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2019 at a glance

Rick and Marty

DELIVERING DIGITAL
TRANSFORMATION
£163m record

digital revenue e

noa making up 17% of total comporation rewe nue, reflecting

Channel £'s strong strategic focus on accelemating digital

995m programme
views on-demand ;.=

the highest-ever bevel, offsetting changes in our
linzar sudience share

22.2m registered
users on All 4 s

attracting mare regular viewers Bo owr streaming platfoom

54% of views on All 4
are from 16-34-year-olds

all 4 is the youngest-profiling public service roadcaster
streaming service in the UK; with a 168-24 profile akin to
Amaron Prime ard Netflix

The Lateish Show with Mo Gilligan

FINANCIAL INVESTMENT
IN THE FUTURE

£985m corporation
revenue [+E10m on 201E)

l=d by strong digital revenue growth and ireestrment in Box,
affsetting challerging fnear ad market conditions

£26m pre-tax defiCit resmanzom

as Channel 4 irvests in its strategic business transfoomation,
we budgeted a deficit in 2013 to allow for significant spend
inowr4 all the UK programmes, whils increasing investment
in digital growth and maintaining content spend

£137m cash reserves’ .cazmonzos

reduced due to Channel 4's investment in digital growth,
ey strategic inftiatives and our 4 Al the UE programme

* Caxh razarvazrefiact She sum of the Groep’s ooh sed cash sgqusslants and othar
firancod soonts xi tha belsncs shaat datn



This Way Up

Haollyoaks
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MAKING AN
ECONOMIC IMPACT

£660m total
content spend o sezm

enabling us to mairtsin cur creatise moamenbum
azwe trarsiorm our business

£492m spend

on originated content gos: sssam
the third-highest kevel in Channel £'s history

£189m spend on productions
in Nations and Regions o sieem

a joint-record level in Channel 4%s history

43 new suppliers
worked with in 2019 e

274 producers worked with in total (eqgual with 20E),
incleding 166 independent producers [(+E3%)

i
MUST-WATCH
TELEVISION

9.9% viewing share across
the TV channel portfolio

azmall decline as young people move ta stream
meare content an-demand

7.5% main channel
viewing share among
16-34-year-olds .y

the onty commercial public service broadcaster to maintain
share among young peopde across the day - and we grew
16-34-pear-old share by +2% in peak-time, the highast level
since 2015

7.9% main channel
BAME profile .-

our highest BAME prafile ever

75.8% of all TV viewers
reached every month across
Channel 4's TV channels .«

the third-biggest UK broadcaster in terms of audience reach,
behind only the BEC and Iy



At Channel 4,
we're more
than a public
service
broadcaster,
we're a unique
and distinctive

part of life 1n
the UK
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We are

TV. Film. Digital.

Challengers Champions

Vioicing alternative views. Youth.
Experimenting and taking risks. Diversity.
Provoking genuine debate and change. Social mobility.
Championing culturs. Talent.
Telling today s full story. Creativity.

Commercial

Owr commercial activity
fully funds our unigue
creative output.



Before anything else, we're creators.
Every day we invest in TV, film and digital
content that's distinctive, imaginative,
pioneering and provocative. When it
comes to creativity, there’s no such
thing as too much. That’s what makes

us different from the rest.




No such
thing as too
creative

Creators
Investing and innovating in the British creative sectors




co
Britain’s edgiest terrestrial




INVESTMENTINTV

Channel 4 has been at the heart of the national
conversation for almost 40 years. Our unique
model - commercially-funded but publicly-owned
- means that we are able to offer independent and
distinctive, universal content reflecting the interests
of different communities across the UK. Every day,
our commissions across high-quality television,

film and digital content deliver to our remit.

Tomake this content, we work with the best creative talent drawn
from all across the UE. This model allows us to fulfila cone part of
ouUr mission, to strengthen the independent production sectaor,
by supporting a witdes range of oreative enterprises.

Ir 2073, weir maintaireed our overall level of investment in
conbent across our services. Our total sperd was 680 million
across o services — kevel in percentage terms with 2008 and
higheer than inany year pricr to 2016, Content investment on the
main chanrel was £5930 millicn (2018: £5438 millicn). This was down
by 3% year-on-year, as £16 millon was moved 1o our digial TV
channeks, increasing their budget by 157% to £120 milion.

This steady bevel of investment erabled us to deliver on our
combent strategy. maintaining Chamnel 4 distinctiveness by
commissioning shows that promote risk-taking ard innovation,
champion unheard woices and tackle challenging terrtories.

This was exemplified by a host of ground-breaking factual titles
that delrered both in terms of viewing perfoomarce and critical
acclsim durirg the year, particularly among young people. These
inclisded [oowing Neverlarsd (4.2 millicn tots] viesers, inclsding
a shasre of 37.4% af 16-24-year-olds, which was 324% above the
shot average - which is the average share in the slot over the past
year), tode: The Reaiity Stor Wi Changed Bnitgmdin (2.0 million
total viewers, incuding a share of 14.6% of young people, up T3%
agairest the slotyand The British Tribe Mot Door (2.1 milbon viewers,
inclding 16-34-year-old share of 17.8%, up 35% against the slot).

Our creative risk-taking in recent years was prowen with
a swathe of retuming programmes that pericemed stronghy
thraughout the year: &= many as 25 shows sxw year-on-year growth
in 2018, including The Circle {1.2 millicn viewers, with its viewing
share up by 23% on the previous series). 545 Who Dores Wins [its
biggest-ever audience of 3. 2 million, with share vp 36% on the last

series), Gogmkebax (3.7 million viewers, with share up 3% on the
I last series, reaching its highest lewel sinoez 20015, and Escope to the
V C h a n n e l . Chateaw (2.3 million viewers, with this senes’ share rising by 1736
Charnel 4 News " award -winring journalism also saw notable growth
in viewing share of 22% year-on-year during its weshday Tpm slot,

and schieved some 1.4 billon manutes of online video views acmoss

Th'E TimES all social platiorms jsee page 57



High-quality
British drama

Offering a unique take on British storytelling, ul.ll'l'ugh profile
dramas attract larpe auvdiences and received oritical acclaim
across the slate.

Our biggest drama success of 20018 was The Acodent, the
final instalment of award-wirming writer Jack Thorne”s trilogy of
Charnel 4 films that, in his words, “peeked behind the curtains of
this counbry™ {following National Treosuwre in 2016 and Kin in 2018).
The Acciders 1old the story of a devastating catastrophe ard its
aftermath on a local welsh village. Each episode was watched
on average by 3.6 million people (a 16_5% viewing share}, ard
the whale series {inchsding repeats) reached a tofal of 8.1 millicn
peaple, equivalent to13.4% of the VK population. This wasour
third-biggest new programme of the year in the Spm slot and owr
most-viewaed dramea since Kin in January 2018.

Acclaimed filmmaker Shane Meadows —who bas a long-
starding relationship with Channel £ and Film4 - returned
to Charnel 4 with The Virtues, a powerhil, bold drama that
tackled themes of repressed memory, reverge and the hope of
redempiion. Co-written by Jack Thome and starring the BAFTA-
rominated Stephen Grakam, the four-part series attracted an
average sudfience of 1.7 million viewers {7.8% share)and received
widespread critical praise. Lucy Mangan, The Guardian's TV critic,
labedled the dramea “a hasrrowing trivmphe.

Amongst an eclectic slate, other dramas that stood ot during
the year inchsded Brexit: The Unchil War. Mearrstils, season
two od The End of the F*=*ing World was a huge hit with its young
target audience. 1t hecamsa Channel 4°s bigge=t instanthy-available
boo-set ever and our first title ever to sttract maore viewers on
all 4 than on limear TV, with 55% of total viewing via streaming
platfiorms. On TV, the sefes drew a14.7% share of 16-34-year-
olds [4 &% above slot average), with much of this growth driven by
T-24-year-olds (up 163% on slot average). With 37% of the drama’s
awdience aged between 1 and 34, The End of the F*ing World
became Charnel 4°s youngest-shewing drama in four years and the
youngest-skewing drama across all terestrial charmels in 2008,

The Accident

The End of the F**%ing World




The Eritish Tribe Mext Door

2.1m

The British Tribe Next Door sveraged 2.1 million viewers

Programme innovation

Charnal 4" remit & ncourages us to push creative bowndaries,
take riskes and Experiment in cur programming in ways that other
brozdeasters do mot.

We are corstantly experimenting with new programmes and
fanmats, seeking break-out hits with broad appeal. On the main
channed, in the evening perod when most people ane watching
[betweean 8pm and midnight), Channel 4 showed 1680 new and one-
off programmes in 2019 - more than BEC One {148 programmes),
BEC Twa {156) and ITY [21).

Facthsal Entertainmerd format s were a key fooss for developing,
nevw ideas this year. Sink or Swim followed the journey of a cast of
celebrities who couldn’t swimwho - through training and support
- sought 1o swim across the English Chanrel. In aid of Stand Up
To Cancer, the four-part series attracted an avwerage of 2.0 milion
viewers ard a 3.9% share of all individuals, incleding a substantial
17.9% share of 16-24~pear-olds.

The British Tribe Nextt Door was a fowr-part senes that followed
Gogglabox star Scarlett Moffatt and ber family as they spent four
waeeks with the Himbes tribe ina remate Namibian tribasl village
=while living in an exmect replicaof their Cownty Durham bome.

The bigge=1 new Factual Ertertaanment senes of the year for
Channel 4, the series averaged 2.1 milion viewers (a 5.9% share),
and performed strongly with 16-34-pear-olds {25% uplift in share).

Ta celeheate the S0th anmiversary of the Apollo 11 mission,
we annourced the innovwative Moon Londing [ive, a multi-platiorm
Commission inconporating teo major documentaries, several short
films and onfine conbent.

The aim af the project was to immerse vicsers in the
remariable six days, bookended by the dramatic lavnch and
the moon kanding. 1t ncluded a Twitter takeover during the
conresponding sdays this year, in which mission updates were
tweeted out as live at the same time of day as the historic event.
additionally, five three-minute films were shown after Channed 2
Mews during the week with updates on the mission from that
day. Few other media or technology companies have sificient
presence across linear ard online platforms to be able 1o nen such
a project, and only Chanrel 4 had the foresight to mask these
remarkable events in such an nnovatiee maner. Across the wesk,
Foon Landing Live reached 5.2 million viewers [3.5% of the TV
population). In termes of impact, T8% of viewers claimed they
leasreed something new from the season.



Feel-good TV
at its-

A new generation
of returning brands

Wi'e Com tim e to invest in new programmes that are set to become
the next peneration of chamnel-defining brand's_

in aworld where sudiences are Hooded with choice, our
strategy has been todial up the diflerence” and seck new fcrmat s
ard programmes that noone else would make. We launched a host
of innovative ard distinctive programmes during the year, many
af which have already been recommissioned for additional — arnd
sometimes extended - seasons in 2020, and which we hope will
become fixtures of the Charmel 4 schedule inthe years ahead.

Hew series Snockmosters savw madtre o Fred Sirien challenge
Michelin-starred chefs to work out the seonet recipes behind
Eritain’s best-lowed snadis - such as the Kit Kat, the Burger King
wihopper and Pickled Onion Monster Munch - and try to recreate
them from scrasch,

snockmasters was one of Charmel 47s top original senes
lawnches of 2019, debuting with an sudience of 2.1 millicn and
almost dowbling the share of 25-34-year-olds from 12075 to 2150
{and a 22.1% share of 16-24-year-olds overally  has already been
recommissioned for a second senes in 20200

&0 Days on the Streets was a three-part series inwhich ax-
soldier ard adventurer Bd Stafford spent S0 wirter days and nights
on the streets of London, Manchester and Glasgoe, documenting
btz first-hand experience of Eritsin’s growing homelessress crisis.

With no money, iood ar shelter, Statford sel-shot his time
liwing alongside the homeless tocapture the reality of their day-
to-day existenoe. This challenging sories attracted an audieros of
two milfion viewers (8.77% share). Following its success, the serias
was renewed jor another three-part doosmentary, 80 Doys with the
Gypsies, inwhich StaHord will immerse himself irlo Bomani Gypsy
ard Irish Travelling cultune for 50 days.

Acclaimed by The Times" Caitlin Moran as™ the TV show ol
the decade™ and by The Geardian as * fesl-good TV at its fluliest=,
The Do Howse was a rew eight-part documentary filmed at ‘Wood
Green, The Arimals Charity, in Cambridgeshare, whisch takes in
Frundreds of discarded, disowned or reglacted dogs ewery year.
The staff are committed to matchirg their homeless dogs with
hopeful owners and the sevies followed the team as & triesto
find the perfect match for both human ard dog.

Ttz Dog House launched in Sepbember 2013 and attracted an
awerage sudience of 1.4 million viewers per episode [a 7.4% sharaj.
itwas Chanmel 4's second-highe st-rating new series launch at 8pm
among 16-34-year-okis. It will retum in 2020 with an exterded
18-episade non.

Snackmasters




fluffiest
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The Dop House






In a quiet, low-key,
very British way,
All 4 is becoming
the best streaming
service we have.

The SGuardian

The Great British Bake Off

All 4

As audiences - young people in particular - increasingly tum
to streaming services for content, All 4 has continued to evolbe
‘tomeet this demand. Sur goalis to provide combe nt whereswer
ard whenever cur audiences want to watchit.

2073 was anather ‘best of” year for our digital streaming
platform all 4, with cur be st-ever indwvidual day, week, month,
guarter and year for viewing of our content.

COrwerall, we achieved record levels of on-demand viewing on
cur apps and platioems, which increased by 9% toreach a record
=35 million views by year-and. This growth was driven primarily
by connectad Tvs and streaming dewioes that plsg into Tvs, which
=aw app viewing grosth of more than 2008,

with regard to cur content, catch-up programming was all 4z
strongest growth area, thanks both to angle titles such as
Lemwing Meverkard, which became Al st-vicwed catch-up
episade ever, aswell as popular returning brands such as Celebs
s Boke OF, Goggleboxand Derry Girls.
all 4's catalogue also includes awide range of archive ttles as
well 2= new programming. & raft of sucoesshel acquisitions inclsding
Catch-72, 30270, 20 Rock and ER cortributed fo our streaming
groesthiin 2019, We also created a dedicated Filmd section on all 4
tirme.

Roliyooais was onon again the biggest title of the year on all4,
followed by Celebs Go Dating, The inbetwesners, Made in Chelsea,
and Fridoy Mgt Dinner. Our reality format The Cirde continued
o draw significant viewing figures — over half of the total vwehome
of viewing by 16-34-year-olds to the seres was after the live
transmission via All 4, +1 and recorded viewing.

Walter Fresents, our curated channe| dedicated to quality
fareigr-language programming. alsa cortineed to see steady
grovacth, with video views up 4% to 32.5 million. The service now
includes mare than 100 titles from rearty 20 covrtries and its
library feature s arourd 950 hours of curated content, incloding the
hugely popular Dutch drama The Adulterer, and Dewtschiond a5,
the musch-anticipated sequel to Dewtschiond 53.

Wi also lasnched a beta test wersion of all 4+, an optional
paitd-for service offerng the public the choice of wiewing our
commissioned conbent without ad breaks. we also made
mignificant technical improvement s o the product this year,
incleding fully-rebuilt 105 and Android apps.




Reaching avdiences on
social media

Channel 4, E4and all 4 deliversd amother subctantial year of
growth in social media.

W are consistently ranked amongst the top s worldwide
oorment providers for reaching UK audiences. on socis] media flor
wideo views of 20 seconds or more on Facebook and YouTube), ==
measuned by socisl monitoring platform Tubolar Labs. This success
iscrucially important in showing that Channel 4 is able toengage
audiences for longer and in other places than its competitors.

Developing new ways of reaching young people & a core part
of our strategy, and social media’s potential for resching those
sudiences is cear. The Digital Creative Unit, based in our Matioral
HI in Leeds, has started publishing made-for-digital commissions,
including a new comedy talent strand (Sparks) and a revamped
corent strand | Trre Stonies, produced for Channel 4 by Bancroft
Studios) for Faceboaok, YouTube ard Snapchat.

While the number of views amongst the UE media marost
pdefired a=sal BK-based oreators in the medis and ermertainment
space] generally decneased by 20 year-or-year, the Charmel 4
social media portfiolio grew by 4% in 2013, making it our biggest-
o year across social platfonms jmec luding the Cihanmel 4 News
brard, which itself performed strongly, see page 57).

Wi greweon every platiorm [Facebook, YouTube, Instagram,
Snapchat, Twitter) but were particulasrdy strong on Twitter [up
517%) and Instagram jup 313}, and vidoeo views on our Hollyoolks
Facebook page were up 583 in 20713,

Facebook users spent 11.3 bilion mirates with Channel 4,
with growth in the minwes-viewed metricacross our three: biggest
pages (tha Channel 4 page increased by 13.2%, B4 was up 0.5% and
Al & grew by 4.75).

Wz are the only UK public service broadoaster to have lavnched
shvows on Snapchat, which has particolarby strong reach with young
people. 307% of Snapchat users are 13-24-years-old ard 43% of UK
13-34-year-olds howe an active Snapchat account. In 2008, cur Srap
shows attracted 35 millicn unique viewers wordwide.

Owr youth-focused charnel E4 also remained the largest
UK broadcaster brand on social in tesms of video viewsin 2008,
delwering almost frwe billion views across all platiorms - double
e sive of its next biggest competitor, BSC News. This helpsusto
reach young audiences, with 72% of its audience aged under 35,

E Y{}RI{SHIRE POST
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IFC Swimming Championships

Youth outreach

Cpening vp opportunities to groups that are under-represented
-tle media m?aﬂﬁem_}dnmhtphri avital role
im heelpirg im st our public remit.

Channel 4runsa numbsr of moustry-leading schemes
tailored to early cutreach. in particular, for the fifith corsecutie
year, Chanrsel 4 ran & national yowth outreach programme of skills
workshops and chall=nges in cties across the UK in 2013,

The programme, rebranded as New Matesal [formeery krown
as Channel 4 Pop Ups], enables us to deepen our links to a vanety
af communities across the UK. 1ts aim is to superchange young
talent whao hawe taken their first steps within their communities,
to encourage collaboration, share skills and promote opportunities
ard coganizations looking for young talent within their kocal area,
while also ging them access {0 the expenence of Channel 4 staff.

2015°s Mew Material events were beld in Birmingham, Bristol,
Londonderry, Glasgow, Leeds and Mottingham and we worke:d
with partrers that work specifically with young people from kower
socio-economic backgrounds. The events were attended by more
than &0 young people in tobal. Of these, 41% were BEAME and 5%
were female.

Owr Wark Expenence Scheme provides training ard hands-on
expenence of warking in a team at Channel 4. This attracted 3,528
applications in 2019 and we offered 57 placement s acrass the year.
O these, 26% were from sadally-mobile backgrounds, 467% were
BAME, 1% were female and 18% had disabilities.

Masnwhile, cur Apprenticeship Schemss remaire s cornarstone
af gur talent strategy. Channel 4 Apprentices spend betwean
ane ard teo years attached io adepsrbment in & Channel 4 office
wrrking on a range of challenging projects that court towards
their Level 2 or 4 qualificatiors. In 2018, we welcomed 12 young
Apprentices, cut of a pood of 2,899 applicants.

‘Wz alsa funded 16 young peaple through our Fams Production
Training Scheme, a 12-month salasied training programme to
recnsit and support disabled people wio want to starta carear
in television. The 16 trainees have been placed into production
comipanies across the UE {including Bimingham, Glasgow,

Leeds, London and Manchester) in either Researcher, Production
Coordinator, Social Medn or Graphic Design roles.




3,626

applications received for our Waork Experience Scheme

Since starting as an apprentice in Agency
Sales, my knowledge has widened and my
confidence has flourished. |'ve been able
to build a strong rapport with people in
the industry. There have been endless
opportunities to network and get involved
in further training development.

Mo two days are the same inthe sales
team. The best moment is when your work
gets acknowledped by your managers. It's
an amazing feeling when you see an email
sent to the floor congratulating you on
your hard work!

I'm super-excited about my future as
| now have a clear vision of what | want to
do. Thank you to Channel 4 for supporting
people from all backgrounds to kick off
their careers in a competitive industry.
Channel 4 has made this possible for
me and many others.

Sharan Chaparsdams
Agency Sales Apprentice, Manchester

4 All the UK

Chamnel 4 has always had a wnique place in British broadcasting.
Commercially-funded but with a public service remit, we were set
up to disruptand shake uvp the TV industry by giving 2 voice to the
under-represented and prow the independent prodwction sector
across the UK.

In 2018, we deckied to supercharge curability to deliver against
the remit through cur 4 All the UK strategy. This meajor nesws and
significant plan aims 1o change the geagraphy of the Uk s warld-
leading production sector, responding to broader political concerns
absourt the excessive concemration of the UK's economic activity in
the South- East of Englard. By increasing investment in coment from
the Matiors and Regions, s well as directly oresting 200 Channed 4
jobs outside of Londan, we ane able toalso indirectly act as the
catalyst for mary more productior-relsted jobs aroend the courgry.

We have maved quickly to defiver on this ambitioos plsn_ in
209, we apersed the doors totwo new Crestive Hubes in Bristol and
Glasgoar and established a new Katioral HG in Leeds.

O neswr bases are homes to prodisction and corporate roles
from right across the business, including key Commissioners in
Drama, Comedy, Factual and Current afairs, plus finance, product,
marketirg ard mamny more. And they have already begun tomake a
tangible impact, with prodection companies and industry bodies
setting up or opening local branches close to the new Channel 4
locations. in expenditure bermes, we achieved our joint-highest-
ever kvl of investment in the Nations and Regions, with 46% of
investment in first-run originated programming on the main channel
from aut-of-London suppliers (2018 45%), and a joint-record £189
million on programmes from production companies based outside
of London (2018: £188 millicn).

These developments will quickly urlock opporunities in the
media for new, diverse talent scross the UK, ard we are supporting
them with skills and training through a new Channel 2 Academy,
to be launched in 20200

Alongside TV production, we have also invested significantly
in digital, establizhing a new Digital Creative Uit in Leeds that will
create and commission short-ioem content, kad on social media
marketirg and act asa northern-hased incubator far the digital
skills of the future.

4 all the UK will trarslate on sonreen inbe brand new shows
from the Hations and Regions with a regional flavour. For example,
from late 2020, Chormal 4 News will regulary co-anchor from
Leads and our new lagship daytime programme, The Steph Show,
will broadcast avery weekday live from Leeds.

These changes — the biggest restructure of Channed 4 since it
was established - wall ensure that we produoe distinctive, criginal
content that reflects Britain back st itseif and help to spread
opportunities in the creative industries across the whole of the W
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Kathy Burke’s &l 'Woman

Building skills
across the UK

ldentifyimg young and emerging talent acrozs TV, film and
digital mediais a vital part of our role as oreators.

Channel 4 is commitbed to ersering that peopla from different
besckgrounds and walks of life can successully pursue careers
in the media industry, helping to foster the UK's vibrank and
diverse television and film sectors. Diversity #self belps to foster
innovation, by bringirg together people with different perspectives
and mindsets, and avoading the “groupthink” that can acour when
everyana comas from the ssme backgrourd. This strergthens
ourappeal to younger suthences, and sets vs apart from global
stresamers that irvest mostly in establisbed talent.

Ir 2078, Charnel 4's schedules reflected our renewed focus
om finding and developing fresh talent, with a range of popular new
shows by up-and-coming presenters. These incheded on-screen
difverse talent such as Tez fyas in the late-naght satincal programme
The Ter O Clock Show, Livia Simaka in ber three-part documentary
Extrems Tribe: The Lost Pygmizs, the award-winning comedian
Ma Giligan in The Loteizh Showwith Mo Gilligan, Liam Charles sz a
jdge on Junior Boka Off and Aisling Bea who wrote and stars in the
comedy-drama Tiis Wy L.

We nun a rumber of industry-lesding off-screen talent and skill
cevelopment initiatives tailored to eardy ovtreach. Charmel 4 waorks
closely with production partners, such as our Production Trainee
scheme for entry-level talent jsee page 30). We also collaborate
with cultural ard educational instivtions, such as the Dispatches
Investigative Jourmslism Training Schame, our partrership with De
Montiort University for its MA degree in Investigative Soumalism,
and the Channel £ Playaright Scheme, which offers five bursanies
b emerging writers. Supparting social mobiity and encownging
nevw antrants into the wider media industries across the UK is
crucial to aur role as Britain’s poungest public service broadcaster.
In addition, we also sipport a range of genre-beased schemes that
hedp us toidertity ard provide a platform for hetore talent, sisch
ax Comedy Blaps (Comedy], First Cuts [Documentaries), Rardam
ACts [Arts) and 4Screenwriting (Drama)

Through these talent initiatives, we develop a strong pipeline
of talent, supporting Channel £'s success, as well as that of the
wider Uk oreative sector.






o

I've taken a different
route to get here, l've
taken risks, and |'ve
believed in my ability

— and those have been
the marks of my success.

It's a big deal. But herves
keep me sharp.

Mo Gilligan



Film4

Film4

Froductions continues toback avthored films from new and
established directors across a range of budgets, with a mission
to champion creative excellence and support British films:

and filmmakers.

The year began with the UK release of The Fovounite. Flmd's
third collaboration with director ¥ongos Lanthimos. This female-
skewed drama set in the court of Quesn Anne grossed £16 million
at the UK box office and 595 million worldwide. A healthy awards
nan in 2079 s the film lead the BAFTAS, winning seven of its
12 mominations, and jointly lesd the Oscar nominations with ten,
equalling Shemdog Milliosmre in 2008 as FlmS's most rominated
filrmi mver. For her partrayal of Gueen srne, Oliia Colman was
crowned Best Actress at the Golden Globes, BAFTAS and Oscars,
marking the third time in the last four years that a Filmd-backed
film has produced the Best Actress Oscarand B&FTA winner
- a remarkable achievement for the film arm of a British public
service broadcasber.

2019 was the second consecutive year that Filmd-backed
titles hawe won both Outstarding British Film [The Fovourite] and
Dutstanding Dsebt at the BAFTAS [for Beasts director Michael
Pearoe and producer Launen Dark)

Cold Wor from Polish-British director Pawet Pawlikowsk
alzo enjoyed sigrificant awards attention eardy in 2019, s=curing
fowr BAFTA and three Oscar nominations, a rare instance of
a nar-English language film re cefving recognition in the main
asands categories.

Other Filma-backed titles released in cinemasin 20019
included Figiting With My Fomily, from writer-director Stephen

Merchant jand inspired by a 2012 Channel 4 dooumentary), Jessie
Buckley-starrer Wild Rose jdirected by Tom Hasper), the third in
Asif Eapadia’s trilogy of bax office smash docomentaries Disgo
Momdona, Chris Mornis"s Foor Lions follow-up The Doy Sholl Come ..
and Toby MacDonald's directorial debut Ola Boys.
Eight Film titles were selected to premiere st the Toronto Film

Festrval in Sepéember, and most will release theatrically in the early

months of 2020, Thess included slice-of-lde teen drama Rocks from Film, the cinema

sarah Gavron, fashion satire Greed from Michas] Winterbotbom, production arm of
Coky Gedoyc’s adaptation of Caitlin Moran's bestseller Howito Channel 4, is now
Build o Girl, two debut fzatures - Rose Glass™s Saint Mowd and Nick & =

J apint-sized Oscars
Rowland’s Colm With Horses — and Armando lannuecd's adaptation P
of Dickens’ classic The Personal History of Doad Copperfiekd powerhouse.
starring Dew Patel, which was also selected inthe prestigious The Guardian

opering night galasiot of the BFI London Film Festival.

The Filma productions that wene greenlit in 2005 [for release
in 2020 ard beyord] encapsulate the commissioning rarge of
Filma's strategy, encompassing Edgar wright's Lest Night in Soho.
made as aco-production with Waorking Title and Fooes Featres;
the Shetffield-set and -shot Everpbody s Talling Abowt samis, which
marks the directorial debut of the creatiee team behind the bit stage
show af the zame rame; true-life Welsh racehorse drama Dreom
Horser acclaimed playwright Florian Zeller’'s debut film The Fother:
Louis Wmin, the solo drectorial debut of will Sharpe, who previowsly
created Charmel 4's Flowers; and debut feature s Possing, from
acclaimed actress Rebecca Hall, ard Frano Bailey Bond's Censor.

Produc-
fio0N<






More than any other UK public service
broadcaster, Channel 4 resonates
powerfully with young and diverse
audiences, reflecting their lives and
interests, entertaining them and, in
the process, helping them to navigate
through the complexities of modern life.



Never too
young to
change the
world

Champions

Resonance with young and under-served avdiences




The future of Britain and Channel 4

Young people are, more than ever, at the

heart of everything Channel 4 does: our talent,
our content and how we distribute it.




The Great British School Swap

Celebrity Hunted

A= young viewers move increasingly bowards on-demand platicems
as their primary means of finding content, we maust wark hander
o ersune that wee continee 1o engage with them - by building new
brands, mwesting in contert that appeals to themard makrg it
avmilable where they want towatch it Swocessful implementation
of this strategy allows us 1o strengthen our connection with young.
audiences and superserve thelr needs.
in 2005, this resulted in disproportionately strong viewing
figures amongst this target group: we grew our share of ¥-34-year-
oldsiin peak-time howrs by 27%, and meantained ouwr share of young
audiences across all hours - the orly commercial public service
broadcaster o do so. This year also saw the best single day for
young viewers on Channel 4 since 2006, with & share of 23.8%
of 16-34~year-olds, thanks to the launch of the latest season of
the Greot Sritish Boke Off and the first episode of Sink or Swim.

Mareowver, in peak-time hours, Chanrel 4 was responsible for 24 of
the top 30 highest-profiling programmes on TV for 16-24-year-olds,
and 20 of the top 30 highest-profiing tithes amorgst the aven-
harder-to-resch 16-24-year-old age group.

With a £2% profile of 16-2d4-pear-olds, The inbetweeners
Fwends Revnited was Chanmel 4's youngest-skewing tithe of the
year, followed dosely by season teo of The Circie pwhich had a £1%
prolile of 16-34-year-okis - 20 percentage points up on the slot
average] and The Great Sritish School Swop.



Throughout the year, as

we made strong progress

in the delivery of our youth
strategy, a number of shows
broke new records for young
people watching Channel 4
on our TV channels and

via streaming.

Top young programmes
and new records

Twomajor Charmel 4 commissions performed
extraordirarily well The second series of The End of
e F=**ing Workd became All £'s most binge-watched
bow-set ever, as well as the youngest-shewing drama
since This is England "200n 2015,

And Leaving Meverfond, the bwo-part
documentary directed and produced by British
Flmmakear Dan Reed. about fwo men who recowunt
thesir experiences of being sexually abused by Michas]
Jackson, achiewed a 16-34-year-old shane of 37.43,
making it the top youth docomentary across all TY
chanpels inthe UK in two years.

%




The End of the:
Fe**img World




—r Maanwhile, Rick asd Morty achiewed
a share of 20.7% amongst 16-34-year-olds,
makirg it the biggest US animaticn for this '\\
group onany channelin 2019 and B4's
biggest show af the year for young people
In Entertamment, The Greomt British
Bake Offwas another showstopper this
year, attracting a huge share of 80.13% of
Wi-Z4~year-olds, making it the second-
biggest series of the year for young people
across all TV chamnels.

Rick and Morty

The Great British Bake Off




‘Sink or Swim

Older children
in 2019

A key aspect of our remit is to appeal to older children
[specifically 10-14-year-olds) and young adults.

This year, we contirsed to commission a stable of
oaigiral, high-guality programmes with popular mainstream
appeal thak reflect their ves and inberests and help them
b better understand the world arcund them.

A good sxample of this was _lnior Bake OF. The
15-episode sevies - hosted by Harry Hill with odges
Prue Leith and baking ace Liam Charles - was tasked
with finding Exitain’s best jursor baker aged botween nire
ared 15, Raveraged a 27.13% share of 10-14-year-olds in
itsweckday Spm slot. Across all dayparts, it ranked as
Charnel 4's third -biggest programme in 2013 for share
of older children jafer The Greot British Boke OF and The
Tiger Who Came o Ted). it wasalso Charmel 4's biggest
daytime series {pre-Gpm) in tenms of the volsme of
10-12-year-olds for & decade (going back to 2010, while
this year it ranked as the biggest daytime programimee
across sll the main PSE charnels for this group.

Al=a targeted at alder children, The Greot Britich
School Swop was a radical mgperment exploring racial
segregation in Eritain, in which pupils from schoolsin
very different arcas swap places. This three-pan seres
attracted a share of 20.6% of 10-14-year-olds.

Cithrr Channeld £ programmes made for all suvdiences
bt with strong appeal to children this year incheded
SA5 Who Dares Wins, Goggleboor and Humted.

arather successtul show was the four-past series Sink
o Swim for Stond Up To Cancar. & line-up of celebrities
inchsdirg Olympic gold medallist Lirdord Christie, The Lost
Legs Alex Erooker and Holfyooks actress Rache| Adedegp
were pushed to thedr limits - in the prooess, attempting
b erase the stigma of being a non-swimmes. It achiovwed
a 20.6% shane of 10-14-year-olds.




The Tiger
Who




The end of 2019 was capped with a special Christmas
‘treat — ahand-drawn animated adaptation of the

much-lowved classic children’s book The Tigerwho
Come To Tea by Judith Kerr.
The story of Sophie and her extraordinary.
I I l stripy tea-timed guest has enchanted generations of
children and has become a timeless dassic. Charnel 4

commiissioned Lupus Films - makers of the acclamed
Wi e Gaing on o Bear Hunt and The Seowman and The
- o make the new 30-minute animation as

a fitting celebration of the book’s SOth anniversaryin
2013, It features a stellar cast of volces induding David
walliames, Tamsin Greig. David Oyelows and Banedict
Cumberbatch.

A rare exsvmple of kand-drasen British animation,

the film took 18 months ard & crew of A0 artsts

o produce the 348,000 hand-cokoured frames of
animation, armed only with a st of coloured pendils
and an estimabed 23,4448 copsof tea.

A huge hit, it was Channel 4's highest-rating
pragramime ower the Christmas period, averaging
5.1 million viewers ard 21% share of the total TV
audierce. The film particularly appealed to younger
viewers, atiracting a 24% share of 10-14-year-olds
and becoming the bigge=t Chanrel 4 programme of
the year for 4-3-year-olds, with almost one million
viewers from this age group.

Ruth Fielding: Producer,
Lupus Films, makers of
The Tiger Who Came To Tea

Q= vour films are known for their distinct band-drasn look that
seambesshy brings a pictere book to life — how do you remain both
sotrue to a book and breathe new energy intoit?

AzWe pride cursehses on owr relaticnships with illustrators and
awthors. We get to know why and bow they crested their ssccesshol
book and try ta recreate those techniquoes, and the essence of the
book and their story, in the medium of animation. we have to feel
passionate about the work that we do and hope that isthen borme
out on soreen.

Q= Lupws Films is vnigque. Why did you want to create a hand-drasm
animation studic, and what are the ingredients that po into 2 new
Lugpzs film®

Azwe feel that 20 band-drawen arimation can hawe a particolar
effect on television and cinema audiences if the stories yow are
tellirg are emotional. We believe the emotion from the animatar
drerwing a character is trarslated directly onbo screen and into the
hearts and mirds of the audience.

Thee filmes wee like: to makes towch and affect our sudiences and,
that way, we hope they will stay with people, have a long shell liie
ardl =tand repeat viewing. The books we choose to adapt tercd to
be classics that have achiewed book sales in the millions. They tend
o b & sersibile starting place from which to build a good business
meadel.

Q= What was the biggest difficulty to bring The Tiger who Came
T Ted b0 SCheen?

A- For me, as the producer, the biggest challenge was keeping
eweryone happy without compromising crestive ambation and
bringing the: film in cn time and on basdget.

Thez use of white space is also technically ambitious in this film.
Trying not bo overdill the frame - in crder to keep the resemblance
of the book illustratiors; but cresting a scerse which is engaging
enough for a young viewer - is quitea feat in itseli




j DIVERSITY

Focus on the under-served

Channel 4 has a long and proud history of inclusion
and diversity. Our commitment to diversity stems from
our remit as a public service broadcaster to focus on
the under-served and appeal to a culturally-diverse
society. We want Channel 4 to authentically reflect
and represent the country.

By producing iconic moments that change the wy that Britain
thinics about diversity — from the first pre-watershed beshin kiss on
Brookside ard the first black sitoom, Desmonds, in the 1280s ard
earty 205, through pioneering content in the late 30s and 2D00s
such as Quesros Folk, and on more recenthy foour grourd-breaking
coverage af the Farslympic Games ower the last decsde — we have
brought previcusly neglected experiences snd perspectives into
the mainstream, doing things that no broadcaster in the world had
done before,
2015 was a strong year for inchusion and diversity at Chanrel 4.
Across all gerres, we presented a modern, diverse Britain on
screen. Highlights in each gerse included positive and acocurate
representations of all facets of diversity, from dissbility to gender,
sexuality toethricity and more. These incsde:
+ Docwmentaries: The Grent Britich School Swop, First Dates
» Drama: The Accident, Acidey Bridge, Hollpoaks, 1am...
+ Mews and Current Affairs: Unreported World, Dispaiches,
Supershoppers
» Epecialist Factual: 100 Voginas, Sandom Acts,
The Carry House Kid, The Seoret Life of 5-Year-Okds
+ Emtertainment: Sink or Swim for Stand Lp To Cancer,
The Lost Leg, The Big Norstie Show, The Lateish Show With
Mo Giligon, The Ter O°Clock Show
+ Epart: Worid Foro Swimming Chompionships 209
» Factual Entertainment: The Cinde, Gogglobow,
The Undoteobles
The Big Marstie Show » Comedy: Home, Derry Ginls, This Wy Up
* Features amnd Formats: Th Greot Sritdsh Boke O,
The Restowant Tt Mokes Mistobes,

‘84% of our programmes met oer Commissioning Diversity
Guidelines, which s=t genre-specific diversity targets on- and
al-screen.

We achieved 100% subtithes aomozs all Bnear charnels,

&% signing on Channel 4 and E4 and over 407 audio description
acrossall Bnear programmes for the: first time (with B4 at 75% of
awdio described programmes). We also introduced several signed
box-sets on All 4, inclsding for The iInbetweeners and Derry Girls,
leaciirgg the wary in our provision of access services.

Owr programmes alsoappealed 1o diverse avdiences. Across
2019, we increasead cur BAME prafile on the main channe] to g% —
our highest level ever. Gur BAME share also grew by 3% on the main
channel, toa total BAME viewing share of 5.1, while our BAME
portiolic viewing share was 9.2% (2008 9.5%). Soms of cur fop-
rating programmeswith BAME audiences included The Great British
Bake Off [(327% BAME share), L egving Neveriand: Michoe! jockson &8
Bz [22%), The Greot British School Swop [167%) and Three idention!
Strongers [17%).

‘We alzo championed diversityin bebsesn our programmes:
through our £1 million Diversity in Adwertising Sward. This year,
we irited agencies to create campaigns that tackled the ladk of
representationand sterectyping of the LGET+ community. Starbucks
ared s won the prize, with their ad airing in Febroary 20000







Warmior Womsen with Lupita Myomrg'o

Black History Month

Channel 4 marked Black History Monthin October with
a dedicated season of docw-series and filmes on it linear
TV chanmels and online.

Themain channel showcased three recent Oscar-winning films:
Jordan Peele's Get O, which defvered the biggest audience of
the seazon, coming-al-age drams Mooniight, and Fences, starring
Dereel Washington and viola Davis. Taken together, the titlex
shown onthe linear channels reached 8.0 million viewers (107
of the T population], delivering strong EAME representation on
screen durning the manth.

‘Complementing this, All 4 gave prominence to a curated Black
History Month collection that inclusded most of the titles shown on
lirezar TV, alongside somes new content [such as Warnior Women with
Lupita Nyong o} and programemes from the Channed 4 archiee that
revohed around the black British experience (including Chawing
Gurm, which recorded a four-iold increase in viewing during the
muonth, Desmaond's ard The Block Leshbion Handbook). & highight
af the collection was a series of six exclusive films from gal-dem,
an anlire platfarm committed to telling the stories of women ard
marrhinary people of colour.

Viraers of the season praised the range of programmes and
fiillms awvaiable in the All 4 collection and said they appreciated
seging new, emerging talent. Thery felt this type of content is moct by
what they'd expect from Chanrel 4. Indeed, 35% of those who
watched at least one programme within the season agreed that
“Chanrel 4 makesdistinctive and different programmes"and is
sean o * tackle issues other chamnels wouwldn™t=.

‘Channel £'5 Black History Month season also attested 1o the
broadcaster’s reputation as a champion of diversity and a platform
for unheard woices, with two-thirds of viewers agresing that
“Chanrel 4 reflects the diversity of the Uk within its programming=
and that Channed 4 is the leading brosdceasber for “giving a voice
to the under-represented=.

IPC Swimming Championships
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Michasla Coel

New inclusion strategy

in October 2009, Chief Executive Alex Mabon launched 5
mew Inclusion and Diversity strategy, with a vision to beild
on Channel 4's heritape as a trailblazer in diversity.

Four years after lmunching owr ground -breaking 360" Diversity
Charter, this new Inclusion and Diversity strategy is aligned to the
orgaris n'scorparate strategy and is fully foossed on inclusion,
social mobility and awvthentic portrayal. The strategy has three key
companents:

= Aninclusive workforce: toinstil a culture where the power

of the diverse warkforce is celebmated, and people recognise
that diversity of thowght generates richer ideas.

= ON-SCreen shift focus to avthe ntic portrayal and

representation, allowing avdiences to recognise themsehes
o SCreen.

+ Leadinp the indwstry:- 1o be a driving force and picneser in the

industry on inclusion and diversity.

Owr ambation is to be a beacon for the UE industry of what an
inchusive, diverse and crestive culture can look like, ard to giee
Charnel 4 a creative and competitive edge.

Channel 4s commitment to diversity was recognised through
a numbear of awards and acoolades in 2013, At the 2019 Mind
Media Awnrds, Shane Meadows” powerfil four-part drame The
Virtues won B Dramas” and, for is commitmsent to merdtal bealth
reporting, Chomnel 4 Mews won ‘Best Hews and Currernt Afairs".
Off-soreen, Channel 4 was ramed as & Top 10 Outstanding
Employer” at the Ethnicity Aswards 2019, and ranked in 2%5th plsce on
Stonewall's 2020 Est of the top 100 nclusive employers for LGET+
staff - the first time in its history that the crganisation bas been
inchuded in th t - whilz Stonewall also recognised Channel 4
as & bop trans emphoyer.

Faces of E4

A key focus of Channel 4's on-soreen Inclusion and
Dirversity strategy is to shift focws to avthentic portrayal
ardd representation, in order to allow asdiences to recognise
the meebves on screen.

ark his, in July 2019, Channel 4's Creative Diver
team lavnched a new on xen talent ative, Faces

ty
1o find

candidates whowould go on to becoms the new, young and diverse
DMn-SCreen st [ E4 — whether presenters, actors or comsedians.
F4 hexs a well ablished heritage asa launchpad for talent, kicking

off the careers of well-known rames incheding Russell Brand,
Jameela tami, Jimomy Carr, Michaela Coel, Daniel Kalurys and
Kaya Scodelario.

This natiorside talent search is being led by production
comparty Fully Fooused, which bas been charged to find rew talent
from a range of backgrounds ac he courtry, who come without
significant mainstream or terre
kicked off the process
in Liverpool, E nl'lgl'alr and Londan in the astumnof 2015, ”‘L
search remains ongoing ard will then move into the next phase
[ir 2020 and beyord) in which selected new talent will be gheen
training to help with their development, as well ax exposune on B4,
which could see them involved across digi
in-vision continuity or staming in new shows.

Faces of E4 complementsa sep:
through Chanrel £'s Creates Dive
Factuml, inwhich four companies
develop new diverse regioral talent and ide
of this sesrch are alresdy prosiding dividend
already being used in programmes that have
for 2000,

eme, also furnded
sty beam, called Faces of
wene tasked to dentity and

s im 2013, The results
with new talent
N Coammissioned

The Virtwes
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Voices from across the UK

Cwrinvesiment in programming made in the Mations and

't pust about the economic impact — it is also integrall to ensuring
that we reflect & wide range of voice=, experiences and shories
dreen from across the UK. We beleve thest, more than ever, viewers
want to see their local anes s portreyed on TV, and thet doing so
contrasts with H'ncinlermﬁmml zattings of most progmmmes
offered on the mmmgsms.nsm ﬂ1|.:|:n\:|t|'|.ﬂ

It is no coincidenoe thet mamy of our most popular PehamiEng semes
also refiact Brtish diversity; this is an important oiterion forour
‘commissioning beams ard production partners. The Greof Sritish
Boke Off showeased bakers: from across the country, imcluding from
Chester, Durham, Halifax, Lesds, Lsioscter, Somerset and Tenbsy.
And each epizode of Gogglsborfeatures familes drenwn from a
mn.F of locations across the UK, induding Bristol, Caarphilly,

the right thing to do, but it also makes « cial serss, del B
higher leveals of viewing across the U

Asevidanoe of this, Derry Girls returned fora sscond season
in 2015 — with its wibrantly-portrayed local setting - and became
Charmel 4's sacond-most—ssiched series in Northern ireland ever,
only behind the comedy’s first series.

Jack Thome"s deama T Acoident, filmed in Wales and telling
H'ic:burrdhuwncﬂuﬂmphumpuct: ul-u-ml'ﬂ'elﬂm'rl'nlmltj,

mear bo thesm, the series avesaged a 1397 shane VWS
Iiving in Wales —almost three times the slot average of 5.3%.

i the Wirral.

These shows feel dsginctively El-nlnha.ndh:l.pﬂ'mn:l-l
to stand out and attrsct sudisnces. This s dhowm in oer viewing:
figures, with shows like Goggls boor and Celebrity
recordirg & higher shame of viewing in svery region of the UNC
[against its slot sverage).

for school




Too
challenging
to Ignore

Challengers
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With a range of uniquely Channel 4
programmes, we challenge and engage
mass audiences to think differently.
Through this, we create better social
cohesion across the UK.




Fatima Manji

NEWS/ALTERNATIVE VIEWS

Channel 4 makes a vital contribution to the national
debate by providing a platform for alternative voices.

In a rapidly changing world, Channel 4 stands out from
other public service broadcasters and global streamers
by saying something impactful about Britain, provoking
debate and telling unheard stories from across the
country in a common, trusted space.

At its most impactful, Channel 4 content exposes
the truth and acts as a powerful catalyst for change.
Our ambition is to reflect Britain back at itself, to
challenge easy assumptions and to offer something
unique and distinctive to the country.



7.8m

wviewers watched Channel 4 News
each month in 2005 )

+22%

viewing share growrth in 2013 to
Channa| 4 News main weakday
evening programme, to 3.77%

of viewing. the highest lavel
since 2070

1.9%

viewing share of 16-34-year-olds
for Chonnel £ News* climate
debate - Channel 4°s biggest
weekday evening news share
since 2071

Channel 4 News

At the heart of curnews provision is owr flagship Chonnel 4 Mews,
the onby hour-long news propramme in peak-time on the main
P58 chanmels.

This extended running times enables us to bell storkes from
mashiple angles ard in more depth. Chonnel £ Mews stands out
from other mainstream news broadoasters by combining rigorows,
thorough analysis with a lvely, accessible presenting style.

Ina world of onfine disinformation, the provision of
indepersient and avtharitative rews by public service broadcasters
is more important than ever. In 2078, Chonnel 4 News contirued 1o
b seen as the most highly-regarded newes provider in terms ofits
indeperdence from the influence of big busiress and govermmeant,
leading the ottwer main UK brosdoasters by clear mangins jresd
maore analysis on page 105].

Ax the United Eingdom moved closer 1o exiting the European
Unian, Brexit was the domirsnt topic throughout the yesr. The
climate emergency attracted a significant amount of cowerage
= cited by David Attenborough s lesding the way= - as did the
DNgning war in Syria, and US politics.

For many vobers, the climate crisis was a key issse in
December's General Election, ard Channel 4 News hosted the
warld’s first-ever party leaders” climate debate, which took aver
the 7-8pm news hour on 28 November. The prog =
EB4, D00 viewers ja 5% share), with a remarkable 7.9 share
of 18~-34-year-olds - the biggest viewing share amongst young
audiences for Channel 4's weckday evening rews since 2071

The debate became the fourth-most-talked-about eventin the
election [according to Lord Ashoroft Polls) ard raised the debabe
aboan the climate emergency across the cowuntry. The hashtag
‘FClimateDebate” trended worldhwide and generated 242,000
tweets and was watched by over three milion viewers in total
[inchuding clips, lhwe video and the programme iseH). twas also
Chanrel 4's second-highest talked-about programme of the year
owerall. It demorsirated that young audiences can be reached with
in-depth and authoritative coverage of important sswes if they are
presented in an engaging manmer.

Or average, 78 milbon viewers watched Channel 4 News esch
monthin 2019, an increase of 6% year-on-year. Moreowver, our main
weekoay svening programme grew its viewing share significantty,
rising bey 23% yoear-on-year bo 3.7% of viewing - its highest level sinoe
2010, Channel 4 News' increase in reach was all the more notabde
given that the other public sernvics broadcasters all suffered dedines
in the monthly reach of ther national news programmes.

BAME audiences also grew in 2013, by one percentage point,
b 16% of Chonnel 4 Mews total viesing — the joint-highast figure
achieved over the last decade. Amongst the main PSE channels”
News Prog = i is the only one whose viewing
by BAME sudiences exceeds this group’s representationin the UK
population festimated tobe around 13-14%) — the other PSES” news
programmes had shares of BAME viewing in the range of &-1rs.

The reews programme also appeals to young adults, with
16-34-year-okis makirg vp 102 of viewers. This is level with
Chanrel 5 and higher than the other PEEs" national news
programmes. &5 Channel 4 News increased its digial ard social
mezdlis coverage [see next page], to reach young people where they
waint io consume news, 18-24-year-old viewing share decreased on
the main chanrel by two percentage points year-on-year.

Chonnel 4 News reinforced its reputstion as the lesding
Hagship news programme, winning 33 prizes, including an
Interrational Emmy for Mews, a Peabody Award, a BAFTA, as well
as arecord sewen RTS Sowmalism vwards.

Inaddition, the Charnel 4 Mews co-produced documentany
film For Sama [see page §0) won more than 80 awards, incheding
the Prix Change to Pric U'Ed dOr for Best Dooumentary at the 2013
Cannes Film Festival ard Best Doo tary at the 2020 BAFTAS.
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We have worked hard
to build a big digital
audience, especially
amongst younger
people, while not
compromising on any
of Channel 4 News" core
principles or values.

Leading digital news

Az awdiences — young cnes inparticular — spent ever more time
wsing digital and secial media, Ch | 4 News conti dto
expand its digital presence in 2012, helping itto engage with
these audiences.

Intotal, somse 1.4 bilion mirotes of Channel 4 Newsvideos
were watched across ol social platformsin 2015,

Channel 2 Mews video views grow by 5%, to 187 million, cn
YouTube; and by 64%, to 1685 milion, on Twitter. The total nember
of YouTube subscribers grew to more than one millicn.

There were awen greater increases amangst 18-34-year-old
viewers in the UK on YouTube. Video views increased by ahuge 727%
to meare than 25 millior. &nd the number of minutes of video viewed
in 2019 was almast double the corresponding figure far 2B,

Of the most-watched Chonnel 4 Mows videos on YouTube,
two-thirds were about politics or Brexit. This reflects the masswe
interest amang young people for high-guality news on platicrms
where thery acoess information. Dl time was also substantial
UK audiences watched seven manutes of Chonnel 4 Mews comtent
on awerage, a large figure for video in social medi.

Channel 2 Mews also expanded its brand on other social
platformes. At the end of 2013, Channel 4 News lsunched Roted,
an irstagram Stories explairer series made in the mobile-friendiy
werticad video formeat. And it was commissioned tomake Unoovered,
aweekly news programme - also in vertical wideo - for Facebook
wiatch, making it one of the eariest suppBers of content to
this platform.




Een D& Pear

Q&A with Ben De Pear,
Editor, Channel 4 News

Q- Whry does reporting mews in depth still matter?

Az Inan era of disinformation and disnaption, cur programmse

is awnique hybrid of serous r-depth daily news, revelatory
investigations ard guality shart-fomm filmmakirg — and has never
been more indemand or more vital to public Be.

The programme pushes hard to be really engaging as we try to
get torthe truth, but has the benefit of Ofcom-reguinred impartiality
ard accwrmcy. which means we are trusted., as well as being a
good watch.

Last year, owr TV figures were up significantly. proving that
ina timee of crisis people still feel they need to come tous.

Q= How dao you enswre that Chamnel £ Mews reconates

with younger and harder-to-reach viewers?

A 'We have worked hard ower the last few years to build a big
digital avdience, especially amongst younger people, whilst not
compromising on ary of the show's core principles or values.

We have successiully maximised curcontent on key social medis
platformeswhere younger audienoes corseme news, initally on
Facebook - where we established cursehees as the most-satched
rerwes show in Burope at the time — and now an YouTube.

@ Which story has had the most impact this year?
A: Brexit was the major story of the year and we were very prousd
of our coverage, spearheaded by Political Editor Gary Gibban
and aurWestminster team, but serundercover investigstion inta
Cambridge Anabytica garnered a remariabde romber of awards
and its impact continwes to reverberate arowund the world today.
W are very prowd of the aitically-acclaimed For Sama, a film
which started with asingle news report by our newsroom and was
produced by Channel 4 News and ITH Productions ard broadcast
oo Channel 4, and which won ower 60 awards, including the Film
BAFTA and an Oscar nomination. 'We feel greathy privileged to hawe
warked with Wasd ard =0 many other Syrmns during this harrific
period in thedr histary, and beliewe thet the films that we have
made with themhave at least spread awareness of the ongaing
humarnitasian crisis.



Winner of the Prix L'CEil d'Or for
Best Documentary at the 2019
Cannes Film Festival, Grand Jury
prize for Best Documentary and
the Audience Award at SXSW,
Best Documentary at the 2020
BAFTAs and nominated for an
Academy Award, For Sama has
been a huge and highly-acclaimed
hit in Britain and internationally.

For
/ /

This is not just a film for me,
it's my life, my greatest loss,

my greatest happiness. Itis
everything | struggled for and
dreamt of, my duty te the city
| beleng to and a messape to
miy dauvghter Sama.



When the: Syrian uprising began in Aleppoin 2011,
Waad al-Katesb tasght herself tofilm and captured
some of the most memorable images of the conflict.
She mitially started documsenting the homors of Aleppo
for a Charnel 4 News series, iside Aleppo, in Jaruary
218, while Iwing in a makeshitt hospital non by ber
husbarsd. Her shart rews films became aworldwide
sensation, revealing the relentlass hormar of
eventsin Aleppa. The films won more than 20 awards,
including the Irtemational Emomy for Mews in 2017,

In December 2018, al-Kateab and her family fled
Aleppo with ower 500 bowrs of footage. Together with
Emmy-award winnirg director Edward Watts, they
produced the remarkahle film For Soma, an intimaste
and epsc jpurney into the female expenence of war.
her daughter,
the: film tells the story of al-Eateaks through free
years of the uprizsing in Aleppo, Syria, asshe fallzin
lowe, gets marvied and ghwes birth to Sama - all while
cataclysmic conflict rises arourd her.

Al-Eatesh's camers capturesincredible stories
s, lsughiter and survival as she wrestles with
1 impeesible chaoic eiter ar rot to fee the city
to protect ber dasghter's life, when leaving mears
absndoning the stnsggle far freedom far which she has
already sacrificed so much.

Simce keaving Syria, funded by Channel 4, al-Kateab
has stasted training as a producer for Chonnel 4 News.
I ighby unwsisal for feature-length documentanies to
emerge fram the ivis
Channel 4 News &

o |

ForSama



Covering Current Affairs

In 2013, owr long-r tigative d, Dispatches,

mmdmx&nmtcﬁdrlnapﬂkmﬁuﬂﬂnt,
albowing the s=ries to reach larpe asdiences.

Acraoss 2T episodes, this year's domestic and intermational
investigations covered important topics incleding Brexit, poverty,
the lnile crisisand the bealthcare system.

The most-satched episode, attracting 1.7 milion viewers
jan 8.0 viewing share), was The Secrets of Amazon. Presenter
Sophie Morgan brought attention 1o the worldng conditions in
Amazon's UE fulfilment centres ard investigated produects caried
by thee compey, aften sold by third parties, which may rot mest
safety standsrds.

Growing Lip Poor - Britodn's Breadiine Kios - the second-
most-wabched programme in the seres, with 1.3 million vewers
fa T.4% share) — shed light on the mone than four million children
growing up in powerty by telling the stories of three families that
da reot have encugh money for life’s essentials. On social media,
two Growing Lip Poor video posts on Facebook attracted 15 million
wiews and the biggest Chonnel 4 News videos ever for engagement.

And, pricr to BEC Twa's Mewsnigint covering the story,
Channel & irvestigated the extracrdinary friendship betaeen
Frinoe Andrew and multimillionaire Jeffrey Epstein in The Prince
& Tihe Poedophite, asking why a member of the British royal famiy
mairtained ties with a comvicted sex offender. 1.2 milion viewers
watched the programmes, giving it an £.7% share.

Alongside Dispatche s, reporters from our multi-award-wirming
foaeign affairs series Unreported Workd uncovered stonies thatare
typically igrared by the workd's media. ten authored films explored
widle-ranging international stores, incleding Krishnan Guru-Surthy's
investigation of mafis drug-deslers in southern italy, Seyi Rhodes”
axploration of why Brazil is becoming ore of the most dangerous
places in the world to be LEET, and Marcel Theroux's account of the
children who have fallen foul of Pakistan's strict blasphemy laws.

Taking Britain's pulse

Dwring uncertain times, Channel 4 has the ability to engage
mass avdiences in the big sswes that affect British people
imways that other broadcasters and global content providers
canmot, orchoose mot, todo.

At a time when tebevision is becoming ever more global and
content is often designed to appeal to jand therefore not offerd
the sersiilities of) avdiences arcund the woald, we ofer something
different ard distinctly British. Our distinctive editorial taste and
innovative programming allows us to tackle big msues in new ways,
hezlping to reflect the nation back at Bself.

A prime example of this was Srexdt The Unchd War, writben
by the acclaimed playwright James Graham. Staming Benadict
Cumirerbatch and Rory Kinnear, the drama provided a profoundly
timeehy, witty and compelling behind-the-soenes explomtion of ane
of the biggest political earthquakes of recent times: the campaign
rurming up to the EU referendum in 2016, The programme sttracted
v million viewers ard a 9.8 % share.

HMeanwhile, The Great British School Swopwas a radical
experiment that explored racal segregation in Britain. Across three
episodes, the senes followed a growp of teenagers aged 13 ard 14
from a predominantly white school as they entered an irmer-city,
multicultural Birmingham school, exploring the misconceptions
tezld by both groups of children.

‘Covering issuwes ranging from offensive langueeage to what it
rmiears b b British, the senes reached 3.4 million viewers and
perfoamed particulary well among its key target asdiences. [t
besd & 2002% share of 14-19-year-olds (& huge 127% above the slat
average). ard a 16.1% share of BAME viewers, mare than tripling
tha siot average for this graup.

The programme also bad a tangible impact: sewen in ten
viewers claimeed that it made them think about how society can do
more to encourage cultural and racksl integration and, importantly,
one-guarter of parenis said they had discussed the issues raised
in the programme with their chiddren.

t'was also seen 1o bea distinctively Channel 4 programme.,
with close to half of viewers agreeing that “you wouldnt find
programmes that tsckle socil issves inthe UE oz thisan a
platfiorm such as Metflic or amaron™.

Anoither strong example of a programme reflecting Britain
back at itself was Grime and Funisiyment, a six-part documentary
series filmed ower two years that set out to explore all aspects
af the VK criminal pustice system.

The filmmakers received unprecedented access, a first
for any TV documentary, ghving viewers a uniquely privileged
viewpoant to explore how the crimiral| justice system grapples
with crime and seeks to deliver jestice for victims, the acoused
and socicty more generally. Attracting an average of 1.1 million
viewers {a 4.77% share), the programme received widespread
critical acclaim for fts umvarnished approach.



Unreported World

Brexit: The Uncivil War

Dispatches: Growing Up Poor
— Britain’s Breadline Kids




The Restasrant That Makes Mistakes

The
Restaurant —



Ina daring frve-weck spoial experiment,, The Bestouromt
That Makes Mistakes observed whether a fully-
functicning restaurant in Bristol could be stafed

by 14 people living with wanouws forms of dementia.

This ambitious project attempied to start a wider
national comeersation about bow the public sees
people who iree and work with demeentia.

after sperding one meonth learming the tricks
of the trade, the newly-trained staff were put to work
inare of the toughest, mast high-pressure working
emvironments, serving a host of celebrity diners,
memhers of the public and food critics.

Crifering an underlying tone of optimism, the
series resoraied powerfully with audiences. Just
owar B0 of viewers claimed it belped them gaina
better understanding of the challenges people with
a mental disability can face, while three-guarters
=aid it madke them ™ thank diflerently about dementia
oo meental disability”. 78% of viewers agreed that
the series “provided a view of disability they'd never
seen belone on "

S57%

of viewers were inspired to see
what voluntearing schemes ane
available for those with dementia
or anather disability

— That Makes
Mictalkkec




/ / Talked-about

M
documentaries
Atour best, sur shows drive the national conversation, helping
to make vsthe UK's most distinctive brozdcaster.
It"s not a radical thing, A prime example of this in 2019 was &0 Days on the Streeks,
to have a vagi but a three-part series in which ex-soldier and adwenturer Bd Stafford
ch T‘I-" d“r spent 80 winter days and nights on the streets of London,
annel %= aCuUmentary Hanchester and Glasgow, documenting his first-hand experience
mw”m E'“"f'"l af Eritsin's growing bomeless crisis. With no money, food or shelter,
quite revolutionary. Statfiord seli-shot his time living alongside the homeless to capture

the reality of their day-to-day existence. This challenging series
attracted an audience of twomillion viewers, equialent toan 8.7%
audience share, an impressive 377% abowe the slot average.

The taboo-breaking 100 Vogings saw docsmentary artist
Lawra Dodsworth photograph and imtenview women about bow their
vagina has shaped their Ives. Viewers and critics ap preciated the
thoughthsl approach taken to the subject, with The Independent
praising it for its honesty and calling it a * powertul and essential
documentary ™. With an audienos of 1.4 million viewers and a 5.1%
audience share, this was Channel £'s biggest docwmentary of the
yar in the 10pm slat.

Channel £'s cultural scope is not ramowdy confined to the
borders of our cowntry, and we also support British filmmalkers
when they explore subjects with global appeal. The standouwt
documentary of the year was Leaving Meverfond, directed by
award-winning director Gan Beed. Thisunflinching and meticulows
tw-part film, crigrally commissiored by Channel 4, showed
hiow American singer Michae! Jackson groomed and abused
two young boys ower a number of years.

The independent

powerful and —



waers o the main
y aple [its shesre of
34 -year-alds was upa i
an ta become Channel 4

omirg the be ormirg documentary
ear-olds across all UK television channels si the
i 1 was also the red-most-wa

al commentators bo re
trating the kind of bold risk-t
thezr broed rs can match. The programme
fudding an Emnary




Inspiring the nation
through sport

It wias a strong year for sport on Channel £ aoress arange

of comipetitions, with cowerage spamning Para sport, reghy
{irtermationa] Rugby Unicn and the Heineken Champion’s Cup
rughy). cricket and Formula 1.

‘Our ground-beeaking coverage of Fam sport has been
changing attitudes to disability in sport for almost a decad e [ever
since the London 2012 Paralympic Games), and this year - as part
of cur coverage — we continued tohelp discover a new generalion
of disabled talent in front of and behind the camera. in September,
Channel 2 brosdoast the World Pam Swimming Championships
from the London Aquatics Centre, as Elle Simmonds and the
FamtympicsEE team competed for places abead of the 2020 Tokyo
Famtympic Games. All ¥2 of the finals ower the week wenae shown
through our extensiee live coverage on More< and the Chanmel 4
Fama Sport website.

In Juty, Charmel 4 browght the 10C Cricket World Cup Final
- England vs New Zealand - to free-to-air television for the first
time in 14 years, thanks toa ground-breaking partnership with Sky
1o share live coverage. In an action-packed day for sports fares,
the final sired on the same day as Chanrel &' live coverage of the
Britis h Gmnd Prix - also the only ve free-to-air Grand Printo be
shown on British television in 2015,

This combination of two major sporting events — which ared
simultanecusly on Channel 4 and Mored - resulbed in Channel 4's
best all-day TV adience since 2012, in termes of the romber of
viewers. Channel 4 attracted a peak audierce of 5.2 milion during
the cncket, while owerall 4.4 malbon viewers fured in bo watch
Lewis Hamilban win & record-breaking sicth British Grand Priscon
Channed 4. Intotal, 1228 million people tured in to watch either
some af the cricket or the British Grand Frincoverage across
Channel £ or More4. Channel 4 also recorded s best-ever day
for live onlire streaming on All4.

Warrior Womsen with Lupita Nyong'o

New takes on history

'Fh'nwg'fmﬂu year, Channel £ offered a range of programmes

for i on the owerlooked and the misunderstood, re-examining
British history through a.mnd-emll:i:. 'Brhlm[fn:ﬂ,. d'h:malnl:
approackes to kistory, we can pr
stories from Britain's past.

In My Grondparents" War, some of Britain's most high-profile
actars — including Kristin Scott Thamas and Heleras Bonbam Carber
- refraced ther grandparents’ iootsteps some B0 years after the
start of World War 1L

Throwgh these journeys, the programmes sxplored
unanswered questions abowt the scars that war beft on their
grandparents ard looked a1 how those six years of conflict changed
thesir families’ Fves and Britain forever. The programimes averaged
1.4 million viewers and attracted a 5.6% share of all individuals.

The Mossocr: That Shook The Empire, mearsbile, examired
one of the darke=t days in British and Indian history. Coincding with
the centerary commemoration of the Ammitsar Massacre in India,
writer ard jowmalist Sathmam Sanghera explored the ewents that
took place on 12 April 1373, when a British army general ordered
troops bo gun down a crowd of men, womeen and children who were
peacefully gathered in a parik in Amritsar, and the imphcations
af the massacre cn the way Britain thinks abouwt the Empire
ardd Britishmess.

This Specislist Factual commission, which attracted a10.7%
share of BAME viewers, more than dovlble the slot sverage - was
both a personal jpurney for Sanghera, as a Britich Sich Fongabi,
and the unearthing of a relatively poorby-known event that became
a piwotal beming paoint in British colonial neda.

A rather more uplifting story emerged when Oscar-winning
actress, wiiter and produecer Lopita Myong'cwent in search ofa
remarkable bt litte-krown female army. Inan epic and revealing
journey, the hour-long Specialist Facteal commission Warror
Women with L vpito Nyong'o sas her travel across Benin in West
Africa to vncower ard tell the story of the remarkable ‘Ageg”. Almast
400,000 viewers tured in 1o find out abowt these wanmior women
wha, in armies up to 4, 000-strong, fought African and European
powers from the Trth to the 15th centuries in the Kingdom of
Dahomey jmode m-day Benin).
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Helping young people
navigate complex issuves

Channel £ plays an important role in offering educational
contentwithin its programming for young people, challenging
them and exploring isswes that matter to them in entertaining
and enpagEing ways

Cur flagship soap for young people, Holiyooks - which has
aired on Channel 4 since 12559 - continues to be the youngest-
shewing soap on British television: 55% of its audience [across
Channel 4 and E4) are aged 34 and under, monz than double the
other leading soaps’ comparative figures of 227% for Fostenders
[BEC), 19% for Coronation Street and 127% for Emmendale (both 11w

Hodyooks performed strongly in 2009, particularty on E4,
where asdience share and volume both rose st a time when TV
viewing amongst young audiences & in decline. Rolfyoais" B4
broadcasts attracted ther highest-mser share of 16-24-year-okds,
with a 21.5% share of this audiencs {20% up year-on-year}, while
the volume of 18- 24~year-olds rose by 2% Across all audiences,
viewing share on B4 was up &% year-on-year, and the volume of
viewers was up by 1%

Integrated within erdertsining storylines that appeal to young
viewers, Hollyoaks has & proud track record af delivering impactful,
impartant public service messsges 1o this core sudience on
chasllenging social issses. In 2019, powerful storylines incloded Ear
right extremizm and radicalism, substance abuse, mental health
ard soowal abuse.

Owr sucorsshul divma series, Ackbey Sridge, set in and arcond
aschool designed townite the divided white ard Asian commasnities
of & small varkshire mill toen, slsoretomed for a second run of
eight episodes.

The 2013 senes, which explored issves such as poverty and

teen sexuality, sveraged 1.1 million viewers (5.6 % share) and was
Channel 4s biggest non-Boke Gff show of the year at 8pm for both
16-2a-pear-olds and 14-19-year-olds in terms of viewing share.

It was also praised by citics for its” frank, funny account of life

in a multicultural society” [ The Guordian).

Charmel 4's commitrment ta this seneswas rewarded, s
it grew in popularity among young viewers - its 14-15-year-old
audierce share was up by 5% versss the previous series.

The Great British School Ssap was a radical experiment
that explored racial segregation in Britain, designed 1o irtroduce
secondary school pupils to different cslhenes and ways of life.

The series saw shadents from twa wery different schools swap
place=in order to challenge the misconceptions they hokd abowt
oitter commurities.

The series reached 3.4 millon viewers, including a 20.2% share
of 14-19-year-olds — an impressive 122% abowe the slot average
—ard had a tangible impact. Seven in ten viewers claimed that it
made them think about how society can do more to encourage
cultural snd racisl integration and, importantly, cne-guarter af
pesrents said they bad disosss ad the ssses raised in the programmee
with their children.

Cutside of our programmes, we have also taken sbeps to
educate and encowrage children toeat bealthily. in 2015, Channed 4
joined ITY's Wegpower initiative — the campaign toinspire children
to eat more vegetables - offering significant airtime, alongside Sky
b promatbe the campaign.



Channel 4 is the engine room of
the UK'’s thriving creative industries.
Uniquely amongst the public
service broadcasters, Channel 4 is
a publisher-broadcaster, meaning
that we commission all of our
programmes for our portfolio

of TV channels externally.
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good to
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Commercial
Drelivering public valve throuvgh a commercial model




Qur unique model sees us invest hundreds of
millions of pounds into the UK creative landscape
and work with hundreds of independent production
companies across the country.

In this way, Channel 4 helps to build IP-rich
businesses with global reach, and we're proud to
play a disproportionately influential role in the UK's
creative economies — not only by helping to bring
creative ideas to life, but also by supporting small
and medium-sized enterprises ('"SMEs’) across the
country. Channel 4 is creating an economic and
cultural legacy that will last long into the future.

£189m

irwested in programmes from Matiors
and Regions, an increase of £3 millian



SUPPORTING CREATIVE BUSINESSES
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Growth funds

The £20 million Indie Growth Fund has a remit to penerate
commercial returns for Channel 4by investing in and belping
o prow sarky-stape prodection companies across the WK
Al profits from the fund’s ventures are invested back ino the
of Charmel &5 pubfic servics remit. The indie Growih Fund is
rowy fiver years old ard the existing portiolio continues to perform well.
To date, the Indie Growth Fund has invested in 17 comparies,
with six exils so far and 11 companies remaining in the fund iy the
end of 2013, Over the cowse of 2019, the fund imvested in four rew
:a-.gu-w—b dindia Two Rivers Media, Leeds-based

shows. The fund alr-: aaccesshully ex I-c-.'l of it
which was sold to Future plc during the year.
Fubure investment by the Indie Growth Fund will continue

r the: Malions and Regions, aswell
businesses across the whole of the UK. The Ind
y Chanmel 4's National HSin Leeds.
i Growth Fund, the Commerncial Growth
1 im 3015 and inves high- gohl'ldlmhl

, offering media airtime in exchange for
equity. Todate, ured has comy 19 equity investments
ard had a balance sheet value of £20 million at 31 December 2002
2oa: £16 million).

n 2018, Commercial Growth Fond investment s incleded:
- bz izt rall.-'n. CedsCer;
F } ports and outdoor
leisure products; Trawe | Local,
ng holidaymakers with selected
local tour operators aonoss the globe; and Drowves, acar s
s Three follow-on investments werne completed
ng portiolio companies: Eve Sleep, Hossle fommesty
FPayasiiEym| ard Getagent. The Commercial Growth Fond also
divested #s stake in Prtenest, a socal media website. The increase
in the fund's valkue was affcet by it divestmert of Firtesest and fair
walue losses that relate to some of the fund's investments.

= Growth Fund has




Dynamic TV

Commercial innovation and partnerships are critical to
Channel 4's long-term success. From grournd-breakding
adwertising breaks to pioneering commercial collaborations,
imnowation runs through the entire Chanmel 4 bosiness
#.strong example of this s Dymamic TV.

Al the start of 2013, ina first for the UK and European adwvertsing
mankets, Channel 4 lsunched Dyramic TV. Thisis a brand-new
inmowvation in spot advertising that enables potentially thousand s of
data-criven creatie varations of an advert 1o be served across big
screen devices, such as smart Tvs, for the first tme, aswellason
miahile ard deskiop videa-on-demand platfonm

Developed alorgside Charnel 4's videa techrology partner
novwid, Dyramic TV = advertising parners to leverage
party data from Channel &'s more than 22 million registered
viewers ta deliver bespoke ads based on bocation, weatber, time
of day, date and demographscs [without any dats being shared by
Tharnel 4 with others]. For examgle, ore of cur lasnch partners,
Bools, lumched a targeted ad that showedu whrere theic
rearest Boots store was located.

By persoralising TV adverts, we areable 1o bring more
relevancy to viewers and create a better experience than traditional
commercial breaks. Dynamic TV supports previous innovations
lawmnched by Chamnel 4, such as Contextual Moments, lawnchedin
P08 This was the world's firs ang technology,
enabling Chanrel 4 1o place a b.ard s adverts rext tothe relevant
sceresina Enear TV show.




Industry
partnerships

ch L4 collak with ¢ cial
to offer the best content and techmology for the
British public.

with U broadcasters increasingly fee ling the
effects of competition rom video-on-demand services
oHered by much bigger US-based media and tech
companies, there is a growing rationale jor companics
who saw each other primarily as commercial rvals
to firsd new ways to collsborate.

A prime example ofa sucoesshel implementstion
af this is Channel 4's mdustry-deading partnership with
sky. in September, Chanrnel 4 and Sky announced a
rew, broader, sirategic partnershap that spans confent,
technalogy and inrvation — benefiting bath British
consumers and the broader ndustry.

A5 part of the partnership deal - and ioflowing a
successiul season in 2073 - Fonmuls 1 highights and
live: cowerage of the British Grand Prix will continue to
be broadcast on Chanrel 4 as part of the wider, mudti-
year conbert deal - ensuring that Formula 1 remains
available on free-to-air television.

In addition, Sky and How TV customsrs are also
able to enjoy mone upfront baox-sets from Channel &,
which provides the ability to binge-watch all episodes
ofselected Chanrel 4 seres before they are broadcast,
along with extended access to ow Walter Fresants
series of foreign-language dramas.

#nd as part of the commercial partnership,
Charmel 4 also sigred uvp 1o vse Sky's AdSmart
technalogy for the first time, which will enable us io
deliver fully-tasgeted, addressable spot adwerts acrass
our portfolio of inear charmels to viewers in Skyand
Virgin Media howssholds.

This partnership is a fantastic example of how
broadcasters canwork together toextend the reach
aftheir content and innovate for the benefit of both
wiewers and advertisers. it builds on the growing st
af collsborations between Skyand Channel 4 which,
emrier in the summer, saw the teo brosdcasters chare
the final of the 1CC Crichet World Cup, erabling the
entire ration to oolehrate a once-ir-a-generation
momerit of England winning the World Cupon bome
soil [sex page GE).
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The cpportunity to
collaborate as public
service broadcasters
on BritBox extends
owr track recond

of partnership and
will ensure there is
acompelling single
destination for the
very best high-quality,
home-grown content.

The Erd of the F** “ing World

The inbetweeners

BritBox

Dwring 2019, Channel 4 struck a multi-year deal with
BritiBao, the new streaming service created by the
BEC and ITV.

O partmership with EritBox will add arowved 1,000
hours of recert and archive Channel 4 box-sets across
Comedy. Drama ard non-scripted programmes, plus
a selection of British flms from Film4.

The apparturity to collaborate with other public
service broadcasters on BritBox extends our track
recornd of partnershap with other broadcasters and
ersures that there i a compelling single destination
far the bast kigh-quality, home-grosn contert from
the F5E% on a service defined by their shared public
service biand values.

BritEox brought All 4 ta the servios in spring
2, with rew series being available 31 days following
transmissian of the last episcde on Channe| 4. Films
willl follow later in 2020,




Investing

Channel 4's commitment to innovation
extends across the full range of its
creative output on TV and digital, while
off-screen it spans the geographical
spread of its supplier base and the
diversity of voices brought to the screen.

Innovation
through content

Im 2013, Channe| 4 maintained its overall content investment across
its servioes, with total spend on originated and acguired content of
£660 million, level with the 2018 figure in percentage terms. The toal
was marginally down, by £2 million, in absolute terms, bt still highes
than in any year prior io 2016, Expenditure an Channel 475 own
commissions rmose by £3 million to £452 malion, the third-highest
lewed in Channel &'s history. £437 million of this was spent on the
main chamnel; this was down by 2% year-on-year as more bodget

was allocated to the digital channels, whase original content

spend rose by 31% to £51million.

Channel £ broadcast 7.9 hiowrs of first-run originations every day

on average across the TV portfalio in 2019, 6.8 of which were on the
main channel. The total was slighthy doswn {by T%) year-on-year. Howrs
on the main channel fell by 5% while those an the digital channels
rose by 3%, reflecting the rebalancing of the ariginal content budget
descrined abowe. Dwing peak viewing tims (§-10_30pen], first-run
ongnated programmes scoounted for 74% of haurs on the: main
channel - ocne percentage paing wp on 2018 and the joim-highest
figure since: this metric was first reported in 200E. Including repeats,
84% of peak-time hours were taken vp with oniginations, the highest
figure since 200E.

Across the TV poetfolio, there werne few significant year-on-year
variations (of more than £10 million ar W%} inimestment at the genre
lewel. The biggest change was a reallocation from Spoet (with less F1
coverage this year and no summesr oo wintes Foralympic Games) to
otfer areas, in particular yowth-shewing originatices on E4 and longes
runs for sucoessful series. s 8 result, spend on Sport was down iy
33% 1o £31 million, while the volume af first-rn crignations dropped
bry 122 hours. The main beneficiary of this change was Factual
pragramming, the sole genne o expeience a significant increase
iniits budget, with spend up by 8%./514 million to £236 milion and
vodume up 57 houes. Other significant decreases inospend were in
Education programming [down by 33% to £ malson} and Older
Children [down by 20% to £5 millson). Involvme terms, the ather
natable change this year was & 43-hour inoreass in Entertainment,

a 9% rise. More information on genres and programmes are

included within the relevant namratives.



In

Innovation

Innovation
through diversity

Channel 4 is the only PSE that outsowces all of is productions, and
in 2015 it increased s total invwestment in first-nm originations from
external supplers across its TV porticlio. Spend on the TV portfalio
was £483 million, up TX yeas-on-year (a £53 million rise]. Refecting
the rebalancing of bud gets described abowe, the main chanmel s
inu::tm!nHzTiibglJI.tn €457 millhon, while spend on the digital
channels was vp by 31% to £51 million. Channel 4 worked with 274
creative partners across its commissions in TV, fllm and digital medis
thisyear, the same as in 20MB. Of these suppliers, 43 wenes new ta
Channel 4, a 28°% rise, 'eilzctin;m' commitment 1o diversify the
supply base this year after decines in 201E, adong with the ksunch
of the new Digital Creatiee Unit (*DCU).

Channel 4's commitment to regional diversity is reflected inits
coemmisssons from scross the Mations {Morthern ireland, Scotland
and Walex) and the English Regions. In 2015, 34% of hours of first-run
originated programmes an the main channel came from suppliers
bssed outside Lomdan. While this i fiee percentage points down on
2018's record bewed, this remains a strong performance well inexcess
of our target quota. In expenditune terms, Channel 4 schieved its
joint-highest-ever level of investment outside London, with S8 of
investment in first-nen ofgnated programming onthe main channed
from out-of-London suppliers jone point up year-on-year) Across
the T pertfolic, Channel 4 spent a point-recoed £185 millon aon
programmees froen produection companies based outside London,
1.5% wp an last year's figore. £23 million of this (ol came from
companies based in the Hations, & 8% rise.

Turning to one-soreen diversity, Chanme| 4 showed 288 hours af
originated programmes on the main channel whose subject matter
covered issues relating to religion, multiculturalism, disabity and
sewualty. This tatal rose :Ii]'hﬁy_. by 2%, in 201%; excluding years
boosted by coverage of Summer Parolympic Gomes [Le. 2002

and 3018}, it is the Ei;hest beves| reached on this mestric sinces 071
Following last years Fve coverage of the PyeongChang 2018

Winber Paroiympic Gomes - which comprised a large wolumes of
first-run programming canside of peak-time — the volume of first-run
originations fell beck this year by 18% 1o 128 hours [still abowe 2007
level), while firs1-run ariginations in peak-time rose by 2E% to

ED howrs. Fragrammes examples arne provided on page 53.

Programming with an intermational theme adds another element of
diversity to the schedules. There were 53 howrs of first-nen non-news
ogrammes oovering intemational topics on the main channel and
in the: cros s-chanme| Tre Stores documentany strand o 2019, 10%
up year-oi-year. The TV portfalic continued to showcase fareign-

language TV shows from Channed 475 Walter Fresents service: the
opening episodes of 13 foreign-language TV serkes wene premiered
on the main channel this year, and a further eight seies shown in

full om the main channe! and Mores. Taken together, these Walter
Presents programmes reached B.% million peopls in 2015, While
down by 1.5 milion year-an-year, this was compensated by a 4%
increase i views 1o 'Walter Pressnts cosbent on &11 4, fo 325 millicn.
Meanwhile, the Filma channel costinoesd to offer a drverse and
international shate: 3% of its cotput came from owtside the

us, with Eritish films accounting for 13% of todal petput.



Innovation through content

£660m

spent on content across all
services

Equal

with last year

£650m

invested in originated and
acguired programming
across the Charmel 4TV
porticlio fall genres)

Equal

with last year

Imvestment in all content

In 203, Channel 4 mainfained fs overall kevel of
Ewesiment in confent across its services, with
some redistribution of funds from the main channes|
1o digital channels. Total spend across the netwark
wns £660 millicn, level with the 20B ﬁ;u': in
nercentage terms. While this was margeally down,
try £2 million, in absolute terms, the comtent boadget
remains higher than in sy yesr prior to 2076,

Thez main channel - which attracts the higgest
awdiences inthe portiolio - continued o account
for the bulk of the vestmant- its budget was £520
million this year, 80% of the 1otal. This was down by
3% year-on-year, as £16 million was reallocated to
the digital TW channels, whose budget rose by 15%
1o £120 millice. The remaining £10 million was
spent on digital media flevel with the 2018 amaunt),
which comprises Channed 4°s websites, cross-
plakfarm cantent and investment i All 2 conkent,
mncluding foreign-language TV service Waller
Presents. Overall, digital services (the digital Tw
channels and digital mediay accounted for 20% of
Chanmnel £'s totsl content Eveestment in 2005, up
from 17% in 2018.

Focusing on the T portfolio - the main channed and
digital TV chanmels - total spend of £650 milkan in
2005 was bevel year-on-year in perosntage tesms
tand £2 millicn down inabsolute terms onthe 2008
figure). &t the genre level, there were onby a few
significant year-on-year varistions in investment,
defined axs being mowements of more than £10
million or 10°%.. The biggest driver of change was a
reallocation from Sport - whose Fl coverage this
year mainky comgrised highlights, with cnly one live
race (10 live races in 2078) - to other areas, in
narticular youth-skewing criginal programmees on
B4 je. g Shipwrecked) and longer rues for soooessiul
series such as SAS Whao Dares Wins.

Faschual programming was the biggest bene ficary,
amd this was the sole genne to experience a
significant increase in its budget, with spend on
Fasctuall up by £14 million {8 6% rise). The biggest
reduction in spend was in Sport, down by £15
million (a 33% decline), for the reason genabove,
as well there being no summer ar winber Parolmpic
Gomes this year.

Spend on Education rammang also fell by Z3%,
cl;reu'ﬂle mit to €6 ﬂill!:l':’n?whilz 1 ':Shul:bet ﬁ;yﬂ wder
Children fell by 20% [a £2 million drog) as series
such as Kiss Me First and Old Peoples Home....

did not retumn this year.

Spend across the Channel 4 network on all
content (Em]

Todml
0T [.2.0)
e aaz

B Croersal 4 fron chaenall B Digitsd channals
M Dgeal madia feaciuding main channall

Source: Channal4

Totalinwestment in originated and acquired
programming across the Channel 4 TV portfolio
by genre [Em)
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Innovation through content

Cutput mixon Channel 4
Channel 4 typically premieres its ofgnal
ﬁmg:rurrrre:mth: main channe| during peak-time
wours [defined by Ofcom as 6-3030pm), whene
they can reach the largest avdiences. The share of
ongmations in peak-time on the main channel
reached recoed lewels in 2019: 74% of peak-time
hours were made up of first-run originated
programming — one percentage point up on the
2018 figure and the jaint-highest figure since this
metric was first reported in 3008, With repeats of
onignal programming accounting for anct®er 10%
of howrs jalso vp one point year-on-year), todal
ongmations comprised 84% of peak-time owput
- thedr highest figure since 2008 and well shead
ofOfcom's 04 licence requirement.

Daytime schedules offera maore balanced spread
ofariginations and acquisitions, and originations
represented 62% of cutput on the main channe|
across the day in 2015 - one point down on the
20138 figure but again well abave the relevant
Ofcom quota jof SE%).

There wenz small year-on-year wariations in this
metric: in neak-tirrE:me '::as a shift rom
acouesition s 1o originations of beo percent oinks,
ang.; ane-point rEI: iin thez share D\J:r!v:peat:ﬂ:"m a
corresponding dropin first-ron programeming).
Acrass the whole day acquisitions were up by one
point, while repeats mﬂ:'quﬂhr:: poants.

4%
of the main channel peak-

time schedule devoled to
first-run crigirations

Up 1pt

on last year

Fercentage of owtput onthe main channel
d fior by originati  first-rum
Programmes
Pk I6-10.30pm
2018

74 10 58

2018 3 3 TR
All gy

2013

2018

H Oripeatiors - Arst-nn B Ongnations - iepast
B Acquiaficne - frat-nn B Aoguttions - repast

Sowrca Channal 4

Inwestment in originated content

Channel 4 delivers its public remit primarily throuogh
the ariginal content that & commissons and irvests
in. In 2073, total expenditure anariginated content
first=mn bansmiss ons and repeats) across its TV
chanrels and cnline services grew to £452 millian.
This iz an incease of £3 milion (7% up) year-on-year
and the third-fighest level in Channel 47 history.

£492m

spent on ariginated content
across all services

Up1%

on last year

The: main channel atiracts the biggest audiences
and corresponding by accownt s for the large majority
of Channel £°s crigmated conbend budget: at £437
mallion, this was 89% of the 1ot in 2015, £321
million of this total was spent on Mews, Cument
Affairs, Education programming, Comedy, Drsma
series and single dramas (ncluding Filma
Prul:i.ll:t'-unsl_..l.rl:: and Religion {this sem does not
incliude thie full range of programme gesnres e.g.
Factual or Spaort, where Channed 4 also deliwers
imporiant public service conbent). Beyand the main
chamnel, £31 million was spent on orignal content
far the digital channels and £4 milion an digital
media comtent (nduding websites and cross-
plutll:-l-n content), as part of our wider strategy ta
Increase owr appeal a young people.

ArCnass the services, the digital T channeds reoeived
a boost in spend this year: onginal conlent imvestment
wass up bry E12 millicn year 1 egqunakent oa
STrize. As part of thes rebalancing of the overall
busd get, there were small dechves iniveestment an
the core chammel, which fell by £8 million ja 2% drog)
and in digital media{£1 mil fon down)

Spend across the Channel 4 network on

originated comtent {Em}

Toisl
2019 43F T 53 4532
o [ =

Bl Chaneel 4 imain chaneall [ Digital TV chasnals
M Dipital masis faxcleding moun chasnall

Sowrca Channal 4



Innovation through content

7.9hrs

of first-run originations every
day on average across the
Channel 4 portiolio

Down 15

on last year

originated cutput across Channela TV
portfolio

In 2073, Chamnel 4 broadcast an average of 7.5
hiours af new commissoned programmes {i.e.
first-run ariginations) every day across the main
channel, B4, Mored and Films. The main channel
accaunded for 6.8 of these daily howrs (B6% of the
1otal). There were a further 1.1 hours on the digital
channels, the joint-highest level since 2008.

The wolume of frst-ron orgnations acoss the TV
porticka fell shghtly, by TS year-on-year. Hours on
thee mamn chammel fell by 5% while those on the
digital channels rose by 6%, reflecting the
rebalancing of the ariginal content budget from the
main channeld to the digital chamnels, in Gne with our
wider stralegy to supescharge our appeal toypoung
peaphs (see Investment m ongnabed content’ an
nage B

Average daily hovrs of first-rum originations
across the Channel 4 TV portfolio

Tatal
078 &8 1.1 7.9
e T2 0.3 B.D
B Crasmi+ B Digeal chasnals

Setron Chanral 4

2,862

hours of first-run originatiors
across the portfolio

Down 15

o last year

Vaolume of first-run originations by penre
Channel 4 broadcast 2, 8682 hours of frsg-mon
ariginated programming across its TV portiolia
{main channel and digital channels) in 2015,
marginally down by 1%, or 38 hours) on the 218
tevel. The two biggest gesres - Factual and
Entzrtainment — together accounbed for 56% of
ot first-run orginated howrs. The valume of
first-run ariginations in Factual rose by 57 hours this
yoar [a.4% ncreass), as it was the main beneficiary
af the howrs freed up by Sport [seelmsestment in
alll content” on page 84). Entertainment was also
wp, by 43 hours (2 5% increase), thanks in past toa
foows oo Friday mights at Tpm as & space for
nnowation and new talent with shows suchas

The Loteishh Show With Mo Gilligon.

In the rest of the schedule, only three other genres
experienced Sgnificant year-on-year changes in
the volume of frst-run oiginations, which we define
as being in excess of W% or 50 hours. Film ji.e
thaose with nvestment from FilmaE Productions) was
wp by 14% 1o 14 hours, & two-hour norease:; this
year's titles included the network premiere of Films
Production’s 12 frainspotting. The volume of Sport
fiell by 132 howrs, a 37X decline, and there was a
12% decline in the volume of Education programmes
{a drop of thees haurs), both for the reasons
described in lmwestment inall content on page 84.

Howrs of first-run originations shown across the

Channel £ portfolic by genre
Film 14

=z
Dvama .”“'EI

N~

e @
Comedy 2=

)]

Ertertainment m

Currart Afiairs

Cder Children I 3
I 24

Education 24
27

WO BT [ POTH [3.000k

Spart

Saurce: Channald



Innovation through content

Mesting Chanmel £'s licence obligations

Carpiance

Averags hours per wesk wrinr W
Hews In p-uﬂ‘..—lil‘il.' B—10. 20 pm) 4 4
Current Affairs Cverall 4 ]
In peak-time (E-10.30pm) 2 Fi
Hours per year Schools 1 33
Fercentape
onigiration prodection Overall 1] a6z
In p-uﬂ‘..—lil‘il.' [B—=10.20pm) [l B3
ndependent production 73 44
Europeean independent pradection 10 T
Europeean arigin 30 7O
Subtitling for the deat and hard of hearing an 00
Ao desor 10 42
Signing 3 o
Regioral prodwction 25 40
Regional hours 23 34
Froduction in the Hations 3 B
Matiors hours 3 m




Innovation through diversity

£432m

investment in first-run
extermal UE commissions on
the main channelin 2012

Down 2%

on last year

Ercadcasters’ investment in the

prodection sector

Uniguely amongst the main poblic service
nrnldc?st:r:.gshunneld ha:spi-'lm in-house
pre<duction base of amy kind and scurces 100% of s
ariginal programming rom external suppliers. This
Ean intrinsic part of Channel 4's moded, ensuring
that its Eveestment incontent provides madmoem
benelit 1o the UK's independent production sector.
In 2003, Chamnel 4 increased its tofal reestmest in
first-run ariginations from external supplers scross
s TV partfolic. On the main cennel, igs spend on
external suppliers was £432 million, 45% of which
was spent on qualifying ndependent production
companies. A further £51 milion was spent on the
digital T¥ chanmels, taking Channed 275 total
ivwestment in first-run originations from external
suppdizrs scrass its TV portfolio to €483 million -
wn 1% on the 2018 figure {a £5 millon rise). The main
channels imwestment fzll by 2% year-on-year, whils
spend on the digital chanmels was up by 3T%,
reflecting the relbalancing of the overall orignal
conéent budget between the main channel and
digital channels [see ‘Investment in originated
content” on page B).

Mefin: THeom nelongar pusl o croes- indeatry data @n ta
rin prbic sarvics brosdoaztar spend on Art-nn ecismsl
commizzions. Up io e point whan Ofcom Lt peblzhad this
date, fot 306, conparstve bguree shownd that Charnal 4

consxtantly ssact more on firet-nn satumal connedona
£han amy of Sha of by e puslc saresos brosdoactarx

Expenditwre by Chanmel £ onfirst-run
external commissions (Emj

TS 433 1]
OB 440 =B

Totml

478

M raincharmel B Digital chansai

Seiron: Chanral 4
F018-1% deta not seniabin for cthar PSB channals

Dutput from suppliers based
autside London:

54%

of first-run ariginated
programme bours

Down Spts

on last year

46%

Qo

of the valse of first-ruen
ariginatiors

Up 1pt

on last year

Investment in the Hations and Regions

{miain chanmel)

In 203, Channel 4 sourced 54% of the howrs: of
first-run ariginated programmess on its main chanme|
from suppliers based in the Mations and Regions.
wikile this is fve percentage points down on the
record level achieved last year (2018: 39%), it
resmains well within our quota target. The decrease
in hours can be attributed toa reduction in Sports
programming {20139 did not havwe summer or winter
Paralympic Games and cur F1 programming alsc
reduced significantly by hours).

inspend terms, Channel 4 schieved its joint-
highest-ever level of investment outside London.
46% of Chanmel &5 expenditere on first-run
ariginated pragramming on the: main channel was
an programmes from seppliers in the Nations and
Fegions, ooe pErceniags point up pes-on-year
amd & record leve fior this metric (jointhy with 2013).
Bath of thess figures exceed by a significant margin
the 35% Bcence quotas set by Ofoom.

Proportion of first-rum originated outpaut

and spend on Channel £ whichis made
outside Lomdon

wolume of _m

output (hours)

I

—
S -

5%

W 2o M zma — Cucta

Saurce: Channald



Innovation through diversity

274

companies warking with
Chanrel 4 portfolo across
TV, film and digital media in
2018 of which 186 were
independent TV production
companies

Equal

with last yesr

Diversity of supply base
Channel 4 punches above its weight in terms of the
extent of its relationships with independent TV
producton companies [findies’). In 2018, the most
recent year that comparative TV industry data is
available, Channel 4 worked with 154 indies across
its TW channels. Ondy the B&C - whose TW portioSo
content budget (£1.7 billion in 2018-18, accarding
Eo its Annual Plan) s mose than double that of
Channel 2 —waorked with more (328 indies in total).
Channel 4 worked with significantly mare indies
than IT¥ {76 companies), whose conbent bodget
is also much larges than Chanmne| 275
Turmning 1o Channed 4°s most recent data, for 2008,
a total of 274 companies supplied the T, film and
digital media content that it commissioned - the
same number &z in 2008, In TV, this included 188
indies [20M8: 154 companies, the figpore vsed far
:Dmpn"sm with octher broadoasiens showe).
This 15 wp 8% year-on-year, thanks in part to new
commissans arising from E4s ivestment boost
and a rise in the romber of rew and one-ofi
pragrammes. A further 38 non-indeperdent
producers gave a total TV supply base of 204
companies (3% v an the 2008 igue of 138).
In cther media, there were 21anline suppliess,
down from 36 in 2018 ~ 2. 47% fall. This is the
biggest year-on-year chamge soross the warioes
edia in percentage terms, and is explained by the
continuation of &1l 4's recent strategy from the 2018
report 1o focus on acquiring long-foem third-party
content, rather than comméssionng omgmal
shoet-form content. Channel 4 also worked with
72 film companées, up from 88 the previous year
[ B rise].
Across all types of conbent, 43 companies wers
new supplers to Channel 4, 26% more than the
2018 figure of 34, This large incresse reflects
Channel 2's imtensified commitment to create
access for new suppliers to the indwstry this year
after declines in 2018, along with the launch of the
new Digital Creatve Unit ("DCU). Mote that some
suppliers worked across TV, film and online;
remaving the double-counting that arises from
suppliers who worked across mare than one medis
ives the total figure of 274 separate companies
that Channel 2 worked with in 2o005.

Humb-er of independent TV prodection
companies supplying the FSBx

BBC portiolio nua.

ITY portholic [

Charmel £
partiolic
na.
Five n-a.
na.
Hzo HEEnE BT

Bome 2019 dare ror seailabis for orher PSE cheneadz.
Sowrca Channal 4, Brosdosod (other chaeralal



Innovation through diversity

Dutput from suppliers based
in the Nations:

1%

of first-run ariginated
programme kours

Up 1pt

on last year

=]
8%
of the valee of first-run
arignatiors

Equal

with last year

Imvestment in the Mations (main chanrel)

In 2003, Channel 4's commissions in the Nations
accounted for 1% of total hours of first-run
ariginated programming on the: main channel.

This figure is one percentage poink up pea-on-yeas,
and just one point below 2017s record level of 12%.
It also exceeds bath the current 3% Bcence quata
set by Ofcom and the increased 3% quatawhich
comes into effect i 2020, Looking at the individwasl
Mations, Scotland accounted for 5% of the total
this year, Wales 4.5% and Northern ineland 0us%.

In terms= af expenditure, the Nations represe e
8% of the tatal budget for first-ren origmated
programmes on the main charmel jcomprising
4.4% spent in Scotland, 2.4% in Wabss and 11X in
Mortkem lreland). This is level with 20087 figure
amd again just one point below the 2007 record jof
). It enceeds Ofcom*s current 3% osnoe quota
and is just one percemage point short of 2020°s
inCreased 5% quota.

Commissons from the Mations provided 248 howrs
af first-run programming on the main channe| in
2015, 4% up year-ca-year. Within the indrvidual
Mations, the biggest change was an mcreass in
meestment from Scotland: the wolume of
programming was up by 19% 1o 134 hours (2018
N3 howrs), while spend rose by 31% 1o £17.4 million
i 2015 (2018 £13.3 million) Mew commissions
ncluded Kirstie's Celehrity Croft Masters and Year
of the Bobbit. In ‘Wales, the volome of commissons
held steady year-on-year st 100 hours, but spend
fell by 32% to £9.4 million {201B: £13.8 millianjl.As
last year, the slate included a major deama, The
Accident. While some series j.g. One Born Every
Minute)did not retum, there were more howrs of the
rughy Heineken Champions Cup aswell as new
series Sun, Sexaand Brides bo Be. In Morthesn
irzland, spend held steady a1 £4.2 million while the
wolume of commissions dropped by 44% to 14
hiours (200E: 75 hows). My Family Secrets Revealed
did not return this year, snd was replaced by the .
From Heli: Cought On Comera sirand as well az
feature-length Britmin's Wildest Weather 2073,

Proportion of first-rum originated output and

spend on Ch 1 4 which i made outsidk

of England

ousicect [N

England output

vows
%

ousicect [

England output

e I
%

Mz EE — Sucts

Saurce: Channald



Innovation through diversity

£189m

spent on production
companies based outside
London

Up1.5%

on last year

£35m

spent on production
companies in the Mations

Up 6%

on |ast year

Spend by region across the Channel 4

TV portfolio

In 2013, Channel 4 spent a joint-record £185 million
across its TV portfolio on contest commissioned
from preducticn companies based in the Mations
and the English Regions. This s an increase of 1.5%
fequivalent to £3 mallon) on last yesr's figure and
refurns bo the peak level set in 2077,

Expenditure on content from production companies
inthe Mations was £ 25 million this year, £2 million
Up year-on-yesr. In the indiddusl Mations, the most
marked year-on-year change was a 43% inoeans
inimvestment in Scotland, equivalent 1o a ise of
£6.2 million, toa total of E20.7million. nWales,
investment fell by 30% jor £4.2 million) to £5.7
million. There was a marginal decline in investment
in Horthern Irzland of 3% (201 million) fo s total of
£4.3 million. Mew programmees in the Mations this
year mcluded reor of the Robhit from Scatland),
The Accident {\Wales) and the second series of Derry
Girks {Marthern Ireland).

Turming {o commissans from the English Regions,
Channel £ TV partfolic spesd fell by 5% jan £8
million drog) 1o £ 144 million. Frogrammes made

in the English Regions this yearincloded the Dog
House (South of England), Snockmosters (the
Madlands), and The Circks, which relocasted from
London 1o Manchester 1o boost investment in the
Regions (Morth of England]. A further £90 million
was spent on multi-region content in 3009, Thisisa
significant increase, of £5 million, on 2018 figure
of £E1million, due primarily to niew drams Traitors.
Fhzin Hhaza imvesbrant Bpares for b Ml izne coser spand soraes

tha Croneal 4 TV part®obo, sndddfer sigktly o thaan in
PrENiCUE e (s abowal, which rabrias io e mair chanml

Fercentage of Chamnel 4°s expenditure across
the TV channel portfolis owtside London
by region (£m)

7y &
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B 5otk of Englend

B NortholEnpland @ Midbanda

W Huiti-Eagion W Mabiora [Scotbind, Wslnsand
Mor tham Telsnd)
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Different voices

65hrs

of first-run programmes
covering interrabonal topics
on Channel 4 fexcluding
news) and True Shores
across the portiolio

Up10%

on last year

229hrs

of first-run foreign-language
content across the portiolio

Up13%

on last year

Eange of international programming

Channel £'s coverage of imtemational themes
eptends soroes the schedule, From wes

gecpoltical issues to mose light-hearted
excnlorations of different countries. In 20m3,
exchuding Channed 4 Mews there were 85 howrs of
firs1-run programmes with an international theme
an the main channel and in the dedicated
imermational documentany strand, frue Stories,
which runs across the main channe| and Filma. Thes
figure i 10°% above last year's figure of 60 hours
{five additional hoars). The True Stories sbamd
accaunted for six hours both this year and in 2018,
‘Current Affairs was the biggest single genre in 2015
(a5 was the case last year), accounting foe 34% of
tortall frst-rem hours of non-news mbemational
nrogramming (2018: 39%). Alongside the | -

T ﬁn] Muref:m:d’ World a wdnﬁspmchesﬂ;llfunds.
highlights this year included the award-winning flm
Far sama (ses piE] and Leowing Neverlomd:
Michoe! Jockson and #e. The second -biggest
genre was Factual Entertainment, with 155 of the
total (2018: TIK). Mew semas this year ndeded
Smuggied, inwhich sight British citizens attempted
1o smuggle themsshes back into Britain without
theeir passparts. bn joint-third place, with 7% of
{otal hours, were Mature & Emiroament jup from
T and Doowmentaries (down from 275 in 200E];
while Science was the fifth-biggest genre, with 7%
af the total (0E: 2X). Inbermational programmes in
these genres included, respectively, Extreme Tribe-
The Lost Fygmics, Sox on Trinl and Moon Londing.
Channel 4's scgpired TV programmees and films also
include a diverse mnge of content from arcond the
woald. These mcludis Bie-ins with Walter Pressnts,
‘Chanmnel 4's innowvative an-desnand service corating
the best foreign-language TV shows. Thisyear, the
launch episodes of 13 series were premiered on the
main channed, with viewers being pointed to All 4 to
watch the rest of the series. The most pogular was
Morwegian thriller e River, attracting 282,000

TV virwers io its opening episode. & further sight
sefies were shown intheir entirety on the main
channel and Mores4, of which the most popular,
retuening German thriller Devtschiond 26, averaged
FT4,000 viewesrs acrass ben epsodes. Taken
together, the Walter Presents-branded foreign-
language dramas shown on the main channed and
Mored reached 8.5 million peaple in 2019, equating
1o 14.7% of the population. While down by 1.5
million on last years figure, this was compensated
fry 4% inCrease in views o Walter Presents
oanbent an All 2, 1o Z2.5 milson. Overall, there were
229 hours of first-run forei pr-language TV shows
and films acrass the TV portfolic, 1% more than
Iast year's level (26 additional hours), and the
highest figune for this metric over the last five years.
on the Film4 cfesnned, 771 howrs of flms from
autside the UK and US were shown in 2005 [this
'ﬁi.lpurz mcludes first-runs and repeats, and films
sherwn bakh in the English languages and in foreign
Ianguages). This i 3% down |23 hours) on the

20E figare.

Genres coversd by intemnational-themed
originations on Chanmel 4 (main chanmel)
as a percentage of total first-nen howrs
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Different voices

146hrs

of first-mun originations
covering diversity issues
on the main channel

Down 18%

on last year

Diversity output on the main chanmel
A5 part of Channe| 4's beoad gral to reflect the
dieersity of the UK - which spans its entire output
- it broadcasts programmes whaose subject matier
specifically covers diversity issses. In 2019, it
showed 266 hours of originated programmes on the
main channel whose subject matter covered issues
r:lutin!: ta -:-_'E-un.. mufticulturalism, disabdity and
sexuality. Of these originated hours, 145 were
Farst-run |I:|n:||:rarrrre= [the pthers heing repeats),
and 80 af the firs1-run howrs refated 1o programmes
shown in peak-time {i.e. between Gpm and
10.30pm, iollowing Ofcomes definition). Amongst
this year's highlights, Dvog 505 saw wnlikely
prateges embark wpon & voyage of self-discowvery
ax they trarsiormed imba higger, better, drag-
erfanced versicos of themselves, while Rudus
Jomes” comedy Home looked at Be therough the
eyes af a Syrian asylum-seeker. Other programmes
included e Eritish fribe Next Door
{rmultioutvralsm), Siak or Swim for Stond L To
Cancer jdisability) and The Circle [sexuoality).
The: tatsl wolume of onginations ros= slightly, by 2%,
i 2015; excluding years boosted by coverage of
Swmmer Pomalympic Games [i.e. 2012 and 2006,
thiz ix the highest level reached on this metric since
2071 Following last year's live coverage of the
:mﬁtm Z00E Winber mru#m,;u‘ Gomes
i'.!‘Iwhil: mrrrgr':zd & large woluwme of first-run
programming outside of peak-time — the wolume
of first-run originations fell back this year, by 18%
rthough still a the 2017 kewel), whillks frsE-nun
origmations in peak-time rose by 28%.
Channel 4’5 impact ondivessity inchodes far more
than the programme commissions covered by these
figares. Thenguudca:u- contines to suppart a
range of indtiatives that promobe diversity. This year,
it developed further the new strategy that began o
be rolled out in 2018, 1o centre around thees areas:
an inclusive workforce that celebrates diversity,
shifting focus o oo-soreen portrayal and
representation, snd to be a driving force and
pioneer in the imdustry on incsion and diversity.
Channel 4 also continees to improve access 1o
opporiunities 1o those with different backgrounds
wia its Mew Matesial events, Paras Prodoction
Trasnmng Schems, Work Expenence and
apprenticeship programmees. Fesd more about
Channel s work on Diversity on page £8.

Total hours of programming covering
e h thee main cf

.
{2015 with tremds relative to 20018)

145

of which
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Film

32%

from outside the us

Up 1pt

on last year

15%

from the LK

Equal

with last year

Diwversity of Film4 channel schedule

The Film4 channel differentiates itseH from other
mainstream flm channels by showcasing a diverse
and altemative range of flms from arcwnd the
woald. This was reinfoeced in 30139, when the:
channel slightly increased is share of the schedwle
deyoied 1o non-Hollywood-stedio tithes.

Baitish films - including ones that wene co-funded
by Filma Froductions - accounted for 15.4% of total
rogrameming hoars in the schedule, up from 146
E1 018, DIh:r non-US films made up flurlhu 161X
af the scheduls, down from 15.5% in 2018, Overall,
a total of 31.5% of hours of outpat wene devoted to
films From cousdries ather than the U5, 0.3 painks
U year-an-year [2018: 21.2%). [Mote ﬂ'mttﬁ.ic:ﬁplr

mcludes films that were co-productions betwesn
the= US and ather countries; in 2019, 8.7% of aut put
an the channed comprised US/non-Us co-
productions, 23 points mone than in 2018.)
Dctober saw the launch of a dedicated Films area
anthe All 4 platicem, praviding a chear and
socessible showcase for films that have sinred
IEﬂF o the TV poeticlio. It is carefolly curated
1o highlight individual titles, including thase fram
Film4 Froductions, alang with thematic seclions
— such as British flms, World Cinsma and FilmFsar
~ which are supported by original interviews with
ey talent. This new space has increased ocor digital
foatprint and helped promote a diverse mnge o
Baritish and mtesmational films, i line with cor remit.
The Film< channel reflected the 50th anniver sy of
The Troubles in Northem Ireland witha line-up of
films that complemented flmmaker Mark Cousins”
dooumentary on the main channel. Each film waz
imtreduced by Cowsins, who wrode and recorded

ial comtinuity intras for the oocasion. The:

nel also mar Elack Histary Month in Dclober
with a shiort season of fillms, including the network
premiere af the powerful and previcosly ursesn
drama Might Comes On and the experimssntal
doowmentary Block Mobher, with further shost
films and additional programming on all 4.



News and Current Affairs

403

long-form Wews and Cumrent
affairs programmes in
prak-time

Up 7%

on last year

Commitment to long-form jeurnalism
With many news supgliers prioribising ‘snackable
digests inb=nded to be consumed quickly, News
and Current &ffairs programmes with extended
running times aflow topics to be covered in greater
depth, providing higher levels of rgour and
analysiz. Channel £ believes this 1o be especially
valuable amidst growing concerns about the bevels
of trust in, and scosrscy of, ews sources. Ths
maztric kaoks at ‘lomg-form’ journalism in the News
and Curnznt Affairs outpet on the main PEB
chamnels, defining long-form programmees as those
running far at keast 45 minutes for Mews and
13 mimerbes for Corment Afiairs.
Im 2019, Chanees| &'= main channe] showed 403
'Ion] -farm® Mews and Current Affairs programmes
ak-fime [befween Bom and 10.20pm, as
efined by Ofcom). Mot only is this substa mitialby
mare than the corresponding combined total for
the other main FSE channels {265 programmes
between them), following a 7% increase year-on-
year, it is alzo Channel 4's highest-ever figure on
thiz metric since 2012 [the cldest year using the
current methodology).
Channel 4 maintains a commanding lead ower othes
chamnels even when the late evening pericd is also
taken inba accound, thereby capburing Riews and
Cument Afiairs programmes broadcast after
prak-time {in particwlar, BBC Two's Newsndght,
which wsually begins at ¥ 30pm). Betwesn & 30pmn
and midnight, Channed £ showed 457 long-form
Mews and Cwrent Affairs programmes on its main
chammnelin 2013, This is 2% highes than the previous
year's figore and the highest for Channel 4 since
F01Z. 1t was also considerahly greater than that for
any af the ather main PSE channels. Second-pleced
BHC Two broadcast 378 kong-form Mews and
Cument Afiairs programmes jonly 72 af which were
shown in peak-time), 125 fewer than Channe| 4.

Humb-er of long-form Mews programmes and
single-story Em-t.l.fhlsprugnr-'nﬂmﬁ'la
dwration of at least 43 mi

respectively :ln-wnvn.lie-r..ul cl1=l1.el
between opm and miduight
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EBC Two 20139
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Making

Channel 4 occupies a unique role as a
mass-market TV channel that also appeals
to under-served groups with its risk-taking,
challenging content. To measure Channel 4's
impact, we look at viewing across different
audience groups as well as the public value
achieved by delivering its remit.

Reputational impact

To assess s impact, Channel 4 tracks audience perceptions

of 12 reputational statements Bnked 1o its public s=rvice remit,
benchimarking the main channel agsinst BEC One, BBC Two, 1TV
and Chamnel 5. As Channel 4 typically leads these other main FSB
channels by a significant margin, we look at annusl varistions in the
main channel’s lzads aver the other channels” average scores o
provide additional rigowr.

Channe| 4 continued 1o lessd the other broadcasters on =ach
statement in 2015, often by barge margins. The biggest leads were for
*talicing risis with programmes that athers wouldn'®" (32 percentage
points), “tackling izsuves other channels wouldn't* (30 points) and
*talking a different approech to subjects compared to other channels
{27 poants). Aversged across the 12 statement s, Channel 4°s kead over
the average for the ather main PSE channels was 23 percentage
poants. This is down one paint year-on-year, but still Falls in the
middle of the 20-27 paink range achieved over the last decade.

5 %
Digital

As andiences increasingly consume TV programmes on-desmand,
Channe| 4is evolving to mest this demand and prowide content
whemever and whenever fits sudiences want to watch. 1ts dedicated
Al 4 app affers long-form programmes, live streamingand degial-
first wideo content on FCs, smartphones, tablets, games consoles
and connecied TVs. In 2013, Channel 4 attracted recond kevels of
on-demand viewing: 355 million programmes views were initiated
through AR 2-beanded platforms, 9% wp pear-an-yeas. The strongest
area of growth (maore than 20%) was onBig Screen” devioes, ie.
connected Tvs and streaming devices that plug into Tvs. Catch-up
programming was &ll 45 strongest growth area, thanks both 1o strong
single tithes and popular retwming bramds.

Channe| &*s wehsibes and apps attracted 653 million visits in 2019,
kevel year-oo-year in percentage terms (though masganally down, by
thres= million, in sbsolute berms). Within this batal, there were bigger
changes atthe platform level, as A0 £ appvisits migrated away from
mnb"ﬁ: platfarms and towards *Big Screen” platicems onowhich there
=& higher propensity to view Channel £'c content (which is why
on-demand video viewing rose despite the number of visits

halding steady).

Television

Following five years inwhich the main channel's TV wiewing shane
heeld steady - and in & year inwhich we inoressed our imvestment

in developing All 4 as part of cur wider digital strategy — our main
chammel's TV viewing share fell by 0.1 pescentage ponits 1o 5.E% in
2013, This stahility in recent years s impressive grven the intensified
compstition in the Bnear TV space, and Channe| £'s particular
vulnerability to the migration of young viewers to wideo-on-demand
Vo) services. There were small changes in wiewing to the digital
chamnels: viewing bo B4, Mored and Fiim4 fell by 0.1 percentage
points ssch, partially offset by a 0.1 point increase in viewing to the
BowsdHusic channe|s following the additson of s Box musc
channels 1o the portfolic this year. Overall, the digital channels

haxd & viewing share of 4.1%, 0.2 points down year-on-year.

Channeld 25 TV portfolic was watched by 75.E% of all viewsrs every
manth on average in 2013, behind only the BT and 1TV, Wiewer
magration b other linear TV channels and Vol services meant that
the main FEEs all suffered reductions in the reach of their traditional
T channels, ranging from 2.2 percentage points (for Channel =) 1o as
much as 3.1 poants {I TV), with Channel 4°s reach down by 2.5 paints.

Channel 4°s engagement with hard- to-reach andiences - in particular
young adults and black and minority ethnic {'BAMET} grovps -
continued to cutperform ather PSEs this year. TV porticlio viewing
share amongst 16-34-year-clds was 127X, down shghtly year-an-
year by 0.2 percentages points). Nonetheless, Channel £ not only
remasned the anly FSE to attract ssgnificantly greater viewing
amangst this age group than across the general population, but also
the ditferential - viewing amangst ¥i-1o-24-year-odds was 53%
higher than the corresponding all-awdience chare - was higher than
at sy time since this metric was first reported n 2012, Meanwhile,
Channel £°s portioko share smongst BAME audiences was 3.7%

0.3 points down year-on-year), meaning that this growp represented
ahigher proportion of Channel 475 total audience than the
conmesponding proportion fos the ather PSBs.



Channel 4's Mews and Currest Affairs cotput represents 8 wital part
off Fis resmit disliee Ty In 2015, Chomnel £ News was watched by an
awerage of 7.8 million people each month - 6% up year-an-year,
making Channed 4 the only FSE to have grown its national news reach.
Channel £ Mews seeis new ways 1o promobes its conbent on digital
platforms, and this year video views rose by §5% to 187 million on
¥ouTube, and by 84% 10 185 million on Twitter. Across Facebaok,
YouTube, Twitter and Instagram, Chonnel 2 News hisd eight millicn
fiollowersssubscribers by the end of 2015,

Channel 4 cutperforms the other PSEs in attracting young adwlts

and BAME viewers b s news programmes. 16-ba-24-year-olds
accounted for 10% of the Chonnel 4 News sudisnce in 2003, level
with Chamnel 3 and abowe the comesponding viewing profiles for the
naticmasl news programmes on the other main PSE channels, which
ranged from 5% to 8%. Our weskday news also grew its share of

15 -24~year-olds by a huge 29% year-on-pear. Chonnel £ News”
appeal is ewen more marced for BAME svdiences, representing 16%
of total viewing this year, the joint-highest figore achieved over the
|ast decade, and well ahead of the comesponding profiles, of §X-1r4,
fiar the other FSE channels® news programmes. There were small
year-oo-year vanations: the proportion of viewing to Chonnel £ Mews
accownted for by 16-ta-24-year-olds fell by two percentage paints,
while the propaorticn of BAME viewers rose by ane paink.

Imgpartial and suthoritatiee news is one of the most Emportant
elements of the UE"s PSE system — more 5o now than ever inthe era
of “lake news". Channel 4 News continues to be the most highly
regarded TV news provider in tesmes of regulsr viewers" perceptions
of iz independence from the govemment and from the influence of
big businesses, by clear mangins relative to the other broadcasters
the main P5Es and Sky). 8% of regular viewers to Choanel 2 News
regarded it as being independent from the gowemment {nine
percentage paints more than the awverage for the cther broadcasters'
news programmes) and 7E% agreed that it is independent from the
inAlvence of big businesses (seven painks over the average for the
cither broadcasters).

Ta capture its distinctivensss in Current Affairs, Channel 2 tracks five
r:ﬁltﬂdional statements covering the subject matter and approach
taken by the main F5B channels in this genre. In 20013, Dispotches had
the highest average score across the five statements of all the PS5BS
Current Affairs programmes and strands, while Unreported wWorld
was ted in second place jwith EEC One's Foooroma). Dispotches
ranked first for “making me ses scenething in a different light=, and in
second plece for ancther thres statements; whils Unreported World
was first for *showing stores about parts of the world waould
rarely see om British TW= and “giwing & woice 1o growps that ament
always heard in mainstream media”. Dispotches” average score
across the five statements rose by one percentage point year-on-
year, while Unreported World*s score dropped by two points.

Audience feedback

Chamnel 4 draws on feedback from sources incdeding its Viewer
Enguiries Cenbre, social media traffic, bespoks awvdience research
and registered ooline wsers. The *Buaz” metric, desived from a daily
sampde of 3,000 people, indicates which programmes peoplbs have
tadked about the most, fsce-to-face or onsocial media. The average
*Burz” soore o the ten most taloed-shout programmees rose this yeas
bo 554, the: top three being the /CC Men's Cricket World Cop Finml,
the Choonel 4 News Cliimote Debate and Leaving Neveriond!: Micioe|
Jackson and Me.

ahn

impact



Different voices

21pt

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

Down 1pt

o last year

Channel repetations - shows different kinds
of cultures amd opinions

In 203, Channel 4 maingained s reputation as
being best — by & significant margn - for showing
difierent kinds of cultures and opinians. The main
channel was selected by 37% of all respondents,
gwing ita lead of 21 pescentage points aver the
awernge far the other main PSE channels, and a
H-poent lead over the next-highest-sconng
channed, BRC Cme.

Channe| 45 scores fell slightly this year. The
propostion of people selecting Channel £, and
its boad over the average for the other main PS8
channels, were each down by one percentage
poant relative Bo 2018, whils (ks lead awer the
next hit"-erl-::n'ing chanmel fell by two paints.
Motwithstanding some small declines aver the
last five years, these scores have remained
within & narrow range over this period.

Shows different kinds of cultures and opinions
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21pt

kead ower average for other
channels for challenging
prejudice

Down 2pts

on last year

Charinel ions - challenpes prejudice
29% of respandents chase Channe| 4'= main
channed as the one they most associste with
challenging prejudics in 2015. This translated to
significant lsads of 21 percentage points over the
awerage score for the ather main PSE channels, and
of 17 points aver the next-highest-scaring channel,
BEC Ome.

Al three of these scores - the proportson of
respondents selecting Chanme| 4, its lead over the
average for the cther main PSE channels and its
bead ower the neodl-highest-soosing channel - fell by
two percentage points year-oco-year. Reflecting the
chiallenge of sustaining such massive leads aver
ather channels over time, 307's scores fell shghtly
below the range achieved over the previous

fiiwe years.

Challenges prejudice
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Different voices

22pt

lzad over average for other
channels for showing the
vicwpaoints of differant
minority groups

Down 2pts

on |ast year

ot Lrep -k the viewpod
of minority prowps in society

Channel 4 has a longstanding reputation for giving
awaice o diverse growps, mcludeng some thak are
under-represented o TV. In 2019, 31% of viewers
selected Channel £'s main channel as being the
best far showing the viewpaints of minosity groups
in society. Channel 4 enjoyed a substantial lesd, of
27 percentage paints, aver the seerage for the
otteer chanmels, and an 1E8-point lead aver the
next-highest-sooring channel, EEC One. Channed
&5 scores decreased a Fttle in 2001%: the proportian
of people selecting the main channel, and its lead
over the average of the other PS8 channels, both
fell by tweo points, while its bzad over the next-
highest-scoding PSB channel fell by three points.
Channel 4 also cedperforms the other PSEs by large
margins as s platfarm for the viewpoints of
indived ual minority groups. The main channe| was
selected by 28% of viewers as being best for
showing the viewpoints of different ethnic groups in
the UK, gring it a lead of 15 peroentage pomits cver
the average for the otfer mamm PSE channels. 33%
of viewers thought Channel 2 was best for showing
the veewpoints of leshian, gay, bisexual and
transgender people, a massiee 216 points abowe

the average ol the other PSE channels. And 20% of
viewers thought Channel 4 was best for showing
the viewpoinis of disabled people. 18 points s bove
the average of the ather PSE channels. There were
small annual declines in the proportion of people
selecting Channel 4 for all thres groups in 2013

[y between cne and theee poinds).

Shows the viewpoints of minority groups
insociety

2013
|
125
17
B Chansei 4 B Avarsge for cther man PS8 channat

DEBC Ora, BBC Tws, 1T 1 snd Frem)
— Scoem for naxt bighast FSH channal

Sowra: lpeca MO8 commizzicrad by Channal 4

26pt

lemad over average far
other channels for allowing
peaple an altemative paint
af view

Equal

with last year

Channel reputations - home for
alternative wvoices
Amidst growing concesns that digital and social
media cause peophs to retreat into “filter bubbles®
that limit the range of viewpoint s and pers pectives
that they encounter, Channel 4 maintasved its vital
contribution ta plurality by praviding a mainstream
platiorm for alternative wosoes. In 2013, its main
chamnel was selected by 34% of respondents as
being the home for alternative voices. This gae
Channel 4 substantisl lesds awer both the average
fiar the other main FSE channels jof 26 percentage
ﬁnimsla'u‘l the propostion selecting the next-
ighest-sooding channel, Chamnel 3 jof 23 points)
Channel s pesiormance on this metric held steady
in 2015, I1s own score, and its lead aver the average
Far the other main PSE chaninels, were level with the
conmesponding 201E fgures, while its lesd oeer the
nexi-highesi-scoring channe| increased by one
percentage paint.

Home for altermative voices
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Distinctive approaches

15pt

lead ower average for
ather channels for making
wiewers think in new and
different ways

Up 2pts

on last year

Channel repurtations - makes me think about
things in new and different ways

Chanme| 4 schisved its joint-highes-ever score in
2015 for making people think about things in new
and different ways. 23% of respondents selected
Chanmez| 4's main chanses| on this metnc, two
percentage poants more than in 2018, rebarming

1o the high paint reached in 2077

This resulted in alead of 15 pescemt poants aver
the average for the ather main PSE channels, two
pomts highes then in 2018 and pest one point below
thiz score's highest-ever kevel (reached in 2007 It
boad ower the net-highest-scoring channel, BEC
One, was 12 points, three points mors than in 2008,
amd again just one point below its highest-ever kevel
{resched w2018 and Z2007).

aiboe s me think about things in new and
different ways

i)

13%

e

14%
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30pts

ower average for other
channels for tackles ssues
ather chanrels wouldn't

Down 2pts

on last year

Channel reputations - tackles isswes other
channels wouldn't

35% of respondents selected Channel 4's main
channel as being best for tackiing issuves that othes
channels woulds't in 2019, This huge soore is Siree
fimes that achieved by the next-highest-sooring
channel, Chanme| % [chosen by 13% of respandent =),
resulting in & lead of 316 peroentage points for
Channel 4. 5% of people chose the other main P&
channels on aversge, ghving the main channel a
30-paint lead cover this average.

Channe| 4's performance fell back a Ftile in 2015,
with all three of the main scores — the proportion of
respondents selecting Chanmel 4, its lead ower the
average for the othes main FSE chamnels and its
b=ad ower the next-highest-scoring channel -
dropping by two percentage points year-on-year.
Monetheless, this metric remains wery stong: it is
ane of two repatational statements for which
Channe| 4's lead over the average far ather
channels iz at least 30%.

Tackles izsves other channels wouwldn 't

203
13%
e
|
13%
W Chanrsal 4 W Asuragn for ofher neie FS0 chmnrals

TBBC One, BEC Teo, [TV 1 ard Fivs)
= Scora for racl high e PSBchannal
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Distinctive approaches

27pt

lzad over average far
ather channels jor taking
a different approach

to subjects compared

o other channels

Equal

with last yeasr

Channel reputations - takes a different
approach to suhjects compared with

other chamnels

In 2012, 36% of people associated Channel 475
main channel, more than any of the ather main PSB
chamnels, with taking a different approsch to
subjects compared with other channels - one of the
highest scores on the reputation statements. 11
gave Chanmel 4a substantial bead, of 27 percentage
poinits, aver the aver; foe the ather main P5B
chamnels, and a lead of 22 poants ower the next-
highest-scoring channel, Channel 5.

There were minimal changes yeas-on-year. The
propartion of p:nﬁc selecting the main channel,
and its kead cver the average for the other main PSE
chamnels, were bath the same as in 2018, while its
|ead awer the next-highest-scaring channel fell by
one percentage poant.

Takex a different approach to subjects
compared with other channels

2013

2018

12%

B Chaneai 4 [l Avarsge for cthar mon PSS chansals
DEBC Orm, BBC Twe, 1T 1 and Frea)

— Scoem for next bighast FSH channal

Soerca: Ipmca MOR commizsicnad by Chasnal 4

160

rew ar one-aff programmees
shown on Channel 4
between Spm and midnight

Up %

on last year

Mew and one-off propramming

Channel £s commitment o experementation is
demonstrated in part by the number of new and
one-off programmes that it shows. This metric
focuses on the number of such programmes in the
evening schedules, when audiences are highest.

Im 2015, Chanme| 4 showed 180 new and one-off
programmes on the main channel between Gpm and
midnight, more than EEC One [14E programmes),
BAC Two [T56 pragrammees] and 1TV (31
pragrammes). Of the main PSE channels, only
Channel 5 showed mare new and one-off
programmes (182 programmes), becoming the
highest-scoding FSB for the first time: as it replaced
gig Brother (which ended in 2018) with new Gtles.
After 2018°s decline following the reduction in its
overall content bodget, the number of new

one-alf programmes in the svening schedules

om Channel £ was back up this year, rising by 17%
and overtaling the two BRC channels.

Humb-er of new and one-off propramme s shown
on the main PS8 channels betwesn dpm
and midnight

EBC Ona
-

EBC Two 158
I
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—
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Distinctive approaches

32pt

lead ower average for other
channels for taking riskes that
athars wouldn't

Down 1pt

on last year

Channel reputations - takes risks with
programmes that others wowldnt

Risk-{aking lies a1 the heart of Channel 47 pubSic
resmit, and fis sucoess in delivering onthis
camponent of its remit is reflected in its scores
when respondents are asied which channe| i best
fioe taking rigis with programmes that athers
wounldn't. A massve 41% of respondents selected
Channel 4's main channel an thes metric in 2015

- a5 in previous years, its highest score on amyg of
the reputstional statements. The gap betwsen
Chanmel 4's score and those of the othes channels
was also substantial: its lead over the sverage of
the otfezr main PSE channels was 32 percentage
noints, while it bed the next-highest-scaring
channel, Channe| 5, by 24 points.

Thzre were small year-oo-year declines in this
metric: the proportion of people selecting the main
channel, and its bead over the average for the othes
main PSE chanmels, both dropped by one
nercentags point, while is bzad cver the next-
nighest-scaring channel fell by two points.

Takes ricks with programmes that
others wouldn't
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26pt

lead ower average for
other chanrels for being
experimental

Equal

with last year

chi Lreputations — is exg
Chanmnel 4's commmitment ta trying new things drives
it role &s Eritain's oreative greenhouse. 355 of
respondents associated it main channed, more
thawn any other channed, with being experimental

in 2013 - making this one of the highest-scoring
reputational statements. its leads ower the other
channelswere also substantisl: the proportion of
neople choosing Channed 4 was 26 percentage
noints highes thean the average for the other main
PSB channels, while its lead aver the next-highest-
scornng channel, Channel 5, was 17 points.

There were no pear-on-year changes in this metric:
the praparticn of respondents selecting Channel £,
iits bead over the average for the ather main PSR
channels and its lead aver the next-highest-scoring
channel were all level with their 2018 figures.

Is experimental

0T

2%

e
8%
N Cracrmi4 W Averags tor ofher msin P50 chanrals

{BBC One, EEC Tao, ITY Tand Fiva)
— Scorator raxl hgheet PSBchanna|
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Film

24pt

lead over average far aother
charnels for being the best
fiar modern indeperdant film

Down 2pts

on last year

Channel reputations - i best for modern
independent film

In 2012, 31% of respondents picked Channel £'5
main channel over the octhes main PSE channels
as being best for modern indepandent film. This
gave it a substantial lead, of 24 percentage points,
over the average for the other main FSE channels,
and a 2Z-point lead over the next-highest-scoring
chamnel, ITV. Amongst the tog-rated ilms on
Channel 4 this year, the premiere of Films
productian I2 rainspotbting in Juoly sttrscted
T4E,000 viewers and a5.9% sodiencs share,
while the award-winning feature documentary
Fov Sovng deew 445 000 viewers inOciober.
These were small year-on-year declines in this
metric, with the propostion of respondents
selecting Channel 4, its lead over the swerage for
the cthes main PSE charmels and its kead ower the
next-highes-scoring channe| {Channel 5 n 2018)
all falling by two percentage paints.

Iz best far modern independent film

2013

9%

-]

9%

H Channsl 4 W Avarsga for othar man P5E channais
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Factual

18pt

kead ower average for other
channels for being the best
{or documentaries that
present alternative views

Down 2pts

on last year

Chaninel reputations - is best for
documentaries that present alternative views
Chanmne| 4 seeks to differentistes s dooomentary
programming from that of ather broadcasters
theough its subject matterand approach, with a
particular foows on offering alternative viewpoints
lbezxs frequently seen on tebevision. In 2003, 31% of
respondents selected its main channe| as being
best for documentarnies that present altematie
wiews. Channel £ enjoyed a Significant lesd ower
the average for the ather main PSE channels,

of 18 percentage paints, while its lead over

the next-highest-scoving channel, BEC One,

was T paints.

There were small year-on -year declines in this
metric: the pro portion of respondents selecting
Chanme| 4 amd its lead ower the average for the
ather main PSE channels fzll by two percentage
points. Itx lead aver the next-highest-scoring
channel fizll by three percentage points.

Iz best for documentaries that present
altemative views
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2%

of viewers said that Channel
4's Factual programmess
inspired change in their lives

Uplpt

on last year

Irspiring change throvgh Factual programming
Channel 2's Factual programming seelks to nspine
peapls to make changes in their Irvexz and
encourages them to think about things in new and
difierent ways. Some programmes lead 1o active
engagement, e.g. by encouraging peoale to talk
1o others about their subject matter, to seek out
further infcemation or — at thesir most engaging -
1o actually try something new or different. These
difierent ways of inspiring chamge are captured in
five sEabaments, responses to which allow ws to
assess how inspiring Channel 4°s Factual
programmes are each pear.

In 20713, Chamnel 45 Factual slate (comprising
around S0 programmes and series) regisiered s
highest scose on this metricin a decade, and fs
secand-highesl-ever scone since this metric was
first reported in 20059, T2% of wiewers said that
Channel 2's Fsctual programmes inspired thiem in
One o more , justome percentage point below
s 20403 peak of 7%, This represented a ise, of
one parcentage point, over 3018°s figure.

The highest-scoring individual programme across
the statements this year, with a score of B4% was
The Restouroest That Mokes Mistokes, whsch
foliowed the UE™s first ever restaurant staffed

by prople living with dementia. Top-scorning
programmes on individesl statements indoded
Leaving Neverfmng: Micioel fockson & Me [306%
of viewers talked about the programme to other
peaplsjand 5 & Dome Con Cannabis Smee Our
Eon? (45X of wiewers thought about its subject

i new and different ways).

Percentage of viewers who said that
Chanmel 4's Factual programmes inspired
chanpe in their lives
YEEa!- - YHAr
Up pt
Down Tpt
= e
Dowr Tpt
Diowm 2pts
% Up 2pks

B Any nepirng o ctwinmackzl
B = rroscia me Hhink mboot Ha aubpact in e and FParn ways
# rroscia v hink bt changing somsrtbing i my own B
i g e o P lar e [ Hhiz programna
M Ik mzost ha programma fo ol b paosle
kocioned For furttvar ibor far g ihix
Erogramema
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News and Current Affairs

82%

af Channe| £ News viewers
regard it fo be independent
from the government

Down 2pts

on last year

Independence of TV Mews
'With growing concerns about *fake news” and
the veracity of some news sources in digital and
social media, the impartial and authoritative news
services provided by the main UK broadcasters
are more imporiant than ever. Chonnel 4 News
continues to be the most highly regarded news
Fmr’de r in terms of its perceived independence
mom the government and fromn the inflwence of big
busimesees, by clear margins relative to the other
broadcastess.

In 2019, 82% of regular viewers to Chomnel 4 News
regarded it as being independent from the

?ﬂ rmement. Thisis nine percentage points maore
than the average for the other mainnews
pragrammes [thoss from the other pubdic serios
broadcasters and Sky News) snd six points above
the corresponding figure for the nexl-highest-
SCOTING news programme [Shy Mews).

Meanwhile, T6% of regular viewers to Channel £
Mews agreed that it is ndependent froen the
influence of big businesses, seven percentage
points mare than the swerage for the othier man
news pragrammezs and four points more than the
next highest-scoring news programme [HEC News).
Relative o 2018 figures fwhich have besn restated,
see note below), there was a two-percentage-point
dropin Channiel 8's score for being mdependent
from the gowsrmment {2018: 8.4%). With some other
broadcasters also experiencing small decines
year-co-year, Channel 4°s lead cver the average
far the cther main news programmes and the
next-highest-scoring news programme (also sky
Mews in2018) both fell by cne percenlage poant in
2015, Turning ta independence from the milvence
of bigbusinesses, Channel £'s score fell by one
percentage paint {2018: 7rX). s kead over the
average for the ather main news programmes

held steady year-on-year, while its kesd ower the
nexi-highes-scoring news programmes (5 Mews

in 201E]) rose by three points.

Ficha: I the 2058 Ancus] Baport, Hsaoercs dets provided b
Charnul 4 by Ipmos MORS for this ma bric overcsiatad e figures
Tov sl perwa progranmax. In thiz yem port, tha e -on- yuar
rorvarmnrts prazsnied in Sin neTaties and socomEsTying
charts.on iz page are Baoed on the scoumin matabed 2008
Figeraz: Plansm rwfar bt cnlins ssthodology docemant for
heriter dotaik inchsding tha raristad Sgeras for 3008

BEC Hew opt

Percentage of regular viewers to TV news
programmes in 2019 who agrees with the
following statements:

# & iecdnpardant lron

Eha govarm mant Fasr - or-paar changa

ITV Mews

Charmel 4
Hows
Five Hews

Sky News

# & iedepardant lron

Sha nfmnca of big buzinex ‘Faar-orpear changs

Charmel 4 -1pt
Hews

Five Mews -opt
Sky News opt
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News and Current Affairs

o
45%
AWETAGE Programims
reputation statement for
Dispotches

Up1pt

on last year

Q
42%
EVETAGE PIgTamims
reputation statement
for inreported Wonkd

Down 2pts

on last year

Frogramme reputation statements —
Current Affairs
Channel 4's longstanding Curent Afiairs strands,
Digpricies and Unreparted Warld, differ from other
nublic service broadcasters” Current Affairs
programmes interms of their approach and subject
matber: in particulas, their emphasis on
imvestigative joumalizm, an challenging viewers
1o see things differently, on grving a woice 1o those
who might not otherwise be heard and jespecall
in Uinreported World') on providing a window on the
wider world. One-hour Current Alifairs specials
allow Channel 4 to delfver in-depth coverage of
Emportant sbaries.
Dispriches and Unreported World's strengths
in these areas are captured infive reputationsl
statements that assess sudience percegtions of
Current AFfairs programming on the main PSE
channels, covering reguiar strands on these
channels as well a5 ane-oifs. In 2015, Dispotches
had a higher average score, of £53% across the five
statements, than any other Coment Aliairs

amme ar strand shown by any of the PSEs,
while Linreported Waorld was tied in second plece
with BEC One's Panoram, both with average
scones of 47%.
Dispriches was the most consistent pragrammes
awverall. It scored higher than any cther Current
Affairs programme ar strand for “making me see
something in a diferent light= for which it was
selacted g',' 41% of respondents). It ranked in
secand place for another three statements -
“covering things in great depth = (513% of
respondents), “giving a woics o growps that aresct
abways heard in mainstream media™(329% of
respondents) and *showing stories about paris
af the world you would rarely s=e on British Tv=
{38% of respondents) — and & third plece for
“uncowering the tuth” (34% of respondents).
Disperiches” average soore across the five
reputational statements rose by one percentage
point year-on-year, giving it its highest score
since 2012
Uareported World scored higher tham any othes
Current AFfairs programme or strand on twao af the
firve statements, for: “showing stories abowt parts
af the world you woald rarely see on British T
{=zlected by =2% of respondents) and “giving a
woice {0 growps that aren't always heard in
mainstream media® (44% of respondents). 1t ranied
in second place for “making me see something ina
difierent light* [37% of respondents). Its average
scorne across the fve reputational statements was
two peroentage points lower than in 2018,

Progranmne repetaticn

Dispatches
Panocrama
Unreported World

watchdog

Crimewatch
Roadshow

Uncovars tha truth

wintchdog

Panocrama = T ]

Dispatches

Crimewatch
Roadshow

The Martin Lewis
Money Show
Cowmn thngs it grast dapth

!E

&
-]
o

Panocrama
Dispstches

HNewsnight
The Andineow
Ml Show

Crimewatch
Roadshiow

Greas 5 woic

Unreparted Warld
Dispatches

Guestion Tims

wintchdog ATH

Exposure IE%

Madn ma mea zomathing n o dFfaract lght

Dispstches
Unreparted World
Panocrama

The Martin Lewis
Money S

The Andineow
el Show

Showa atorin sboul parts of tha workd pou would meeely s
on Brtish TV
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Dispstches
Panorama

On Assignmeent

The Cne Show
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Engaging the audience

75.8%

afall TV viewars reached
ewery month across Channel
4's TV channels

Down 2.9pts

on last year

Audience reach

Channel 4 is the third- biggest UE broadcaster in
terms of avdience reach, behind ooly the BEC and
ITV. In 2073, just ower thres-gquarters [75.8%) of
individuals in homes with a TV watched Channel 4°s
T channels for at least 15 conseoutie minees
each month on average. With TV viewing continuing
to migrate 1o other linear TV chammels and videa-
om-demand (Vo services {including the
broadoasters” own Vo services, which are not
reported in this megric), the main P 58S all sufiered
reductions in the reach of their tradstional Tv
chamnels in 2015 - as they did in 2017 and 2018 -
with declines ranging from 2.2 percentage points
fior Chanmel 5} up to 2.1 points 1TV]. Channel 25
reach: fell by 2.9 percentage points yeas-on-year.

Tuming i the indrvidual channeds in Channel 45 TV
portfolio, reach for the main channel was 68 3%,
while the digital Tv channels together reached
51.5% of wiewers (200E: 35.8%). The main channzl's
reach fell by 2.8 percentage points year-on-year
islightly mare thesin 208" 2.7 paink drop). in the
previous bwa years (2017 and 2018, B4, Mared and
Film& each experienced annsal declines in reach
within the range of 1.5-3.0 pescentage points. This
was also the cases in 2015 for E4 and Fillmd (2.8 and
1.9 points dawn, respectively). However, Mored's
reach fell by 4.5 points this year - due in part to
declining audiences for some US series such as
Cwtionder, and the repositioning of Mores's
time-shifted [+1] channel on Soys electronsc
programme guide toa less fawourable position.
Oifsetting thess changes, Box/4Music noeased
its reach by 1.3 percentage points, following the
addition of six Box music channels in 3019.
Mota: AlSar tha senrizfon by Chaneal 4 of Tha Baz Plus
Matwork on J1 Decemzar 3018, all dx B music chanmakc arm
inciudad nxpart of tha Channal 4 dgital TV portfolo n 3005
1 T8 and mariiar yaars, fhe BocAk i ingmant included
anly tha 4Muze cheeral

Average monthly reach of public service
brozdcasters® TV portifolios

T
[ ] Bl H N 3mE

Sowrca: BARE, B-ninsis commecuiiva, svmraga monthly rasch,
=l paspia

Pers ge rezch of imdividual TV ch lsim
Channel 4 portfolio
Charmel 2

gmesin channel

Ed4
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Filma

BowsaMusic . BI%

. 6.8%
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Engaging the audience

9.9%

wiewing share across the
T channel portfolio

Down 3%

on last year

TV viewing share

Chanmnel 4's total viewing share was 5.9% across
its TV channel porticlio in 2015, There was a small
year-on-year decine in viewing, of 0.2 percentage
points jequivalent 1o a 3% fall).

Fallowing fve years in whichit hield steady, st 5.9%,
the main charme|"s share fell by 0.1 peroentage
noinis to 3.8% of tolal TV viewing in 2015 fa TX
reduction) Thispesformance - adeclne of just a1
points over a five-year peiod - & impressive given
the: intensfied competition in the linear TV space,
and Channel 4's particular vulnerability 1o the
migration of young viewers ta videc-an-demand
services, including Channel 2's own servios, &1L 8,
whose viewer pralile is much younger than that of
Channel 4's TW channels. In 2013, the main channeld
weld s share year-on-year amangst 16-ba-28-year-
olds jat 7.5%) and amongst ABC 1 adults (3t 6.2%),
and its viewing share in the evenings [7-11pm) rose
try 2% oo all individual 5. In addition, changes to
Sky's EPG in 20ME alzo continuwed 1o ne

mpact our +1chamnels’ share throogh to 1 May 20150

‘Competition for audiences alse accoented for small

changes in viewsng to the digital channelsin 2005,
£4, Moned and Films expesienced omall decines,

af 0.1 percentage paints each, in their viewing.

This was partially off st by a 0.1 point increase in

wiewing ta the BoowsdMusic channels following the

addition af =ix Box music channels to the porticka
= 3015 see “Auvdience reach’ on

thee digital chanmels had a viewing

2015, 0.2 paints down y':ar-mﬂycur

W7} Orveralll,
are of 4. T4 in

Channel £ portfolio share as a percentage

of total TV viewing

Bt
0T 2.9
e gl
w0z
- IS
Scurce: BANE
Wiewing share of digital chanmels 2z &
percentage of total TV viewing

Total
B L4 e 4.3
a7 oz 4.8
L] T PR 4.8

4.7

JOE 1.2 T4 0.3

Hed Heomdt  Erims BzarcdHumic

Source: BANE

995m

Programme views inftiabed
on demand

Up 9%

on last year

on-demand viewing

With audsences - especially younges demographics
- Consuming TV Programmes eves Move via
an-demand s=rvices, ftis vial that Channel 45 own
services continue to evobwe to meet this demand.

In 203, Channel 4 achieved recond bevels of
on-demand viewing of its congend: the number of
programme views instisted through all 4-branded
platforms - which include PCs, smartphanes,
tahlets, games conscles and connected Tws -

rose by 5% to reach 353 million.

Az was the case in 2018, the strongestareaof
growth this year was on "Big Sceen’ devices, e,
cannected Tvs and streaming devices that plug ingo
T, with wiewing up by more than 20%. Within this
group, individ el platioems an which growth was
especally high included Freeview Play and
Samsung TVs.

on-demand viewing (million)

B

Source: Channal4



Engaging the audience

9.2%

portfolio viewing share
amongst BAME audiences

Down 2%

on |ast year

5.1%

main charmel viewing share
amongst BAME sudiences

Up 2%

on |ast year

Share among hard-to-reach awdiences - BAME
A= part of Channe| £'s remit 1o make programmes
that appeal 1o people from different cultual
backgrounds, il is especally important for the
broadcaster to attract ethnic minority avdiences.
while the PSEs all typically have lower viewing
shares amongst BAME iemces than white
audiences, Channel 4 strives to make this
differentisl as small ax poasibla.

1In 2019, Chanme| &= TV portiolio enjoyed a 5.2%
viewing share amongst BAME sudiences. With a
conmesponding portfolio viewing share smongst
whibte audiences of 10%, the resulling viewing share
differential - between BAME and whibe avdiences
—was BEX. The BBC and ITV had much higher
viewing share differentials between BAME and
white wiewers, of 23% and 28% respectively. &t 1%,
Channel %'z wiewing share differentisl was closer ta,
but st Edruer than, Channed 4°s_ Al this means that
BAME auvdiences represent a higher propartion of
Channel s total audience than they do the total
audience of the other P5Bs.

Channel £s TV portfolic viewing share amongs1
BAME avdiences fell by 0.2 percentage points
year-co-year. In percentage terms, this wasa 2%
decline; smaller than the X decline amongst white
audiences. Itz 8% difierential in 2019 was equal
with last years figure jactually fall|r|,= slightly, when
measzuned 1o one decemal place), rEmains withen
the 4%~1T% range achieved over the last decade.
Onthe main channel, wiewing share amongst BAME
audiences was 5.1%, a year-on-year inoease of 7%,

Fublic service | 4 portfolio wi
shares amongst white and BAME avdiences
as a parcentape of total TV viewing by those
avdisnces [2075]

EBC

I

Charmel 4

Five

other
broadcasters

H H BAME [ R il

Sowrca: BARE

15.7%

portfolio viewing shane
amongst 18-3d-year-olds

Down 19

an |ast yesr

8.0%

main charme] viewing share
amongst 18-3d-year-olds

Equal

with last year

Share among hard-to-reach asdiences -

1024 -year-clds

Channel 4's TV channels attract a disproportionately
large share of viewing amongst hard-ta-reach
16-24-year-olds,

Across its TV channel partfolio, Channel 45 viewing
share amongst 18-24-year-clds was 15.7% in 2015
While: this represented a small decrease, of 0.2
percentage paints, relsime to the 2018 share

= 1% #=lly, this is a =maller declines than that for all
audiences to the Channed 4 portfolio (=% down).

Channel s wiewing share amangst W-34-year-
olds was 53% hijh:l:- than s :Dﬁpn’dirﬂ;
all-awdienos share in 2013, This is three percen
points mare tham the commesponding differential
in 2B jwhich was 5&%), and higher than at any
time since this metric was first reported, in 2002
{im prewious years, the differentisl has run]:-d
From 45% to S6%).

Channel 4 is the only PSE 1o attract sgnificandly
eater viewing amongst this s ge group than across
the general population: the BEC"s Wi—34 share was
as mch &z 25% below its all-awdience portfolo
share, reflecting its relative appeal to clder
audiences. For ITV and Chamnel 5, the wiewing share
differentials betwesn all avdiences and those aged
185~34 were within the range =5%. On the main
chaninel, viewing share amongs! 16-34-year-olds
was B%, equal with last year. However, during peak
hours cur share aof 16-34-year-olds grew by 2%.

Fublic service broadoasters’ portfolio wiewing
shares amongst 16-34 -year-olds and all
avdiences as a percentape of total TV viewing
by those audiences (Z20713)

EBC

I

Charmel 4

Five

Other
broadcasters

H N w-3-pear-oidz lE A

Sowrca: BARE



Engaging the audience

4.7%

wiewing share for E4 amongst
16-34-year-olds

Down 1%

on last year

Mast popular chanmel for young viewers

In 2013, E4 remained the second-most-watched
digital TV chanmne| in the UK for 16-28-year-olds
{b=hind only ITVZ), with & viewing share of 2.7%.
This figure was slightly down, by 1%, onthe
oarmesponds 1% 8 share [which was 2.8%). E4
was also the fifth mast popwlar TV channel ovesall
o 1R auvdience, shesd of two of the mam PSE
channels, BEC Two and Channel 5. Key successes
an E4 this year included originated programmes
such as Holfyoals - which enpoyed its best-ewer
wear in terms of share amongst 16-34-year-clds
iof F1Le%) — and Celebs Go Doting as well a5 the
fiinal season of US comedy The Big Bang Theary.
Channel 4's main channe| enjoyed anather
dispropontionately strong performance amongst
16—34-year-clds in 2015. s wiewing share amangst
this age group held steady at 7.5% far the thind
cansecutive r, making it the third maost ular
W chanmel, mind o'.l',-Fr\" and BEC One .PDP

Wiewing share for the top 10 channels amongst
18- 34-year-olds as a percentage of total

wviewing by this ape group - \
r-n-ymar changs

Channel 4 Lewvel
vz +8%
E4 1%
Five -3%
BELC Two +4%
CHeebies 3.0% +1ZE%
Sky 1 1.6% ]
Comedy . 1.68% +3%
Souroe: BAAE

10%

of viewing to Channel 4 News
programmes on the main
channel in 201% accountad
for by wiewers aged 16-34

Down 2pts

on last year

16%

of viewing to Channel 4 News
programmes on the main
channel in 2019 accountad
{or by BAME viewers

Up 1pt

on last year

Viewing to national news

Chonnel 4 News has 8 particularly strong appess|
1o young and EAME sudiences. 16-34 -year-olds
accounied fos 10K of Mz audiences in 2013, beveld
with Channel 3 and showe the commesponding
profiles of wiewing ta the naticnal news
programmes on the otber main PSE channels,
which ranged from BEX 1TV} down to as litthe as

A% (BEC One).

Wihile it continued to match or kzad the other

FEEs on this metric, Channel 4 News' prafile of
16-34-year-olds fell by two percentage points
year-on-year and is now al the lowest level aver
the |ast decade - reflecting the fact that young
andiences are the iastest o migrate bo digital and
social media for their mews consumption |see
“Reach of Channel 4 News' opposite, on page 111,
fioeits growth on other platforms). That said, share
af viewing toall Choonel 4 Mews among 16- 24-year-
alds isup by 10 year on pear jup 12% for the Tpm
weakry news).

Chonnel 4 News' sppeal is even more marked , and
graowing, jor BAME sudiences. They represented
16% of it tofal viewing in 2005, This is one
percentage point up on 2018, and the joint-highest
figure achieved over the last decade [lewel wit
2018 Channel 4 is the only PSE whoss news
wiewing by BAME sudiences maiches or even
exoeeds this group's representation in the UK
nopulation jestimated 1o be anound 135 -14%): the
ather main PSE channels” news programenes had
arodiles of BAME wiewing in the range 6%-11%.

Percentage of viewing to national news
programmes on the main PSB channels in
209 accouvnted for by 16-34-year-olds and
BAME viewers

Virwnra aged 134 Yomr-on-yuar changw

wecore -
e Yt
1 -1pt
Channel 4 -2pt
Five +ipt
BAME vimanrs

BBEC One m Level
cec e D .
o o
Channel 4 +ipt
e

Source: BANE



Engaging the audience

7.8m

people watched Chamnel 4
Mews each month

Up 6%

on last year

Reach of Channel 4 News

I 2012, an average of 7.E million watched Chonnel
4 Mews for at least 15 consecutive minubes each
maonth - & F4 increase yesr-on-year. Amongst
BaME avdiences, viewing was up by & substantial
F7%. These figures cover the main weekday evening
pragramme as well as deytime and weskend news
bulletins on the main chanme| but exclede the
pragramme’s growing presence on digital and
so:oal media. These increasss conbrast with the
other PSBS, whose conesponding levels of average
manthly reaech for naticnal news all fzll, by amounts
ranging from 4% |E2C One and ITW) ko TIX. [Chanme| 3
The main weekday evening programme alza
experienced significant increases in its viewing
share in 2019, which rose by 2% year-on-year 1o
27X of viewing - its highest level since 20000

These increases in Channel 2 Mews " reasch and
viewing share on the main channel are especially
impressive given the high lesel of competition
betwesn 7pm and Epm from the other PSES [
particular, the soaps an BEC One and ITV and some
sparts programming oo Channed S in 2015 and the
increased refamce by many avdiences on digial
and social media as souvces of news.

Chmommel £ News constantly seeks to find new ways
to promode its content on digital platicrms. 1ts
video views on YouTube rose by §57% in 2015 ta
187 million, while video views on Twitber werne up
by B4% 1o 185 million. Across the main social
platforms [Facehook, YouTube, Twitter and
Irstagrami), Chonoel 4 News had eight million
fallowersssubscribeers by the end of 20713,



Engaging the audience

load ower average for
other channels for catering

for avdiences that other
channels don't cater for

Up 2pts

on last year

ch | reputati - ing for liences
other channels don't cater for

In 2073, Channel 4 reinforced its reputation for
catering for avdiences oiher channels dant caber
foe. 2B% of respandents selacted Chamnel 4's main
channel ower the ather main PS8 channels on this
metric. This gawe Channel 4 a 13-pescentage-paint
kead ower the awerage of the other main FSB
channels, and & 12-point lead over the next-

hig hest-scorng channed (Channel 5.

Chanmne| &'s performance improved across all thres
af these scores year-on-year. The proporton of
peaple selecting the main channe| inoreased by
ane percentage paint; its bead ower the average of
thex other main P5SE channels was up by two paints,
and its lead over the next-highest-sconng channel
roe by three points.

Caters foravdiences other ch s dont
cater for
i}
|
8%
e
|
S
RE-1

B Croeral+ W Aesrage tor ofter nsis P50 chasmals

(BB Ona, BEC Taw, [TV 1 ared Fiva)
— Scora o ract highes PSBchanral

Souron: Ipsox MO K] commnoxion sd by Channal 4



Engaging the audience

699 Total visits to Channel 4's websites and apps Total anmual visits to Channel 45 websites
m In 2013, Chanme| &'s websites and apps attracted a and apps imillicn)
total of 553 million visits, kevelin percentage terms

total visits to Channel £ with the 208 figure (though marginally down, by

wehbsites, mobile sites three million, in absolute fesms). Ax was the cass 2013

and apps |ast year, the dedicated All Sapp - available ona 2018 T03
wide range of smartphones, tabiets snd connected
T¥s - sccounted for 76% of total visits, the B Wabstas sndmchinsses B Agps

E l remaing 74% being visits to Channel 45 websites -

qua [ncluding mobile sibes). In percentage terms, the S Chanmel 4
. nusmbers of app wisits and website wsits were also
with last year it year-on-year,

while there were only marginal annusl varmations
inthese 2073 totals, at the platform lewel there
were matesial changes, the most notable being
amigration in All 4 app visits away from mokbile
platforms (5% decline invisits year-co-year) and
towards “Bag Soreen’ platforms such as connecied
TV [wisits wp 5%), on which there is & higher
propensity to view Channel £'s content. This

uplains wiry, although visits were fat this year,
viden views were s1ill wp [see *On-demand viewing'
on page 10E).



Engaging the audience

59%
awerage Buzz score for

Channel £'s ten mast
talked-about programmes

Up 3pts

o last year

Producing talked-abowt TV
Channe| &'z programmees can make an impact

[ ing viEwers, inspiring conversations snd
Emﬂﬁ?ﬂchﬂe - b-ul.E:in I.!:m “real” world and
an social media. “Buzr' scores are a reszarch tool
that assess aadience reactions to Channel 475
programmes throwgh a dailly sureey that tracks
the propartion of fis viewers who said they talked
ahout pragrammees that they watched, or
commented on them on socal media platiorms
swoh as Facebook and Twitber. In 2013, the average
“Buzz’ score for the tenmost talked-abowt
programmes acoss Channel £°5 TV postiolio
was 35%, three percentage points abave the
corresponding 2018 figure jof S0%).

England s dramatic victory against New Zealand
i the 10 Mens Cricket World Cup Fnal inspired
Channz| 2's most talked-shout programme of the
year. Thiswas one of two Sports events in the top
e, the other being the Best ko Show firale of
Crufts, the langest dog event inthe woeld.

Channz| 4 made: imporiant contribations in the
n-up o Decembesrs General Election. The
much-discussed Chonnel 2 News Cliimate Debate

- the first-ever leaders® debate on the climate criss
- hiad the second-highest *Bure” score of the yeas,
while Britoin's Next P The Channel 4 Debote was
in fourth place. &lsoin Current Affairs but swey
fram paolitics, Bottle of the Super Boters: 2000
Colaries o Minwte exploned the recent phemomsznon
af competitive eating.

The ﬁ'r::t- rating non-live programme of the year,
i third place, was Leowing Neverlond. This gripping
two-part documentary tald the stores of twa
young boys wha suifered abuse by singer Michee|
Jackson, gaing anto make hesdine s and trigger
debates arpund the world. By contrast, two other
Dooumentaries in the top ban told upSiting stovies:
In My Grandparents’ War, actor Kristin Scott
Thomas discovered how her grandiather saved
thousands of lives at Dunkirk while sening in the
Fhayal Mavy in'Waorld War ll, whille Gscar-wnning
film Free Salo follewed climber Al=x Honnold as

he became the first person in the world to scale

El Capitan without harmess and ropes. Twao Facbeal
Entertainment programmes completed the top ten:
this years final of The Great British Bake Off and
the second season of Channel 4% innowative reality
show The Cincle.

Top 10 mast talked-abaut progral F14,144
the Channel 4 portfolio (2019
2018

Programme L]
12C Cricket World Cup: The Firal 4%
Channel 4 Mews Climate Debate oTe
Leaving Meverland: Michael Jackson

and Me 0%
Live: Britain's Mext P - The C4

Debate 33%
The Great British Bake O4f: The Final 0%
My Grandparenis" War: Kiistin

Scatt Thomas 8%
Fres Solo 5%
Crufts 2019: Bastin Show 3%
The Circle 4%
Batthe of the Super Eaters: 3000

Calories a Minute 4%
Averapge Burz Soore for 2015 top

10 programmes 39%

Mote: 3019 data not available for other PSE
channels.
Sowrce: Charnel 4, Broadcast jother charmeds).
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=]
13%
of total viewing across
the main chanrel, E4 and
Mored acoounted for by
rztwork originations

Up 1pt

upr on last year

Viewing to network oniginations:
Channel £'s output can be divided between
‘network ariginaticns’ - i.e. programmes
commissaned by Channel £ and transmitted
om amy of the chanmels inits T portfolioc - and
programmes that were acquired by Channel 4
(orimarily US combent). The foomer category is
impoatant as Channel 4 delivers its public remit
far the most part theough its Evestment inoriginal
conbent: thess are the programmes cves which it
has creative and editorial mfluenoes in partnership
with the production companies that Chanme| £
commissons 1o make them.
In 2013, network originations accounbed for 73%
of total viewing to the main channel, £4 and Mored,
one percentage point higher than 201E. This figure
haxes: o growen for each of the: last six years and =
ten percentage ponts higher than in 2013, This
yEAr's Fp.lrv: also seks anew recoed, with neteork
oigmatons representing a higher proportion of
Channel 45 wiewing than at any time since 2008,
whien this metric was first reported - showing the
value ta vimwers of the programemnes that Channel 2
commissons.
Teming 1o the volume of programming in the
Hhﬂgﬁlﬂs netwark DHEEWEMPEFTEHHIEE'
&1% af all kours across the schedules of the main
chamnel, E4 and Mored in 2015, This ﬁ];: s Hhree
percentage paints less than in 2008 (when they
accounted for 54% of out put).
& comparisan aof viewing and output figures shaws
that netwiork ooiginations sre responsible for s
disproportiorately high share of Channel 275 overall
viewi erforming acquired programmes: in
2|:I1Slnt=y i;Eﬁem‘l:-d al:hlq;'-er :IHE: af viewing
[73%} than their coeresponding shase of the wolume
of programming {BTX). Network originations’
impact grew this year, with their share of viewingup
despite a reduction in the voleme of programming.
Plam rain that
1 Tha Filrvd chansal s sacided from thiz matric s, by R safurs,
= o wp of wriurs fires

2 Mutwork crig tontha Heom

dmtnition of “crigsaticn”, which osly counl progrannes on

a tenereal thot tham

anpratiom baitar ratact the il ichanne) world by tikieg

1 tha mulpla

prawida viess rm i calch op on progrannes scroa i

digitsl T¥ porticlios




