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Addendum September 2020

The results and commentary presented in this Annual
Report reflect Channel 4's performance in 2019. Since
the report was written, the United Kingdom has been
struck by the Covid-19 pandemic, which has created
huge disruption to most aspects of everyday life and
generated understandable widespread anxiety.

At Channel 4 - a free-to-air, public service broadcaster,
freely available to all of the UK — we recognised that we
had an important role to play in keeping everyone up to
date with the latest news and information and providing
insight, education, entertainment and support to help
navigate through the crisis.

With millions working from home or housebound,

we continue to do what we do best: to represent,

to challenge, to continuously innovate and entertain;
providing those common touch points and talking
points of shared experience that can help bring us
together during these difficult times.

Our goal is to bring the best of British and world talent
to your screens and to play our part as, together, we
face up to and overcome the challenges ahead.

Alex Mahon Charles Gurassa
Chief Executive Non-Executive Chair
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This report is a look back at

our performance over the last
calendar year but, given the speed,
scale and impact of Covid-19,

it appropriately gives the latest
update as to the implications of
the pandemic and the responses
that were taken by Channel 4 to
the challenges presented.
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We have the ability
toreach a wide range
of UK audiences, and
in particular young
and diverse viewers,
at scale, with stories
and people that are
instantly recognisable
from their own lives.

Charles Gurassa

The Covid-19 pandemic emerged suddenly, at the start of 2020,
and has had an immediate and profound effect on many aspects
of everyday life. Throughout this national crisis, Channel 4 has
provided up to date news, relevant information and entertainment
for 'lock down’ Britain that has attracted large and growing
audiences and helped support and sustain many through these
difficult times. As a public service broadcaster, we have worked
hard to ensure that the public were well informed and that we
reached out to all sectors of the community.

Channel 4's activities are entirely funded from its own
commerciat activities and like many organisations was impacted
by the very rapid downturn in the economy. To ensure that we
continued to bring our viewers the best in television, we swiftly
put in place a series of mitigating measures that have enabled us
to operate seamlessly and sustainably through the lockdown and
beyond, Our creative team has responded magnificently to the
challenge and, despite reduced budgets and very strict limitations
on production, has devised and delivered new formats and
contemporary documentaries that bave captured the imagination
of viewers across the nation.

UBWIEIS S, J1BYD
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2019

2019 was a year of transition and transformation for Channel 4 as
our strategy to deliver 4 All the UK came to fruition. We opened
three new offices across the UK: our National HQ in Leeds and two
Creative Hubs in Bristol and Glasgow where we have welcomed
some brilliant new people to complement our existing teams.

This enhanced Nations and Regions focus and presence is
reinvigorating the organisation, enabling us to attract new creative
tatent, bringing with them fresh ideas and different perspectives.
Inturn, these are making Channel 4 ever more retevant and in-tune
with audiences acrass the country.

At a time of increasing global competition and changing viewer
behaviour, Channel 4 occupies a unique place in the UK's media
tandscape, telling the stories of the many faces of modern Britain
and helping a whole new generation of creative talent and media
entrepreneurs to find a platform for their work.

This is, fundamentally, at the heart of why Channel 4 exists; to
be the distinctive, challenging, creative British voice that provokes,
informs, challenges and entertains as well as a significant engine for
growth for the UK's creative induystries.

Digital and
creative success

As audiences - and, in particular, younger avdiences - increasingly
gravitate to digital online consumption of media, Channel 4 has
successfully continued its drive to offer its own and selected
partners’ content through its streaming platform, as well as working
in partnership with other digital content providers,

This resulted in arecord year for All 4, our online streaming
and catch-up service, which delivered in 2019 its best-ever week,
month, quarter and year for viewing and achieved record digital
revenues, an increase year on year of 18% to £163 million.

2019 was a strong year creatively, as observed by The Times,
which called Channel 4 “Britain’s edgiest terrestrial TV channel”.

In line with cur creative strategy, we have become the home
for many of the best of the new wave of British comedy actors and
writers. Where others have retreated from this genre, we continue
to invest and experiment with new shows this year including Home,
Year of the Rabbit, The Lateish Show with Mo Gilligan, and Lee and
Dean, as well as returning classics like Derry Girls, Stath Lets Flats
and the final series of the brilliant Catastrophe.

Channel 4's Drama slate performed strongly ina very
competitive market, with impressive award-winning dramas
such as Shane Meadows’ The Virtves, Jack Thorne's The Accident
and James Graham'’s Brexit: The Uncivil War - these all told
uniquely contemporary British stories that resonated strongly
with our viewers,

Hard-hitting documentaries such as Leaving Neverland -
which became the highest-rating documentary for 16-34-year-olds
on British TV since the BBC's Blue Planet in 2017 (and won a BAFTA
in 2020) - as well as the brilliant and also BAFTA award winning
For Suma, an epic, moving and intimate documentary filmed over
five years during the siege of Aleppo, made for essential viewing
during 20192 and underlined Channel 4's willingness to take on
challenging and difficult stories.

Fitm4, our business that supports much of the best new British
movie talent both in front and behind the camera, enjoyed another
good year in 2019. Yorgos Lanthimos's The Favourite capped a
successful awards season for Film4, with Olivia Colman winning Best
Actress at the 2019 Academy Awards — the 35th Oscar in Film4's
37-year history and marking the third time in four years that a Film4-
backed film has produced a winner in the Best Actress category.

and

A radical

Ovur remit

We continved to maintain our distinctive reputation when
compared with other broadcasters and increased our overall lead
ina number of important areas, including making audiences think
about things in new and different ways, and catering for audiences
that other channels don't cater for. You can find out more about
these metrics and the way we measure our actual and relative
performance on delivering our public service remit on page 82.

As Ofcom’s review of Channel 4's performance over the last
five years, published earlier this vear, noted: “Each year, Channel 4
continued to show a broad range of high-quality programmes,
with audiences consistently rating it more highly than other PSB
services intaking creative risks, as well as in tackling issves that
other broadcasters would not, and enabling alternative voices to
be heard.”

Channel 4 has a specific and unique obligation to reach young
and diverse audiences and, while we have made good progress,
there remains more to be donein thisarea.

Younger audiences’ viewing habits for media content are
transforming rapidly, and we know that we need to change with
them. We are investing heavily in new, younger audience focused
content and formats and ensuring that these are available at the
times they want and on the platforms they use.

To deliver this, Channel 4 has expanded the ways audiences
can access our shows. In addition to our All 4 streaming and
catchup platform, in 2019 Channel 4 launched its own ad-free
subscription service, All 4+ and entered into a partnership
alongside the BBC and ITV with BritBox to distribute Channel 4
box-sets and films through a ‘Best of British’ subscription service.

Qur significant investments in the Nations and Regions, our
evolution towards becoming a more digital business, our refreshed
content strategy and our resonance on young people are ensuring
that Channel 4 remains a radical and innovative force in UK
broadcasting.

At its heart, Channel 4 works with
the best people in our vibrant
creative industries to deliver
britliant, insightful, challenging,
entertaining programmes that
Britain loves to watch.



Financial performance

Channel 4 recognised a deficit before tax of £26 million in 2019.
The year was planned to be in deficit, in order to fund the necessary
investment to open the new National HQ in Leeds and the new
Creative Hubs in Glasgow and Bristol while maintaining the high
levels of spend (£660 million) in programming, as well as funding
the next phase of our digital transformation. 2020 pre-Covid-19
was planned to be another year of net investment but, in response
to the pandemic, some of this activity has been deferred to 2021.
Ovur aim remains to return to an operating surplus in 2021.

The economic environment was tougher than anticipated, with
the TV advertising market contracting by 3% in 2019 as a result of
economic slowdown and the continuing uncertainty about Brexit.
Yet, despite the decline in linear revenues, total revenues increased
by £10 millionto £985 million in 2019, due mainly to digital revenue
growth of +18% and the acquisition and consolidation of the Box
Plus Network, which we acquired in 2018. In addition, we managed
our costs carefully to offset the unanticipated declines in TV
advertising revenue and our investment in the Nations and Regions,
content and digital transformation was protected.

Cashreserves at year-end were £137 million in 2019, slightly
ahead of our plan and £43 million lower than in 2019, with outflows
in the year driven by investment in the strategic initiatives cutlined
above, pension deficit funding and one-off spend associated with
the ‘4 All the UK’ programme, Channel 4 continues to maintain
astrong balance sheet. Year-on-year movement shows assets
reduced by £54 million, as a result of the operating deficit and our
pension liability, to net assets of £385 million, providing a robust
financial platform for planned and future investment.

The results and commentary presented in this Annual Report
reflect Channel 4's performance in 2019. Since the report was
written, the Covid-19 pandemic has struck the United Kingdom,
with the initial cutbreak creating huge disruption to most aspects
of everyday life, and its effects continuing to be felt in ongoing
government restrictions and the resulting economic downturn.

At Channel 4, we saw unprecedented declines in advertising
revenue in the immediate wake of the virus, with our linear revenues
down nearly 50% year-on year in April and May. In response to this,
Channel 4's Executive team moved swiftly to reduce our costs and,
working collaboratively with our production partners, introduced
innovative ways to continue to preduce programmes for our
audiences, helping to attract investment back into the market.

We announced a package of financial measures in April
including a £150m reduction in our content budgetand a
further £95 million cost savings identified across the rest of the
organisation. All Board members volunteered pay cuts of 20% and
the 2020 bonus scheme for Executive Directors was suspended.
We also further bolstered ourimmediate liquidity by drawing
down our £75 million commaercial revolving credit facility.

While the advertising market has shown some signs of
recovery as lockdown restrictions have eased, with the full extent
of recession in the UK still unclear we are maintaining a prudent
approach, with contingency plans remaining in place if recovery
is slower than anticipated.

QOur people have been remarkable in adversity and that
Channel 4 continues to work seamlessly in a lock down environment
is testament to their ingenuity and perseverance. We are also
acutely aware of the difficulties this crisis has generated for the
broader creative sector and we will seek to support the sector as
best we can in the circumstances.

A vital role

Channel 4’s ability to weather this unprecedented crisis strongly
demonstrates the flexibility and resilience of our business model.
This is a highly creative, entrepreneurial social enterprise owned by
the public — but at no cost to the taxpayer. Atits heart, Channel 4
works with the best people in our vibrant creative industries to
deliver brilliant, insightful, challenging, entertaining programmes
that Britain loves to watch.

Against the background of a global pandemic, mega-globat
media companies entering the UK market, fragmenting audiences
and ever-increasing disinformation, Channel 4 continues to play an
important role as a distinctive, trustworthy and authentic British voice.

We have the ability to reach a wide range of UK audiences,
and in particular young and diverse viewers, at scale with stories
and people that are instantly recognisable from their own lives.

We continue to seek out and provide commissioning opportunities
for the best producers, big and small, across the tand and, for new
talent, we offer a potential ladder to success and stardom.

| would like to thank all my colleagues at Channel 4 for their
hard work in 2019 and especially during the 2020 pandemic. itis
their continuing commitment and dedication that makes Channel 4
such a special place. | would like also to thank Simon Bax, who
retired from the Board in 2019, for his contribution both as a Board
Member and as Chair of the Audit Committee, and to welcome
Andrew Miller as a new Non-Executive Board Member and Chair
of the Audit Committee.

A big thank you to the people of Leeds, Bristol and Glasgow for
making Channel 4 feel so welcome. We could not have wished fora
warmer reception and look forward to working together with you to
encourage and support the development and growth of the creative
industries in your regions.

At Channel 4 - afree-to-air, public service broadcaster, freely
available to all the UK - we recognise we have animportant role
to play in keeping everyone up to date with the latest news and
information and providing insight, education, entertainment and
support to help navigate through the crisis.

As Britain begins to recover from the height of the pandemic
crisis and adapts to this new world, we will continue to do what we do
best: to amuse, to surprise, to comfort, to stimulate and to provoke,
to provide those commeon touch points and talking points of shared
experience that can help bring us together during challenging times.

Charles Gurassa
Non-Executive Chair
September 2020
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While this report focuses on Channel 4's delivery
and performance in 2019, it is impossible to ignore
the global events that occurred in 2020. Earlier this
year, the United Kingdom was impacted suddenly
and widely by the Covid-19 pandemic, which has
caused massive social and economic disruption
here and around the world.

Chief Executive’s Statement
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Channel 4's unique model came to life during the crisis and we
have proven its resitience. Channel 4 has always offered something
different and distinctive. We connect with a younger and more
diverse audience than other public service broadcasters.

During these extremely uncertain and challenging times, public
service broadcasters such as Channel 4 played - and continue to
play - a vitally important roie in hoiding the nation together.

From the very start of the crisis early in 2020, we worked
extremely quickly and flexibly to ensure that we were able to react
to the pandemic. This agility was recognised and appreciated by
our avdiences, especially by young people: Channel 4 recorded
its best 16-34-year-old share in March in seven years (8.1%) and its
best share for young people in April since 2015 (7.9%).

We are proud to have delivered important public health
messaging at the height of the crisis. By changing the digital on-
screen graphic on all of our channels, we helped to amplify the
Government's 'Stay Home, Save Lives’ campaign and particularly
helped to reach young and hard-to-reach avdiences with these
important messages.

Thanks to our tantastic production partners and talent, we
moved swiftly to launch our ‘Lockdown Academy’, which featured
titles from much-loved presenters including Jamie Oliver, Kirstie
Allsopp, Grayson Perry, and Richard and Judy during the UK-wide
lockdown. These programmes reached maore than 20 million people
oraround one-third of the UK.

Qur 20 fast-turnaround documentaries about Covid-19
reached 19.8 million people across the UK, including over one in
five of all 16-34 year-olds in the UK. And Channel 4 News doubled
its reach of 16-34 year-olds during the lockdown, increasing by a
greater proportionthan ITV, Channel 5 and even BBC One News.
According to the latest Ofcom research, Channel 4 is the most
trusted national TV scurce for news and information about the
Covid-19 crisis.

As aresult of our reaction to the crisis, All 4 achieved its
highest number of quarterly views ever across Q1in 2020, as well as
its biggest ever month, week and day of viewing in March 2020.In
the first half of 2020, Channel 4’s total TV viewing share increased
by 2% tc 5.43%, while share amongst 16-34s increased by a huge
+8% to0 7.79%, as viewers turned to trusted PSB content during
the crisis.

| am really pleased that we have emerged out of the height
of the crisis stronger than ever and continue to reach record
audiences in our typically irreverent way. By nurturing talent and
waorking with production partners from across the UK, Channel 4
will continue to play a major role in the global success of Britain's
phenomenal creative industries.

We are building new brands
and boosting our investment
in order to reach younger
audiences with content that
they won't get anywhere else,

£985m

total revenuesin 2019
- an increase of £10 mitlion
year on year

Working across the UK

Turning to last year, amidst the economic and politicat uncertainty
of Brexit and a rapidly evolving media landscape, Channel 4
delivered the biggest structural change in its history in 2019 - and,
throughout 2020, we have continued to lay the foundations for a
transformation that will see Channel 4 continue to thrive well into
the future,

During 2019, we moved at remarkable pace to deliver on our
ambitious 4 Allthe UK plan, opening a new National HQ in Leeds
and Creative Hubs in Bristol and Glasgow less than 12 months after
announcing the location of our new bases.

Roles from across the business, including key creative
decision-makers, are now located in cur new offices across the
country, and we have opened up oppertunities for people who have
never worked in the media before. It has also meant that a number
of long-serving colleagues left Channel 4 with the transfer of work
out of London in 2019, and | would like to thank them for their
outstanding contribution over many years.

Our move has also enabled us to forge new partnerships with
cities and work more effectively with the producers that make
our programmes across the UK. Alongside additionatinvestment
outside of London, a central part of our 4 Allthe UK planis to
improve representation of the UK on-screen. We will sopn start to
see creative dividends from having commissioners embedded in
communities across the UK, with even more distinctive content that
truly reflects Britain.

Indeed, we have already launched our new flagship
programme, Steph’s Packed Lunch, in 2020, broadcasting live from
Leeds every weekday, and we are also working towards Channel 4
News being regularly co-anchored from a new studio in Leeds.

Maximising time with 4

We are building new brands and boosting cur investment tc reach
young audiences with content that they won't get anywhere else.
This includes establishing our new 4Studio unit in Leeds, which

is tasked with creating and commissioning short-form popular
content to reach young audiences on social platforms, launching a
new social strand aimed at teenagers, and boosting our investment
in our existing streaming platform All 4.

2019 was a strong year for All 4, and this helped to offset a
small decline in our TV viewing share, which decreased by 0.3
percentage points to 3.9%, as viewers consume more content
through streaming. All 4's reach to viewers increased by 10%, totat
views were up by 9%, and 80% of 16-34-year-olds in the UK are now
registered on the platform (up from 70% in 2018). In addition, for
the first time, one of our shows performed better on All 4 than on
linear television. Streaming of series two of The End of the F***ing
World accounted for 55% of viewing and the series has become
Channel 4's biggest instantly available box-set.

Our strategy to maximise young people’s time with 4 extends
to our linear performance. Channel 4's portfolio 16-34-year-old
viewing share declined slightty, by 0.2 percentage points, to
15.7% in 2019. But, crucially, the main channel held its share of
16-34-year-olds (7.5%) and, in the evenings in peak time (7-11pm},
itincreased its share of 16-34-year-olds by 2% and its share of
16-24-year-olds by 3%. We were the only commercial public service
broadcaster to record growth among these groups. On the main
channel during 2019, Share of Commercial Impacts grew by 1.2%
for16-34-year-alds (and by 0.1% for ABC1viewers) — this is the first
time we have grown these two groups together in four years.

Channel 4 had 24 of the top 30 highest-profiling titles for
16-34-year-olds in peak-time on British televisionin 2019 - and
20 of the top-profiling titles for 16-24-year-olds in peak-time. The
top three highest-profiling titles were The Circle, The Great British
School Swap and Inbetweeners: Fwends Reunited.

Meanwhile, we continued to make notable progress in
delivering for diverse audiences, with anincrease in BAME viewing
on Channel 4 during peak-time of 9% and 3% across all hours,
taking Channel 4’s BAME profile 1o 8% on the main channel, our
highest-ever level. Across the portfolio, our viewing share among
BAME audiences was 9.2% (2018: 9.5%).



The need for a public
service broadcaster such
as Channel 4 has never
been stronger. As the
world changes, it is more
important than ever that
Channel 4 keeps acting as
a disrupter and a beacon
for change in content,
while also adapting quickly.

Our ongoing process of creative evolution also started to
bear fruit on screen in 2019. Across the Channel, 2019 was a year
of creative success and we are seeing the results of lan Katz and
his team’s creative strategy, with cur programmes consistently
creating noise and stimulating debate.

2019 highlights included the powerful documentary For Sama,
which won dozens of awards - including the Prix I'OEil d'Or for Best
Documentary at the 2019 Cannes Film Festival and, more recently,
Best Documentary at the 2020 BAFTAs. Hollyoaks recorded its
best year ever for 16-34-year-old share on £4, which is remarkable
foran almost 25-year-old socap. And other key programmes
performed very strongly, such as Derry Girls, Rick and Morty and,
importantly, Channel 4 News - young people accounted for 10% of
its audience in 2019.

These shows complemented a very strong year for returning
series, where our work on creative evolution meant that 29 of
our returning titles grew their performance year-on-yearin 2019.
Creative risk-taking has proved successful, with the return of The
Circle, which was up by 32% for volume and up by 43% for share
of viewers compared to series one. Meanwhile, SAS: Who Dares
Wins brought its biggest-ever aydience and Escape to the Chateau
enjoyed its biggest series ever.

Channel 4 News” award-winning journalism recorded notable
growth of +22% during its weekday slot in 2019. Channel 4 News
also continues to be the most highly-regarded TV news provider in
terms of regular viewers’ perceptions of its independence from the
influence of big businesses and government.

Infilm, we started the year with eight awards at the BAFTAs,
including seven for The Favourite, which was followed by an
Academy Award for Olivia Colman as Best Actress. Qur Film4 slate
performed solidly over the year, from Stephen Merchant's Fighting
With My Family, to Wild Rose, starring the excellent Jessie Buckley,
to Asif Kapadia's Diego Maradona and others. Armando lannucci's
The Personal History of David Copperfield, released internationally
at the end of 2019, has atso performed very well.

We have also focused on bringing through a new generation of
talent on screen, with a core roster of talent that feels fresher, more
diverse — and more representative of the UK as a whole.

Investing in the future

In addition to an increasing competition for viewers, it was a
challenging year commercialtly, due to Brexit and broader market
vncertainty. Channel 4's 2019 financial results were robustina
challenging market and we have a solid financial platform for future
growth and commerciat self-sufficiency.

OQverall, our revenues increased by £10 millionin 2019 to
£985 million buoyed by another year of strong digital revenue growth
(+18% to £163 million) and the incremental revenue generated by
the full acquisition of Box in late 2018. This was a great achievement,
more than offsetting the dectine in our traditional linear advertising
revenues where we experienced market decline of 3%.

2019 was a year of transformational change and investment
and as aresult, Channel 4 recorded a deficit of £26 million, in
line with our expectations. This reflects £10 million of spend in
successfully delivering the first phase of the 4 All the UK programme
and increased investment in our wider digital transformation, whilst
maintaining creative momentum with content spend broadly flat
year on year at £660 million (2018: £662 million).

Channel 4 has prudently managed its finances over successive
years and is well equipped to navigate normal cyclical pressures
on the advertising market. But the unprecedented impact of the
Covid-18 pandemic on the worldwide and UK economy has had
a severe effect on the demand for advertising in the UK, with
Channel 4's TV revenues falling nearly 50% year-on-year across
April and May 2020.

This presented huge challenges for broadcasters and the
creative industries and, in April 2020, we took swift action and put
in place immediate financial measures to enable us to navigate
through the crisis and protect Channel 4's ongoing ability to serve
its audience and investin the UK creative industries. These included
a £150 million reduction to cur 2020 content budget and identifying
a further £95 mitlion savings across the organisation. We atso
drew down our £75 million revolving credit facility to help ensure
appropriate liquidity.

We are now seeing initial signs of recovery, with the advertising
market clearly improving, which has allowed us to begin to release
some of the savings into our content budget. Though it remains
challenging to predict the evolution of this crisis, and we have
further contingency plans in place for a range of downside
scenarios in the event that the negative impactis deeper for longer
than we are expecting, | am pleased that Channel 4's unique model
has enabled us to adapt quickly when required, and 1 am very proud
of both the resilience of our business and the impact we have
continued to have throughout this pandemic.

A vital public service

In these extremely uncertain and challenging times, public service
broadcasters such as Channel 4 play a vitally important role in
holding the nation together.

We are here to inform the audience with trusted news and
current affairs, to help them stay in touch with what's going on around
them and, just as importantly, to entertain and make them feel
connected with the rest of the warld when they are isclated at home.

As the world changes, it is more important than ever that
Channel 4 keeps acting as adisrupter and a beacon for change
in content, whilst also adapting guickly to meet the challenges of
the future.

Charnel 4 has achieved so much in its relatively short history.
While we have been faced with unprecedented challenges this
year, our intention is to come out stronger. We are reinventing
ourselves for a new generation and ensuring that we become more
innovative, more creative and more relevant than ever hefore. This
is a challenge we relish.

Alex Mahon
Chief Executive
September 2020
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2019 at a glance

Rick and Morty

DELIVERING DIGITAL
TRANSFORMATION

£163m record
dlgltal. revenue s«

now making up 17% of total corporation revenue, reflecting
Channel 4's strong strategic focus on accelerating digital

995m programme
views on-demand .o«

the highest-ever level, offsetting changesin our
linear audience share

22.2mregistered
users on All 4 .1z«

attracting more regular viewers to our streaming platform

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

All 4 is the youngest-profiling public service broadcaster
streaming service in the UK; with a 16-34 profile akin to
Amazon Prime and Netflix

The Lateish Show with Mo Gilligan

FINANCIAL INVESTMENT

INTHE FUTURE

£985m corporation
revenue @ciomon2018)

led by strong digital revenue growth and investment in Box,
offsetting challenging linear ad market conditions

£26m pre-tax deficit  s31mon201s)

as Channel 4 invests inits strategic business transformation,
we budgeted a deficitin 2019 to allow for significant spend
in our 4 Allthe UK programme, while increasing investment
in digital growth and maintaining content spend

£137m cash reserves” (s4zmon20)

reduced due to Channel 4’s investment in digital growth,
key strategic initiatives and our 4 All the UK programme

¥ Cashreservesreflect the sum of the Group’s cash and cashequivalents and other
financial agsets at the balance sheet date.
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MAKING AN
ECONOMIC IMPACT

£660m total
content spend (2018: £662m)

enabling us to maintain our creative momentum
as we transform our business

£492m spend
on originated content o sasom

the third-highest level in Channel 4's history

£189m spend on productions

in Nations and Regions (2018: £186m)

ajoint-record levelin Channel 4's history

43 new suppliers
worked with in 2019 .65

274 producers worked with in total (equal with 2018),
including 166 independent producers (+8%)

...f

Hollyoaks

MUST-WATCH
TELEVISION

9.9% viewing share across
the TV channel portfolio s

asmall decline as young people move to stream
more content on-demand

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

the only commercial public service broadcaster to maintain
share among young people across the day - and we grew
16-34-year-old share by +2% in peak-time, the highest level
since 2015

7.9% main channel
BAME profile .o

our highest BAME profile ever

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

the third-biggest UK broadcaster in terms of audience reach,

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

us different from the rest.




No such
thing as too
creative

Creators
nvesting and innovating in the British creativ

e sectors
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INVESTMENT IN TV

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

film and digital content deliver to our remit.

V channel.

The Times

To make this content, we work with the best creative talent drawn
from all across the UK. This model altows us to fulfit a core part of
our mission, to strengthen the independent production sector,
by supporting a wide range of creative enterprises.

In 2019, we maintained our overall level of investment in
content across our services. Qur total spend was £660 million
across our services - level in percentage terms with 2018 and
higher than in any year prior to 2016. Content investment on the
main channel was £530 million (2018: £548 million). This was down
by 3% year-on-year, as £16 miltior was moved to our digital TV
channels, increasing their budget by 15% to £120 million.

This steady level of investment enabled us to deliver on our
content strategy, maintaining Channel 4's distinctiveness by
commissiening shows that promote risk-taking and innovation,
champion unheard voices and tackle challenging territories.

This was exemplified by a host of ground-breaking factual titles
that delivered both in terms of viewing performance and critical
acclaim during the year, particularly among young people. These
included Leaving Neverland (4.2 million total viewers, including
a share of 37.4% of 16-34-year-olds, which was 324% above the
slot average - which is the average share in the slot over the past
year), Jade: The Reality Star Who Changed Britain (2.0 million
total viewers, including a share of 14.6% of young people, up 79%
against the slot) and The British Tribe Next Door (2.1 million viewers,
including 16-34-year-old share of 17.8%, up 35% against the slot).

Qur creative risk-taking in recent years was proven with
a swathe of returning programmes that performed strongly
throughout the year: as many as 29 shows saw year-on-year growth
in 2019, including The Circle (1.2 million viewers, with its viewing
share up by 43% on the previcus series), SAS: Who Dares Wins (its
biggest-ever audience of 3.2 million, with share up 36% on the last
series), Gogglebox (3.7 million viewers, with share up 9% on the
last serigs, reaching its highest levet since 2015), and Escape to the
Chateay (2.2 million viewers, with this series’ share rising by 17%).
Channel 4 News” award-winning journalism also saw notable growth
in viewing share of 22% year-on-year during its weekday 7pm slot,
and achieved some 1.4 billicn minutes of online video views across
all social piatforms (see page 57).
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The Accident

The End of the F***ing World

High-quality
British drama

Offering a unigue take on British storytelling, our high-profile
dramas attract large audiences and received critical acclaim
across the slate.

Our biggest drama success of 2019 was The Accident, the
finalinstalment of award-winning writer Jack Thorne’s trilogy of
Channel 4 films that, in his words, "peeked behind the curtains of
this country” (following National Treasure in 2016 and Kiriin 2018).
The Accident told the story of a devastating catastrophe and its
aftermath on a local Welsh village. Each episode was watched
on average by 3.6 million people (a 16.5% viewing share}, and
the whole series (including repeats) reached a total of 8.1 million
people, equivalent to 13.4% of the UK populaticen. This was our
third-biggest new programme of the year in the @2pm slot and our
most-viewed drama since Kirf in January 2018.

Acclaimed filmmaker Shane Meadows - who has a long-
standing relationship with Channel 4 and Film4 - returned
to Channel 4 with The Virtues, a powerful, bold drama that
tackled themes of repressed memory, revenge and the hope of
redempticn. Ce-written by Jack Thorne and starring the BAFTA-
nominated Stephen Graham, the four-part series attracted an
average audience of 1.7 million viewers (7.8% share) and received
widespread critical praise. Lucy Mangan, The Guardian’s TV critfc,
labelled the drama “a harrowing trivmph”.

Amongst an eclectic slate, other dramas that stoed cut during
the year included Brexit: The Uncivil War. Meanwhile, season
two of The End of the F***ing World was a huge hit with its young
target avdience. It became Channel 4's biggestinstantly-available
box-set ever and our first title ever to attract more viewers on
All 4 than onlinear TV, with 55% of total viewing via streaming
platforms. On TV, the series drew a 14.7% share of 16-34-year-
olds (46% above slot average), with much of this growth driven by
16-24-year-olds {Up 163% on slot average). With 37% of the drama’s
audience aged between 16 and 34, The End of the F***ing World
became Channel 4's youngest-skewing drama in four years and the
youngest-skewing drama across all terrestrial channels in 2019,




The British Tribe Next Door

The British Tribe Next Door averaged 2.1 million viewers

Programme innovation

Channel 4’s remit encourages us to push creative boundaries,
take risks and experiment in our programming in ways that other
broadcasters do not.

We are constantly experimenting with new programmes and
formats, seeking break-cut hits with broad appeal. On the main
channel, in the evening period when most pecple are watching
{between 6pm and midnight), Channel 4 showed 160 new and one-
off programmes in 2019 - more than BBC Cne (148 programmes),
BBC Two (156) and ITV (91).

Factual Entertainment formats were a key focus for developing
new ideas this year. Sink or Swim followed the journey of a cast of
celebrities who couldn’t swim who — through training and support
- sought to swim across the English Channel. In aid of Stand Up
To Cancer, the four-part series attracted an average of 2.0 million
viewers and a 9.9% share of all individuals, including a substantial
17.9% share of 16-34-year-olds.

The British Tribe Next Door was a four-part series that followed
Gogglebox star Scarlett Moffatt and her family as they spent four
weeks with the Himba tribe in a remote Namibian tribal village
- while living in an exact replica of their County Durham home.
The biggest new Factual Entertainment series of the year for
Channel 4, the series averaged 2. 1million viewers (a 9.9% share},
and performed strongly with 16-34-year-olds (35% uplift in share).

To celebrate the 50th anniversary of the Apollo 11 mission,
we announced the innovative Moon Landing Live, a multi-platform
commission incorporating two major documentaries, severat short
films and cnline content.

The aim of the project was to immerse viewers in the
remarkable six days, bookended by the dramatic launch and
the moon landing. ltincluded a Twitter takeover during the
corresponding six days this year, in which mission updates were
tweeted out as live at the same time of day as the historic event.
Additionally, five three-minute films were shown after Channel 4
News during the week with updates on the mission from that
day. Few other media or technology companies have sufficient
presence across linear and online platforms to be able te run such
aproject, and only Channel 4 had the foresight to mark these
remarkable events in such aninnovative manner. Across the week,
Moon Landing Live reached 5.2 million viewers (8.6% of the TV
population). Interms of impact, 78% of viewers claimed they
learned something new from the season.
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Feel-good TV

Snackmasters

at Its

A new generation
of returning brands

We continue to invest in new programmes that are set to become
the next generation of channel-defining brands,

In a world where audiences are flooded with choice, our
strategy has been to ‘dial up the difference’ and seek new formats
and programmes that no one else would make. We launched a host
of innovative and distinctive programmes during the year, many
of which have already been recommissioned for additional - and
sometimes extended ~ seasons in 2020, and which we hope witl
become fixtures of the Channel 4 schedule in the years ahead.

New series Snackmasters saw maitre d’ Fred Sirieix challenge
Michelin-starred chefs to work out the secret recipes behind
Britain’s best-loved snacks - such as the Kit Kat, the Burger King
Whopper and Pickled Onion Monster Munch — and try to recreate
them from scratch.

Snackmasters was one of Channel 4's top criginal series
launches of 2019, debuting with an audience of 2.1 million and
almost doubling the share of 25-34-year-otds from 12.7% to 21.9%
{and a 22.1% share of 16-34-year-olds overall}. it has already been
recommissioned for a second series in 2020.

60 Days on the Streets was a three-part series in which ex-
soldier and adventurer Ed Stafford spent 60 winter days and nights
on the streets of London, Manchester and Glasgow, documenting
his first-hand experience of Britain's growing homelessness crisis.

With no money, food or shelter, Stafford self-shot his time
tiving alongside the homeless to capture the reality of their day-
to-day existence. This challenging series attracted an audience of
two million viewers (8.7% share). Following its success, the series
was renewed for another three-part documentary, 60 Days with the
Gypsies, in which Stafford witl immerse himself into Romant Gypsy
and Irish Travelling culture for 60 days.

Acclaimed by The Times’ Caitlin Moran as “the TV show of
the decade” and by The Guardion as “feel-good TV atits fluffiest”,
The Dog House was a new eight-part documentary filmed at Wood
Green, The Animals Charity, in Cambridgeshire, which takesin
hundreds of discarded, disowned or neglected dogs every year.
The staff are committed to matching their homeless dogs with
hopeful owners and the series followed the team as it tries to
find the perfect match for both human and dog.

The Dog House taunched in September 2019 and attracted an
average avdience of 1.4 million viewers per episode (a 7.4% share}.
It was Channel 4's second-highest-rating new series launch at 8pm
among 16-34-year-otds. It will return in 2020 with an extended
18-episode run.



27 Channel Four Annual Report 2019

Creators

L

1eS

fluff

The Dog House




n
R
o
]
&
k]
I

6107 Hoday jenuuy ino4 jauueyd




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

The Guardian

The Great British Bake Off

All 4

As audiences - young people in particular - increasingly turn
to streaming services for content, All 4 has continued to evolve
to meet this demand. Our goalis to provide content wherever
and whenever ovr audiences want to watch it.

2019 was another ‘best of’ year for our digital streaming
platform All 4, with our best-ever individual day, week, month,
quarter and year for viewing of our content.

Overall, we achieved record levels of on-demand viewing on
our apps and platforms, which increased by 9% to reach arecord
995 million views by year-end. This growth was driven primarily
by conrected TVs and streaming devices that plug into TVs, which
saw app viewing growth of more than 20%.

With regard to our content, catch-up programming was All 4's
strongest growth area, thanks both to strong single titles such as
Leaving Neverland, which became All 4’s most-viewed catch-up
episode ever, as wellas popular returning brands such as Celebs
Go Dating, The Great British Bake Off, Gogglebox and Derry Girls.

All 4's catalogue also includes a wide range of archive titles as
well as new programming, A raft of successful acquisitions including
Cotch-22, 90210, 30 Rock and ER contributed to our streaming
growth in 2019. We alsa created a dedicated Film4 section on All4
for the first time.

Hollyoaks was once again the biggest titie of the year on All 4,
followed by Celebs Go Dating, The Inbetweeners, Made in Chelseaq,
and Friday Night Dinner. Our reality format The Circle continued
to draw significant viewing figures — over half of the total volume
of viewing by 16-34-year-olds to the series was after the live
transmission via All 4, +1and recorded viewing.

Walter Presents, our curated channel dedicated to quality
foreign-language programming, alsc continued to see steady
growth, with video views up 4% to 32.5 million. The service now
includes more than 100 titles from nearly 20 countries and its
library features around 950 hours of curated content, including the
hugety poputar Dutch drama The Adulterer, and Deutschland 86,
the much-anticipated sequel to Deutschiand 83.

We also launched a beta test version of All 4+, an optional
paid-for service offering the public the choice of viewing our
commissioned content without ad breaks. We also made
significant technical improvements to the product this year,
including fully-rebuilt iOS and Android apps.
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Reaching audiences on
social media

Channel 4, E4 and All 4 delivered another substantial year of
growth in social media.

We are consistently ranked amongst the top six worldwide
content providers for reaching UK audiences on social media {for
video views of 30 seconds or more on Facebook and YouTube), as
measured by social monitoring platform Tubular Labs. This success
is crucially important in showing that Channel 4 is able to engage
audiences for fonger and in other places than its competitors.

Developing new ways of reaching young people is a core part
of our strategy, and social media’s potential for reaching those
audiences is clear. The Digital Creative Unit, based in our National
HQ in Leeds, has started publishing made-for-digital commissions,
including a new comedy talent strand (Sparks} and a revamped
content strand (True Stories, produced for Channel 4 by Barcroft
Studios) for Facebook, YouTube and Snapchat.

While the number of views amongst the UK media market
{defined as all UX-based creators in the media and entertainment
space) generally decreased by 20% year-on-year, the Channel 4
social media portfolio grew by 4% in 2019, making it our biggest-
ever year across social platforms (excluding the Channel 4 News
brand, which itself performed strongly, see page 57).

We grew on eveary platform (Facebook, YouTube, Instagram,
Snapchat, Twitter) but were particilarly strong on Twitter (up
51%) and Instagram (up 31%), and video views on cur Hollyoaks
Facebook page were up 58% in 2019.

Facebook users spent 11.3 billion minutes with Channel 4,
with growth in the minutes-viewed metric across our three biggest
pages (the Channel 4 page increased by 13.2%, E4 was up 0.5% and
All 4 grew by 4.7%).

We are the only UK public service broadcaster to have launched
shows on Snapchat, which has particularly strong reach with young
people. 90% of Snapchat users are 13-24-years-old and 43% of UK
13-34-year-olds have an active Snapchat account. In 2019, ocur Snap
shows attracted 35 million unigque viewers worldwide.

Our youth-focused channel E4 also remained the largest
UK broadcaster brand on social in terms of video views in 2019,
delivering almost five billion views across all platforms - double
the size of its next biggest competitor, BBC News_ This helps us to
reach young audiences, with 72% of its audience aged under 35.

NS BIUN G
TOROOK NOW?

ADVENTURES IN
STANDARD TiM

L(2arrs £ o e Gl O Nt "owe CLBBES A1 o0
H-MACE CUCTLME BCTION JETE

E YORKSHIRE POST

__ YORKHIRE'E NATIONAL NEWSPARER _ 777

1PC Swimming Championships

Youth outreach

Opening up opportunities to groups that are under-represented
in the media industry and the wider jobs market plays a vital role
in helping us deliver against our public remit,

Channel 4 runs a number of industry-leading schemes
tailored to early outreach. In particular, for the fifth consecutive
year, Channel 4 ran a national youth outreach programme of skills
workshops and chatllenges in cities across the UK in 2018.

The programme, rebranded as New Material (formerly known
as Channel 4 Pop Ups), enables us to deepen our links to a variety
of communities across the UK. fts aim is to supercharge young
talent who have taken their first steps within their communities,
to encourage collaboration, share skills and promote opportunities
and organisations looking for young talent within their local area,
while also giving them access to the experience of Channel 4 staff.

2019's New Material events were held in Birmingham, Bristol,
Londonderry, Glasgow, Leeds and Nottingham and we worked
with partners that work specifically with young people from lower
socio-economic backgrounds. The events were attended by more
than 600 young people intotal. Of these, 41% were BAME and 61%
were female.

Our Work Experience Scheme provides training and hands-on
experience of working in a team at Channel 4. This attracted 3,626
applications in 2019 and we offered 57 placements across the year.
Of these, 36% were from socially-mobile backgrounds, 46% were
BAME, 71% were female and 16% had disabilities.

Meanwhile, our Apprenticeship Scheme remains a cornerstone
of our talent strategy. Channel 4 Apprentices spend between
one and two years attached to a department in a Channel 4 office
working on arange of challenging projects that count towards
their Level 3 or 4 qualifications. In 2019, we welcomed 12 young
Apprentices, out of a pool of 2,899 applicants.

We also funded 16 young people through our Paras Production
Training Scheme, a 12-month salaried training programme to
recruit and support disabled people who want to start a career
in television. The 16 frainees have been placed into production
companies across the UK {including Birmingham, Glasgow,

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



3,626

applications received for our Work Experience Scheme

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

No two days are the same In the sales
team. The best moment is when your work
gets acknowledged by your managers. It's
an amazing feeling when you see an email
sent to the floor congratulating you on
your hard work!

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

Sharon Chapendama
Agency Sales Apprentice, Manchester

4 All the UK

Channel 4 has always had a unique place in British broadcasting.
Commercially-funded but with a public service remit, we were set
up todisrupt and shake up the TV industry by giving a voice to the
under-represented and grow the independent production sector
across the UK.

In 2018, we decided to supercharge our ability to deliver against
the remit through our 4 All the UK strategy. This major new and
significant plan aims to change the geography of the UK's world-
leading production sector, responding to broader political concerns
about the excessive concentration of the UK's economic activity in
the South-East of England. By increasing investment in content from
the Nations and Regions, as well as directly creating 300 Channel 4
jobs outside of London, we are able to also indirectly act as the
catalyst for many more production-related jobs around the country.

We have moved quickly to deliver on this ambitious plan. In
2019, we opened the doors to two new Creative Hubs in Bristoland
Glasgow and established a new National HQ in Leeds.

Our new hases are home to productionand corporate roles
from right across the business, including key Commissioners in
Drama, Comedy, Factual and Current Affairs, plus finance, product,
marketing and many more. And they have already begun to make a
tangible impact, with production companies and industry bodies
setting up or opening local branches close to the new Channel 4
locations. In expenditure terms, we achieved our joint-highest-
ever level of investment in the Nations and Regions, with 46% of
investment in first-run originated programming on the main channel
from out-of-London suppliers (2018: 45%), and a joint-record £189
million on programmes from production companies based outside
of London {2018: £186 million).

These developments will quickly unlock opportunities in the
media for new, diverse talent across the UK, and we are supporting
them with skills and training through a new Channel 4 Academy,
to be launched in 2020.

Alongside TV production, we have also invested significantly
in digital, establishing a new Digital Creative Unit in Leeds that will
create and commission short-form content, lead on social media
marketing and act as a northern-based incubator for the digital
skilts of the future.

4 All the UK will translate on screen into brand new shows
from the Nations and Regions with a regional flavour. For example,
from late 2020, Channel 4 News will regularly co-anchor from
Leeds and our new flagship daytime programme, The Steph Show,
will broadcast every weekday live from Leeds.

These changes - the biggest restructure of Channel 4 since it
was established - will ensure that we produce distinctive, original
content that reflects Britain back at itself and help to spread
opportunities in the creative industries across the whole of the UK.
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Junior Bake Off

Kathy Burke's All Woman

Building skills
across the UK

Identifying young and emerging talentacross TV, film and
digital mediais a vital part of our role as creators.

Channel 4 is committed to ensuring that people from different
backgrounds and walks of life can successfully pursue careers
inthe media industry, helping to foster the UK’s vibrant and
diverse television and film sectors. Diversity itself helps to faster
innovation, by bringing together people with different perspectives
and mindsets, and avoiding the ‘groupthink’ that can occur when
everyone comes from the same background. This strengthens
our appeal to younger audiences, and sets us apart from global
streamers that invest mostly in established talent.

In 2019, Channel 4's schedules reflected cur renewed focus
on finding and developing fresh talent, with a range of popular new
shows by up-and-coming presenters. These included on-screen
diverse talent such as Tez llyas in the late-night satirical programme
The Tez O'Clock Show, Livia Simoka in her three-part documentary
Extreme Tribe: The Last Pygmies, the award-winning comedian
Mo Gilligan in The Lateish Show with Mo Gilligan, Liam Charles as a
judge on Junior Boke Off and Aisling Bea who wrote and stars in the
comedy-drama This Way Up.

We run a number of industry-teading off-screen talent and skill
development initiatives tailored to early outreach. Channel 4 works
closely with production partners, such as our Production Trainee
Scheme for entry-level talent (see page 30). We also collaborate
with cultural and educational institutions, such as the Dispatches
Investigative Journalism Training Scheme, our partnership with De
Montfort University for its MA degree in Investigative Journalism,
and the Channel 4 Playwright Scheme, which offers five bursaries
to emerging writers. Supporting social mobility and encouraging
new entrants into the wider media industries across the UK is
crucial to our role as Britain’s youngest public service broadcaster.
in addition, we also supporta range of genre-based schemes that
help us to identify and provide a platform for future talent, such
as Comedy Blaps (Comedy), First Cuts (Documentaries), Random
Acts (Arts) and 4Screepwriting (Drama).

Through these talent intiatives, we develop a strong pipeline
of talent, supporting Channel 4's success, as well as that of the
wider UK creative sector.
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|'ve taken a different
route to get here, I've
taken risks, and l've
believed in my ability

— and those have been
the marks of my success.

t

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

Mo Gilligan
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Film4

Film4

Productions continues to back authored films from new and
established directors across arange of budgets, with a mission
to champion creative excellence and support British films

and filmmakers.

The year began with the UK release of The Favourite. Film4's
third collaboration with director Yorgos Lanthimos. This female-
skewed drama set in the court of Queen Anne grossed £16 million
at the UK box office and $95 million worldwide. A healthy awards
run in 2019 saw the film lead the BAFTAs, winning seven of its
12 nominations, and jointly lead the Oscar nominations with ten,
equalling Slumdog Millicnaire in 2008 as Film4’'s most nominated
film ever. For her portrayal of Queen Anne, Olivia Colman was
crowned Best Actress at the Golden Globes, BAFTAs and Oscars,
marking the third time in the last four years that a Film4-backed
film has produced the Best Actress Oscar and BAFTA winner
— aremarkable achievement for the film arm of a British public
service broadcaster,

2019 was the second consecutive year that Film4-backed
titles have won both Outstanding British Film (The Favourite}and
Qutstanding Debut at the BAFTAs (for Beast’s director Michael
Pearce and producer Lauren Dark).

Cold War from Polish-British director Pawet Pawlikowski
also enjoyed significant awards attention early in 2019, securing
four BAFTA and three Oscar nominations, a rare instance of
anon-English language film receiving recognition in the main
awards categories.

Other Film4-backed titles released in cinemas in 2019
included Fighting With My Family, from writer-director Stephen
Merchant (and inspired by a 2012 Channel 4 documentary), Jessie
Buckley-starrer Wild Rose (directed by Tom Harper), the third in
Asif Kapadia’s trilogy of box office smash documentaries Diego
Maradona, Chris Morris’s Four Lions follow-up The Day Shall Come
and Toby MacDonald’s directorial debut Ofd Boys.

Eight Film4 titles were selected to premiere at the Toronto Fitm
Festival in September, and most will retease theatrically in the early
months of 2020. These included slice-of-life teen drama Rocks from
Sarah Gavron, fashion satire Greed from Michael Winterbottom,
Coky Giedroyc's adaptation of Caitlin Moran’s bestseller How to
Build a Girl, two debut features - Rose Glass’s Saint Maud and Nick
Rowland’s Calm With Horses - and Armando lannucci’s adaptation
of Dickens’ classic The Personal History of David Copperfield
starring Dev Patel, which was also selected in the prestigious
opening night gata slot of the BF! London Film Festival.

The Film4 productions that were greenlit in 2019 (for release
in 2020 and beyond) encapsulate the commissioning range of
Film4’s strategy, encompassing Edgar Wright's Last Night in Soho,
made as a co-production with Working Title and Focus Features;
the Sheffield-set and -shot Everybody s Talking About Jamie, which
marks the directorial debut of the creative team behind the hit stage
show of the same name; true-life Welsh racehorse drama Dream
Horse; acclaimed playwright Florian Zeller's debut film The Father;
Louis Wain, the solo directorial debut of Will Sharpe, who previously
created Channel 4's Flowers; and debut features Passing, from
acclaimed actress Rebecca Hall, and Prano Bailey Bond's Censor,

Produc-

fioNs

Film4, the cinema
production arm of
Channel 4, is now

a pint-sized Oscars
powerhouse.

The Guardian
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More than any other UK public service
broadcaster, Channel 4 resonates
powerfully with young and diverse
audiences, reflecting their lives and
interests, entertaining them and, in

the process, helping them to navigate
through the complexities of modern life.



Never too

young to

change the
world

®
Champions
Resonance with young and under-served avdiences
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The future of Britain and Channel 4

Young people are, more than ever, at the

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

The Circle



The Great British Schoot Swap

As young viewers move increasingly towards on-demand platforms
as their primary means of finding content, we must work harder
to ensure that we continue to engage with them — by building new
brands, investing in content that appeals to them and making it
availabie where they want to watch it. Successful implementation
of this strategy allows us to strengthen our connection with young
audiences and superserve their needs.

in 2019, this resulted in disproportionately strong viewing
figures amongst this target group: we grew our share of 16-34-year-
olds in peak-time hours by 2%, and maintained our share of young
avdiences across all hours - the only commercial public service
broadcaster to do so. This year also saw the best single day for
young viewers on Channel 4 since 2006, with a share of 23.8%
of 16-34-year-olds, thanks to the launch of the latest season of
The Great British Bake Off and the first episode of Sink or Swim.

Celebrity Hunted

Moreover, in peak-time hours, Channel 4 was responsibie for 24 of
the top 30 highest-profiling programmes on TV for 16-34-year-olds,
and 20 of the top 30 highest-profiling titles amongst the even-
harder-to-reach 16-24-year-old age group.

With a 42% profile of 16-34-year-olds, The inbetweeners:
Fwends Reunited was Channel 4's youngest-skewing title of the
year, followed closely by season twe of The Circle (which had a 41%
profile of 16-34-year-olds — 20 percentage points up on the stot
average) and The Great British School Swap.
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Throughout the year, as

we made strong progress

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

via streaming.

Top young programmes
and new records

Two major Channel 4 commissions performed
extraordinarily well. The second series of The End of
the F*=*ing World became All 4's most binge-watched
box-set ever, as well as the youngest-skewing drama
since This is England ‘90 in 2015,

And Leaving Neverland, the two-part
documentary directed and produced by British
filmmaker Dan Reed, about two menwhorecount
their experiences of being sexually abused by Michael
Jackson, achieved a 16-34-year-old share of 37.4%,
making it the top youth documentary across all TV
channels inthe UK in two years. »
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The End of the
F***ing World
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—»Meanwhile, Rick and Morty achieved
ashare of 20.7% amongst 16-34-year-olds,
making it the biggest US animation for this
group on any channelin 2019 and E4's
biggest show of the year for young people.

In Entertainment, The Great British
Bake Off was another showstopper this
year, attracting a huge share of 60.1% of
16-34-year-olds, making it the second-
biggest series of the year for young people
across all TV channels.

The Great British Bake Off

Rick and Morty




Gogglesprogs

Sink or Swim

Older children
in 2019

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

This year, we continued to commission a stable of
original, high-quality programmes with popular mainstream
appealthat reflect their lives and interests and help them
to better understand the world around them.

A good example of this was Junior Bake Off. The
15-episode series — hosted by Harry Hill with judges
Prue Leith and baking ace Liam Charles - was tasked
with finding Britain’s best junior baker aged between nine
and 15. ft averaged a 27.1% share of 10-14-year-olds in
its weekday 5pm slot. Across all dayparts, it ranked as
Channel 4's third-biggest programme in 2019 for share
of older children {(after The Great British Bake Off and The
Tiger Who Came to Tea). It was also Channel 4's biggest
daytime series (pre-6pm) in terms of the volume of
10-14-year-olds for a decade (going back to 2010), while
this year it rarked as the biggest daytime programme
across all the main PSB channels for this group.

Also targeted at older children, The Great British
School Swap was a radical experiment exploring racial
segregation in Britain, in which pupils from schoolsin
very different areas swap places. This three-part series
attracted a share of 20.6% of 10-14-year-olds.

Other Channel 4 programmes made for all audiences
but with strong appeal to children this year included
SAS: Who Dares Wins, Gogglebox and Hunted.

Another successful show was the four-part series Sink
or Swim for Stand Up To Cancer. A line-up of celebrities
including Olympic gold medallist Linford Christie, The Last
Leg’s Alex Brooker and Hollyoaks actress Rachel Adedeji
were pushed to their limits - inthe process, attempting
to erase the stigma of being a non-swimmer. It achieved
a20.6% share of 10-14-year-olds.
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—Came
To Tea

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

Q: Your films are known for their distinct hand-drawn lock that
seamlessly brings a picture book to life — how do you remain both
so true to a book and breathe new energy into it?

A: We pride ourselves on our relationships with illustrators and
authors. We get to know why and how they created their successful
book and try to recreate those techniques, and the essence of the
book and their story, in the medium of animation. We have to feel
passionate about the work that we do and hope that is then borne
out onscreen.

Q: Lupus Films is unique. Why did you want to create ahand-drawn
animation studio, and what are the ingredients that go into a new
Lupus film?

A: We feel that 2D hand-drawn animation can have a particular
effect on television and cinema audiences if the stories you are
telling are emotional. We believe the emotion from the animator
drawing a character is translated directly onto screen and into the
hearts and minds of the audience.

The films we like to make touch and affect our audiences and,
that way, we hope they will stay with people, have a long shelf life
and stand repeat viewing. The books we choose to adapt tend to
be classics that have achieved book sales in the millions. They tend
to be asensible starting place from which to build a good business
model.

Q: What was the biggest difficulty to bring The Tiger Who Came
To Teato screen?

A: For me, as the producer, the biggest challenge was keeping
everyone happy without compromising creative ambition and
bringing the film in on time and on budget.

The use of white space is also technically ambitious in this film.
Trying not to overfill the frame - in order to keep the resembtance
of the book illustrations; but creating a scene which is engaging
enough for a young viewer - is quite a feat in itself.

The end of 2019 was capped with a special Christmas
treat - a hand-drawn animated adaptation of the
much-loved classic children’s book The Tiger Who
Came To Tea by Judith Kerr.

The story of Sophie and her extraordinary,
stripy tea-timed guest has enchanted generations of
children and has become a timeless classic. Channel 4
commissioned Lupus Films - makers of the acclaimed
We're Going on o Bear Hunt and The Snowman and The
Snowdog - to make the new 30-minute animation as
afitting celebration of the book’s 50th anniversary in
2018. It features a stellar cast of voices including David
Walliams, Tamsin Greig, David Oyetowo and Benedict
Cumberbatch.

Arare example of hand-drawn British animation,
the fitm took 18 months and a crew of BO artists
to produce the 36,000 hand-coloured frames of
animation, armed only with a set of coloured pencils
and an estimated 23,444 cups of tea.

A huge hit, it was Channel 4's highest-rating
programme over the Christmas period, averaging
51 million viewers and 21% share of the total TV
audience. The film particularly appealed to younger
viewers, attracting a 34% share of 10-T4-year-olds
and becoming the biggest Channel 4 programme of
the year for 4-9-year-olds, with almost ene million
viewers from this age group.

The Tiger Who
CameTo 'I.ba
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DIVERSITY

Focus on the under-served

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

By producing iconic moments that change the way that Britain
thinks about diversity - from the first pre-watershed lesbian kiss on
Brookside and the first black sitcom, Desmond’s, in the 19805 and
early 90s, through pioneering content in the late 90s and 2000s
such as Queer as Folk, and on more recently ta our ground-breaking
coverage of the Paralympic Games over the last decade — we have
brought previously neglected experiences and perspectives into
the mainstream, doing things that no broadcaster in the world had
done before.
2019 was a strong year for inclusion anc diversity at Channel 4.
Acrossall genres, we presented a modern, diverse Britain on
screen. Hightights in each genre included positive and accurate
representations of all facets of diversity, from disability to gender,
sexuality to ethnicity and more. These include:
* Documentaries: The Great British School Swap, First Dates
s Drama: The Accident, Ackley Bridge, Hollyoaks, I Am...
» News and Current Affairs: Unreported World, Dispatches,
Supershoppers
* Specialist Factuwal: 100 Vaginas, Rondom Acts,
The Curry House Kid, The Secret Life of 5-Year-Olds
* Entertainment: Sink or Swim for Stand Up To Cancer,
The Last Leg, The Big Narstie Show, The Lateish Show With
Mo Gilligan, The Tez O'Clock Show
* Sport: World Para Swimming Championships 2019
¢ Factual Entertainment: The Circle, Gogglebox,
The Undateables
The Big Narstie Show s Comedy: Home, Derry Girls, This chy_u,o
» Features and Formats: The Great British Bake Off,
The Restaurant That Makes Mistakes.

84% of our programmes met our Commissioning Diversity
Guidelines, which set genre-specific diversity targets on- and
otff-screen.

We achieved 100% subtitles across all linear channels,

6% signing on Channel 4 and E4 and over 40% audio description
across all linear programmes for the first time (with £4 at 75% of
audic described programmes). We also introduced several sighed
box-sets on All 4, including for The Inbetweeners and Derry Girls,
leading the way in our provision of access services.

Qur programmes also appealed to diverse avdiences. Across
2019, we increased our BAME profile on the main channelto 8% —
our highest level ever, Our BAME share also grew by 3% on the main
channgl, to a total BAME viewing share of 5.1%, while cur BAME
pertfolio viewing share was 2.2% (2018: 9.5%). Some of our top-
rating programmes with BAME audiences included The Great British
Bake Off (32% BAME share}, Leaving Neveriond: Michael Jackson &
Me (22%), The Great British School Swap (16%) and Three Identical
Strangers (17%).

We also championed diversity in between our programmes
through our £1 million Diversity in Advertising Award. This year,
we invited agencies to create campaigns that tackled the lack of
representation and stereotyping of the LGBT+ community. Starbucks
and Iris won the prize, with their ad airing in February 2020.
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Warrior Women with Lupita Nyong'o

Black History Month

Channel 4 marked Black History Monthin October with
adedicated season of docu-series and films on its linear
TV channels and online.

The main channel showcased three recent Oscar-winning films:
Jordan Peele's Get Out, which detivered the biggest audience of
the season, coming-of-age drama Moonlight, and Fences, starring
Denzel Washington and Vicla Davis. Taken together, the titles
shown on the linear channels reached 6.0 million viewers (10%
of the TV population}, delivering strong BAME representation on
screen during the month.

Complementing this, All 4 gave prominence to a curated Black
History Month collection that included most of the titles shown on
tinear TV, alongside some new content (such as Warrior Women with
Lupita Nyong‘o) and programmes from the Channel 4 archive that
revolved around the black British experience (including Chewing
Gum, which recorded a four-fold increase in viewing during the
month, Desmond’s and The Black Leshian Handbook). A highlight
of the collection was a series of six exclusive films from gal-dem,
an online platform committed to telling the stories of women and
non-binary people of colour.

Viewers of the season praised the range of programmes and
films available in the All 4 collection and said they appreciated
seeing new, emerging talent. They felt this type of content is exactly
what they'd expect from Channel 4. Indeed, 92% of those who
watched at [east one programme within the season agreed that
“Channel 4 makes distinctive and different programmes” and is
seen to “tackle issues other channels wouldn‘t”.

Channel 4’s Black History Month season also attested to the
broadcaster’s reputation as a champion of diversity and a platform
for unheard voices, with two-thirds of viewers agreeing that
“Channel 4 refiects the diversity of the UK within its programming”
and that Channel 4 is the leading broadcaster for “giving a voice
to the under-represented”,

IPC Swimming Championships



TR (L8
i Ilm‘;: _

L'f

Michaela Coel

New inclusion strategy

In October 2019, Chief Executive Alex Mahon launched a
new Inclusion and Diversity strategy, with a vision to build
on Channel 4's heritage as atrailblazerin diversity.

Four years after launching our ground-breaking 360° Diversity
Charter, this new Inclusion and Diversity strategy is aligned to the
organisation’s corporate strategy and is fully focused oninclusion,
social mobility and authentic portrayal. The strategy has three key
components:

» Aninclusive workforce: to instil a culture where the power
of the diverse workforce is celebrated, and people recognise
that diversity of thought generates richer ideas.

* On-screen: to shift focus to authentic portrayal and
representation, allowing audiences to recognise themselves
on screen.

* Leading the industry: to be adriving force and pioneerin the
industry oninclusion and diversity.

Gurambition is to be a beacon for the UK industry of what an
inclusive, diverse and creative culture can look like, and to give
Channel 4 a creative and competitive edge.

Channel 4's commitment to diversity was recognised through
a number of awards and accolades in 2019, At the 2019 Mind
Media Awards, Shane Meadows’ powerful four-part drama The
Virtves won ‘Best Drama’ and, for its commitment to mental health
reporting, Channel 4 News won ‘Best News and Current Affairs’.
Qff-screen, Channel 4 was named as a ‘Top 10 Outstanding
Employer’ at the Ethnicity Awards 2019, and ranked in 35th place on
Stenewall's 2020 list of the top 100 inclusive employers for LGBT+
staff - the first time in its history that the organisation has been
included in this list - while Stonewall also recognised Channel 4
as atop trans employer.

Faces of E4

A key focus of Channel 4's on-screen Inclusion and

Diversity strategy is to shift focus to authentic portrayal
and representation, in order to allow audiences to recognise
themselves on screen.

As part of this, in July 2018, Channel 4's Creative Diversity
team launched a new on-screen talent initiative, Faces of E4, to find
candidates who would go on to become the new, young and diverse
on-screen stars of E4 - whether presenters, actors or comedians.
E4 has a well-established heritage as alaunchpad for talent, kicking
off the careers of well-known names including Russell Brand,
Jameela Jamil, Jimmy Carr, Michaela Coel, Daniel Kaluuya and
Kaya Scodelario.

This nationwide talent search is being ied by production
company Fully Focused, which has been charged to find new talent
fram a range of backgrounds across the country, who come without
significant mainstream orterrestrial broadcast experience. It
kicked off the process by organising a number of pop-up events
in Liverpool, Birmingham and London in the avtumn of 2019. The
search remains ongoing and will then move into the next phase
(in 2020 and beyond) in which selected new talent will be given
training to help with their development, as well as exposure on E4,
which could see them involved across digital content, social media,
in-vision continuity or starring in new shows.

Faces of E4 complements a separate scheme, also funded
through Channel 4's Creative Diversity team, called Faces of
Factual, in which four companies were tasked to identify and
develop new diverse regional talent and ideas in 2019. The results
of this search are already providing dividends, with new talent
already being used in programmes that have been commissioned
for 2020,
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Lur investment in programming made in the Nations and Regions
sn’t just about the economic impact - itis also integral to ensuring
hat we reflect a wide range of voices, experiences and stories
drawn from across the UK. We believe that, more than ever, viewers
ant to see their local areas portrayed on TV, and that deing so
ontrasts with the international settings of most programmes
offered on the biggest streaming services. As such, thisis not just
he right thing to do, but it also makes commercial sense, delivering
higher levels of viewing across the UK.
As evidence of this, Derry Girls returned for a second season
in 2019 — with its vibrantly-portrayed local setting - and became
hannel 4's second-most-watched seriesin Northernireland ever,
only behind the comedy’s first series.
Jack Thorne's drama The Accident, filmed in Wales and telling
he story of how a catastrophe impacts a local Welsh community,
as Channel 4's biggest drama launch in Wales since Humans in
0015. Emphasising the appetite for programming based in regions
nearto them, the series averaged a 13.9% share among viewers
living in Wales — almost three times the slot average of 5.3%.

It is no coincidence that many of our most popular returning series
also reflect British diversity; thisis an important criterion for cur
commissiening teams and production partners. The Great British
Bake Off showcased hakers from across the country, including from
Chester, Durham, Halifax, Leeds, Leicester, Somerset and Tenby.
And each episode of Goggiehox features families drawn from a
range of locations across the UK, including Bristol, Caerphilly,
Leeds and the Wirral.

These shows feel distinctively British and help Channet 4
to stand cut and attract audiences. Thisis shown in our viewing
figures, with shows like Gogglebox and Celebrity Gogglebox
recording a higher share of viewing in every region of the UK
{againstits slotaverage).
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Too
-~ challenging
to ignore

Challengers




With a range of uniquely Channel 4
programmes, we challenge and engage
mass audiences to think differently.
Through this, we create better social
cohesion across the UK.
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'__.T;i', l 4 makes avital contribui:lon to the natmnal
e by providing a platform for alternative voices.

In a rapidly changmg world, Channel 4 stands out from
other pubhc service broadcasters and global streamers | ;
sa ;mg somethmg impactful about Britain, pmvokzng

| ’[iilmg unheard stcnes from acrcas he

P Sp— [T YRR ST S PR RC N PP

At;xts'-r‘nost 1mpactful Chann ela cantent exf
the truth and actsas a powerful catalyst for change. ;
Oura? nbition is to reflect Britain back at itself, to -
vallenge easy assumptions and te*mffer someth ng
'a”nd dastmctwe to the coun-” «




viewers watched Channel 4 News
each month in 2019 (+6%) '

- wewingshare g(ow;h in 2@19 o
- Chaininel 4 News* main waekday
evening programme, to 3.7%
~ of viewing, the h:ghest teve{
since 2010 o

R Wmmw inan engagingmanrer. -
-. ’iﬁfl&m?a%yeawon»wm 37% of viewiti .

Channel 4 News

Atthe hurtohummpravkionlsourﬂaptﬂp Chcmaeum
the only hour-long nmpwsrammlnpuk—umconthe malin
PSE channels. :

This extended running time enables us to telt stories from
muitiple angles and in more depth. Channel 4 News stahds out
from other mainstream news broadcasters by combining rigorous,
thorough analysis with a lively, accessibie presenting style.

in a world of online disinformation, the provisionof

independent and authoritative news by public service broadcasters

is more important than ever. In 2019, Channel 4 News continued to .
be seen as the most highly-regarded niews providerin térms ofits
independerice from the influsnce of big business and) govemman‘t
leading the other main UK broadcasters by clear marging | read

.more analysis on page 105).

As the United Kingdom moved closer to exiting the: ﬁuropean
Union, Brexit was the dominant topic throughout the yaar. The
climate emergency attracted a significant amount efmerage

© sseBuepeyd

~ cited by DawdAttenboroughas*laadingmm asﬁﬁdthe R

ongmngwar in.Syria, and U$ politics.

-Formany voters, the climate crisis wasékeyissue in .

_ December's General Election, mdcmmemnmmasdtm :
© world’s first-gver party leaders’ climate debate, whiehtoekmr

the 7-Bpm news hour on 28 November. The pmgtammgaveraged

- 884,000 viewers (a5% share), with a remarkable 7.9% share -

of 16-34-year-olds - the biggest viewing share am:mgstyoung
audiences for Channel 4's weekday evening news since. 0m.

The debate becamemefourth-mast—taikéd aboutsvantin the -

'eiaction laccording to Lord Ashcroft Polls) and raised the debate .
_aboit the climate emergency across the country, Thehashtag -
. '#ClimateDebate’ trended worldwide and generated 243,000

twaets and was watched by over three million viewers in- total

tincludling eups, live video and the programme self)dtwas also.
.~ Chanhel4's second-highest talked-about progiamme of the year © = -
- overall. it demonstrated that young audiences canbe feached with = -

in-depth and authoritative ﬁmrageufimmatism if Mm ,
ﬂﬁpmsmmmw&swm
2070, Chonnal 4 News’ increase inreach wasall

E ‘ -Smmmothwwbﬂcsemebrmdcwsaﬂmedmugg; .
in ﬂm monthly reach of their national news pmgramme,

' BAME audiences also grew in 2019, byone psrcentage polm, '

't 16% of Channel 4 News' total viewing ~ the joint-highest figure -
*  achigved over the last decade. Amongst the main PS8 channels’

news programmes, Chonne! 4 News is the only one whose:

i byBﬁM&wdiencesaxcesdsthnsmupsm msmaﬁnﬁmmw B

n ieauma;«gi o bnamund ?aa‘m%
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Krishnan Guru-?-

Cathy Newman

We have worked hard
to build a big digital
avdience, especially
amongst younger
people, while not
compromising on any

of Channel 4 News’ core
principles or values.

Leading digital news

As avdiences - young ones in particular - spentevermore time
using digital and social media, Channel 4 News continued to
expand its digital presence in 2019, helping it to engage with
these audiences.

In total, some 1.4 billion minutes of Channel 4 News videos
werc watched across all eocial platformes in 2079

Channel 4 News video views grew by 65%, to 187 million, on
YouTube,; and by 64%, to 185 million, on Twitter. The total number
of YouTube subscribers grew to more than one million.

There were even greater increases amongst 16-34-year-old
viewers in the UK en YouTube. Video views increased by a huge 72%
to more than 25 million. And the number of minutes of video viewed
in 2019 was almost double the corresponding figure for 2018.

Of the most-watched Channel 4 News videos on YouTube,
two-thirds were about politics or Brexit. This reflects the massive
interest among young people for high-guality news on platforms
where they access information. Dwell time was also substantial:

UK audiences watched seven minutes of Channet 4 News content
onaverage, a large figure for video in social media.

Channel 4 News also expanded its brand on other social
platforms. At the end of 2019, Channe! 4 News launched Rated,
an Instagram Stories explainer series made in the mabile-friendty
vertical video format. And it was commissioned to make Uncovered,
aweekly news programme - also in vertical video - for Facebook
Watch, making it one of the earliest suppliers of content to
this platform.



Ben De Pear

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

Q: Why does reporting news in depth still matter?

A:lnan eraof disinformation and disruptien, our programme

is a unique hybrid of serious in-depth daily news, revelatory
investigations and quality short-form fiimmaki