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Media consumption has fragmented, and traditional channels have become less dominant

ADULTS

Source: TouchPoints 2020 (lockdown), IPA. Base: adults 15+. Includes only media which carries advertising
and people choose to consume. TV, radio, newsbrands & magazine figures include online/app consumption.
Other online video inc. YouTube, Facebook & TikTok



Total video time has been going up, whilst ‘TVs’ share (and volume) has been reducing
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Source: 2010-2021, BARB / Broadcaster stream data / IPA TouchPoints / Pornhub / Rentrak (2010 -2020) / CAA (2021} / ONS / Comscore, Individuals



Threats to our viewing or Opportunities to embrace?

Platforms
Pucks
Sticks
Boxes

@ OS's
Interfaces

Apps
Consoles
Services...

" |OS All of which provide

opportunities to reach
viewers and/or deliver
viewing




TV is experiencing a surge in spend from ‘online-born’ businesses
Increase in linear TV expenditure, Jan to Dec 2021 vs. Jan to Dec 2019

INCREASE IN LINEAR TV EXPENDITURE (£M)

Food Delivery/ Used Cars Other Streaming Online Marketplace  Price Comparison Technology Mattresses Social Media Gambling/Lottery
Food Subscription Platforms Websites
Jan to Dec 2021
Total spond £127m £74m £127m £52m £134m £134m £59m £27m £23m £68m

Source: Nielsen Ad Intel, Thinkbox-created category of online-born businesses. Brands shown are not the exhaustive list, but account for the majority of spend
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Strategic pillars
What we must focus on
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Content
Prioritise digital growth
over linear ratings

Viewers
Put viewers at the heart
of our decision-making

Commercial
Diversify new revenue streams
to underpin our sustainability

Partnerships
Focus on strategic partnerships
to complete more effectively




All 4 is the UK’s biggest free streaming service

Prioritise digital growth




Investing in younger viewers
Commissioning with All 4 in mind

“Binding a new generation to
strong public service media”

+£25m 2022
+£50m 2023

Tripling our Spend on 1624's.

Viewer’s at the heart




With a clear commitment to serve the nation’s needs

Viewer’s at the heart




WE ARE

45TUDIO

Channel 4's digital content studio,
set up to create and distribute
content for 18-34's on social.

Our focus is on digital growth with
youth audiences across the UK.

We work with like minded,

bold brands and take them into
youth culture and entertainment.

New revenue streams




With a unique
Commissioning model

Our branded content is
consumed just like our
original content, which in
turn drives more
engagement and views
for brands, through an
entertainment first model.

Original Branded

New revenue streams



http://www.youtube.com/watch?v=81MCadfqOZ4
http://www.youtube.com/watch?v=Eg9ZlTN40JE

And our most recent announcement

Strategic partnerships




Resilience is one thing, but the strategy is behind true growth

Millions of views, 2010-2021F
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Our digital sales (via All 4) are ahead of last year and the market

Figure 5: Channel 4 digital revenves
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Measurement
‘Closing the Gap’



BARB closing the gap -Reducing Unmatched Viewing




BARB closing the GAP - using new (Focal) metering




BARB Closing the Gap -And changing how we report

BARB measured viewing to “It’s a Sin”
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Source: BARB



And the effect often goes beyond the screen

+200%

increase in
HIV testing




BARB: closing the gap —which helps us in the following ways

What we report

High rating drama with a
strong young audience with
>50% watching via All 4

How we commercialise

Understand our relative
performance vs our
Strategic aims

How we distribute
and acquire content

New data on the new
platforms

TikTok

How we market and
reach new audience

Where we can recruit, test,
and learn




Thank you!



