2021 at a glance

A selection of highlights from 2021 - please see p146
for year-on-year progress on our key performance
indicators, alighed with Channel 4's Future4 strategy.

Digital
acceleration

19% of total corporation
revenue comes from
digital advertising

(2020 175}

the £224m record digital advertising
revenue (+40% year-on-year) puts
Channel 4 well on target to reach its 30%
digital reverme Futured target by 2075

+21% growth in
programme

streaming views

W grew OUT programime stresming views
to-ower 1.5 billion in 2021, the biggest ever
increasa in absolute terms and a second
consecutive year of double-digit growth
Biggest free streaming
service in the UK

weith =14, 500 howrs of content availlable
o stream on Al

13% of total Channel4
viewing from streaming

an increase from a proportion of 9.2%
from streaming in 2020, demonstrating
Channel 4= digital acceleration

The Electrical Life of Lowis Wain

The Circle

Financial success

£1.2bn corporation
revenue rasx-

a new record and exceeding £1 billion for
the first time ever

* 425K on 30G0, 418X on 20

£101m pre-tax
sUrplus iezmm

a record, highest ever, result for the
second year running in 2071 and
recognising a three-figure surplus for
the first time ever

£272mnetcash
reserves® qeim

awr recard surplus has driven a £71 million

increasa in our cash reserves versus

2030, to reach our second highest-ever

closing cash position and net assets of

E£56E million

* Kl cash teare s raflect B s of tha Grous's cash
and cazh squialarts and cther fnancial sz nat of

cah botmsings st tha balsncs shet dain, dafined
on R30S

Must-watch
content

Highest main channel
viewing share growth
since 2013

+3% growth in main channel viewing share
o 6.1%, during a year in which audiences
wiewing hahbits started to return to normal
after pandemic lockdowns in 2020

+3% growth in main
channel viewing share
amongst ethnically
diverse audiences
to5.4%

aur highest ethnically diverse annual share
since 2012

+1% growth in viewing
share to our TV channel
portfolio to 10.3%

we increased our TV portfolio viewing
share year-on-year for the second
consecutive year

- " . .
15% portfolio viewing
share among
16-34-year-olds rs=
linear share among young people fell
slightly in 2071 as viewers migrated to
streaming and social for content and
competition increased

Nine of the 10 youngest-
profiling shows on the
UK PSB channels were
on Channel 4

ax the public service brosdeaster for
young people, Channel £ works hard to
engage with its avdience however and
wherever they watch TV



Supporting the
creative industries

66% of content sourced
from SMEs based in

the Nations and

Regions copw

the highast ever wolume of originated
contenton the main charmelin Channel 475
history, as we work to represent the

whole of the UK. By spend, 55% of cur
expenditure was sourced from companios
outside of London

£671m total
content spend oz s522m

& significant year-on-year incroase
following 2000rs Covid-related reductions,
a5 we reimwested our strong surplus from
2030 into the UK's oreative industries

£492m spend
on originated
content oz szr0m

reflecting our impressive remit delivery
and investment in the independent
production sector

164 independent
producers worked
with in 2021 zozo- 150

204 companies worked with in total,
with growth particularly strong amongst
digital media companies as our new
Futured strategy was rolled ot

‘We Are Lady Parts







ritich vnirag

hanoe ~-

Represent
unheard voices

INO

4_ Throughout the year - from 2021's piercing drama
It's A Sin to the groundbreaking Black to Front
Project, from the incredible Tokyo 2020

d Paralympic Games to our Leeds-based daytime
show Steph’s Packed Lunch or the smash hit

L We Are Lady Parts - Channel 4 has represented
the whole of the UK in all of its glorious difference.
It's about levelling up. Being uniquely British. D
Uniguely Channel 4.
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Four areas of focus:

=1 British creativity

£ Digital excellence

% MNations and Regions

o -
0% Young and diverse
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“You're different. We're different. Altogether Different.”

In 2021, Channel 4 launched a new brand platform that
celebrates what makes the channel distinct by showcasing
some of our best-loved shows. Through all of our content
and activities, we represent unheard voices, giving a
voice to those who are not often heard on TV.

BEDE

Az part of our Futured strategy, last year we setout a clear
intantion to relavnch the Channel 4 brand. Altogether Differant
iswhat Channel 4 stardds for, and s vsed across all of owr linesr,
digital and social media channals. itillustrates how Channal 4
celebrates difference in an entertaining, inclesive way, reflacting

the whole of the UK through a broad range of impactiul public
service content.

‘We launched the campaign in July 2021, and had a sscond
barst in Movember featuring more than 20 of Channel &5 famous
faces and rising stars. Opening with a twist on the film
classification system by rating viewers "W for Weird® - as signed
by Channal 45 Chief Executive Alex Mahon - Davina McCall went
on bo tell viewars: “Theres nothing normal about this place or
amyone who lives hare.”

Four in ten UK adults said they felt mone positively towards
Channel 4 after seaing the Latest trail, and this figure was even
higher for 16-24-year-olds (65%), 25-314-year-olds (50%] and
athnically diverse adwlts (58%).
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Never before in my
lifetime has a TV show
had such a profound
effect on people from
all walks of life.

lan Green, TEC of Termence Higgins Trust

It’s A Sin

Crystallising Channel 4's remit to
represent unheard voices, It's A Sin
exploded onto British television

atthe start of 2021 and became one

of the most defining and impactful shows
ina generation.

The five-part series from BAFTA-winning writer Russell T Davies
followed a group of friends living in London through the 1980s -
a decade that began, for them, with sex, love and freedom but
was soon darkened by the looming AIDS crisis.

Described by critics as a “masterpiece” (The Guardian) and
a show that “exists in a place beyond television entertainment ™
{Evening Standard], it's A Sin was an immediate smash hit,
becoming Al 4's most popular drama launchand biggest instant
box-set, with all episodes released on demand immediately. With
mare than 26 million views (and counting], it remains All 47
biggest series ever.

I’z A Sin wasn't just a success with viewers. As the first
mainstream seies to address the British experience of the
AIDS crisis, the drama was credited by audiences for tackling
difficult issues and giving a voice to those often marginalised in
society (95% of viewers agreed); helping to remove stigma
surrounding HIVAAIDS [37%); and showing LGETO+ relationships
ina true Bght (FT3)

Afver watching #t's A Sin, Morman Fowler - who was the
minister responsible for the public health campaign ‘Dot Die Of
Ignorance” in 1987 - brought forward his decision to end his role
as Lord Speaker in the Housa of Lords so that he can devate his
Parliamentary activity to campaigning on HIVAAIDS.

The Terrence Higgins Trust reported that the programme
sparked a 3,W00% jump in searches for "Why was AIDS so deadly in
the 3057 and prompted a huge surge in HIY testing. “Mever before
in my lifetime has a TV show had such a profound effect on people
from all walks of life,” said the charity's CEQ lan Green.



Interview with
Russell T Davies

Q It°s A Sin iz a story told through the experiences of a growp of
young gay men, but the themes of family, friendship, community
and identity transcend demographics - is itimportant to you
that this drama resonates with audiences from a whole range
of backgrounds?

A Oh, absclutely! Atits heart, it A Sin is about a bunch of people
leaving home and doing what we all do, which is find owr own
family. A family constructed of friends, and friends of friends,
even friends” mothers. You build that for yourself. And 've wiitten
that many times. 5o | love wiiting about it. In'writing a series about
death, death is just the full stop, you've got to write the great big
sentence that comes before.

Q There hasn't really been a drama of this scale exploring the
British experience of the A1DS crisis until now. Why?

A | wanted to see the British perspective. It does exist, it"s there
in fillmes like Pride, very beautifully stated, and there's this whole
body of work that I've seen, such as The inheritance and Angels
in Americo - among the finest things that have been written -
or The Normal Heort. | was very aware of those pieces of work.
But | very much wanted to find my own place alongside them,
not regeeating what theyve done.
In some ways, the wrge to be new is the least important thing.
Becausa it's stories like this that need restating again and again.
I'm very aware that younger generations are growing ug naot
krwvwing anmything about this pericd. And actually, let's be honest,
peopls who were there at the time dont know amything about it
either. And there are those who have happily forgotten such a bad
tirmes, mnd | doat blame them for that. 5o it was & mattes of me
finding my place in there. 1175 an awful subject, it's a delicate
subject, but it's an honour bo write about it.

‘What's been your experience of the impact /s A Sin has
had on viewers?

Since it's 4 Sin aired on Channel 4, Fve received emails, texts
and DMs every day, telling me how lives have changed as a result
of the show. Families now able to tell the truth about how their
uncle died; men and women freely stating their HIV status out
lowd, for the first time, without shame; charities telling me that
HIV testing numbers have gone through the rool. More than
£500, 000 for charity has been raised from the zale of a single
t-shirt design, based on the show's catchphrase.

That, to me, is public service broadcasting. Far more than
aservice. ltsa joy.




| wanted to
see the British @
perspective. §
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I've never been so happy watching
UK telly. Literally ALL DAY.
Adverts included #BlackToFront.




Avuthentic views from
across the UK

Channel 4 is proud ofits long history

of inclusion and diversity. Ensuring that
diverse voices are portrayed on screen
inan avthentic manner, across all of our
genres, is a key element of our public
service remit. Highlights on All 4 and
Channel 4 this yearincluded moving
towards more balanced and accurate
representahmulnllt_ﬂ:ﬁnﬂwed

experience - whether disability, gender,
sexuality, ethnicity, diversity of thought
and diverse voices from all over the UK.

The Dispoiches strand exploned the reality of employment and the
futwre of work through Low Poy Britoin, shining a ght on the gig
sconomy and how workers aomoss the courtny e felt the impsct
off Covid-18, lockdown s mnd Brexit.

Mida Manzoor's snanchic, joyful and inreverent music comsdy
We dre Lody Poris — named by The New York Times as one of the
year's best pinces of TV - told the laugh-out-lowd story of & female
Muslim punk band, as never befors ssen on British TV, and
pariormed strongly as a box-set on Al 4.

The sward-winning Trip Homord: My Great Britich Adventure,
saw comeedian Rosie Jones travel scross the UK. 24% of viewers
peopls snderstand dissbility better, whils 3% agreed that the
saries helped to challenge percoptions of wheat it means to be
disabled - rising to a significant 32% among disablod viewers.

The Black to Front Project

On 10 September, we disrupted our entire
programming schedule to showcase
Black talent, both on and off screen.

The Black i Front Project was a takeover on an epic scals. [t iook
a yoar to plan and molved every slot, every genrme and every come>
of Chamnal 4. Mo other broadcaster had attempted this befom.

From Celebrity Gogglebox and Holfyooks to Countdown and
Lm&:rhstﬁ:.-upﬂﬂhd:mhutuﬂ oﬂ'rl:r\uufa.nﬂiﬂ
of our most popular progr Ch i 4M i dan
all-Black repsorting team, and The Big Breakfoxt wos resurmected
for the first time since 2002, with comeadian Mo Gilgan and
presantar AJ Odudu hosting alongside onginal newsresder
Phil Ganyle.

Waalso commissioned araft of brand-new shows, inclheding
Big Age from up-and-coming writer Bole Babaloda; bate-night taill
show Unopologetic hosted by Yinks Bokinni and Zezs Millz; and
Britsin's first Black reality show Highlife.

We transformed owr antire commeercial scheduls, too. Ina
workd first, every single commercial break scross the day featoned
ads with a Black lead ora majority Black cast. A huge logistical
feat, more than 60 brands took part, with T campaigns acnoss
Channel 4 and Mored. Mo other mainstream broadcaster in the

e wee wrorkesd hard with our indie partrers to recruit from
outside their vsual networks and bring in more Black talent behind
the camaras.

The Black to Froat Project resched T1LE% of the TV population
60% of viewers agreed that it highlighted the breadth and depth of
Black British talent and 51% acknowledged that it made them think
about the challenges faced by Black peaopls in & differant way.

Tha tskesower was just tha start. The projesct hes gahrnizad
us to look at the programmies we make and howwe l'ulnllmr.,
amd to talon further stepes to make o industry moms
Ilﬂmﬁmnmﬁnﬂrﬂﬁﬂfdm!mlm
Fastival to shars insights, i il levssoins | 'ﬁ'-nd:l'll

closaby with The Sir Lenmy Henry Centre for Media

we will contines to amplify Black voices in front of and behind the
camares. We want to make sure the Black to Front Project leaves
a lasting lagmcy, and ane publishing our long-term plans in the first
half of 2022,




As the official UK broadcaster of the
Paralympic Games, Channel 4 continves
to transform attitudes towards disability
across the UK.

Heild in the midst of a global pandemic, we knew that Tokyo 2020
‘would be the most challenging Pasabympic Games to cower in the
decade since our ground-breaking coverage began for London
2012 - yet we vowed to raise the bar even highar.

We revwed up the nation with ow “Seper. Human . marketing
campaign — made by Oscar-nominated cinematogragher Bradford
Young —and build-up programming included Billy Monger:
Chonging Geor, Jonnée’s Blode Comp; Michoel Jolnson Meats...
wmmmmwm

For the Parakymyg hees, we brought togather
ﬁmh[mtmﬂ:hbhdﬂﬂ'mmulmlﬂbﬂ?and
provided more coverage than ever befone: ower 304 hours on
ﬂmﬂdmd”m&pﬁummﬂmlﬂmhmrsm1ﬁim

mmmm-memﬂ
media and through cur five daily social media shows. Our bespoks
TikTok Paralympics Hub dlocked up 4.1 million views, halping us to
reach new and younger audiences.

Whils Cowid-18 restrictions meant that we wers not abls
‘o send as large a team to Tokyo as was onginally planned, cur
production teams and presenters stilll sucoesded in comeeying the

pt and exci of the Ga Whether it was Ade
Adepitan helming a daily highghts show from a Tokyo taxi, or
Clare Balding anchoring live Paralympics action in Leads, we
p‘nd'h:p'urtnp—lml:pu‘ﬁ"uchm_ﬂmnth
all our 3 everyone could enjoyit. We
ulhrudn.lﬂhsmdlﬂnmddfﬁmdhﬂp‘pﬂmm
making Tokyo 20040 the most accessibla Parabympic Games ever.

Owr coverage was watched by more than 20 milllion people —
athird of the UK population. Viewers credited it with bringing
important but difficult issues toa mainstream asdience (0%
agreed] and making them think about the challenges facing
dizabled peoplein a different way (T73%]. “Channel 4 kas done so
much to elevate the way Paralympic sport i seen in this country,”
says Mike Sharrock, CEO of the British Paralympic Azsociation

Tokyo 2020 Paralympic Games
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This is a show about a
diverse group of women
and for it to be about
Jjoy feels radical.

@Anjana Vasan
Amina in We Are Lady Parts



Girls to the front
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labels to the back



Our school drama Ackley Bridge
shows that if you offer young viewers
a good emotional story that reflects
their lives without soft-soaping them,
then they will become immersed.

Bl

Ackley Bridge

Hit series Ackley Bridge has amassed a
devoted young avdience that continves
to grow with each season.

The RTS award-winning drama is set in a newly foomed academy in
& Yorkshire mill town. Here, the lives and cultures of the &sizn and
‘White communities collide, giving an honest and homorous insight
into masdern, multicultural Britain. “The show doesmt shy away
from the difficulties that a diverse, multi-cultural school can face.
It celebrates diferences, challenges stereotypes and embraces
the fundamental themes that bring us all together,” says actress
Jo Joyner, who plays headteacher Mandy Carter.

After a two-year hiztus, the long-awaited fourth season of
Acikiezy Bridge hit screensin April 2021, with a brand-new format
ared & cast of both familar favourites and fresh characters, who we
watched settling down (and playing upl at school. Irstead of the
usual hour-long episodes at Bpm, the series moved to a Epm
teatime slot, best suited to reaching a young audience, with ten
A0-minute programmes played cut across two weeks. The whaole
series was released as an instant box-seton All 4.

Season 4 racked vp 5.8 million views. Watched by 2 million
16-34-year-olds, itis our highest youth-skewing drama since
20155 This is Englond "90.

Ackiey Bridge shows that if yow offer young viewers a good
emational story that reflects their Fees without soft-soaping
them, then they will become immersed.






Being the young
people’s public
service broadcaster
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The Forgiven

One of Channel 4's key channels for
giving avoice to the unheard is through
film. This allows us to not only tell
uniguely British stories that appealto
audiences in the UK, but to play a vital
role in promoting British culture and
values internationally.

In 20, despite the challenging environment - with Cowid-19
restricicns hampering production and keeping cinemas shut

for long periods - Filmd enjoyed one of its busiest and most
successiul years. Over the course of the year, Filmd shot 17 films,
launched 11 maore at film festivals arcund the workd, and premizred
12 Filmd productions in cinemas o via stream

In a bespodkes initiative to support the beleaguered UK
axhibition sector, Filmd partnered with Park Cirous in June to offer
a programme of classic Filmd productions in cinemas, as they
attempted to woo back post-lockdown audiences. The six films -
Trainspotting, Brossed OFf, My Beowtiful Lounderette, Bhoj on the
Beoch, Local Hero and Sexy Beast - illustrated Filmd's legacy of
beodd, iconic nctively British cinema, but also ouwr histornic
commitment to diversity and inclusion.

In 2021, Filmd woeked with a numiber of new filmmakears,
including Mark Jenkin, whoss 19705 ‘ecosophical” homos film Enys
Men iz his folkve-up to the acclsimed Bait; Oliver Harmanus chat
his first film outside his native South Africa, Living, a reimagining of
Kurosawa's beloved classic kin transplanted to 1950s England,
scripted by Sir Kazuo [shiguro and starring Bill Mighy and Aimee
LouWood. Babak Arvvari shot thriller | Came By, starring George
Mackay, Hugh Bormeville, Percelle Ascott and Kelly Macdonald;
ard The Beowifw Game, starring Michael Ward and Bill Mighy,
comes from director Thea Sharrock.

Sowdade Kaadan sho
Khalil was able to complete production of hi
A Goro Weskend, begun in 2020

Film4 titles enjoyed considerable awards successes.

The Fother trivmphed at the Oscars in April, with Sir Anthomy
Hopkins winning Best Performance by an Actor in s Leading Role,
ard Sir Christopher Hampton and Flosian Zeller winning Best
Adapted Screenplay. It won in the same two categories at the
BAFTAs, where Rocks also saw twin success with Lucy Pardee
winning Best Casting and Bukky Bakray beating cut stiff
competition towin the EE Hising Star Award for her debut rale.

drama Merowh, while
ut feature

Last Might in Soho

sauEd By



At the Cannes Film Festival in July, Julia Ducournaw became
anly the second female Mmmaker in the festival's T5-year history
tawin the Palme d"Cr for the explosive Film4-backed Titone.

‘When cinemas reopened, Euros Lyn's Welsh horse-racing
drama Dream Horse was one of the first out of the gate, followed
by The Fatfer and three debut features: Prano Bailey-Bond's
Censoar, Cathy Brady's Wildfire and Ben Sharrock s English
language debut Limbo.

The autumn =xw three productions launch on streaming
platforms: Filmd's adaptation of smash hit stage show Everybody's
Taiking Abowt famie rolled out in September to 240 countries on
Amazon Prime Yideo, which also released Encounter, starring Hiz
Ahmed and Octavia Spencer, Michael Pearce's follow-up to his
Filmd-backed debut Beast. And Netflix gave a global release to
Bebecca Halls critically scclaimed directonis] debut Passing
staming lessa Thompson and Ruth Negga.

Bounding off the year's cinema releases were Edgar Wright's
Lowe letter to Soho past and present Lost Mgl in Sobo; Eva
Husson's adaptation of Graham Swift's Mothering Sundoy, staming
Caolin Firth, Ofivia Colman, Josh O Connor and Odessa Young; the
first Black British festive romoom Bosdng Day, the directosial debut
af writer, director and star Aml Amesn; Fowers director Will
Sharpe's The Hectricol Life of Lowis Woin starring Benedict
Cumbarbstch and Claire Foy; and Palme d70r winmer Titomne.

Foresigit, an anthology of five Sci-Fi short films from Black
Eritish filmmakers commissioned by Filmd, also screened at salect
UK cinemas shead of broadcast on the Filmd channeland AlL4.

Three Flmd ttkes launched at film festivals in 2021 and are
due to be released in 20237 The Reai Charlie Chaplin, from
BAFTA-winning directors Peter Middleton and James Spinney,
secwed a prestigious slot at the Telluride Film Festival; while John
Michael McDonagh's The Forgiven, starring Jessica Chastain and
Bslph Fiennes, and Lucile Hadshalkovic's hsurting, hsllucinogenic
Enrwig both wowed at the Toronto Intemational Film Festival.

Film reunited with a rumber of acclaimed filmmakers for new
projects: Martin McDonagh brought back his In Bruges cast of Colin
Farrell and Brendan Gleeson for the darkly comic The Banshees of
Inisheris; Emima Stone, Willem Defoe and Mark Ruffalo hesdined
the cast of Poor Things from Yorgos Lanthimos {The Fovownite, The
Lobsterk; Jonathan Glazer (Under the Skin, Sexy Beost] began
shooting Auschwitz-set drama The fone of Inferest; while Steve
McQueen (Twelve Yeors o Slove, Widows) also tackles an aspect of
‘Waorld War Twain his first non-fiction feature film Cooupied City.
Finally, hot on the heels of his Oscar success with The Frther,
Florian Zeller shot his nexct film The Son, staming Hugh Jackman,
Lsvra Dern and Vanesss Kirby.

Dream Horse

To look at a list of
Film4 productions
is to essentially
look at the best

of British film over
the past 40 years.

Emipire

Everybody's Talking About Jamie
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Developing skills and
opportunities across the UK
In addition to representing unheard voices on screen,

Channel 4 works hard off screen to help the creative
industries be more representative of the whole of the UK.

45kills

Content Creatives

11

Offering young regional
talent specialist training,
real-life paid experience
and skills can open an
entirely new career to
people in the Nations and
Regions._ It is the perfect
example of what we want
to achieve with our 4 All
the UK strategy.

Sinéad Rocks,

Managing Director, Nations and Regions




Owvr training and development initiative,
45kills, is turbocharging our efforts

to find, nurture and develop talent.
We're opening up opportunities in
broadcasting - both in front of and
behind the camera.

Launching 4 5idlls wos a key part of 4 All the UK, & it helps

address the skills gaps that are barriars to growing owt of London
production. We want to ensure that off-soreen talent in the Nations
and Regions can hawve long. productive, creative and profitable
carears in television without having to mowe to London.

Despite tha challenges of lockdowns and other Covid-19-
ralated social restrictions, we rapidly expanded the 45kills offer
in 2021

Foa thes first time ewer, our Production Traines Schema was
antirely basad in tha Nations and Ragions. After ancouraging
applications from diversa candidates, we had around 5, 300
applications for 18 ressarcher roles across the UK. 45kills pays
for 50% of the trainees" 12-month salary [with independent
producers paying the remaining 50%] and we provide training.
mentoring and networking.

In-house, we relaunched and extended our Apprenticeship
Programme after 20Hrx hiatws, welcoming 28 new apprantices
across the business - from finance and operations to marketing
and commissioning, with half of the roles basad in Leads. Both the
Production Trainese Scheme and cur Apprenticeship Programme
have continued to build and expand in 2022

A mew grassroots talent prog Comtent Creatives, was:
a collaboration between 4 5tudio, Channel 4's Leeds-based digital
content studio, and SharpFutures, a social snterprise focussd on
young peopla from lower socioeconomic backgrounds with a
passion for comtent. Participants in the fully paid programme
banefited from six weeslks leaming creative, digital snd soft skills,
followed by six weeks ambedded in 45tudio.

'We also worked with other partners to support entry-level
opportunities such as the eight-month ‘rad” traineeship schemes
in Scotiand or tha De Montfort University Investigative Josmalism
MA. Across the board, we reduced barriers to access by providing.
bursaries for travel and relocation expenses.

45kills also supports the prograssion of thosa already
in the industry. We worked clossly on tackling skills gaps with
major partners such as ScreenSkills, as well as individual training
providers and indies. Our partnership with the Mational Film and
Talevision School delr i training opportumities for diose to
1,00 young people throughowt the year, including bespaoke
aditing. producing and self-shooting training as part of the Black
to Front Project, and seversl wesks of free online short coursas
and masterclaszes that attracted hendreds of applicants.

‘We extended our successhul Fast Track Wales schema to
support talentin Bristol, and rolled out equivalent programmes
in Scotiand and Morthern Ireland in partnership with Screen
Scotland, Mortharn Ireland Screanand the BBC.

Weran hub" daysin Leeds, Bristol, Glasgow, Beliastand
Cardiff that gave people working in the Nations and Regions:
further opportunities to engage with the channel, and to take
part in workshops on areas such as legal and besiness affairs.

From 2022, we will supercharge 45kills =o that its training and
developmeant inftiatives help over 15,000 young people every year
- an imvestmant worth £5 million annually. Growing in scale and
working with owr extemnal partnars, this will inchede a new digital
academy with paid three-month training and work placemants for
young peopla from lower socioeconomic backgrounds, a new
pan-UK schools engagement programme, and a new on and
off-screen training programma for peopls with dissbilities in
advance of the Paris 2024 Paralympic Games.

Channel 4's new National HQ in
Leeds sends a hugely important
message of inspiration, aspiration
and ambition. It says: "You can be
part of this industry. You don‘t have
to move 200 miles away. You can
make a career from here’ For the
whole region, and particularly for
the more economically deprived parts
of Yorkshire, that is game changing.
Sallty Joyneson, CEC (former], Screen Yorkshire

training, development and leaming
opportunitias for young people
across the UK from 2022

took part in 4 5kills training,
engagament and events in 2021

of participants at MFTS training
woek identified as from lower
socioaconomic backgrownd






critical thnnoht

Challenge
with purpose

aatino chanoe

Atits mostimpactful, Channel 4's content exposes

L __ thetruth and acts as a powerful catalyst for change.
Through our best-in-class news and current affairs,
our challenging documentaries and searing dramas,
we're unafraid to say something about modern Britain.

JyoLivuyy [Eo14140
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Four areas of focus:
=X British creativity

E_ Digital excellence

2 Nations and Regions

== Young and diverse

Fatima Manji

Jon Snow

10.1Tm

followers on social media




Channel 4 News

Renowned forits high-quality journalism,
hard-hitting stories and globalimpact,
Channel 4 News provides news and
analysis for people who want to know
“‘why?". It's a key element of Channel 4's
remit to deliver high-quality innovative,
alternative content that challenges the
status quo.

Key editorial highlights for 2021 included Lindsey Hilsum's

an-tha-ground reporting from Afghsnistan; Jamal Oeman's

coverage of the Tigray conflict in Ethiopia; and Ayshsh Tulls

reports on the SLVrCLnlmlc:nlc eruption. Krishnan Guru-Murthy

televised debate of Scotlsnd s main
o saw the end of an era as acclaimed

st Jon Snow stepped down after 32 years

p.-rl-;ll.adl.'s- The year a
broadcaster and jowm
at Chanmel 4 News.

Charnel 4 Mews has continued to achieve huge successwith
reaching avdiences digitally. On Twitter, a video on Professor Chris
'Whitty responding to concerns that the NHS was priceitising Conwid
aver ather serious healthissues drew 3.2 million viess, while owr
fond farewell to presenter Jon Snow received 1.2 milli

t was a strong year for Channel 4 News on Snap as well,

waith owr teo strands, Dividled Amenca and Divided Wornld,
bacoming mainstays of our digital outpat, sttracting a loyal
audience of nearky 400,000 subsoibers. Our podeasts, The
Foarcast and the awsrd-winning Ways to Change the World,
continued to build their audiences, each with arcund 1 millicn
downloads across the year

TikTok was a new focus in 200, with pieces on subjects such as
upskirting, needle spiking and the increas ty of disabdlity
on F'_n'..ll.'f' TV & Dgclh:r drawing aver 1 million Bkes. Across the main
social media platforms (Facebook, YouTube, Twitter, Instagram,
Snapchat and TikTok), Chonpel 4 News had 1001 million followers’
subscribers by the end of 2021

Having reached a record 2.8 million people on linear in 2020,
as viewers tunad in for the latest updates on the pandemic,
wiewing figures in 2021 returned to pre-pandemic bevels. Over the
year, anaverage of L7 million people watched Channel 4 News for
at least 15 consecutive minutes each month on the main channel,
across the main weekday evening programmes and the daytime
and weekend bull

Chonnel 4 News continues 1o appeal to ethnically diverse
awdiences. This group represented 17% of the programme"s total
wiewing in 2071, an increase of two parcent .-g_opuinl.' yasr-on-
year, taking this I|5|.rc~ 1o its highest-ever level since it was first
reparted in 2009, Channel 4 remains the only main PSB channel
whosa news-viewing by ethnically diverse audiences exceeds this
group”s representation in the UK population {estimated to
b around 13%-14%)

Tha programmie continues bo appeasl to young peophe, with
16-34-year-olds accounting for 8% of the Channel 4 News
audience across the year. While this ishigher than the
corresponding viewer profiles of the othar main PSB chann
national news programmes (which ranged from 5% o 7%,
throe percentage points down year-on-year, a5 young asdicncas
migrate faster than other age groups to social media to access
Channel 4 News.
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You don’t have to be a
mother for this to affect
you. On a human level,
it's not okay.

Rochelle Humes
Dispatches: The Black Maternity Scandal



#BlackMaternityScandal

Shining a light
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Talked-about
documentaries

At their hest, our shows drive the

national conversation, helping to cement
Channel 4’s position as the UK's most
distinctive broadcaster.

BAcross three episodes, Undercover Police: Hunting Poedophiles,
reached 5.1 million viewers. Three years in the making. this hand-
hitting documeantary series gained exclusive access to some of the
mast secretive covert units working in modern day policing, and P :
witnessed the work of undercover detectives as they went about Undercover Police: Hunting Paedophiles
their search for paedophiles operating online.
The series was impactful, with a huge 34% of viewers agreeing
that programmes like these are important as they shed light on key
issues in society. Impartantly, it also prompted 425 of viewers
with chikiren aged under 16 to talk to them about the issues raised
in the programme.
Alzo this year, Coroline Fiock: Her Life and Dedath told the
stary of the actor/presenter's life and the impact that fame,
mental health issues, press and social media had on her. In this
powerful and revealing film, her friends and family spoke candidly
about her rise to fame and examined the role that the media
played in her death.
Described by The Guardion as “a compassionate eulogy
suffused with pain® and by The Telegroph as “a sensitive study
of suicide and mental health®, it generated many cormeersations
on social media, with mary users adopting the hashtag #BeKind.
The film struck a chord with audiences, attracting an awdience

af ower 3 million viewers, equivalent to a 13.9% auvdiznce share Dli5|:: atches: The Black Maternity Scandal
- animpressive 97% above the slot average. : v

Caroline Flack: Her Life and Death
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Dispatches: India's Rape Scandal

Dispatches: Rape: Who's Oin Trial?
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Dispatchesis Channel 4's award-winning
current affairs strand. Its topical
documentaries are often investigative.
They're sometimes opinionated. They e
always ori g'mal

Last year, across
subjects ranging from Ir
of our much-loved HHS

: tackled hard-hitting
s rape scandal to the performance

rpisode in 2021, attracting 1.2 million
wiewers {a 6.25% viewing sh Trth Abowt Electric Cars.
With ¢ hn. country f ng ower climat

C rars by an

all-fe nala'. team. It followed four se pwr.‘h'. nvestigations by the
Avonand Somerset Constabulary '1n|1 shed light on the challenges
{aced by the pofice force and victims in securing convictions

This hard-hitting decumentary was followed by a debate hosted
by Jackie Long, which looked at the issues raised and asked what
can be done. And The Block Matemnity Scondai investigated why
Black women were five times more likely than White women to die
during pregnancy and childbirth. Hosted by Bochelle Humes,
award-winning documentary sparked a national conwersation and
helped to create a change in government policy.

Alongside Dispotches, our foreign atfair
World reveale mie of the worki™s biggest untold
Channel 4 repor  front line in Myanmar as
protesters defied the military junta’s coup, and they travelled to
Serbia tointerview migrants who had been beaten back from the
EU barder. In the most popular documentary of the series,
Krishnan Guru-Murthy headed to Mew York to explore the Big
Apple's epidemic of homelessness, made worse by Covid-19,
race inequality and alleged profiteering.




Close to

Tm

viewers watched
Joe Lycett vs
the Oil Giant

Tackling the climate
emergency

In avtumn 2021, the UK hosted COP26

- apivotal moment in the fight against
climate change. Channel 4 offered a
vnique, entertaining and sometimes
irreverent look at how the climate
emergency is affecting us all.

Channel 4 creative responses to the clmats smergency
highlighted a distinctive range of climste change programming,
from hard-hitting Emestigations such as How Green [s the
Govemment? Dispatches and iGeran Hodgson®s imeverant:
documentary How We Forgot to Save the Planet, to Celebrity Trash
Monsters Whaot s Your Woste Sie?, inwhich celabrities wors suts
contaming their own rubbizh to sducats themselwes on the Empact
of housshold waste.
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A distinctive look at
policing in the UK




Help

BAFTA-winning screenwriter Jack Thorne
wrote Help to shine an unflinching light
on the care sector during the pandemic.
“l wanted viewers to feel anger. Real
anger,” he says. “We have to tell these
stories becavse people are being ignored.”
The one-off, feature-length drama was st in a fictional Li

care home called Sunshine Homes in 2020, and explored the

ralationship between newly qualified carer Samah (played by Jodie
Comer) and Tony (Stephen Graham), a patient with young-omsst
Alrheimers.

mmmmhmmmmwm
and nail to protect the resid, but are ill-equipped, poorty
praparad and left helpless by the powers that be — despita the
Eovernment's promisa that it has thrown a ‘protective fing” snound
cars homes. Inan unbrokean, 25-minute single taks — reminiscant
of a horror movie — the camera follows Sarah as the nightmare
wnolds arcund her.

Help highlighted the panic, fsar and desparation experienced
by thosa working or resident in care homes during the pandemic.
It pointed an accusing finger at gowarnment policy decisions that
saw a shocking 40% of all Covid-19 deaths between mid-March
nrdmd-h-umbﬂr‘dmmmﬂhpuﬂ-t
this film goes some way in telling the and
of our country"s caners and the hormendows position they found
themsalves in,” says Jodie Comer.

Within a week of airing, the programme had attracted a
record-bresking 1.4 milicon views online, making it the bast
drama lasnch on All 4. And with a consolidated sverags TV
audisnce of 3 millon, it is Chamnel 4°s second-best one-off drama
after Mo (4.2 million] in 2000, Yiewers described Heldp as “hsart
‘wiranching”, “an incredibly moving, powerful bit of telly™ and
“awoice for the voicaless”.

1.4m

views online, making it the
best drama launch on All 4




An incredibly moving, powerful bit of telly.

+




Grenfell: The Untold Story

The Diana Interview: Truth Behind the Scandal

Challenging
preconceptions and
shaping culture

Channel 4's most powerful shows test
boundaries and inspire critical thought.
Highlights in 2021included Davina
McCall: Sax, Myths and the Menopause,
which initiated conversations about the
menopause; Cops on Trial: Dispatchas,
which revealed the scale of sexual
misconduct by serving police officers;
Grenfell: The Untold Story; The Truth
About Police Stop & Search and Hunting
the Football Trolls - Jermaine Jenas.

Meanwhile, The Diana lnterview: Troth Behind the Scondal led
tothe exposure of dirty tricks used by joumalist Martin Bashir
toobtain the famows Diana interview and the BRC's subsequent
cover-up. And our Rape: Who's on Tried? night of programmiing,
which comprised a major 30-minute documentary followed by a

Hunting the Football Trolls - Jermaine Jenas
. . I

s * e

debate, was one of the maost revealing and thoughtul explorations
of the criminal justice system's failiwes over rape seen on British TV,



For far too long, there's been a shroud of embarrassment,
shame and fear around this topic, and this is where it stops!

Thar's what can happen to millions o:
mencgzese - and they're asking

Diavima MoCall: Sex, Myths and the Menopause

Davina McCall: Sex, Myths
and the Menopavuse

With nine inten women saying that the
menopavse affects theirwork, and around
half that their sex lives are adversely
affected, Davina McCall: Sex, Myths

2 5 and the Menopause fearlessly tackled the

. m midlife taboos that can destroy women's

viewers were reached jobs and relationships, exposing the lack

(4.1% of TV population) of specialist education for GPs and the
confusion that still exists around
hormone replacement therapy.

0 With startling honesty, Davina described her own menopause
journey in a bid to get women talking about theirs, and discovered
o that help is cut there.

The one-off documentary reached 2.5 million viewers,

of viewers agrEEd that equivalent to 4.7% of the TV population, including 5.8% of women,
and a notable 14% of women aged 45-54.

the png.ramrn e made Its impact on viewsrs w:‘isi rong., with 83% agreeing that

the'm thl nk dlﬂ:e're ntl}" tha programme made them think differently about the challenges

about the chal[enges mencparsal women face, and three-guarters claiming to feel
better informed about the help or support available to women

mennpaus'al women face going through the mencpavsa. Significantly, 6% of viewers

reparted that they felt more comiortable asking questions about
the menopause since watching it.

Maore than 21,000 health professionals hawve signed up
for training aboat the menopause since the documentary aired.
It kick=started a national conwersation that continwes today.
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Reinvent
entertainment

tino chanoe

Channel 4's remit encourages us to push
boundaries, take risks and experiment through
d our programming and across our business in ways
that other broadcasters do not. In 2021, we
L worked on continuously refreshing what we did
creatively, finding new ways to engage audiences,
L new ways of delivering our content, and new ways
of supporting the creative industries.
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Four areas of focus:

2 British creativity
! Digital excellence
% Mations and Regions

28 Young and diverse

Grayson's Art Club

As Covid-19 has transformed how and where people spend
their working and leisure hours, changes relating to the
consumption of media have greatly accelerated - in particular,
trends such as viewers spending less time with linear TV
channels and more with streaming services and social media
on a multitude of personal devices. In this context,

Channel 4's strategic initiatives around All 4, 4Studio and
scaling via partnerships are critical to our future success.
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In the first full year of our Future4
strategy (see page 20), Channel 4
has devoted considerable efforts
to encouraging everyone in the
organisationto adopt a truly
digital-first approach.

Thisis a big challenge in an organisation that for decades has
been laser-focused on the intricacies of linear TV schedules;

it has required changes both in organisational structures

and in personal mindsets. To this end, we have set ourselves
ambiticus targets for All 4 and are redoubling our efforts to find
riew wiy's to rainvent entortainment scross all of our genres.

The Love Trap

Engaging viewers with
innovative content

In aworld of abundant choice, Channel 4
continued to offer something unique,
valuable and sought afterin2021.

We created and invested in new
British-produced formats and shows
that offered a distinctive flavour to
viewers, finding new ways to tell stories
and to reach audiences through highly
distinctive commissions.

Innovative new shows, such as the genre-bending immersive
competition format Murder lsiond [see page 62), the irreverent
quiz show | Literally fust Told You, woodwork competition Good
With Wood, or daytime restoration show Mend & for Money
delighted avdiences with their new approaches and formats.
Through the Global Format Fund, we invested ininnovative new
British-created and produced content formats with UK audience
appeal and global potential, such as Moneybogs and The Lowve
Trapisee page Tl

We also continued to delight viewsr s with retuming hits such
as Groyson’s Art Club and The Cincle, expanded franchises such as
First Dntes with Teen First Dotes, and continued to drive digital
growth with instant bow-sets for key tGtles — including ft's A Sin,
new comedy Frank of frefand, and retuming shows such as
The Dog House, Back and Dead Pivels among others.

2021 saw us continue bo imvest in All 4's platforms and
technodogy in order to enhance functionality and usability, acquine
wider video-on-demand ('VolF ) content rights and ensured that
our content could be played across all of our platiorms (see All4
case study, page T6L We also expanded our reach on social media
platiorms through key partnerships with Snap and TikTok, giving
awdiences what they want, where they want (see 45tudio case
study, page 741 - this is what reinventing entertainment looks like.



One thing is for sure - original
concepts are rare in TV right now.
For that reason alone, it is worth

tuning in again.

The Sun

Murder Island
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Innovation has besn at the heart of
Channel 4 since its creation. Itisa

core part of our remit and our vision

to reinvent antertainment. In 2021, we
continued to explore new formats and
ways of engaging our audience. Murder
I'slund encapsulated this perfectly.

i Scotland,
s written
1 ul crime writers.

Eight ordinar y members of the |:-.l|:|||c wha believed they had
what it takes to be a murder detective, worked in teams of two
to try and unpick Rankin's plot and solve the crime.
by some of the country's finest real detectives,
aight days to catch the kille ting through
kamining pathology and forere rparts and
interviewing witnesses and subjects. With a £50,000 reward
o tha table for the winning te they had to look beyond
their own prejudices, leam new and gather evidence

Murder Isiong had the auth ity of a real murder case,
combined with the twists, turns and intrigue of the best
detective fiction.










Moneybags is a really innovative format
that will be injecting quick-fire quizzing
and edge-of-your-seat tension into the
afternoon schedule.

5 2] e

Global Format Fund

As part of our Futured strategy, we
launched a new Global Format Fund in
2020. The fund, which will invest a total
of £30 million over the coming years,
comprisesringfenced spend designed
to stimulate the creation of original
new formats from UK-based indies for
domestic and international audiences.

The fund, which invested £8 millon in 2021, s focused on
those genres with the greatest potential for global format
success, including Daytime, Factual Entertainment, Features,
Entertainment, Documentaries and Specialist Factual.

Using a research and development approach, the Global
Format Fund guarantess minimum runs and recommissioning

L triggers upfront, as well as minimum levels of marketing suppaort. It

leverages Channel 4's creative, marketing and audience insights
o support producers with their intemational exploitation of the
format. With regard to the exploitation of content in the UK,
content created by the Global Format Fund is subject to the
curment Terms of Trade.

The first two series that were commissioned from the fund

were The Love Trop, a reality-gameshow hybrid which subverts
familiar dating show tropes, and Moneybags, produced by
Youngest North, Youngest Media's recently launched Leads-

based hub. Hosted by Craig Charles, this big-money afternoon

1 H quiz show was devised by the team who created The Million Pound
Wi ll‘ be I HVESted Dvop and Pointiess. Moneybags has been recommissioned fora
second series. Jo Street, Channal 4's Head of Daytime and
t h ro Ug h t h =] G |~0 b al Features, said that: “Monzybogs is a really innovative format that
will b injecting quick-fire quizzing and edge-of-your-seat tension

FDrmat FU n d inta the afterncon schedule.”
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Channel 4 has pulled off a hat-trick of
master strokes by securing the rights
to the 2019 Cricket World Cup final,
Emma Raducanu’s US Open triumph
and the climax of last season’s
Formula One world championship.

The Deily Telegraph

Formula 1 Abw Dhabi Grand Prix
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The US Cpen

India vs England Test Series

Bringing major sporting
moments to free-to-air

Reinventing entertainment also means
finding new ways of engaging our
viewers. In 2021, Channel 4 sacurad
innovative commercial partnerships in
orderto bring major sporting events to
free-to-air avdiences. These created
significant moments of shared national
joy, which enthralled and entertained
avdiences across the UK.

In Februsry, our ball-by-ball coverage of the India vs England

Test Series on Channel 4 and All 4 was watched by over 9 million
wiewers, reaching 15% of the TV population and an impressive
40% of Indian viewers in the UK. |t was the first time live Test
cricket had been on free-to-air television since Channel 4 showed
England s momentous Ashes winin 2005

Dreer the summer, Lions fans were able to roar on their team
on TV fior the first time in almost 30 years with Channel &5
broadcast of the Vodafone Lions 1388 Cup against Japan, which
was especially popular with young people, attracting a shane of
20% for 16-34-year-olds.

And then came owr live coverage of Emma Raducanue's
amazing victory against Leylah Annie Fernandezin the US Open
Women's Final, sacured through an innovative and widely praised
deal with Amazon Prime Video. Anincredible peak of 9.6 million
people watched as Emma became first British woman towina
grand slam title since Yirginia Wade's Wimbledon victoryin 1977,
and the youngest grand slam champion since Maria Sharapova in
2004, The final delivered Channel 4°s best daily share since the
20712 Paralympic Games Opening Ceremony, making it the
mast-watched single broadcast of the Year on Channel 4.

Our collaborations with other broadcasters bring benefits to
all parties - to the broadcasters themsalves, to sports rights
holders and to viewers — and help create a win-win balance in the
availability of coverage of live events on free-to-air vs
subscription services. Thanks toa partnership with Sky, we ended
20 with anothar huge sporting momant: the Abu Dhabi Grand
Prix. We brought the nail-biting, controversial finale, which saw
Max Verstappen owvertaking Lewis Hamilton on the final Lap aftera
dramatic late safety car intervention, to .5 million people in total
- with the highest one-minute peak audience on Channel 4 to date
for live F1. This was a fittingly dramatic end to an extraordinary
year of sport on Channel 4.



4Studio:
Innovating to reach new audiences

11.3bn

views of 4Studio social media content in 2021
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The Circle
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2021 saw our Leeds-based 45tudio
business innovate its approaches to
reaching audiences on social media
platforms, reinventing how we use our

content to appeal to young people and
strengthening the Channel 4brandasa
digital PSB.

A5tudio creates and publishes thowsands of pisces of content
across over 100 channels sach month, reaching millions of people
evary day on the major digital and socisl madia platforms - from
Snapchat to YouTube, Facebook, Instagram, TikTok and Teitter.

Sweccess i driven by smart use of data and creative
excellence. 45tdio boasted over 11.3 billion global wiews in 2021,
and soooped a number of awards - incleding Lovies, & Drom
Online Media Award, multiple Broadcast Digital Awards anda
Prodific North Marketing Award — across its thres key business
areas of social media marketing, brandad entertainmant and

A5 tudio also became the biggest social media brand on
Youlube and Fecebook for UK 18-34-year-okds, reaching moreof this
group than any other global brand, and saw continued sucoess with
its social media branded content, regularty topping the leaderboard
& the UK"s maost vie i soecis] mesdia b jed content partner.

Creatively, the team comnt i to innowvate ways to drive noise
around owr inesr shows and to find new formes of branded content,
aswell as launching social-first content series o avdiences.

45tudio developed and execstive produced its first digital
extension, with star-studded ft s A Sin spin-off After Howrs, festuring
creator Bussell T Davies and stars including Meil Patrick Harris and
Oy Alexandes taking fars behind the scenes of the swand-winning
B0s AlDS drama. This was one of a rft of spin-off commissions.

Hoflyoaks IRL told the emotional stories of fans whose
lives have been personally affected by the issues raized in the daily
=soap, induding depression and suicide, gy comeersion therapy,
and eating disorders. The Cincle podcast Dishonest Fun saw guest
stars chat with series 1 winner Alex Hobem to talk all things
catfishing. And Tree Crimer Unmovelled partnered Yinka Bokinni
Iﬂlm-nbgnl-hmﬂornTﬂdmrdmuqiwuﬁur\ml-ﬂu

behind All 4°s grippir of true crime documentaries.

mhmmﬁmurw
programming momeants — the Black to Front Project, Monnied of
First Sight Australio, Tokyo 2020 Porolympic Gomes, The Great
British Bake Off - drove conversation online and engaged viewers
on evary platform, before, during and well after transmission.

A key area of innovation this year was 45twdio’s sales
team"s collaborations with world-leading companies to
commission brand-funded content projects. They partnared with
Balmain on Frocture, the first-ever branded social media dramea;
with Instagram on Yo Do You, the world s first-ever real-timea
mcmlrmﬁrﬁqmmldﬂw:mﬂ.nmdu:uﬁ
Tnﬂmmamﬂmdh Al Rosio
Jones-fronted disability logue Mission: Accessible; and with
Mata Quest for the iconic return of GomesMoster.

It continuad to evolve the way it worked with social media
platiormes, partnering with TikTok to laumch Channel 4 and
Ed-branded accounts, create a dedicated Paralympics content:
hub, and to create and publish content which is now engaging
young asdiences in their millions on the platform.

2021 saw 45twdio’s team grow to over B0 employees, almost
all bazad in Leeds — reflecting its modus operandi to imest in
diversa talent from the Nations and Regions. The team partnered
mﬁwmmhﬂum“mtnfmhmm
young peoplein Leeds from disad ged backg via
wirtual workshops, ovtreach and engagement. The department
was delighted to introduce one of the trainees to the teamin a
full-tima capacity once the scheme had finished.




All4:
The UK's digital PS8

B

2021 was another transformative
year for All 4. With over 14,500 hours
of content, the UK's biggest free
streaming service saw viewing grow

by 21% across the year, exceeding our
annval target and achieving in excess of
1.5 billion views for the first time.

Channel 4 has a long history of being a channel for young people,
and in 2071 we lsaned into this further, leveraging our progress

in technology and exploiting owr platicnms further to bind young
British viewers to strong, valuable and trustworthy public service
media. We heve seen our position with young people solidifyand
Erow, with All 4 demonsirating cur digital viewing success.

In Nowember 20040, as part of our Futered strategy, we
announcad our smbition to be the young people’s PSE streamar,
[Eiving tham the content they want, where they want it — and we ams
wall on our way. And in 2021, we announced that we were farther
pricritising streaming in all of cur oo izsioning and scheduling
decisions: every piece of our soripted content will now be primarity
oommissioned for All 4, with linsar a secondary consideration.

All 4 made up 13% of total Channel 4 viewing in 2021, up from
9.2% in 20000

Married at First Sight UK

~,

Doubled

the number of subscribers
to All 4+ in 2021 .




Doubling down
on digital growth

A central goal of the Futured strategy is to doubls All 4 viewing
by 2025 to 2 billion views. To achieve this, we ane dislling up our
ambitions for All 4 and doubling down on the types of programmes
that we know peopls love to binge on demand.. At the and of 2071,
w aschiensed ower L5 billion views on All 4 — well shead of our
annual target.

‘We have continued to irvest in owr ever-expanding All 4
content brary — the largest of the UK P3Bs. This year, we
supercharged our box-sat strategy whereby new series on
the linear channels weare made available in full on AL 4, with ower
five times more titles than in 2020, incheding it s A Sin, First Dotes
and 24 Hours in Police Custody.

Dhring the year, we also started to expariment with
scheduling, such as the pre-transmission releass of Help,
which contributed to it becoming the best single spisode drama
lmumch to date on All 4, based on viewing in the first week.

Content that performed strongly on Bnsar performed
strongly on All 4, particularly smong young people, and we have
adapted our strategy throughout the year to capitalise on this.
Mozt notably, at the start of the yoar, Russell T Davies® impactiul
drama ft's A Sin bacams Channel 4'c biggest-sver commissionad
new sevies, with over 268 milion views on Al 4 (see full case study,
paga 31), of which 22% of viewing was before the programme was
transmitted on Ensar.

The Married ot First Sight franchiss, a major sucoes=z on B4
in 2071, was squally successiul on All 4: the sixth season of the
HAuvstralian format became the biggest individual series of the year,
achieving 79 million views across all platiorms. Responding to this
sucoass, we raformatted and relasnched our own UK version of
the format after the summer. Married ot First Sight U quickly
became the highest-rating unscripted show in B4"s history —
mﬁ‘hmﬂmn-Mmdmh1ﬂ-ﬂdry_h
olds during itsmun — and b third-biggesti
title of the year on All 4. This exampls shows the positive feadback
loop betwesn parformance on All 4, smart usa of sudience data
and our core content ComMEssioning strategies.

>1.5bn

wierees on All 4 in 2027 (+2 %)

13%

of total Chamnel 4 viewing in
207 waes radle up by All 4

Focusing on the

All 4 experience

Viermers' ane changing in a digital world. They expect
Channel 4 to know how they watch, where they watch and why
thery watch. This i not just about demographics; they expect
more content, communications and experiences basad on their
motivations for wabching.

Owr focwes has thersfore contineed to be on All 4 being the
UKz biggest frea streaming service, positioning it as ‘more than
catch-up'. This has been effectine, with 62% of 16-34-year-olds
agreaing that All 4 i ‘more than a catch-wp sarvice” acnoss the
year, putting tha sarvics abesd of iPlayer snd [TV Heb.

Continually emhancing the viewer experience — through All 4=
functionality and usability — iz key to owr sBocess among young
viemers and the All 4 prodect benefited from significant
investment in 2021

We rebuilt our ‘Big Screan” All 4 application (for smart TVs),
making it more effective to showcass Channel 4's programmes.
‘We made progre=s in making All 4 a mone personalized and
smarter sarvice, botter mesting consumers” expectations.

Meanwhile, our paid-for service, All 4+, which allows viewsrs
‘towatch TV shows without ads, nearty dowbled the nembser of
subsoribers across the year, and we are continuing to build this
product inbo 2072 and the future.

Dvitvem by our continued innovations and unrivalled content
library, All 4 wes recognised by the industry in 2021, winning
“Best On Demand TV Service” at the Edinburgh TV Festival Awards
for the second consacutive year, and “Best Streaming Platform®
at the Broadeast Tech Awards.

Best On Demand TV Service
at Edinburgh TV Festival Awards
for the second consecutive year



The Secret Life of Emily Bronté

We would not be here, making
programmes in this part of Wales,
without Channel 4.

Sioned Wyn, award-winning director and producers, Chwarel



Investing in
innovative partners

Beyond content, Channel 4 also works
with and invests in innovative creative
partners. These funds - the Indie Growth
Fund, Emerging Indie Fund and Channel 4
Ventures - help to grow early-stage
production companies across the UK
and are helping to change the production
landscape of the UK. Another way that
Channel 4 is reinventing entertainment.

The Indie Growth Fund (1GF) has a remit to generate commercial
returns for Channel 4 by investing in, and helping to grow,
earky-stage production companies, focusing on the Mations

and Regions and diverse entreprenours. Profits from the fund's
wventures are mvested back into the defeery of Channel 475 public
sorvice remit.

Mow seven years ofd, the IGF has Fvested in 25 companies to
date, with nine exits o far and 16 companies remaining in the fund
at the end of 2021,

This was a record yeas for the fund, which Evested in sic new
caompanies: Uplands, Big Deal Films, Duck Soup, Pager
Entertainment, Salamandaand Spirit Shadbes — all of which satisthy
at least one of the IGF imvestment criteria of being Nations and
Regions, diverse oo digital. Of the 16 companies comently in the BGF
portfodic, nine are based cut of London, six are led by ethnicaily
diverse founders, five have female founders and one is a digital-hirst
compay. Theve was one successful sale in 2021, of Lightbow, viaa
share buyback 1o its founders.

The Emerging Indie Fund, designed to help small, newor
emerging mdies outside of London break through with support at
key stages of early growth, was launched in 2020. Feedback from
the participating indies in the first round of the fund was extremely
paositive, with awardees hailing it as ‘game-changing’, and sight
COMpanias going on 1o receins ComImsssons.

Bailding on this success, the second Emerging Indie Fund
rownd launched m sutumn 2021, and a diverse cohort of 20
companies was awarded, spanning the whole of the UK, including
all fowr Nations. The awarded comganies received develogment
awards, and opportunities to work directly with the commissioning
teams, aswell as receiving expert business development support
to help them to grow.

Charnel 4 Yentures mvests in high-growth digital consumes
businesses, offering media airtime in exchange for equity. This
fund has 32 active equity investments that had a batance sheet
value of £20 million at 31 December 2021 [2020: £16 million).

Channel 4 Yentures made seven new investments this year.
They included Boomin, a challenger property portak; Strike, an
estate agent that sells houses for free; CBmé, an ethical investment
app; and Maxwellia, 2 drug switching company that spearheaded
the campaign to switch the progesterone-only contraceptive pill
from prescription-only to svallable over the courtar.

25

companies have been
invested in by the Indie
Growth Fund to date

Before We Die

Thea Battls for Britain's Heroes



Future
metrics

Channel4's commitment to innovation extends across
the fullrange 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.






Following the launch of Channel 4's Future4 strategy in 2020, now is
the right time for us to update our measurement framewaork, in order
to keep ahead of changes occurring in the industry and to reflect our
corporate objectives and the priorities that underpin our new
strategy. Over the last year, we have developed a new framework
and have started to capture data for the new metrics, which we will
present in full in next year's Annual Report. We have grouped the
metrics under three headings: our impact on audiences, our impact
on the creative industries, and Channel 4's vision.

The Anti-Wax Conspiracy

The Big Breakfast



Billy Monger: Changing Gear

Ax we develop the new framework, itis critical that we maintain the
same degree of rigour that the existing Statement of Media Coment
Palicy ('SMCP ) metrics have provided to date - e_g. by reporting in
a consistent manner sach year, regandiess of whether individual
metrics rise or fall; and ensuring that, taken together, the set of
metrics demonstrate cur remit delivery to staleholders,

However, as measurement capability evobves over time, we
will refine these metrics whilst retaining transparent comparabiity.

In this &nnual Report, we also continee to repart on owr
existing metrics, which form a foomal part of the SMCP - these
begin on page 1. These metrics are part of a framework that was
ariginally developed almast 15 years ago and, while there have
been madifications to the set of metrics used over the years, the
overall framework is still rocted in the world of traditional TV
channels and does nat reflect the huge changes in viewing over the
next decade.

Mot s meastrics prassnted oo th i bowing pagee includs soma dais ports Hat aes
tm zaeem as, or similar i, thoms precssted in the curtet SHCR:

uis v 53



Future metrics
(continued)

1.5bn

All & views

10.3%

linear viewing share

Viewing: Channel 4°s impact on audiences 21l views
H02 1 was a year of growth for Channel 4, bothin
traditional viewing and on digital platforms. O 1.5

Cn-demand viewing of All4 comtent grew by 2030

1%, with 1.5 billion programme views initiated

throwgh All 4-branded platicmms — which indude Al

PCx, smartphones, tablets, games consodes and

cormected TVs. Thisis the second consecutive year Linear viewing share

inwhich growth exceedad 20%, snd ower the last Total
two years the numbser of views has risen by more -

than 20%. The strongest area of growthin 2021 was 2021 & = 0.3
on ‘big screen” devices, ie. connected TVs and 200 5.9 4.2 bl k|
streaming devices that pluginto TVs, with viewing

up by 37%. However, growth was fairty evenly Han chaneal B Digital channelx

spread across platforms, with viewing also up by
F9% on Channel 4's owned and operated services,
and up by 27% on mobile and tablet platforms.

While owerall TV viewing continues to migrate from
linear TV to digital platformes, Channel 4 continued to
maintain - and indeed grow - its share of the Bnear
TV pie. It increased its viewing share year-on-year,
tex M0.2% acrass the TV channel portfolio. Thisisan
increase of 0.2 percentage points [equivalent to a

1% risel. This growth was accounted for by the main
channel, whose share also rose by 0.2 percentage
points to B.1% (a rise of 3%], its highest level since
HN3. This isa very impressive performance, in a year
inwhich audiences’ viewing habits started to return
te rarmal after the huge changes in 2000 that saw
Channel £ and other P5Es enjoy increased viewing
as people tumed to them for news of the Covid-19
pardemic and for mainstream entertainment. There
‘were only marginal changes in viewing to the digital
channels, total viewing to which was flat (4.2%in
both years). B4's share rose by 0. percentage point,
Mored's share dropped by the same amount, while
Film4 and the Box music channels both held steady.



Future metrics
(continued)

£671m oosnal

Thits was a year of growth and recowvery for
Channel 4 atter the enforced cuts ininvestment in
H20 following the onset of the Covid-19 pandemic,
£492 which triggered a hiatus in TV production and large
m dedines in the advertising market. The nature of the
parciemic and the immediate impact of lockd own
on production and advertising revenues meant that
we had to take swilt and prudent action in 2020 -
this was not something we wanted to do, and we
£222 fully recognise and lament the adwerse impact that
m postponing shows and reducing content imvestment
had on our partners in the production commaunity.
In 207, by contrast, sdwertising revenives wearne back
uprand new production protocols developed by the
industry — along with the government”s insurance
scheme for the sector - allowed Channel 4'5
commissions to get off the ground in a period when
Cowid-18-related restrictions remained in force and
were subject to frequent changes. This bovnce-badk
is reflected in the three investment metrics reported
in this section, all of which increased year-on-year
bry Large amounts to kevels that either match ar
exceed their 2019 levels prior to the pandemic.

total content spend

ariginated content
spend

imvestment in
ariginated coment
outside of London

Channel 4 delivers its public remit primarity
through tha original contant that it commissions
and ireests in. ts imestment in original content
retumed to pre-Covid-19 levels in 2021, with a
total expenditure (first-run transmissions and
repeats) acrossits TV channels and online services
of ££32 million (up by £127 million year-on-year,

a 23% increase), exactly matching the 2009 level
Irwestment in originations on the main channel was
E£42E million (B9 of the total); after rising by £101
miillicn year-on-year {a 20% jumpl, it now exceeds
H%s Level by £1million. A further £42 million was
spent on original content jor the digital channels,
£13 millicn maore than in 2020 {a 483% rise). Spend
on digital media content lncluding websites and
crass-platiorm content) trebled year-on-year

from £4 milicn to £12 million in 2021, its joint-
highest-ewer level (previcusly achieved in 20101

Reflecting its growing commitment to producing
outside of London, Channel 4 spent a recond

E273 million across its TV portiobo on content
commissicned from production companies based

in the Mations and the English Begions. Up year-on-
year by 57% [an &1 million rise), this is £22 million
mare than the previous highest out-of-London spend
of £18% million in 2077 Within this total, expenditure
in the Mations was £38 milkon, a 36% increase
year-on-year (2 £10 million risel. Scotland accounted
for the largest share of this, with a spend of £22.5
miillicn, followed by £10.8 million in Wales and £3.5
miillicn in Morthern Ireland. TV portfolio spend on
commissions from the English Regions jumped by a
substantial E7% to €178 million (a £72 millon risal,
and a further £6.9 million was spent on multi-region
content (& small dechne of 4%, or £0.2 million).
Setting aside multi-region, spend rose year-on-year

in all the individual Mations and English Regions.
The largest changes were in the Midlands (up 149%),
Morth of England {up BE%) and Wales (up TERL.

Looking at the totality of Channel 4's content
[originations and acquisitions], expenditune
across its services in 202 1 was £67 1 million - a
riseof £149 million (79% up year-on-year). Thisis
a highar level of spend than in the previouws three
years (AFE-H020) The main channel continued
to account for the bulk of the investment {79% of
the total); its budget was £527 million this year,
with spend rising by £107 million, & 75% rise.
Across the digital TV channels, spend totalled £119
million, & £28 million rise [33% vpl. And content
spend in digital media more than doubled to £25
million lug by £12 million, equivalent to MOEX).

Total content spend (Em)
ol
20 527 m 25 a7
2020 470 E 12 522
Haunchanral [ Dighalchaneats [ Digital madis
Originated content spend (Em]}
Tofal
201 438 a 12 as2
2020 217 a a 70
Hain chanral M Digital chaneals W Digital mudin
Investment in originated content outside
of London (portfolic) (Em)
Tofal
xn s 23
iy

- @



Future metrics

(continued)
55?{ Wision: Channel 4's distinctiveness Channel 4 shows different kinds of cultures
rtof its !, Channe istoric i
+ A part of its SMCE, Channel 4 has histori and cpinions
Channel 45k reported its beads over the other main PSBs across
o a series of tracker statements linked to its public 55%
cultires and cpinions service remit. Tracker statements such as these N
are avaluable way of assessing Channel 4 against _ ELS
its remit, but the existing approach has become
51?/ increasingly outdated. The new framework incledes Chmesid W Aumroge for other :
tracker statements that are updated compared to
o ke th d compared
Channel 4 pushe: the earlier ones in several ways: first, the languag: ch 14 pushes bownd
hul.mr.;uriefus 8 of the statements has been refreshed so they remain
both relewvant to the remit and easily understood 51%
by respondents. Second, whersas previoushy i
479{ we sought parceptions just of Channal 4's main -JE%
[»] channel, now we ask about wiews of Channel 45

full por tiolio of TV channels and services. And Chmsatt [ Avmrmgs for cttar sarvices

third, we have broadened the competitor set so
that it includes not only the other P5Bx (as before)
but alsa Sky and the leading streaming services. Channel 4 abways tries something new

Channel 4 always tries
something new

In 20, Channel 4 was the highest-scoring brand for A%

two of the tracker statements presented here, and N
thia sacond-highest-sooring brand for the othar one_ _ %

55% of respondents believe that Channel 4 Chmatt W Avmmgs dor e :

periormed strongly {scoring at least 7 ona 10-point
scale) for “showing different kinds of cultvres and
opinions of the LK. This compares to other brands’
scores ranging from as low as 13% up to 49%_ The
competitor brands had an average score of 315,
giving Channel 4 a 24-percentage-points lead over
this sverage. It was alzo 16 points ahesd of the 39%
average for the other PSBs, and € points ahead

of the next-highest-scoring brand {the BEC).

51% of respondents beliewe that Channel 4
periormed strongly for “pushing boundaries”. This
compares to other brands” scores ranging from

11% up to 1%, Channel 4's lead over the average
score of the other brands was 75 percentage points
Iwith only & slightly smaller lead owver the other
P5Bs, of 24 points). It scored 10 points more than
the next-highest-scoring brand {Metfioes 4731

Firally, 7% of respondents beliewe that Channel 4
periormed strangly for “ahways trying something
new”, ranking in second place behind Netflix (52%,
free percentage points higher). The ather brands
scores ranged from 20% up to 26%. Channel 4's lead
over the average score of the competitor brands
was 15 paints (it had a higher lead ower the other
P&Bs, of 1B points). The third-highest-scoring brand
‘was Amazon Prime (with 36%, 11 points behind
Channel 4], meaning that Channel 4 was the only
P5B brand to appear in the top 3 for this statement.



Current
metrics

Tom Allen's Quizness

As we continue to refine our future metrics, we will
continue to publish our existing set, which form a formal
part of the Statement of Media Content Policy ('SMCP’).
These cover the key areas for our remit delivery, including
how we: engage the audience, innovate through our
content, make an impact and our distinctive approaches.



We Are Lady Parts




Engaging the audience

(continued)

10.3%

wiewing share across
the T¥ channel
portfolio

Up 1%

an last year

TV viewing share

Channel 4 increased its TV portfolo viewing
share year-on-year for the second consecutive
yearin 2071, Total viewing was 10.3% across
the TV channel portfolio, anincrease of 0.2
percentage paints [equivalent to a 1% rise).

This growth in portfolio share was accounted for
bry the main channel, whose share also rose by
0.2 percentage points to 6.1 {a rise of 3%), its
highest level since 2003, This is a very impressive

periormance, ina year in which awdiences viewing

habits started to return to noomal aftes the huge
changes in 720 that saw Channel 4 and other
P5Bs enjoy increased viewing as people tumed
tex theerm for nesws of the Covid-19 pandemic and
for mainstream entertainment. This year's rises
zaw Channel 4 partially reversing longer-term
dedines cavsed by increased competition in
the linear TV space ard the migration of younger
viewars to video-on-demand services.

Amongst notable areas of growth this year, the
msin channel's share in the pask howrs of Bpm-
Tipm was .11, its highest since 2010, And its
share in daytime {(Gam-6pm) was 4.89%, an
increase of 5% year-on-year - resulting in the
bestweekday daytime share since 2014 and
the best weekend daytime share since 2018,

Turning to the digital channels, there were
only marginal changes this year. E4's share
rosa by 0.1 percentage point, Mored's

share dropped by the same amount, while
Film< and the Box music channels both held
steady. Total viewing to the digital channels
was flat (4.2% in both 2020 and 20211

Channel 4 portfolio share as a percentage
of total TV viewing

Total
103
10
9.9
0.2
105

M Chanral 4 imainchaneal [l DigRalchannsiz

Scurce: BAKE.

Wiewing share of digital ¢ asa

percentage of total TV viewing .

2 0.3 4.2

00 0.3 4.2

L ihh ) 0.2 41

g 0.3 4.3
4.8

o R o

[ 2 B Homad B Film4 Box dHumic

Sourca: BANH.



Engaging the audience

(continued)

70.5%

af all TV viewers
reached every month
across Channel 475 TV
channels

Down 2.5pts

an last year

Audience reach

Channel 4 is the third-biggest UK broadcaster in
terms of audience reach, behind only the BEC and
1TV In 2071, 70.5% of individusls in homes with a
TV watched Channel 4°s TV channels for at beast
15 consecutive minutes each month on average

Average monthly reach of public service

MEwe oo catching up within a week of ission).
With viewing continuing to migrate to streaming
services (inchuding the broadcasters’ own services,
which are not reported in this metricl, overall TV
reach fellby 2.5 percentage points year-on-year,
continuing the declines experienced over the

last decade, albeit at a marginally smaller rate

than in the previows three years (when annusl

reach fell by between 2.7 and 2.9 paints).

The main P5Bs have all suffered reductionsin
the reach of their traditional TV channels in each
of the Llast five years. In 2021, the scale of their
annual decines ranged from 0.9 percentage
points {for [TVl up to 3.6 points {(Channel 5,
with Channel 475 2_5-point decline sitting

just below the mid-point of this range.

Turning to the individual channels in
Channel 4= TV portfolio, the main channels
reach fellby 2.5 percentage points year-on-
year, while the digital channels experienced
annual dedines ranging from 0.9 points {Haox
music channels] up to 3.2 points (Filmd].

Mote that the declines in reach presented here
only cover traditicnal viewing and are partally
ofiset by the continued strong growth invideo-
on-demand viewing to Channel 4's programmes,
as viewars continue to rebalance their overall

TV viewing aweay from linear channels and
towards viewing on streaming services (see

‘On demand viewing' oppasite, on page 351,

broadcasters’ TV portfolios

BBEC

I

channct+ [
13

Five

| PR | Ee

Scurca: BAKH, 15-minchs conzecutiv, sverags monthily tach,
all prcpis

Percentage reach of individual TV channels in
‘Channel 4 portfolio

e I
[main channel)
i E
Mored NI%
T
Bow/dMusic T.3%
BI%
N Einm

Scurca: BAKH, 15-minvts conzscutive, meerags monthily mach,
allpacpis



Engaging the avdience
(continued)

1 ,518"1 ::l.mmerywﬁ:inr:matedinpuihylucbdum Creemandvieving (mhen

e ot sy o7 ]

services continued to rise, with growsth in 2021

imitiated on demand
fissted an demen spreading in particular amongst older avdiences.

X030 1,253

Channel 47z All 4 streaming service lies at the

= heart of its Futured strategy {ses page 200, which
Up 21 .r‘ﬁ seeks to scoelerate the organization’s pivet
to digital, pricritising digital growth over linear
ratings. In comtent terms, this means investing
mare in the types of programmes awdiences love
tox binge on demand. &n example of this in 2021
‘was the launch of “True Crime cn Channal 4, a
new multiplatform content offering for True Crime
fans palling together new commissions, archive
and acquisitions in a new dedicated space.

Scurca: Channel 4.

an last year

Az a result of these developments, on~demand
viewing of All 4 content grew by more than 20%
for the second consecutive year. There were

1.52 billion programme views inftiated through
All &-branded platforms - which include PCs,
smartphones, tablets, games consoles and
cormected TVs — in 2021, an increase of 71% on
the year before. In absolute terms, the numbar of
views rose by 755 millon, the biggest ever increase
in absolute terms for this metric (exceeding last
year's rise, which itself was a new record ). Over
the Last two years, the numbser of views has risen
by more than 0%, an impressive rate of growth.

The strongest area of growth in 2021 continued

o be on ‘big screen” devices, e, connected TVs
and streaming devices that plug into TVs, with
viewing up by 2%, However, growth was more
evenly spread across platfoems this year compared
o recent years, with viewing alsoup by 29% on
Channel 4= owned and operated services, and

up by 22% on mobile and tablet platforms.



Engaging the audience

(continued)

9.2%

portfolio viewing share
amongst ethnically
diverse audiences

Up 3%

an last year

5.4%

main channel viewing
share amongst
athnically diverse
awdiences

Up 3%

an last year

Share amongst hard-to-reach awdiences -
ethnically dieerse

Az part of Channel 4's remit to make programmes
that appeal to prople from differant cultural
backgrounds, it is especially important for the
broadcaster toattract awdiences from ethrically
diverse groups. While the PSBs all have lower
owerall viewing shares amongst ethnically
diverse audiences than White avdiences across
their portichos, Channel 4 strives to make this
differential ax small as possible and strengthened
its performance on this metric in 2071,

This year, Channel 4's TV portfolio attracted a 9.3%
viewing share smongst ethnically diverse asdiences.
The comesponding share amongst White audiences
was 10.4%, giving a viewing share differential
between ethnically diverse and White audiences of
12%. This is the best performance (iLe. the lowest
viewing share differentiall of all the PSE portfolios:
the BBC, ITV and Charnel 5 all had significantly
higher differentials in the range of 19% o 21%.

After losing ground in 20740 due to the unusual
viewing pattermns when the Cowid-19 pandemic

hit, Channel £°s viewing share amongst ethnically
diverse audiences returned to its 209 level this year,
Erowing by 0.3 parcentage points year-on-year,
eqquivalent toa 3% rise in percentage termes. This

is & higher rate of growth than that amongst White

awdiences, which was up by 1% year-on-year. Asa
result, the 12% differantial is one percentage paint
better than [Le. below] Last year's figure of 135

Focusing on the main channel, Channel 4's viewing
share amongst ethnically diverse avdiences

was 5.4% in 207, This was up by 3% year-on-

year and is at its highest level since 2012,

Public service broadcasters portfolio viewing
shares amongst White and ethnically diverse
di ge of total TV viewing by

£S5 AT B PET
those sudiences (2021)

BEC
| ]
I
I
Channel & E
Free
| 0]
Crther

broadcasters

W extnically diverss I Whits
Scurca: BAXE

Fictn: Virwing by sthnically chvsrms suchion cas compamd to wwing
try Whita sudbsncas



Engaging the audience

(continued)

15.0%

paortfolio viewing
share amongst
16-3d-year-olds

Down 5%

an last year

8.2%

main channel viewing
share amongst
16-3d-year-olds

Down 5%

an last year

Share amongst hard-to-reach avdiences -
16-24-year-clds

Channel 4 is unique amongst the PS8z in that its
TV channels attract a significantly larger share of
viewing amongst hard-to-reach 16-24-year-okis
than across the overall population. Acrossits

TV channel portiobo, Channel 4's viewing share
amongst 16-2d-year-olds was 15.0% in 207, a
figure that is 46% higher than the corresponding
all-avdience share of W0.23%. Corversely, the other
P5Bs 16-34 viewing shares were either below
their all-audience shares across their portiolios
- byas much as 1B% for Channel 5 and 27% for
the BBC - or only slighthy higher by 63 for ITV].

Channel &5 46% viewing differential was nine
percentage points lower than the corresponding
H20 figure of 55%. While overall viewing was
up by 1% in 2071 (from M0.1% in 202010 10.3%
this year), viewing amongst 16-314-year-olds
decreased by 5%, from 15.7% in 2020 to 15.0%
this year. This decline in portfolic viewing share
was disappointing and Channel 4 has started

a programme of work to look st howto better
engage with young people on linear TV.

In 2071, this decline may be partly attributed to
the return of the summer edition of Love Islond
tex [TV, and to coverage of the major sparting
tournaments on the BBC and ITV football Furcs
and Tokyo Olympics, both postponed from 2020,

O the main channel, Channel 45 viewing
share amongst 16-34-year-obis was B.7%
in 7021, While this was down by 5% year-on-
year, it remained 2% above the 2009 level

Public service broadcasters” portfolio viewing
shares amongst 16-34-year-olds and all
avdiences asa percentage of total TV viewing
by these avdiences (2027

BBEC

I

Channal 4

Five

Orther
broadcasters

W w34 -pemr-cide B AN
Sourca: BAXHE

Fictn: Vinwing by 16-34-ymar-oits omparsd io all sudesces



Engaging the audience

(continued)

3.9%

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

Down 2%

an last year

Hest popular channels for young viewers.

In 2001, viewing to k4 by 16-34-year-olds held
steady year-on-year with a share of 3.9% (in
percentage tenms it fell slightly, by 23], After
dropping to its lowest viewing share in the last
decade in 2020, Covid-19-nelated factors meant that
it was challenging for B4 to regain grownd this year.

A major contribubor to the channel's performance
is its nightly youth-locused soap Hollyoaks. The
numiber of episcdes of Holyooks was cut back
significantly in 2020 when the first lockdown
came into effect, with 162 episodes transmitted
that year. ‘Whila this year's episode count was
back up to 256 [the same as in 2013, filming
restrictions had a substantial impact on production:
social distancing rules limited the number of

cast and crew on set and on screen at any one
tirmee, and irteractions betwean characters had

tox be restricted imore o than on ather soaps,
‘which have custom-built sets). Storylines wera
also affected by last-minute cast absences and
illnesses. These factors allimpacted on the quality
of the programme and viewing declined {per-
episode viewing was 5% down year-on-yearh.

Monathaless, E4 remained the second-most-
watched digital TV channel in the UK amongst
16-34~year-okis. Of the digital channels, only ITV2
had a higher share (this year, it recosered - up 18% -
after tha return of the summer edition of Lowve Island,
which was cancelled in 2020 due to the pandemic).
Across all TV channels, E4 was level with Channel 5,
but fall behind BRC Two, whose share rose by

6% to 4.0%. Overall, B4 was the joint-sixth most
popular TV charmel for 16-24-year-okds in 2021,

Channel 4 remained the third most popular

TV channel for 16-34-year-ckis, bahind only
1TV and BBC One, with a 8% viewing share.
After enjoying a big boost toits viewing in 2020
after young audiences twmed to it for news and
mainstream entertainment programming when
the UK went into lockdown, 16-34 viewing fell
back in 202, by 4%, but its share was still higher
than at any point between 2015 and 2019

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

viewing by this age group [
I #12%
BRCI 3%
Channal 4 -4
vz +1E%
BRC? m 0%
Fiwa -4
E4 2
CHeebies -z.grx -o%
Sky 1 1.0% B
Diave 1.9% #14%
Sourca: BANH.



Engaging the audience

(continued)

8%

Q

of viewing to Channel 4
News programmes an
the main channel in
2021 accounted for by
wiewers aged 16-34

Down 3pts

an last year

17%

of viewing to Channel 4
Mews programmas on
the main channel in
2021 accounted for by
athnically diverse
WS

Up 2pts

an last year

Wiewing to naticnal news

Channel 4 News has traditionally enjoyed a uniqualy
strong appeal to young and ethnically diverse
audiznces. kn 2021, it enjoyed mixed fortunes its
appeal to ethnically diverse asdiences reached
record levels, whils its appeal to 16-34-peanr-

olds dropped off but remained stronger than

for any of the ather main P52 channels.

Starting with young audiences, 16-24-year-okis
accounted for 8% of Channel 4 News” sudience

this year, higher than the comesponding viewer
pradilas of the other main PSE channels' national
news programmes, which ranged from 5% w0 7%,
Channel 4 News" figure was three percentage points
down year-on-year, continuing the steady declines
ower mast of the last decade as young audiences
migrate faster than other age groups to digital and
social media for their news consumption {see *Reach
of Channel 4 News" on page 100, for its growth on
other platiormsl. Az a result, this group's share of
news viewing fell to its kowest-ever level on this
metric. This isin ine with the performance of the
other PSBs, whose 16-24 shares of news viewing,
were also all at their lowest, or joint-lowest, levels.

Conmversely, Channel 4 News' appeal is stronger than
evar and growing for athnically diverse audiences.
This group represented 175 of its total viewing

in 7}21, an increase of two percentage points
year-on-year, taking this figure to its highest-ever
lewel since it was first reported in 2009, Channel 4
remains the only main PSE channel whose news
viewing by ethnically diverse audiences exceeds
this group’s representation in the UK population
[estimated to be arcurd 135 to 14%): the other
channels’ news programmes had ethnically diverse
viewing profiles in the range of just 6% o 2%.

Percentage of viewing to national news
programmies on the main PSE channels in
202 accounted for by 18-34-year-olds and

ethnically diverse viewers

WVimwnrs aged 16-34

BECT
BBCZ
1TV
Channel £

Fiee

rebnically dresres viawars

BECT
BBCZ
1TV
Channel £

Fiee

Sourca: BANE



Engaging the audience

(continued)
7 7 Reach of Channel 4 News
L] m In 2071, an average of T.7 million pecple watched
Channel 4 News for at least 15 consecutive minutes
le watched
(Plzfrmr-:hl'c:: each month on the main channel, across the main
emch manth weekday evening programmes and the daytimea

and weekend bulletins. After jumping in 2020 to
its highest levelin almost a decade 9.8 million
L], as Channel 4 e ded its news output

Down 21% mmm nutbr:akm Ciowid- |9pmdxi.:
and the impasition of keckdowns, reach fell back to
its pre-Covid-19 trend in 2021. it dropped by 215%
year-on-year, to just below the 2019 level of 7.8
milllicn people. Comparing the latest figure with
2019 to sidestep the specific ciroumstances in 2020,
the 2001 reach was 7% below the corresponding
lewel of tev years ago. Given the context over the
last Few years of avdiences migrating to digital and
social media for their news, it is an achievemant
far Chaonnel 4 News' reach to beve remained so
close to its pre-Covid-19 level two years on.

on last year

The story is similar for the main weskday evening
programme specifically fwhich usually airs at fpm):
its overall viewing share was 2.6% of individuals

in 1021, a year-on-year decline of 15% that takes
the share to slighthy below 2019 level fjust

3% less than the 2019 viewing share of 3.7X)L
Despite the decline in 2021, the main weekday
evening news programme’s share remained higher
than at amy point betweean 201 and 2008,

The figures above exclude the programme’s growing
presance on digital and social media. On Teitter,
avidea on Professor Chris Whitty responding to
concems that the NHS was prioritising Covid over
other serious health issues drew 3_3 millicn views,
while cur fond farewell to presenter Jon Snow
received 1.2 million views. Snap had a strong year,
with our two strands Divided Americo and Divided
Workd becoming mainstays of our digital ocutput,
with a kyal asudience of nearty 400,000 subsoibers.
Owr podcasts The Fowronst and Woys to Chmge

the World continued to build their asdiences, each
witharourd I million downloads across the year.
TikTok was a new focus in 2021, with pieces on
subjects such as upskirting, needle spiking and the
increased visibility of disability on reality TV together
drawing over 1 million Bees. Across the main social
platicems [Facebook, Youlube, Twitter, Instagram,
Snapchat and TikTokl, Chonnel 4 News had 101
milllicn followerssubscribers by the end of 2071,



Engaging the avdience

(continued)

19pts

lead over average for
ather channels for
catering for sudiences
that ather channels
daon't cater for

Upipt

on last year

«h drep ' — ing for audis
channels don't cater for

In 2071, 2B% of respondents selected Channel 45
main channel over the other main P52 channels
as catenng for audiences other channels dont
cater for. This gave Channel 4 a lead of 19
percentage points ower the average of the other
main PSB channels, and a 12-point lead ower the
next-highest-scoring channel {Channel 5.

ces other

All three of these figures were up year-on-year. The
proportion of people sslecting the mainchannel
and its kead over the average of the other main

P5B channels both rose by one percentage paint,
and its kead over the next-highest-scoring channel
‘was up by two points. Taking a kenger-term view,
Channel &5 average lead ower other channels

this year is at the top end of the ¥0-72-point

range it has occupied over the last decade.

‘Caters for avdiences other channels dont

cater for
N
15%

M

1

|

16%

B Chaneald [ Avaraga for obher msin PS8 chasnals

(BBCT, BBCZ, TV and Fres)

= Scotm for raat highest PSEchannal

Scuroa: Ipsox HORI commixicnsd by Chasnsl 4

986m

total visits to
Channel 4's websites,
maohbile sites and apps

Up 24%

on last year

Total visits to Channel 4's websites and apps

In 201, Chaninel 4's websites and apps schisved
record rates of growth, reaching a new high of almost
1 billion wisits. The exsct total of 9BE million visits
‘was 24% higher than the corresponding figure for
20 and is the highest percentsge growth rate for
nine years. Moreowver, in absolute terms, the year-
on~-year incresse of slmaost 200 million visits is by
some distance the largest ever rise for this metric.

The dedicated All 4 app - which is available ona wide
range of smartphones, tablets sand conmected TWs -
continved to represent a growing share of the total:

it sccounted for B35 of all visits in 2027 (up from

T9% in A020), with the remaining 13% baing visits

to Channel &5 websites Gnduding mobile sites)

Az iin recent yeasrs, growth was driven primarily
bry wisits to All 4 apps, which were up by 28% in
M. But wisits to Channel £ websites sloo ross
this year, by 8%, the first time there has been a
material (mare than 158) year-on-year rise in this
figure since the metric was first reported in 2000
Thits ey b becausa, as the market for video-
on~demand ("Volr} apps becomes mone mature,
the platform shilt cheserved inearlion years —
whareby people who vsed to consume Vol on
wekbsites switch to viewing on apps - is coming
o an end. 5o now Yol viewing is growing on all
platiorms, with website VoD viewing onlaptops, for
example, reinforcing its place in the overall mix.

Total Lvisits to Ch 147z wehsit
‘and appes imillion)

FLiFy | ma BOT
200 picla L7

N Wabsfszandmobilnstiex B Acpa

Scurca: Chasnel 4



Engaging the avdience

(continued)

76%

of totsl viewing across
the main channel, B4
and Mored acoounted
for by network
originations

Up 4%

on last year

Chamnel 45 output can be divided batween
‘network originations’ - ie. programmes
commissioned by Channel 4 and transmitted
onany of the channels in its TV portiolic — and
programmes that were acquired by Channel 4
[primarily US content). Network onginations ane
important as Channel 4 delivers its public
remit for the most part through its investmant
inoriginal content: these are the programmas
cwar which it has creative and editorial influznce
in partnership with the production companies
that Chanrel 4 commissions to make them.

In 200, neteark originations accounted for a
record 763 of tokal viewing to the main channel,
Ed snd Mored, the highest level since this metric
was first reported in 200E. This figure has been on
an upward trajectory now for eight years (rising in
seven of those years and holding steady in 2020
and is 12 percentage points above its kevelin 20132,
from which point it started growing. Year-on-year,
network ariginations’ T6% share of total viewing

is up by three percentage points (3 4% rise].

There are similar increases when we keok at the
volume of programming in the schedules. Network
originations represented 675 of all hours across
the schedules of the main channel, B4 ard Mored

in H}21, also the highest level since this metric was
first reported in 2D0B. Year-on-year, this igure also
rose by frve percentage points (an 8% increasel.

Comparing these viewing and output figures,
nebwork ariginations continue to ba responsible
for a disproportionately high share of overall
wizwing, to the main channel, B4 and Mored,
outperforming aoquired programmess: in

H2, they generated a higher share of

viewing [FE%] than their corresponding share

of the volume of programming (G751

Please note that:

1 Tha Fim# ard 4Hexic Baox chamnels sre sesciuded hom tha matric
a3 e oetEas mEn mar by e vp of 3oueed Snabu e Sme and
cortart

3 Wartwortorig diftur hom th of
“riginations’, which on by coent programmes on the indridusl
charnel thal commezzicnad tha m Metwort onginabions batier
rflsct She muBichsnea | workd by labng ebs socoemt tha muthple

P

B
progremmes scroes thair digitsl TV portiolics.






Innovation through content
(continued)

Meeting Channel 4's licence obligations

Avemgs bours per week Tom
Hews n peak-time {§-10_20pm} 4
Current Affairs Oheerall 4
n peak-time {§-10_20pm} 2
Hours per year Schoals 1 -
Percentage
Origination production Orverall 56 (-2}
n peak-time {§-10_20pm} Lt} a1
ndependent production 25 39
Evropean independent production L) 31
European origin 50 63
Subtitling for the deat and hard of hearing S0 =
Auvdio description L] 0
Signing ] 3
Hegional production a5 33
Hegional hours a5 oo
Froduction in the Mations 9 ]
Mations hours 9 W0




Innovation through content

(continued)

£671m

spent on content
across all services

Up 29%

on last year

£646m

imvested in originated
and acquired
PrOgramming acrass
the Channel 4 TV
paortfodio (all genres)

Up 27%

an last year

Investment inall comtent

Channel 4 was back to full strength in 2021
following the enforced budget reductions the
year bafore. it spent 671 million on contant
acmss its services, equivalent to £149 million
ez than in 2000, & substantial increase of
F9%. This is a higher kevel of investment than in
the previcus three years (HFE-2020) and isthe
third-highest investment in Channel 4's history
[behind only the amounts achieved in 2017
and 2016, when it peaked at £695 million).

The main channel - which attracts the biggest
awdiznces in the portiolio - continved toaccount
for the bulk of the imestment: its budget was £527
miillicn this year, 79% of the total. Imvestment on
the main channel rose by £907 million, a 25% rise.
Spend was alsoup on the digital services (i,

the digital T¥ channels and digital medial, which
accourtad for the other 21% of content investment.
Acmss the digital TV channels, spend totalled £119
millicn, & £28 million rise [(33% upl. And content
spend in digital media more than doubled to £25
miillicn {up by £12 million, equivalent to MR

Focusing on the TV portiolio, .. the main channel
and digital TV channels, total spend was £646 million
in 2021, E126 million maore than in 2020 (2 37% rse).
Spend was up year-on-year in every single ganre. In
terms of absolute levels of imvestment, the biggest
rises {of more than £10 million] were in Factusl (up

bry £47 million], Entertainment (£33 million), Sport
[£19 million] and Dvama (£18 million). In percentage
terms, there were also large increases (of more than
1003} in programmes for older children {up by 269%)
and Education (up by 1TFFX) - while the absoluts
values of thess increases were relatively small,

these are genres where Channel 4 was committed bo
increase investment and the percentage increases
reflect the greater ambition in these areas.

Spend across the Channel 4 network
onall content (Em)

Total
M 527 N9 s a7
20F0 430 90 gk 32

M Chaneal 4 imain chaneal) [l Digital chasnsis
Digital media hackding mais chasnall

Scurce: Channel 4

Total investment in originated and acquired
programming across the Channel 4 TV portfolic
by genre (Em)

Film

[rama

Factual

Comedy

Entestainment

Mews

= B =c g
=

Cunrent Affairs . m

N

Older Children I 5

|1

Education ]

Sport

Eh

W 3 EEESm) W 3030 IT5%0m]

Sourca: Channel 4



Innovation through content
(continued)

‘Cutput mix on Channel 4

Aftera year that saw significant reductionsin
the volumes of first-run and originated coment
on the main channelin 2020, the balance n the
schedul: betwesn originations and acqguisitions,
and betweaan first-run programmes and repeats,
retumed to pre-Covid-19 levels in 2021

72%

of the main channel
peak-time schadule
devated to first-run
ariginations

[wring peak-time howrs [defined by Coom as
G-10_20pm) = when Channel 4 premieres the bulk
of its originations, as they can reach the largest
audiznces — the share of first-run originated
programming on the main channel was T2%, seven
percentage paints vp year-on-year. This figure es
within the narow 72%-T4% range that was achiewed
in the five years prior to Covid-19 2015-2019).
Repeats of original programming accounted for
another 9% of hours [down by five points year-on-

Up 7pts

an last year

yearl, meaning that total originations comprised 81%

of peak-time output = two points up year-on-year

and well shead of Ofcom®s TD% licence requiremert.

There is a more balanced spread of originations
and scquisitions in the daytime schedules_
Owiginations represented 64% of output on

the main channel across the day in 2007 - four
percentage points more than in 2020 and the
highest lervel for this figure since 2016 (as well 2s
being comfortably above the 56% Cfcom guaotal.

Owearall, in peak-time, there was arebalsncing
back to originations from acquisitions of tedao
percentage points, and an eight-point rise in the

share of first-run programming {with a commesponding

drop in repeats). Across the whole day, there
were similar shifts towards originated and first-
run programmes, the shares of whichwera up
bry four pairts and sight points, respactively.

Percentage of output on the main channsl
accounted for by ariginations and first-run

programmes
Paak [B-10.30pm}

B Onpraboex - firxi-ren [l Originaticns - rpeat
B Aczumboex - frei-ron Acguizficn: - rapaat

Scanca: Channel 4.




Innovation through content

(continued)

£492m

spent on originated
content across all
sarvices

Up 33%

an last year

Investmient inoriginated content

Channel 4 delivers its public remit primarily
through the ariginal content that it commissions
and irmeests in. [ts imestment in original content
retumed to pre-Covid-19 kevels in 2021, with
spend on the main channel and across the
whale portiolio clesaly mirroring 2019 levels.

Total expenditure on criginated content (first-run
trarsmissions ard repeats) across its TV channals
and onfine services was £492 million in 2077, after

rising by £122 million year-on-year, a 33% increase.

Thits figure exactly matches the 2019 level.

Imeestment in originations on the main channel
- whichattracts the biggest auvdiences and
correspondingly accounts for the Large
majority of Channel 4's content budget - was
£428 million [EFX of the totall. After rising

by £101 million year-on-year {a 20% jumpl, it
now exceeds AEs level by £1million.

Beyond the main channel, £42 millicn was spent
on original content for the digital channels, £12
millicn more than in 2020 {a 48% rise). Spend on
digital media content lincluding websites and
crass-platiorm content) trebled year-on-year
fram £4 milicn to £12 millionin 2021, s joint-
highest-ever level [previcusly achieved in 20100
Comparing investment in 2019 and 2021, the
key difference is a rebalancing of funds from the
digital TV channels to digital media, reflecting
the new Futured strategy (see page 200

spend across the Channel 4 network on
originated content (£m)

o I
2030 aar 28! 370

M Chancal 4 imain chansal [l Digital TV chansals
igtal media acding mais charnai}

Scurca: Channel 4



Innovation through content

(continued)

8.7hrs

of first-run crginations
every day on average
across the Channel 4
portfolio

Up 38%

an last year

‘Originated owtput across Channel 4 TV portfolio
This year, Channel 4's output recovered from

the previcus year's enforced fallin the volume of
new commissioned programmes following the
reduction inits 2000 content budget. In 2021,
Channel £ broadcast an average of B.7 hours of
new commissioned programmes (e first-run
originaticns) every day scross the main channael,
E4, Mored and Filmd, The main channel accourted
for 7.2 of these daily hours (39% of the totall. There
were a further 0.9 hours on the digital charmels.

The wolume of first-run originations across the TV
portfolio rose by a substantial 38% year-on-year,
bry far the largest annual increase since this metric
was first reported in 2008, Hours on the main
channel were up by 27% and those on the digital
channels rose by 65%. Overall, the volume of
first-run criginations not only offset the declines in
H20 bt also the previous three years” reductions,
taking tha total to the highest since 2016

Average daily howrs of first-ren originations
across the Channel 4 TV portfolic

N Chaneal4 [l Digftal chamuk

Scurca: Channel 4

3171hrs

of first-run crginations
across the portiolic

Up 39%

an last year

Wolume of first-run originations by genre
Channel 4 broadcast 3,171 hours of first-run
originated programming across its TV portfolio
[main channel and digital chanmels]in 2021, more
than cverturming the enforced reductions in 2020
with the highest kevel since 206, After dropping
bry almeost 600 howrs in 2020, the 2071 total rose
bry 890 howrs year-on-year, ajump of 39%.

¥olumes wers up for most genres, the exceptions
being Film fwhich was level year-on-year) and News
[down by 55, as the 2020 total was boosted by
extended editions of Channel 4 News when there
were major developments relating to Cowvid-190

With Channel 4 able to invest broadly across the
whaole schedule in 2071, there were big increases
in many ganras. The volume of programming

rose by more than 100 hours in three genres:
Entertainment was up by 154 howrs (2 57% rise],
Factusl increased by 258 hours (a 21% rise) and
Sportwasup by 402 hours (2 271% jump, the
latterin large part due to coverage of the delayed
Tokyo 20000 Paratympic Games. Other notable
rises - of more than 50% - were Drama (57% up)
and programmes for older children {this rose by
228%, though in absclute terms the numbers

are small: an increase from 5 to 20 hours).

Hours of first-ren originations shown across the

Channel 4 portfolio by genre
Film w
7
Drama . 154
I 101
Factual
Comedy

Entestairment

Mews

Odder Children

Cwrent Affairs 194
131
X
5

Education #

Sport

W 3aE ke W 3020 2,387k

Scurca: Channel 4



Innovation through content

(continued)

£427m

imeastment in

first-run external UK
commissions on tha
main channel in 201

Up 30%

on last year

Broadcasters” investmant in the production sector
Channel 4 sources 100% of its original
programming from extemal suppliers. &nintrinsic
part of its operating mo-dal, this maximises

the benafits of its content investment to the
UKsindependent production sector.

Channel &5 investment in first-run onginations
fram extemal suppliers across its TV portfolic
bounced back in 202, On the main channel, spend
on extemal suppliers was £427 million, £98 milkon
maore than in 2020, equivalent toan increase of 20%.
AB% of thiz was spent on quslifying indepandant
pro-duction comparies. & further £40 millicn was
spent on the digital TV channels, 45% more than in
2020 lan increase of £13 milkonl. Channel 475 total
investment in first-run orginations from extemal
suppliers across its TV partfolio was E46T million,
a year-on-year increasa of £111 milon {fvp 3T8L

Following this year's increases, imsa:stment on
the main channelin 2021 was just £5 millon
below 20159 pre-Covid-19 level (E427 million
ws £437 million). Acroes the portfolio, spend
was £16 milion below the 019 level.

Expenditure by Channel 4 on first-ren

extemal commissions (£m)
Total

0 427 Bl

oo ™

B Han chaneal

58

M Digital chasnsix

Sourca: Channl 4

Output from suppliers
based cutside London:

66%

of first-run criginated
programme hours

Up Bpts

on last year

55%

of the value of
first-run originations

Up Bpts

an last year

Irvestmient inthe Mations and Regions

tmain chanmel)

In 20, Channal 4 delivered its highest ever figuras
for the proportion of content sourced from the
Mations and Regions in both volume: and spend
terms, with substantial year-on-year increases.

It snurced 665 of tha hours of first-run orginated
programmies on the main charnal from suppliers
based inthe Nations and Regions. Thisis eight
percentage paints mone than in 2020 and beats by
seven points the previous pealk level of 59% in 2018,

Az a proportion of spend, 55% of its expenditore
on first-run originated programming was sourced
from suppdiers in the Nations and Regions. This

iz also sight percentsge poims mone than the
corresponding figure in 20000, which itsel was

a then-record proportion of investment.

The big increases in 702 1are due in part to the
inclusion this year of some content that was
onginally planned for ransmission in 2020, including
coverage of the delayed Tokyo Paralympic Games
[the production of which was based in the South of
England) and drama it's 4 Sin (Morth of England)

Baoth of the figures for 207 exceed by significant
margins the 35% licence quotas set by Ofoom.

Propaortion of first-run originated cutput
and spend on Channel 4 whichis made
owtside London

Volume of

output [howrsh

Imeestment in

output [Em]

Hxm E33  — Guota

Scanca: Charnel 4



Innovation through content
(continued)

Diversity of supply base

Channel 4 continues to punch above its weight

in terms of the extent of its relationships with
indapendent TV production companies Cindies )

In 2020, the most recent year that v T
indstry data is available, Channel 4 worked with 161
indies across its TV channels. Amongst the PSBs, this
was second only to the BEC (343 indies), whose TV
portiolio content budget of £1.5 billion in 202021
[according to its Annwal Plan) is more than double
Channel £z, While ITVs content budget is also much
larger than Channel 4°s, itonly worked with 90 indies.

294

companies working
with Channel 4
portfolio across TV,
film and digital media
in 703N, of which 164
were independent TV

Up 7%

an last year
As Channel 4's content investment kevels recovered
this year, it was able to expand its supplier base
further in 2021 idata is not available for other
broadcasters). Across the year, a total of 294
companies supplied the TV, film and digital media
content that it commissioned, 20 more than in 2020
[a 7% increase) and the lsrgest numbar since 2017 In
TV, this included 164 indies, three more than 2000Fs
figure (od 161, as used for the PSB comparisons
abaove), a 2% rise. & further 33 non-independent
producers gave a total TV supply base of 197
companies (bwo more than in 2000, a 7% rise ).

Looking beyond TV, the biggest year-on-year change
‘was in digital media, reflecting the rollovt of the

new Futured strategy and in partioular the growth in
commissions from 45tudio, our new in-house digital
corment studic. Channel 4 wored with 55 online
suppliers, the highest number since 2017, following

a T75% jump compared to 2020 (when the total was
just 200, Charmel 4 worked with 77 Flm companies

i 020, two feweer than in 2020 [a 2% declinal.

Acmss all types of content, 28 companies
were new suppliers to Channel 4, one more
than in 2020. Note that some suppliers worked
acmss TV, film and caline; remaving the
double-counting that arises from suppliers who
worked across more than one media gives the
total figure of 294 companies dted above.

Humber ofindependent TV production

companies supplying the PSEs

IT¥ porticlic m

Channal 4

portiolic

[T R TR L

Ficts: 2021 5

Scurca: Charnel 4, Brosdoast icther channalx



Innovation through content

(continued)

Dutput from suppliers
based in the Mations:

10%

af first-run criginated
programme hours

Down 2pts

an last year

9%

of tha value of
first-run criginations

Equal

wiith last year

Irvestmient inthe Hations (main channel)

In 20, programmes commissioned in the
Mations accounted for 10% of total howrs of
first-run coiginations on the main chanrel This
is one percentage point abowe the new Ofcom
quata [which rose fromits kevel of 2ZX upto
H9 o 9% from 2020 cnwards). After hitting a
record level of 125 in 2020, the proportion of
Mations commissions fell back, by two points,
this year. Looking at the individual Mations,
Scotland accounted for 5.4% of commissions
this year, Wales 4.3% and Northern breland 0.2%
[giving a total of 3.8% to one decimal pointh.

Turning to expenditure, the Nations represented
9% of the total budget for first-run originated
programmes on the main chanmel. This is level
with the 2020 igure and is the joim-highest
figure achieved on this metric. It comprised 5.8%
spent in Scotland, 2.8% in Wales and 0.8%n
Morthern Ireland - totalling 9.43% to one decimal
place, just above the new Cdcom quota.

Commissions from the Mations provided 253 howrs

of first-run programming on the main charmel in
H20, 1% mose thanin 2020, The reason why the
percentage of Mations commissions fell year-on-
year, despita the large rise in volume, is due to the
large increass in overall commissions in 20321, with
a slightly disproportionate share of the increase
accounted for by commissions from England.
Total spend in the Mations rose even faster than
the increase in volume, by 2%, to £36.6 million
[ by £10.0 million). This masthy translated inbo
increases in volume and spend for each individwal
HMation. In Scotland, the wolume of commissions
rose by 26% to 138 hours, with investment rising
bry 29% to £272.7 million. In Wales, commissions
were up 41% to 108 hours, while investment rose
bry 755 to £10.7 millicn. In Morthern Ireland, there
were only six hours of commissions this year (B0%
down), but this still represented a 14% increase

in investment to £3.1 million, due primarily to the
high production values of Brian and Domhbrall
Gleeson's new peak comesdy Fronk of Irefond.

Proportion of first-run originated cutput and
spend on Ch | 4 which iz made cutside
of England

Dutside of W%

England output
Thowrsh

Outside of

England output
[Em]

| Pral W30 — Guots

Sourca: Channel 4.



Innovation through content

(continued)

£222m

spent on production
companies based
outside London

Up 57%

an last year

£38m

spent on production
companies in
the Mations

Up 36%

an last year

Spend by regionacross the Channel 4 TV portfolio

In 20, Channel 4 spent a record £222 million
acrass its TV portfiolic on content commissionad
from production companies based in the Nations
and the English Regions. This represents a year-
on-year increase of 57% (an £21 million risel and
is £33 million more than the previows highest
out-of-London spend of £188 million in 2077,

Expenaditure on content from production companies
in the Mations was £38 million this year, 2 36%
increase year-on-year (a £10 million rise). Scotland
accounted for the largest share of this, witha
spend of £22.5 million, followed by £10.8 millicn

in Wales and £2.5 million in Morthern Ireland.

TV portfolic spend on commissions from the
English Regions jumped by a substantial 67%

tex ET7E miillion (2 £72 millon risel, and & further
£6.9 millon was spent on multi-region content

(2 small decline of 4%, or £0.3 million]. Setting
aside multi-region, spend rose year-on-year in all
the individual Mations and English Regions. The
|largest changes were in the Midlands {up 1453%),
Morth of England {up BE3%) and Wales (up TEXL

Fict: thass isvartm et Aguress for e Mabion s cover spand scioes tha
Channal 4 TV porticlio snd difter dightly from thoss in the previous
matric fvan aboval, which relsfes o the main chaznal

Percentage of Channel 4°s expenditure across
the TV channel portfolic outside London

by region (Em}
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Making an impact

(continued)

43hrs

af first-run programmes
covering international
topics on Chamnal £
(excluding newsh and
True Stovies across

the portfelio

Down 44%

an last year

162hrs

af first-run foreign-

language content
across the portiolic

Down 11%

an last year

Range of international programming

Channel &5 coverage of international themes
extands acrass a range of genresin the schedule. In
HN, excluding Chonnel 4 Mews, there wers

42 howrs of first-run programmes with an
intemational theme on the main channel and

in the dedicated cross-platform international
documentary strand, True Stories. There were two
howrs of True Stories on Filmd in 2021 (the same as in
H20). The total international volume is 44% balow
last year's figure of 76 howrs (33 fewer hourshand is
the lowest figure for this metric in the last decade.
The decline was due in part to the presence in 2000
of a 20-part Litestyle series, Work on the Wild Side,
‘which did not return this year. In addition, some
intemational-themed programming that would
harwe been commissioned in 2020 for transmission
in 2021, such as Traved Mon, was postponed duwe

to travel restrictions relating to Covid-19.

Thits year, Cumrent Affairs was the biggest

single genre, with 57% of total first-run hours of
intemational programming lexcluding news), up
from 27% in 2020. The percentage jump was maostly
due ta the genre representing a bigger share of a
smiller total: in volume terms, internationsl Current
Affairs output rose by three hours year-on-year.
Alongside the long-running Unreported World and
Dispatches strands, major series this year induded
The Man Putin Couldn’t Kill and the harrowing
Teroezn: Humting the Sex Traffickers. The second-
biggest genre was History, with 37% of the total lup
fram 5% in 20200, Highlights= this year included Bin
Loder The Rood to 9¢TT and Empire State of Mind.

Channel & s acquired TV programmes and films
also include diverse content from arcursd the waorld,
including the Walter Presents service’s curated
foreign-language TV shows. This year, the main
channel showed 12 series premienes, with the
|launch of Monster attracting 360,000 viewers.

A hurther five series were laonched on Mored, with
the second series of Arctic Murders averaging
231,000 viewers — the highest figure for ary Walter
Presents series on the channel since 2018, Taken
together, the Walter Presents-branded foreign-
language dramas shown on the main channel and
Mored reached 6.5 million viewers in 2021 (00.7%
of the TV populaticon). This was 7% down year-on-
year, in part due to fewer programme launches,
but was oifset by a 7% increase in views of Walter
Presents content on Al 4, which roses to 47 millicn.

There were 167 howrs of first-run foreign-language
TV shows and films acrass the TV portfolio, 11%
lezs than in 2020 (21 fewer hours). The Filmd
channel showed 945 hours of films from outside
the UK and US (this includes first-runs and repeats,
and filmes shown both in the English language

and in foreign languages). This total grew slightly
year-on-year, by 2% lequivalent to 18 additonal
hesars], to its highest kevel over the last decads.

Genres covered by international-themed
originations on Channel 4 (main channel)
asa percentage of total first-rum hours

\

-
L.

H Cerrmt M Hiztory Dooumentaties
A
Somnca M "actual Ent W Cetar

Sowrcs: Channal 4



Making an impact

(continued)

341hrs

af first-run
ariginations covering
diversity issuves

an the main channel

Up 257%

an last year

Diversity cutput on the main channel

While Channel £ seeks to reflect the diversity of

the UK across its entire output it also commissions
programmes whose subject matter specifically
covers diversity issues. The volume of specifically
diverse content on the main channel bounced back
in 7021 to amongst its highest ever levels. There were
4032 hours of ariginated programmes on the main
channel that included subject matter covering issuas
relating to religion, muliculturalism, disability and
sexuality. Of these originated hours, 241 were first-
run programmes (the others being repeats), and 74
of the first-run hours were in peak-time [Le. between
Epm and 10.30pm, following Ofcoms definition].

These three numbers are all vp year-on-year by
significant margins, due in large part to Channel 475
extansive coverage of the Parabympic Games
[postponed from 20200, which included live
coverage from Tokyo through the day (and night]
along with daily evening editions of The Last Leg
and the Paralympics Gold Rush highghts shaw in
peak-time. The 403 houwrs of originated programmes
covering diversity issues in 2021 was maore than
double the figure for 2020 (up 119%) and is the
second-highest figure sinoe this metric was first
reported in 2008, behind only the 434 hoursin 2002,
when Channel 4 broadcast the London Paratympic
Games. The volume of first-run programming rose
even more in 2021: the 341 hours is more than

treble the 2020 figure (@ 257% risel and is the
highest level since this metric was first reported.
With most of the coverage of the Parabympic

Games outside peak howrs, the peak-time figure

of 14 hours rose the lasst but was stillup by 473

Away from the Paratympic Games, highlightsin
M included Russall T Davies' award-winning
B0s-zet drama abowt the AIDS crisis, f's A Sin,
and Olympic champion Tom Daley's heartfelt
message of inclusion and acceptance in this
year's Altemotive Christmaos Messoge (sexualityl;
the return of the social media-themed reality
show The Circle and school drama Ackley Bridge
[multiculturalism); and comedian Rosie Jones' Tnip
Horard: My Greot British Adventure (disability].

Total howrs of programming covering
diversity isswes shown on the main channel
(2021 with trends relative to 2020}

Scurca: Chasnel 4.



Film

40%

from cutside the US

Equal

with last year

21%

from the UK

Equal

with last year

Civersity of Filma channel schedule

The: Film4 channel ditferentiates itself from

other mainstream film channels by showcasing a
diverse and alternative range of films from around
the warld. In 2021, the share of the schaedule
devated to non-Hollysood -studio titles ross
slightly to 40.7%, its highest figure for more

than a decade ithe rounded figure of 0% was
the same as the corresponding 2020 figureL

British fillms - including projects that were co~funded
by Filmd Productions - accounted for 20.5% of total
programming bours in the schedule in 2071, the
same = the 2000 figure, which itsalf had rizen by 5.1
percentage points year-on-year due to an increase
in British classics playing in weekday daytimes and
mare Filmd Productions playing throughout the
schedule. With the share accounted for by other non-
U3 films increasing slightly, by 0.3 points to 19.6%,

a total of 40.1% of hours of output were devoted to
film:s from countries other than the WS, This total is

0.3 points up year-on-year 2020 39 8%} and is the
highest share of non-US programming on the Filmd
channel since 2009 feheanit was 40.3%). (Mote that
this figure includes films that were co-productions
between the US and other cowntries; in 2021, 12.5%
of cutput on the chamnel comprised US/non-US
co-praductions, 2.5 points more than in 2020.)

Filmd continued to offer strong and complementary
programming around significant historical and
social landmarks throughout the year, scheduling
acrass both the Bnear channel and the film pages
on All 4. The channel played arole in the Black and
Proud day on Channel 4 in September by scheduling
relevant films that were then available to support
thia themed offeding on All 4. This programming
continved inte October to recognise Black History
Month. Filmd also marked Imermational Women's
Dy with a line-up of inspiring and empowersing
filme, including Bedle snd Hidden Figures.

The channel joined in with the BFs celebration
of director Mike Leigh's career by curating a
selection of fmes and shorts, old and new - this
‘was also represented on All £, providing & wider
awdiznce the opportunity to enjoy Leigh's work.



News and Current Affairs

Commitment to long-form journalizm
Thits meztric looks at ‘long-form journalism in the
Mews ard Current Affairs cutput on the main

359

Leng-form M

anndgﬂurr:: nt:f‘lfsuirs P5B channels, defining long-form programmes
programmes as those rurming for at least 45 minutes for

in peak-time Mews and 15 minutes for Current Affairs.

In 20, Channel 4's main channel showed 259
long-form Mews and Cument Affairs programmes in
peak-time (between Epm and 10_30pm, as defined
by Ofcom). This is substantially mose than the
correspanding combined total for the other main
P5B channels (172 programmes between them).

Down 8%

an last year

Compared with 2000, there were reductions

in the number of long-form Mews and Cument
Affairs programmes on all the main P52 channels
this year, but Channel 4's peak-time lead ower
the combined totals of the other broadcasters
stillrose, from 144 in 2020 o 186 in 2071,

While its declire was kower than for the other PSBs,
Channel &5 oeen total fell by 8% year-on-year,

For tees reascns. First, there were more extended
editions of Channei 4 News in 2020 on days when
shorter news bulletins are usually shown (such as
Fridays and weekends], taking their length beyond
the 45-minute threshold used for this metric.

And second, more Current Affairs programmes
covering Covid-19 were shown in 2020 (there

were 25 that year, compared with nine in 2027).

When the late evening period {through to midnight)
is also taken into scoount, the number of ‘long-
form Mews and Current Affairs programmes on
Channel 4 rose to 4235, This was just three short

of the 2040 total {a year-on-year decline of less
than 13, with the decline in peak-time titles in
2N ofizet by a large increase in the numbser of
Current Affairs programmes shown in the post-peak
pertiod. Channel 4 maintained a commanding lead
ower other channels over this lenger pericd, which
covers the times when BEC Two's Newsnight is
usually shown. Channel 4's total was considerably
[greates than that for any of the other main PSB
channels, with a bigger gap than last year over
second-plsced BBC Two, which brosdeast 263
‘long-form® Mews and Current Affairs programmees
[only 14 of which were shown in peai-time]. That
put BBC Two 162 titles behind Channel 4 this

year, versus a 151-title difference in 2020.

Humber of long-form Hews programmes and
single-story Current Affairs programmes witha
duration of at least 43 minutes and 15 minutes,
respectively, shown on the main channel

betweesn 8pm and midnight
Total
BBCT 134
-1
BRCT 203
T
I na
147
Channeld 2021 65 42m
2020 39 aze
Five 2021 I:n:u o z0
2020 l19 5 a4

B N Puak-tima W Oft-peak
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Different voices

21pts

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

Uplpt

an last year

Channe] reputations - shows different kinds

In 20, Channel 4 reinforced its reputation as
being best for showing diferent kinds of cultures
and apinions. 37% of respondents selected the
main channel, giving it a lead of 71 percentage
points aver the average for the other main PSB
channels, while its kead ower the next-highest-
scoring channel, BEC One, was 15 points.

These three scores all increased year-on-year. The
proportion of people salecting the main channel,
its lead ower the average fios the other main PSE
channels, and its lead ower the next-highest-
scoring channel were all vp by one percentage
point. This metric has also been stable over the
longer term, with Charnel 4's average lead over
other channels consistently remaining within a
narrow J-24-point range owver the last decade.

Shows different kinds of cultures and opinions.
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IBBCT, BEC, TV and Fren)
— Scoem for nexi-highest PSE chaneal
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22pts

lead ower average for
ather channels for
challenging prejudice

Up 2pts

an last year

oh J - — challi codice

P 'EES pre)

In & year when divisions between different

Eroups insociety were increasingly exposed,
Channel 4 strengthened its reputation for
challenging prepodice. Its main channel was chosen
bry 29% of respondents as the one they maost

assocate with challenging prejudice in 202, giving it

a }2-percentage-paint lead over the average score

for the other main P5SB channels, and a 19-paint lead

ower the next-highest-scoring channel, BEC One.

These three scores were all up year-on-year. The
proportion of respondents selecting Channel 4
rosa by ona porcentage point, its lead ower the
average for the other main PSE channels rose by
two paints, and its lead over the next-highest-
scoring channel increased by three points. This
metric has been stable over the longer term, with
Channel 47 average lead over other channels
remaining within a 20-27-point range over the
last decade (and within a namrowes 20-73-point
range fior seven of the last ten yearsh.

Challenges prejudice
xHn
!
1
0%
030

i
12%

W Chanzal 4 W Aivarage for other main PS8 chamale

IBBC, BECT, TV and Fhe)
— Scom for next-highest PSS channal
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Different voices

(continued)

20pts

lead ower average

for other channals

for showing the
wiewpoints of different
minority grovps

Down 1pt

an last year

the viewpoints

ch d reputations — sh

of minority groupsin society
Channel £ has a longstanding reputation for giving
avwnice bo diversa groups, induding some that are
under-represented on TV. In 2021, itremained by
a substartial margin the PSHE channel regarded

by viewers as being the best for showing the
viewpaints of minority groups in sodety. 29%

of viewers selected Channel 4's main channel

as being the best for showing the viewpoints of
minarity groups in society. This translated to a
lead of 20 percentage points over the average

for the other channels, and & 16-point lead over
the next-highest-scoring channel, BBC One.

There were some marginal year-on-year declines
inthese scores: the proportion of people selecting
the main channeland its lead ower the average of
the ather PSE charmels bath fell by one percentage
point, while its lead over tha next-highest-sooring
PEB channel held steady. 5till, Channel 475 28%
score remained more than double that of the
next-highest-scoring channel {of 13%) And this
score has been stable ower the longer temm, sitting
inanamow 29%-34% range over the last decade,
while its average lead over other channels has
remained in a 20-27-point range owver this period.

Channel 4 alzo cutperformed the other PSEs by large
margins as a platform for the viewpoints of individual
minority groups in 20771, in all cases matching or
improving on its scores from the previous year. The
main channel was selected by 73% of viewers as
being best for showing the viewpoints of different
ethnic groups in the UK (the same asin 2020),

giving it & lead of 19 percentage points ower the
average for the other main PSR channels. 23% of
viewers thought Channel 4 was best for showing the
viewpaints of leshian, gay, bisexual and transgender
people (020: 21%), a massive 26 poins above

the average of the other PSH channels. And 26% of
viewers thought Channel 4 was best for showing

the viewpoints of disabled people (203} 25%), 19
points abowe the average of the other PSE channels.

Shows the viewpoints of mincrity groups

in society

o
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27pts

lead ower average
for other channels
for allowing people
an alternative paint
of wiew

Uplpt

on last year

‘Channel reputations — home for altemative voices
Channel £ maintained its position as a mainstream
platicrm for altermative voices in 2021, For the
fourth consecutive year, the main channel was
selected by 34% of respondents as being the

home for altermnative voices. Its lead ower the
average for the other main PSE channels wasa
substantial 27 percentage points, whils it had a
ZF3-point lead over the proportion selecting the
next-highest-scoring channel {(Channel 51,

There was little year-on-year variation in this metric,
which remairs stable. Channel 4's own soore and
its lead owver the next-highest-scoring charmel were
lewel with the corresponding 2020 figures, whils

its lead owver the average for the other main PSR
channels rose by one percentage point. Cver the
nine years for which this metric has been reported,
Channel &5 average lead owver other channels has
remained in the narrow range of 26-21 points.

Home for alternative voices

for other main PSS chamaelx
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Distinctive approaches
(continued)

thingsin new and different ways
lend over average for Chmneld-a-:hi?:udammc.tit:higjt:trmr
ather channels for scores for making peopls think about things
making viewers think in in nenw and different ways in 2021, 24% of
respondents selected the main channel on this
metTic, One pErcentage point up year-on-year
and just one paint short of Channel 4's peak
score of 5% [achieved in 2007 and 2073,

15Pt5 Channsl reputations - makes me thinkabout

new and different ways

Up 2pts

unEslyE:.rt Channel £z lead over the average for the other
miain PSE channels was 15 percentage points.
Thits is twao points abowe the 2020 figure and just
one paint below the highest-ever lead of 16 points
[achieved in 20071 Finally, Channel 4's lead over
the next-highest-scoring channel, BBC One,
was 12 paints. This is agsin teo points above the
H20 figure and is the joint-highest-ever lead on
this metric {also achieved in 2016 and 20071

Hakes me think about things in new and
different ways
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Channe] reputations - tackles isswes other
ts channels wouldn't
lead over average for Channel & maintained its strong reputation for
other channels for being best for tackling issues that other channals

wouldm'tin 2071, 38% of respondents selected
the main channel on this metric - remarkably,
this s more than three times the figure achieved
bry the next-highest-scoring charmel, Channal 5
[chosen by just 17% of respondents). This meant
Equal that Channel 4 had a 26-percentage-paint

with last year lead over the next-highest-scoring channel.

tackles issues other
channels wouldn“t

The other main PSB channels were chosen by 8%
of prople on average, giving Chaninel 475 main
channel & 20-point lead ower them. This metric
remains ane of two reputational statements for
which Chaninel 4 haes maintained an sverage lead
ower the other PSH channels of at keast 20% for the
last free years [the other being “Takes risks with
programmes that others wouldn't™ on page 1330

There was little year-on-year variation in this metric.
The propartion of respondents selecting Channel 4

and its average lead over other PSH channels both
held steady, while its kead over the next-highest-

scoring channal increasad by one percentsge paint.

Tackles isswes other channels wouwldnt
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Distinctive approaches

(continued)

27pts

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

Up 2pts

an last year

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

In what was already one of the highest-scoring
statements, Channel 4 strengthened its reputation
in 2021 for taking a different approsch to subjects.
26% of people selected Channel 4's main channel
as the one they most associate with taking &
different approach to subjects compared with
other channels, giving it substantial leads of

7 percentage paints ower the average for the
other main PSB channels, and of 22 points oeer
the next-highest-scoring channel, Channel 5.

All three of these figures increased year-on-year. The
proportion of peopls s=lecting the main channel,

and its kead over the average for the other main

P5B channels, were both up by two percentage
points. And its bead owver the next-highest-scoring
channel rase by three points. Looking over the
longer term, Channel 4's average lead over other
channels is at the upper end of the 19-73-point

range it has ococupied over the last decade.

Takes a different approach to subjects
compared with other channels
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149

new or one-off
programmes shaown
an Channel 4 between
Gpm and midnight

Down 10%

an last year

Hew and one-off programming

Channel & commitment to experimentation is
demonstrated in part by the number of new and
one-off programmes that it shows each year. This
year, while there was a decline in the numbser of new
and one-off programmes in the evening schedules
on Channel 4 (when sudiences ane highest), it

still had clear leads over the BBC and [TV,

There were 149 new and one-off programmes

on Channel 4's main channel between Bpm and
midnight in 2071, This is more than coresponding
figures for BEC One (125 programmes), BEC Two
[ME programmees) and [TV (106 programmes). Of
the main PS8 channels, cnly Channel 5 showed
mare new and one-off programmes (206 titles), asit
continued to refresh its schedule post-Big Brother.
The number of new and cne-off programmes in

the evening schedules on Channel 4 fell by 103
year-on-year (16 fewer tithes). This is due to the
large number of one-off programmes related to
Cowid-18 shown in 2020 imore than 25 were shown
that year, compared to fewer than ten in 2027).

Humber of new and one-off programmes shown
onthe main PSE channels between Spm
and midnight
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Distinctive approaches

(continued)

32pts

lead ower average for
ather channels for
taking risks that others
wouldrr

Uplpt

an last year

‘Channel reputations —takes rish
that others wouldn't
Channel &= public remit requires it to take risks,
and its success in delivering on this is reflected in
its soores when respondents ane asked which of
the main PSR channels is best dor taking risks with
programmes that others wouldrt. The highes:-
scoring of anmy of the reputational statements, 40%
of respondents selected Channel 4°'s main channel
on this metric in 2077, level with its 2020 score.

with program

Channel 4 improwed its lesds ower the other
PEB channels this year. It had a substantial
F)-parcentage-point lead over the average

of the other channels, one point up year-on-
year. Its lead over the next-highest-scoring
channel, Channal 5, was 75 points, an increase
of two points relative 1o the 2020 lead.

Takes risks with programmes that
others wouwldn't
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26pts

lead ower average for
ather channels for
being experimental

Up 2pts

on last year

(Channe] reputations - is experimental

In 207, 34% of respondents selected Channel 4's
main channel as the PSR channel that they most
assacate with baing experimental, giving it
significant leads over the other channels. The
progeortion of people choasing the main channel
was 26 percentage points abowve the average for the
other main PSH channels. And Channel 4's score was
more than double that of the next-highest-scoring
channel, Channel 3 (chosen by 16% of peoplel,
corresponding toa lead over Channel 5 of 18 points.

Channel 4 scores on this metric recovered
ground Lostin 2020, The proportion of respondents
selecting Channel 4 in 2021 rose by one percentage
point year-on-year, tojust one point short of

the Level reached in 2008 and 2019 [35% of
respordents). Moreower, its lead over the average
for the other main PSBE channels was up by two
points in 2071, matching the level achieved in 2012
and 2019. And its lead owver the next-highest-scoring
channel also rose by two points, toits highest

lewel since 2017 [when the lead was 20 pointsh.

This metric has been stable ower the longer
term, with Channel 4's average leads over other
channels sitting within a narrow range of 24 to
14 percentage points over the last decade.

Iz experimental
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Film

26pts

lead over average
for other channels
for being the best for
madern independent
film

Equal

with last year

‘Channel reputations —is best for modern
independent film

In 2074, 33% of respondents picked
Channel £'s main channel a= being best for
maxdern independent film, kevel with the 2020
score and just one percentage point below the
highest-ever score of 34% achieved in 2013,

Channel £z leads over the other PSR channels also
hezld steady this year, st levels at, or diose to, their
all-time peaks. |ts lead over the average for the other
miain PSB channels was 26 percentage points, the
same as in 220 and its joint-highest-ever score. And
its l=ad owver the next-highest-scoring channel, 1TV,
‘was 24 points, again the same asin 2020, and just
ona paint below the 25-point peak schieved in 2006,

Amongst the top-rated premieras on Channel 4 this
year, Flmd-produced The Littke Stronger captured
12 milion viewers in February. Meanwhile, Steve
MeQueen's thriller Widows pulled in 734,000
viewers; its 6.4% share amongst ethnically

diverse sudiences was up an impressive 54%
compared to the skt average for this group.

Iz best for modern independent film
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Factual

Channed repurtations —is best for documentaries
Lead ower average Channel 4 takes a different approach than other
for other channels broadcasters with its documentary programming,
for being the best differentiating it through its subject matter and
for documentaries approach, with a particular focus on offering
that present alternative viewpoints less frequently seen on

television. In 2021, 37% of respondents selected
the main channel for being best for documentaries
that presant sltemative views, giving it 5 lead of

19 percentage points owver the average for the
DOWI‘I 2pt5 other main PSH channels, and 3 15-point lead ower
on last year the next-highest-scoring channel, BBC One.

alternative views

This was one of just two audience tracker statements
far which Channel 4's own score fell back slighthy
year-on-year: the proportion of respondents
selecting the main chaninel decreased by tao
percentage paints. Its lead over the average for

the: ather main PSE channels was also dowsn by two
points, while its lead over the next-highest-scoring
channel dropped by one point. Nonetheless, the
proportion of people selecting Channel 4 was still
almast dowble the 6% of respondents that chose
the next-highest-scoring channel. And keodding ower
the longer tearn, Channel 45 average bead over other
channels remains at the upper end of the 10-24-point:
range it has ooccupied over the last decade.

Iz best for docsmentarnies that present
alternative views

020

1%

M Chanzal4 B Avar for other main PSS chamui
BT, BECT, ITV1and Frem

— Scoem for next-highest PSE chansal
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Factual
(continued)

70%
of wiewers said that

Channel 47z Factual

programmes inspired
change in their lives

Uppt

an last year

Inspiring change through Factual programming
Channel 45 programming, especially in Factual,
seeks toinspire people to make changes in their lives
and encourages them to think about things in new
and different ways. Some programmes lead to active
engagement, e.g. by encowraging people to talk to
others about their subject matter, to seek out further
information ar - at their most engaging - to actually
try something new or different. These different ways
of inspiring change are captured in five statements,
responses towhich allow us o assess how inspiring
Channel &5 Factual programmes are each year.

Whereas in 2020 many of the Factual programmes
responded to the first year of Cowvid-19 and
lockdowns, the 2027 slate was more varied in
nature. The list also includes programmes in other
penres that had particular potential to be inspiring,
such as dramas [t s A Sinand Help, both of which
‘were based on actusl recent or historical events.

Acmss the whole slate of Factual and other
inspiring titles (comprising ower 40 programmees
and series), T0% of viewers said that Channel 45
programming irespirad them in one or mone ways
this year. This score is one peroentage point mone
than in 2020 and is at the upper end of the 63% to
T2% range it has cocupied over the last decade.

The best-performing individual programme across
all the statements this year was [t's A Sin — Bussell
T Davies' powerful drama about a group of friiends
confronting the ANDS crisis in the T980s - witha
score of BB%. This programme also scored highest
for prople whao talked about the programme to
other people (695% of viewers). Other top-scoring
programmes on individusl statements included
Derving MoCall: Sex, Myths and the Menopouse (it
made 51% of viewers think about the subject in new
and different waysh and 21 Day Body Turnaround
with Michoe! Mosley (46% of viewers thought
about changing something in their own lives].

Perc g of vi who said that
ch ] 4°s Factual progs inspired
change in their lives
¥aar-on-year changs
Upipt
Drown 1pt
% Dowm Ipt
6% upipt
] cowres

B Aryirnsparingchangs saismantiz)
W 1t rrawctin ma Ehink abcart fx nubject in new and deflemet ways
1t rrawctin o Ehink abcut changing somathing in my own lin

Irine ane or difte et atter satching
B | talloscd abscart s programima to ofbar peopis
I Voot ot fur thar information stawshare afSar wabching Shis

sregrame
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News and Current Affairs

80%

of Channel 4 News

wiewers regand it to
be independent
from government

Down 1pt

an last year

Independence of TV news.

At a time when growing numbers of people gt
much of their news from unreliable sources on
social media, while declines in political trust risk
undermining democracy in the UK, the impartial
and authoritative news services provided by
mainstream broadcasters are more important than
ever. It is of great pride to us that Channel 4 News
continues to be the most highly regarded news
prowider of the main UK broadcasters, in terms of
its perceived independence from the government
and from the influence of big busineszes.

BO% of regular viewers to Channei 4 News regarded
it &= being independent from the government in
J021. Thisis eight percentage points more than the
average for the other main news programmes [those
from the other public service broadcasters and Sky
MNews)and four points above the corresponding
figure for the next-highest-scoring news programme.

5% of regular viewers to Channel 4 News
agreed that it is independent from the influence
of big businesses, eight percentage paints
more than the average for the other main news
programmes ared three points more than the
next-highest-scoring news programme (5 NewsL

Year-on-year variations in these scores wene
small, within the range of 22 percentage points;
there was a slight dedine in Channel £°s own score
far independence from the government and an
increase in its score forindependence from the
influence of big businesses. For independence
from the government, the absolute proportbon of
respondents selecting Channei 4 News in 2021
fell by one percentage point (020 313%), while

its leads ower the average fior the other main news
programmies ard over the next-highest-scoring news
programmie [T News in 2020; Sky Mews in 2027}
both fell by teo points. Turning to independence
from the influence of big businesses, the absolute
proportion of respondents selecting Chaonnei 4
MNewsin 2021 rose by two points (2020 TA%). Its
lead over the awerage for the other main news
programmes held steady, while its kead over the
next-highest-scoring news programme (H2C
Mewsin 2020; 5 News in 2021) fall by two points.

Percentage of regular viewers to TV news
programmes in 2021 who agree with the
following statements:

Hixircmpendent from

the goversmant ¥aar-on-year changs
BEC News opt
ITV News -ipt
Channal 4 “1pt
Mews

5 News Zpt
Sky Mews Zpt
Hixirdmpendent from

the infusnca of big buzinezx

BEC News Zpt
ITV Mews opt
Channal 4 2pt
Mews

5 News 4pt
Sky Mews Zpt
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MNews and Corrent Affairs

(continued)

45%

average programme
reputation statement
for Unreported World

Equal

with last year

45%

avErage programme
reputation statement

for Dispatches

Equal

with last year

Channel &5 Current Aftairs strands, Dispatches
and Unreparted Workd, differ from other public
service broadoasters” Current Affsirs programmas
in terms of their approach and subject matter

- in particular, their emphasis on investigative
journalism, challenging viewers to see things
differently, giving a woice to those who might
nok otherwise be heard and (especially in
Unreported Worid) providing & window on the
wider workd. One-hour Current Affairs specials
deliver additional depth for important stories.

Channel 4 tracies five reputational statements

in these areas looking at sudience perceptions

of the main Current Affairs shows - both regular
strands and one-off programmes — on the main P52
channels. With average scores of 45% across the
free statements, Dispatches and Unreported World
‘were jointly the best-perdorming Current Affairs
shows on the main PSB channels in 2021, for the
second year rurming (both strands achieved the
same score in P20, Their nearest competitor was
BEL One's Ponoroma, in third place with a 205
score. One or other of ispotches and Unreported
Workd was the best-perfooming Current Affairs
show for all five of the reputational statements.

Dispatches was the most consistent show, ranking
first or second for all five statements it scored
higher than any other Current Affairs show for
“uncovering the truth” (or which it was selected by
55% of respondents] and “cowering things in great
depth™ {51% of respondents). It came in second
place for “giving a voics 1o groups that aren'
abways heard in mainstream media®, “making me
sex something in a different light™ and “showing
stories about parts of the world you would rarely
ses on British TV (with 40% of respondents for

all three statements). With Dispotches” average
score acrass the five reputational statemants
haolding steady this year, it remained at what is

its joim-highest level ower the last decade.

Unreported Worid was the highest-scoring Current
Affairs show for three statements: “showing stories
abaout parts of the workd you would rarely see on
British TV" [31% of respondents), “giving a woice

o groups that aren't abweys heard in mainstream
media” {44% of respondentsh and “making me see
somethingin a different light ™ {41 of respondents)h.
It was ranked third {behind Dispatches and
Pononmmal for “covering things in great depth™
[45% of respondents) and “uncovering the truth™
[44% of respondents]. s average score across

the five reputational statements in 22T wasits
joint-highest sinca 2016 fwhen it was 47%).

Dispatches
Unreported World

Panorama

The Martin Lewis
Money Show

The Martin Lewis
Money Show: Live

Uncowers e truth

Dispatches
Panorama

Unreported World

The Martin Lewis
Money Show
The Martin Lewis

Money Show: Live
= W in grast depth

Dispatches
Panorama

Unreported World

The Martin Lawis
Money Show: Live

Mewsnight

G awoics o groups Huk sren'® sisays baardin
msinsirasm neda

Unreported World
Dispatches

Question Time

The Martin Lewis
Monay S

Panorama

Haxia ma zes somathing in a deferant light

Unreported World
Dispatches

Panorama

The Martin Lewis
Money Show: Live
The Martin Lewis e
Money Show 2=

Shows siorim shost parts of the workd pou would rarely sea
onBritick TV

Unreported World
Dispatches
Panaorama
Politics England
On Assignment

B Channal 4 show B Otharbrosdcaztnm’ shows
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