

In paak-

{26% up)

Source: Channel 4
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Film

32

D¥UTPUT ON THE FILM4

C
=]

NMEL CAME FROM
SIDE THE US

-4PTS ON LAST YEAR
® CULTURAL DIVERSITY

18

WERE BRITISH FILMS

-2PTS ON LAST YEAR
® CULTURAL DIVERSITY

DIVERSITY OF FILM& CHANMNEL SCHEDULE

The Film4 channel showcases a diverse and alternative
range of films from the UK and around the world, setting
it apart from mainstream film channels that rely mostly on
Hollywood studio titles. In 2014, British films accounted
for 18% of the Film4 channel's output (in terms of hours
of programming), including those co-funded by Film4
Productions (2015: 20%). These British films, along with
those from continental Europe and other parts of the world
outside the US, together accounted for 32% of the hours
of output on the channel. While this is a decrease of four
percentage points on the corresponding figure for 2015,
it still means that non-US films made up almost one-third
of the schedules across the year. (Mote that this figure
includes films that were co-productions between the US
and other countries; in 2018, 5% of output on the channel
comprizsed US/non-US co-productions, compared to 6%
in 2015)

Seasons continued to be a successful part of Film4's story
in 2016, with the Black Star season offering a wide-ranging
celebration of contemporary black cinema to tie-in with

the BFI's initiative, launching with Film4's own multi-

award winning 12 Years A 5lave. The channel continued to
showcase the work of the productions arm, lad by the vary
popular premiere at $pm of Mike Leigh's artful Mr. Turner.
World cinema continued to be strongly represented, with
the channel hosting a collection of martial arts classics from
Hong Kong's legendary Shaw Brothers studio (including
One-Armed Swordsman and The 36th Chamber Of Shaolin)
and the premieres of Lars Vion Trier's controversial two-part
tale Nymphomaniac and Cannes award-winner Blue is the
Warmest Colour. Documentaries played a crucial role in
Filmd's programming once again, with the premieras of
Hitchcock/Truffaut, about the meeting between the two
legendary filmmakers, and The Salt Of The Earth, director
Wim Wenders' portrait of photographer Sebastigo Salgado.



News and Current Affairs

370

LONG-FORM NEWS
AND CURRENT AFFAIRS
PROGRAMMES IN PEAK

+3% ON LAST YEAR
® STIMULATE DEBATE

COMMITMENT TO LONG-FORM JOURNALISM

The transmission of Mews and Current Affairs programmes
with extended running times allows topics to be covered in
greater depth, enabling these programmes to offer greater
levels of rigour and analysis. Channel 4 believes that this is
especially valuable at a time when the trust and accurac

of news sources — both in traditional and in digl’tala"snciar
media — are coming under great scrutiny than ever before.

For the purpose of this metric, ‘long-form’ News and
Current Affairs programmes are defined as those running
for at least 45 minutes for News, and 15 minutes for Current
Affairs. In 2018, Channel 4's main channel showed 370 'long-
form’ Mews and Current Affairs programmes in peak-time
{which runs from £-10.30pm, as per Ofcom's deﬁnition].
This represents & 3% increase year-on-year, and is the
largest figure in any year since 2012 (the oldest year using
the current methodology). Channel 4 showed substantially
more long-form News and Current Affairs programmes

in peak-tima than the other main PSB channels combinad
{(which showed 281 programmes between them in 2014).

When the period running up to midnight is included,
Channel 4's main channel showed 438 'long-form’ News
and Current Affairs programmaes. This was 8% up year-
on-year, with the number of post-peak-time titles up by
19%. This total (from &pm to midnight) was greater than
the corresponding figure for any of the other main PSB
channels. The channel with the next highest number of
titles was BBC Two, with 358 'long-form' Mews and Current
Affairs programmes (80 fewer than Channel 4). The bulk of
BBC Two's total was accounted for Newsnight, which runs in
the post-peak-time period; only 92 of its programmes were
in peak-tima.

Mumber of long-form News programmes and
single-story Current Affairs programmes with a
duration of at least 45 minutes and 15 minutes
respectively shown on the main channel

betwesn 6pm and midnight
Total

2016 R 200 BI?SAD'HE
2015 JERRE] 23

BBCT
2016 38 pang
2015 3o
2016 ﬂ 24 105 u'Bﬁ.Ig:]
2015 E 20 75

Channel 4
2015 358 57 AL

Channel 5
2016 |1 0 1 (BARE)
2015 | 41 5
@ Peak-tima {6-10.30pm)

@ ) Post-peak-time (10.30pm-midnight)
Sowrce: Channel &, BARB [pther channals)



MAKING AN IMPACT

Channel 4 continues to occupy a unique position in the
broadcasting ecosystem. It is a mass-market channel that
reaches large audiences every day, while also engaging
with groups that other public service broadcasters
('PSBs’) find it harder to connect with. Its impact is
measured not only by the number of people who view its
programmes across different audience groups, but also by
the public value it delivers to these audiences by being
alternative and diverse, taking risks, challenging
preconceptions and inspiring change.

annualreport.channel&.com

IMPACT



REPUTATIONAL IMPACT

Channel 4 measures its public value impact
by locking at audience perceptions of 12
reputational statements linked to its public
service remit and comparing its main
channel's performance to that of the other
main PSB channels (BBC One, BBC Two, ITV
and Channel 5). Channel 4 typically leads
the other channels on these metrics by a
significant margin, so we lock at annual
variations in performance by highlighting the
main channel's leads over the average for
the other main PSB channels.

In 2016, audience perceptions of Channel 4's
remit delivery reached new all-time highs,
reflecting the success of the creative renewal
strategy. In terms of their absolute scores,
maost of the reputational trackers were at
their highest-ever levels. And averaged
across the 12 statements, Channel 4 lead
owver the other main PSB channels rose from
26.5 percentage points in 2015 to a record
27.3 points, the highest level since Channel 4
began reporting the reputational trackers

in 2008.

Channel 4's most emphatic leads over the
average for the other main PSB channels
were for ‘taking risks that others wouldn't’
(a lead of 38 percentage points), "tackling
issues other channels wouldn't’ (34 points)
and being the 'home for alternative voices’
{3 points). Compared to 2015, the main
channel either maintzined or increazed its
lead for all 12 of the reputational tracker
statements in 2014: itz lead remained

level for six statements and increasad — by
between one and three percentage points —
for the other six statements.

TELEVISION

While UK television viewing continues to
fragment, audiences to Channel 4's TV
portfolio largely held steady in 2016, with
only marginal changes. The main channel's
viewing share was 5.9%, while the digital
channels' combined viewing share was 4.5%,
giving an overall portfolio viewing share

of 10.5%. This was down year-on-year by
0.1 percentage point, with each individual
channel's share either holding level or
changing by less than 0.1 point.

Across the portfolio, Channel 4 was watched
by 83.5% of all television viewers every
month on average in 2018; only the BBC and
ITV had higher levels of reach. Compared

to 2015, this represented a small fall of 0.3
percentage points — Channel 4's smallest
annual decline in reach since 2011, and &
smaller dacline than that experienced by
the BBC and ITV channel portfolios (whosa
reach fell by 0.8 and 0.4 percentage points
respectively).

Channel 4 seeks to engage with hard-to-
reach audiences, including young adults and
black and minority ethnic (BAME") groups. In
2014, we remained the only PSB to attract a
significantly larger share DFviewing amongst
16—34-year-olds than across the overall UK
population, with a 16.2% share amongst this
age group across the TV portfolio (2% down
on last year's 16.5% share). Amongst BAME
groups, Channel 4's TV portfolio viewing
share was 10.2% in 2014. This was an increase
of 1% on the 2015 share, as a consequence of
which BAME audiences’ share of Channel 4's
overall viewing was at a higher lavel than at
any time since 2009. BAME audiences also
continued to account for a larger proportion
of Channel 4's audience than E:rr the
audiences of the other PSBs.

Mews and Current Affairs lie at the heart of
Channel 4's remit. In the year of the Brexit
vote and US Election, an average of 8.3
million people watched Channal 4 News
each month in 2016, 1% up year-on-year.
This was the second consecutive year in
which the programme has increased its
reach. As with Channel 4's overall output,
its Mews programming has a particular
appeal to young adults and BAME viewers:
16-3d-year-olds accounted for 15% of
Channel 4 News viewing in 2015, higher
than their 7%-10% shares of viewing to the
national news programmes on the other
main PSB channels. And viewers from BAME
groups represented 16% of all Channel 4
News viewing, the highest figure since
200%, and well ahead of the corresponding
£%-9% shares for the other PSB channels’
news programmes. These figures remained
stable in 2014: the proportion of Channel 4
MNews viewing accounted for by 16-34-year-
olds fell by one percentage point, while
the proportion of BAME viewers rose by
two points.

Channel 4 seeks to differentiate its Mews
and Current Affairs output from that of other
broadcasters through its independent and
distinctive appro acﬂ. Channel 4 News scoras
more highly amongst its viewars when acked
about its perceived independence from

the government and from the influence

of big business than do the other main
broadcasters’ news programmes amongst
surveys of their viewers.

Turning to Current Affairs, Channel 4 tracks
five reputational statemants covering the
approach and subject matter of the main
PSB channels' programmes and strands

in this genre. Across these statements,
Unreported World had the highest average
score across all the PSB channels — ranking
firgt for ‘showing stories about parts of the
world you wc:ulg rarely see on British TV,
‘giving a voice to groups that aren't always
heard in mainstream media’ and ‘making
me see something in a different light’ — with
Dispatches in second place. Both strands
increased their average scores year-on-year
by two to three percentage points.

OMLINME

Following the launch of All 4 in 2015 -
offering long-form programmes, live
streaming and digital-first Originals and
Exclusives — Channel 4's websites and apps
attracted a total of 522 million visits in 2015,
3% more than in 2015. In keeping with a
general trend for viewears to seek out the
best screen available on which to watch
programmes on demand, the number of
visits to Channel 4's suite of mobile and TV
apps rose by 18% year-on-year while visits
to the web site decreased. Channel 4 also
increasingly secks to use social networks
to deliver news content to audiences,
aspecially younger ones. There were almost
2 billion video views of Channel 4 News
content on Facebook/all platforms in 2014,
500% up on last year.

All 4, which launched in 2015, is availzble on
a growing range of smartphones, tablets
and connected TVs. Channel 4's strategy

is to make All 4 available across a range of
devices and platforms to ensure viewers
can choose the best possible experience
available to them, including watching
content on mobile davices and, increasingly,
on TVs and devices connected to TV
screens.

The number of visits to Channel 4's apps
rose by 18% year-on-year, from 274 million in
2015 to 323 million in 2014. App visits have
accounted for a growing proposition of total
vigits to Channel 4's digital estate over the
last few years, and this trend continued in
2016 with apps accounting for 62% of all
visits, up from 54% in 2015 {(and more than
double the 30% share of visits in 2012).
Visits to Channel 4's websites declined by
15% (from 24 million in 2015 to 200 million

in 2018), reflecting a trand for viewers to
choose the best available screen on which to
enjoy their chosan programmes.

AUDIENCE FEEDBACK

Channel 4 draws on feedback from a

variety of sources: its Viewer Enquiries
Centre, monitoring of social media traffic,
bespoke audience research, and information
provided by registerad online users,
including the Cored community. Alongside
these, the 'Buzz’ metric indicates which
programmes people have talked about

the most, face-to-face or on social media.
The average ‘Buzz' score for the 10 most
talked-about programmes in 2015 was 76%,
two percentage points higher than in 2015.
The top 10 was dominated by a diverse
range of Factual shows, from the life-
affirming The Undateables: Holiday Romance
through to the award-winning Intarview with
a Murderer.



MAKING AN IMPACT
CONTINUED

Different voices

4ot

LEAD OVER AVERAGE FOR
OTHER CHANNELS FOR
SHOWING DIFFERENT
CULTURES AND OPINIONS

= WITH LAST YEAR
® CULTURAL DIVERSITY

Key programme examples:

# First Contact: Lost Tribe
Special

* Walking the Himalayas

CHANMEL REPUTATIONS: SHOWS DIFFERENT KINDS

OF CULTURES AND OPINIONS

In 2016, Channel 4's main channel maintained its reputation
as being best for showing different kinds of cultures and
opinions. It was selected by 34% of all respondents, the
joint highest score it has achieved since Channel 4 began
reporting this metric in 2008. This represented a substantial
24 percentage point lead over the average for the other
main PSB channels, and an 18 percentage point lead over
the next highest-scaring channel, BBC One.

Since Channel 4's creative renewal began to impact on the
schedules in 2012, the proportion of people choosing the
main channel for this metric has been stable, in the range
of 32% — 34% (with only small annual variations), compared
to the corresponding figures of 27% — 30% for the prior
four years (2008-2011). This stability continued in 2016: the
proportion of respondents selecting Channel 4, its lead
over the average for the other main PSB channels, and its
lead over the next highest-zcoring channel were all the
same as in 2015,

Shows different kinds of
cultures and opinions

@ Channel 4 @ Average for other main
Naxt hichest PSB channals (BEC One,

----- axt highas \
PSB channl BB Twao, ITV and Channel 5)

Source: Ipscs MORI commissioned by Channel 4

2 7pt

LEAD OVER AVERAGE FOR
OTHER CHANNELS FOR
CHALLENGING PREJUDICE

+2PTS ON LAST YEAR
® CULTURAL DIVERSITY

Key programme examples:

# The Paralympics
* Barn To Be Different
# Grayson Parry: All Man

CHANMNEL REPUTATIONS: CHALLENGES PREJUDICE

For the second consecutive year, Channel 4 achieved
record scores when viewers were asked which of the

main TV channels they associate most with challenging
prejudice. Channel 4's main channel was selected by 33% of
respondents in 2016, one percentage point higher than the
2015 figure, which was Channel 4's previous record since it
began reporting this metric in 2008. Over the |ast five years,
the propertion of people selecting Channel 4 has beenin
the range of 29% — 33%, compared to 25% — 28% between
2008 and 2011.

Channel 4 had a significant lead, of 27 percentage
points, relative to the average score for the other main
PSB channels in 2014, two percentage points up on
the corresponding lead in 2015. Its lead over the next
highest channel, BBC One, was 23 percentage points,
one percentage point more than in 2015.

Challenges prejudice

2015 2016
@ Channal 4 @ Awerage for other main
) PSB channels (EBC Ona,
----- hplsmél gﬁgamtl BBC Two, ITV and Channel 5

Source: Ipsos MOR! commissicned by Channal £

2 7pt

LEAD OVER AVERAGE FOR
OTHER CHANNELS FOR
SHOWING THE VIEWPOINTS
OF DIFFERENT MINORITY
GROUPS

+1PT ON LAST YEAR
® CULTURAL DIVERSITY

Key programme examples:

* The Last Leg
# 2014 Rio Paralympic Games

# Breaking The Silence Live

CHANMNEL REPUTATIONS: SHOWS THE VIEWPOINTS

OF MINORITY GROUPS IN SOCIETY

Channel 4 seeks to give a voice to diverse groups in the
UK, including those that are often under-represented

on TV. In 2014, it maintained its strong lead over other
channels when viewers were asked which channel is bast
for showing the viewpoints of minority groups in society.
34% of viewers selected Channel 4's main channel over the
other main PSB channels, level with the corresponding 2015
figure, giving Channal 4 itz joint-highest score since this
metric was first reported in 2012. Channel 4 also achieved
arecord 27 percentage point lead over the average for the
other channels ([one percentage point up on 2015), and a 24

percentage point lead over the next highest channel, BBC
One (the same |ead as in 2015).

Channel 4 alzo tracks which channal iz best for showing

the viewpoints of particular minority groups, and in 2016
the main channel continuad to significantly outperform the
other PSBs, with some marked increases in its performance,
especially with respect to disability. It was selected by 31%
of viewers as being best for showing the viewpoints of
different ethnic groups in the UK (level with 2015), giving

it a lead of 23 percentage points over the average for the
other main PSB channels. 34% of viewers thought Channel 4
was best for showing the viewpoints of gays and lesbians
(up three percentage points), 2 percentage points above
the average of the other PSB channals. And 32% of viewers
thought Channel 4 was best for showing the viewpoints

of disabled people (up five percentage points), giving it

a 26 percentage point lead over the average Dfa‘ue other
PSE channels.

Shows the viewpoints of minority
groups in society

2015 2016
@ Channal 4 @ Awvarage for other main
) PSB channels (BBC Ona,
""" Mext highast BBC Two, ITV and Channel 5}
P=B channal

Source: Ipacs MORI commissioned by Channed 4



Different voices

31pt

LEAD OVER AVERAGE
FOR OTHER CHANNELS
AS THE HOME FOR
ALTERMATIVE VOICES

+2PTS ON LAST YEAR
® ALTERNATIVE VIEWS

Key programme examples:

# What British Muslims Really
Think

* Grayson Perry: All Man

+ Kids On The Edge

CHANNEL REPUTATIONS: HOME FOR ALTERMNATIVE VOICES
Channel 4 makes a vital contribution to the plurality of
viewpoints and perspectives on UK television by providing
a platform for alternative voices. In 2016, audience
recagnition of this element of its remit strengthened
further. 37% of respondents selected Channel 4's main
channel as being tEue home for alternative voices, the
second consecutive year that this figure has increased. This
figure is more than four times larger than the proportion
selecting the next highest channel, Channel 5 (3% of
people), and a massive 31 percentage points higher than
the average for the other main PSB channels.

The proportion of all respondents selecting Channel 4's
main channel increased by one percentage point year-
on-year, as did its lead over the next highest PSB channel,
while its lead over the average for the other main PSB
channels was up by two percentage points.

Home for alternative voices

016

@ Channsl 4 @ Average for ather main
. PSB channels (BBC Ona,
----- Mext highesst BBC Twao, [TV and Channgl 5)
PSH channal

Source: |psos MORI commissioned by Channel 4

Distinctive approaches

15pt

LEAD OVER AVERAGE FOR
OTHER CHAMNELS FOR
MAKING VIEWERS THINK IN
NEW AND DIFFERENT WAYS

= WITH LAST YEAR
® INSPIRE CHANGE

Key programme examples:

+ Hunted

* Life Stripped Bare

* How to lose weight well
* Power Monkeys

CHANNEL REPUTATIONS: MAKES ME THINK ABOUT THINGS
IN NEW AND DIFFERENT WAYS

In 2014, Channel 4's main channel consolidated its lead aver
other channels as being best for making people think about
things in new and different ways, achieving amongst the
highest scores since Channel 4 bagan reporting thiz matric
in 2008.

24% of respondents selectad Channel 4's main channel as
being best for making them think about things in new and
different ways, level with the corresponding figure for 2015,
and the joint-highest score achieved since 2008.

This gave Channel 4's main channel a lead over the average
for the other main PSB channals of 15 percentage points

— again, level with the corresponding figure for 2015 and
the joint-highest score Channel 4 has achieved since 2008.
Channel 4 also set a new record for its lead over the next
highest channal, for the second consecutive year: its lead
over BBC One was 13 percentage points, one percentage
point more than its corresponding lead in 2015 (when BBC
Two was the next highest channel).

Makes me think about things in new and
different ways

2016

@ Channel 4 @ Average for other main
. PSE channels (BBC Ona,
----- Mext highast BEC Two, [TV and Channel 5)
PSB channel

Source: |pscs MORI commissioned by Charnel 4

36t

LEAD OVER AVERAGE FOR
OTHER CHAMNNELS FOR
TACKLING ISSUES OTHER
CHANNELS WOULDN'T

= WITH LAST YEAR
® DISTINCTIVE

Key programme examples:

* [ispatches
* Humans
* Breaking The Silence Live

CHANNEL REPUTATIONS: TACKLES ISSUES OTHER
CHANNELS WOULDN'T

Channel 4's main channel was selected by 43% of
respondents as being best for tackling issues that other
channels wouldn’t in 2014 — one of the highest scores
achieved in any of the reputational statements. The other
main PSB channels wera chosen by only 7% of people each
on average, giving Channel 4 a huge lead of 36 percentage
points, while its lead over the next highest channal,
Channel 5, was 31 percentage points.

The proportion of people selecting Channel 4's main
channel fell marginally year-on-year, by one percentage
point. Its lead over the average for the other main PSB
channels held steady, while its lead over the next highest
channel fell by two percentage points.

Owverall, Channel 4's performance against this metric has
been stable since it was first introduced in 2013: annual
variations in the proportion of people selecting Channel 4,
and its lead over the average for the other main PSB
channels, have fallen within a +1 percentage point range.
Although there has been a small decline over this period in
its laad owver the next highest channel, this remains larger
than for most of the other reputational statements.

Tackles issues other channels wouldn't

2015 2016
@ Channel 4 @ Average for other main
. PSB channels (BBC Ona,
----- Next highest BBC Two, [TV and Channel 5)
PSB channal

Source: |pacs MORI commissioned by Charmel 4
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Distinctive approaches

29,

LEAD OVER AVERAGE FOR
OTHER CHANNELS FOR
TAKING A DIFFERENT
APPROACH TO SUBJECTS
COMPARED TO OTHER
CHANMELS

= WITH LAST YEAR
® DISTINCTIVE

Key programme examples:

+ First Dates

# The Undateables
* The LastLeq

* Gogglesprogs

CHANNEL REPUTATIONS: TAKES A DIFFERENT APPROACH
TO SUBJECTS COMPARED TO OTHER CHAMNELS

In 2014, 37% of people aszociated Channel 4's main channel
with taking a different approach to subjects compared with
other channels. This represented a substantial lead over the
average for the other main PSB channels, of 2% parcentage
points — the joint-highest lead since Channal 4 began
reporting this metric in 2008 — while its lead over the next
highest ghan nel, Channel 5, was 26 percentage points.

The early period of Channel 4's ongoing creative renewal
overturned modest declines in performance against this
metric between 2010 and 2012, and has driven significant
increases since then. After a period of more significant
fluctuations, performance has stabilised over the last
three years, with annual variations within the range of

+1 percentage point. In 2014, the proportion of people
choozing Channel 4's main channel fell by one percentage
point, though it remained six percentage points above itz
level in 2008—2009. Its leads over both the average for the
other main PSB channels and the next highest channel ware
level year-on-year.

Takes a different approach to subjects
compared with other channels

@ Channel 4 @ Awverage for othar main
. PSB channels (EBC Ons,
----- Mext highest BEC Two, [TV and Channel 5)
PSB channel

Source: Ipsos MORI commissionad by Channel 4

175

NEW OR ONE-OFF
PROGRAMMES SHOWN
ON CHANMEL 4 BETWEEN
GPM AND MIDNIGHT

-17% ON LAST YEAR
® INNOVATE

MEW AND OME-OFF PROGRAMMES

As part of its commitment to experimentation, Channel 4
shows a large number of new and one-off programmes

- including in its evening schedules, when audiences are
at their highest levels. In 2014, there were 175 new and
one-off programmes on the main channel between 6pm
and midnight. This is 17% less than the corresponding
figure in 2015 (which was 210), taking the total close to the
figure in the previous year (2014: 181). The decline in 2016 -
which in particular saw a marked reduction in the number
of new and one-off Documentaries — was a conzequence
of the success of Channel 4's creative renewal, which has
produced more returning series in the schedule.

While BBC Two showed more new and one-off programmes
in the evening schedule than Channel 4 (244 t'ltlF;s:lr

Channel 4 remainad ahead of all the other main PSB
channels, in most cases by substantial margins: it showed

5 more new and one-off titles than BBC One in its evening
schedules, 49 more than ITV, and 8% more than Channel 5.

Mumber of new and one-off programmes
shown on the main PSB channels between
6pm and midnight

BBC One
170

BBCT
-
- ""

106

—
— —

8P i @0 =015

Source: Attentional commissioned by Channel 4



Distinctive approaches

38,

LEAD OVER AVERAGE FOR
OTHER CHANNELS FOR
TAKING RISKS THAT OTHERS
WOULDN'T

= WITH LAST YEAR
® DISTINCTIVE

Key programme examples:

# Mational Treasure
* Married At First Sight
* Maked Attraction

CHANMEL REPUTATIONS: TAKES RISKS WITH
PROGRAMMES THAT OTHERS WOULDN'T
Channel 4's reputation for risk-taking remains one of
the strongest elemants of its public remit. In 2016, the
main channel was selected by 45% of respondents as
being the one that, more than other channels, takes risks
with programmes that others wouldn't. Channel 4's lead
over the average of the other main PSB channels was 38
percantage points, and it was 31 points ahead of the next
ighest channel, Channel 5. These are amongst the largest
figures for any of the reputational statements.

While there were some marginal declines year-on-year,
Channel 4's performance against this metric remains stable,
and annual variations continue to be within the range of

+1 percentage point. The propertion of pecple choosin
Chsnnel 4 a%d Ii:1|:*:\ lead D\-'Er tl'Fuje next higEestpchannel, b:?th
fell by one percentage point, while its lead over the average
for the other main PSB channels held |level compared to the

Takes risks with programmes that
others wouldn't

2015

@ Channel 4 @ Average for other main
. PSB channels (BBC Ona,
----- Mext highast BBC Two, [TV and Channel 5)
PS8 channel

Source: Ipscs MORAI commissicned by Channel 4

* Sax Box corresponding 2015 figure.
CHANNEL REPUTATIONS: IS EXPERIMENTAL Is experimental
29 Channel 4's commitment to trying new things underpins
pt its role as a creative greenhouse, and it consolidated
LEAD OVER AVERAGE FOR its reputation for experimenting in 2014. 36% of people
OTHER CHANNELS FOR

BEING EXPERIMENTAL

+1PT ON LAST YEAR
® INNOVATE

Key programme examples:

* The Secret life of 4,5,6 year
clds

* Hunted

* Eden

aszociated its main channel, more than any of the other
channels, with being exparimental. The proportion of
people choosing Channel 4 was 2% percentage points
higher than the average for the other main PSB channels,
and 21 percentage points higher than the next highest
channel, Channel 5.

There continued to be very little year-on-year variation in
this metric. The proportion of people selecting Channel 4's
main channel was level with the 2015 figure. Its lead over
the next highest channal also held steady year-on-year,
maintaining its joint-record lead since this metric was

first reported in 2008. There was a one percentage point
increase in Channel 4's lead over the average for the other
main PSB channels. Overall, Channal 4's performance
against this matric ramains stable, and annual variations
continue to be within the range of 1 percentage point.

@ Channel 4 @ Average for other main
) PSB channels (BBC Ona,
----- Mext highest BBC Two, ITV and Channel 5)
FSB channal

Source: Ipscs MORI commissioned by Channel 4



MAKING AN IMPACT
CONTINUED

Film

CHAMMEL REPUTATIONS: MODERN INDEPENDENT FILM Is best for modem independent film
E Ept In 2016, 32% of respondents picked Channel 4's main

channel a= being best for modern indepandent film.

LEAD OVER AVERAGE FOR Channel 4 had a lead of 24 percentage points over

OTHER CHANMNELS FOR :

BEING THE BEST FOR the average fu:urthF- other main PSB channels, and 2 _
MODERN INDEPENDENT 25 percentage point lead over Channel 5, the next highest
FILM channel [no other PSE channel was selected by more than

7% of respondents). The top 10 films on Channel 4 this year
+1PT ON LAST YEAR included premieres of Film4 titles 12 Years A Slave and Amy,
which drew impressive audiences of 2.4 million viewers and
@ DISTINCTIVE 2.3 million viewers respactively (both of which represantad
audience shares of more than 10%).

The proportion of people selecting Channel 4's main 2015 2016

channel was the same as in 2015_,'.:: ile there was a @ Charnel 4 @ Average for other main

one percentage point increase in its lead over the average ] PSE channels (EBC Ona,

for the other main PSB channels. Itz lead over the next ™ gg’éf h||1';|h9‘5’t| BEC Twao, ITV and Channel 5)
channa

highest channal alzo rose by one percentage point, to a
record high since Channeal 4 began reporting thiz metricin - Source: Ipscs MOR! commissioned by Channel 4
2008. Overall, Channeal 4's performance against this metric

continued to be stable, with annual variations within the

range of +1 percentage point.

Factual

CHAMMEL REPUTATIONS: DOCUMENTARIES THAT PRESENT  Is best for documentaries that present

¥
B E [l_ ot ALTERNATIVE VIEWS altemnative views

Channel 4 seeks to differentiate its documentary

LEAD OVER AVERAGE FOR programming from that of other broadcasters through
CARER CHANNELS TR its subject matter and approach, with a particular focus
DOCUMENTARIES THAT on offering alternative viewpoints not often shown
:I':;:“TALT"‘W": on television. In 2016, 35% of respondents selected

Channel 4's main channel, giving it a substantial 24
percantage point lead over the average for the other main
= WITH LAST YEAR PSE channels. Both these figures were the same as the

& AITERNATIVE VIEWS corresponding cnes in 2015, and reprasented the joint-
highest levels since this metric was first reported in 2010.
Channel 4s lead over the next highest channel (BBC Cne)
was 19 percantage points, a new record for this metric.

@ Channeal 4 @ Awarage for other main

Key programme examples:

While there has been some volatility in Channel 4's ) PSB channels (BBC Onea,
* President Trump: Czn He Really  performance against this metric in earlier years, it beganto = ggg h"1'3h9‘5't| BBC Two, ITV and Channel 5)
Win? stabilise in 2016, with annual variations within the range of Enanne

# The Jihadis Mext Door +1 percentage point. Sowrce: Ipscs MOR! commissioned by Channal 4



Factual

65x

OF VIEWERS SAID THAT
CHANNEL 4'5 FACTUAL
PROGRAMMES INSPIRED
CHANGE IN THEIR LIVES

+2PTS ON LAST YEAR
® INSPIRE CHANGE

INSPIRING CHANGE THROUGH FACTUAL PROGRAMMING

In line with its public remit, Channel 4 seeks to inspire
people to make changes in their lives through its Factual
programming. Programmes may encourage people to
think about things in new and different ways, or think about
making changes in their own lives. They may also inspire
more active engagement: encouraging people to talk
about the subjects of the programmes to other people, or
to seek out further information. At their most engaging,
programmes can lead to people actually trying something
new or different. £5% of viewers said that Channal 4's
Factual programmes inspired them in one or more of these
ways in 2016. The programme that receivad the highest
score this year, of 84%, was What British Muslims Really
Think, a survey of the views of British Muslims on a range of
issues. Top-scoring programmes on individual statements
included The Uindateables (the maost talked-about
programme) and Jamie's Super Food (which inspired the
most people to try something new or different).

The proportion of respondents who said that Channel 4's
factual programmes inspired them in some way rose by two
percentage points in 2016, with year-on-year increases in all
five of the “inspiring change’ statements.

Percentage of viewers who said that Channel 4's
factual programmes inspired change
in their lives

Year-on-yaar change

B85%

EHI
3

12%

@ Any inspiring change statementis)

@ 't made me think about its subject in new
and diffarent ways

'

&

@ 't made me think about changing someathing in

my own life

@ | tried something new or differant after watching

this programme

| talkied about the programme to othar people
| kooked for further information alsawhere after

watching this programme

Source: Ipscs MORI commissioned by Channel 4

Zpis
dpts
1pt
1pt
1pt

1pt

News and Current Affairs

027

OF CHANMNEL 4 NEWS
VIEWERS REGARD ITTO
BE INDEPENDENT FROM
GOVERNMENT

-4PTS ON LAST YEAR
® DISTINCTIVE

INDEPEMDENCE OF TV NEWS

At a time when trust and independence in news are mare
important than ever, Channel 4 Mews continued to be the
television news programme that viewers most associated
with being independent from the government and from the
influence of big businesses in 2016.

77% of regular viewers to Channel 4 News regarded it as
being independent from the government. This was ning
percentage points more than the average for the other
main public service broadcasters’ news programmes
and Sky Mews, and six percentage points more than the
corresponding figure for the next highest-scoring news
programme (a tie between 5 News and Sky News).

73% of regular news viewers to Channel 4 News agreed
that it iz independent from the influence of big businesses,
12 percentage points mora than the average for the news
programmes on the other main broadcasters’ channels,
and seven percentage points more than the corresponding
figure for BBC News, which was the next highest-scoring
news programme.

Year-on-year variations in Channel 4 News' scores across
the two metrics were mixed. The proportion of regular
viewers who believe Channel 4 News to be independent
from the government fell by four percentage points in 2016,
while its leads over the average for the other broadcasters’
news programmes and over the next highest-scoring naws
programme (Sky News in 2014, ITV News in 2015) were both
two percentage points down. Conversely, the proportion
of regular viewers who believe Channel 4 News to be
independent from the influence of big businesses rose

by two percentage points in 2016, and its leads over the
average for the other broadcasters’ news programmes and
over the next highest-scoring news programme (BBC News
in both years) were both up by four percentage points.

In 2014, Channel 4 News viewing share increaszed by 3%,
the third consecutive year of growth for the programme.

Percentage of regular viewers to TV news

programimes in 2016 who agres with the

following statements:

‘It is independent from the
Government'

Year-on-year change

BBC News = 62%

ITV Naws T09%

Channel 4 News 7

5 Nows 1%

Sky 71%

‘It is independent from the
influence of big businesses’

v

v

v

v
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Zpis
dpts
4pts

1pt

1pt

Year-on-year change
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News and Current Affairs

47

THE AVERAGE SCORE

ACROSS FIVE PROGRAMME
REPUTATION STATEMENTS
FOR UNREPORTED WORLD

+2PT5 ON LAST YEAR

439,

THE AVERAGE S5CORE
ACROSS FIVE PROGRAMME
REPUTATION STATEMENTS
FOR DISPATCHES

+3PTS ON LAST YEAR

& STIMULATE DEBATE
® EDUCATION

@ ALTERNATIVE VIEWS
@ INSPIRE CHANGE

& ALTERMNATIVE VIEWS

PROGRAMME REPUTATIONS: CURRENT AFFAIRS

There are variations in both approach and subject matter in
the PSBs' Currant Affairs output. Channel 4's longstanding
Current Affairs strands, Dispatches and Unreported World,
place a particular emphasiz on investigative journalism,

on challenging viewers to sea things differently, on giving
a voice to those who might not otherwise be heard and,
especially in Unreported World, on providing a window
on the wider world. In addition, one-hour Current Affairs
spacials allow Channel 4 to deliver in-depth coverage for
important stories.

Channel 4s strengths in these areas are highlighted

by five audience reputational statements that assess
perceptions of the Current Affairs programmes —baoth
regular strands and one-offs — on the main PSB channels.

In 2014, Unreported World and Dispatches continued to
score higher on average than any of the other PSBs" Current
Affairs programmes and strands (with Panorama, on BBC
One, comingin third place). Both strands also registered
increases in their performance this year.

Unreported World consolidated its position as the highest
scoring Current Affairs programme or strand on any of the
main PSB channels across the five reputational statements
in 2016, with an average score of 47%. It scored higher than
any other Current Affairs programme or strand on three

of the five statemants, for: 'showing stories about parts of
the world you would rarely see on British TV (selected by
58% of respondents), ‘giving a voice to groups that aren't
always heard in mainstream media’ (48% of respondents),
and 'making me see something in a different light’ (45% of
respondents). Its average score across the five reputational
statements was two percentage points higher than in 2015.

Dispatches was rated in the top three places in all five
reputational statements. Its average score across the

five staterments was 43%, the second highest average
score of all the Current Affairs programmes and strands,
behind Unreported World. lts average score across the five
reputational statements rose by three percentage points
relative to the corresponding figure in 2015.

B -
D e
o
World

a7% Sunday Politics

Gives a voice to groups that aren't always
heard in mainstream media

g

Waorld

J— Real Stories with

Ranvir Singh

o

e e
Made me see something ina

different light

=

World

-

—

4% The Martin Lowis

[ o] Narn o

B -ons

Ranvir Singh

58%
3396
— —
Sr—
@ Channgl 4 shows @ Cther broadcasters’
shows

Source; Ipaos MOR commissioned by Channed 4



Engaging the audience

83.5¢

OF ALL TV VIEWERS
REACHED EVERY MONTH
ACROS5 CHANNEL 4'S
TV CHANMELS

-0.3PTSON
LAST YEAR

® AUDIENCE IMPACT

AUDIEMCE REACH

Channel 4 has the third highest reach of all the UK
broadcasters across its portfolio of TV channels, behind
only the BBC and TV, and well ahead of fourth-placed
Channel 5. The BBC, ITV and Channel 4 are the only UK
broadcasters that reach more than three-guarters of all

UK viewers every month. 83.5% of all TV viewers watchad
Channel 4's TV channels for at least 15 consecutive minutes
each month on average in 2014. Reach for the main channel
alone was 75.8%, while Channel 4'z digital TV channels
together reached &1.5% of viewers.

In & highly competitive digital TV landscape, the public
service broadcasters have all suffered declines in reach

in the previous four years. In 2016, Channel 4% total TV
portfolio reach continued to fall, but only by 0.3 percentage
points. This was Channel 4's smallest annual decline in
reach since 2011, as well as a smaller decline in 2014 than
that experienced by the BBC and ITV channel portfolios
(whose reach fell by 0.8 and 0.4 percentage points
respectivaly).

Looking at the individual channels in the Channal 4 TV
portfolio, the main channel experienced a marginal year-
on-year fall in reach, of just 0.1 parcantage points, a much
smaller decline than in any of the previous four years.

E4 also zaw a very small dacline in reach, of 0.2 percentage
points. The other digital channels saw declines of between
0.7 and 1.1 percantage points. There was a marginal

(0.2 percentage point) decrease in the digital channels’
collective contribution to Channel 4's overall portfolio
reach in 2016.

Average monthly reach of PSBs' TV portfolios

Total [%)
BBC
.
T
B35
s
68.9

[ T EO @0 :z20s

Source: BARB, 15-minute consecutive, aversge monthly
reach, &l pecple

Percentage reach of individual TV channels

in Channel 4 portfolio

Total (%)
Channed 4
LM main channel)

Mored

Film4

4Music

@ 2015

Source: BARB, 15-minute consecutive, everage monthly reach,
all people. Sea online methodology for further detsils

[ B
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Engaging the audience

TVVIEWING SHARE
Channel 4's TV channel portfolio achieved a total viewing
share of 10.5% in 2016. The main channel’s share was 59%,

10.5%

VIEWING SHARE ACROSS while the digital channels had a combined share of 4.4%. E4
EEITT:Q:LIIIQ.HHEL was the biggest digital channel, with a 1.9% viewing share,
followed by Film4 (1.4%), More4 (1.1%) and 4Music (0.2%).
While viewing in the digital TV space in which Channel 4
-1% ON LAST YEAR competes for audiences continues to fragment, the

performance of itz TV channels was stable this year. Across
the portfolio, each individual TV channel either held its
audience share or saw marginal year-on-year changes of
less than 0.1 percentage point.

@ AUDIENCE IMPACT

When reported to one decimal place, the main channel's
viewing share held steady in 2015, although the unrounded
figures indicate a marginal decline of 1% year-on-year (from
5.92% to 5.87% viewers).

Across the portfolio, Channel 4's total viewing share

also fell marginally year-on-year, by 1%, equivalent to 0.1
percentage points. Viewing to the digital channals fell by
0.1 percentage points collectively, with E4's viewing share
holding steady, marginal increases in viewing to Mored
and Film4 [not shown at one decimal place) and a marginal
declineg in viewing to 4Music.

The main channel continued to account for 56% of total
viewing to the Channel 4 TV portfolio in 2016 (level with the
2015 figure).

Channel 4 portfolio share as a percentage
of total TV viewing

Total

10.5

10.6

10.8

@ Channel 4 {main channel) ) Digital TV channels

Sowce: BARB
Channel 4 2042 dats includss the Paralympics channels.
See onfine methodology for further details

Viewing share of digital channels as

a percentage of total TV viewing
Total

4.6
4.7
5.0
4.9
49

$cs @ Woro4

@rim¢ @ 4Music/The Hits

Source: BARB

Channed 4 2042 data includes the Paralympics channels.
Sea onfine methodology for further details

ON-DEMAND VIEWING
2016 was the first full year in which viewers were able to
access Channel 4 content through All 4, its new on-demand

620m

PROGRAMME VIEWS service (which replaced 40D in 2015). Across the year,

R £20 million programme views were initiated across all All
4-branded platforms — including PCz, smartphones, tablats,
games consoles and connacted TVs. This represents a
significant year-on-year increase, of 21%.

+21% ON LAST YEAR . ) o
On existing platforms, growth in on-demand viewing via

@ DIGITAL

All 4 was especia!ystrﬂng for the i05 simulcast (63% up
year-on-year), Android (50% up) and Roku (45% up). Viewing
was alzo boosted by All 4's [aunch on new platforms in 2016
(most notably PlayStation 4) and in the last two months of
2015 (YouView and Amazon Fire TV).

Programme views initiated on All 4 {m)

2015 512

Source: Channel 4



Engaging the audience

10.2

PORTFOLIO VIEWING
SHARE AMONGST BAME
AUDIENCES

+1% ON LAST YEAR
® CULTURAL DIVERSITY

SHARE AMONGST HARD-TO-REACH AUDIENCES - BAME
Channel 4's remit requires it to make programmes that
appeal to people from different cultural backgrounds, and
itis especially important for the broadcaster to attract
ethnic minority audiences. Achieving this is a challenge for
all the P5Bs, given that viewers from BAME groups watch
disproportionately high levels of digital channels, as a
result of which their viewing to the PSBs’ channels tends to
be lower on average than that of white viewers.

In 2016, Channel 4's performance in terms of attracting
athnic minority audiences was particularly strong, in
comparison with the other PSBs. Its TV portfolio viewing
share amongst BAME audiences rose year-on-year, from
10.1% (in 2015) to 10.2%. Relative to the viewing share
amongst white audiences, which was 10.6% this year, the
differential in viewing share between BAME and white
audiences was just 4%. This differential iz smaller than in
2015 (when it was £%), and indead in any previous year
going back to 2009.

Channel 4 also had a smaller differential between its TV
portfolio viewing shares amongst BAME and white viewers
than that of any of the other PSBs. lis 4% differential is
markedly less than the 13% differential in viewing share

for Channel 5, and substantially less than the 29% and 31%
differentials for the BBC and ITV. This means that BAME
audiences reprezent a higher proportion of Channel 4's
total audience than they do of the total audience of the
other PSBs.

Public service broadcasters’ portiolio viewing
shares amongst white and BAME audiences as
a percentage of total TV viewing by those
audiences (2016)

Difference’

BBC

v

v

152 v 31%

) Channel 4

Channel 5

a5 ¥ 3%
6.3

Other broadcasters

45.7 A BIW

@OBAME @@ Wit

Source: BARB

Viewing by BAME sudiences compared fo viewing by white
sudiences

16.2%

PORTFOLIO VIEWING
SHARE AMONGST
16-34-YEAR-OLDS

-2% ON LAST YEAR
® CULTURAL DIVERSITY

SHARE AMONGST HARD-TO-REACH AUDIENCES -
16-34-YEAR-OLDS

Channel 4's TV channels consistantly attract a
disproportionately large share of viewing amongst hard-to-
reach 16-to-34-year-olds. In 2014, Channel 4's viewing share
amongst this age group was 16.2% across its TV channel

portfolio. This reprasented a small ﬁ'ear-on-year dacline, of
2%, relative to the 2015 share (which was 16.5%).

Channel 4's viewing share amongst 16-34-year-olds was
54% higher than its correzsponding all-audience share in
2014, ensuring that it remained the only PSB to attract
significantly greatar viewing amongst this age group

than across the general population. By contrast, [TV's
16—34-year-olds share was 7% less than its all-audience
F:-DF'L‘FDEI"D share, and the BBC's was 31% less. The only other
PSE that appealed more to 16-34-year-olds than to the
overall population was Channel 5, but its differential was
just 10%. Channel 4's relative appeal to young audiences
was marginally down this year: the 54% differential between
16-34-year-olds and all audiences iz two percentage points
down on the 56% differential in 2015.

Public service broadcasters’ portiolio viewing

shares among 16-34-year-olds and all

audiences as a percentage of total TV viewing

by those audiences [(2016)

Difference’
BBC

23 ¥ 3%

I
¥ Tk

Channel 4
A 54%

Channel 5
A 10%

Other broadcasters
A 17T%

I
[=-]

@@ 16-34yoaroids  @OAI
Source: BARB

1 Viewing by 16-34-year-olds compared with all sudiences
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VIEWING SHARE FOR E4
AMONGST 16-34-YEAR-

-2% ON LAST YEAR
® AUDIENCE IMPACT

MOST POPULAR CHANNELS FOR YOUNG VIEWERS

In 2014, E4 maintained itz position amongst 16-to-34-year-
olds as the most-watched digital TV channel in the UK, and
the fourth most popular TV channel averall. It had a 5.0%
viewing share, putting it behind only BBC Cne, ITV and
Channel 4, and ahead of the other two main PSB channels,
BBC Two and Channel 5. After a marked decline in viewing
in 2015, after some popular US acquired series had come
to an end, E4's viewing share stabilised in 2016, with a
marginal decline in audience share of 2% (2015 share: 5.1%).

Channal 4's main channel also performs disproportionately
well amongst 16-to-34-year-olds, for whom it is the third
most popular TV channel. It achieved a 7.4% chare in 2015,
3% down on its 2015 level.

Viewing share for the top ten channels amongst
16-34-year-olds as a percentage of total
viewing by this age group

Year-on-yaar change
(ENESBAC One & 4%

13.0% M1 & 4%

T.A4% Channel 4 ¥ 2%

48% MV2 &25%

4.6% Channel 5 & 4%
m BBC Two & 2%
m CBeebies = -9
. 1.8% Sky1 v 2%
. 1.8% Dave ¥ 18%

Source: BARB

15,

OF VIEWING TO CHANNEL 4

NEWS PROGRAMMES ON
THE MAIN CHANNEL
ACCOUNTED FOR BY
VIEWERS AGED 16-34

-1PT ON LAST YEAR
® DISTINCTIVE

16-

OF VIEWING TO CHANNEL 4

NEWS PROGRAMMES ON
THE MAIN CHANNEL

ACCOUNTED FOR BY BAME

+2PTS ON LAST YEAR

VIEWING TO NATIONAL NEWS

Channel 4's main evening news programme has a particular
appeal to young and BAME audiences, in comparizon to
the news programmes on the other main PSB channels.
Young audiences aged 16-34 accounted for 15% of viewing
to Channel 4 News in 2016, notably higher than their
corresponding 7% — 10% shares of viewing to the national
news programmes on the other main PSB channels.

Channel 4's performance relative to the other main PSB
channels was aven more markad with respect to BAME
audiences. Viewers from BAME groups represented 16% of
all viewing to Channel 4 News. This was the highest figure
since 200%, and is broadly in line with — if not ahead of — this
group's representation in the UK population {estimated

to be around 13% - 14%). By contrast, the other main PSB
channels had disproportionately low shares of BAME
viewing to their news programmes, ranging from 6% to 9%.

There continues to be little year-on-year variation in these
figures. The proportion of viewing to Channel 4 News
accounted for by 16-34-year-olds fall by one percentage
point in 2014, driven by a decline in the final quarter, while
the proportion of BAME viewers rose by two percentage
points.

Percentage of viewing to national news
programimes on the main PSB channels
in 2016 accounted for by 16-34-year-clds
and BAME viewers

Year-on-yaar change

g 2
li

¥ 1ipt
BBC Two 7% ¥ 1pt
Channel 4 ¥ ipt
Channel 5 ¥ ipt

BAME viewers Year-on-yaar change
A 1pt
¥ 1ipt
A 1pt

Channel 4 168% A 2pis

Channel & A pt

Source: BARB

H83n

PEOPLE WATCHED
CHANNEL 4 NEWS
EACH MONTH

+1% ON LAST YEAR
® DISTINCTIVE

REACH OF CHANMEL &4 NEWS

In 2014, Channel 4 News was watched (for at least 15
consecutive minutes) by an average of 8.3 million people
each month. This was the second consecutive year in which
the programme has increased its reach, by 1% in each of
the two years, after six pravious years of dacline.

Channel 4 News also increased its viewing share in 2016,
by 3%. This was the third successive year in which its share
has increased.
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LEAD OVER AVERAGE FOR
OTHER CHANNELS FOR
CATERING FOR AUDIENCES
THAT OTHER CHANMELS
DON'T CATER FOR

+3PTS ON LAST YEAR
® CULTURAL DIVERSITY

CHANMEL REPUTATIONS - CATERING FOR AUDIEMCES
OTHER CHANMELS DON'T CATER FOR

In 2016, Channel 4 achieved its best ever scores when
audiences were asked which channel is best for catering
for audiences other channels don't cater for. 31% of
respondents selected Channel 4z main channel over the
other main PSB channels, giving Channel 4 its highest
score since it began reporting this metric in 2008. This was
22 percentage points more than chose the average of the
other main PSB channels, and 17 percentage points more
than the next highest channel {Channel 5).

The proportion of people selecting Channel 4, and

its leads over the other channels, all increased in 2018,

in each case setting new records for this metric. The
proportion of people selecting Channel 4 was up by two
percentage points, its lead over the avarage for the other
main PSB channels rose by three percentage points, and
its lead over the next highest PSB channel rose by four
percentage points.

Caters for audiences other channels don't
cater for

2015 216

@ Channel 4 @ Average for other main
. PSB channels (BBC Ona,
----- Mext highast BBC Two, [TV and Channel 5)
PS8 channel

Source: Ipscs MORI commissicned by Channel 4

922m

TOTAL VISITS TO
CHANNEL 4'5 WEBSITES,
MOBILE SITES AND APPS

+3% ON LAST YEAR
® DIGITAL

TOTAL VISITS TO CHANNEL &S WEBSITES AND APPS
Channel 4's websites and apps attracted a total of 522
million visits in 2014, 3% more than in 2015.

Channel 4's dedicated All 4 app, which launched in 2015,
is available on a growing range of smart phones, tablets
and connected TVs. Channel 4 sought to encourage app
usage where possible, so viewers have the best possible
experience viewing content. To promate this strategy,

as well a= making its All 4 app ever more attractive (e.g.
with regular feature updates), Channel 4's websites point
viewers towards the All 4 app when they try to watch video
content on mobile platforms.

The number of visits to Channel 4's apps rose by 18% year-
on-year, from 274 million in 2015 to 322 million in 2016. App
visits have accounted for a growing proportion of total visits
to all Channel 4°s websites and apps over the |ast few years,
and this trend continued in 2014, with apps accounting for
62% of all visits, up from 54% in 2015 (and more than double
their 30% share of total visits in 2012). Visits to Channel 4's
websites declined by 15% (from 234 million in 2015 to 200
million in 2018), reflecting the stratagy to push viewers —
directly or indirectly — to All 4 apps for video viewing.

Total visits to Channel 4's websites

and apps (m)
Total
522
2015 234 274 508

@ Total annual visits to websites
@ Total annual visits to apps only

Source: Channel 4
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AVERAGE 'BUZZ" SCORE
FOR CHAMNMEL 4'5 10
MOST TALKED-ABOUT
PROGRAMMES

+2PTS ON LAST YEAR
@ STIMULATE DEBATE

PRODUCIMG TALKED-ABOUT TV

Channel 4 aims to make an impact with its programmin

in part by engaging viewers, inspiring conversations an
stimulating debate — both in social media and the ‘real’
world. ‘Buzz’ scores help Channel 4 to assess audience
reactions to its programmes: based on a daily survey of
around 1,000 respondents, they track the proportion of
Channel 4 viewers who said they talked about programmes
that they watched, or commanted on them on social media,
including Facebook and Twittar.

In 2016, the average 'Buzz' score for the 10 most talked-
about programmes across Channel 4's TV portfolio

was 76%. This was two percentage points higher than

the corresponding figure in 2015, continuing this

metric's steady rise since 2011 {when the matric was first
introduced). Between 2011 and 2014, the average 'Buzz’
score for Channel 4's 10 most talked-about programmes in
the year has increased by 17 parcentage points (from 57%
in 2011).

This year, Channel 4 Racing was the most talked-about
programme of the year, with 86% of its viewers talking
about it or commenting online. As was the case in 2015,

the top 10 was dominated by Factual shows covering a
range of themes. In joint-second place, with 80% ‘Buzz'
scores, were Great Canal Journays, in which Timothy West
and Prunella Scales went in search of London’s lost canal
routes, and The Undateables: Holiday Romance, which saw
couples who had met praviously on the show being sent off
on romantic holidays. Factual Entertainment, Leisure and
Lifestyle programmes reprasented another three of the top
10 programmes, with A Place in the Sun (77% 'Buzz’ score),
Ramsay's Kitchen Nightmares USA (76%) and Rescue Dog to
Super Dog (71%).

At the more hard-hitting end of the Factual spectrum,
the top 10 included the award-winning Interview with a
Murderer, a one-off documentary in which criminologist
Professor David Wilson conducted a series of interviews
with convicted murderer Bert Spencer, who was widely
suspected of killing a paperboy in 1978 — a crime he had
never been charged with and which he has always denied
{72% "Buzz’ scora).

In scripted genres, two US comedies broadcast on E4, New
Girl and Jane the Virgin, were also in the top 10, with ‘Buzz’
scores of 79% and 73% respectively. The most talked-about
drama of the year was the second series of Indian Summers,
Channel 4's period drama set at the time of the British Raj
(70% "Buzz’ scora).

2016
Site Buzz (%)
Channel 4 Racing 86
Graat Canal Journeys 80
The Undateables: Holiday Romance 80
Mew Girl 79
A Place in the Sun 77
Ramsay's Kitchen Nightmares USA 76
Jane the Virgin 73
Interview with a Murdearer 72
Rescue Dogs to Super Dogs n
Indian Summers 70
Average Buzz score for 2014
top 10 programmes 76
Average Buzz score for 2015
top 10 programmes 74
Buzz measuras the proportion of viewers who had

talked or communicated about the programme in

SOME Way.

This metric measures Buzz for programmes transmitted
from 1 January 2016 to 31 August 2015 only. Data from

1 September to 31 December is not available.

Source: Ipsos MORI commissioned by Channel 4
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OF TOTAL VIEWING ACROSS
THE MAIN CHANNEL, E4
AND MORE4 ACCOUNTED

FOR BY NETWORK
ORIGINATIONS

+2PTS5 UP ON
LAST YEAR

VIEWING TO NETWORK ORIGINATIONS

‘Metwork originations’ — programmes commissionad by
Channel 4 and transmitted on any of the channels in it
TV portfolio - accountad for a growing proportion of the
broadcaster's output and viewing in 2015 (the remainder
being programmes that were acquired by Channel 4,
primarily US content).

Metwork originations accounted for 70% of total viewing
to the main channel, E4 and Mored. This represented an
increase of two percentage points year-on-year, the third
consecutive year of growth. Natwork originations now
reprasent a higher proportion of Channel 4'z viewing than
at any time since 2008, when this metric was first reported.

In volume terms, natwork originations represented 65% of
all hours across the schedules of the main channel, E4 and
Mored in 2014 (also up two percentage points year-on-
year). Comparing these two figures indicates that network
originations were responsible for a disproportionately

high share of Channel 4's overall viewing — outperforming
acquired programmes — as they generated a higher share of
viewing {70%) than their corresponding share of the volume
of programming (65%).

Owerall, Channel 4'z network originations accounted for
£.3% of total TV viewing in the UK in 2015. This is a smal|
increase, of 1%, on the corresponding 2015 viewing share,
and is the joint-highest viewing share since 2012,

Mote that the Film4 channel is excluded from this metric
as, by its nature, its output is primarily made up of acquirad
feature films.



