At Channel 4,
we're more than

a public service
broadcaster,
we're aunique and
distinctive part
of life in the UK.

Our remit is to be experimental and inclusive and that"s
been set by Parliament and enshrined in law.

Everything we dois n-:plmd h!'ui.l' public

the remit creates & framesork that chapes

in, the penple and companies that we

We are
Challengers

Woacing adternative views.
Experimesnting and taking risks.
Provoking genuine debate and change.

Shaping multure.
Telling todey"s full story.

We are
Champions

We are

Commercial

We pot commeroinlly
ini oirdier o dielbver our

social impact.




Financial stability

£9/5m

corporation revenue (+2%)

Record digital
growth

£138m

record digital revenus
{#1134], now making up 14% of
fotal componation reverue

$915m

579 | programme views

£180m

cash resenes (-5% year-on-

year) plus E73m revolving
credit faciity az reguirad

£5m

sunplus, following two
years of planned deficits
[+E22mi on 2007]

on demand (+26%)
- the highest year-on-
year increase in views

¥ | since 2008
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Investment
in content

£662m

tortal content spend i-27%) - the third
highestin Channel 4's history and

following two years of record spend
funded by neseries

£548m

spend on main channel
(+£4m on 2017)

£186m

sperd on production companies
in the Kations and Regions (-1.35%)
- the second-highest level in
Channed 4's historyg

274

producers across the UK (1124
- including 134 independent
production companiss

TV viewing

15.9%

portiiolio viewing shares among
16-24~year-olds {-37) - we are the only
public s=rvice brosdeasher to attract
significantly gresterviswing among young
pecple than across the general population

10.2%

viewing share across the TV channel
partiolic [-3%] - despite ayear-on-
year fall in our digital channels’
share, cur main channel viewing
share remained stable af3.9%

18.17%

of all TV viewers reached every
month across Channel 4's TV
channels (-3%) - we are the third-
biggest UK broadcaster in terms
of audience reach, behind only
the BBC and ITV




Seven BAFTASs and
one Oscar

2018
programme
highlights

Threse Aillboards Cwtsids chhing, sEzoun

- i-

4 +129%
shars of
EAME
viewsrs
against
the slot

4 Channel4's Box Office
highest-rating Five BAFTAs and
drama avar two Oscars
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highlights e i

38.9m

VIEWETS 08 average and 3
share of 38% of 15-34-year-olds

-

& Gogglebay

F
Factual Entertainment Award
(Mational Television Awards)

Channel 4 News

has the highest
16-34-year-old and
BAME profile of any
PSE news programme

series average for
ogglebox, includinga 23%
share of 18-34-year-olds



2018
corporate
achievements

4 All the

Inclusion and diversity have always been at
the heart of Channel 4's mission. The launch
of our ‘4 All the UK’ plan is the biggest and
most exciting change in our history, as we
make Channel 4 more open to people from
across the UK and supercharge the impact
we have in all parts of the country.

he lmwanch of our 4 Al the UE plan
& aimed at ensuring that we serve
the whole of the UK. Theough
-:rml:;n'ld,bclm:-.
& b 3, .H'q
mnd creating new ones, we
hiope to reflect the full diversity of Britainon and

off soreen.

Ini April 2018, in crder to achieve this, we publicly
‘st ot & rignrous peocess o deliver our strategy.
‘W received over 30 pitches from cities and
regions scrows e UK, which were shortlisted
to'13. Three cifies wene then taken forward for
advamced negotiations jor the Mational HQ or
and three more cities for ithe

mmﬂnnﬂr[&nﬂ.mﬂm

Detniled di 2 with

all six cities ower & three-month Fﬂ'l)d anda
recommendation was then made by the Channel 4
Execitive Team and approved by the Channe| 4
Board. In Ociobes, we snnounced that our nesw
Mational HO would be establihed in Leseds and
that we would open two Creative Hubs in Bristol
and Glasgow.

Supporting the whole of the UK

At then hessrt of our plas i = significant inoresse in
Chanmel 4's Nations snd Regions content spand,
from our current quota of 3% to 50 of main
channel UK commissions by 2022 —worth up to sn
additional £250 million. This ncresse will benefit
sl areas of the UK, nok just the specific locations,
and it will support up o 3,000 production jobs in
the Mations and Regions econommy.
1Dur nevw bazes inLends, Bristol snd Glasgow
will ensure that Channel 4 better represents all
woff the UK d oiff screen and they will help to
atslyse the increased Mations and Regions
production spend.
Home to a thriving digital industry and s strong
digital talent pool, our Nationsl HG) in Lesds will
m'u!h s to capitnlize ona strong snd fast-
growing independent production secion sooss
the Morth of England == well 2 unlodkng the
jpotential for growth in the underserved North-
East of England.
This will beelp to support cor new Digital Creatie
Umit, which will be extabliched in the Nafions] HGQ
o growr our impact across digital and social medis
platforms. Chonmal 4 News will also have a new
hubin Leeds, operated by ITH ina new building
thest will imclirde 2 studio to regularty co-snchor
thee awerd-winning programme.
InBristol, there is the opportunity to build ona

sinengths inaneas such as animation and digital
production. It also ensbles us to partwer with

Cardif snd work closely with the wider creative
dster somoss the South West and Sowth Wales.

‘Glazgow has a well-established and vibrant
independent production sector. Locatinga
mwhnm:ij-ilh'r‘;ﬁnﬂl

doser to key
mn-ild.pm:bnh:ph pnﬁ:mn-'ll
creative sector across Scotisnd. twill ensble us
iy e thee citys rich cultursl diversity, further
improve on-soreen represontstion and work with
‘the region’s educational secior to grow the
pipeline of new talent into the: prodisction and
4 ALL THE UK

Channel #'5 4 All the UK strategy i set o benefit
the whiole of the UE.

Imcrezsed spend:

A significant voluntary increase in Channel 4%
Nstioas and spexd, foomm our
cument quata of 35% to 50°% of main channel 1§
Ccommissions by 2023 - more then £250 million
mowe iniotal ower the next fve years.

Mew talent:

A Mational HQ) 1o be established in Leeds
alongside twonew smaller Crestie Hubs in Bristol
iand Glasgow in 2073, home toup o 300 e snd
existing Channel 4 jobs - including key crestive
decision makers.

Boosting representation:

A significant incressse to Channel 4 regional
representation with 2 new studio and daily

show from Leeds & well ax new Chonnel 4
Newes buresun co-anchosing from the Nations
and Regions.

Supporting indies:

A reduction in Channed 4"s Lomdon footprint with
‘space in our Londion HE meade availshle o Mations
and Regions production companies daing
barsinex im the capital.

Creative Huobs created
in Eristol and Glasgow






Investing

in content
fcontinued)

Owr ability to engage avdiences and

make an impact is dependent on great
ideas being generated within a thriving
and diverse production sector.

el ey
— e

W

A cone part of our mizsion is to strengthen the
i production sector by supporting
companies direcily, commissiening impactful,
distinctive content that draws in sizeable
auvdiences and revenwes that can, in turm,

ke reimvested into more great content.

Imwestment i content across our services fell by
2% in 7018, reflecting our response to the weskes
econoamy and our strategy to deliver a financial
sunplus following two years of planned deficits,
inwhich we drew on our reserves bo boost
imvestment. Still, at £862 milon, our total content
basdiget was the thitd highestin our history. In
addition, content imvestment om the main channel
was profecied - rising masginally by £4 million,

to €348 million

This erahied us 1o imeestin a ley plank of cur
niew conbent stategy, increasing Channel 4's

distinctieness by commissioning more innowative,

risk-taking and chalenging programmes, while
continising to seek scalable popular returners.

This is exemplified by our high-profile drama
coatent, which delivered a mitcture of new and
retuming programming ko viewers throughout the
year. Kir, a drama written by the sward-winning
Jsch Thoanee and starring Sarah Lancashire, was
o biggest drama success of 2018. Fach episode
was watched, on avesage, by 4.9 milion peaple,
however, infotal it reached 9.3 million peogple,
equivaient to 19% of the TV population. The
four-part pragramme: became our biggest
oaiginated drama series since our records began
in 2002 - and the biggest-ever dramaon All 4.
Our existing stable of returning programmees
continued ta build on their seccess in 2018, with
16 of our biggest peak-time series incres sing their
audience volume, including 24 Hours in Fodice
Custody [+78%), Escaps To The Chotenu (=28%)
and Fridy Wight Dinner (+24%)

The ‘social experiment’ has
beean one of the standout TV
shows this year.”

The Guardian, on The Circle

Dialling up the
difference

There were many oreative highlights in 2018,
particularty the introduction of 2 raft of new
programmes that dialled up the difference
alongside our suooessfisl stable of key returning
programmes. in 2 world where asdiences are
flooded with choice, our strategy was to stand
ot froam the crowd.

wie launched a numbser of innovative and highly
distinctive programmes, incuding The Sig Marstie
Show, Genderguake and The Cincle alongside
parret innosmtions such as Peng | e and
mMmried toa Feedophile.

The Circie asked provocative questions about
mosdernidentity, how we portray oursehves and
how we communicate through social media,
With 108 cameras, itwas the biggest fived-rig.
fast-turnaraund show on British TV and was
Charnel 4's most popular new factual
entertmment sevies for young wiewers in 2018

It beecame cwr youngest profifing show since 2013,
witha 49% profile of 16-24-year-okds, and it was
aloo the biggest new onginal commission launch
ondemand since 2002, with over ten million views.

‘We alsotookan wmarnished look nio the Baitish
penal system in Frison, and explared the oument
UK howsing crisis by foliowing intre pid Liverpool

homebargers in The £1 Houses: Brmin's

Cheapest Street,

Chonne! 4 News delfered several agenda-setting
sindies aomoss 2008, including the extraordinary
underoover investigation into Cambridge
Anatytica, abowt the harvesting of the data

af millicns of pecple's Facebook profiles for
political purposes. This story dominated headlines
across the world and wiped 526 billion off
Facehook's walue [see case study, paT). The
programme also covered in depthithe scandal of
the Windrush generation; and conbinued coverage
of Brexit, with Channel 4 running an updated
Leaves/Remain poll of the U public and holding

a live Brexit debate.




Investing
In content

Q&A interview:

Why has Derry Girls been such
asuccess?

m

It'was a bmper yearforcomedyon Charnel 4,
putting it at the heart of sur schedules with
greatsvooess,

'What has been your experience
of working with Channel 4?

Why did you take Derry Girls
toChannel 4 and not ancther
broadcaster?




If | could make movies with Film4 from
hers till the cows come home, that
would be my preference. | cannot speak
more highly of them - they are creative,
local and have brilliant taste.”




new and one-off
pragramimes were shawn
[between Bpm and
midnight] {-24%)

praogramime views initiated
o AL & [+ 20K)

Chanre| 4 is ranked the
Zhth biggest social media
brand in the warld




Innovation
(continued)

Technically
outstanding, truly
innovative and

vtterly coherent.”
Broadcast, on Marmed to

o Poedophile

Marriad o0 Poedophile

Programme
innovation

Throughout the year, Chanmnel 4 focused on
taking risks and innowating its schedule, Az
wellas refreshing and vpdating much-loved
programmes, we brought hundreds of new shows
tothe screen in 2001E. By the nature of innovation,
SO programmes attracted fewer viewers than
we hiad hoped for - while others areon track to
become hits.

O the main channel, in the evening pericd
when most people are watching (hetween pm
and midnight}, Channel 4 showed 184 new and
cne-off programmes. This is more than the
other commercialy-funded public service
beoadcasters, ITV [104 programmes) and
Channel 5{128 programmes).

wee developed rew ideas and formats 1o intraduce
marne innavation inko our schedule with
programmes such as The Big Narstie Show,
Genderguoke: The Debate, our Ry-or-the-wall
dacumentary inside the (5 Fmbvessy and oar
[grovnd-breaking Frison docu mentary series.

Tapping into the world of fan-gererated
comtest, The Reol Foothal Fan Show brought
the stars of ¥ouTube's ArsenalFanTV formeat
oito Channed 4 ina late-night slot. The
programme is uniguue in that it provides an
suthenitic voice for real fans ina TV [andscape
that is dominated by pundits, professional
comedizns and fanmer football players.

We alsowarked with ather YouTube talent, helping
them make their TV debuts throughout the year,
far exampie with Elijah Quashie and Peng Life.

A haghty innowative take on storytelling. Maried to
o Poedophile was a 90 -minute film following twa
families as they deal with the shock, trauma and
stigma of a family member being convicted of
possessing indecent images. This documentary,
directed by Colette Camden and produced by
Brinkwarth Films, went on o win Brosdeast's

Eest Original Frogramme Award in 2018,

with these tamilies living under the constan fear
of vigilante attacks, we devised an innovative
technique designed to protect their identities.
The documentary was onginally recorded as an
audia documentary, using the real voices of
famibes affected by men conmvicted of the crime.
Actors wene then cast to 5p sync the audio
precisely - including every breath, every swaliow
- ower these recoadings for the flm.

It combined the emotional intensity and intimacy
of documentary with the heightened aesthetic of
drama. Despite its length and chafienging subject
matter, the innowatiee film periormed well, ranking
in the top ten most successhl true crime and
factual drama documentaries we have showm

in the last three years.

Tiee Circle

New reality show The Circle has
proven a hit with viewers who have
called it ‘perfect’ and ‘powerful.”

The Sun

1in5
viewers hawe changed their

social media privacy setlings
after watching The Circle

75%

of viewe rs agreed The Cirdle
felt neew and different to
oiher reality TV shows

The Circle

Ground-breaking reality gameshow The Circie is
a prime example of an experimental, inrovative:
series om Channel 4.

Produced by Studio Lambert with Motion Congent
Gioup, and launched in August, The Circle isthe
first reafity show where players communicate via
a social network. Contestants living in separate
apartments in a single bulding play games and
chat withzach ather through a unique voice-
actmvabed social media platiorm.

The players were ohserved by 108 fied-rig
cameras — the biggest rig on British television ever.
They rate each other frequently, unpopular players
are ' blocked” and, ultimatefy, the most poputar
player wins a cash prire.

Itbwas & genuine risk for Channel 4 totake onthis
mnovatiee new reality format, and the series struck
& chord with young viewers, who were uthery
gripped by the set-up inwhich dramea and
relationships unfolded on screen between

players who never met.

The Circie was Chanre! 45 most popular new
factual entertainment series for young viewers
in 7018, proving a hit with critics and young
sufiences on social media alike.

withan average of 43% profile of W0-24-year-olds,
itwas Channel £% youngest prafiling show since
2012, And an Al 4, The Circle was the biggest new
ariginal commission launch since 2012, with over
ten million views.

Viewers appreciated its distinc tvensess and keamt
usehul bessons abaut trust and privacy online.
Three-quarters agreed that The Cirdie felt new and
difierent to other reality TV shows [rising to B4%
of 14-13-year-olds). Seven inten viewers said the
series made them think differently about who to
trust on social media, snd one in five claimed 1o
hawve changed their privacy settings on a socal
medix account since watching the show. Foliowing
the programmse’s success on Channel £, Netfi
has bought the format for the rest of the warld,




Innovation

(continued)

snerage monthhy viewers [#35%)

All4 continued to punch above its weight in
videg-on-demand (WoD) and grew faster than the
maricet thanks toits vnique mix of Fee T,
catch-up TV, box-sets and programming fram
partners such as WICE amd Walter Presents.

r apps and platioam
28% to resch a record 915
views over the year
This increase in streaming views & the highest
year-In-yeal g wth in percentage te
0 white in absolute h'lrn.r this y

Repeats and the Channel archiv
mare tham a third of o

Circle fsee case study, z 1 rg o . 3 e IN20T8, we launched the trisl of a paid-for senice
alo landed well - over haif £ Channel 4 shows, mone people watched ' | J ““".“hum’m?‘dmm
viewing volume to these T W 4 TEHE Programmes. | : ¥ 0. Lo ofa servion without ads_
i All 4+ lsunched ms a beta test with sn invited
The aversge meanthly number of lo s grEw by .
thefirct = ; sr . ] sasnpbe growp l'_IDEI:!mI‘:Ef.T‘I'EI:EI.hms partol
unch with g = are na r|:51.tr|r-:| anh i [ i ] can straiegy bo increase investment in All4 and to
ately 10% of all . compete against large digital players.
B The results of the beta test are being evaluzted in
208 and willl help o infonm the futune strategc:
development of the service.

Swedish action crime thriler Al

19.6m

programme views on AL 4
2o registered AR £ users (+14%)



Innovation
(continued)

Innovation through

partnerships
Experimenting with innovatie content
partnerships featured stronglyin 2018 for
Channel 4 onour Enear chanpels as well as
carron-demand platiom All 4.

ImSeptembser, we announced that Channe| 4

and Sky had agreeda bold and innorvative
crass-platform deal between a public serdce
booadcaster and pay-TV platform. Channel 4 will
show highlights of Formula 1 races, with the British
Gramd Frix shown ive onboth Sky Sports Fland
Channel 4. This ensures that the 2073 Formula1
Championshipand the British Grand Pric remain
availahle on free-to-air television for UK viewsrs.

The partnership also saw the first season of the
sky ariginal production Tiwm Star air on Chanrel 4.
Imexchange, Skyand Mow TV subscribers are
being given access to & variety of Channel 4 and
Walter Presents content packnged as bar-sets,
including Mo Offence.

This cofisboration was the first of its kind in the
UK, benefiting viewers and strengthening the
ecosystem of UK broadcasters and British
oaiginated content.

Another standout partnership of 2018 was the
exciting and innowative partnership that all 4
signed with digital media company VICE in
August, which balstered our videa-on-demand
oiffer significantiy.

The partnership led us to create a VICE-branded
hub on ALL4; the frst Eime we have hosbed confent
from anon-Channel 4 brand. Maore than S00 hours
of neew and old VICE long-form content -
previcusly only available on subscription T
services —have been added onbo A0 4 for viewers
by wrmtch for free.

The programming inciudes documenitary sevies
Hate Tiy Meighbowr, Maedles ond Fins and
Gaycotion, fashion series Stmtes of Undress and
a current affairs and rews strand_ Ax part of the
partrership, the AR4.VICE box-sets are also
pusheed on all of VICE"s social media platiorms.

&
- s

'lh—---

#TogetherAgminsttiote oo br

Diversity and
innovation in
advertising

From experimental production techmiques

In 3018, we worked with several major advertisers
o create inpovative ad breaks that celebrated
diversity in unigue, engaging ways.

A strong examp e of this is our partnership with
Matiorwide Building Society, Maltesers and
McCain to broadeast a primetime ad break
takeower o take a stand agninst onfine abuse.

Thee takeower, which was broadcastin September
during the first episode of the new senes of
Gogglebar, sadapted the brands® original adverts
o include examples of real online shise that the:
diverse contributors had received. Thiswas
amplified with visual effects - such as mould, a
omcked screen and digital distortion - designed
o repliicaie what it felt like for those on the
recening end.

W alsa teamed up with eight organisations to
mark International Day of Persans with Disabiities
and the worldwide #Purplelightup campaign in
December, which sought to celebrate the
economic contributions made by disabled peaple.

Emphoyees fram BT, HSBC UK, Lioyds Banking
Growp, Liayd's of London, Naticowide Buiding
Society, Feed Smith, Scope and Vingin Media -
plus Channel 4 - appeared in the film to give
insight into the exira worries that they have to
cope with. Broadeast throughout the wee bend and
interraticnal Dayof Persans with Disshilities, the
innaovative partnership encouraged businesses to
help disabled people find careers in which they
can thrive.

For the third year, we ran aur £1 million Diversity
in Advertising Award, this year inviting agencies
o creste a campaign challenging ingrained
gender stereatypes and the objectification of
women. The Rayal Air Force and Engine won the
£1 million of commercial airtime, with their advert
aringin February 2018,

Reaching audiences
on social media

Channel 4, E4 and All 4 sxperienced strong
growth om social media, resultingiin Chanmel 4
being ranked the 3oth biggest social brand inthe
world atthe end of 2008,

Thits s ten places higher in thee rankings than in 2017
and is higher than much bigger onganisations such
as Metflix, Amaron, 1TV and Sky and higher also
theun keey challenger brands such as VICE.

wihile the UK media markets social performance
increased by 7% pear-on-year in 2018, the
Charinel 4 portfolio grew by 40% - and E4 alane
by 180%. Axa portfolio, cur brands achieved in
excess af ten bilion views in 2018, up 40%

against 2017,

This swocess s crucially important in showing that
Charinel 4 can engage with younger audiences in
new ways — 37% of our social media sudience is
aged under 35, Our youth-iooused channed E4 also
hecame the biggest Facebook page by any UK
broadcaster, overtaking ST Mews in March 2008,
Since then, it has grown each month and, by
Diecembeer, was three times bigger than the next
higgest competitor page, BEC One.
Channel 4 News slso continued to be one of the
UK's biggest video news brands on social meda in
2018, More than 1.3 bilion minutes of Chonnsl 4
MNews, Dispatches and Unreported World was
wiewed on YouTube and social media.

Chonne! 4 News also announced a partnership
with Facehook to produce a news show,
Uincovered, exchusively for Facebook Waich. The
ten-minute show will ioous ona single nternational
issue each week, going beyond the headlines to
tacide storikes that often go unreported.

Inasddition, Chonnel 4 Mews [aunched a podeast
in 2018, Ways to Chonge the Wonld, presented
by Krishnan Guru-Murthy, features hour-long
conversations with high-profile guests to exploe
~the big ideas influercing how we think, act and
free. & hit with audiences, it was inchsded in
Apple's UK ‘Best of 2008 podcast list.







Young
people

Engaging young audiences is a core part of
our remit. We work hard to commission
programmes that appeal to 16-34-year-olds,
an increasingly hard-to-reach audience as
young viewers migrate towards on-demand
content and platforms. Across our 2018 slate,
our returning series proved the most popular
programmes for young people.

Viewing among 18-34-year-olds was particul sy
shiong in Fachas] genres this year. For the second
ime nunming, seven oot of the UK's top tenfactual
erlertainment programmes were shawn on
Channel 4.

In 2078, The Great Hritich Boke Off was

Channel 4° biggest show for young people,
witha shane vp 1464 agrinst the slot nomm, and
is often watched togethes by young people with
their family. Indecd, The Great British Boke Of
reached more 18-34-year-olds 5.8 million) than
ITVEs Love Iskand.

Cverall, the programme was the second most-
walched by young people across all pubSic servce
bnadcasters, with an average of 2.4 milian young
viewers, second only bo IT¥'s Fm A Cebsbrity,

el Me 0wt OF Here fwhich averaged thiee milion
viewers aged 18-34). Ceiebnity Hunfed, our first
series that s cebebities go on the nn, also
perfommed billiantty with ¥i-34-year-olds, with

8 share up 129°% against its sverage slot time.

Channel 4's viewing share amang 18- 24-year-olds
wass 15.9% in 2018 across our TV channel portiolio.
This is 0.5 percentage points down on 2017, but
oan share of 16-24-year-nlds is stll more than S0
higher than our all-sudience share. We are the only
public service broadoaster to attract significantly
[greater viewing among ¥i-34-year-olds than
acrass the general population.

15.9%

Channel 4's viewing share
among 16-24-year-oids
2018 {-3%)

1.5%

Channel 4's share of
8- 34-year-olds (=),
making it the third most
popular chamnel for
young peaple

Boosting E4

2018 saw Channel 4's Head of Programmes,

lam Katz, urveil his new creative strategy which
incheded a bigger focws on young viewers:
creating more programmes that resonate with
younger andiences - and giving it to them where:
theywantit.

E4, which is already ore of the strongest youth
brands on linear TV, s at the heart of this. In
addition to TV, E4 has the potential to be an even
meae powerful youth brand acrass on demand
mnd social media.

Az part of the strategy, we announced an
additional £10million to E4's budget, with an
emphasis an resfty and factal entertainment
ariginations, and we also appointed a new
Contralker of B4, Karl Warner, who joined in
Jume 2014,

E4's performance was strong &t the beginning of
20NE, with a 7% increase in viewers year on year,
theamles to the launch of Young Sheidon - E4's
bhest-periorming browdcast of 2018 and E47s hest
ever new comedy lausnch for both individisals and
18-34-year-olds - and strong performances

by Celehs Go Drtingand Brookfyn Nine-tine.

However, the channels performance was
impacted kater inthe year, resulting in E4's viewing
share falling by 0.4 percentage points overallin
2018, to 4. 8%, This was due to 2 combination of
{actors, mcuding Sky's decisionin May to maove
E4+1on the Sky electronic programme guide -
from a position of 138 to 335, decreasing the
channel's prominence and resulting in a drop-off
in viewing - and very strong competition from the
World Cupon BEC and ITY and ITV2's Lowve fslond
mcross the summer. E475 shane was alsoaffected
by Lower ratinggs fior some af its long-running titles.

Turning to the future, B4 will be the main focus
of our efiorts to grow young share directly, while
an Channel 4 our emphasis will be on reaching
younger vizwers through broad, popular shows
at Bpm and Spm, as well as spilier, younges
programmes ak 10pm.



ontinued)

Hollyoaks, cur flagship soap, has aired on
Channed 4 since 139% and continues fo be the
youngest-ckewing soap on British television.
58% of ils audience are 34 or under [compared

b 23% fov Fostenders (BEC), 18% for Coranotion
Street and 15% for Emmerdmle (both 1TV Running
at fiwe epEodes a week, il ane of our most
popular and enduring shaws. The series performed
sirongtly in 2018, seeing its share grow by 3% for all
indiniduals and &% for 16-24-year-olds, compared
ba 2007,

Ten days into the year and
Hollyoaks has chucked
down the gauntlet to

the rest of TV. Top that!

| honestly think that at this
point in time, that such a
challenge is unbeatable.”

Hollyoaks in 2018 - almost
half of all 16-24-y=ar-olds

iin the UK

63%

of Holfyooks viewers on B4
are under the age of 33

20.2%

share - Lago Mosters
achiewed cur biggest
children profile for a series
iin primetime since 2003

Aswell as providing entertaining storylines that
appeal to young wiewers, Hollpoaks kes & prood
track record of delivering impactiul, important
public service messsges to this core audience
on challenging secal Esues. In 2008, a rumber
of powerhud storylines tackled sefi-harm, abuse,
bulimia and schizoaffective dsorder amang
oithers, and we worked closely with mental
heaith charities.

Alongside its mental heatth stordines, Hollyomks
ran an awareness campaign in 2018 called Dont
Filter Feefings’, in which the castand production
revea led their own battles with menital health
illnesses and how opening up about it hes helped
them. In recognition for the campaign’s success,
Hollyomis received a *Making 2 Dfference” award
at the 2008 Mind Medin Awards.

“The Esues tha
deals with act &

D o the success of the cross-plathom
campaign, the Hodfyoaks team was imvited to the
House af Commons to talc about the show's work
on mental health for young people - with Luciana
Berger MF, former Shadow Minister for Mental
Health, naming berseff as P for Hollpoms due
tir the work that the show has dore to campaign
for better mental health support.

the first time that theywil
have encountered the topic.
ions that

Reaching older

children
and young adults is an important part of our slate
lin 2018, owr g

sirategy F g
that reflect their lnees and evterests, butwhich
B k s &

Thiks bers: prowen to be very sucoexshul, with
oviginal, high-gquality programmes that enable
children to see their fives reflected on screen
and helping them to better understand the
st around them.

A prime example of this is Lego Masters, which
sees pairs of children vse Legp to build intricate
Lego masterpieces. The series — which combined
i strong appeal io children withia beowd sppeal to
Lego lovers of all ages - rehamed to Channed 4 5t
m Bpm slot for a second year, followingits
SCCESS in 2077

The series averaged a 20 2% share of 10-34-year-
olds. And with a profile of 17%, Lago Mosters
echieved our biggest children profile fora seresin
jprimetime since Rock School in 2003 [17.4%) In
terms of overall viewing mambers, the five-epEnde
series was ranked as Channel 4° thind-higgest
series of 2018 for chikdren aged W0-14-years-old,
etber The Great British Boke Off and The Greot
Celebrity Bake Off for Stand Up to Concar.

‘Other content in our schedules with peoven
eppeal to childeen included the Secret Life of
5 Ve O, Gogolesprogs, The felond with
Bmar Grplls and Hunted.

Alons ot Home was a four-part Esches
entertamment series that questioned to what

fior adulthood (it achieved 2 13.2% share of
W-14-year-olds). The Clmss of tum and Do s
|parents returm to primary school to experience
what schoolis ke jor their T1-year-old children
{9.5% share of 10-14-year-olds). And in Spying on
My Family, members of one famity were able to
e inbo every cormer of eack others lwes, with
CAMErRS v ir evwery move and with every

social media post amd text message laid bare
{B.0% share of W0-14-pear-olds).

Tha Clorss of Mum and Dod

Educational content

‘W harre an mportant role to play in provading
educational contest to young people, exploning
isswes that matter to them in enterizining and
Engaging wayz

Cwr educations] comtent was successhl at
reaching young penple aged 14-18-years-old.
This year s the retunn of our successhul drama
senies Ackiey Bridge, shout 2 mew academy school
that merges the lives and cultures of a community
{which reached 15. 7% share of 14-19-year-olds).

We also sought tn represent the experiences of
tesens in My Fing Tourette's Family, & docementary
wiititch told the story of two boys living with

& pew Fschss] Entertainmest sees in which five
their (GCSES weme given a second chance when
tivey took part in 2 study programme at the
worid-famows Doon School i india which bes

an exam pess rabe of W00,

W also found ways toexplore bigissues

relevant to teen identity in programmees sechas
Gandsmuie: The Debate, which explored a major
issue affecting young people — gender identity.



Inclusion

and diversity
(continued)

9%

of programmes met aur
Commissianing Diversity
Guidelines in 2018

Through the programmes that we commission,
we aim to entertain our audiences while also
showcasing Britain in all of its brilliant
diversity. This leads us to showcase
exceptional talent drawn from the widest
talent pools from across the UK.

runthrowgh our biggest shows.

senuality. This was uvp 2% on 2017,

All of our gennes played & ol in presenting a
modern, diverse Britain on screen, including:

Documentaries {Trovs Kigls: 115 Time To Tok,

AHairs {Linreported World, Supershoppers);
Factual Entertainmaent [The Undmeabies,

frown Care, The Ssoret Life of 5 Vear Gids)

A record 85% of our programmes met our

prowision of access services.

Our pragrammes also appealed 1o diverse
sudiences, with mamy attracting

disproportionately high shares of BAME viewing.

Factual Entertainment programmes had a

particularly strong pull jor our BAME awdiences,
including indion Summer School (17.5% BAME
viewing share vs 8.5% share for all individuals),
Liom Bokes (T1.6% BAME share vs 5.4% share for

all individualz) and Sy ond Jmmies Friday
Iight Fenst{15.7% BAME share ws 7.4% share
forallindividuals).

2018 was a strong year for inclusionand diversity
atChanmel 4. Frogrammes such as Derry Girls and
The Big Marstie Show have demaonstrated that
diverse themes can generate great success and
The Great British Boks Off hasillustrated the

power of ensuring that inclusion and diversity

Acrass all of our 2018 programmes, we showed
260 hours of originated programmes on the main
chanmne| that specifically covered diverse comen
= from religion to multioutturalism, disability and

Sport (FyeongChang 2018 Paralympic Games,
Superhero Triathlony Entertainment [The Last Deg,
The Eig Movstie Show, The Courfney Act Show):

Genderquake, Whot Mokes A Womaa?); Drama
[Ackiey Aridge, Hollyoaks); Mews and Current

Goggisbon, Kot Girls, Pang Life) and Specialist
Factual (Randam Acts, Superkitds: Brealking Awry

Commissioning Diversity Guidelines, which set
[genie-specilic diversity targets on and off screen
This is thee highest level we hawe achieved since we
introduced the guidelines fouwr years ago, and
reflects an increase in on-soreen diversity across
all pragramm genres. This has also resulted in
more peaple from diverse backgrounds working:
behind the camera, on programmes such as The
Secret Lite of 4 and 5 Yeor Olds, Ackley Bridge,
The Undateatdes and oaur First Cut documentary
strand. In addition, we achieved W0% subtitles
acrass all linear channels, [eading the wayin our

Genderquake

Owr Genderquake season featured ground-
breaking programmes that examined the
gender debate - from feminism, gender
privilege and sexual violence to gender
identity and gender fluidity.

At a time when izsues of gender and gender
identity are highty charged and hotly debated,
this collection of entertaining. thoughtful and
provocative programmes featured a broed range
of inspiring people, who added their vared and
infpamestive voices to the wider debate.

The season kicked of fwith Genderquakes, a
two-part fachual emtertainment series looking
&t gender fuidity and attitudes to gender amiong
a growp af 1 young people.

inher first UK documentary, whmt Mokes 4
Wommn?, mode | and activist Munroe Bergdorf
exploved gender dyspharia and identity as she
underaent e -changing surgery.

we alsa held a studio disoussion, Gendenguale
Thwe Dsbate, which was chained by Chaonne( 4
News' Cathy Mewman and featured a wide-ranging
panel of guests - ncuding Munaoe Bergdoaf,
feminist and acedemic Germaine Greer and US
television personality and Olympic gold medal
winner Cathyn Jenner - who offered a varietyof
perspectives on what genter meams in 2018,

The season challenged and inspired viewers.
Resching 4.5 million people, or 7.4% of the TV
popuiation, the programmes elicited a positive
viewer reacticn. Eight in ten agreed that
Gendemuake succeeded in stmulating open
discussion arownd the subject of gender identity.

Half the sudience claimed that prics to watching
Gendemuake, they felt gender fluidity was a tshoo
ssue, suggesting that the programme has helped
break some social tabocs. Three-quarbers of
Gendemuake viewers also felt that programmes
Bz these can have a positive impact on those
confused about their gender identity — and 0%
agreed that programmes ke Gandergumie help
aowercomse prepudice.

#vote100

Tomark the cenbenary of British women being
allorwned 1o vate, we launched & ‘Celsbrotion of
Women' season inFebrnarny, which reached

4.2 million people or 13.9% of the TV population.

This kicked off with Channe| £ soreening Filmd.
Praductions® Suffrogette - which was vp a notable
1065% fior female viewers - followed by a Sacret
Life of 5 Year Ofds: All Girls spedial episode and
arepeat of Clare Balding's Secrets of the
Suffrogette documentary. The Lost Lag also held
a*Suffragette special, which sttracted 1.7 milion
viewers and won s 10pm slot for 18-34-year-olds,

Film4 alsa hosted & month-long ‘Phenamenal’
film season to celebaate the achievement s of
women both in front of and be hind the camera
~ titles included The Dressmmker, Lucyand The
Other Woman - and reached 12.B million people.
And our digital platform A% 4 also created four
‘Calebrmtion of Women' collections, featuring
pragrammies directed by women and featuring
women in lead roles, which totalled 2.2 million
views sooss Febnang.

The season was very well received, with 7%

of viewers agreeing that this is st the type of
pragramming that Channel 4 should be aring.




Inclusion

and diversity
(continued)

Changing the public’s
view of disability

Channel 4% coverage of Para sport has played 2
key role in changing how people view disability,
‘with millions of viewers tuning in to watch the
Py=ongChong 2015 Winter Parelympic Games.
Diespite a time rone difference that meant much of
the action took place in the small hours of the day,
Py=ong Chang 7018 was successiul at attracting
viewers both acoss our live coverage and in cur
primetime evening highlights programming.
Caverage of the Games benefited from a
first-class line-wp of diverse commentators ked
by Clare Balding. Lee McEenziz and double
Paralympic gold-winner Jonnie Pescockin
Channel 4's purpose-huilt snow centre st The
Snow Cenbre in Hemel Hempistesd, &s wel as

A Adepitan, Sophie Mongan and Arthar Williams
presenting Fee in PyeongChang. The Snow
Centre’s ski slope was also used to demonstrate
the cdassilications and the skill required by
Briftain's Parahym pians o compete.

Adum Hills, Alex Brooker and Josh widdecombe
returmed with three spedal editions of The Lost
Leq during the Games, providing their unique take
oin thee Gamees and celebeating the Paralympians”
extraordinary achievements.

Our coverage was well received by the UK public,
with the Games resching a total of 1.9 milkon
people, equisalent to19.8% of the Tv population.

Thiz had a positive impact on how people view
dissability, with just under 804 of viewers agreeing
that Channel 4's coverage of the Games made
them think about the challenges facing disabled
people ina difierent way - and 53% felt it
challenged their existing percepbions of dissbility
and what it means bo be disabled.

Italso helped to create more open discourse
araund disshility, with over half [53%) of viewers
saying they fielt more comfortable taliing or asking
muestions abaut disshility as a result of watching:
the Games. Overall, eight inten viewers said that
there should be mare programmses on TV that
feature people with dsabilitics.

Since London 2012, Channeal 4
continues to rewrite the global
blueprint for how a broadcaster
should cover the Paralympic Games.

Whether it's developing disabled
on- or off-screen talent, producing
international award-winning
prometional campaigns or the
in-depth and widespread coverage
itself, avery broadcaster around the
world wants to know what Channel 4
is doing because it is regarded as

the world leader.”

Andrew Parsons,
President, International Paralympic Committee

86

howrs of PyeongChmng
2018 Winter Forafympic
Games on Channel 4

11.9m

reached - equivalent to
15.5% of the TV population

Boosting off-screen
diversity

Throwghout the year, we worked with diverse, new
and emerging companies and talent - with afocus
on creative diversity of supply, both regionally
and culturally.

we funded a series of targeted Progression
Bursaties in 2018 to support mid-career talent
acrass our content and build sustainable careers
for tatented individual s in the freelance
population. This included talent from BAME and

working class backgiounds as well as people
with disshilities.

For example, these placements supported
tatented development producers with disabiities
to woirk with existing supplers to boast the
pipeline of innorvative diverse idess.

We continued to work with the directors on our
Spotlight on Directors initiatie, supporting them
throughout their placements and into their
orwmrds journeys in 2018, Through the initiatie,
whikch first lsunched in 2017, we have worked with
more than 40 directors - both establshed and
emerging, across all of our content - 1o expand
diversity of thought in Tv.

Our Creative Diversity team continued o suppon
Channel 4's independent suppliers to deliver the
requirement of the Commissioning Diversity
Guidelines. The guidelines st genre-specific,

on- ard oH-screen diversity targets for production
companies working with Channel 4. 1n 2018,

the percentage of programmes that met these
jguidelines was asits highest ever at 89%,

This reflects an increase soross all genres,
pasrticularly in Factsal.

Through oo long-nunning series Locofion,
Locmiion, Locofion, we supported & Runmers’
Scheme - a major new pomt of entry for working
class and BAME tslent inScodland.

W used our UNVE.RL5.E Festival to launch a
campaign to boost the profile of Project Dismond,
the pan-industry monitoring system. Our in-house
creative leam, 4Cieative, designed & Diamond
Champion chamacter who was the iace of a sodal
media and marieting campaign.

Our diversity wark - bathon screen and off soreen
-wasalsa recognised with 2 Broadcasting Press
Guitd Award for innowation,

TESTIMCHIAL

“Spotlight on Directors has
continved to make a big
contribution to my career.
They introduced me to the
sports produection company
Whisper Films and funded
trips to Belgivmand Malaysia
for me to shadow the regular
directoron the Grand Prix
weekends. | leamed the setup
of the shows before directing
SoHme practice sessions

and have since directed the
Italizn Grand Prix shows
from Mionza, ttaly this pear.

“If diwersity im directing is ewer
going to improve, it is essential
that major broadcasters

and production companies
take action and actively look
to provide opportenities

that are atherwise very

difficult to obtain.

“Initiatives like Spotlight on
Darectors are essential if new
directors are going to have
an opportunity to break into
the indwstry, particularly

the under-represented.”

lan Genesis,
Diectars par
since parkicip
5L

i

I NEW Series

5 also prog
warking ina wid
new entertaimment shows.




Inclusion

and diversity
{continued)

Inclusion and diversity

within Channel 4

m-:hmdw&;

L M was 2 strong
F.rhth-ul-l-,:luw anew

by Skl

The change in leadership st Chamnel 4, with
CED Alex Mahon joiningin late 2077, peowided
us with s prime cpportunity o consider our
approach to diversity and how we meazane
progress in the fuhane.
‘W will have arenewed focus withinclusion atits
coee —whene everyone is treated with respect and
digriity and ensuring that everyone can participate
Tairty and equally. This esironment sliows.
everyone io be the best they can be and for the
besiness to fully enlock its creative pobential.

T haelp dirive this, we heve slso sppointed 2 new
Head of Inclusion and Dversity, Yasn Mirza, o
lead this work. And our fve employes resource
jgroups— The Collective, 44ind, 4Fride, 4Purple
and #Women - ane now well extablihed and
empowered to advize the besiness onchange,
with each group having an Executive sponsor,
beoadening accountabdity.

Beyond the strategy, throeghout 208, we heve

mrl.ndln champion diversity througha
multitede of business sctivities.

W heeld our Annual Diversity Lecture in Pardiamest
inMay, which garnered significant media covernge.

Charter — Three Years On seport at the event,
which certiinesd our schievements in diversity in
the previous year.

Our third D.LV.E.FLE.E. Festiml was in Glasgow,
alsn i May. This brought together gamechangers
fromm the workds of medin, politics, professional
included Scottish First Minister Micola Shageon,
‘trans model and activist Munnoe Bengdorf, 58.TV
founder famal Edwands, and athers.

Gendenuake: The Debate

3

Meamwhile, Cicosrs 2018 Diversity in
Broadcasting Report showed that we continue
i ke in mamy areas of diversity, pasticulasty
our work on disabiliity.

Acroxs 2018, smong our employees, we increased
our pemportion of BAME staff to15.0%, and remain
on track to hit ouv 030 tanget of 20%. We grew oor
proportion of disabled e mployees o 11.5%: with
this figuse, we are proud that we heve not onby met
Mammwmmrﬁdﬂ.m-:
grew the proportion of LGET employess to 7.3%,
meaning we heve already met our 2020 taeget of
&%. The proportion of female staff, meanwhile,
heid steady st 56.0% jwell above the proportion
of women in the populstion).

We published our gender pay gap for the fast time
in 20E, xetting owt the difierence in average
hourky pary b and L

Channel 4. Owr first report showed that in 2017,
we had a mean gendes pay gep of 28.0%.
Byincreasing the number of women insenior
positions, we achieved a reduction of one-fifth
in P08, 2274, beinging us closer o our target
of 5050 gender balance among the top 100
emmeys by I073. Dur 2018 Pay Report alsn
included BAME pay data; this showed s pay gap
of 1.74%, slongside our strategy for reducing the
BAME pey gap.

Between programmes, we slso continued towork
with advertizers on diversity. & prime example of
this iz a campaign against onfine abuse, ron with
Matinmwide, which was extremely well receied by
the viewing public and triggered a positie debate
arnund diversity see case study on pBd).

Socioeconomic
diversity

Improving the socicecono mic diversity of
Channel 4 and ensuring that the organisation

iz open to prople from all backgroundsis akey
tenet of our inclusion and Diversity Strategy.

we published research that analysed the
anomic maie-up of Channel 4 and the

shawed that Channel 41

thaam we wowld like it 1o be - anly 9% of peop
soross Channe| 4 and our independent prod
partners came from a ‘working class’ I:rul:ln,a'r-:ler

The results also highlighted that it is harder for

working class employees to progress into

muna;r mient positions than their middle class
reaf

..lmlar‘ha kgrou: L.prh-lud-:lrr ard parthy
poraies & seres of
£ to those

inrespanse, we launched a nomber of new
measures to help tackie thi ding new
outreach programmes across the UK, a new
apprenticeship scheme to people withouwt

and paid work experience inLondan
and the Mations and Regions.

On The Fdge: A Mothers].owe

RISE

‘W launched ou
Frogramme for s

pbembier, in partnership with
consultants Shine For Women, the programme has
alieady supported the development of more than
200 women at all kevels of Channel4 b
theem training and support to ensure that
energised about furthering their careers and
reaching ther full potential.

Feedback has been widely positve, with eight in
ten attenders saying that they have a better sense
af how thesy can use their strengths for the future,
and a similar propartion saying that they feel ready
to stretch owt of theircomicet zone.



£489m

invested in criginated
content from British
producers (-4%)

£186m

spent on production
companies based in the
Mations and Regions
1.k

154

independent TV
production partners
BCIO%S OUT COmMiSSions in
1w, film and digital mesdia

vt of 214 suppliees (10%] porting creative business
oss the UK is what we're he
do. Our work and impact can be
across the UK.

dporting
ative
businesses

#5 8 puhblisher-broadcastes, we commission
il all From others, i i
2019 ambitions e
'] — we will contimee bo contime to support creative landscape and working with lundreds:
production companies aoross the UK, witha nf'-hp—htpc-i:h-' Companies sooss
host of regionally-produce d programmes
——— delprer on cur commitments I!\:llp!ndh;h'l g d infl le i
E :.:n-h-n-n-l_-lrﬂn-:- 'ﬁﬂmwn"mlﬂm

responsive, clear and collaborative partmer hhln-hnm-‘hﬂmm







Supporting
creative
businesses
(continued)

TESTIMGMIAL

“The Mations and Regions
team have helped Tree vision
Yok shire immeasurably over
the last year. We were very
fortunate to be selected

to take an investigative
journalist whois part of

the Chapned 4 fowrnalism
Training Scheme, and he has
already helped in securing ey
commissions for Channel 4.

“We alse hawe received
Alpha funding at avery
crucial time forus in terms of
our development strategy.
we have some significant
commissions on oor plate
for Channel 4, both in
Docwmentaries and Current
Aftairs for the years 20M9-20,
which isincredibly exciting.

“What | have reaily valved
abowt the Nations and
Regionsteam is that they have
been brilliant at supporting
and encouraging a small

indie to believe in itself

and help us to be strategic
abowt what we do!

Amnz Hall, Creative DEectos
Toue Wision vokshire

Expanding outreach
in the Nations and
Regions

‘While much of the focws on Channel 4 cutside of
Londen this year has beenon the search formew
creative bases, the dedicated Mations and
Regions team continued todelver best-in-class
development funding, oirtreach, shills and
training from their existing Glasgow office.

The Nations and Regions team is a strategic anm
of the Commissoning division, whose purpose
is1o heelp companies across the country scoess
Chamnel's 4°s Nations and Regions spend aswe
mizrve: rapidly towards our voluntary 50% taget.

This work is particularly aimed at smaf and
emenging businesses, pricritising strabegic
input and partnerships, tokelp them win
commissions and protect the Channel's
‘diversityof supply” remit.

with the number of Mations and Regons
companies that the department worked with
tripding in 2018, the tewm was increased to five so
they could expand the reach of theiroperations.

The rumber of out-of-London engagement
events grew for another consecutive year,

to 25, but more importantly imvolved not st
Commissianers but other vital contacts at
Channel 4 2z well, including the Growth Fund,
Legal and Compisnce, snd Commercial affairs
departments. Within this expanded outreach, the
tesm also ran & new pragramme of netweorking
opporbunities for freelancers.

The 4 All the UK” pitch process of 2018 svw a
[palvanisation of creative parinerships in cities B
across the UK, and one of the Nations and Regions 555
tesm's key pieces of work is to continue dialogue
with these cities, exploring how Channel 4 can
work move closely with each region todevelop
the creative sector and new talent across the UK
on & long-term basis, to best achieve sustainable
jgrowth towards oan S0% lasget.

Tai that end, one of the first strategies delivered
bey this team in November 2008 was for Northem
Ireland. &t the Belfast Media Festival, Deputy
Head of Frogrammes Kelly Webb-Lamb
announced that Mortherm Ireland would see a
presence from Channel 4 every week, onoe the
refocation phase is complete. She also promised
£100,000 in Alpha funding would be ring-fenced
for Morthem reland-based compandes and
announced two brand new fully-funded, entry-
level placementsin Beliast and Derry.

Finally, the Mations and Regions leam spent
£385, 000 through aur Alpha Fund to provide
development and talent progression funding to
o independent production companies in Wales,
fiwe companies in Mortherm irelard, five in the
English regions and six in Scotiand

We always want
to be the place
that takesrisks
onideas where

others wouldn't.”
lan Katz, Director of
Frogrammes, Channal 4

A new Creative
Contract

To foster clearer and more collaborative
relationships with our indie partners, in 2008 we
unveiled 2 Creative Contract that sets out the
ways inwhich Channel 4 2nd the production
community interact.

Asthe creators of all the conbent that we Eransmit,
thee relationship betaeen Channed 4 and producers
is &t the hear of por sucoess. We want to
strengthen cur creative partnerships - so they are
emposering, collaborative and candid. To that
end, we produced a new Creative Contract to
spell out how we want to work together.

Channel &' Creative Contract includes five
practical commitmends. These cover: howwe
respond 1o ideas, how we make deckions, a
commitment ko expediting editora] specfications
and contracts, offering training to new and existing
Commissioners, and sharing more sudience
insight and perfcrmance data with producers.

whille our new comprehensive training schemse
will enable new Commissioners to it the ground
renning, we are also inbroducing bespoke
training for existing teams in the interests

of continial improvement.

Targeted investments

Cur two main investmant funds - the indie
Girowth Fund and Commercial Growth Fund -
support UK business growth through their
targeted investments. Channel 4 now has
24 active imvestments.

Thi indie Growth Fund has a remit to stimulate
growth inthe indie sector, investing in carly stage
production companies scross the UK. This fund is
now four-years-old and the existing partfolio
continues to perfom well.

The £20 million fund has imvwested in 14 companies,
realising thaee exits so far: True Morth Productions
was sodd 1o Sky in 2017 Renowned Films, &
BAME-led praduction company, was sold i
Critical Content, sio in 2007 and Anow Media's
management izam baught back its shares from
Channel 4in May 2018. The fund also s one of
ils investments, Fopkorn TY, cease trading in
Harch 2008 due to market volatifity.

The indie Growth Fund seta mew imvestment
sirategy in2018, geared to fast-growng
independent production companies in the Nations
and Regions as wel as digital and diverse
businesses across the whole of the UE.

The Commercial Growth Fund was [aunched in
205 and imeests in high-growth digitsl consamer
busineszes, offering media sirtime in exchange fiar
equity. To date, this fund has completed 14 equity
umvestments and had a balance sheet valve of

E16 million at 31 December 2018,

In 2008, Commencia] Growih Fund investiments
included: Festicket, a festival discovery and
ticketing business; Rated People, & lead
genention marketplace for tadespeoapie and
homecwners; online property estate agent
Emosav; and Crowdoube, the UK's [eading
equity aowdfunding platform. The increase in
thee fund's walue was affset by fair wlue losses
thast relate to trading izsues experienced by
some of the fund's imwestments.



Identifying and supporting botl
and established talent - across
digital media - is a vital part of our
This extends from on screen to off scre
as well as in-house at Channel 4.

Talent

2019 ambitions outinac
T¥ strengthens our appead to younger sudiences.
In 2018, we will refresh and diversify om-screen Thes plays a particularty importzmt role when giobead
talent. includs pE——- y - thy it trdet
Rt i Sl Sy pe—. 'We are committed toensuring that people from
 ———— wewill continue to invest in developing new difierent backgrounds and walks of life can
‘writers and directors, including through an succaeshully in the: media imdustry,
ambitious mew trainee director scheme in hielping to foster the UKCs vibrant snd innctiee
Documentaries and our 4 Wiiters scheme tedevision and flm sectors.
ThE We invest sgnificantiy in talentand skills
initiztives within Channel 4 through
our production partners, and by supporting

cwltural snd educational institutions, to help
people ‘get in” and ‘get on”. From the earliest
singes of the career laddes, through to working
with talent s during theeir careers,
we work hard to develop long-lasting relatiomships
with a shared scress.




Talent

{continu
From discovering and championing new
talent to helping established talent move in

new directions, Channel 4 is committed to
forging long-term relationships with people

on screen, off screen and in-house. This is a show that you

wouldn't get anywhere else.
It's a breath of fresh air; its
introducing you to two new

‘While familiar amd well-loved faces were back Film4 Fr-:l:lu:t'r:rs-: tired bo suppaort Britsh : - PrE’S:EI-ItHS on your W,II

on Channel 4 with 2 rumber of returning i h u:Erulmn:land ST L musician and a comedian.

progmes vesbolad et e . We're not TV presenters.

diversity of our output allows us to experiment irish Flmmaker w We're just two guys giving

:3:: :ﬂhpi.;mmmm g Three dil beards Qutsicke Ebbing, l 'S - : r:'\f ] the nillﬂ:'l B rﬂa”.r fl.llI'l]'

The year started very strongly, with acclaimed Ig‘;ﬁ:;hﬂ:ﬂ:r;r: xrll‘:l:lr:.r::-rld Ph““ ! -:I*I ._" : v EI'H:I'I\‘.

playwright and screenwriter

=
Thoame, havi Ehdpl:l:“:l:! aunch his TV luuhnar
career with Shameless and Skins on Channe| 4.

film developed with urld supported by Film4.

1.Am Mot A witch'sw directar Rungana
Myani alsc

soward Far g ur long-standing
coflabaration wlth Mike 1 ﬂ;i'h ntirued with
Petarioo - the 11th film of his we have backed.
&nd the critically imeed Widows continued

Setin Brisiod, elling the story af an abducted hip between Filma and Steve The gig Narsti Show
yoursg I:-.&l:l-m jwns Channel 45 highest- ueen which has spanned all four of the
nal drama ever and the seoond part of s featune films.
Jack Thoane's Chanmel £ trilogy examining the
e first part, Mational
Trensuve, appeared 2.
i exam ple of mew and established
gther. It was nine-yer-obd
irst bigrote - she was spotbedion
ting directar attended one af
her drama classes - and starred alongside BAFTA
and RT5 award-winner Sarsh Lancashire |H:|1:||:i.- Ahitin 2008, The Big Norstie Show sw grime
vl 0 = st Tanga iv H musician Big Narstie co-host the bt night
we also made significant strides in championing T
and developing new and diverse talent e R e R
The Big Movstie Sho c commitment b bringing more diserse and
F I I emerging talent to s nationwide audience.
widely ibed as ground-breaking - its share i ] The anaschic studio series, from Expectation
of young viewers was 68% above slot average 4 and Dice Productions Entertaimment, ieatured
and up 179% for BAME viewers. L & range of celebrity guests and musical
sk Phunchies TV - 4 performances alongside straight-talking
ety & e A
Entertainment review show = Quashie . 1 mnﬁﬁ#-@l—}mﬂﬂﬂ;ﬂm
and two friends tes f the mest dehure I love Film4! After | made e
Expetiences ) which attained s " T
8 B&ME share 87% above slot average. Th-!.aqrhﬂr,:l was invited in h? f Aynsde and Craig David.
Cther new I:..'arnt..|n|:|ud"|:lHafuJarrnum:|.!d||:|: them and IUEt asked what| o ETE T e P T T

I:rd oanr biggest young pro P'

programme abaut her personal journey to Nigeria
tafind a husband.

we also sxw the fearkess and tshoo-breaking

written,

direcied by Desiree Akhavan [see
interview, paE), who appeared stongside Maxine
Peake and Brian Gleeson

wanted to do. |'ve been very
nurtured and grown by Film4
- in a very thoughtful and
caring way. Just l:nlllant

Clio Bamard, Dir r

shew was & sucoess with hard-to-reach
audiences. 1twas 54% up on share of W-24~-ypear-
old viewers, 128°% up on share for BAME viewers
and 1445 vp on share for blacdk sudiences.

The Big Narstie Showwil retom fora second
series in 2015, and Mo Gilligan has also been
commissioned for a new siv-part comedy

entertamment sevies of his own.






Talent

Talent at Channel 4

Uncowering hidden talent is about more tham
lokirg im different parts of the cowntry. 1t mears
opening wp opportunities to groups traditionally
under-represented in the mediaindustry and the
wider jobis market. This isa core to cur remit bt
it will also ensure our continwed creative and
commercial success.

Social mobdityis at the heart of our talent strategy.

This is divided imo three strands: early cutresch,
‘getting in" and ‘getting on’. For these strands to
wark, it is essential both to rais: awareness of
cpportunities among young people and then ta
ensure that they can use those oppaortunities to
funther their careers.

we publizhed the findings of our social mehility
research, conducted by Sam Friedman from the
LSE, in 2018, This looked into the socioeconomic
background of people working at Channe! 4 andin
the wider production industry fread more about
the researchan prT).

Over the last several yesrs, we have run a numbser
of industry-leading schemes tailored to early
putreach. For the fourth consecutive year in 2018,
Channel 4 1an a series of Fop Ups indities across
the UK - this is a national outreach programme of
skills workshops and chalenges, which enable us
to delve desper into a vanety of communities
acrass the U, searching for hidden young talem
and the unususl suspects’, connecting with
people who maynot have considered a career
inthe media industry before.

This year's Fop Ups were held in Dundee,
Liverpool, Hottingham, Sunderland, Swansea and
walverhampton. They focused on giving attendees
tangible career advice and suppart inapphying for
rales within Channel 4.

Fou the first time, the Pop Ups also defivered
two employahility sessions, aimed at younger
sudiences recognised as being the furthest awsy
froam employment in their cities. A total of 683
young people attended our Pop Upsin 2018 -
the highest number yet. Of these, 55% were from
socially-mobile backgrounds jmose than double
oo target), 19% of atiendees identified as BAME,
15% a5 LGET and 13% as disabled.

Cur Work Experience Scheme pravides training
ane hands -on expenence of working in  beam at
Channel 4. This atbracted 2 675 applications n
018 and we offered 65 work placements sooss
the year. Of these, 56% of places went to people
from outside of London, who we supported
finamcially during their plecement. We also held
a Work Expenence Day inour Manchester office,
which attracted 20 attendees who were
considering a career in TV ad sales.

Wi also continued our parinership with the Royal
Television Society, offering support and funded
placemsents ior talented engineering and
computer science graduates from low-income
backgrounds to considera career in TV. In 2018,
WA [R & SUMImEr baur ko invite: students towisit
Channe! 4 for hands-onworkshops helping them
o understand how we use data and the role of
cyber security in the work environment. We also
gave a candidate an eight-week placement inaur
Detr Analytics team.

The comerstone of our “getting in* strabegy s our
Apprenticeship Scheme. Apprentices spend 12-74
manths sttached toone of our departments in
Lomdon, Manchester or Glasgow working on a
range of in-depth projects that cowsnt towards their
Level 3 or 4 quaffication. In 2008, we welcomed
seven youngagprenticss, ool of a poal of

1,146 applicants.

Wi also funded 16 young people theough our
Protduction Training Scheme, a 12-month salaried
training pragramme where we place banees at
independent production companies. Of these

16 places, T were with companies based in the
Mations and Regions, in Brighton, Bristal, Cardilf,
Glasgow, Leeds, Manchester and Plymouth. Of our
trainees graduating in 2018, an impressie 54% ae
rrw working full-time in the industry, including at
production companies such s Nire Lives,
Firecrest Films and Lime Pichures.

young peaple attended &
Channel 4 Pop Up in 2018
- & new recard

af attendees were fram socially-
mohile backgrounds

@'

Educational partners

‘W contineed to support budding investigative
jowrnalists in 208 We have mow trained over 30
jowrnalists through the Dispatches Investigative
Journalism Training Scheme since we launched it
in 2010, and these have come from a wide mnge
of backgrourds.

The scheme offers an opportunity for people with
solid professional experience to transfer their
skills and experience to work in investigative
bavedcast journalsm.

We have trained 18 advanced journalists on the
senicr scheme, which helps people to make the
jump to produce and direct their own curent
afairs dooumentaries.

2018 saw the second cohart of graduates of the
MA degree in Imvestigative Journalism, which we
st up in partnership with De Montford University
in Leicester. Twenty graduates have passed
through this MA in two years, many of whom have
secured jourralism jabs, including one, Harea
Syed, joining This Americm Life jone of the most
prestigious shows on Amernican pubfic radio,

and the makers of the podcast S=nial).

“Thie TW industryis
motorioesly bhard to getinta.
The Prodwction Traiming

try by opening access

m B.A}

Gt and umder

wnigue oppo
come away with
=kills 1
cormections -

st TV credit:~







M1%

of wiewers sid that
Channel 4'c factual
programming has
inspared change in
their ives [+0%)

N%

of Chonmel 4 News
viewars regard it as
independent from the
Eovemment [+ 78]
and 88% regard itas
independent from
bég business.

In a rapidly changing world, Channel 4
continued to play a crucial role in provoking
debate, inspiring change and telling stories
from contemporary Britain.

Social
change

ImMews and Curment Affsirs, we produced boid,
m&mmmuﬁ
‘that held others o sccount, while alzo

‘o deliwer long-form programmes in peak-time and
Tonging connections with young people through
digital platforms.

Loaking outward, we exploned life inside the
secretie North Konea, uncovered a global sex
abarse scandal and contimued to shine a hight on
the plight of the Rohingya people in Mysnmar.
Clozar to home, across a mix of genres -including
Factual, Dooumertaries amnd Curremt Affsirs —

we provoked debate snd offered & platiorm for
altermative views. At its mostimpactful, our
content expases the truth and acts ax a powerful
catahyst for sncial charge.




Social change
(continued)

9%

of regular Channel 4 News
viewers regand it as independent
from the govermmemt

/.4m

viewers walched Chaonre! 2 News
each manth in 2018

Telling the full story

Chanme! 4z distinctive approach to news and
current affairs - in terms of the form and subject
matter of our programmes - allows vs to provide:
altemative views and stimulate debate,
particulariy among younger viewsrs.

Channel 4's flagship Chonnel 4 Mews is the only
hour-ong news programme in peak-time on the
main PSE channels. This extended running time
enables vs 1o tell the full story from multiple
angles and in more depth. inaddition 1o linear
programmes, Channel 4 News also significantly
expanded its digital presenoe in 2008,

Throughout the year, Channe! £ News provided
its distinctive fake on the news, offering in-depth
analysis that stnod out from the mainstream.

Wi held ihe poswerfid to account - mast notably
Facebook's CEO Mark fuckerberg, who was put
in front of & U5 Senate enquiry following our
extraordinary undercover imestigation into
Cambridge Analytica, which domnated headines
at home and abroad [see case study, opposite].

This story helped vs 1o grow cur repatation as
being independent irom government and big
besiness. A huge 574 of regular viewess of
Channe! 4 News regarded it 2z being independent
froam the goaernmint — this is & seven percentage-
peoint jurmp on 2007 and is the first time amy
boadcaster has sconed higher than 0% on

this matric since it was first reported in 2009,

EE% of regular viewers of Choans| £ Mews also
sgreed that it is independent from the influence of
big bassinesses. Agein, this is a recard score - afull
ben percentage points more than our previous high
of 7% in 2007

On mverage, 7.4 million vewers watched Channe! 4
Wews each month, down 3% year-on-year due toa
numiber of factors including change in TV wiewing
habits, our overall reach being down, inoreased
competition from other news programmes and
‘Brexit fatigue”. The news programme has a
particular appeal to young adults, with 16-34-year-
oids making up 12°% of viewers, mone thanany
cther public service broadcaster. The programme
also periormed well among BAME groups, who
accounted for 19% of viewers.

Some of the fall in linear viewing was oifset by

the wery strang pericimance af Channe! 4 News
caofine, Chomnel 4 News has continued to record
strong groweth online, led by younger viewers. The
programme achieved 113 million video views on
YouTubse in 20 [up 107% year-on-year), of which
B4% came from 13-34-year-olds. Total waich time
also grew significantiy, by 250 % in 2018 to

30 milion minubes. The brand now reaches aver
two milicn UK M-34-year-olds on YouTube every
maonth fwatching for ower fiwe minubes on avwerage).

This is fantastic journalism. Hats offto

Channel 4 News for lifting the lid and

digging deep.”

Channe{ 4 News

Data, democracy and
dirty tricks

Channel 4 News' story of the yearwas its
Ay 'l =

awerd f UnoErCover -_ ion into
Cambridge Analytica and its ties to social
media giant Facebook.

In March 2018, working in close parinership with
The rhserver, the New York Times and jourmaiist
Carobe Cadwalladr, 2 whistiebiower revealed to
Channel 4 News how UE data fam Cambaidge
Anahytica secrethy campaigned in elections across
thee world. Bosses were flmed talking about using
bribes, ex-spies, fake IDs and sex workers to
further their cients' ambitions.

Misappropaiating dats fram an estimated

A7 miliion Facebook accounts, the firm tarngeted
Baitishand Amencan voters through fake
advertisements on the social netwok to seek
toinfiuence how they voted in elections,
inchuding the Brexit referendum and the

U5 presidential sections.

Our investigation had huge immediate - and
reat-world - repercussions. Alexander Nix,
Chief Execidive of Cambridge Analytica, was
suspended as a result of the expase. The UK's
Information Commissioner obtained & search
warrant for Cambaidge &nabytica's London
premises. Facebook lost 536 bilion in market
walise aned the company announced it would
change the way that it shares data with third-party
applications. The Electoral Commitssion and the
House of Commaons DCMS Select Committee
apened investigations. And Mark Zuckerberg,
Facebook's iounder and CEO, was called bo
appear before the US Senate's Commerce and
Judiciary commitbees o discuss data prvacy
an the sooial netwark. The reperoussions of this
fimvesstigmtion continue to play out, with further
angoing pubic inguiries sround the world into
Facebook's activities.

Channe( 4 News was recognised for its work on
the investigation in the 2018 British Joumalism
Avwards, fointly winning the Investigation of the
Year prive with The Observer. Judges noted:

= Thiz wes 8 fantastic example of & collaboratiee
imvestigation. Both organisations showed
lang-term commitment to this story and both
made a contribution appropriate o the genre
they were working in”



Social change
(continued)

At home and

further afield

cur flagship Dispatches and Unreported World
strands imve stigated the things that matterto

comminities that are of ten neglected by the
stateand ignored by the media - both in the UK

lence and mass murder by the Mysnmar
th b hingy: nd LN

a new independent

with calls growing bowder for a secord Brexit
referendum throughout the year, Channel 4
commissioned an axclusive poll to uncover

ther Biritish public’s views. The survey, condisched
by Sunvmttion among 30,000 people from

every constituency in Britain, was the largest
indepandent survery on public opinion on

Erexit since the referendiam.

The results were unpacked during a five studio
discussion in November. Brexit: What The Nation
Reolly Thinks was hosted by Krishnan Guns-Murthy
in Birmingfam - the most evenby-split city in
Eritain in the 2016 referendism.

The deberte ieatured Justice Secretary David
Gawkn, Shadow Trade Sacretary Barry Gardiner,
Camline Liscas ['The People’s Vobe') and Higel
Farage [Leave Moans Leave”). Pulling in 1.3 million
viewers, the debate stimulsted important and
insightful discussion during a partioulary
politicalby-charged pericd.

This programme was followed up by The Real
Brewit Debate in December. bust days before

MPx were given a ‘meaningful vobe"on Enexit in
Pasliament, the fve, hour-long programme brought
together bour high-profile politicians to debate the
realistic options remadning for the M.

in addition, Channal 4 News produced a seres of
in-depth, intellectualby-rigorous animated wideos
- specifically simed at young people - to break
down the most complicated politics] process of
theeir lifrtime. These have performed strongly: one
of the explairers is the single most-watched piece
of nerws combant about Brexit on YouTube, watched
Iy 1.5 milllion people under the age of 24.

Beyond Mews and Current Affairs, our other
penres also helped to stimulate debate and
imspire change among the: British publicin 2018,
My F-ing Tourstte's Fomily, which attracted

1. millicn viewers, showed the challenges of
raking & young boy with Tounette's Syndrome,
helping viewers to better understand the illness
and challenge perceptions.

Factual Entertsinment s=ries Bride & Prejudioe,
which looked at couple s facing objections to their
marriages, reached 8.3 milion people and
challenged perceptions: close to half of viewers
said the programme had opened their ayes to
modem relationships.

Our Bestyla programming also acted as s catabyst
for posities change in people’s Bves, with a range
of progrmmes such as Live Wil For Longpar, Food
Unwrapped, and Secrats of oor Fovourite Snocks
exploring how we can live life betier.

Hany of our documentaries also raisad thought-
prowaking or challenging issues. Filmed over seven
maoinths irside HMP Durbam, Prison offered
unprecedented sccess and irsight into life bahind
bars, exploning the issues faced by prisoners and
prison staff, such as drug abuse, wolence and
mienital bealth. The senex, directed by Paddy
wivell, was our best-performing new factual and
mon-scripted series of 2018, with an average of
2.3 milion viewers.




Social change
(continued)

Stand Up To Cancer

Stand Up To Cancer returned to Channeldin
Crctober - and the RTE award-winming and
BAFTA-nominated national fundraising campaign
was bipper and better tham ever before.
Launched in 2012, the joint national fundraising
camgpaign from Cancer Reseasch U and

Channel 4 mises funds for research toaccelerate
rew cancer treatments and tests, saving mone UK
[wes, move quickly.

Dozens of calebrities from across the workds

af ertertainmert, music and sport - including
Michael Buble, Emeli Sande, James Corden,
Sharon Horgan, Sting and Jobn Legend to

namez bt a few - took part in programming
throughout the month, which culminated in

a live telethon presemted by Alan Carr,

Maya tama ard Adam Hills.

I thee mun-ug b the Fee show, we featured 5
lire-up of celebrity-packed programming, with
a number of our shows — including Cefebeity
Gogglehar, Celebrty First Dates, Celebity
Hunted, Celebnity Islond, The Great Celebrity
Burke (4 for Stond Up To Cancerand beand
rew Cefebrity Coll Centre - getting Stand Up
To Cancer makeovers.

& huge £24.8 million was raised for cances
reszarch this year - the mast successhul campaign
ta date, exceeding the amounts raised over the
PrEvious SIX years.

Viewing also hit new records, with the combined
reach of all Stand Up To Cancer programming
totalling 5.2 milion people, or 42% of the TV
papulaticn. This is a far kigher propoetion of
people than our 2016 campaign, which reached
18.7 million people {323 of the TV population).

Despite beinga challenging watch at times,
viewers recogrised the importance of the
programming, bath in termes of its e ducational
value and the significant funds raxed on behalf
of Cancer Research UK.

Hinein ten viewers agreed that the programme
dealtwith difficult issues in a sensitive way, and
eight in ten said it made them feal Bke they
caukd make a difference when it comes to
combating cancer.

wihat's more, the programme also prompted
action, with one-third of viewers stating they
hiad donated fo a cancer chasity since watching.
&nd 15% of viewers also daimed to have made
a positive change totheir family's lifestyls after
watching Stond Lp To Cancer 2018,

TESTIMOHIAL

“Thanks to the brilliant

and dedicated team at
Channel 4, owr Stand Up

To Cancer campaipn has
raived over £02. 9 million.
Since its lawnchin 2012, the
partnership has pone from
strength to strength. The
award-wimning live show and
special programming have
proven to be 2 hupe hit with
the poblic, inspiring millions of
people to raise money for Efe-
saving research - including
Channel 4 staff, who hawe
raised & fantastic E200,000.

“alll of this has enzbled
Cancer Research UK to
fumd 23 recearch trials,
with another 13 projects
joining the portfolioin
2019 - research that will
help us to beat cancer.”
Simom Hamison

He# ol Stand Up To Cancer,

85%

of viewers said Stand Up

To Cancer made them think
differently about the challenges
facing those with cancer

£24.6m

was raised by Stand Up
To Cancer this year

42%

af the T population
watched Stand Up To Cancer
programming in 2013

15%

of wiewers claim to have made a
positive change to their family's
Iifestyle after watching Stand
U To Cancer

2C viewing
new records

Calebrity Gogglebo for Stond Up To Goncer




Metrics

Channel 4's commitment to innovation
extends across the full range of its
creative output on the main channel
and digital platforms — spanning all
genres, the scope and geographical
spread of its supplier base, and the
diversity of voices and perspectives
inits content.

nnovation throvgh content

In 2018, Channel 4's output reflected its strategy

‘to achieve a financial surplus following two years

of planned deficits during which it drew on its

resarves io boost imestment, inevitably resulting

in some declines in volsme and spend. imestment
in originated and acquired conbent across the TV and digital
portiolio totalled £6602 million this year. Whills this is 736 less than
last year, itis still the third-highest level in Channel 4's history.
Expenditure on Chanrel 4's own commissions was £483 million in
2018: 4% below last year's record, but still higher than every
previous year. At £445 million, imvestment on the main channel
was protected jup £1million on 2017), with the reduced content

meastly impacting the digital TV chanmels and digital media,

spend on which fell by 37% between them.

Chamnel 4 broadcast eight hours of first-nmn onginations every day
on average across the TV portfolio in 20M8. This was 7% down on
last year, with howrs on the main channel down by 4% and those on
e digital channals down by 26%, reflacting the comesponding
declines in originated content investment described abowe. in
peak-time [5-10.30pm], when TV asdiences are at their highest,
first-rum originated programmes acoounted for 73% of hours on the
main chanmel - level with 2007 and the joint second-highest figure
since 2003. Including repeats, B2% of peak-time howrs were talben
up with originations [one percentage point up on 2017).

Across the TV portiolio, Factual, Drama snd Entertainment
together accounted for 0% of the total content bedget in 2008,
Total spend in Factal, the biggest genne, was £722 million, and
there wene 1,240 howurs of first-run originations. Highlights:
includad new series Prizon and the return of The Great British Boke
Off. imvestment fall this year, with reductions in pesk-time and
daytime cutput: volume and spend were both 127% down.

In Drama, ambitious new series included Kid, while Holfyoaks saw
its share grow by 8% amongst 16-t0-34-year-olds. in total, there
were 138 hours of Drama programming, 75 down year-on-year,
while the budget, st £80 million, was 8% down on 2017, In
Entertaimment, The Big Norstie Show and Stond Up To Concer
2018 ware standouts of the year. Total investment rose by &%,

to £51 million, though Daytime cuts meant that wolume was 16%
down, at 453 hours. Thres other gennes ssw movements of more
than 103 in their budget. Spend on Comedy rose by 1% to

£52 milliom; its expanded slate induded acclaimed new saries
Derny Girls. Education was up 70, to £17 million, with a longer nun
for Ackley Bridgpe and a Gendenguoke season. And spend on
programmes for Older Children was alsoup, by 167% to £8 million,
with mew zeries such as Closs of Mum ood Dod.

Innovation through diversity

Az the only PSE that commissions solaly from extemal suppliers,
Chanrel 4 confinued to provide vital support for the UK's
production sector in 208, It spent £440 million on first-nn external
ommissions on the main channel, equal with 2077, The digital
channels were more affected by the redwction in the content
Inndiget: spend was 3T down, at £28 million. Across the TV
partiolio, thesa figures give a total sperd of £478 million, 4% down
on 2077 Channel 4 worked with 274 crestive partners scrossits
commissians in TV, film and digital media this year, 7% downon
207, Of these suppliers, 34 were new to Channel 4, 3 29% decline.
As well as the smalller content budget, these falls were doe to a shift
n All &'s strabegy towands acquiring third-party content with similar
brand valises to Chanmel 4, resulting in fewer online suppliers.

Channel £'s commitment to regional diversity is reflacted inits
commissions from across the Matiors [Morthem Ireland, Scotland
and Wales) and the English Regicns. in 208, 39% of howrs of
first-rum originated programmees on the main channal came from
suppliers based outside London, two percentage points mon than
in 2017 and the fouwrth consecutive year that this figure has risen.

In expenditure terms, 45% of Channel 4's investment in first-nmn
originated programming on the main chanmel came from out-of-
heldd stesdy this year. Across the TV portfolio, Channel 4 spent

Investing In
Innovation

£186 million on programmes from production companies based
outside London, marginally down [by 1.57%) on last year's record
figure. £33 milon of this total came from companies based in the
Mations. This was 16% down on the 2017 figure, as cuts in Daytime
affected a nember of Geottish commissions.

Tming to on-screen diversity, Channel 4 showed 260 hours of
originated programmes on the main channel whose subject matter
covered issues relating to religion, multiousralizm, dissbility and
sexuality. Programme highlights this year induded extensive
PyeongChang 2018 Winter Paralympic Games coverage from
PyeongChang and the Genderguoke season exploning gender
roles and identities. The total inclhsded 177 howrs of first-nen
programmes - other than 2012 and 2016, when Channel 4 covered
the Summer Paralympic Games, this is the joint-highest level since
Chamnel 4 began reporting this metric. Of the=e first-run hours, 82
related to programmes shown in peak-time. Looking at year-on-
year trends, the volume of all originations rose slightly [by 35%), the
volums of first-nmn originations jumped by 37%, while first-run
originations in peak-time fell by 31%, due to the five coverage from
PyeongChang mostly ooourring in daytime.

Programming with an intemational theme adds another element
of diwersity to the schedules. There were 50 hours of first-nan
nON-News programmes covering international topics on the main
chanrel ard in the cross-channel True Storfes doosmentary strand
in 20M8. This was 20% down yoar-on-year, largely due to the
decision io discontinue Trve Stores jexcluding this sirand, the
decline falls to 3%). The TV portiolio also continued to showcasa
foreign langusge TV shows from Chamnel 4's Walter Presents
sarvice: the opening episodes of T foreign language TV series
ware premiened on the main channel this year, and a further sight
saries shown in full on the main channel and Mioned. Taken
togather, these Walter Presents programmes resched 10.4 millicn
people in 2018, one million mone than last year. Meanwhile, the
Film4 channel continued to offer a diverse and intermational skate:
37% of its output came from outside the US, with Britich films
scoounting for 1% of total output.



Metrics
(continued)

Innovation through content

Metrics
{continued)

Innovation through content

£662m

spent on content
across all services

Down 2%
an last year

£652m

imvested in originated
and acquined
Programming across
the Channel 4 TV
partfolic (sl gznres)

Down 2%
on last year

Investment in all content

Ini 2018, Channel 4's investment in conbent across
its services fell back slightly, by 2%, reflecting its
sirategy to achieve a financial surplus iollowing
two years af planned deficits during which it drew

o its reserves o boost imvestment. Nonetheless,
at €662 million, its 1otal content budget was still
thve third highest in the broadcastes's history. The
main channeal - which sttracts larger audiences
than amy other channel ar service i the partfolic -
sccounted for B3% of the total budget, squivalent ta
£54E millon. The remaining 17% of investment was
spent on digital services: £904 million on the digital
T channels, and £10 million on digital medsa,
comprising Channe| £'s websites, cross-platiorm
content and investment in All 4 content, incloding
forzign languages TV service Waller Presents.

Cantent ivvestment oa the main channel wasup
1% this year [rising by £4 millicn), meaning that
the cuts - of £17 million in total - were shared
acrass the digital services. Imestment on the
degital chanmels fell by £15 million fa 2% decline),
while expenditure on digital medsa was. £2 milion
diawn [20% deecline). This meant that total spend
acrass Channel 4°s TV portfolic (the main channel
and digital chasnels) was £552 million in 2018,
2% below last years figure of £663 million.

Foousing on the TV poeticlio, five big genres -
Film, Dvama, Factual, Comedy and Enertainment
-accounted for B1% of the content budget in
2018, Twa of these genres experienced year-
co-year changes in imvestimaent in excess of 10%.
Spend on Comedy was up by 21% jequivalent

ta £3 million), with the new Comedy strategy
peoducing an increased slate thatincluded a rft
of new titles such as acclaimed series Deny Girls
and Lee and Deon, slong with the return of the
paopular Friday Might Dinoer. Conversely, Factual
wias down by 12% (£32 million) as some: peak-
teme titles - inchuding Fden, The Jump and Mutiay
- dfid mat return this year, and there were also
reductions incommissioned Day me outpet such
as Come Dine With ke, Of the cther big genees,
there were small investment increases this yeasin
Entertainment fof £5 millicn) and Fim (51 madlon],
while Drama investment fell by £7 million.

The reduction in Factual spend allowed for
increases el sewhere across the schedule, and
imvestment in all the smaller genres either held
steady {in the case of Mews) or rose - there were
no decreases. There were notable increases in
spend jof mare than 10%) in two genses. Education
snend rase by 0% (7 million), with Ackiey Eridge
b=ing given a longer run inits second seres, and the
insighthul Genderquake seascn examining gendes
and identity. Spend an programmes for Older
Children was up by %% (€1 million), with new series
such as Closs of Mum and Dad and & longer run far
0ld People’s Hame For 4 Year Olds. Other gennes
be=nefited from smaller increases of £1-2 million.

Spend across the Chanmel 4 network on all
comtent {(Em)
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Total investment in orizinated and acquired
programming across the Channel 4 TV portfolio
by genre (Em)
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43

13%

of the main channel
peak-time schedule
devoted to first-
run coigirations

Equal

with Last year

Cutput mix en Channel 4

Channed 4 typically premienes its orginal
programmes on the main channel during peak-time
hours [defined by Ofcom as §-10.30pem), exposing
them to the largest avdiences and enabling them

to hawve the greatest impact. In 2008, 72X of all
peak-time hours on the main channel were made

up of first-run ariginated pragramming. Thisis

lewel with the 2017 figure and represents the joint
second-fighest figore since 2003, Repeats of
cdiginal pragramming accounted for anather 3%

of peak-time autput [up one percentage point
year-on-year], meaning that originations comprised
atotal of 82% of peak-teme hours - well ahead of
Oficom's 70% Boznce requirement. Channel 4°s
daytime schedules include a move balanced spread
cof anginations and acquisiticns, with criginaticas
repeesenting 3% of output an the main channel
across the day in 2018, level with the 2017 figure and
again well above the relewant Ofcom quata jof 56%).

There was Fiile year-on-year varation in this
medric: in peak-tme, thene were one peroentage
paint hoosts bo ariginated repeats and first-
run acquisitions at the expense of acquired

ats. Across the whaole day, within both
ooiginations and acquisitions, there were very
zmall jone percentage point) movements
freem first-run programeming to repeats.

Percentage of owtput on the mainchannel

accounted for by origimations and first-rum

programmes
Pk [B-10 30pmi
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£489m

spent on originated
oontent across
all services

Down 4%
on last year

Investment in originated centent
Channel 4 delivers its public remit primarily through
the ariginal content that it commissians and invests
in. In 2018, 1ol expenditure on originated content
[frst-run transmissions and repeats] acrass its TV
channels and anline services was £483 million.
while this is less than the recond totals in the last
twa years, when Channel 4 drew oaits reserves

ta boost investment, 2018' figure - setata

level to enzure afinancial surplus this year - is

=il EX higher than that in 2013 and exceeds

every earber year in the broadcaster's histary.

Inwestment on the main channel - which sttracts the
baggestavdiences and correspandingly accounts far
I:h?.:rge majority of Channel E aﬂ%ed cantent
Eadget [51% of the totalin 2008) - was maintained
thisyear: expenditure was £445 milion, an increass
of E1million. £221 million of this total was spem

on Mews, Curent Affairs, Education programming,
Camedy, Drama series and single dramas {including
Film& productions), Arts and Religian [this sum
doesnct include the full range of programming
gentese.g Factual ar Sport, where Channel 4

also delivers impaortant public service content).

Beyond the main channel, £23 million was spem
on original content for the digital chamnels, and

a further £5 milion on digital media content
[mchuding websites and cross-platform content).
with core chanmnel investment halding steady,
reductians ininvestment this year fell primaily on
these digital sersces. Overall, criginated content
spend was down by £21millian, a 4% drop.

Spend across the Chanmel 4 network on

ariginated content {Em)

Totsl
xma 3 439
o7 10 30

BN Charnal & inaischeneel} W Digital TV chasnals
W Dagital mads (axcledng main chan rall

Sonca: Chasnal 4



Metrics
(continued)

Innovation through content

Metrics
(continued)

Innovation through content

8.0hrs

of first-run
ariginations every
day an average
across the Channel 4
porifolio

Down 6%
o last year

Originated eutput across Channel 4
TV portfolio

In 201E, Channe| 4 broadcast an average of B0
howrs of new commissioned programmes [i.e. first-
run ariginations) every day across the main channel,
E4, Mared and Filmd. The mam channel accounted
for 7.2 af these daily hours (305X af the total), with
the ather 0.8 howrs on the digital channels.

The volume of first-run originations across the

T postfolio fell by 6% in 2018, with hours an the
main channel doswn by 4% and thase on the digital
chansels down by 26%. These figures correspond
closely to the comesponding declines in coiginated
content imeestment {see Investment in onginated
coatent’ on p105), and reflect Channel 45 prodent
strategy, against a kackground of econamic
uncertainty, bo achizve a financal sumplus,

averape daily hours of first-ren originations.
across the Channel 4 TV portfolic

- [T

B Charmal 4 W Digital chanealz

Source: Channal 4

2,900hrs

of first-run
ariginations across
the portfolio

Down 7%
an last year

Volume of first-run eriginatiens

by genre

Channel 4 beoadcast 2, 900 hours of frst-non
oeiginaied programming acrass its TV portfalio
[main channel and digital channels) in 2018. The
three higgest genres were Fachoal (1,340 howrs of
first-rum ceiginations), Entertainment (462 hours)
and Sport (406 hows) - these genres together
accounted for 76% of todal howrs. There was a 7%
fall in the todal volume of first-run originations
thisyear, equivalent ta 203 haurs, This dedine
reflects the fall in originated content investment
this year that fofiows two years when Channel 4
direw an is reserves to boast investment.

The decline in the total volume of first-nan
caiginations may be fully accounted for by a similar
decline, of 205 hours, in Factual programming
[13% down year-on-year, Amongst the highest-
valume changes, there were fewer hours this year
of Come Dine With Me, while other Daytime senes
such as My Kitchen Bwles and French Connection
did mct return. Beyond Factual, there was a furthes
rebalancing of output across the schedules. In

the big three genres, thene was also a significant
decline, of 30 hours, in Enferiainment programming
[a 16°% Fal); again, the biggest changes were in
Daytime, with fewes howrs of Fiftesn To One and
series such as Cheap Cheap Cheap not returning
this year. Much of this was ofiset by a lange ncreass
in Spart pragramming this year, with 52 additicnal
hours [a20% rise), primarily due ta coverage of
the P'I:m-:ngchmg:'mB winter Paralympic Gomes
and the Furopenn Rughy Chompions Cup.

Inthe rest of the schedule, another four genres
expenienced year-on-year changes in investment
in excess af 10%, all of whach were noreases.

The valume of Comedy programming rese by 12
hours 8 55% rise], with the new Comedy strategy
delivering an expanded slate [see *Investment
inall content’ an p108). There was an additicnal
eight hows of Education programmes ja 23%

rize] and three additional hours of programmes
for Older Children (2 137% riss] - again, ses
"Imvestment in all conbent” for key programming
changes in these genres. Film rose by five hours
[an B3% jump), &5 s first-run Film4 Productons
ware premiered in 2018 compared to thres in
2077 these included Sarah Gavron's suffrogette,
Andrew Haigh's 45 Years and Ben Wheatley's Free
Fire. In the geswes with smaller changes, Current
Affairs programming was up by 5%, the volume of
Nerws beld steady and Drama was down by 7X.

Hours of first-run originations shown across the:

Chamnel 4 portfolic by genre
Film I 1z
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Metrics Metrics
(continued) (continued)

Innovation through content Innovation through diversity

Meeting Channel 4's licence obligations £440 Broadcasters' investment in the Expenditure by public service broadcasters on
Camplance m production sector first-run extemnal commis siors (Em)
Totsl
Aveinge hours per wesk i i investment in first- Channel 4 isunique amongst the main public @@=
Hews In peak-ime (&-10.30pm) 4 4 run external UK service broadcasters in that it has na in-howse 7018 maa &8
- commissicns on the production base of any kind, and is therefore
‘Current Affairs Overall 4 L] main channel in 2018 required ta scurce 100% of it s original p-nnfmmmhg 2017 m 56 494
in peak-fime (510 30pm) 3 3 froem extemnal suppliers. An intrinsc part
i e Equal Channel s model, this ensures that itsivestment 8 Mainctancal B Digealchaenals
HoUrs per pear schools 1 I qU in content provides maximem benefit o the Vs [P —
with last year independent production sector. in 3018, Channel 4
Percentage spent £440 million on first-run coginations from
P N external supphes for the main channel. £7% of
Drigination productian_ overall G o3 this total was spent on qualifying independent
In peak-time (§-10.30pm} T a1 production companies. There was ancthes
- £38 millicn of investment oo the digital TV channels,
Independent production 5 43 taking Channel &' total swestment in first-run
E independent products 10 28 coiginations from extesnal suppliers across its TV
LTpeAn InCRpenEeTt productien partfalic to £478 million. This total is down on the
Eusrogean arigin 50 m correspanding figures i the last bwo years, when
- - Channel 4 dre'w on its reserves o boast investment.
Subtitling for the deaf and hard of hearing 30 o] on B mmain channel, spend was protected snd
- - equal with kast year. Investment oo the digital
Audic descriptian 1 il chanmels fell further, by 3T, resulting in an overall
Signing 5 3 decline in spend across the TV portiolio of 4%.
Regional production =5 43 Campared to cther broadcasters, Channel 4 plays
- a disproportionately importamt role in supporting
Regicnal hours Ex e the mdependent production sectar. Cross-industry
P . data published in earlies years by Olcom showed
Production in the Natians 3 8 that Channel 4 consistently spends more on first-
Nations howrs 3 W run =xtesmal commissans than any of the ather main

public service broadcasters. Equivalant expendibure
data was nod available for cther channe|s this year
Froen Odcoen ftheir most recent data, for 2016, was
repaorted in Channel 2% [ast Annual Beport).




Metrics
(continued)

Innovation through diversity

Metrics
(continued)

Innovation through diversity

274

companies working
with Channel 4
portfolio across TV,
film and digital media
in 2018 of which 154
wera indepandent
T production
companies

Down 11%
on last year

Diversity of supply base

Channel 4 punches shove its weight in tesms of the
number af independant T\rﬁn-duﬂim companies
thiat it works with. In 2017, the most recent year that
compasative TV industry data is available, Channel 4
warked with 171 independent TV production

com pamies. Only the BRC - whose TV portickia
coatent bodget [£1.46 billicn in 2017-18, accoading
tavits Anmual Plan) is mere than double that of
Chamnel 4 - worksd with more companéss (235 in
tatal). Channel 4 also worked with significantly more
com pamnies than 1TV, which also has a much las
content budget than Channel 488 companies).

According 1o Channed 4°s most recent data,

for 2018, a todal of 274 companies supplied

the TV, film and digital media contest that it
commissioned. In TV, this included 154 independent
production companies (2017: 171 companies,

as compared 1o other broadcasters above). &
further 44 non-independent producers gave

a total of 198 programme suppiars. Incthes

media, there were 26 online suppliers and 58 fiftm
com pamies [some suppliers worked acoss TV,

film and enline). Across all types of content, 34
Coam pamnies wene new supplers to Channe| 4.

Looking at year-on-year changes, the principal
d-iv:rn:'us 3h'el= shift {EMI 25 :E:t:n' b\:?in-:l.ll:um
acquiring long-form third-party cantend, rather than
commissioning criginal shart-form content., Chanesel
45 anline supgliers declined from 84 suppliers in
2017 to 386 suppliers in 7018, TV supphers alza fell
shightly across the year (from 212 to 158, dawn ™%
year-on-year) and film suppSers reduced from 71 ta
E8 jdawn 4% year-cn-year). Thers was also a decline
in the nuember of new supplers (29% down), which

iz also largely attributable bo the shift in our online
strategy. When duplicates are remowed {suppliers
warking across more than one media), the tatal
number af companies worked with in 2018 was 274,

Mumber of independent TV production
companies supplying the PSBs

sacportioso [T

Iy partiolio m

Channel 4
portiolio

Fiwe na

10%

of first-run ariginated
programme hours

Down 2pts
on last year

[ | Ecar |l

Sourca: Channal 4, Brosdcaat 10%har channalal, 7118 dalanct
wvalalbe for olbar PS5 B chmnnals

59%

of first-run originated
programme bours

Up 2pts

on last year

5]
45%
aof the valse of first-
run caiginations

Equal

with Last year

Investment in the Mations and Regions
(main channel}

Ini 201B, Chanmnel & reached its highest ever level of
imvestiment in the Nations and Regions inwolume
terms. It sourced a record 59% of the howrs of
first-run coiginated programmes on its main channel
freen suppliers based cutside Londea, Un twe
percentage points on the 2017 level, thisis the
fourth consecutive year that this figuee has risen.
The proportion of programming from supplers in
the Mations and Regions is now eight percentage
paints higher than it was in 2014, This perfoemance
iz strikingly different froen that in the first 30 years of
Channel 4's history: vp until 2013, the proportion of
owi-ol-Lomdon supplers had never reached S0%.

Tuming to spend, 45% of Channel 4% expenditure
om first-run oiginated programming on the main
chanme| was on pragrammes from supplers outside
London, After twe previcus years of increases, this
figuee held steady in 2018, matching the 2017 kevel,

Ecth of these figures sxceed by a significant
margin the 35% licence quotas set by Ofcom.

Propartion of first-renoriginated owtput
and spend on Channel 4 which is made
outside London

Walume af
autput (howrs)

| 5%
35%

mvesmencn [

autput (£m)
%

35%

Hame BT  — Owols

Soanon: Chonral 4

=]
8%
of the valse of first-
mun corigirations

Down 1pt
on last year

Investment in the Mations

[main channel}

In 2018, Channel £'s commissions in the Nations
represented just over W% of todal hours. of frst-ren
oei ginated programming an the main channel. while
this tatal fell by two percentage points year-on-
year, it is still ahowve the 2%-5% range achieved
oer the preceding decade [2007-2008) 1 alza
exceeds not cnly the current 2% licence quota st
by Dfciom but alsa the increased 3% quota which
coames inko effect in 2000. Looking at the indwidual
Haticns, Scofland sccounted foe 4.8% of the total
thisyear, Wales 4.2% and Mosthem Ireland 1.1%.

In spend tesms, the Nations represented almost
E% of the total badget foe first-run criginated
programmes on the main channed [with 2.2°% spemt
in Scodlard, 3.4% in Wales and L% in Northern
Irelamd). While this is one percentage point

darwn year-on-year, it remains at the top end of
the 2%-8% range achieved aver the peeceding
decade. Again, it exceeds Ofcom’s owrent 3%
licence quoda and is just one pescentage point
shiort of the wpooming 5% quota for 2000

Cammissices from the Maticns provided 238 hours
of first-run programming an the main channel in
2018, 20% down year-on-year. This decline was
diriven primarily by cuts in Daytime which affected
Soottish commissions: volume was 47% down,
dropging 1o 113 haurs (2017: 714 hours), and spend
fell by 52%, from £27.4 million to £13.3 million.
These were fewes howrs of Fiftess To One and some
shows, e.f. Best Of Both Worids and (in peak-time)
Edkzn, did not retumn. Beductions in Scotland wene
partly affset by increases elsewhere. In'Wales,

the wolume of programme commissicns rose by
5T% to 100 hours [2O7: 86 hours), while fofal
imeestment rose by 53%, to £13.8 million (2017
£5 million), boosted by this year's r Covesage,
more episcdes of ExE.n: c’l;ke H‘nﬂnd ":E:
drama Kiri. In Morthern Irzland, wolume was wp

by 40% 10 2% hours (2017: 18 houvs), while total
imeestment more than dowbled, rising by 107% i
£4.3 milkan [H17: £2.1 million), with new sernes
My Family Secrets Revealed and Derry Girls.

Proportion of first-ren originated owtput and
spend on Channel 4 which is made outside

ofEngland

outside of
England output
{houwrs)

Er]

Cutside of
England output
(Em)

EEY

Wz Hon

Soartca: Cheenal 4
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Metrics
{continued)

Innovation through diversity

£186m

spent on production
campanies based
outside London

Down 1.5%
ar last year

£33m

spent an productian
companies in
the Mations

Down 16%
o last year

Spend by region across the Channel 4
TV portfolic

In 2B, Channezl 4 spant £188 million acrass

its TW peetfalio on content commissicned from
production companies based in the Maticns

and the English Regions. While this was 1.5%
down on last year's record figere (3 £3 million
drop), it is still kagher than in any year prior io

2017 and is £37 milion abave its 3015 kevel.

Expenditure on content from production companies
in the: Mations was £33 million this year, £8 million
bezloaw s 37 level (835 million). This decline was
diriven by & 48% year-cn-year decline in spend on
content from Scotland, which fell from £27.6 million
in 2017 ta £14.4 milion this year, primarily due to
cuts in Daytime {see previous metnc above). There
were substantial pescentage increases in spend in
the ather Mations. In Wabes, spend was up by 53%,
:qu'nmhnt 1o an additianal £4.8 million, taking
thisyears tatal 1o £12.8 million. Marthern Irzland
b=nefited from a TI0% increasein ;pend.ewh'u]:m
ta £2.3 million, giving a total spend of £4.4 million.
New programmes in the Nations this year incheded
Eme Helicopber Medics firom Scotland),
HH::E:F:% mdﬁ:}l Girls [Morthemn Ir:lu.n-t:lrgljI

Tuming to the English regions, Channel 47 TV
paortfolio spend mose far the third conseotive year,
ta €952 milliom. It increased by 5%, equivalent
ta £7 millicn, relative to 20075 £145 million
total. Major commissians from the English
Regions thisyear incloded The Greot British

Off (Sowth of England), Trovel Man [the
Midlands), and Cowntdown {North of England).
Afurther £1million was spent on multi-region
costent in 200, down from £8 millics in 20717,

Higbe: theos investment figures for the Mations
cover spend acoss the Channel 4 TV portioSa,
and diffier slightly from thase in the previows metric
[see abave], which relates 1o the main channel,

Percentape of Channel 4°c expenditure across
the TV chamnel portfelic outside London

by region (£m}

DO

B Norfho! England. W Wiclands 8 South of England
W Huiti-Nagion

Sourcn Chonrsal 4

Hations {Scofland, Wislex and
Horiham ralsnd)

Metrics
(continued)

Different voices

60hrs

of first=run
[FOgrammes covering
interraticnal topics
an Channel 4
fexcluding Mews)

and Trve Stones
across the portiolio

Down 20%
an last year

203hrs

of first-run Bzeaign
language cortent
across the portiolio

Equal

with Last year

Range of international programming
Channel 4's coverage of international themes
extends across all parts of the schedule, from the
maost vital geopalitical issues to lively avthared
explorations of different parts of the globe.
Excluding Channel 4 News, there were 840 hours of
first-run programme:s in 2018 with an imemational
theme on the main channel and in the dedicated
international documentary strand, Trve Stovies,
which runs acrass the main channel and Film4.
This was a reduction of 20% on last years H.l:
of 74 howrs {a reduction of 14 hoawrs).* The bulk of
this decline is dus to the dedision to discontinue
the True Stories strand, which accounted far 13
hours of the tatal in 2017, and just six houes in
2018 fa 13-hour dro r-on-year]. Exchudi
Trve Stovies, thens f:lr.:uﬁ-n hc-;::: of h'r:t—runnt
uiﬁ;ﬁnn: with an international theme this year,
=X s fewer than last year a fall of 3%}
A was the case last year, Cusrent Affars was the
biggest single genre in 2008, accounting for 35%
of totald first-run hours of naon-news imemational
Cgramming (2007: 20%) Pragrammes included the
oag-running Linreported Warld strand, along with
werful Digpatches films swch as Myanmar's Kl
Eicell'di, in wh?:ﬁseaci recordings provided ch'il:l:r:?:
of years of repression, violence and mass mundes
by thie Myanmar auharities; Russian Spy Assrssing:
The solisbery Attock, which explored potental
matives for the poisoning of former double agem
Sexgei Skripal; and The UN Sex Abuse Scandal, a
harrowing report looking &t continuing a tians af
seoval exploitation and abuse by UN peac pers.
Nerw series this year included timely looks inside
major institwtions in inside The Amerion
and Carry On Brossels, Filmed aver twa years, The
FEM Detectives was a hard-hitting examination of
femnale genital mutilation, which is still practised
in some comemunities in the UK de:ﬁibe being
bamned by the UN and Woeld Health OvganimEion.

The second higgest genre was Documentaries,
with 21% of the total [2017: 22%). Frogrammes
ranged from powerful seres such as Meet the Drug
Lords: Inside the Beal Norcos, in which ex-Special
Forces saldier Jasan Fou travelled throwgh Sowth
America revealing the brotal hidden woslds of the
deug cartels, to Bghter fare soch as Guy Martins
travvebogue Our Guy In Brssia. With 17% of the 1otal
[T 5K}, Factual Enterfainment was the thard
baggest genwe this year, which included Our Wildest
Dreams, which saw Brittish families starling over in
some of the furthest corners of the planet, and the
reburn of Richard Ayoade in Frovel Mon. In Religian
[7% of the total, level with 2007), Groyson Perry-
Rites of Prssage saw Gragson travel the waorld
explaring the rituals that govem the bigmoments
in aur Fwes. History programming this year (7%

of the tokal, down from 18% in 2017) comprised
Halocoust: The Revenge Plot, which told the
remarkablz story of a secret graup of Holocaus
wurvivors wha decided to avenge the Holocawst
by poisoning German cities” water supplies.

Genres covered by intematicnal-themed
originations on Chamnel 4 (main channel)
asa percentage of total first-rum howrs:

N
a? ‘ﬂ

Enferisinmant
Hotory W Enbgicn [l Dihar
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Metrics
(continued)

Different voices

Inaddition to these programmes, Channel 4%
acquired TV pragrammes and fims alscinclude &
divesse range af coatent from around the workd.
These include tie-ire with Walter Presents,
Channel 4's innovaltive on-demand service curating
the best foreign [anguage TV shows. This year, the
launch episodes of T series were premiered an the
main channel, with viewers being pointed to ARl 4 1o
walch the rest of the series. The most populas title
was Italian drama Moltese: The Mobio Detective,
the opening episode of which attracted 513,000

T viewers, & furthes eight sesies were shownin
their entivety an the main channel and Mare4, of
which the most popular, Swedish thriller Rebecka
Muortinsson: Archic Murders, awer 373, D00
viewers acrass seven episodes. Taken together,
the Walter Fresents-beanded foreign language
dramas shown an the main channel and Mored
reached 10.4 million peogle in 2018 jone million
monz than in 2077, :qu.:t"g Eo 17.7% ol the
population. Overall, there were 203 howrs of first-
run foeign [anguage TV shows and films across the
T postfolio. afber three years of significant rises,
this figuee held steady in 2018 (there was no change
in percentage terms, thaugh inabsclube terms it
fed] marginaly, by one hour). Qn the Filma channel,
a total of ™96 hours of films from outside the Uk
and US were shown in 2008 [this figere includes
first-runs and repeats, and films shown both in

the English language and in foreign languages).
This is a significant rise, of 14% (equivalent to 35
additional hours) relative 1o the 2077 figure.

* Mate: a change has been made this year to the
[genses shaown in the pie charts, o better reflect

the averall gznre mix and reduce the volome of
programming included in the “Other” category. The
iz charts for both 2017 and 2018 reflect this new
genee list. The 2017 data has also been restated:
for consistency, Trowel Mon is now counted

[in kath years) as Internaticnal programeming
[within the: Factual Entertainment genre)

Metrics
(continued)

Different voices

17?h Diversity sutput on the main channel
rs Az one part of Channel 4's goal 1o reflzct the
dreersity of the UK - which spans its entire cutput
=it broadcasts programmes whoze subject
matter specifically cowers diversity ssves. It
showed 360 hours of ariginated programmes

of first-run
ariginatiors covering
diversity issueson

the main channel o the main channel whose subject matter

covered diversity issues {relating 1o religion,
UP 3% mudticulturalizm, disabifty and smouality) in 2018,
o last year Of these originated hours, T/ were first-ron

programmes [the others being repeats), and 62 of
the%rr:i-run howrs related to programmes shown
in peai-time [i.e. between 6pm and 10.200m,
following Ofcom*s definition). HighBghts this
yearwere Channel &'s extensive coverage of the
P Chang 2078 Winter Porolympic Games
uﬁm Genderquoke season exploring gender
roles and identities. Other programmes included
Grayson Ferry- Bites of Possoge (Religon), Indion
Summer Schood imebcultwalism), |:||:_1:|u|ar series
The Last Legand The Undmtenbles idisability) and
nesw comedy drama The Bisexu [smouality).

The walume of first-run originations rose by 3% in
2018; athes than years which feature coverage of
Susnmer Faralgmpi: Games [i.e. M and 36,
thiswas the joint-highest level since Channel 4
began reporting this metric in 2008, The wolume
of all criginations was also up shghtly year-an-
year, by ¥%. However, fest-run onginations in
peak-lime were down in 2018, by 31%, in large
part because the bulk of the [ve coverage

the PyeangChong 2018 Winter Paralympic
Games took place outside peak hours.

Channel 4's impact on diversity includes far more

than the pmgran' me commissions cavered by these

figures. The broadcaster continuves to suppaort a

range of initiatiees that promete diversity. In 2018,

it anmounced a new strategy toembed inclusion
across the coganisation, creating more space
for diverse and under-represested woices on
screen, off soreen and in-house. Channel 4 also
cootiTmes o improes access 1o opportunity 1o

those with differemt bactgrounds via its C4 Fop Ups,

Froduction Training Scheme and Wark Experience

and Appeenticeship programmes. Aead mose abowt

Channel 4's work an diversiby on pages 70-77.

Total hours of programming cowvering diversity
izswes shown on the main channel (2018 with
trends relative to 2017)

AR up)

Sonca: Chasnal 4



Metrics
(continued)

Film

31%

from owtside the LS

Down 1pt
on last year

15%

from the UK

Down 2pts
on last year

Diversity of Film4 channel schedule
The Film4 channiel - which grew its share amongst
16-ta-24-year-olds this year — coatinued to
showcass adiverse and alternative range of flms
Iroem arcwnd the word i 2018, with a substantial
share of the schedule devated to non-Hallywood
studio tithes. British films - including ones that were
co-funded by Film& Productions - accounbed for
15% of total pﬂ:-framning hoursin the schedule.
Other non-US films made up a furthes 16% of the
schedule, meaning that a total of 31 of hours

of output were devabed to films from countries
oihes than the US. (Note that this figure includes
films that were co-productions betwesn the US
and other countries; in 2008, 6% of catput on the
chanse| comprised US/nan-185 co-productions,
ome percentage point mose than in 2017

Year-oo-year variations in these figures were small.
The tatal praportion of non-US films in the Filmd
channe| schedule fell by coe percentage point
thisyzar [2007: 22%), with a two percentags point
fallin the share of UK fms (2077 177%) partially
cifset by & cne percentage pointincreases in

thie share of other non-U5 films [2007: 15%).

2018 saw the retwm of the entire Stedio Ghibli
slate, introducing the animated classics toa

new generation. The films were available both

in much-loved dubbed form and in the original
Japaness language. This yeas, the season was
complemented by anew Ghibfictiegue podoast
series, produced by Litthe Dot Studios, that rose to
the top of &pple”s iTunes charts ffor Ants and Film &
T}, and was highly praised by listeners and critics
around the world. The Flma Channel marked the
100th anniversary af the suffragetie movement
with amanth-long, female-focused seasan
Phenomenal, which celebrated women in film, both
in frant of and behind the camera. This landmark
celebration culminated an International Women's
Daywith an all-fzmale film line-up, including

the acclaimed Film4 production Suffrogette.

Metrics

(continued)

News and Current Affairs

376

oam Hews
and Current Aftairs

programmes in
peak-time

Up3%

on last year

Commitment to leng-form jourmnalism
At atime when much of the news media focuses
oa snackable digests intended to ke consumed
quickly, Mews and Current Affairs programemes
with extended running times allaw topics to be
covered in greater depth, providing higher levels
of rigowr and analbysis. Channel 4 beleves this 1o
b especially waluahle in the context of growing
concerns abowt the bevels of trust in, and accueacy
of, news sources. This metric looks at long-farm
journafism in the News and Current Afiairs output
on the main PSE channels, defining ‘long-form’
ID!DIT-ﬂmmE as those nunning for at least 45 minutes
or Mews and 13 minwes for Current Affairs.

In 2018, Chanme| &'s main chanme| showed 378
long-form News and Cwrent Affairs programmes
in peak-time [betwesn Spm and 10.20pm, as
defined by Ofcoen). This is substantially mare

than the numbeer of kong-farm Mews and Current
Affairs programmes in peak-time on the other main
PSBchannels (220 programmes between them).
Mareoves, while the ather channels redwced their
coemmitment 1o lang-farm journalism in peak-

time, with a 19% year-an-year reduction in the
number af long-form Mews and Current Afiairs
programmes between them, the number of such
programmes on Channel 4 rase by 3% year-on-year,
making thiz year's figore the highest since 2012
[the oddest year using the current methododogy).

Some News and Current Affairs programmes

are broadeast lates in the evening (mast notably
Newsnight an EEC Twa, which usually begins at
10.30pm), 5o this metric also considers output
ower a longer period eachevening so that thess
programmes can be captured. Between 6.30pm

and midnight, Channel 4 showed 245 Song-form®
Nerws and Current Affairs programmes on its main
chanmel in 2018, This was also 3% higher than the
previous year's figore and the highest for Channel 4
since 2002, It was alsc considerabdy greater than
that far any of the cther main PSE channels, The
channel with the next highest number of fitles

was BEC Twa, with 312 ‘long-form® Mews and
Current Affairs programmes jonky 35 of which were
shown in peak-time], 123 fewer than Chanmz| 4,

Humber of long-form Mews programmes and
single story Current Affairs programmes witha
duration of at least 43 minutes and 13 minutes
respectively shown on the main channel
between 8pm and midnight

Totsl

BECOne 2018 199
234

BEC Two EjE]
7

I m2
124

Channel 4 448
43

Five 208 |5 3
X7 a Q

HE Paak-tra W Of-pant

Sourca: Chasnal 4, BAKE (othar chanma L)



Metrics
{continued)

Making an

Channel 4 is unique: it is a mass-
market TV channel that reaches large
avdiences whilst also appealing to
vnder-served groups that other public
service broadcasters ('PSBs’) struggle
to connect with. It does this with
alternative and distinctive content that
takes risks, challenges preconceptions
and inspires change. To measure
Channel 4's impact, we look at viewing
across different avdience groups as
well as the public value achieved by
delivering its remit.

eputational impact

Toassess its public value impact, Chanmel 4

tracks awdience perceptions of 12 reputational

statements linked to its public service remsit,

benchmarking the main channel against BEC

Ome, BBC Two, ITV and Chanmel 5. Channel 4
typically leads these other main PSE charnels by a significant
margin, so o provide additions] fgour in assessing performancs
on these statements, we look at annual varistions in the main
channel’s lends ower the other channels’ average scores.

Channel 4 continued to lead the other broadcasters on all 12
statements in 2018: the difierence compared to the average for
the other main PSE channels on individual statements ranged from
3 to 38 percentage points. The biggest leads were for ‘taking risks
with programmes that others wouldr™t" (33 percentage points),
“tackfing isswes other chanmels wouldn®t' (32 points) and “taking a
different approach to subjects compared to other channels” (27
points). Averaged across the 12 siatements, Channel 4's lead ower
the average for the other main PSB channels was 24 percantage

Impact

points this year. This is three percentage paints below the all-time
recoed of 27 points achieved in both of the last two years, when we
drew on our resarves to boost imvestmeant (leads on individusl
statements fell by batween rero and five percentage points
yoar-on-year). Honetheless, the average lead ower the other
channels remains in the middle of the 20-27 percentage point:
range achieved over the last decade {note that rot all sintements
were tracked in the earliest pears).

—
Matwithstanding continuing sudience fragmeantation in the UE
television market and a ssmmer in which the BEC and ITV received
a'World Cup boost, Channel 4's main chamnel held its share this
yaor, at 5.5%, and tokal portfolo viewing was only manginalby down
[hrupump-n-u] u‘ln.'!'.lpn‘l’.l"'lﬂ.uﬂ.'lhu:ili!l

als had a comk g share of 4.2% 2077 4.05%). E4's
dumlulhyo.!mpuﬂ:,ﬂrmﬁdmnpﬂnl
from Lowve islond and declining sudisnces for some long-rusning:
titles. #Music's share fiell by 0.1 parcentage point, while Film< and
Mored held steady.

Chamnel 4's TV portiolio was watched by 78.7% of all television
viewers every month on average in 2018, behind only the BEC and
ITV. The main F5Bs all suffered dedlimes in their reach this year, =x
viewing migrates towards other linear TV channels and video-on-
demand [Vol) services. With a fall of 2.7 percentage points,
Charnel 4 was worst hit, due in large part to the fact that it has by
far the highest proportion of young people in its sudience, whoare
the fastest adopters of VoD services.

Charnel 4 continued to outperfiorm other PSEs by engaging with
hard-to-reach sudiences in 2078, in particular young aduwlts and
blsck ard minority ethnic ['BAME’) growps. TV portfolio viewing
share smongst 16-34-year-olds wos 15.9%, making Charnel 4 the
only F5B to attract significantly greater viewing amongst this age
group than aonoss the general population. Channel 4”s portfolio
share smongst BAME ausdiences was 5.5%, meaning that they
represented a higher proportion of Channel 4's total sudience
than the comesponding proportion for the other PSBs. Viewing
share for both growps was slightly down in 2018, by 3% and 6%
respectively, in the latter case due in part to the absence of some
popular BAME-shewing titles this year.

Channel £'s News and Current Affairs output represents a vital
jpart of its remit delivery. In 2018, Channal 4 News was watched by
an average of 7.4 million paople each month, a figure that was
down 5% year-on-year after four years of relative stability. &
number of factors were at play: the dedine in overall reach of the
main channel, increased comgetition in the 7-Bpm weekday slot
from the ofher P5Es, Braxit fatigue {which also affected BEC Two's
Newsnight, the other madn in-depth news review programme), and
the migration of news consumption to digital and social media. in
response, Chonnel 4 News has actively grown its pressnce beyond
the main channek: its video views on YouTube in 2018 more than
doubled to 113 million, with 13-i0-34-year-olds sccownting for
64% of viewing to its YouTube page, while on Twitter Chanoel 4
News videos generated T18 million views, 30% up year-on-year.

Channel 4 does better than the other PSBs iin attracting young,
adults and BAME viewers 1o its news programmes. 18-34-year-
olds accounted for 127% of Chonnel 4 News viewing in 2018, well
above the corresponding shares, of 5%-5% of viewing, for the
nafional news programmes on the other main PSE channels.
Viawers from BAME groups represanted 157% of Chamoel 4 News
wiawing, the joint-second-highest fige since 2008, and agnin
ahead of the corresponding shares, of %-10%, for the other F5B
channels” news programmes. Year-on-year variations were
minimal: the proportion of viewing to Chonnel 4 News scoounted
fior by 165-to-34-year-olds fell by one percentage point, while the
proportion of BAME viewers held steady.

Amidst growing concems in sockety regarding the veradty of the
news that citizars are exposed to through digital and social media,
the main UK broadcasters’ impartial and authoritative news
sarvices ane more important than ever. Looking scross the main TV
news providers — the BEC, ITV, Channel 4, Channel 5.and sky -
Chonnel 4 News was the mast highly regarded when regular
wiewers ware asked if the news programmes they watch are
independent from the government and from the influence of big
Ibusinesses. While these broadcasters all registered substantial
increases this year in their scones, Channel 4 News” perceived
independence amongst its viewars was higher than that for the
other main broadcasters” news programmes amongst their
wiawers. Moreover, its own soores were at their highest ever levels
since these metrics wers first reporbed in 2008: 375 of regular
Channel 4 News viewars regarded it as being independent from
the government (the first time any broadcaster has sconed higher

than 20% on this metric since it was first reporting using the
currant methodology in 2009), snd 83% of regular viewers agreed
that it is independent from the inflsence of big businesses.

In Current Affairs, Channel 4 tracks five reputational statements
P5E channels in their programmees and strandsin this genre.
Dverall, Uoreported Worlkd and Dispotches were tied in joint
first place with the highest average scores across these
statements amongst the PSE channels in 2018. Unneported
World ranked first on thres of the five siatements - for “showing
stories about parts of the world you would ramly see on
[Eritish TV, “giving & voice to groups that anen’t always heard in
mainstresm media” and ‘making me see something in & different
light" — whille D¥spotches ranked in second plsce for four of

tthe: frve statements. ispoiches” average scorne across the fee
reputational statements rose by two percentage points year-
on-year, giving it its highest score since 2012, while Unnepornted
World"s average soore droppeed by one percentage point.

Online
As sudiences - especially younger demographics - consume TV
programimes ever more on demand, it is vital that Channel 4
evolves to meet this demand. Its dedicated All 4 app offers
h@-hmpmﬁumludd‘i-l-imm
and Exclusives ona wide range of PCs, smartphones, tablets,
games corsoles and conmected TVs. Ax part of its strategy to
encourage All 4 vsage whers possible - to ensure viewers have the
b-utpnniﬂ.umnm:umuhumnmmnuful
sizes — Channel 4 poimts website visitors towards the All $app
when they try to waich video content on mobile platforms.

lin 2018, Channel 4 attracied record levels of on-demand
wiawing: 515 million programme views were inifiated throsgh All
d-branded platforms. And it achieved its highest ever rates of
growth: programme views were up by 267, the highest growth in
percentage terms since 2000; while in absolute termes this year's
increase, of 188 million views, was the largest since Channel 4
bagan reporfing this metric in 2008. Across individual devices,
fconnected Tvs and straaming devices that pleg into Tvs).

Chamnel 4's performance was also very strong across its websites.
and apps. They attracted a total of 702 million visits in 2008, & new
record kevel. Visits rose by 195, the biggest annual percentags
morease since HE. And in absoluie terms, the sdditomsl

since Channel 4 beagan reporting this metric in 20M. Ereaking down
tthe two components of the total, visits to Channel 4s apps rose
|y B0% year-on-year, to 526 million, while visits to Channel 4's
wehsites fall by 6%, to 166 million, reflecting the stratagy to
direct mobile viewers to All 4 apps for video viewing. Overall,

app visits increased their share of total visits to all Channel 4's
wahsites and apps from T0% of the total in 3077 to T8 in 2008,

Avdience fesdback

[Each year, Chanmel 4 draws on feedback from a variety of sources:
iits Viewar Enquiries Cenrre, monitoning of social media traffic,
bespoke sudience research, and information provided by
registered online users, including the Core4 community. Its
audienca reseanch includes the “Buzz” metric, derived from a daily
sample of 3,000 people, which indicates which programmes:
people have talked abowt the most, face-to-face or on socisl
media. The aversge ‘Burz’ soore for the ten most talkesd-sbout
programimes this year was 56%. Cument Affairs programmes
accounted for two of the three most talked-sbout programmes
thiz year: Breostfeading Unoovered investigated why Britsin

has some of the worst breastfeeding rates in the world, and The
Reool Brexit Debote browght together four politicians shead of a
pariamentary vobe on the Prime Minister"s deal with Brussels
last December.
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Different voices

22pt

lead owver average
for other channels
for showing different
cultures and opinions

Down 2pts
on last year

Channel reputatiens — shows differant
kinds of cultures and opinions

Chaminel 4 maintained & :bnngcnuiutim as being
best for showing different kinds of cultures and
oginicns in ME. The main channe| was selecied

by 33% of all respondents, giving it a substantial 22
perczntage point lead aver the average for the other
main PSE channels, and a 18 percentage point lead
over the next highest-sooring channed, BEC One.

Channel 4's performance fell back a litthe relative
ta the best-aver scores achieved last year. All
three of the main scores - the proportion of
respondents s=lecting Channel 4, its lead aver
the avesage for the other main PSE channels
and its lead over the next highest-sconing
channel - fell by twe percentage points year-
co-year, but remained within a stable range.

Shows different kinds of cultures and opinicns.

Metrics
(continued)

Different voices
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23pt

lead ower average for
ather channels for
challenging prejudice

Down 3pts

on Last year

Channel reputations - challenges
prejudice

In 201E, 31% of respondents choss Channel 4°5
main channe| as the one they most associate
with challenging prejudics. Channel 4 had

a significant lead, of 23 percentage points,
cwver the average scare for the other main PSB
chanmels, while its lead ower the next highest
chanmel, BEC One, was 19 percentage paints.

After reachinga record high in the previows

two yeans, the proportion of people selecting
Chasinel 4 dropped by two percentage points
this year, remasning within a stable range.

while Channel 2's lead awer the seerage for the
othes main PSE chaninels, and its lead ower the
next ighest-sconng channel, both fell by three

percentage points, these leads remained within
the ranges achieved in the previows five years.

Challenpes prejuedice
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1

2%
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24pt

lead owver average
forother channels
for showing the
wirwpoints of
different minority
groups

Down 2pts
an last year

Channel reputations — shows the
viewpeints of minerity groupsin
society

Channel 4 gives awoice 1o diverse groups, induding
those that are often undes-represented on TV,

In 2018, 33% of viewers selected Channe| 45

main chanme| s being the best for showing the
viewpoints of minarity grouns in society. This

jgave Channel 4 a substantial 24 perceniage point
lead averthe average far the other channels, and

a 21 percentage point bead cver the next highest
chanmel, EEC One. Aftes achieving a joint-record
scare lastyear, Channel 4°s peripemance fell back
slightly in 2008 the proportion of people sslecting
the main channel, and its kead cver the next
highest F5E channel, both fell by ane percentage
paint, while its [ead aver the average af the ather
PSE channels fell by bwo percentage paints.

Channel 4 continued to significantly outperiom the
cther PSES for showing the viewpaints of individess|
minarity groups. The main channel was selected
31% of wiewers as beinﬁnz:t fior showing the
viewpoints of diffzrant ethnic growns inthe UK
[one percentage point down year-oo-year), giving
ita lead of 22 percentage points over the average
for the other main PS8 channels. 34% of viewers
thought Channel 4 was bestior showing the
viewpoints of lesbian, gay, bisexual umtransgender
pecple fagain down by one percentage point),
27 pesceniage poinis ahove the average of the
oiher PSE channels. And #3% of viewers thought
Channel 4 was best for showing the viewpoints of
disabled pecgle [down by twao percentage points),
[giving it a 21 percentage paint kead over the average
of the other PSB channels. While thess scones
fell slightly this year, all three remain withinthe
ranges achieved over the previous five years.

Shows the viewpoints of minority grovps
in society
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26pt
lead ower average
for ather channels

for allowing peaple
an alternative

paint of view

Down 4pts
an Last year

Channel reputations — heme for
alternative voices

With ever greater societal concemns that digital
and social media cause people to retreat into
“filter bubbles® that constrain the range of
viewpoinls and perspectives they encounter,
Channel 4 makes avital contribution to plurality
by providing & manstream platicm for albernatre
waices. In 2018, 34% of respondents selected
Channel 4's main channel as being the haome

for alternative voices. This gave Channel 4
substantial keads over both the average for the
cther main PSE channels jof 28 percentage points)
and the proportian szlecting the next highest
chanmel, Chamnel 5 jof 22 percentage points).

After achieving recard scares in the last two years,
Channel 4s performance on this metric fell back

in 2008, in part due bo recent Improvements by
Channel 5 as the next highest chasmel jalbsit

froem & very low base). The propartion of people
selecting Channel 4 fell by three percentage points,
while its |=sads aver the average for the other main
PSE channels and over the next highest-scoring
chanmel hoth fell by four percentage paints.

Challenges prejudice

ows [
I |
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%
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Distinctive approaches

Metrics
(continued)

Distinctive approaches

13pt

lead ower average

for ather channels
for making viewers
think in new and

different ways

Down 3pts
an last year

Channel reputations - makes me think
about things in new and different ways
In: 2018, 23% af respondants selected Chaneel 2's
main channel as besng best for making people

think about things in new and different ways. after
achieving its highest ever score an this metric

last year, the propartion choosing Channel 4 fell
back a Bttle this year, by two percentage paints.

Hanetheless, Channel 4 st had a seeable kead, of
13 percentage points, over the average for the cther
main PSE channels, whils its lead aver the next
highest channel, BEC One, was nine percentage
paoints. Compared 1o 2017, these twa beads fell
year-on-year, by theee percentage points and four
percentage points, respectively, bot remained
within the rangzs achieved over the last free years.

Makes me think sbout things innew and
different ways

xma =%

14%
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32pt

over awerage for
athar channels for
tackles isswes other
channels wouldnt

Down 3pts
on last year

Channel reputations - tackles issues
other channels wouldn't

In 2018, Channezl &'s main channe| was selected
by 41% af respondents as being best for tackling
isswes that other chanmels wouldn't. This b
scare is moee than thees times that |||:hie'.l=|:|a:\I:'gI
the next highest chanmel, Chasnel 5 jchosen by
13% of respandents), resulting ina 78 percentage
paoint lead for Channel 4's main channel. The
oiher main PSE channels were chosen by 5%

of people on average, giving Chamnel 4.2 22
percentage point lead aver this average.

while Channel £'s performance against this

metric fell back a little in 2018 - the proparticn
selecting Channel 4's main channel, and its

lead ower the next highest channel, each fell by
two perceniage paints, while its lead over the
average for the other main PSB channels was thres
percentage points dawn — this metric remains very
tramg: it 1= cne of two reputational slatements
forwhich Channel 2 has 8 soore abaove 40% and

a bead over ather channels i excess of 30%.

Tackles issves other channels wouldn't

x0ma

-
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3%

27pt

lead ower average
for ather channels
for taking a different
approach to
subjects compared
to other channels

Down 2pts
an last year

Channel reputations — takes a different
approach to subjects compared with
other channels

In 2018, 35% of people assocated Channel £°5
main channel, more than any of the other main
F5B channels, with taking a different approach o
subjects compared with other channels. This gave
Channel 4 a substantial lead, of 27 percentage
points, aver the sverage for the other main PSB
chanmels, and a bead of 73 percentage I:vaint:

ower the next highest channed, Channel 5.

After reaching record highs in 3017, Channel 25
soores on this metric fell back a litthe this year: the
propartion of prople selecting the main channed,
and its leads over the avesage fior the other main
PSBchannels and over the rext highest channal,
were all two percentage paints down year-on-year.
Nanetheless, Channel #°s perfoemance remains with
the range at which it has stabilised in recent years
following an earfer period of greater fluctwations.

Takes 2 different apprmach to subjects
compared with other channels
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144

New ar ane-off
programmes shown
on Channel 4
between Gpm

and midright

Down 24%
an last year

Hew and one-off programming

Channel 4's commitment to experimentation is
demonstrated in part by the number of new and
cae-off programmes that it offers. This metric
focuses on the number of such programmes in the
evening schedules, when audiences are at their
highest levels. In 2008, Channel 4 showed 144

new ared cne-off programmees oa the main channel
E=twesn Spm and midnight, mare than the cther
coemmercially-funded PSE chanmels, ITY (104
programmes) and Channel 5 (128 programmes). Of
the main PSE channels, anly the Boence-fee funded
BEC channels showed mare new and one-off
programmes (155 on BEC One and 198 on B2C Twa).

The number af new and one-off programmes in
the evening schedulzs on Channel £ fzll by 24%
year-on-year. The rediced content budget this
year meant that there were fewer commissions

in genesal, leading to fewer new dooomentary
series and a fallin the number of one-off Features.
In additsan, the 2018 schedule included a

raft of returning sesies that were successhlly
introduced |ast year, including Ackley Eridge,
Lega Masters and The Great Eritish Boke OFff.

Mumber of new and one—off proprammes shown
onthe main PSE channels between Spm
and midnight

BEC Ona

BEC Two

I

Channel 4

Five

HEZ0E N
Sourca: Attactionsl commizzicned by Chanml 4



Metrics
(continued)

Distinctive approaches

Metrics
(continued)

Film

Channel reputations - takes risks with
pragrammes that others wouldn't

Risk-taking Bes at the heart of Channel 4=
public remit, and its sucoess in delivering on this

33pt

lzad ower avarage
for ather channels

for taking risks that component of its remit is reflected in its scores
athers wouldn'k when respondents are asked which channel is
=gt for taking risks with programmes that cthers
wouldn’t. In 2018, Channel 4°s main channel was
Down 5Pt5 selected by 42% of respondenits on this metric, its
o last year highes1 scone an any of the reputational statements.

This gawe Channel 4 substantial leads over ather
chanmels: its bead over the average of the othes
main F5E channels was 33 pencentage points,
whilz the main channz| was 26 percentage points
ahead af the next highest chanmel, Channel 5.

Channel 4's scomes on this metric fell back in 2018
the propostion of peaple selecting Channel 2's
main channzl, and its lead cver the next highest
chanmel, each fell by four percentage paints, while
its lead over the average for the othes main FSE
chanmels was five pescentage points down. This
five-point drog was the biggest decline across

all the reputational statements, in part reflecting
the huge baseline scores on this metric.

Takes risks with programmes that
others wouldn't
08 42%

15%

B Charmal 4 B Asmrsga lor othar main PSE charnels
(BEC Orn, BBC Twez, [T 1 mnd Freal
= Seors lor naxt bighar PSH chaeral

Sourcn: ipane MON] commizznead by Chanmal 4

Channel reputations - is experimental
Channel 4's commitmeznt to trying new things
drives its robe as Britain's creative greenhouse,

In 201E, 35% of respondents associated its main
chanmel, more than any other channel, with being

26pt

lzad ower average for
athar channels for

being experimenial experimental - making this ane of the highest-
scaring perfoaming reputational statements,

Down 3Pt5 This alsg resulbed in substantial leads over

on last year the ather channels: the proportion of pecple

choosing Channel & was 26 pescentage points
highes than the average for the ather main PS8
chanmels, while its lead over the next highest

chanmel, Chamnel 5, was 17 percentage paints.

Afterreachinga score last year that was just ane
percentage point shoet of its all-time high jof 36%

in 20413}, Channel 4°s performance on this metmc
fell back a Ettle in 2018, Falling by two percentage
peoinks year-ca-year. Its lead aver the average far the
other main PSE channels and over the next highest
chanmel both fell by three pescentage points.

Is experimental

e [
-«

HE

2007

|
i
1%

W Charmal & W Asursga for othar main PSE chanmaels
(BEC Dra, BBC Tes, [T 1 mnd Fral
= Scors for naxt highast #5 0 chanmal

Souroa: lpans HOAI commizzonaed by Chanral 4

Channel reputatiens - is best for
madern independent film

26pt

lead over average Channel 4 strengthened its reputation for
for ather channals showing modern independent films in 2018,
for being the 33% af respondents picked is main channel,
cver the other main PSE channels, as being
r;:;;:;ﬁ::“ best for modem independent film, up one

percentage point year-on-year. This was the
secontd-highest soose since Channel 2 began
Eq“:‘- r:p-urtin]#l':-n:tr'cin 2008, and just one paink

with Last year shoetof the all-teme record of 24% i 2013,

Channel 4's 26 percentage point lead over the
average for the ather masn PS8 channeds (level with
last year) was the joint-highest lead since 2008, It
alse had a substantial lead, of 24 percentage paints,
cver the next highest channed, Channel 5 jalsa
level with Last yean), Amoagst the top-rated flms
on Channel 4 this year, the premiere of Films
production Suffrapette in February, as part

of a season marking the 100th anniver sy of
Women's s.lf'ag:. attracted 1.E millicn viewers
and animpressive 9. 7% audience share.

Channel 4's performance against this metnc
continwed to be stable: annual wariations i
its scares and its leads aver other channels
have remained within the range of 21
percentage point for the last four years.

Is best for modem inde pendent film

xma

kY

o |
B
2%

N charmatd B Avassgefos othar rroin PS8 chanselx
(EEC Oma, BBC Tes, 1T 1m0 Freal
— Scora for neat highast #5080 chmanel

Sourca: |peca MOAI commizncned by Chanral 4



Metrics
{continued)

Factual

Metrics
(continued)

News and Current Affairs

20pt

lead ower average
for ather channels
for being the best
for documentaries
that present
alterrative views

Down 4pts
on last year

Channel reputations - is best for
decumentaries that present
alternative views

Channel 4 seeks to differemiate its documentany
peogramming from that of other beoadcasters
through its subject matter and approach, witha
particular focus on offering alternative viewpaints
less F':Eue nitty seen an television. In 2018, 33% of
respondents selecied s main channel as being
bexst for documentanies that present alternative
views. This gave Chanmel 4 a significant lead cver
the avesage for the other main PSE channels, of 20
percentage points, and its lead aver the next highest
channel, BEC Dne, was 14 percentage points.

While Channel 4's performance on this medric fell
back this year, its scores remained comparable
with those from the last five years. These were
also declines in Channel 45 lead over the
average for the other main PSB channels, by

four percentage paints, and in its lead over

the next highest chanmel, by theee percentage
paoints. its keads this year are at the bottom end
cf the ranges achieved since 2013 but are still
markediy higher than thass inearlies years.

15 best for documentaries that present
altemnative wiews

s [ Y

19%

2o [
I

13%

B Charneld B Axmisgs forothar main PSB.chamnels
(BIEC Dirm, BBC Taez, [T 1 mnd Freal
= Seoors for naxt bighart PSH chaemal

Souroa: lpaons MOA| commizzonaed by Chanral 4

1%

of viewers said that
Channel £'s Factual
programmes inspired
change in their lives

Up 6pts

on last year

Inspiring change through Factual
programming

Channel 4's Factual programming seeks to
inspire peaple to make changes in their lives and
encourages them to think about things in new and
different ways. Some programmes insgine aclive
engagement, e.g. by encowaging people to talk
ta athers aboat their subject matter, 1o seek cut
furthes information or - at their most engaging

= to actually try something new oo different.

In 201E, Channel 4's Factual slate was the most
inspiring since 7003, when this metric was first
reparted. T1% of viewers said that Channel 4"s
Factual programmes inspired them in one ar mone
ways. This was a significant rise, of s percent
p-ums. aver the Il:lﬂ; Figure: the biggest year- =
ca-year changes aver the last decads, The 2018
ligure was the secand-highest-ewer score far

this metric, behind oaly the 73% bevel achiewved in
2005, Moreower, the scores for all five individual
“inspiting change" statements rase in 2018,

by between three and four percentage points
each. This is only the second time in the [ast
decade that scores for all five statements have

risen [the previous occasion being in 2016), and
the increases are biggers this time (they ranged
from one to theee percentage paints in 2008).

The highest-scaring individeal programme scross all
the stabements this year, with a scone of 86%, was
How To Get Bt Rast, which helped viewers find the
perfect fitness regime. Top-scoring programmes on
indrsidual statements included Oid Prople’s Home
for 4 Year Gids [63% of viewers talked about the
programme to cther peaplz) and Are You Artistic?
[24% of people looked for farther information
elsewhere after watching this programme).

Percentage of viewers who said that
Channel 4"s Factual programmes inspired
change in their lives

Tasron-yasr changa

Up Bpts
Up 4pts
Up 4pts
Up 4pts
Up 4pts
Up 3pts

B ey imapiring charga sistamand i
H Hmnads ma Sinkabo fx zubject innew and SHemact worgs
[l Hmade maSinkabor chongng sonathing inmy csn e
| B g rawa oo i ferant afa r waiching
B talksd sbous tha prograrema {o othar paapin
1zoioad for Further nfor mation alsewtan o tor webching thin
programma

Sourma: lpaons MOA| commizzonaed by Chanral 4

Independence of TV news

At a time when citizens are increasingly concesmed
about the spread of ‘Fake news' and of the
veracity of the news that they are exposed 1o

in digital and zocial media, the impartial and
authoeitative news services provided by the main

9%

of Channel 4 News
wiwers regard it
to be independent

from gavemment UE broadcasters are more important than ever.

In 2018, the BEC, ITV, Channel 4, Channel 5 and
UF ?P'IS Sky all registered substantial increases in their
o last year soares for being indepandent from the government

and from the influence of big businesses. And,
withits highest ever scores on thess metrics,

Channed £ Mews was the most highly regarded
news provider averall across the two metrics.

A bwge 31% of regular viewersio Chomoel £

News regarded it as being independent from the
jgreeernment, This is the first time any broadcaster
has scored highes than 30% an this metric since it
wass first reported using the current methodobogy
in 20039. Channel 4's scove is seven percend
paints higher than its previows record score [B4%
in 20M and 2077). It is eight paroentage paints
more than the average for the other main news
programmes [those from the other public service
broadoasters and Sky Mews), and three perozntage
paints maore than the corresponding figure for

the next highesi-scoring news pragramme.

BEX of regular viewsrs to Chonnel 4 News agreed
that it is idependent from the influence of big
bugnesses. Again, this is arscord score for the
beoadicaster, a full ten perosntage points mone
than its previows high of TE% last year. it scored
five percentage points mose than the average for
the ather main rews programmes. With BB News
also experiencing & significant increase, the two
beoadicasters shared the join-highest score [sa
Channel 4 had a zero percentage point lead aver
the next highest-sconng news programm).

with greater sudience recogniticn of the value of
independent TV news, all broadcasters increased
their scoves this year, with a slight convergence in
their performance at this higher bkevel. 45 a result,
whilz Choanel 4 News' own scores increased
year-on-year by seven to ten percentage points
across the two metrics jas detaded abave], its
leads ower the other channels decined. For
independence from the govesneent, its lead over
the awerage for the other main news programmes
fell by ooe percentage point, and its lead aver
the niext highest-sconing news programms [(ITV
News in 2018 and 5 News in 2007) Fell by three
percentage points. For independence from the
influence of big businesses, Chaooel 4 News'
leads ower the average for the cther main news
programmes and over the next highest-scoring
news programme (BEC News in both years) fell
by fowr and six percent age paints res pectively.

After fowr years of consecutive growth, Chamoel 4
News' diewing share declined by 8% in 2018,

Percentage of regular viewers to TV news
programmes in 2018 who agree with the
following statements:

It iz indapan dandt rom
tha govarmmant asr-or-yass changa

zscnew: [

+2pt
TV Hews +1pt
Channel 4
Mews TPt
Five Hews +4pt
Sky Hews +Ept

It iz indagan dant rom

tha influsarca of big buzneas aar-on-yasr changa

BEC Mews =lGpt
TV Hews 23% [ ET
Channel 4 .

B8% !
Hews opt
Five News B2% +pt
syvee: [
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Metrics
(continued)

News and Current Affairs

44%

The average
programme
reputation statemsnt
for Dispatches

Up 2pts

o last year

44%

The average

programme
reputation statemsnt

foa Wnreported Word

Down 1pt

o last year

Programme reputation statements —
Current Affairs

Channel 4's schedules include twe loagstanding
Cunrent Affairs strands, Déspatches and Ueported
warld, These are differentiated from other public
service broadcasters” curnent affairs programmes
in tesms af their approach and subject matter:

in particular, their emphasis on investigative
jeunalsm, on d:'nllnng ng viewsrs b see things
differently, on givinga voice to those wha might not
otheswise be heard and jespecially in Unreported
Warld) on providing a window on the wider world.
One-how Cuwrrent Affairs specials allow Channel 4
tade 'w"'.-dep1h coyerage of important stories,

hes and Unreported World"s sirengths
|n 1 se areas ar e refected in five audience
repartational statements that assess perceptions
of cusrent affairs programming on the main PSE
chanmels, covering regular strands an these
chanmels as well as coe-ofis. in 3018, bath of
Channel 4's Current Afiairs strands scomed
highes oo average than any of the cosresponding
programmes and strands shown by the other PSBS.
unreparted Warkd and Dispatches were tied in first
place, with the joint highest awerage scores across
the five statements, of 43%.. These strands each
had three percantage point leads over the next-
highest-scoring programme or strand, BEC One's
Pancrmman [in third place with a 41% aveage scome).

Unreparted Warkd seored highe than any other
Curent Affairs programme or strand on three

of the five statements, for: “showing stories
abaut parts of the world youwould rarely see on
British Tv" {selected by 56% of respondents),
“givinga voeos to graups that aren™ always heard
in mainstream media® (47% of respondents),
and “making me see something in a differem
light= (4% of respandents). Its average scons
acrass the five reputational statements was

oo percentage point kower thanin 2007,

W hile not bkeading on any indvidual statement,
Dispatches performed the mest consistently across
them, ranking in second place for four of the five
statements: “uncowesing the truth” far which it was
selected by 346% of respondents), “oovering things i
great deptie (45°% ofr ﬁpmde nits), “making me see
samething ina different Sght™ and “showing storias
about parts of the warld yoowould rarely ses on
Eritish Tv" jbath 35% of respondents). Dispotches
mverage scone across the: five reputational
statements rose by two percentage points year-
oo-year, giving i its highest scone since 2012,

Frogranmna rapetation

Dispatches
Unreparted Warld
FPanorama

watchdog
Crimewatch

show

Unzivar tha tnek

watchdog
Dispatches

Fanorama

Crimewatch
Hoadshow

The Martin Lewis
Money Show

Covmra thinga in graal dapth

Fanorama

Dispatchas

Peston an Sunday
Mewsnight
Crimewatch
Boadshow

Grvaz mvoion & :llnlnl thot mran ™ alwayx bemrd n

]

Question Timea
Dispatches
watchdog

This Marning

Haxda nazan zzmathieg na ditteract ight

Unregeoried World
Dispatches

Panocrama

The Martin Lewis
Money Show

Exposure

Showa Sicriax aboaud
r.|r Erdizh TV

Unreparted wWarld
Dispatches

on Assignmeent
Panorama

N Chamaldshow W Otherbrosdcastnrs showa

This Morning
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Metrics
(continued)

Engaging the audience

18.7%

aof all TV viewers
reached ewery manith
across Chanrel 4's
W channels

Down 2.7pts

on last year

Audience reach

with mare than three-quarters of UK viewsrs
watching its T channels every month, Channel 4
remains the third-biggest UK broadcaster in terms
of audience reach, b-ifnd anly the BEC and ITV.

In 2018, 78.7% af individuals in homes witha Tv
walched Chanmel 2's Tw channels for at least 13
consecutive minetes each moath on average.

Az viewing migrates away from the traditional
broadcaslers towards ather Bnear TV channels

and video-cn-demand (Vo) services, the main
F5Hs all mdfered declines in their reach in 2018

[as thesy did in 2077). This year, Channel 2 was

warst hit, with a year-on-year decline in reach of

2.7 percentage points jequivatent toa 3% fall).
This is due in large part to the fact that, of all the
PSBs, Chansel 4 has by far the highest proportion
of young peapls in its sudience [see 'Share amang
hard-1o-reach audiences - ¥-34-year-aolds' on
p125), and young people are the fastest adopbers
of Wolb services, Across all Tv channels, total
viewing by 16-24-year-olds fell by 13% in 2082
compared 1o a fall of just 2% acress all individuals.
Turning to the individeal channels in the Channel 4
T poaticlio, reach for Channel 4's main channel was
T1.1%, while Channel 4°s digital Tv chanmels together
reached 55.E% of viewers (2007 58.7%). The main
chanmel experienced a year-on-year fall i reach

of 2.7 percentage points. The digital charmels a2
saw declnes in reach ranging from 0.4 pecentage
paints (SMusic) bo theee percentage paints (Mores).

average monthly reach of public service

broadcasters” TV portfolios
crannci+ [ EE
| =]

Hl:me ENzor

Sourca: BAED, =-nneta coramcuodve, seerage monthly rasch,
ull paopin

Percentape reach of individual TV channels in
Chanmnel 4 portfolio

Channel £

(masin channel)

=
mores  [EES
Filma

AMusic .u E%

.?.2:&

FECE Bt

Sourca: BAED, =-nneta coramcuodve, seerage monthly rasch,
sll panpin



Metrics
(continued)

Engaging the audience

TV viewing share
Channel 4 achieved a total viewing share of
10.7% across its TV channel portfolic in 2018.

10.2%

viewing share S
across the TV Vhewing a3 pescentage pontsin 3% fal)
channel portiolio T )
pa Impressively - in the face of growing competition
frcem digital TV channels and a summerin
Down 3% which the BEC and ITV received a Workd
o last year Cup boost - the: main channel held its share

this year: for the fifth consecutive year, it
attracted 5.9% of tatal Enear TV wiewing.

With viewing lewel on the: main channel, changes

in Chanmel 4's overall portfolio shane were driven
by the digital channels. These had a combined
share of 4.3% in 2018, 0.3 percentage points. down
year-on-year. The bulk of this fall can be attributed
ta E&, whose share fiell by 0.2 percentage points

ta L6%. Declines in viewing 1o some of its long-
running titles and intensified competitian from Love
Islond {ITV2) especially hit wiewing by its target
16-ta-34-year-old demographic [see ‘Most popular
chanme| for young viewers' an p138). Looking at

the ather individual channels, viewing to Filma
N.4%} and More [1T%) held steady in 2018, while
4AMusic’s share fell by 0.1 percentage paint 1o 0.7%.
The main channed accounted for SE%X of total
viewing to the Channel 2 TV portfolic in 208

[up From 56% in 2017)

Percentage reach of individual TV channels in
Channel 4 portfolic

Tokal

08 W2

Metrics
(continued)

Engaging the audience

06 T3
2ms LS
Ima 109
B Crurnal 4 jmaiechamnel B Digital chanrake
Soura: BARE
Viewing share of digital channelz asa
percentape of total TV viewing

Total
xma 1.6 1 1=y 0.2 4.3
2008 - - Ly 0.2 4.8
2ms 0.3 4.7
o4 4 1.5 |k a0

Hea Eeorsd B rimd Abduic/ Tha Hitx

Soaren: BARE

On-demand viewing

In 2018, Channel 2 schieved recoed levels of on-
d=mand viewing and its highest ever rates of growth
in this metric. The number of pragramme views
initiated thwough All £ -branded platforms fwhich
include PCs, smartphones, tablets, games consales
and connecied TVs) rase by 26% 1o anew highof
5% millicn. This strong performance is impertant
a5 audiences - especially younger demagraphics

- are consuming TV rogrammes ever mose via on-
demand services, and it is vital that Channel 2% own
servioes continue 1o evobe to meet this demand.
And it is especially inpressive, as the inorease in
oa-demand programene views is the highest year-
oa-year rabe of grawth in pescentage terms since
2010; while in absodube terms, this year's increass,
cf 188 milian views, is the kargest annwal riss since
Channel 4 b=gan reporting this metricin 2008,

The strongest growth this year was an *Big Screen”
devices, i.e. connected Tvs and streaming devices
that plug into Ts, with viewing up by almost S04
There was also strang growth on mohbile platforms.

915m

PrOgramme views
initiated on demand

Up26%

on last year

on-demand viewing imillion}

Share among hard-te-reach avdiences
- BAME

Az part of Channel 4's remit to make programmes
that appesal to people from diffierent cultural
backgrounds, it s especally important foe

the broadcaster bo attract ethnic mincority

9.5%

particlic viewing
share amangst
BAME audiences

audiences. While the PSEx all typically have
Down 6% lower viewing shares amongst BAME audiences
on last year than white audsences, Channel & sirives to

make this differential as small as possile.

In 2018, Chanmel £'s TV porticlio enjoyed a 5.5%
viewing share amoagst BAME sudiznces. Relative
to ke 10.3% portfcSa wiewing share amangst white
audiences, the wiewing share differential between
E&ME and white audienoss was 8%. By cantrast,
the BEC and 1TV had much higher viewing share
differantials betwesn BAME and white viewers, of
22% and 5% respectively. Channel 55 viewin
share difierential, of 10%, was closes to, but still
higher than, Channel 4's. Overall, as in recent
years, BAME andiences represented a higher
propartian of Channel 4°s total avdience than
they did the total avdience of the other PSES.

Channel 4's TV portfolio viewing share amongst
EAME audiences fell by 0.5 pescentage points
year-on-year [equivalent fo a 8% decline). 1ts 8%
differential in 2018 was bigger than [ast year's
[when it was 5%), due in part to the shsence

from the: 2018 schedules of some popular BAME-
stewing titles such as Child Genius. Nonetheless,
the diffesential remains within the range of

3% to T achieved over the last decade.

Public service broadcasters” partfolio viewing
shares amongst white and BAME avdiences

as a percentage of total TV wiewing by those:
audiences [2018]

BEC 24.4

v

Channel 4 E

Oither 427
broadcasters

W BAHE W Whils
Soca: BARD

o7 T

Soanon: Chonral 4
Mot 3077 pricr pasr comparison kas baen meistad. Pesss see
oelne mathodolegy for terthar detmils

Share among hard-to-reach avdiences
-16-34-year-alds

Channel 4's TV channels conlinue 1o atiract

a disproportionately largs share of vi:w"i
amongst hard-ta-reach 16-to-34-year-olds.

In 2018, Chanme| £'s viewing share amongst

15.9%

partiolio viewing
share amangst
16-34-year-nlds

thizage group was 13.9% acress s TV channel
Down 3% partfalic. This represanted a small decrease,
on last year of 0.5 peroentage points, relative bo the 2007

share ja 3% fall in percentage terms).

Channel 4's viewing share amongst 16-to-34-
year-olds was 56% higher than its corresponding
all-audience share in 2018, making it the anly F5E
toattract significantly greater viewing amongst
thiz age group than acress the general populaticn.
Ey contrast, the BEC'S 16-34-year-old share was a
substantial 31% bess than its all-audience portfolio
share, highlighting its disproportionate appeal to
cider sudiences. ITV and Channel 5 both had small
viewing share differentials between all sudiences
and those aged 16-34, within the range =3%.

Channel 4's relative appeal to young audiences
was siable in 2008: the 56% differential between
16-34-year-ckds ard all avdiences was the

same as last year, and indeed has bean at the
same level for four of the last fwe years.

Public service broadcasters” portfolic viewing
shares amongst 18-34 -year-olds and all
audiences as a peroentape of total TV wiewing
by those avdiences {2018)

BEC

v

Channel 4

Five

Eﬂ !
iv

Crther
broadcasters

H N '-34-puar-okdz [l 0 AN

Sourca: BARE



Metrics
(continued)

Engaging the audience

4.8%

viewing share
for B4 amongst
16-3d-year-olds

Down 9%
on last year

Maost popular channel for young
viewers

Ini 201E, B4's viewing share amongst 16-ta-34-
year-olds was 4.8%. It continued 1o be the second
most-walched digital TV channel i the UK for this
audience, behind only ITV2: and the fifth most
papular TV channel overall, abead of two of the
main FSE channels, EEC Two and Channel 5.

Key successes on B4 this year included criginaticns
such as Cefebs Go Doting aswell as the launch of US
sanes Sheldon. However, overall E4's Wi-to-
A4-year-old viewing share fell by 9% year-on -year,
dwe to a combination of Factars, incheding declining
ratings for some [ong-running tithes and strang
compedition in the sumemer from the Woedd Cup and
1TV s Lowe fslond. In addition, Sky's recrganisatian
cf channels in its electronic programme guidse,

with +1 channels moving intc a new Block, hada
negative impact on viewing to E4+1in Shy homes.
Channel 45 main channel enj anciher
dispropartionately strong performance amongst
16-32-year-olds in 20B. Its viewing shane amongs1
this age group held steady a1 7.5% {the same leve

as in 207}, ensuring that it remained the third most
popular TV channel, bekhind cnly ITV and BBC Oine.

Viewing share for the top 10 channels amonpst
16-24-year-olds as a percentage of total
wiewing by this age group

Yaar-on-yasr changa

Metrics

(continued)

Engaging the audience

e

Iyl

BEC Ona 2%
Chanrel 4 Level
2 +10%
E4 -3°%
Five -
BEC Two -2
CBeehies 2% -8%
sky1 .1 TH 2%
Camed .

Central 1.9% 17
Souon: BARD

12%

of viewing to
Chomnel 4 News
programmes on the
main channelin 2me
accounted for by
wiewers aged 16-34

Down 1pt
on last year

15%

Charnel 4 News
programmes on
the masin channelin
2018 acoounted for
by BAME viewars

Equal

with Last year

Viewing to national news

Channel 4 News has a particularky strong

appeal to young and BAME audiences. In

2018, 18-1o-24-year-chds accounted for 127%

cf viewing 1o this programme, well abawve the
corespanding 6%-3% prafile of the national news
peogrammes on the ather main PSE channels.

Channel 4 News' appeal iseven mere marked
for BAME uudienl:es,'w-u renresented 19X

of its total viewing in 20ME. This was the joint-
second -highest higure since 2005, and broadly
in line wiith this growp’s representation in the

UK populaticn (estimated to ke arcund 12-
14%). By cantrast, the cther main PSE channels
news programmes had a smalier profile of
BAME viewing in the range S%-10%.
Year-on-year variations in this metric were
minimal. The proportion of viewing bo Choanel 2
News accounted for by 16-to-24-year-alds

fell by ooe percentage pointin 2018, while the
proportion of BAME viewers held steady.

Percentape of viewing to national news
programmes on the main P58 channels in
2018 accounted for by 18-34-year-olds and
BAME viewers

Viewarzs agnd 16-34 Yaar-on-yasr changa

BEC One -Ipt
BEC Two -2pt
my1 Level

hannel ot

e Y o

BAME v awar

BEC One - Leved
BEC Two +3pt
m1 +ipt
Channel 4 Level
= ot
Seanren: BARE

7.4m

pecple watched
Chonnel 4 News
each marth

Down 9%
on last year

Reach of Channel 4 News

In 2018, an average of 7.4 millicn watched Channel £
News fior at least 15 consacutive minutes each
month. This figure was down by 3% year-an-

year. In berms of share of TV viewing, Chonnel 4
News' periormance also fiell in 2018, by 8%.

These declines follow four years of relatie
stahility, when annual fluctuations in reach were
small, and share of TV wiewing rase each year. &
number af factars contributed ta the declines
thisyear. First, averall reach to the main channel
was down, resulting in fewer viewess watching
Channel 4 overall [see *Audience Resch” on p133).
Second, there was increased competition in the
7-Bpmweekday slot from the other P5Es, bothin
jgeneral (increased viewing bo the soaps) andin
News specifically the launch of Boyond 100 Days
on BAC Four has proved successhl), Third, Brexit
fatigue has disproportionately affected viewing to
the main two in-depth news review programmees,
Channel £ News and the BBC's Newsnight (whaose
share fell by T%). And fowrth, news contsnues o be
consumed increasingly on digital and social media.

In response bo this last Factor, Chonoel 4 News
has actively grown its presence beyond the

main channel in recent years. 11s video views an
YowTube in 2018 mare than dowbled to 113 million.
Young peopks aged 12 to 34 accounted for
almast two-thirds (54%) of viewing to Channel 4
News' YouTube page. Meanwhile, Chomnel £
News videos generated anather 113 millian

views on Twither, 25°% up year-on-year.

Channel 4 has put in phace further initiatives

to address thess trends in 20015, As part of

the broadcaster's relocation plars, a majos

new Channel 4 News hub will be established

in Leeds, with the capahility to co-anchor the
programme from the new studio, providing a
stronger regional vaice that should strengthen the
programme. Channel 4 has also announced a new
parinership with Facehook to produce Lincoswered,
aweelkly news show for Facshook Walch,



Metrics
(continued)

Engaging the audience

Metrics
{continued)

Engaging the audience

17 t Channel reputaticns - catering for
p avdiences other channels don't cater
lead ower average for

for other channels In 2018, 7% of respondents selected Channel 45
for catering for main channzl as being best far catering for
audiences that audiznces ather channels don't cater boe

ather channels This gave Channel 4a 17 percentage point

lead owver the average of the other main PSB
chanmels, and a nine percentage point bead
over the next highest channed (Channel 5).

dan’t cater far

Down dpts

on last year channel 4's perfarmance on this metric fell back

this year. While the proporion of people selecting
the main channel, and its lead over the average of
the ather main PSE chanmels, were both down by
four percentage paints, fs 2018 scores remained
within the ranges achieved aver the previows five
ars [2T%-30% and 17-22 parcenta ints
lr::uecl'vzlyj, and ahead oﬁie ::n'E: J:".'::::hle five:
years prior to 2013, when the creative renewal
began (21%-26% and 10-15 percentage points
respectivelyl Channed 475 bead cover the next highest
chansel fell furthes in 2008, by five percentage
paoints, largely due 1o Channe! 5 stengthening
its reputation on this metric.

Caters for audiences other channels don't
caterfior

e [ P

8%

o [ Y
|

1

B charmatid4 W Axmraga for ottar main PSE chamsla
(BEC Dine, BBC Twsz, ITW 1 mnd Freal
= Scors ot naat bighast FSH chanmal
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702m

tatal visits to
Channel £'s
websites, mobile
sites and apps

Up19%

on last year

Total visits to Channel 4°s websites and

apps
Channel 4 continued to genesate significant growth
in consumgtion of its content in digital mediain
2018, s wehsites and apps atiracted a total of
702 milon visits this year, a new recond bevel,
thanks to impressive growth rates. This year's
figpwre: is 19% mare than that for 2007, the biggest
unnl.u.lp!r:!ntag! increase in visits since 2012, The
equivalent increass inabsobebe terms - of T4 million
visits, relative to last year's figere of SBB million - is,
alarge margin, the biggest annwal growth since
?unnelied- b-:]En 'enc-rt;%!thi: rrer'il?:r'": L

In 2018, Chanme| 4 continued 1o encoe uss

of its dedicated All 4 app - which is available an a
wide range of smartphanes, tablets and connecied
s - bo enzure viewers have the best I:uis'ule
Experience viewing content. As part of this strategy,
websibe visitors are pointed towards the A4 apn
when they Ery bo watch video conbent an mohile
platicems. As a result, visits 1o Channel 45 websites
contimued to fall this year, although the 6% decline
wass the smallest decline in the last five years. And

it was mone than offset by a 30% rise in wisits to
Channel 4's appes this year. As an indication of the
owesall impact of the strategy to migrate viewsrs

of video content to its apps, Channel 4's apps
accounbed for 8% of total visits toall Channel £'s
webgites and apps in 2018, up from 70X in 2017

Total annual visits to Chanmel 4's websites
and apps imillion)

Toisl
xS -

207 T am 2 =]
W Wabtcitazand mobimztaz [l Appx

Sonca: Chasnal 4
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56%

awerage ‘Buz’ score
for Chanrel 4's ten
most talked about
programmes

Down 4%
on last year

Preducing talked about TV

Channel 4 aims to make an impact in part by

B Ing Wiewers, Fspinng comersations and
:li'rn.l:l:g]d!bube - Dnvm the ‘real” world and
on social media (Facebook, Twitter, etc). ‘Buzr
scores are a research tool that assesses audience
reacticns 1o Channel 4% programmes theougha
daily survey that tracks the propartion of fls viewers
wha said they talked about programenes that they
walched, oe commenged on them on social medsa.
Ini 2B, the average ‘Buzz” score for the ten most
talkzd-shout programmes across Channed 275 TV
paortiolio was 5% jdown four percentage points
o the correspanding 2077 figuee of 607%).

The most talked -abowt programme of the year was
Bregstfesding Uncovered, a Dispatches episcde
that explored the scientific benefits of breast milk
and investigated why Eritain has some of the worst
beeastferding rates n the world. Theg!?ammr
was transmitted during World Breastfzeding
week, and was suppoeted by chavities such as
Uniced. Current &ffairs programmes accounted for
two of the three most talked-shout programmes
cf the year, the cther coe being The Reol Brexit
Debete: aftes Theresa May and Jesesmy Carbyn
declined to apoear togethes on TV, Channel 2
cifered a rebust debate with four polticians
ahead af a cench parliamentary vobe on the Prime
Minister's deal with Brusssls last December,

Sports pragrammes made up half of the tog ten
shows with the highest "Burr scoses, indicating
the enduring value - bo viewers and 1o the sports
themselves - of live coverage of spoeting events
om the main free-to-air channels. Channel 4%
coverage of Crufts, the largest dog event in the
warld, fook vp two slots, with the Best In Show
plnmmmem secand moest talked-akout
programme of the year; whille live coverage of a
unioa international and the Live Reaction
benadicasts that followed hwo Formula 1 Grands: Prix
[inchuding the British Grand Prix) also featured.

Three Factual Entertainment programmes rounded
cif the top tan: two Chistmas specials, foe
popular series First Dotes and The Undatenhles,
and The Circle, Channel 45 innavative new reality
show, which fcllowed a group of contestants
living i e parate apartments in a block of flats
wha communicated with each other sal

through a custom-built social media platform.

Top ten most talked about programmes across
the Channel £ portfolic (2018]

Frogramme

20" Buax

2

Breastieeding Uncovered: Channel 4
Dispatches

Crufts 2018: Bestin Show

The Real Brexit Debate

Fughy Unior: Irelard v Mew Zealand
Live

Crufts 28

First Dates at Christmas

The Undateabldes: & Festive Propasal

Foarnula 1: British Grand Prix Live
Reaction

The Circle

Foarmnula 1: Avstrian Grard Prix Live
Reaction

Averape Buzz score for 2018
top ten programmes

g8 88 |BEEE 333

Souroa: YorGov commaaionad by Charnal 4

12%

of tatal viewing
across the main
channel, 4 and
Mored acoounted
for by netwark:
ariginations

Up 1pt

on last year

Viewing to network originations
Channel 4's outpat can be dvided between
‘network originations’ — Le. programmes
commissioned by Channed 4 and transmitted

on any af the channels in its TV portfolio - and
programmes that were acquired by Channel 4
[primarily US content). The former categoey
isimpoatant as Channel 4 delivers s public

remit for the mast part through its imsestment

in ariginal content: these are the programmes

ower which it has crestive and editarial influence

in partnership with the preduction companies

that Channel £ commissions to make them.

In 2018, network origimations accounted for 72% of
tatal viewing ba the main channel, E4 and Mared,
an increase af cne percentage paink year-on-year.
This figure has grawn far of the frve years, and
is now nine percentage points higher than s level
in 2013 {B3%]. Moreower, the 2018 figure sets anew
record: netwark originations represented a higher
propartion of Channel 45 viewing than at any time
snce 2008, when this metric was first reparted.

Inwalumss terms, the smoust of network originations
inthe schedules i siable: they represented 4% of
all hoaws across the schedules of the main channel,
E4 and Mores in 2018, the same as the previous
year. Looking at the wewing and output figures
together shows that network ariginations wene
responsile for adisproportionately bigh share of
Channel 4's overall viewing this yeas, outperformin
acquired programmes: mng'pnﬁbedarﬁh #
share af viewing [72%) than their cornesponding
share of the volume of programming (84%).

Please mate that-

1. TheFilm4 channel is exchaded from this
metric as, by is nature, its output is primarily
made up of acquired feature films.

2. Netwoek ariginaticns differ froe the narrower
Ofcam definition of “orignations”, which caly
count programmes on the individual channel
that commissioned them. Netwoek ariginations
b=tz reflect the multichanned warld by
takinginto account the multiple opponunities
broadcasters can provide viewers 1o catchwp on
programmes acass their digital TV portichos.



