2020 at a glance

Putting
digital first

£16Tm record digital
advertising revenue wix yeor on yean

making vp 17% of total corporation revenue and reflecting
Channel 4"z strong strategic focus on accelerating digital

1.25bn programme
streaming views naex

the highest-aver kewel and biggest-ever annual
increase in absolute terms

14,500 hours of content
available on streaming
making All 4 the biggest free streaming service in the UK

24m

wiewers registered on All 4, including BD% of
all 16-24-year-aolds and 16-34-year-olds in the LK,
making it the youngest-profiling UK PSE streaming service

Grayson's Art Club

Financial
sustainability
despite
uncertain times

£934m corporation revenue
{-£5Tm on 2019)

revenuas remained resiliant (down only 5% on 207189 even as
Cowid-19 hit demand for advertising

£74m pre-tax surplus is10om on 201

the highest surplusin our 2B-year history, delivered as a result of
Channel 4's swift and decisive fnancial response at the start of
the pandemic and the rapidly-improving ad market towards the
end of the year

£201m net cash reserves® iseamcn o

the second-highest positive cash flow in our history and the first
time Channel 4 has been cash positive since 2015 (see pl20)

* Cashresmrvas mflmct By mum-of S Group's cash snd cach squivaien bxasd ofter
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Supporting the
British creative
industries

£522mtotal
content spend zows: sssom

identifying up to £150m of cuts to our content budget during the
wear, ten-thirds of which were for programmes that could no longer
be made in 200, This allowed us to focus on the productions that
could still go ahead, enabling us to maintain cur support for the
creative industries through the pandemic and to release funds for
contentinvestment Later in the year, as the situation improved

£370m spend
on originated content zom. sa020

despite the originated content budget being reduced, we
ring-fenced the budget where we could to ensure that we could
create content that audiences needed to get through these
unprecedented timas

47% of spend on first-run
originations came from
the Nations and Regions zow. s5x

the highest-ever percentage of investment outside of London
on the main channel

161independent producers
worked with in 2020 o e

2714 producers worked with in total [equal with 2009),
of which 37 were new suppliers (20759: 43)

£250k donated
to the Film and TV Charity

supparting the mentoring and training for
those in the industry during Covid-19
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Must-watch
content

+2% growth in viewing share to
our TV channel portfolio to 10.1%
our first year-on-year increase since 7011, as viewers
turned ta P5Bs for news and entertainment during 2020
+3% growth in main channel
viewing share to 5.9%

despite increased competition in the linear TV space
and the migration of viewers to streaming services

+7% growth in main channel
viewing share among
16-34-year-olds to 8.6%

the highest share since 2071, and 15% growth in
peak-time share to 10.75% (the highest level since 2007)

+2% growth in main channel
viewing share among
ethnically-diverse viewersto 5.2%

our highest ethnically-diverse yearly share since 3013
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Represent

unheard voices

Channel 4 commits to being representative of the
whole of the UK. Diversity of thought is as important
to us as other characteristics. This means hearing
from people right across the UK, from voices that
are often not heard on TV and from a wide range of
diverse communities.
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Diverse views

Charnel 4is proud of its long history of inclusion and
diversity. Ensuring that diverse voices ane portrayed
on screen in an avthentic manner is a key element of
our public servica roemit.

Highlights on A1l 4 and Channel 4 this year
included positive and accurate representations of all
facets of divarsity — whether disability or gander,
sexuality or ethnicity, diversity of thought or diverse
waoices from all ower the UK —in the likesof Lucy
Kitkwood s Aduit Matenal, a dark comady series
about the pom industry; Me and My Penis, which
took an uncompromising keok at 2lst-century
masculinity; or Peter: The Human Cyborg, a film that
documented the life of scientist Peter Scott-Morgan
as he navigates life with Motor Meurone Disease.

Owr daily e lunchtime show, Steph’s Pocked
Lunch, filmed in Leads, regularty featured a range of
waoices, ranging from politicians such as Michael
Partillo, Baroness Warsi, Anna Soubry and Alsn
Johnson, to many regional and diverse voices from
across the UK.

Divided Britoin The Lockdown Debate sow
Channel 4 News” Krishnan Guro-Murthy chair a
debate about the October Covid-19 lockdowrs.
Featuring a range of voices — from hospitality
business owners to police officers, intensive care
doctors to entrepreneurs and head teachers - the
debate asked whether the lockdown was too tough
or too late, too far or not far enough.

The Yorkshire Jobcentre went behind the scenes
ata busy job centre in Leeds, revealing the lives of
those lving on benefits and the job coaches: efforts
tahelp them. Viewers described it as “informative”,
“honest™ and “thought-provoking”, with more than
T5% of those surveyed agresing that it “gave a voice
tothose typically marginalized in society™ and that it
reflected the diversity of the UK.

Take Your Knee Off My Neck

46.5%

The Black and Proud
season reached

46.5% of the population

(28.2 million viewers)

Supporting proud
black voices

Three weeks after George Floyd was killed, and as
Black Lives Matter protests spread around the wordd,
Channal 4 announced a series of five onginsl shorts
by black filmmakers, to be svailable on streaming
and to watch on linear TV. The Take Youwr Knee Off My
Neck series formad & collective — and urgent -
protest about the systemic racism and injustice
black people continue to face in Britain. They
included personsl stories of racisl sbuse in My First
Time; a powerful call to action by George the Poet;
and an exploration of the impact of the toppling of
Edward Colston’s statue in The Shadow of Skavery

Charnel 4 also commissionaed The Talk, in which
Tinie Tempah, Emeli Sandé and other well-known
Black Britons shared their poignant and emotionsl
axpaniences of the comeersations parents have to
help their children face racism. The programme was
desoibed as “emotive”, “eye-opening ™ and
“honest”, with nine in ten viewers saying it
highlighted the importance of having open
discussions about race, and seven in ben agreeing
that it explored racism in a way they'd not seen
before on TV,

Tomark Black History Month in October,
Channel 4 curated a s=ason of classic and new
programming, on Al 4 and across our channels,
urkder the Black and Proud banner. Compared to
2078, views of our collection celebrating Black
History Month on All £ were up by 61%.

The season included documentaries such as
Dramilol: The Boy Next Door and Hoir Power: Me and
My Afro; comedies such as iconic sitcom Desmond’s
and Michaela Coel's B4 hit Chewdng Gum) and Filmd
tithes such as I2 Yeors o Slove ard Hidden Figones.
The season reached a huge 46.5% of the population,
aquivalent tomare than 38 million viewers. Eight in
tenviewsars sgreed that the programmes helped to
break taboos, while B5% said they sparked
comversations on racism in society.

We also announced a Blsck Takeover Day to
showcase black talent on screen in 202, A year on
from the death of George Floyd and leading into
Black History Month, this will encompass every
genre and service, and will be one of the most radical
dirversity interventions in the channel's history.




The Talk




Council House Britain

Deadwater Fell




A Dayin the Lite of Coronavirus Britain
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...a beautiful
programme.
Heartbreaking,
hopeful, uplifting,
funny, poignant
and real.

A Day in the Life of
Coronavirus Britain

I March 2020, as the UK approached its first
lockdown, Channel 4 was confronted with the
challangs of how best to respond editorislly o
Covid-19. & key early decision was to commission
fast-turnascand programming throughout the crisis,
to respond to ow audience’s needs and o support
tha indepandent production industry.

An editorial pricrity was to reflect how the
pandemic was afecting people's Fves. Amongst a
sevies of highly reactive curremt affairs programmes,
A Diery in the Life of Coronavirus Britoin was an
extraordinary film from Leeds-based Candour
Productions that brought together footage shot by
ower 3,000 members of the public to capture a
snapshot of British life in keckdown dunng a 24-houwr
pertiad. It epitomised our abiity to move quickdy:
planned in two and a half weeks, it wasfilmed on a
single Friday, edited cwer the weekend and then
broadcast onthe following Monday, 6 Apeil. The
documantary captured the many acts of creativity
and kindness that characterised the first kockdown
alongside the trials and tribulations of home-
schooding, caring for people who were ill or seli-
isclating and workang from home. Its largs cast
included palice, nurses, doctors, binmen and
supermarket shell stackers.

A Day in the Life of Coronovirus Bnitain
reaschad almiost two million people snd was
applauded for making them smile, cry and feel
gooad, with cne viewer from Leeds summing it
up as "..a beautiful programme. Heartbreaking,
hopehul, uplifting, funrmy. poignant and real.” &
superhuman effort in production, it was rewarded
with an Edinburgh Festival TV Award nomination
for Creativity in Crisis and an AIE nomination
for Best Domestic Afairs Documentary.




8.6%

main channel share for
16-34-year-olds 7% year-
on-year), the highest figure
since 20T

Reaching
young people

'We continue to work hard to engege with young
people, however and wherever they watch TV.

n 2020, record nembers of peopls watched owr
content on All 4, with views up 26% to significantly
ower one billion for the first time ever — of which
1¥6-34-year-olds sccownted for just ender half.

In addition, a growing number of shows—
Calebs Go Doting — now atiract mons young
wizwers on All 4 than on traditional TV.

Viewing to our main channel among young
people also rosa by T% year-on-year to B.6%,
the highast figere since 2071, During the first
lockdown in the spring. Channel 4 was watched
by more 16-24-year-olds than amy othear TV
chanmelin the B-Tpm slot for 12 consacutive
of Gogglebax and Fricay Might Dinner.

Channel 4 remains the third most popular TV
charnal for young people, behind only [TV and BBC
Oine — and it grew more strongly than aither of them.

Ouryouth-focessd channel, B4, saw the
¥6-24-year-old share fall by T7% in 2020, 10 3.9%, itx
lowest bevel inthe last decade. Incressed competition
amongst digital channels was exacarbated this year
by the pause in filming of popular soap Hollyoalks
duwe to Covid-18; with 37% ewer episodes being
aired, thisimpacted overall B4 viewing by young
peopla. Neverthele=s, B4 remained the second-
most-watched digital TV channelin the UK for
¥6-24-year-olds, behind only ITVZ. And across
Channel 4's whole TV portfolio, total 16-34-year-
olds viewing held steady year-on-year.
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Quentin Blake's Clown

Younger viewers

For younger viewers, our focus was on popular
mainstream programming that reflects their lives and
interests and helps them to better understand the
world arcund them.

Meat the Fomily, inwhich famibes considered their
eating habits by caring fior animals at home, had a
strong appeal to W-19-year-olds with its educative
content; 575 of viewers said they spoke about the
issues rased in the programme with others.

Bwrmrd-winming The School That Tnied to End
Baocizm attracted a substantial 7% viewing share
amangst 13-15-year-olds, ME% above shot average
for this age group. Almost half of the parents who
watched it said that the programme motivated them
to ereure thair children mix with friznds from
different racial or cultural backgrounds. The Doily
Telegroph called it “positive and thought-proveking”,
while the Daily Mail =aid it was & “heave and thoughe-
provoking inftiative .

Dlder children were also treated 1o a festive
treat in Quentin Bloke’s Clown, a ghvious animated
adaptation narmated by Helena Bonham Carter,
at Christmas.
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Positive
and thought-
provoking...

The Daily Telegraph

The: School That Tried to End Racism










Hollyoaks
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The soap most
willing to take
on challenging
issues — and do
them justice.

Hollyoaks

Teeenity-frve years since Holfyoaks hit our screens,
the young-skewing soap continues to cama
reputation for grit as well as glamour, breaking
hard-hitting stories and bravely tackling taboaos that
affect young people’s lives.

220 =aw Hollyooks launch on Snapchat's
Discower platform, with short-form made-for-maobile
episodes going live immediately after airing on B4,
All 4 and Charnel 4. The launch also featured an
innowative bespoke augmented reality lens, which
allowed Snapchat vsers to create their own difi-
hanger finale, complete with the Hollpooais theme
tune ard end credits.

Major storylines featured during the year
included child exploitstion, male depreszion ard
post-partum peychasis, helping to start
corversations on big social issues and boldly going
where no soap has gone before.

Like other brosdeasters’ soaps, production of
Hollyoais was suspended in March 2020, which
affected its performance, especially on linear.

We were forced to reduce the number of weekly
episodes transmitted before having to take it off air
completely over the summer months. The
resumption of production allowed Holloomkes bo
retumn to the screens in September. Despite these
disruptions, per-episcde views on All 4 were up by
1% year-on-year amongst young audiences.

Performance was also strong on social
platioms, where Hollyooks continues to innovate
- from its multi-award-wirming #DontFilterFeelings
campaign to made-fer-mobile shows on Snapchat's
Dizcover platform, where users can create theirown
cliff-hanger endings. Mearly 30% of viewers aged
16— 34 think the show is *for people like me”
[mnswering six or sbove on a ten-paint scale)L

Hollyoaks was named ‘Best Soap or Continuing
Drama’ at last year's Broadcast Awards, wherne
judges described it as “the soap most willing to take
on challenging issues — and do them justice”™




Interview with

Steph McGovern

oo

We don't pretend
the hard stuff isn’t
happening...

Q

Why is it important that Steph’s Pocked
Lunch is broadcast fve from Leeds?

'We are rooted ina part of the cowntry that
doesnt vsually have a Fve nations] TV show
comang out of it. This malkes us distinct in terms
of our studio bsckdrop at Leeds Dock, but it
alzo means that we"ve baan able to provide
work to alot of talented people, on and off air,
bazed in the North who cant — or don"t want o
— mowe b London to work on national TV.

What impact are yow looking to have on
wiewers?

Werve thought hard about what our audience
needs and wants right now. We aim bo embertain
bart slso give them a kot of information to helpin
their lives. For example, we received a
heartbreaking letter from a mum streggling to
feed her children. She asked for our help, sowe
tailored a cooking item to help with cooking on
a small budget.

Itz about creating an inclusive arvironmant on
the show. We don't judge, so our guests feal
comfortable to be open, such as Chris Kamara
talking about the mcizm that ke suffered in his
football career, which touched so many of our
viewars,

‘Werre also the only daytime show running a job
clinic whene we get employers on to talk abowt
the vacancies they have and ghwe advice on
applying for them — s far, werwe highlghtod
mecare tham 30,000 rolas.

Why is it 5o important to provide a positive
boast for viewers, to help them navigate
throwgh these tosgh times?

Public service broadcasting is abowt morne than
news. We use our platfornm to entertain and
mnspire our sudience. Wa don't pretend the
hard stuff isn't happaning, but we aim to
mativats and inspire people throughit, whils
alzo being part of their daily routine at a time
when most other habits have dissppeared. We
being evaryone together; we lasgh and then
hopefully we lesave people fealing like they am
a bit more prepared to tackle whatever is
COMENg next.







Gogglebox

Since hitting car screens sight years ago, Gogplebox
has captivated viewers with its intimate gimpse
inside the nation’s lving rooms, presenting a madenn
Eritain and becoming one of the most represantative
shows arywhaere on TV, offering regional, aconomic,
ethmic and pofitical diversity.

Filming during the pandemic required a mone
complex production process using rigged cameras
and & remaote crew, but it was worth the effort. s
people wera stuck at home watching TV, watching
ather people stuck at home watching TV provided
welcome light relief, and series 16 of Gogglebox
drew its highest audience ever across both volume
and share (as well as its biggest-ever 16-34-year-old
share, at 387X} The series gained = further
2.0 million viewers on the main channel year-on-
wear, with an average of 5.8 million consolidated
viewers per episode and a 75% viewing share, while
on Al it was consistently amongst the top three
shows for all ages. Its geographically diverse cast
contributed toits strong regional appeal; viewers in
‘Wales and the Nosth of England were 16% more likely
to tuna in than those in the rest of the UK

'With the senze of companionship and shared
experiancs it gawe viewsrs during the pandemic,
AT% of viewers rated Gogoplebox as “good ™ or
“great”, more than any other Channel 4 show during
lockdown. “hs the one tiny bit of normalcoy and
rautine that brightens up my week,” said one viewer.
Others described Gogglebox as “an old friend”, “the
light at the end of the tunnel” and “the healing balm
I so desperately needed”. It's the show that “twned
Friday night into laughter right™ and “captured the
mood of the nation™.

s

It's the one
tiny bit of
normalcy and
routine that
brightens up
my week.




4 All the UK

Cur 44l the UK p'-:*-g'a'l'nw. - which supports creative

il ||:-|-\. content genr
Regions. This incl
Daytime by i
and Head

W, an o the -h.a-i-: Drama

i opor tions of our content sourced
from the Mations and Regionsin 020, In spend
we achieved our highest-ever level of

Programming
anid Fegiore
Acrass our TV portfolio, we sp
programmes from produc
outside of London. Refle
reduction in the

i throughouwt

cers from across h'.' K
e briefings an
mmexr, while our In

Growth Fund
intaa Wal
al=o launch

und Rn.glo 15,
afouwr-week

the careers o
particular foc
ledon Ih. - % .
IE_\\'I"I LR E :In. |I Marth
wrs whio ane :-clr'g,l-:r

i ;..I.‘II-: rms, the

ported the -:Ia.u loprrs
endent production
and; & model we also hope




Evary body’s Talking About Jamée

Film4

The closing of cinemas, curtailing of the film festival
circuit and difficulty of shooting under Covid-19
restrictions jor much of the year meant that Film4
was as impacted as many other parts of Channel 4.
Production was disrupted, as was the release of films
that had slresdy been shot_ A number of planned
cinema releases were postponed until 200, and
most of those that were released in 20020 were sither
premiered on streaming platforms or had just avery
limited theatrical release in the few short pericds of
the year when some cinemas were open. Despite
these challenging circumstances, Charmel 4's
feature film division still achieved notable successes.

Six Flmd productions were shot and completed
inthe last four months of the year, working within

the kockdown restrictions. Eva Husson's adaptation
al Graham Swift's Mothering Sunday led the weay,
staning Oscar-winners Olivia Colman and Caolin
Firth. Filmd backed new films from two other rising
Evropean female avtevrs: Eorwig from Lucile
Hafzihalilovic, and Titore, Julia Ducowmaw's highty
anticipated follow-up to her debut Bow. Michael
Pearce followed up his BAFTA-winning Film4-backed
debut Beast with the US-set lmwesion, starring Rir
Ahmed and Cctavia Spencer. And Booing Day, a
Christmas-set romantic comedy with an all-black
cast from writer-director-star Aml Ameen was the
first of two comedy debuts to shoot, alongside Brion
& Charies, featuring the comic oreation of writer-star
David Earl.

Steve McQueen began shooting his first
documentary feature, The Cocupied City, in
Movember. Basil Khalil got under way with his debut
feature & Gom Weekend. John Michasl McDonagh's
The Fongéen, starring Ralph Fennes and Jassica
Chastain, was able towrap late-summer after baing
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The Personal History
of David Copperfield
went on to gross

fom

at the UK box office

shut down during the first lockdown. And Filma

slso backed a collection of five short films from new
woiices, ns of Britich dystopiautopia through a
black cuttural lens.

Turning to filmes that werne released this pear,
Armandao lannucci's witty and charming take on
Dickens cla The Personda History of David
Copperfieid, starring Dev Patel, was the sole Film4
title that had something close to a full theatrical nun
before the pandemic dosed dinemas in Britain
Released in January, it went on to gross over £6
million at the UK bax office, and was widely praizsed
by critics. Crther titles that launched in the |
quarter of the year - Michael Winterbottom's fas
Fashion satire Greed,; Justin Kurzel's revisionist take
on a mythical Avstralian outlaw Troe History of the
Kelly Gang, and Mick Rowland s thrilling debut Colm
with Horses — were allimpacted to some degree by
the introduction of Covid-18 restrictions

Later in the year, Coky Giedroyc's adaptation of
Caithin Moran's b semi-autobiographical
nowel How to Build o Gir prected from a plann
sumimer cinema release toa debut on Amazon Prime;
and Rocks, the critically acclaimed shice-of-lie
drama about & multicultursl growp of East London
schoolgils from director Sarsh Gavron, similarky
pivated to Metilix after a brief bow in cinemas. Rose
Glass's debut Saint Mowd — named by film oritic Mark
Kermode s ane of hi ten films of the year -
grossed a ceditable £28:00k in cinemas with social
distancing limits in place, just before the country
raturned to kockdown in Nowember.

High-praofile films whose releases were pushed
back to 2021 indlude the sdaptation of Everybody’s
Toiking About Jamie from the creators of the onginal
smash hit stage musical; Edgar Wiight"s Lost Night in
Soha, starring The Queen’s zombit s Anya Taylor-
Joy; awards frontrunner The Fother stamring Anthony
Hopkins and Olivia Colman, adapted by Florian
Zeller from his cwn play; and the incredible true story
of a prize-winming Welsh racehorse, Dream Horse.

Ben Shamock's Limbo, & wry comedy-drama
about asylum seelers swaiting the cutcomie of their
asylum application ona remaote Scottish island, sold
to distributors arcund the world after becoming an
international film festival hot ticket. The film made its
world premiere in Toronbo, after being awarded the
Cannes 2020 salection labeland following the
festival's cancellation due to Covid-19. Cathy
Erady's debut feature Wildfire is also slated for
cinema release in 7021 following a Toronto bow.

Filmd finishad 20000 on a high, with 52
nominations for the British Independent Film
Awards, with Soint Mowd, Rocks and Cailm with
Horses comprising thres of the fowr most highly
nominated fillms.

Mothering Sunday

Calm 'With Horses




Working off screen

In 2020, Channel 4 turbocharged its efforts to
find amd develop diverse talent behind the camera by
laumching a new training and develop initiative
called 45kills. Ftaims to make Channel 4
even more open o new talent and fresh woices from
wnderserved parts of the UK. Apprenticeship
schemes and cutreach programmes will target
school kids and college stedents from diverse
backgrounds — people who migit never heve
considenad a career in broadcasting.

We joined The Valusbils 500, aﬂnbdmimlﬂu
o put disability on the business |lsadership agenda,
and dowbled cur workiorce disability target,
which will increasa from 6% to 12% by 2003,

Wea dowbled down on fighting racism, cutlining
& six-point plan to drive change and publichy
declaring ouwrsalves an “snti-racist organisation”.
Taking action tonammow our sthnically-diverse
pay gap. we lamched a new mentoring scheme
for diversa employees, and set targets of at least
20% of all staif, snd 20% of the top W00 highe=t-

to dowble the mumber of commissions from
athnically-diversa-led independent producers
by 2022, To help with this, we lsunched an Indis
Accelerstor scheme that gane ten ethnically-
disarse-led indies - including Afro-Mic Prodections:
{Mortham Ireland], Meridian Line Flms (York) and
Hanga Bes Pm-cimuﬂ.nrﬂnn] mp‘ﬂcﬂﬁrlnd
access o C i sEppEort
o help sipearcharge Ihnipmpmoun. ‘We alzo
partmened with The TV Collective to nun a saries of
online events to help ethnically-diverse indestry
professionals through the Covid-18 orisis, addressing
their spedfic challanges and offering a mix of free
[ive talks with experts, QBAs and career advice.

In mn, BEE nluwmmmw
Ci sningg [ y Guidli whiich et
anand ofi-screen ﬁﬂﬂymm each genre
for the people working on the programmes that
we invest in, as part of our efforts o promobe
diversity within our industry. This isan increase
on A8 and reflects the commitment across
Cnrrnlmur-"h mﬂummmﬂﬂ
the g tha chall of Covid-18.

Bqn'bdmrpmgnrm'us for owr £1million
Diversity in Advertising Award initiative, this
wwlﬂﬂwmmm

campaigns focusing on the authentic portrayal
of UK athnically-diersa cultures. EA Sports
and its creative agency adamEeve DDE won




Yinka Bokinni - Damilola: The Boy Next Door
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Channel 4
helped

me take my
first steps
down a
new path.

Yinka Bokinni




Challenge

with purpose

Peppered with shows that have something sharp to
say about modern Britain, Channel 4's creative slate
stands out from other public service broadcasters

and global streamers.







Channel 4 Mews

Challenge
with purpose
continued

At its most impactful,

our content exposes the
truth and acts as a powerful
catalyst for change.

By testing conventicnal
thinking and inspiring
critical thought, we offer
something unique and
distinctive to the country.

Channel 4 News

2020 sxw Charne! 4 News achieve huge success

in reaching audiences digitally, as people spent more
time at home. During the first kockdown, as record
numbers of viewars watched Channel 4 News,
wiewing increased by nearly 0%, Through the year,
meore than half a billion views were recorded to
Channel 4 News content on Twittes, Facebook and
Youlube, as viewers sought unbizsed news and expert
commentary. Chonnel 4 Mews is the biggest news
programme on social mediain the UK.

More than 1.5 billion minuwtes of Channel 4 News
content were watched on socisl media owver 2000
{11 up year-on-year] and, in total across Facebook,
YouTube, Twitter and Instagram, Channel 4 News had
9.5 million followers or subscribers by the end of
2020, 50% of its ¥oulube audience and 60% of its
Facebook audience are under 35 years old.

‘When the country first went into lockdownin
March, Channel 4's response epitomised our ability
toact fast and to responad to what was happening.
giving British viewers coment that they wanted and
needed as the pandemic spread and people were
forced to make some of the biggest-aver
adjustments ta their lives owernight. This made us
stand out strongly in a mariket where global
streamers had a limited response to the pandemic.

Channel 4 boosted its Mews and Current Affairs
output, regularly extending bulletins to as long as
ane hour and 45 minutes and adding additicnal
programmes. Across the whole year, we provided
a greater volume of news programming in peak-time
than in amy other year in our history.

Praduced in the most challenging of
circumstances - with the Channel 4 News team
presenting live from their living rooms at times -




our enterprising journalism combined powerful
storytelling with compassion and engaging reportage
during the year. Ofcom's research found Channel 4's
news provision to be the most trusted national TV
source jor information about the pandemic. it also
continues to be the most highly regarded news
provider in terms of its perceived independence
from the govermment and from the influence of

big businesses, leading other public service
broadcasters by clear margins (see page TIEL

The programme’s comprehensive Covid-19
coverage, bed by Health and Social Care Editor
Victoria Macdonald and a team of regional
journalists, was committed bo exploning and
scrutinising the government s handling of the
pardiemic, exposed injustices and charted the
devastating toll of the Covid-19 tragedy on the UK.

Beyond Covid-19, key editorial highlightsin
H20 included Channel 4 Mews' Deterring
Democracy investigation. Sparked by a leaked file
from Donald Trumpe's 2016 Presidential campaign,
the imestigation revealed its strategy to deter
3.5 million black Americans from vating. It became
an imternaticnal news story. On sodal media, it drove
miore views than amy other Twitter video from
Channel 4 last year. “Channed 4 News unearthed
perhaps the best American political story a British
broadcaster has ever come upwith,” commented UK
media columnist Baymond Snoddy.

Chanrsel 4 News had an outstanding yoar
deffeering world-class original joumalism, hard-
hitting investigations, access-based flms and a raft
of exclusive news stories. The flagship news
programme, broadcast at Tpm each weekday,
recorded a 1% increass in viewing share during the
year and also reached more young and diverse
viewers, with 52% growth among 16-24-year-olds
and 8% among ethnically-diverse audiences.

Chonnei 4 News” reputation extends far beyond
the UK's shores: its intemational recognition
included twao Intemational Emmy® Awards, a
Peabody Sward and a Rory Peck Aweard in 2020,

Channel 4 News

is the biggest news
programme on
social media in the
UK, with more than

9.5m

followers




Current Affairs
and Documentaries

Beyond the news, we also responded with a

slate of Factual snd Current Affairs commissions
that confronted the challenges of the pandemic
hiead-on. Channel 4's mission was to keap viewers
informed and connected; to help them navigats the
axtraordinary new circumstances; and to bring
them the human stories of those on the frontline

of the crisiz and the scientists and sxperts racing
totackle it

We commissioned 28 Curmant Affairs films
and documentaries that sddressed dif farent
aspectsof the orisis, with a number of them
ranking among our highest-rating shows of the
year. Together, they reached 227 million peopla,
or 2B% of the UK population, including aver
one-guarter of all 16-34-year-olds and over
ane-third of ethnically-diverse viewsrs.

A Day in the Life of Coronawvirus Britoin was
planned in two and a half weeks snd shotin one
day. The documentary brought together footage
shot by over 2,000 members of the public to
captura life in lockdown: the triats and tribulations
of home-schooling; carning for people who are ill or
salf-isolating; working from home; police; nursas;
dactors; binmen; supermarkst shelf stackers; and
the many acts of creativity and kindness {see case
study, page 31}

e®

Viewers
described the
show NHS Heroes:
Fighting to Save
Owr Lives os
“maving”,
“gye-opening”,
*important” and
“informative”.

HHS Hercas: Fighting to Save OurLives
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We acted fast,
commissioning
29 Current Affairs
films and
documentaries in
response to the
crisis; combined,
these reached

(o]
8%

of the UK
population

Rated by viewers as the most relevant and
intaresting programma shown by Channel 4 duing
the pandemic, NH5 Heroes: Fighting fo Save Owr
Lives gawve a glimpse into what its ke to be a doctor
or nurss in the thick of the pandemic, as they filmed
poweriul and tearful testimonials from their
smartphones. Viewers descoribed the show as
“moving”, “eye-opening”, Simportant” and
“informative”.

Coronowvinus: Con You Avoid 7 was Channel 4'5
most-watched Covid-19-related programme of the
year. Presented by Dr Helen Lawal, the one-houwr
special explored how the virus is spread; i featvred
interviews with experts in virology, microbiology and
epidamiology; and offared strategies for staying
healthry. ‘With avdiences craving such practical and
redevant advice, the show attracted 1.9 million
viewers (an B.6% share].

Orther most-viewed pandamic programmas
inclrded Coronovires: How o lsodmbe Yourself, with
expart tips from Dr Xand van Tullsken and
psychologist Kimberley Wilson on coping in
lockdown; Cormnovirus: How Cleon Is Your House?
on making sure your home stays vires free; and Rooe
Agoinst the Virus Hunt fora Voooine on how
Cowid-19 spread unstoppably throughout the world,
tokd through the eyes of key scientists.
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Tackling global
social issuves

Starbucks and Nespresso: The Truth About Yoor
Coffer was a painstaking and lengthy Dispatches
investigation, conducted over several months,

into Starbucks’ and Nespressors claims of not using
child labour.

The film relied on cultivating sources and
[gathesing documentary evidence and then imobned
undercover filming in remate and hostile parts of
Guatemala. It proved conclusively that young children
were used on farms that supply beans to bath
intemational conporations, contrary to their public
statements. Mot only were these children filmed
picking for very keng hours for minimal pay, bot

sometimes they wers working in harardous conditions.

Following ouwr reparting, Nespresso launched
its own investigation which confirmed that child
|atsoun in breach of intemational regulations was
being used and pledged to eradicate the practice
by imtroducing a “rerc-tolerance” policy against
child latour in its supply chains and a programme
prowiding safe spaces for children during harvest
season. Starbucks also lavnched an immediate
investigation and pladged to increase third-party
awdits of coffes farms and pilot regional community
and childcare centres.

Attracting

1.8m

viewers (an 8.5%
viewing share) was
Trump’s Coronavirus
Catastrophe

Dispatches: Starbucks and Mespresso:
The Truth About Your Coffes

Dispatches and
Unreported World

Channel £z investigative journalism seeks to hold
power to account in a duly impartial way. Last year,
across 21 episodes, cur award-winning current
affairs programme Dispatches tackled important
topics ranging from big tobacoo and traveller crime
to the Ciowid-19 jobes crisis and Hong Kong's battle
for freadom.

The most-watched episode in 2020, attracting
1.B million viewers (an B.5% viewing share), was
Trump’s Coronavires Catastrophe. As America
prepared 1o go to the polls, Matt Frei gained
extensive insider acoess to investigate the US
President's policies, acticns and decisions during
the pandemic. On the other side of the Atlantic,
reparter Anja Popp looked into stories of criminality
and lxsdessness, aswell as prejudice and attack,
in Englizh Traveller sites in The Truth About Trovezifer
Crime, the second-mast-watched programme
in the series with 1.7 million viewers {a 6.7% share).
Closer to home, The Gredst Chority Scandal
investigated how celebaities charged huge
fees to support charities.

Our foreign affairs series Unreported World
uncowvered a range of extracrdinary international
stovies. Marcal Therowx met the Japanese schoolgirls
seaking pop stardom, performing for mostly older
male fans, and travelled to Thailand to investigate the
controversial Dhammakaya movement. Sahar Zand
wenit to Kenys on the trail of the worst swarm of
locusts in decades, whils Adnan Saresr followsd
migrants crossing the Alps risking hypothermia and
death. In the most-viewed documentary inthe series,
Karishma Vyas visited Califomia's TradWives,
who abhor feminism, embrace submissivenass
ardi want Trump re-elected.
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e and Pun

Barrymase: The Body in the Pool

Justice and
injustices

becom |ng,4 wel mone gl-:-bwl '1n|1c-::n|4 rr
to sppeal to audisnces around the woddl

y Britishand
er Stuart Lubbock was found
dead at popular entertainer Michael Barrymore's
home, Bonrymare: The Body in the Poal forenisically
explored the full story behind one of Britain's most
high-profile vnexplained deaths

This painstaking imwestigation re-engaged the
public with a shocking re af the just
and led to the reopening of the police investgation.
The S0-minute documentary was a hiton our
streaming service All 4, helping it to achieve its
best-aver first quarter of amy year. On linear, the
programme consolidated to 2.7 million TV viewers,
double the shot average.

Channel 4 aring, BAF TA-nominate:
Punishme soneturmed in 2000, exploring the
challzn xd by the police, prosecution and prison
systems in the walke of cuts and limited resources
acroess six howr-long episodes.

A tough watch, key themes induded rape,
domestic viokence, anti-social behaviour, young
offenders and historical sexabuse cases - with the
situations from multiple
i of the wormsen imeodved,
I'||. |:-c>l||:¢. ution Service. Viewers
p'a el the series Inrll ‘-\:lb.{-|L ely amazing insight

i and

oo

Absolutely
amazing insight
into our public
services.
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Meat the
Family
reached
1.9 million
viewers.

Apocalyps e Cow: How Mest Kiled the Planst

fgumy sugieely

Changing
behaviovurs

At the start of the year, Channal 4 broadcast a suite
nfpmmmudn‘w

imulate debate sbout how our food
Eipl'DdI.l:lﬂd

Meot the Fomily challanged viewers” attitodes
‘to sating meat. Ina vnigue experiment, four families
were asked to.cane for farm animals at home for
three weeks, at the end of which theny wene given a
choice: spare their animals from slasghter or send
‘tham back into the food chain to be processed
brya tarm and then returned to them as meat.
Thnp'u"m'-'nﬂ which reached 1.9 million
viewers, Tibyesd by i as “eye-
opening” and as successhully d ing the
moral dilermmas imeohved. It was Channel 4at it
best: noisy, antertaining and thought-provoking.
And it helpad change people’s behaviowr: as
a direct result of watching Meot the Fomily, onein
five viewers claimed that they or a family membser
herwe given up meat altogether, 57% said they had
spoken abowut the issues raised with other peopls,
and 48% said the sahes made them think sbout
o they cowld reduce their own carbon footprint.
Other programmes in the season included
environmental campaigner George Monbiot's
hard-hitting documentary Apocoiypse Cow:
How Meat Killed the Plonet, whils How to
Steal Pigs and Influence People followed a
UG ¢ ity of wagmn BIE.
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1.6m

viewers watched
The Write Offs,
an 8.6% share

- up 23% against
the slot average

The Write Offs

Imagine not beirg able to read a book, vse the
mbermet o fill owt a fom. Five million people in
Britain wake up to that reality every day, with one
n five adults considered functionally ilfterste.
Too often condemned as “unimteligert®, they ane
trequently locked out of the job market and
shamed by society.

The: Weite Offs, a two-part series hosted by Sandi
Tokssig, ofered a group of aduw aged atyoung as
22 all the way up 1o 66 — the chance to improve their
tesacy and trareform their res with 16 weeks of

i . Charting ther
 thits joyous show
tacided an important and largely overlooied fose.

'.'.'M-: ‘!Ll:”."'l :r' e agc e million viewers fan
i average], The
Write Offs hLIp-c r.II-: [= Ialh.n,gc perceptions and lift the
=tigma around il eracy. Meardy 0% of viewers said
thery werre positively impacted by the series more
then one-third claimed it made them * think about the
programme’s subject in new and different ways"and
thery had “discissed the programmee with others.
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Born 1o Ba Dftaran

The Write Offs
helped challenge
perceptions and
lift the stigma
around illiteracy.

Challenging
preconceptions
and shaping culture

AF our baest, our shows drive the raiiorasl
conversation and challenge preconceptions. Sur
ahility to engage mass avdicnces and shape culture
can bring pasitive changes to viewers” fves.

The Schood That Tried to End Rocism was a bold
ard successiul new series that followed a South
London schaol’s grourd-breaking programme ko
combat prejudics by taking the controversis] step af
racially segregating 11-12-yasr-old pupils snd
encouraging them to talk freely about their attinsdes
to race. it performed exceptionally well for
ethmically-diverse audierces jup 212% for volums
ared up 207% for share compared to other
programmesin its slot) ard reached 2.1 million of the
population owerall.

Ftsimpact on viewers was strong. with nine in
ten saying that the programme highfighted the
impartarce of having open discussions sbout rsce,
particulashy from a yourg age, and seven in ten
agreeing that it made them think abowt their own
possible uncorscous biases when it comes to race.

Dwr long-runring documentary series Bom bo
Be Different also retumed 1o owr soreers. The
programme has been following the lives of six
chilldren since 2003 as they grow up with different
dizshilities snd, scross the past twa series, the
programme has reached 4.3 million viewsrs.

Thits is one of Channel £'s most impactful
programmesin terms of challenging preconceptions
about disability, ard the labest series was no
different, with 5% of viewers saying that Bom to Se
Different made them think differently about the
challerges facing those with a disability. Amongst
viewers with a disability themsebes orwith a
dizabded family, 35% agreed that the show showed

- dissbality izssesin a troe light and helped to
T d'mllnrglrl; preconceptio n:g:ahrwnd disability.




Reinvent

entertalnment

Our remit encourages us to push creative boundaries,
take risks and experiment through our programming
and across our business, in ways that other
broadcasters do not. We have tasked ourselves

to continuously refresh what we do creatively, to

find new ways of reaching audiences, new ways of
delivering our content and new ways of working.







Jamie: Keep Cooking and Carry On

Reinvent
entertainment
continued

Channel 4 responded directly
to Covid-19 and lockdowns
with fast-turnaround shows
and public messaging, and with
a speed and focus on UK
viewers that made Channel 4
more responsive than any
other broadcaster. All of this
happened because of our remit
to take risks and experiment.




The Stay At
Home Academy

Cowid-15 required us toact quickly toadapt cur
schedisle and programmes 1o address the impact
that the pariemic was having on audiences aorass
the country. Few, if ary, broadcasters moved as
muickly a= Channel 4 to bring to screen a range of
programmes desigred to entertain viewers baving to
nesaty adapt to e under lochkdown.

Pradiscers ard Commissioners showed huge
inveritiveness infirding ways to make shows at
recluced taritfs ard with Cowid-19 restrictions, with
mignificant efort going into keeping our major shows
om aiir - or producing them as soon as conditions
allowed. This was rewarded with record sudiences
far many of Charnel 4°s biggest titles

Just twea days after the Frime: Minister announced
that people must stay at home, we arnounced our
*Etay At Home Acadeny”™ aslate of shows with the
missionto belp audiences navigate through the crisis
and stay conrected with the rest of the country, and
tohelp Bsmilies stay cozupied in isolstion sand, most
importarhy, keep their spirits high.

Produced at incredible pace, the Stay &t Homes
Academy programmes were anchored by some of
Britain's most-loved presenters: Grayson Perry
creatirg art with the whole nation (Groysomrs Art
Club —see case study, on rext page); Kirstie Allsopp
sharing craft ideas for all the family (Kirstie Keep
Creritivag and Carry Oa); Jamie Ofver helping people
cock with store copboard essentials (fomie: Eeep
Cooking and Corny On); Richard Madeley and Judy
Firmegan revealing their best reads (Richord & Judy:
Keep Resding and Cany Ow);and Dick ard Angel
Strawbridge ofering homemade belp Escope to the
Choteow: Moke Do and Mend). Combired, they
reached 211 million viewers, a substantial 35%
of the population.

among vimwers of the programmes, there was
very strong agreamsant {E27%) that Chanrel 4
albways trying something rew. Just under teo-thirds
agreed that Channel 4 captored the spinit of the
courdrywith its ' Stay At Home' lifestyle
programming. ard the same proportion agreed that
“you woukdn't fired programmes like this on services
such as Hetflix and Amazone.
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One of the most
joyous bits of
television made
during lockdown,
a tonic amid all
the gloom...

The Daily Telegraph
= .[ |







#5tayAtHome campaign

Vital public
health messaging

A&s afree-to-air broadcaster available inall
households, Chanrel 4 has s reach and trosted
relatioreship with audiences that is unique bo the PSEs,
and we were well placed to communicate vital public
hizsith infarmation and advice during the crisis.

After lockdown was armounced, we activated a
*Stay At Home” digital on-screen graphic thae
appeared on screen — all day and every day — duing
Charmel 4's programming across cur channe s, The
message was [ater changed to “Stay Safe” from
mid-Hay, to reflect the next phase of kdadowsn. The
first public service broadcaster to do this, itwas a
very simple but powerful way to remind viewers to
keepvigilant, ard these messsges sscceeded in
reaching 73% of the UK population.

Evwen mone inventive, we showed a saries of
ten-second, fly-on-the-wall-style films fzaturing
celebrities carrying out mundare tasks st home,
from Jor Snow inoring hits tes to Big Marstie mowing
the lawnand Scarlett Moffatt pairing ber socks.
Targeted at hard-to-reach young male viewers, they
fhwrthier amplified the important public heahth
message to stay homes and save Fves. in addition,

a chesky Channe| 4 brand film encouraged viewers
to stay at bome featuring the woice of comedian Matt
Beary crying, " Britainl Whenwas the last times you did
something that really mattened, with your arse? We
nesed your buttocks. Mo fis. Just butts. Becawse we'll
beat this faster, denched together, onthe sofa

Orwer the summer, as the country grappled with
important social issues ard moved outof lockdown,
we revealed a Stay Sale #BeMoreRainbow film to
remind viewers of the need to camy on being
commuriy-minded, tobe kind toeach other and to
stay safe.

Produced by our in-house creative agency
4Creatine, the film featured an animated B0s-style
spaskly talking rainbow, who recounted bow busy he
was representing bath the NHE and Pride while slso
standing up fior all communities during the Covid-1%
pandemic. The trail reached 45% of the UK
papulation, with two-thinds of viewers agreeing that
campaigns e these brought pecple together.

#BaMoreRainbow campaign




#5tayAtHoms campaign

s5tayAtHome campaign

We Meed ¥our Butt campaign

o

Britain! When was the last
time you did something
that really mattered,

with your arse? We need
your buttocks. No ifs.
Just butts. Because we'll
beat this faster, clenched
together, on the sofa.

We Need Your Butt campaign
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It’s the same old
Bake Off... familiar,
comforting, lovely.

11.5m

wviewars — the final
was the highest-
Channel 4 episode
since modam TV
viewing records
began in 2002

The Great
British Bake Off

'Hiﬁnmﬂihhﬂﬁ,‘mlwmwd
the start of season T Familiar, comiorting,

Fillming 'mu Greot British Boke Off during a.
pandemic required the production team to entirehy
rethink its approach. To make sure the seres could
e made safely — and would look as familisr as

ibile — the: cast and o tested thrae
together ina seff-oontained biosphena” bubble at
Dowm Hall Hotel in Exsex for the sie-week shoot.
All of this meant that Paul Holywood s famoues
Eesndshake didn't have to be replsced with sn slbow
bumnp, and that viewers could continue to find
reassiing warmith and nostalgia in the Balbs Off tent
- a place whesre the worst thing thet cwn happenisa
pineappls vpside-down cale ending up onthe floor.

It was the escapict entertairment and sugar-
coated version of neality that the nation craved. The
senson was watched by an swersge of 106 milion
wiewsersand a 407% share of the sudience:, making
it Chammel £'s s=cond-higgest series ever, after A
wovnan of Substonce in 1985, Drawing 2.3 million
young vieeers, it wos also the:
series.on TV for 16-34~year-olds this yesr, behind
Mz o Celebrity_ Gt Me Out of Hare! " The
programma has always baen comfort food bot, =t
times this year, it almost transcended television, = said
The Guardion. “ it felt like = hsg. &ielt lile medicine. "

modemn TV viewing reconds beganin 2002, and the:
mast popular Boke O fimal ever for 106-34-year-olds
acyoss all charmels. Viewsrs described it as " itle
escapa from reality”, “therspeutic and * the perfect
antidote io 2020 " Loving #GEB0. They just nead
o rmeson & vacrime: out of it snd save the world =
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Best On Demand TV Service

2020 Edinburgh TV Festival Awards
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Record streaming
growth

with ower 14, 500 howrs of conbent, All 4 isthe UK's
biggest free streaming service. Viewers turned to
&ll 4 inrecord numirers in 20240, surpassing ane
billicen views for the first time ewver. Across the year,
&l 4 reached a total of 1235 billion viess {363% up
year-or-year}, of which 452 were from 16-34-year-
olds. All 4 now has 24 milbon registesed viewars, an
increase of TI% year-on-year.

Digital viewirg made up TL2 of Chanrel 4.
viewing as viewers maove 1o a digital world. Streaming
growth is at the heart of our new Futured sirategy.
whiichi aims to dowhle All 4 vewing by 2025,

when on-demand viewing starbed to accelerate
during the first lockdown, we focused on ensuring
aperaticral resilience on the All 4 platform to ensune
a high-guality and consiste it wiower experience,
with some infrastructure enhancements to improwve
the service"s reliability.

while Covid-13 and owr swift cost-saving
measures curtailed some of our plans to develop
the all 4 platfarm, we ralled oot 8 numbser of
improvements this year to make ita mone
personalised and targeted experience. We
redesigned and rebuilt the “big screen” experience
Erom the ground up to ersure that it is Faster ard
mare madem, and to facilitste fobure enbancements.
we significantly increased the numbser of shows
available in HD, with maost of the catch-up ard
mast-watched archive now mvailable in HD. And
we started to roll out new personalisation features,
inchuding smar ter recommeendations, and tested a
reew praference centre to allow viewers to identify
thesir most-koved shows.

Cwr paid-for service, all 4+, which allows
viewers towatch TV shows without ads, continued bo
grow, with the introduction of in-app paymsents on
x5 and rew content inthe sutumn,

Orveer thae yer, the All 4 platioom significanthy
increased baoth its total reach and its share relative to
commercial competitors. Buring the second quarter
af 2020, at the time of the first lockdown, all 4
experienced similar rates of growth 1o Metflx.

Growth has been fuelled by our deep archive of
Charmel 4 originations — which includes popular
shows such as Frickny Night Dinner, The Inbetweeners
ared Servhs — and exclesive, bingeable box-sets such
as ER, The West Wing, Marred ot First Sight Austrolio
and Buify the Wampine Sloyer [many of which bad
thear criginal UK transmission onour chanrels).

Simudcasting of hit shows such == Goggleboor,
The Greot Sritish Babe Off and Hollyoais also
strongly cortributed to All 4's growth. Viewing to
reemw tithes — including hits such as Deadworter Sell,
Murder in the Ouihock, Borymore: The Body inthe
Pooland The Gremt Howse Giveowoy - urther drove
up views during the year.

Driven by itsunrivalled content Bhrary and ouwr
continued inmovations, All 4 was recognised by the
industry by winning ‘Best On Demand TV Service” at
the 2000 Edinburgh TV Festival Awards.
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Altemmative Christmas Message

11bn

views of our content on
social media platforms and
the creation of 45tudio

Deepfakes and
misinformation

Chanrel £'s Alternative Christmas Messoge
2020, usually a message of hope and unity, wasan
nnowative but stark waming abowt how acdvanced
techrnology is enabling the proliferation of
misinformation and fake news in a digital age.

Crested by Cscar-wirming VX studio
Framestare, the four-mirate film fesbored rencamed
actress Debra Stepherson asa ‘deepiake’ Queen
Elirabeth 1 onscreen. was one of Channe] £'s most
pioneering ard challenging programmes of the year.

Deeplake technology can be used to create
cormvincing [yet entirely fictional) video content of
people inthe public eye ard, therefore, can be used
1o spread misinformation. With such advancements
in technology enabling a shok and believable
presentation of misinformation across all arcas of
Hie — from politics to public health — it has rever
been more important for viewers to seck out
trusted sources, such as Britsin’s regulated poblic
service broadcasters.

Through the film, we crested a sequence that
was enitertaming enough that it would be seen by
a sigrificart number of people whils spreading the
wery real message that images cannat always be
trusted. The broadcast averaged 1.2 million viewers,
whichwas double the volume of 2019"s Alternative
Christmos Messoge.




Alternative Chiistmas Mecoage

4Studio: reaching
new avdiences

2000 was a transformetive year for Channel 4's
soecia | media ambitiores, with mone than 1 billicn
views of cur content on social media platforms
ared the creation of 45tudic. This department was
established to embady the Future4 strategy by
fostering digital-first talent, dwversifying rove roe
streams ard driving digital education across the
business - all with a chear foous onreaching yourg
audiences wherever they are consuming content.

The 43-strong 45tudio team is based in Leeds
ared the surrounding Yorkshire area, supporting our
vision toestablish owr new Matioral HG as a hub of
digital excallence.

Dwuring the year, we sigred lardmark agreements
with ey sl platicems such as YouTube ard
Snapchat jsee next page). These multi-taceted
agresments erable us towork in close partnership
with these major platiceme to drive sudienca growth
ardd enable us tomonetise our conbent.

4shudio has data at its heart, and much of the
year was spent building a data warehowse which
enables us to urderstand the holistiz impact of the
contert wa publish on social platforms. Supported
bry & beam of Social &nalysts, this ersues that o
digital strategies become as agie as the plationms
we publish upon.

we diversified cur socisl madia strategy in
a number of ways. Several digital onginal series
were commissioned to ertertain and sdscabe young,
diverse sudiences online via series such as True
Stores ard The BN, == well a5 cne-off
documentaries such as The Boy Who Climbed The
Shord. The introduction of Charmel 4°s branded
entertainment proposition also ssw the creation of
brand-funded digital commissions such s Misziom
Acressibla, to ontical and commeercial siscce:
Through both types of digital commissions, we
supparted our core PSH remit and diversified
W TEVEUE SITEams.

whether embedding a 258udio Socisl Produecer
an Steph’s Pocked Lunch to help engage awdiences,
creating an exchsive behind-the-scenes specialto
support our Alternetive Christmos Messoge,
supparting ard amplifying cur successhul public
hezalth Covid-19 campaigns, orusing data toinform
digital-first cantent commissions, 2020 wasa year of
great experimentation and success on social medi.
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124m

social engagements
achieved across
Facebook, Twitter,
YouTube and Snapchat

Scaling through
partnerships

Charmel 4 has atways balieved in the power of
partnerships and - as an organisation without ary
in-house production capacity, which relies endirely
onexternal suppliers - our model makes usa
risturally networked business. Being openito
partneving withother platformes gives us the best
chanoe of serving the widest audience possible. it is
a complex ecosystem and strldng the right
partnerships remairs key forus to be sscoessful.

In 2020, we expanded our social partrerships to
further build on our social reach with great sucoess.
Charnel 4 brands achieved 1 billion social views and
124 millicn social ergsgements scross Facehook,
Parkter, YouTube arsd Srapchat.

A major new partnership with Snapchat was
agreed in June for upwards of 300 short-form
excerpts and edits of Charral 4 content to be posted
onSnapchat’s Discover platicrm ower a 1Z-month
periad. In2000, Chaninel £ contert saw ower 44
million unigue global viewers on Snapchat from 25
shows inchuding Tattoo Feers, Hollwoaks, How To Get
wich Quick, Ceiehs Go Dating and Divided Americo.

In adddition to socisl platformes, we have
continsed towork an securing mare irnovstive
partnerships to increase Channel 4's resch and
partner strategically with services and devices that
increase the scale of All 4. we will also conrtinue to
woak with other public sarvice broadeasters 1o
Fighlight the importance of promirence and lock at
R we pasition our unique PSE conbent inan
increasingly IP-dalivered world.






£20m

Indie Growth
Fund has a remit
to generate

commercial returns
for Channel 4

Investing in
the future

The Indie Growth Fund has a remit to genemte
commercial retums for Channel £ by investing in and
helping to grow eary-stage production companies
across the UK. all profits from the: iend's ventures are
invested back into the delivery of Channel £'s public
service remit.

Mow six pears ald, the indie Growth Fund has
invested in 19 companies to date, with eight exits so
far and M companies remaining in the fund by the end
of 2020. This year, the fund investedin fwo rew
comparies: Cardifi-based indie veti Media, and
Proper Cantent, which prodisces engaging factual
programmas with social purpose. There were twao
successiul exits: Whisper Filmsand Eleven Film were
both sold to Sony Pictures Television.

sitting alongside the: Indie Growth Fund, 2000
sz the lavnch of our Emerging indie Fund, whichis
ecfically designed to help small, new or emerging
e e of London break through with sopport st
kery stages of sarly growth,. Announcedin Decem
T production com panies from across the UK benefited
from the insugural fund. They received finarcisl
assistance for slate dewelopment, and contiress to
receive mertoding sessions and expert advice. The
Bristoland Glasgow Heads of Hub granted
dEcretionary awards to five further companies.

The Commercial Growth Furd was rebranded as
Charmel 4 Wenturesin 2020. The fund invests in
high-growth digital corsumer businesses, offering
meecfia airtime inexchange for equity. This furd has
17 sctive equity investments that had s balance
sheatvalse of £18.5 million a1 21 December 2020
[2onE: £20 million).

Channel 4 Wertures madse fiee new investments
this year. They induded whatZwords, alocation
technology providing an easy way to identify precise
locations; Dead Hap py, a challenger brand in e
insurarvoe; and B-North, = firm building a regicnal
SME lerding bank fior the LIC

Ramy

Global Format Fund

ri 20, s part of cur Futured strategy, we bsunched
anew Global Format Fund - which will be investing
£30 million ower coming years - boimvest in new
Britsh-oreated and produced corent fcrmats with
global potertial. We will partner with a range of
praducers to create content fooused on delivering
both LK audieros appesl and potential for
exploitation in international terfitories. The fund is
fiocused on those genres with the greatest potenitial
success, including Daytime,
Entertsinment,
Docsmentanes and Specialist Factual.

Using a research and development approsch,
the Globsl Format Furd guarsnbees minimum rurs
ard recommissioning triggers upfront, ss well ax
minimsm e markating support. it leveragas
Charmel 4°s creative, marketing and audience
insights to support producers with their international
exploitation of the format. Within the UK, content
created by the Global Format Fund s subject to the
curent Termes of Trade.




Channel 4’s commitment to
Innovation extends across the

full range of its creative output on
TV and digital, while off-screen it
spans the geographical spread of
its supplier base and the diversity
of voices brought to the screen.
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101% TN

- o Ini a year inwhich viewers tumed inincressing

— ha nusmbers to the PEEs for rews ared entertainmesnt,

:;TELH:EJ:M“ Charinel 4 incressed its TV portiolio viewing

srthalio share year-on-year for the first ime since

F 0T Total viewing was 10UT% across the TV
channel portiolio in 2020, an increase of 0.2

up 2::% percentage points jequivalent to & 27% rise).

on last year The main charmel’s share rose by 0. percentage

points to 5. 3% [a rise of 3%), talang it back to

the same level s between 2004 and 2018, This
mezares that, apart from the 0.1-point digin 2018,
share haz held stesdy since 2014 5t 5.9% - an
impressive record given the increased competition
in the Enear TV space ard the migration of

younger viewers to video-or-demand services.

In 2020, the maincharmel’s share grew by 7%
yeEar-on-yesr amongst W-34-yearolds (to 3.6%),
its highest figure since 201, Share in the peak-
time howrs of 7~11pm was 10075, the highest

figure sircce 2007 amongst this demographic.

Far ABC1 sdults, viewirg share rose by 2% 1o 8.8%,
the highest figure since 2017, and the 7-11pm

share was 8.6%, the highest figure since 2008,

Tuming to the digital channels, the viesing shane
figures show little year-on—year variation in their
performance, with E4, Film ard the Boox masic
channels holding steady, while Mored's share rose by
0.1 percentage points. Looking at the cxmct figures,
Film4 and E4 experienced declines in viewing, of 2%
ared 3% respectively. E4's share has fallen gradivslby
since 2017 ard s now 0.4 points below its 20068 level;
this may be attributed toincreased competition for
young audierces smongst digital chanrsels - B4 has
nat besd any new hits of the scale of ITVZ s Love islond
ower this period. The other digital chanrels enjoyed
groath in their viewing share in 20200 Mored was up
by E%, with a range of daytime shows (such as Four

in a Bed and Fnd I, Fbcit, Hog &) performing well,
while the Box mesic channels” share rose by 24%.

Channel 4 portfelio share as a percentage
of toml TV viewing

Tofal
I~
o D -
- D -
2007 n.8 4.5 pLiR-]
2005 ng 4.5 pLiR-]
B Crarnal 4 inainchamal} B Digitalchannak
Scurcn BARS
viewing share of digitsl chamnels asa
percentage of total TV viewing

Total
2020 4.2
20139 41
28 4.3
2007 4.8
208 4.8
Hrs Hroed B rim Bomsdbuze
Scurcn BARE
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73.0%

of all TV viewers
reached every month
acrass Channel 4's TV
channels

Down 2.8pts

on last year

Aundience reackh

Charnel 4 i the third-biggest VK brosdossterin
termes of asdience reach, behind anly the BRC snd
ITV. In 2020, almost three-quarbers (73.006) of
individusls in homes with 2 TV watched Channel £'s
TV charnels for at keast 15 consecsive mirutes each
manth onaverage [live or catching up within a week
of trarsmission). With viewing continuing fo migrate
b streaming services (including the broadcasters”
cvaTi streaming services, which ane not reported in
thiz matric), overall TV reach fell by 7% yesr-on-year.
The main F5Rs all suffered reductions in the reach

of thezir traditional TV charmels - as thay did in the
pravious three years — with dedines ranging from 2.0
percentage paints {for the BEC and Channel Shup to
4.4 pairds {ITV) At the lower end of this range of PSR
dedlines, Chanrel £'s reach fell by 2.8 percentage
poinits pear-on-year [equivalent to a 2.7 fall).

Thizsa declining reach figures do not peint a
complete picture of what was a strong year for

Tv overall and for Charmel 4 in particular. The
total amaunt of traditional viewing - measured
interms.of the wolume of viewers across the

day — rase in 2020 for TV overall, by 5% for all
viewers. It rose by even mone for Channel 4, by
7% across the portfolio; and by more sl for the
main chanriel, whose valume of viewing was up
by B%. Moreower, the reported decline inreach
only cowers traditional viewing and is offset by the
continued increase in video-on-demand viewing
ta Chanrel 4 [see “On-demard viewing” on page 7).

Tuming b the individual channelsin Channel 4

Tv portfiolio, the main channel’s reach fell by 2.
percentage points year-on-year [less than 2073

2 B-point drop). Loaking at the trends in more detail
reveals notsble variations aoross the yeasr: at the
time when audiences had the greatest need for
reliable information and enter taimment, dising the
lpckdowns, Chanrel 4's perioomance was especially
strong: during the first loclcown in March and April,
the main chanrel's resch was up by 1% relative bo
the sams months in 20713, Of the digital channels,
E4, More4 and Film4 all experienced small annes]
declires in reach, of less than one paint, this year.

Average monthly resch of public service
broadcasters” TV I

.
—
-

ENzozn  EE e

Souvrcn BAES, 1% -mnein corascudve, sverapa nosthiy reach,
all paopin

Percentage reach of individwal TV channelsin
Channel 4 portfolio

Chanrel 4
{main chanrely

Mored

Filma

BaowsdMusic B.IN
a.1%

oz W =m

Source: BAES, 5 -ninein corancuSve, merapa nocthiy reack,
sl paopin
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1,253m TN
r m The arrival of lockdown accelerated existing trends

intelevision viewing in 2020, most notabby the rise
inconsumgtion af TV programmes vis on-demand
services, especally amongst younger sudiences.
Charmel 4 continued ta res pond to these trends, for
. examph: by makirg more new T series avalable to
up 26 (‘E binge as box-sets on its streaming service, all 4, as
wellas investing in exclusive comtent for the platiorm
[sew “Reinvent entertsinment” chapter on page 0L

PrOgramime views
initiated on demand

on last year

This resulted in record growth in on-demand
viewing of &ll 4 content this year as total views
passed the 1 bllion mark for the: first time. The
nusmber of programme views initisted througth All
4-branded platforms - whichinclude FCs,
smartphones, tablets, games consoles and
connected Tvs - rose by 26% to reach 1.25 bilion.
With more than 250 million more views than in 2008,
this i the biggest ever incresss in absobute terms for
this metric, and the joint-highest growth rate in
percentage berms sinoe 2000,

Aswas the case for the last two years, the strongest
area of growth in 2000 was on ‘big soreen’ devices,
i.e. connected Tvs and streaming devices that plug
inko TVs, with viewing up by more than S0, Within
this group, indidual platforms onwhich grosth
was especilly high included Freeview Play and
s (Apple TV).

Cn-demand viewing (million)

2020 1253
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Share among hard-to-reach audiences -

L diverss
Aspart of Channel 4's remit to make programmees
that appeal to people from different cutbural
besckgroursds, it is impaortant for the broadcaster
to attract ethnically-diverse audiences. While
the PSEsall have lower overall viewing shares
amongst ethmically-diverse avdiences than white
awdiences across their portiolios, Chanrel 4 strives
tex makoe this differential as small as possible.

8.9%

portiolio viewing shane
amongst ethnically-
diverse audiences

Down 3%

on last year

Iri 2020, Channal 4's TV partfolio attracted sn
E.9% virwing share amongst ethricalby-diverse
audiences. The corresponding share amongst
white sudiences was 10.27%, gwing a viewing share
differential between ethnically-diverse ard white
audiences of 13%. Relative to the other PSEs, the
BEC and ITV had higher wiewirg share differentials,
of 23% and 4% respectively, but for the first time

5.2%

main charmel viewing

T:."'m this year Charmel 5's was lower. Its 73 differential
:udi:.:‘::; e reflected strong growth in ethricaly-diverse viesing

tey its digital TV channels fby as much as 26% for
the Paramaunt Charnel, which assumed the EPG
up 23& positions vacated by SSpike in Jarusry 20200

Charmel 4s TV portiolio viewing share amongst
on last year ethrically-diverse sudienoes bell by 0.3
percentsge points year-on-yearn, In percentage
bermes, this was a 3% decline, ard conbrasts with
the comesponding 2% increase amangst whibe
audiences. Asa result, the 13% differentisl] is five
percentage poirts higheer than lest year's figure,
ard sits above the 4% — 1% range achieved ower
the prior decads (between 2010 and 2013).

The widening of the differertial in viewing betwesn
ethnically-diverse snd white audiences was driven
by Cowid-19-relsted fsctors in 2020, During the
Iochdiowns, there was a general migration of viewing
to the main PEE channels and to the dedicated
newrs charmels, particularty during daytime. This
berezfited Chanrel 4's main channel, whose vewing
share amangst ethmically-diverse audierces rose
this year, by 2%, 105.2% - itz highest level since
2013, But Chanrel 4's digital charmels suffered
from this migration, most notably E4, whose
wviewing share fell this year, inlarge part due to the
reduced number of episodes of Hollyoaks - the
soap, which performs dsproportionately well
amangst ethnically-diverse viewers, contributed
to & huge 23% decline in ethrically-diverse

viewing to B4 this year, versus a much smaller
decline of just 3% amongst white sudiences.

Public service broadcasters” portfolio viewing
shares amongst white and ethnically-diverse
avdiences as a percentags of total TV viewing by
those avdisnces (2020}

BEC

Chanrel 4

Other

broadcasters

H N tthnically Shversa [l] |l Whita

Source BARE
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15.7%

portfolio viewing share
amongst M-34-year-
clds

Equal

with lazt yesr

8.6%

main charnel viewing
share amangst
16-34~year-okds

Up 7%

on last year

Share smong hard-to-reach svdiences -
16-34-year-olds

Charmel 4 isurique amongss the: PSAs inthat

its T charnels attrsct a dispropartionately

large share of viewing amongst hard-to-reach
16-34-year-olds. Across its TV charmel portfolio,
Charmel 4's viewing shanz amongst 16-24-year-
olds was 15,73 in 2020, a figure that is 55% higher
than the comespanding all-sudience share of 10.1%.
Comeersely, the other FSBs’ 16-34 viewing shares
ware below their all-audience shares across their
partiohos - by amounts ranging from £ {for ITV])
up to asmuch s 26% {for the BEC, which has an
especially strong appeal to older audiences).

Charmel 4's 35% viewing diff erential was slightly
lower than the comespording 2003 figure of 53%

[a drop affour percentage points). While viewing
amongst 1t-34-year-olds held steady year-on-pear
0% change in share), across all sudierces it rose
by 0.2 percentage points fequivalent to 256 year-
on-year, leading to the small declire in the: ratio of
1ti-24-year-olds toall-awdience viewing share.

Public service broadcasters® portfolio viewi
shares amongst 10-34-year-olds and all
asudiences as a percentage of total TV viewing

by those awdiences [2020)

e
Iy .4
et

~ K
brosdcasters

W N 6-34-yasr-okdz ] WAL
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3.9%

viewing share for E4
amongst W-24-year-
olds

Down 17%

on last year

Hast popular channels for young viewers

Wiewing to Charmel 4's charmels by 16-24-year-olds
was sigrificantly impacted by the scheduling
changes that resulted fram Covid-190 Youth-focused
channel B4 was negatively atiected, primarily due

to the pause in filming of Rolyoaks due to Covid-12
restrictiones, as & resul of which the nomber of
episodes transmitted was cut back for most of

the year, with just W52 new episodes aining this year
compared ta 256 in 2012 (a 37% reduction). At the
same time, as with other age groups, 1-34-year-
okds turned to the main charmel in bigger numisers
this yesr far its rews ard mairstresm antertsnmeant,
boasting its viewing share. Thesa effects cancelled
each other out acmoss Channel 4's T portiolio,

with overall viewing shara by H-34-yoar-olds
holding stesdy year-on-year.

E& was hit hard by the reduced volume of Hollyooks
episodes; after a record 16-34 share in 2015, viewing
o the: soap fell by 19% this yeas, to its lowest share
in five years. 20200 was also the first year inwhich
there were na rew epsodes of popular US comedy
The Big Bang Theory, following its finale in 20718,
Asa result, overall viewing to E4 by 1-34-year-olds
fell by a substantisl 173, to 3.9%. This fall, of 0.8
percentage points, gawe B4 its lowest 16-34 viewing
share in the last decade. Nonetheless, it remaired
the second-most-watched digital TV channel in the
UE for 16-34-year-olds [behind only 1TV2, whaose
i share fell by 27% after the cancellation of
F020's Love iskond due to the pandemic). Aoross

all charmels, B4 fell behird Chanrel 5 16-34.

share: 4.1%), making it the soth most popular

TW charmel cverall for this audierce jof the main
PEB channels, ® remained shesd of BEC Two).

Comeersely, Channel £'s main channel enjoyed

its biggest pear-on-year increase in viewing by
16-34~-year-olds in the last decsde, rising by

E%. The resulting share, of B.1%, was the highest
figure since 2013, This incresse, aquivalent to 0.6
percentsge points, offset most of the declines
sutfered by E4 this year. The main channel remains
the third mast popular TV channel for 16-34-ypear-
okds, behind only ITY and BBC One, and performed
mare strongly intemms of its growth than efther

of those channels (ITY's 1-24 share fell by 5%
year-on-year, while BRC One’s share rose by 3%).

Viewing share for the top 10 channels amongst
10-34-year-olds ac s percentage of total
wiewing bry thic age group

Yaar-on-yasr changa

Iy -T%
BEC One +3%
Chanrel 4 +8%
2 T
Five 2%
B4 -1
BBC Two 2%
CHeehies +3%
sky1 +4%
Dave +3%
Sourcn: BAKE
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1%

of viewing to Channei £
News programmes on
the main channelin
2020 accounted for by
viewers aged 186-34

Uppt

on last year

15%

of viewing to Channei 2
Mews programmes on
the main channelin
2020 accounted for by
ethnically-diverse
ViE'wWers

Down 1pt

on last year

Wiewing to national news

Chonnel 4 Mews maintsined its uniquely strong
appeal to young and ethnically-diverse asdiences
in 2020, 16-34-year-olds accounted for 1% ofits
awdience this year, higher than the cormresponding
viewer profiles of the ather main PSE channels’
national news programmes, which ranged from 526
[=hanne] 5)cdown to as litth: as 5% (BBC Onel

Chonnel £ News" profile of 16-34-year-olds was
Cne percentEge point Up yesr-or-year, renovering
slightly from the low point reached in 2015 following
years of gradual dedire as young audiences
migrate fasber than other age grovps to digital

ared social media for their ews consumption jsee
‘Reach of Channel £ Mews', on page 22 forits
growth onather platforms). While the increaseis
small, Channel 4 was the only main PSE chanrel
ta increass its 16-24 profile forits national news
programimes in 2020, and it is the first time since
2000 that it has recorded & year-on-year rise.

Chonnel £ News" appeal is more marked, and

more stable, for ethmically-diverse sudierces. this
group represented 15% of its total viewing in 2020,
While this & one percentage point down on 2013,
it remains at the top and of the 11% - 1% range
achieved over the last decade. Channel 4 remains
the cnly main PSE channel whoss news viewing

by ethmically-diverse audiences matches or even
exceeds this group's representstion inthe UK
populstion [estimated to be sroend 13% - 147%): the
otbeer channels” news programmes had ethnicalty-
diverse viewing profiles in the range of 6% - 113,

Percentage of viewing to national news
programmes on the main PSE channels in
2020 accounted for by 10-34-year-olds and
ethnically-diverse viewsrs

Viawars aged 16-34

Yaar-on-yasr changa

EEC One m Level
BEC Twa m Level
my -1pt
Chanrel 4 +ipt
Fine -1pt
Exbricaly-dverse vimemrs

BEC One Level
e o
- -~
Sourcm BAKE
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9.8m

prople watched
Chanpel 4 News each
meanth

Up 25%

on last year

Reachof Chonnel 4 Mews

Ir 2020, an average of 9.6 million people watched
Chonnel 4 News for at least T3 conseostive mirutes
each month, across the main weekday evering
programmse, a5 well as the daytimes and weekend
news bulleting on the main chanrel. Thisisa
massive 25% increase on the 2013 figure - by some
mergin, the biggest year-on-year rise since this
metric was first reportedin 2008, After a period of
jgradual declire aver the lsst decade as sudizrces
migrated to digital and socisl media for their rews,
reach jumped back toits highest lewel since 20m.
While the ather PS5BS also saw growth this year,
Chonnel 4 News enjoyed bigger gains than the
oitter main national news programmes - on BRC
one, ITV and Channel 5 - whose comespording
rises in average monthly resch ranged from

10% [BEC One)down to 4% (Charmel 5).

Looking at the main weehday evening programme
specifically pahich usually sirs st 7pm), for

the second year runming it enjoyed significant
increases in its viewing share, rising by 147% year-
on-year to 4 2% of viewing - its highest level since
2008 fwhen it was 4.3%), a bugely impressive
performance given the inoreased competition
inthe digial space since then. With overall Tv
audiences up this year, its absolute viewing figures
nosE even more in 2020, by 18%, to 768, 000,

Growthwas also very sbrong amongst key
demagraphic groups. Amongst ethrically-diverse
audiences, the masin weekdsy news programma’s
share rose by B3 this year, to 8.0%, its highest
figure since athnically-diverse avdiences were
added to the BARE measurement systemin
20000 ARCT adult share also rose by 8%, to

5.6%, the highest figure since 2007 Ard share
amongst t-34-year-olds increased by a huge
52%, to 4.6, the highest level since 2000,

The figures above exclude the programmes’s growing
presence on digital and socis| media. & highlight in
2020 was Channel 4 News' irvestigation into Trump’s
campaign data, which drove mone views than amy
other Twitter video from Charmel 4 across the year.
Overall growth was partioslarly strong on YouTuwbe,
with wideo views rising by 50%% to 280 milior. This
year, Chonnel 4 News expanded its touchpoints
amang younger sudiences by launching on Snapchat
with rew shows such as Divided Amencoand
Roted. Inthe: month of the WS alection, Chanmel 4
Mews” Snapchat show Divicked Amerior saw over

&1 million global wnigque viewers. Across the main
social platforms [Facebook, YouTubee, Twitter,
Irestagram and Snapchat), Chamnel 4 News had 3.4
miillion followers subscribers by the end of 2020,
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18pt

lzad over average for
other channels for
catering for avdiences
that other chaninels
don’t cater for

Down 1pt

om last year

Charinel reputations - catering for adiences other
channels don't cater for

In 2020, 27% of respordents selected Channel £'s
masin channel awer the other main PSA channelsas
catesing for sudieroes other charmels don't cater for.
This gawe Channel 4 a lead of 18 percentage points
ower the average of the other main PS8 charmels.

There were slight declines in Chanrel 4's scores
year-on-year. The proportion of people selecting
the main chanrezl, its lesd ower the average of

the otber main PSE charinels, and its lesd ower

the next-highest-sconng charnel all fell by cne
porcentage paint. Monetheless, this metric remains
stabde: Channel 4's average lead over other
channels is at the upper end of the ¥-22-paint
range it has ocoupied over the last decade.

Caters for asdiences other channels dont
cater for

M Carnal 4 B Avwrsga for othar main PSS chansals
B8 D, BBE Tees, 1T 1 50 Fren)

— Scora for raxt highast PS8 chacnal

Sourcs: ipans HOAI o mmizsicrsd by Chasnal 4+

794m

total visits to
Channel 4's websites,
mehile sites snd apps

Up 14%

om last year

Total visits to Channel 4°s websites and apps

In 2020, Channel 4's websites and apps attracted

a recornd total of 724 million visits, after increasing
by 14% yesr-on-year - the highest ever total far
this matric. The dedicated all 4 app - available ona
wide range of smartphones, tablets and connected
Tvs — accounted for 79% af total visits jup from
7O in 2073), with the remaining 21% being visits

to Chanrel 4's websites {incleding mobile sies).

The growth this year was driven primarily by wisits
to all 4 apps, whichincreased by 18%. visitsto
Charnel 4's websites were also up, but only by 136

Total annual wisits to Channel 4's websites
and apps [million}

Total

B Wit and mobinztas B Appx

Source Chanmal 4
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13% i

L] Charmel 4's cutput can be divided betweean
pu

of botal viewi ‘network originations’ - e, programmes

thcm:.i::h::f::::: commissioned by Charmel 4 ard transmitted

ard Mored acoounted on any of the channels inits TV portfolic — and

far by retwork programmees that were acquired by Charnel 4
[primauily US contert). Metwork onginations are

criginations impartant ax Charnel 4 delivers its public remit
for the most part through its imeestment inonginal
content: these are the progmmmes over which it

EqUﬁl has creative and editorial influence inpartnership

with last year with the production comparies that Chanrsel 2

commissions to make them.

In 2020, network origirations accounted for 73%

of totsl viewing o the main charmel, B4 and Moned.
Coming after six years of corsecutive growth, the
proportion of retwork origirations held steady this
year. Over the last two years network orignaiors
hawe represerted a higher propartion of viewing

ta these channels than at smy time sinoe this metric
was first reported in 2008, and rettwork originations”
share of viewing is ten percentage points mare
thanin 2013,

Turning to the wolume of programming in the
schedules, network originations represented
&27% of all howrs across the schedules of the main
channizl, E4 ard Mared in 2020, one percentage
paint mare than last year.

& comparisan of these viewing and output figures
shows that retwork origirations. contirwe tobe
responsible fora disproportionateby high share of
owerall viewing to the main charmel, 54 and Mored,
outperforming acquined programmees: in 2020, thay
generated s hagher share of wiewing | 73%) than their
comesponding share of the volume of programming
(637,

Flease note that:

T Tha Filred and luded hom tha natnic aa
Hear oetper @ Eomon by o vp o] scopsred St s and osent
7 Hatwork orpnaticrs diftter from Sha rarrssear Dicom dafriticnot
“origh  wheck ondy e
chuarrl e Matwork ang ar

rarfinc phakng) e mekipin

opger B Iocwck ppon
progranrHa acns S digial TY pertfoloa




When the Cowvid-19 pandemic hit the UK early in
2020, the impact on Channel 4 was substantial
and affected plans across the whole year. The
first lockdown imposed by the government
forced an immediate hiatus in production
across all genres in March. Shortly thereafter,
the Tokyo 2020 Paralympic Games — of which
Channel 4 has exclusive UK coverage — were

postponed by the event organisers.

We initially had to cut total programming
investment by up to £150 million to ensure
we could manage the financial implications,
should the advertising market not recover
from the extreme nature of the revenue
declines we saw in April and May 2020. From
that point, we ning-fenced content spend in
order to protect the independent production
sector and reinvested in the content budget
later in the year, once we had better visibility.

Over the following months, this enabled us to
manage a prolonged interruption to our creative
pipeline. The ingenuity and agility demonstrated
by the sector in response to the situation was
remarkable. However, the combination of
reduced budget and enforced production
restrictions resulted in fewer hours than planned
of some regular programming (e.g. Hollyoaks),
while some titles (e.g. The Circle and It's A 5in,
along with our extensive coverage of the
Paralympic Games) were pushed back to 2021.

Towards the end of the year, once the financial
outlook began to improve and thanks in part to
our own cost-saving initiatives, we were able to
put money back in the content budget, allowing
more new shows to air in the last quarter.

The End of the F**~ing Waorld




Innovation through content

Heeting Channel £'s licemce obligations

Complianca
Average hours perwesk riziner M|
Hews In pak-tame (B-10.20pm] £ 4
Current Affairs Overall 2 L
In peak-time [§-10.30pm] 2 4
Hours peryear Schools 1 24
Percentage
Origination production  Owerall 54 o0
In peak-time [6-10.30 pm) i) 73
Independent production ¥ 50
Eurapean independent produsction o =
Eurogeean arigin 50 -]
Subtitling for the deal and hard of hearing 30 100
Audio description o 44
Signing 5 ]
Regional production 2 47
Regional hours 2= =8
Production in the Hations 3 9
Hations howrs £l 12




Innovation through content

£522m

sperit on cortent
across all services

Down 21%

on last year

£510m

invested in originated
ard acquired

Programming across
the Channel 2 TW

portfolic (2l genne sy

Down 22%

on last year

Irvestment in all content

Fallowing the enforced budget reductions,
Charinel 4 spent £522 million on content soross
its services in 2020, This represented a reduction
of £128 million year-on-year, a 213% drop.

The main charmel - which attracts the biggest
audiencesin the portialio - contineed to acooent
far the bulk of the irvestment: its budget was 420
miilliar: this year, 8% of the total . Spend was down
by 2726 year-on-year, a £ 100 milion dedline. Across
the digital Tv channels, spend totalled £30 millicn,
adecline of £30 million relative to the 2012 level

[a 2% drop). Reflecting the growing importance

of digital media to Channel 4, content spend on
these services actually rose in 2020, by £2 million to
£ 12 milion [a 7% increase). Overall, digital services
[thiz digital TW chanrsels snd digital media) acoounted
for 13% of Chanrel £'s total content investment

in 2020, marginally down from 200 n 20M18.

Focusing on the TV portiolio, i.e. the main charnel
ardd digital Tv channels, total sperd was £510
malhorn in 2023, £140 million less than in 2013

[ 27 dscrease). At the genre leveld, spend was
diown inmost cases, with two emceptions. To
allow for the extended nannirg times of some
editions of Clannel 4 News during lockdaown,
speend on Mews rose by 5% this year, to £23
milion [a £1million mcrease). Andwith some gaps
in the schedule when production was halted by
Cowid-19, sperd on Film also rose, by £% 1o £84
milion [a £3 million incresss). Inall other gerres,
investmant fell by at lesst 20%. The indrvidus]
dedines do not, however, tell the main story

of the: year, which was how Channel £ rescted

in resporse bo Covid-19 to provide relevant
programming across a range of genres toa
populstion that suddenty found itself in bocidosn.

Spend across the Chanmel £ network on all
content {Em)
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Total imvestment in originated and scquired
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Innovation through content

65%

of the main channel
peak-time schedule
devated to first-run
origirations

Down 9pts

on last year

Onrtpart mix on Charne] 2

Charges to the programme schedule following

the Covid-19-related budget redisctions led to

a significant reduction in the volume of first-run
originated cortent on the main channel in 2020,
especially during peak-time hours jdefired by
Moom as &-10.20pm). There were comespanding
increases in the shares of acquisitions and repeats.

During peak-time hours - when Chanrel £ typicaly
premisres its anginations, a5 they can reach the
largest audiences - the share of first-run criginated
programming on the meain chanre| was 85%, nine
painits below 2019 s figure. Repeats of original
pragramming sccounted for arother 14% of hours
[p by four points year-an-year), masning that totsl
originations comprised 79% of peak-time output.
This is well ahead of Ofcom's 70% cercs requirement.

Daytime schadules affer s more balanced spread
of originations and acquisitions, and onginations
represented 60% of output onthe main channel
across the day in 2020 - two percentage

poirts bess than in 2073 but still comfortably
abowe the relevant Ofoom quots jaf S65%).

Orverall, in peak-time, there wasa shift from
originations ko acquisitiones of fee percentage
pairits, ard a seven-point rise in the share of repeats
[with a comesponding drop in first-run programming).

Percentage of owtput on the main chamn=l
accounted for by originations and first-run

ProgrammeEs

Pk §6-10 30pm]

2020
3

Allday

2020

paiyi]

M Originatioss - fezt-ren
M #:cquiztioes - Arb-ren

M Orignations - regaat
B acqumitions - iepaat

Sourcn Channal 4

£370m

spent on originated
content across.all
SErViCES

Down 25%

on last year

Imvestment in originated content

Charmel 4 delivers its public remit primarily
through the criginal content that it commissions
ared imeests in. In 2020, the redusction in the owerall
contert budget meant that total expenditure on
originated cordent (first-ron transmissions and
repeats) acrossits TV channels and online services
fell to £270 milion. Year-on-year, this was a
declire of £122 million, equivalent toa 25% drogp.

On the maincharmel - which attracts the

biggest audierces and correspondingly acoounts
far the large majority of Channel £'s conteni
budget - imestment in criginations was £337
miillion [91% of the total). This was mactly £100
miillion less than 2015°s lewed, a 23% drop.

Beyanad the main channal, £29 million was spent
on ariginal contert for the digital charmels, £22
miillion less than in 2013 (2 44% drop). Spend on
digital media content {inchsding websites and
cross-platform content) actually mcreased by
14% from £3.8 millicn 8o £4.1 mallion [the chart
shows £4 million in both years in rounded terms).

Spend across the Channel £ network on
originated content {£m)

2020 4

239 4

Tofal

4382

B Crarnal 4 jraincharnei} B Cigital TV chosnals
M Digital i foochuding main channal)

Sourcn Channal 4




Innovation through content

6.3hrs

of first-run originations
every day on average
acrass the Chanreal 4
portiolic

Down 20%

on last year

Originated outpet across Channel 4 TV portfolio
Charmnel 4 broadcast anaverage of 8.3 hours

of new commissioned programmes i e. first-run
originations) ewery day scross the main charmel,
E4, Mored and Filmd in 2020, The main charnel
accouned for 5.7 of these daily hours (91% of the
tokal). There were & further 0.8 howrs on the
digitsl chanrls.

Followirg the redisction inits conbent budget,

the wolume of first-nan originations across the

TW paortiolia fell by 20% year-on-year to its lowest
lewed since this metric was first reported in 2008,

Haours on the main chanmel fell by 177% while those
on the digital channels were down by 4657%.

Average daily howrs of first-nen originations
across the Channel £ TV portfolio

Total

N Charnal4 | Digitsl chaneals

Source: Channal 4

2,281

howrs of first-run
originations across
the partiolic

Down 20%

on last year

Wolume of first-run originations by genne

Reflecting the decreases in arginated snd first-run
content discrssed in“Owtput mix on Channel 47

on page 38, Channel 4 broadcast 2,281 howrs of
first-runorigirated programming across s TV
portioha {main chanrsel snd digital charmels) in 2020,
diown by 581 howrs {a 20% drop) year-on-year.

Miroring the changesin spend shown in “Investment
in all cortent’ on page 97, volumes were down for

all gerwe s encept for Mews and Film. There werne

o meee hiours of Mews in 20240 [a 2% increass];
while Filmwas vp by three hours, 2 1775 rise.

amongst the other genres, the twowith the
smallest percentage declines involume, of

=% and 127% respectively, were Current Affairs
ard Factual - two key gerres [alongside News)
that Chamnel £ pricvitised inorder to reflect
the challenges the ration was facing on screen,
with programmes that helped asdiences

to navigate the unprecederted times [see
‘Challenge with purpose’ chapber an page 48]

Hours of first-run originations shown across the

Channel £ portfolio by genre
Film I T
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Innovation through diversity

£329m

investment in
first-nen external UK
commissions on the
main charmel in 2020

Down 24%

on last year

Broadcasters’ investment in the production sector
Charmel 4 sowrces all of s origiral programming
from external supphers. An intrinsic part

of Channel £'s model, this maximises the

berefits of its content investment to the

UE's independent production sector.

Iri 2020, Channel 4% imsestmsent infirst-ron
originations from exterral supplers across its

TW paortiolia fell in lire with the Covid-13-related
reductionin its overall conbent budget (see
introduction to- Innovation through content” on
page 55). On the main channel, spend onexternal
suppliers was £379 million, 47% of which was spent
om quealitying independert production companies.
With a further £27 million spent on the digital TV
channels, Channel £'s total investment i first-run
coiginations from exterral supplers acmoss its TV
portioho was £3546 million. This is 26% below the
2073 figure, a reductionof £127 million. Across

the partiolio, spend fell by 24% on the main
channel and by 46% an the dightsl chanrels.

Expenditure by Channel 4 on first-rum

external commissions (Em)

Tztal
- DI
019 43T 1 483
N Hunctanral [l Dgralcharcnala
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Cutput from suppliers
based outside London:

58%

of first-run originated
pragramms hours

Up 4pts

on last year

47%

of the value of
first-nen origirations

Upipt

on last year

Imvestment in the Mations and Regions

[mnaiin chamnely

Despite the significant disruptions to the schedules
following the: Covid-T3-related out to content
budgets and the enforced produsction restrictons

in b own fsee inbroduction to “Inrcvation through
content” on page 3%5), Channel 4 inoreased the
proportions of content sourced from the Hations and
Regions inboth volume and sperd terms in 2020

1t sourced 58% of the: hours of first-ruen originated
programmes an the main chanrel from suppliers
based in the Kations and Regions. This is four
porcentage poirts more thanin 2012 and just one
paint below the record level achieved in 2018,

Asa proportion of sperd, Charmel 4 achieved its
highest-ever kevel of irvestment cutside London
om the main channed, with 47% of its expenditure
o first-run orginated programming scurced
from supplicrs in the Hations and Regions,

CNE PErCERTAEE pOint up yesT-or-year.

Bath of these figures exceed by a sigraficant
margin the 35% Boence quotas set by Ofoom.

Proportion of first-nen originated owtpet
and spend on Channel 4 which is made

outside London

volume of
output thowrs)

Imvestment in
output (£m)

HOX IS — Owols

Source Chanmal 4




Innovation through diversity

274

companies working
with Channel 4

portfolio across TV,
fibm ard digitsl media
in 2020

Equal

with last year

161

Iredependent TV
prodsction companies
supplied the Channel 4
portfoliain 2020

Down 3%

on last year

Diwersity of cupply base

Charmel 4 punches above its weight in terms of

the extent of its relationships with independent

TV production companies ('indies"). in 2013, the
meast recent year that comparative TV induestry data
is aailable, Channel 4 worked with 156 redies across
its TV channels. Amongst the PSBs, this was second
only to the BEC (354 indies), whase TV portfolio
contert budget af £1.8 billion in 2019020 (scoording
bt its Anrecal Plang is more than dowble Channel 45,
While ITV's content budget is also much larger

than Charmel 4's, it anly worked with 86 indies.

Turning to 2020 (for which data is available only

for Channel £), there was inevitably some impact
fallowing the Covid-T3-related reduction inongiral
content spend (oo Investment in originated
conterit” onpage 38). Channel £s efforts to suppart
the independent production sector enabled us

b maintain the overall numbser of suppfers that

we worked with. Across the year, a total of 274
comparies suppled the TV, film ard digital media
conterit that it commissicned, the same level as
018 In TV, thisincluded 161 indies - just five fewer
than 2073 total of 166 (the figure vsed for the PSE
comparisons abowe), a 3% decline. A further 34 non-
indepandent producers gave s total TV supply base
of 133 companies (4% below the 2015 figure of 204).

Inother media, there were 20 online suppliers, just
one feser thar in 2019 (3 5% fall). Channel 2 worked
with 73 film companies in 2020, seven more than
inthe previous year. This increase, of 10%, isduein
part to the commissioning of a series of short films
inresporse to the Black Lives Matter movemsaent
that imagine a future throwgh a black cultural bere.

acroes sll types of content, 37 companies were
nevw suppliers to Channel 4. While thisis sixfewer
thar in 2013 {a 14% drop), it remains higher than the
2018 figure of 34. Note that some suppliers worked
across TV, filmand onfine; removing the doubde-
courting that arises from suppliers who worked
across more than one media gives a total figure of
274 comparies that Chanrel 4 warke d with n 2000,

Number of independent TV production
companies supplying the P58z

BEC portiolio n.a.

Iy partfolio

n.a.

Chanrel 4
portfolio

.

g
o
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Innovation through diversity

Cutput from suppliers
based in the Nations:

12%

of first-run ooiginated
programme hours

Upipt

on last year

9%

of the value of
first-nen criginations

Upipt

on last year

Iremstrnent inthe Mations (main chanmel)

Ini recent years, the proportion of Channel £'s
commissions made cutside of England has been
increasing stesdily in anticipation of reew Odcom
licence quotas of 93 for the proportions of wolume
ard spend on the main channel that came into
farce in 2020 jup from 3% in earber years)

This year, programmes commissioned in the
Hations accourded for 12% of total hours of first-
rur oTiginations on the main charmel. This is one
percentage paint up on the 2013 figere, and

level with the record fior this metric previously
setin 2017, It exceeds the rew Olcom quota by
three points. Looking at the individus| Nations,
Scotland accounited for 5.7% of commissions
this year, Wales 4.9% and Morthesr ireland

1.7% [giving a total of 11.6% toone decimal point).

Turning b experditure, the Hatiors represented
&% of the total budget for first-run originated
programmes on the main channel. This isone
percentage paint up on the 2013 figuwe, again

leveld with the record previcusly set in 2007, 1t
comprised &.1% spent in Scotland, 2.1% in'Wales
ared 1.0% in Morthesm irefand - totalling 2.27% to cne
decimal place, pst abowe the rew Olcom quota.

Commissions from the Natiors provided 210 hawrs.
of first-run programming on the main charinel in
2020. Reflecting the Covid-13-related reduction
in total first-run originated conbent this year, this

is 3B fewer bouwrs than in 2013, 2 15% decline. Total

spend i the Nations alsa fell by 15%, to £26.6 milkon
[ £4.5 million fally. while this mostly translated into
declires inwolume ard spend for each Nation, there

were twao exceptiors: spend in Scotland rose by
13 year-on-year, to £17.7 milon (with 102 hows of

commissions). Ard the wolume of programming from

Horthern ireland more than dosbled year-on-yesr
to 31 howrs with spend at £2_8 milion). in Wales,
spend was £6.1 million for 76 hours of programmes.

Proportion of first-nen originated owtpuet and
spend on Channel 4 which is made owtside

of England

Crtside of
england cutput
fhours)

Cutside of
englard cutput |
(Em) |

Bz E3:06% — Owis
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Innovation through diversity

£141Im

spent on production
companies based
outside London

Down 25%

an last year

£28m

spent on production
companies in
the Mations

Down 19%

an last year

Spend by regionacross the Channel 4 TV portfolio

In 2020, Channel 4 spent £141 millon across

its TV particlio on content commissioned from
production companies based in the Mations
and the English Regions. Reflecting the Covid-
19-related reduction in the overall content
budget, this was down 5% on last year's record
lewel of £189 milion {a £48 million drop).

Expenaditure on content from production companies
in the Mations was £28 million this year, a 19%
reduction year-on-year {equivalent to £7 million).
Scotland accounted for the largest share of

this, with a spend of £ 190 million, followed by
£6.1milkon in Wales and £2.8 million in Northern
Ireland. TV portiolio spend on commissions from
the English Regicns fell by 265 to £106 million
[E38 millicn down], witha further £7.2 million
spent on multi-region comtent (s decline of 275,
or £2.7 milion). Given the overall reduction in the
content budget in 2000, there were year-on-year
dedlinesin spend in all the individwal Nations

and English Regions, ranging from as Btte as

B% for Scotland vp to BT in the Midlands.

Fiotn: thas isvartmn puress for the Mabios cover spand scroes
tha Channsl 4 T¥ particlic, and differ sightly from thoss s the
previous mutric [ shoval, which relafes bo s main chasnsl

Percentage of Channel 4°s expenditure across
the TV channel portfolio ovtside London

by region (£m)

00

® Korthol Englaed @ Midlands @ Scuthof England

N HuEi-Region W Maticns [Scotisnd, Walszand
Mortkam irmland)
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Making an impact:
Different voices




Different voices

Range of internaticnal programming
Channel &5 coverage of intemational themes
extends across arange of genresin the schedule.
Excluding Chonnel 4 News, there were 76 hours
of first-run programmes with an international
theme on the main channel and in the dedicated
intamations| documentary strand, True Storfes
[which in recent years has run across the main
channel and Filmd4]l, in 2020. This iigure is 7%
above last year's total of 5 hours (11 additional
hours]. The Trve Stories strand accounted for
sixhours in 2019 and two hours in 2020,

76hrs

aof first-run programmes
covering international
topics on Channal 4
{excluding news) and
True Stovies across

the portfolio

Up 17%
on last year . . .
Thits year, Lilestyle overtook Cument Affairs as the
biggest single genre, with 20% of total first-run hours
of intemational programming {excluding news), up
from 3% in 2019. This large year-on-year increase

is due to Work on the Wild Side, a 20-part series
following wets and wolunteers who moved to South
Africa to rescue, rehabilitste and relesse some

of the world's most iconic animals. The second-
biggest genre was Current Affairs, with 2T% of

the total [down from 345 in 2019). Alongside the
long-running Unreponted World and Dispotches
strarids this year were programmes offering a range
of global perspectives on the comonavires pandemic.

183hrs

aof first-run foreign-
language content
across the portiolic

Down 20%

an last year Charmel 4's acquired TV programmes and filmes also

include a diverse range of content from around the
waorld. Theseinclude tie-ins with Walter Preserts,
Channel 4" innovative on-demand servicecurating
the best foreign-language TV shows. This year, the main
channel showed 12 series premienes, with the opening
episode of Swedish thriler Stockholm Bequiem
attracting 386,000 viewars. A further seven series
were lamched onMaored, with the first three episodes
of Novdic Murders averaging 216,000 viewers. Taken
together, the Walter Presents-branded fonsign-
language dramas shown on the main channeland
Mored reached T.0million viewess in 2020 (TLE% of the
TV population]. While dowen by L9 million on last year's
figure, this was compernsated by a 26% increase in
views b Walter Presents conterton AlL4, to 44 milon.

Reflacting the overall reduction in content
investment this year, there were 183 houwrs of first-
run foreign-language TV shows and films across the
TV portfolio, 20% less than in 2019 [46 fewer hours).
Conversely, on the Filma channel, the nomber of
hours of films from owtside the UK and US grew by
HIE 1o 927 this year 1536 additional bours). This
total - which includes first-runs and repeats, and
films shown both in the English language and in
foreign languages - is at its highest level ower the
last decade, due primarily to a large increase in

the number of howrs of ilms qualifying as Mixed
[both English and foreign-languagel, reflecting

the increasingly global nature of filmmaking.

Genres covered by international-themead
originaticns on Channel 4 imain channel)
asa percentage of total first-run howrs

00
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Sowrce: Channal 4




Different voices

rs While Channel 4 seeks to reflect the diversity of

tha UK scross its entire output, it also commissions

shows whose subject matter specifically covers

diversity issues. In 3020, 184 howrs of originated

programmes on the main channelincluded

subject matter covering issues relating to religion,

multiculturalism, disability and sexuality. Of these
orginated hours, 96 were first-run TAMITHS

Dow“ 34% I't: others being repeats], and EBmﬁr:t-

run hours were in peai-time (i.e. batween Gpm

and 10.20pm, following Ofcom's definition].

of first-run
ariginations cavering
diversity issuves

an the main channel

an last year

Cwr diversity output responded to the Covid-19
pardemicin a vanety of ways. Romadan in Lockdown
fallowed the Muslim commivnity as it sdjusted

to Bamadan under lockdown conditions {religion),

I Cowid Rocist? asked why so many black, Asian

and minarity ethnic NHS colleagues have died from
the coronavirus muolticulturalzm), while The Lost
Leqr Locked Down Under saw presenters Adam Hills,
Josh Widdicomibe and Alex Brooker host the

show from thair homes in Melbouwrne, London

and Huddershield {disabilityl Other diversity
highlights included Losing & Our Mentol Health
Emergency [disability), The Schoal That Tried To

End Rocism imultculturalism] and comedy series
Fesi Good [sexualityl.

The Cowid-T3-related reduction in content
budgets significantly impacted diversity cutput
this year. In particular, some key series that werne
planned for 2020 were pushed back to 2021
these included Russell T Davies' major drama

on the IS crisis, s A Sin, and the returnof
The Circie (which contributed 36 first-run howrs
in 2019}, as well as cur extensive coverage of
the Paralympic Games, which were themsehes
postponed by 12 months. As a result, the total
wvolume of orginations was down by 31%, while
the wolume of first-run ariginaticns and first-run
oniginations in peak-time both dropped by 34%.

Total hours of programming covering
diversity isswes shown on the main channel
(2020 with trends relative to 2015}

b
firxt-ren

34% down]
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Film

40%

from cutside the US

Up Bpts

an last year

21%

from the LK

Up Bpts

an last year

Civersity of Film4 channel schedule

The Film4 channel differentiates itself from ather
mainstream film channels by showcasing a diverse
and alternative range of films from around the world.
Ir 2040, the share of the scheduls devoted o non-
Hollywood-studio titkes rose to its highest levelin
SENEN YETS.

British fillms - including projects that were co-
funded by Film4 Productions - accounted for

H).5% of total programming hours in the schedule,

a substartial jurmp of 5.1 percentage points year-
on-year when looking at exact figures [2019: 15.4%).
This substantial increase can be attribvted to a
[Ereates numbser of British classics playing in weekday
daytimes, and a marked rise in Flmd Productions
playing throughout the schedule. 'With the share
accounted for by other non-US films also increasing
this year, by 3.2 points to 19.2%, a total of 39.8% of
howrs of output were devoted to films from countries
other than the U5, 8.3 points up year-on-yesr Q009:
21.5%). This total, of just under 40%, is the highest
share of non-US programming on the Film4 channel
since the same level was last achizved in 2013,

The Film4 channel reflected a number of important
public events during the year. Cedebroting VE Doy
‘was a selection of films to mark the 75th annieersary
of ¥E Day. In recognition of Pride in London - and
the cancellad march and ather ewents that would
harwe taken place on and arcund Saturday 27 June

— the channel presented a varied and multi-faceted
seasen of movies exploring issues, recognising
achievaments and calabrating relationships relevant
o LGE T+ culture and lives, including the network
premiere at 9pm of Call Me By Yow Nome. As part
of Channel 4s Biock and Proud season, Filmd aired
a rich and powerful collection of films, beginning with
Fences, staming and directed by Denzel Washington.
The season also reflected on contemporany black
lives with twe titles backed by Film4 Productions:
Heen 5o Long, a big-soreen musical starring
Michaela Coel and Arineé Eene; and playwright
Debbie Tucker Green's intimate drama Second
Couming, staring ldris Elba and Nadine Marshall.

Film4d slzo extended its resch on digital services,
reflecting the migration of young viewers in
particular to new platforms. Filmd on BritBox
launched in September, bringing some of the

mast iconic British films of the last 30 years to the
platicrm. Mearmhile, Filmd on All £ significanthy
increased its selection of editorially corated tithes,
coming cheser to replicating the style and scope

of the output on the channelitseli. Its range was
further expanded by a selection of shorts from
Filmd Productions, as well as the 15 LGBT+ films
shortlisted for the ks Prize Best British Short - a
new partnership with bris Prize, which over its 15-year
hiztary has becoma s keading woice in champicning
LGET+ short film and introducing vital new talent.




News and Current Affairs

Commitment to long-form journalizm

This metric locks at ‘long-formr journalizm in

tha Mews and Courrent Affsirs output on the main
P5B channels, defining long-form programmes
as those runming for at least 45 minutes for
Mews and 13 minutes for Current Affairs.

389

long-foom Mews
and Current Affairs
pProgrammes

in peak-time

Ir 200, Channel 4's main channel showed 389
‘long-formm Mews and Current Affairs programmes
in peak-time (between Gpm and 10_30pm, as
defined by Cdoomb. This is substantially more than
the cosresponding combined total for the other
main PSE channels (245 programmes betwesn
thaml. With extended editions of Channe! 4 News
displacing some Current Affairs programmes that
would have sired a5 separate programmes, the
numibser of long-foom programmes on Channel 4
was shightly down year-on-year, by ¥ This decline
is relative to the record kevel achieved in 2009, and
the 2070 total remains the second-highest-ever
figure on this metric since 2012 (the oldestyear
using the cumem methodologyl.

Down 3%

an last year

These figures - based on the number of programmes
- danot reflect the extended running times of
some special editions of Channel 4 News, as they
would have counted &= long-form programmes
aryway. Eight editions were extended a litthe
beyond the usual hour, and a further nine were
extended to betwesn 70 and 105 minutes, with
the longest ocourring on 73 March, the day of the
Prime Minister's televised address instructing
the British public to stay at home. Overall

acrass the whole year, Iooking at the volume of
programming in terms of total howrs, Charnel 4
showed miore news in peak-time than ary other
year in the broadcasters history, at 289 howrs.

Channel 4 maintained a commanding lead over
other charmels even when the late evening period
is also taken into scoownt, which includes News
and Cuvrent Afairs programmes broadcast after
peak-tima (in particular, BBC Two's Newsnight,
which usually begins after 10.20pm]. Betesen
6.30pm and midnight, Channel 4 showed 428
long-form Mews and Cument Affairs programmes
on its main channelin 2000, 6% below the previous
year's figure. Channel £°5 total was considerably
[Ereates than that for any of the other main PSB
channels, with a bigger gap than last year over
second-placed BBE Two, which broadcast 277
long-form Mews and Cument Affairs programmes
[onty 23 of which were shown in peak-time).

That put BEC Two 151 titles behind Channel 4

this year, versus a 129-tite diference in 2018,

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

b opm and midnight
Total

BEC One 2020 [EPICE 06
2019 204

BEC Two 2020 P
2019 328

v 2020 a8 147
2019 65 14z
Channeld 2020 39 428
2019 e

Five 2020 l19 5 aa
2

2019 |2

H N Puat-tira [l 0 OF-paat

Scurca: Charnel 4, BAXE iothar chamakx)




Different voices

20pt

lead over average for
other charnels for
showing different
cultures and opinions

Down 1pt

on last year

Channel reputations — shows different kinds
of cultures and opinions

In 2020, Channel 4 maintained its reputation as
being best for showing different kinds of cultures
ared opinions. 31% of respordents selected the
masin channel, giving it a lead of 20 percentage
paints over the average for the other main

PEE channels, and a 14-paoint lead over the
next-highest-sconng charmel, BEC Ore.

Charmel 4's scores fell marginally this year. The
praportion of people selecting the main channel
ared its kzad ower the average for the other main
PS8 channels fell by ore percentage point relative
to 20N8, while its kead over the next-highest-
scoving chanre| was flat year-on-year. Despite
some small declines over the last three years,
Charmel 4's sverage lead over other channels

sit= rousghly in the middle of the 17-24-point

range it has oocupied ower the last decade.

Shows different kinds of culture s and opinions

~ -
1
=%

- P———
1

a%

N Charnal & W Avmraga for ot rman P channalc
[BEZ Dien, BBC Teo, ITW 1 snd Frea)

— Soora for raat highas! FSH channal
Sovrcn ipaos HOR| commizzicned by Chanmal 4

20pt

lead aver average for
other charmels for
challenging prejudice

Down 1pt

on last year

Channe| reputations - challenges prejudice
Charmel 4's main channel was chosen by 26%

of respondents as the one they most associate

with challerging prejudice in 2020, ghvingita
I-percentage-point lead over the average score
far the other main PSE channels, and a 16-point lead
ower the next-highest-sconing charmel, BEC One.

All three soores - the proportion of respondents
selecting Chanrel 4, its lead over the average

for the other main PSE channels and its lead ower
the next-highest-sconing charmel — fell by one
percentage paint year-on-year. Perhaps reflecting
the schadule changes referred to abows, 2020%
soores dipped below the range achieved over

the previows five years. Monetheless, Channel £'s
average lead over other charnels remains within
the 18-27-point range i has ccoupsed over

the last decade jalbeit at the lower ercd).

Challenges prejudice

:
i

B Craznal 4 B Avaraga for othar main P58 chanseb:
(B8 Onn, BEC Two, IT¥ 1 and Fread

= Scoma lor raat highast P58 channal
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Different voices

21pt

lead ower average

far other channels

for showing the
viewpaints af differem
mianarity groups

Down 1pt

on last year

Channel reputations — shows the viewpoints
‘of minari i Tty

¥ ETOUf ¥

Charmel 4 has s longstanding re putation for ghving
a woice to diverse groups, including some that are
ureder-represented on TV, Channel £ remained

bry & large margin the PSE chanmel regarded

by viewers a= baing the best for showing the
viewpaints of mincrity groups in society, and its
scoves fell by only small amaounts year-on-year.

0% of viewers selected Channel 4's main chanrel as
being the best for showing the viespoints of minority
groups in society. This translated to a significant lead,
of 21 percentage poinits, over the average for the other
channels, and a W-paint lesd over the next-highest-
scoring charnel, BBC One. This year, the proportion
of people selecting the main charmel, and its lead
ower the average of the other PSE chanre|s, both fell
bry orez point, while its lead over the nex-highest-
scoring PSB channe| was down by two paints.

There still remairs a corsidemable distance between
Charnel 4 ard the other PSB channels, with
Charmel 4's 30% score this year more than double
that of the next-highest-sconng charmel fof 14%).

Mareover, Channel 4 continved to outperform

the other PSES by large margines as a platiorm for
the viewpaints of individual minarity groups. The
mezin channel was selected by 28% of viewers as
being best for showing the viewpoints of diferent
ethmic groups in the UE {the same as in 20015),

giving it & lead of 19 percertage paints ower the
average for the ather main FSB charmels. 315 of
viewers thought Channel 4 was best jor showing the
viewpaints of leshian, gay, bismosal and trarsgender
peaple (2073 33%), s massiee 24 paints abowe

the average of the other PSE channels. And 25%

of viewers thought Chanrel 4 was best for showing
the viewpoints of dissbled people {20M3: 26%), 7
poirts sbowe the average of the other PSE chasnrals.

Shows the viewpoints of minority groups

im sockety

=5

B Cracnal4 B Aversga forothar main PSS channals
(BEC Onn, BEC Teo, I 1 and Fread

— Scora for naat highasi FSH chacnal
Souvren ipaoe MOR] commizziensd by Chasral 4

26pt

lead ower awerage
for other channels
far allowing peocple
an alternative point
of view

Equal

with last year

Channel reputations - home for altermative voices
Charmel 4 continued to provide a mainstream
platform for altesrative voices in 2020, Bs main
channe| was selected by 24% of respondents

as heing the home for altermatis voices. Its lead
over the average for the other main FSA charmels
was 26 percentage paints, while its lead over

the proportion selecting the rext-highest-

sooning channel, Charmel 5, was 23 points.

Despite the revisions tothe 2020 schedule,
Charmnel 4's performarce on this metric beld
sbeady this year. s own soore, its lesd over the
average for the other main FSB charmels, andits
lead ower the next-highest-scoring charnel, were
all kevel with the comespanding 2013 figures.

Home for altermative voices

2070

1
%

%

W Channal & W Avmraga for othar man PSB channabs
[BEC Cinn, BB Tero, ITW 1 and Frea)

= Zcora for raat highasi F5SH chacnal

Sourcs: ipans HOM] mmmizsicnsd by Chasal 4
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Distinctive approaches

13pt

lead over awerage for
other channels for
masking wizwers think in
new and ditferent ways

Down 2pts

om last year

Channe| reputations — makes me think about
things in new and different ways

After achieving its joint-highest-ever scone in
2013 for making people think about things in
nevwr ared different ways, Chanrel 4's scores
fell back a Betle this year. 23% of respondents
selected the main charmel on this metric,

two percertage points below the 2019 peak.

This gawe Channel £ a lead of 13 percentage
points over the swerage for the other main PSE
channels, teno points less than in 2015, is lead
ower the next-highest-scoring charnel, BEC Ore,
was Tl poirts, one poirt cown year-nn-yesr.

Despite these small year-on-year declines, this metric

remains stable. Charnel 4s sverage lesd over other
channels remains within the tight 12-16-point rangs
it heas oocupied ower the last decade.

Hakes me think abowt things in new and
different ways

2020

L1

8

3%

B Crasnal 4 B Asmraga for othar moin PS8 channals
B8 Dnn, BEC Tees, 1T 1 ans Fren

= Soora for raat highasi FSH channal

Source: ipans MOAI mmmizsicnsd by Chasnal 4

30pts

ower sverage for other
channels for tackles
issues other channels
wauldn't

Equal

with last year

Channel reputations - tack lesissues other
channels wouldn't

Charnel 4 maintsined its strong reputation for
beting best for tackling issves that other chanrels
wouldn’t in 2020, & huge 26% of respondents
selectad the main channel on this metric - this
iz almost three times the figure achieved by

the next-tighest-sconing charnel, Channel 5
[chosen by just 13% of respondents). This meant
that Channel £ had a 25-percentage-paint

lead over the next-highest-scoring charmel.

The ather main PSR channels were chaosen by

E% of people on average, giving Chanrnel 4's
main channiel s 30-paint lesd ower them - level
with the cormespording figure in 2019, This meant
that this metric remains one of two repotational
stabements for which Chanre| 4 has maintaired
anaverage lead ower the other P58 charmels

of at least 30% for the last five years.

Thi propartion of respandents selecting

Charnel 4 andlits kead over the next-highest-scoring

channe| each fell slightly year-cn-year, by one
percentsge pairt.

Tackles issues other channels wouldnt

3%

B Crarnal 4 B Avaraga for othar man PSS channai
B8 Dnn, BBC Teeo, 1761 and Fread

= Scora For raat highast #50 channal

Source: ipans MOAI mmmizsicnsd by Chasnal 4




Distinctive approaches

25pt

lead over average for
other charmels for
taking a different
approach to subjects
comgared to other
channels

Down 2pts

o last yesr

Channe| reputations - takes a different approach
to subjects comg | with other ck |

With ore of the highest scores on the reputation
statements, 34% of people selected Charmel 4's
main chanriel as the one they most associabe
with taking a ditferent approach to subjects
compared with other channels in 2020. This
translated to substantial keads for Chanre| 4:

of 25 percemage points over the sverage for the
other main PSE channels, and of 20 points over
the next-highest-sconing charmel, Channel 5.

There were small declines year-on-year., The
proportion of people selecting the main channel,

its lead over the average for the other main PSE
channels, and its lead over the next-highest-sconing
channel all fell by two percentage points. Despite
these declines, Channel 4's average bead over other
channels remains in the middle of the 19-29-paoint
range it has occupied over the last decade.

Takes s different spproach to subjects
compared with other channels

2020

4%

=
B3 |

4%

B Crarnel4 B Avaraga for ol har man PSS channak:
T8 Onm, BBC Tees, T 1 and Fresd

= Scora lot raat higbast #50 channal

Source: izans MOMI commizsicnsd by Chasnal 4

165

new ar ane-of
programmees shown
on Channel 4 between
&pm and midnight

Up 3%

o last yesr

Hew and one-off programming

Charmel 4's commitment to expenmentation

is demonstrated in part by the number of new
ared are-off programmes that it shows. This year,
despite the reductions in content budgets dse to
Covid-12 [see introduction to Innavation through
content” on page 3%, Channel 4 inoeased the
number of rew ard one-off programmes in the
evening schedules paten audierces are highest)
ared maintained its keads over the BRC and Imy.

There were 1655 rew and cne-off programmees

on Channel £'s main charnel between Spm and
midright ir 2020 - many of which were directly
about, or in response to, the pandemic and the
losckdiowns thest were inbroduced [see “Reinverd
entertainment’ chapter on page 60} This Emare
than comesponding figures for BEC Cne (1346
programmaes], EBC Twa (138 programmess) and
1TV [37 programmes). 4 the main FSB channels,
only Channel 5 showed more rew and one-off
programmeaes (175 tithes), as it contineed its post-
Hig Srotfer revamp of its schedule. witha 3%
incresse, this was the second consecstive year-
on-year rise inthe nember of new and one-off
programmes in the evening schedules on Channel 4.

Humber of new and ope-of f programmes chown
onthe main PSE channels between 8pm
and midmight

BBEC One

BBEC Twa

I

Chanrel 4

e

ENzo:0 EE s
Source: Aftenbional commizzionsd by Chasnal 4




Distinctive approaches

31pt

lead over average for
other charmels for
taking risks that others
waouldn’t

Down 1pt

on last year

Channel reputations - takes risks with programmes
that others woulde™t

Risk-taking Bes at the: heart of Channel £ public
remit, and its success in defivering on this on the
mizin chanriel i reflectedin its scores when
respondents are asked which of the main FEB
channels is best jor taking risics with programmees
that others wouldn't. & massive 40% of respondents
selected Channel 4 on this mebic in 20230, is
highest score on any of the reputationsl] stabeme s,
Chanrwel 2 maintained s substantial gap ower the other
mizin P5H chanmels: its score was 31 percentage
points above the average of the other channels,
while it led the next-highest-sconing chanrel,
Charmel 5. by 23 paints.

These were small year-on-pear declines in this metric:
the proportion of people selecting the main channel,
its lesd over the average for the other msin PSE
channels, and its lead over the nexct-highest-scoring
channel, all fell by ore percentage point.

Takes ris ks with programmes that

others wouldnt

2020 A%
175

239 AT%

T

B Cracnal4 B Axmraga for othar mon P58 chaneak:
B8 Dnn, BBC Tweo, 1T 1 s Fread

= Scora for rast highari #5H charnal

Sovne lpans HOA mmmizzcred by Chanml 4

lead over average for
other charmels for

being experimental

Down 2pts

on last year

Channel re putations - is expe rimental
Charmel 4's main channel was picked by 33% of
respondents as the FSB charmel that they most
associste with being experimental in 2020. This
gave Channel 4 significant leads ower the ather
channels: the propartion of people choosing
the mesin channe | was 24 percentage points
higher thean the awerage for the other main PS2
channels, whils its lead over the rext-highest-
scoving chanmel, Charmel 5, was 18 paints.

The scheduling changes in 2020 resulted in less
space for experimentation than planned at the start
of the year, and this may accownt for small declinesin
the scores this year: the proportion of respordents
selecting Chanrel 4 and its lead ower the average

far the other main PEE channels each fell by two
percentsge poirds year-on-year, while its bead over
the nexi-highest-sconng charmel fell by one point.

Asaresult, Channel 4's average lead fell toits
lorare st level ower the last decade. Honetheless,
this metric has been fairly stable, with Charnel 47s
average leads sitting within a narrow range of 24 1o
29 paints over the whole pericd. And ever despite
this year's decline, Channel £'s performance
remains well ahead of the other PSEs, with

its 2020 score of 33% almost double the 17%
achieved by the rext-highest-scoring channed.

s experimental

BN

B Crasnal 4 B Asmraga forothar main PS8 channal:
80 Dinn, BUE Tees, 1T 1 and Fren)

= Scora for rast highari P5H chaenal
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Film

26pt

lead aver average
far cther channels
for being the best for
madern independent
film

Up 2pts

on last year

Channel reputations - is best for modem
independent film

Charmel 4 strengthened its reputation amongst
the: main PSE channels == being best for
maderm independent film in 2020, with scores
at, or close to, their all-time peaks. 23% of
respondents picked Chanrel £'s main charmel
far this metric, two percentage points mone
than in 2013, and just one point below the
highest-ever score of 348% schieved in 2013,

iz best fior modern independent film

2020

1
%

Charmel 4 also increased its kead over the ag
far the ather main PSE channels by two percentage
points, to 2 paints, its joint-highest-ever soore
[last reached in 20018). And its lead ceer the
next-highest-sconng charmel, 1TV, likewise rose

by twa paints, just one point below the highest-
ever lead, of 25 points, schieved in 2006,

Amangst the top-rated film premieres on
Charmel 4 this year, accaimed Filma production
Three gillboards Cwside Ehbing, Mizsouri
attracted 2.1 million wiewers {14.7% sudience
share) in Juby, while #xif Kapsdis's Diego
Marpdonag drew 873, 000 viewers in March,
animpressive figure for a feature docsmentary.

B Crarnel 8 [l &vmraga for olhar man PSE chaneak
(B8 Onm, BEE Teo, I 1 and Fread
= Soora for raat highael 50 channal

Sovrcn ipans HOR| commizzcned by Chanral 4




Factual

21pt

lead over average
for other channels
for being the best
far documentaries

that present
alternative views

Up 3pts

om last year

Channe| reputations - is best for documentaries
that present altemative views

Charmel 4 seeks to differentiate its docwmentary
programming from that of other broadcasters
through its subject matter snd approsch, witha
particular focus on offering albernative viswpoints
less frequently seen on telesisicn. In 2020, after
two years of declires, Channel £'s reputation
improved as being best for dooumentaries that
present albernative views. 33% of respordents
selected the main charnel for this metric, giving it
a lead of 21 percentsge points over the sverage for
the other main PSB charnels, and a 18-point lead
ower the next-highest-sconing channel, BEC One.

Withno other FSB channel being selected by

mare than 17% of respondents, Charnel 4's scores
increased markedly this year: the propartion of
respondents selecting the main chanre | rose by
two percentage points, its lead over the average

for the ather main PEE channels was up by three
painits, ard its lead over the next-highest-sconing
channel rose by five points - a significant figure for a
year-on-year change. Channel £'s average kead over
oiber chanrels s at the upper end of the 10-24-point
range it has ocoupied ower the last decade.

Iz bexst for documentarias that pres=nt
alternative views

o
D

LS

203

0%

B Cracnai 4 B Avmiage tor othar main PS8 chansais
T8 Onn, BEC Teeo, 1T 1 and Frend
— Scom lorraxthighast PS8 chamnal
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Factual

69%

of viewers said that
cChannel 4's Factual
programmees inspired
change in their Fves

Down 3pts

on last year

Inspiring change through Factual programming
Charmel 4's Factual programming seeks to
inspire people to make changes in thair lives snd
encourages them to think about things innew and
different ways. Some programmes lead toactive
engagement, £.g. by encouraging people to talk
to oihers about their subject matter, 1o seek out
further information or - at their most engaging

- toachsally try something new or differant.

Some of the programmes commissicned ta ar
during the first lockdown in 2020 were specifically
interded to inspire viewers who were stuck at
homez, and were amongst the best-performing
tithes covered by this metric; for example,
Grayson's Art Club ard famies Keep Cooking ond
Carry On scored 243 and 83% respectively.

Across the whole Factual siste [comprising around
50 programmies ard series), 55% of viewers said that
Chanrel £'= programming inspired them in one or
meare ways this year. This figure fell by three points
year-on-year, possibly reflecting the i

of this year's Fachuml slate. While programmes such
as those cited above were expressly inspirational in
nature, some ather Factssl programming relsted to
Cowid-13 was irewitably less irspiing inits subject
mistier. Motwithstanding the drop in the owerall
soore this year, it remained at the upper end of the
63% - 72% rmnge it has oooupied over the last decade.

The highest-scoring individual programme across all
the statements this year was 100 Kilo Kids: Obesity
205 -a documentary following young patients and
the specialist NHS stalf working in Britain's leading
childhood ohesity cliric in Bristol - with a score

of E8%. Top-scoting programmes on individisal
stabements included Lose o Stome in 27 Days with
Michoel Mosicy (53% of viewers were inspired to
think abouwt changing something in their cem life)
ardd Peter: The Human Cyborg [45% of viewers
talked ahaut this programme to other people).

Percentage of viewsrs who said that
Channel 4z Factusl programmes inspired
change in their lives

mar-on-yasr changa

Down 3pts
Down Zpts

Up3pts

m Up3pts
— -

16% -

B Aryinzpiring changs ristanantis
M E maca moshnkabor fxostect nnew and Sitterark wrpa
M F nuada mahink abo chonging mnathing nmy cen b
| | IErad omathing ravw o ditlerart o7 er wal ching thix programma
M 12almd abcu the programma o sthar pecpin
linckad ot hurther rfcrmahion slsewhare aterwasching tha
programn
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News and Current Affairs

81%

of Chonnel £ News
viewers regard it 1o
be independent
from gowernment

Down 1pt

o last yesr

Independence of TV news

Iria year domirsted by major news events - from
the Covid-19 pandemic through the Elack Lives
Matber movement ard on to the US elections -
020 saw surges inconspiracy theories and the
diszemiration of insccurate information, making the
impartial and suthoritative news servioe s provided
bry the: mesin UK broad casters more important

than ever. Channel 4 News contiroes to be the
meast highly regarded rews prosider in termes of

its perceived independence from the government
ared from the inflsence of big businesses, leading
the other brosdeasters by clear margins.

E13% of regular viewers to Chonnel 4 Mews regandedit
as being inde perddent from the gowernment in 2020.
This & ten percentage points more than the average
far the ather main news programmaes [thase from

the other public service broadcasters and Sky Mews)
ared six paints above the corresponding figune for the
next-highest-scoring news programme [TV News).

73% of regular viewers o Channel 2 News
agreed that it is independent from the influerce
of big businesses, eight percentage points
mare than the average for the other main news
programmes and five poirts more than the next
highest-sooding rews programimes (BEC Mews),

There were year-or-year declinesin the absolute
proportion of respondents selecting Chonnel 4 News
in 2020, Its scorne fell by one percentage paoink (2073
E2%) for being indeperdent from the gowernmernt,
perhaps reflecting the important role played by the
broadcasters this year in reporting official press
briefings on Covid-13. Mearshile, Chanrel 4's score
far being independent fram the influerce of big
businesses fell by three points [2015: 76%), possibly
because reporting on the pardemic displaced some
investigations relating to big businesses that woulkd
have been undertaken ina normal year.

These factors aHected all broadcasters, and
Charinel 4 maintsined or exterded its lesd over
the other main news programmes pesr-on-year.
Far both metrics — independeroes from the
gowernment and irdependence from the influence
of big businesses — the trend was the same:
Charmel 4's bead over the average for the other
mesin reEws programmes resa by one percentage
painit, while its lesd ower the next-highest-sconing
nevws programma (20159: Sky News and B5C News
respactively for the two metics) held steady.

Percentage of regular viewers to TV news
programmes in 2020 who agres with the

following statements:

Hiz ndepandant fron

tha poswremsact Yaar-on-yasr changa
BEC Mows -zpt
TV News opt
Chanrel 4 Apt
Hews

Frve Maws -Zpt
Sky Hews -Zpt
Wiz ndepandant tron

Hha isfousca of Yaar-on-yasr changa
BEC Mews -4pt
ITW Hews -4pt
Chanrel 4 -3pt
Hews

Fve Heaws -1pt
Sky Mews -apt
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News and Current Affairs

45%

average programme
reputstion statemant
for Unreponted World

Up 3pts

on last year

45%

average programme
reputation statement
far Dispaiches

Equal

with last year

Progr reputation stabements
Current Affairs

Charmel 4's longstanding Cumrent &ffsirs strands,
Dispotcies ard Unreported World, differ from
other public service broadcasters’ Current
Affairs programmes in tesms of their approach
arvd subject matter. Across a broad range of
topical issues —whichin 2020 induded but was
nat limiterd bo Covid-12ard the LS elections

- they continued to emphasise imeestigative
joumalism, challenging viewers to see things
differently, giving a voice to those who might not
otherwise be beard ard jespecislly in Linreported
Wowid) providing & window on the wider workd,
One-hour Current Affairs specials deliverad
additional depth for important stories.

Charmel 4 tracks five reputational ststements
inthese areas looking at sudience perceptions
of the main Current Atfsirs shows — both regular
strands ared ore-off programmes — onthe

mesin PSH chanmels, With an average scone of
45% across the fve statements, Dispatches
ardd Uinreported Workd were jointly the best-
performing Current Affairs shows on the main
PER channels in 2020, abead of BAC One's
Paeoroema (in third place witha 42 score).

Dispotches was the most corsistent show,

ranking first or second for four of the five statements:

it scored higher than any other Current Atfairs

shire for “uncovers the truth” [for which it was
selected by 58% of respondentsh and ® made me see
soamethireg im a different Bght [41% of respondents),
arvd was in second place for “covers things in great
depth” [50% of respondents) and “gives a voics

o growps that aren’t absays heard in mainstream
mezdiz” (F3% of respondents). Dispatches” average
soore acrass the fve reputational ststement s

hezld steady year-on-ypear; it has only onos scored
higher ower the last decade, with 48% in 207

Urreported World was the highest-scoring Current
Afairs shaow for * shows stones about parts of

the world you would rarely see on British Tv
[33% of respondents) and *gives a woice to groups
that aren’t ahwarys hesrdin mainstream media”
[571% of respondents). 1 ranked third for anather
two statements - “uncovers the truth= (26% of
respondents) and “made me see something in

a different Rght~ 3% of respondents). Afer
small declires over the previous two years,
Urreparted World"s average score across the

fve reputational statement s rose by three
percentsge poirts in 2000, back toits 2017 level.

unreported ‘Waorld
Dispatches
Fanorama
Expasire

The Martin Lewis

Money Show

Uncovars tha ik

Dispatches
Fanorama
unreported World

The Martin Lewis
Honey Show

ExXpasume

Cownrs thinga in graat dapth

Fanorama

Dispatches

e
Thie Martin Lewis —
HMoney Show A%

Gz a waicn o groeps el sren't always baard in
nndia

Unreparted Warld
Dispatches
Expsune 2E%
Main ra e zomathing n s dittaraes hght

Question Time

FPanorama

Dispatches
Fanorama
Unreported ‘World
EXpasure

The Martin Lewis
Money Show

Shows rtoriex about parts of the worid yorsculd miely Des
on British TV

unreported World
Expasune
Dispatches
Fanorama

The Ome Show

W Othar troadcastan shoss

B Charnal 4 shoe
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