Investing
1N creativity

Channel 4 is unique. Publicly owned but
commercially funded, our main priority is

to fulfil our remit while funding our activities
independently in the marketplace. This is

an empowering model. It provides us with
freedom from both Government and
shareholder influence, enabling us to focus
our energy and revenues on delivering our
public purposes.

Our status requires a distinctive approach
that maximises public value within our
commercial means. In practice, this means
a cross-subsidy model between different kinds
of content (see graph). Put simply, the
advertising income from some of our activities
penerates enough of a profit to support content
that is more risky or less commercially
focused. While our aspiration must be to find
ideas that achieve high levels of both public
and commercial value, our model enables us
o continue providing challenging or specialist
programming which is not commercially
self-sustaining. Content that no longer delivers
sufficient commercial or public value
is retired.

Our reliance on commercial funding means
that the amount we can invest in content
depends directly on the revenues we can

How Channel 4's
cross-subsidy model works

Publiz Impact

Commearcial Return

Creative Economy Impact

In addition to the public value delivered directly
to audiences, Channel 4's considerable
investment in television and digital media means
we play a vital role in supporting the UK's
creative industries. Ox ford Economics estimates
that Channel 4 contributed £1.1 billion to UK GDP
in 2040 {vws £1.0 billign in 2009} and supported
28,000 jobs (vs 27,000 in 2009) through its own
activities, procurement from its supply chain
and increased consumer spanding through

the payment of wages.

generate in the market place. Channel 4's
primary form of income remains advertising,
driven primarily by our TV channels and
increasingly from our online activities. With
an advertising market that is highly responsive
to fluctuations in the wider economy, as well
as long commissioning lead times, setting
a content budget is no easy feat. It demands
that we take market forecasts into account
alongside our overall content objectives.

In order to achieve the greatest impact,
the scale of our investment in different services
must reflect their reach. For this reason,
the majority of our investment remains
on the main channel, where audiences are
significantly larger than for any other service.
At the same time, in line with our enhanced
remit in the Digital Economy Act, levels of
investment in new content across digital
channels and online are increasing.

Total content budget

Channel 4 spent a total of £378 million on
content in 2010 across the main channel,
digital TV channels and digital media. Despite
unpromising market conditions at the start

of the vear, this was 3% more than was spent
in 2009, and substantially higher than initial
forecasts. This boost in our content spend was
a consequence of an upturn in the advertising
market in the second half of the year.
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Of this total investment, £3566 million
was on television programming across all our
channels, including originated and acquired
content. A further £12 million was invested
in digital media — up 46% on 2009. This
was larpely driven by increased investment

in cross-platform content, increasing audience

engagement with our programming.

This is in line with an overall rise in
the proportion of our investment in digital
services. 18% of our total content spend
was on digital channels and online content,
compared to 15% in 2009, £91 million was
spent on the digital TV channels, up 20%
year-on-year, of which £27 million went
on originated content — up 14% from 2009,

Investment in original content

Originations continued to account for

the majority of our content spend, with

£362 million invested in originated content
across all services in 2010. This was down 3%
from 2009, This reflects the amount of time it
takes to pet commissions on-screen, meaning
that while we were able to invest in some fast
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turn-arcund programmes, such as the live
shows Million Pound Dirop and Ome Born At
Christras, a disproportionate amount of the
overall increase in the content budget was spent
on acquisitions (originally planned for 2011).
This provides us with greater commissioning
flexibility in 2011, allowing us to maximise our
commitment to original content as we undergo
creative renewal in earnest.

We were able to increase the hours of first-
run originations on the main channel, as well
as growing the proportion of first-run
programming in peak-time on the main
channel, as we sought o maximise the impact
of our original commissions. While overall
commissioning spend on the digital channels
increased, the total number of first-run
originated hours on these channels fell as a
result of the ending of the high-volume More4d
News. This meant that there was a slight fall in
the average daily hours of first-run originations
per day across the portfolio (excluding live
streaming of Big Brother-related programmes).

We broadly maintained a mix of genres,
with increases in first-run originated hours
for factual and comedy. The volume of news
dropped following the decision to cut Mored
News and scale back the lunchtime bulletins
on the main channel, as we sought to prioritise
the main Channe! 4 News programme and
investment in news online. As a result of our
education commissions moving wholly online
in 2010 (see page 62}, there were no first-run
television hours in the Education and Older
Children category.

Across the main channel, E4 and Mored
programmes commissionad by the network
as a whole (“network originations™) accounted
for 33% of all broadcast hours and 61%
of all peak-time hours, broadly the same levels
as in 2009. The breakdown for the individual
channels is shown in the chart “Programming
mix on the main channel™.

Licence requirements

We met all our quantitative licence
requirements in 2010, exceeding our obligations
in areas such as production in the nations

and regions, originated hours in peak-time

and audio description.
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Making
an impact

It is not enough for Channel 4 simply

to commission and distribute content.

To deliver our remit effectively, we need

it to have impact — to be different, to be
innovative, to challenge, provoke and inspire.

By playing to their various strengths,
different genres enable us to fulfil our remit
and have an impact both on the audience
and the wider world. Documentaries, dramas
and comedy can all provide intimate insights
into complex subject matter, highlight
important issues and stimulate debate.
Diigital media allows audiences to engage and
interact with content in new ways. Mews and
current affairs stimulates debate that can drive
real-world change.

Throughout this report we look at the
different ways in which we have delivered
impact in 2010, In “Domg things the Chammnel 4
woay™, we illustrate how our commissioning
ethos ensures our content is innovative and
diverse, as well as outlining our impact on
the creative industries of the UK. Individual
chapters on the main genres explain
our editorial intentions, highlight key
programmes, strands and digital media
projects, and assess our impact in these areas.

The way in which we reach people with our
content — both the general population and
specific audiences — is assessed in “Engaging
the Audrience™.

Across all these chapters, we draw on
a range of research to assess how audiences
respond to and engage with our content.
This includes industry data on TV viewing
and online usage, and our ongoing audience
tracking statements which measure our
reputation relative to the other public service
broadcasters. We also present the results of
bespoke research commissioned by Channel] 4
examining the impact of particular
programmes and projects.

Key reputational values
In this section, we focus on our overall brand
reputation — an essential way of understanding
audience impact. Here, we present eight
tracking statements drawn from our regular
audience surveys, which reflect important
elements of our remit. Through face-to-face
interviews and an online panel, viewers are
asked to state which of the five main public
service channels (BBC One, BEC Two, ITV1,
Channel 4 and Five) is best for a series of
statements covering different kinds of output.
The results show that we have maintained
a strong reputation for promoting alternative
views and for being distinctive, stimulating
and inspiring — with significant leads over the
other broadcasters in all of these areas. While
it is encouraging in a vear of transition that

there are few significant changes year-on-year,
we have seen a marginal decline in our
performance across the measures. It is
important that audiences feel we are delivering
on our remit, and as we refresh the schedule
and inject more creative risk-taking and
ambition into our commissioning in the
coming years, we aspire to strengthen our lead
over other channels in these key measures.

To reflect our remit to stimulate debate,
we ask audiences which channels make them
stop and think, and which are the most
provocative. We performed strongly on these
measures in 2010, with 24% of respondents
selecting Channel 4 as being the channel that
is best for showing programmes that made
them stop and think (2009: 25%). Our lead
over the next highest channel, BBC Two,
widened. We increased our already strong
reputation for being ‘provocative’, 30%

Amish: World's Squarast Teenagers

of respondents selecting Channel 4 in 2010,
29 points above the next highest channel,
BBC One. Our current affairs and
documentary strands — such as Daspatches
and Cuttimg Edpe — in particular contributed
o our reputation in this area, while other
programmes cited by respondents included
Big Brother, Hollvoaks and Shameless.

In line with our remit to promote
alternative views and new perspectives, we ask
viewers to state which channel most allows
people an alternative point of view. 26% of
respondents chose Channel 4, level with 2009,
We maintained a lead on this measure over
both the average for the other main PSB
channels and over the next highest channel,
BBC One — although both leads fell year-on-
vear. A wide range of programmes contributed
o Channel 4% reputation in this area,
including news, documentaries and




international current affairs strand
Unreported World,

Channel 4 continued to rank the highest
in our key indicators for inspiring change
—with 18% of respondents selecting it as being
the best channel for giving them new ideas,
and Z2% selecting it as being best for making
them “think about things in new and different
ways". However, we saw a slight decline in
both our overall performance and our lead
over other channels in this area, which we
will seek to improve upon through our creative
renewal process.

We broadly maintained our reputation
for content that is distinctive — maintaining
strong leads in all measures in this area.
We strengthened our reputation for taking
‘a different approach o subjects compared
to other channels’, with 33% of respondents
selecting Channel 4 as being the best channel,
22 points above the next highest channel,
BBC Two. 36% of people selected Channel 4
as being best for covering “ground that other
channels wouldn't’, level on 2000 and 23
points ahead of the closest competitor, Five.
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Our documentaries were strong drivers

of our reputation in this area, with Duspaickes
and Big Brotker also cited by respondents.

As the main PSB channels find it particularly
challenging to engage vounger audiences with
public service content, our reputation for being
‘youthful” is also a key point of distinctiveness.
32% of people selected Channel 4 as being the
most youthful of the main channels, slightly
down on 2009 but still markedly ahead of the
other channels. However, our leads on these
latter two measures fell slightly. Creating
content that feels unigue will continue

to be a priority in the vears ahead as

we look to improve upon these results.
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Insidle Incredibie Athietes
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Channel 4 exists to offer something different —to surprise,
to challenge established orthodoxies, to pioneer fresh
approaches. In a world of increasing homogeneity we aim

to bring originality and innovation, and breathe life into new _ .
ideas. Our distinctiveness on-screen stems from the ethos

of creative diversity that lies at the heart of everything we do.




We can best achieve our creative ambitions
by working with the broadest pool of talent,
taking risks, partnering with a wide range
of organisations, innovating in the form and
distribution of creative ideas and representing
the diversity of the UK. For Channel 4,
diversity is not a question of ticking boxes.
It is much more fundamental; it stems from
the range of people we work with and the
blend of content we commission, as well
as the different groups we represent.

When we get this right, it is what makes
us home to ideas and voices that would not
be found anywhere else.

Creative diversity begins with diversity
of supply: we aim to work with the widest
possible mix of talent from across the UK and
from a range of backgrounds. The broader the
production base, the more wide-ranging the
experience will be for viewers.

The main Channel 4 service invested
£321 million in first-run external UK
commissions in 2010 — a slight fall from 2000
(see pages 10-11). The latest industry data (for
2009 shows that we spent more on the external
production sector than any other commercially
funded public service broadcaster, and worked
with more independent suppliers than any
other broadcaster. Our own figures show
that we commissioned programmes across
the channel portfolio from 266 different
companies in 2010, more than 10% of which

were new to the organisation. We hope these
numbers will increase in future vears as the
new Creative Diversity department works

to broaden our supply base. In addition,

we are also building relationships with a range
of new digital companies. Across digital media
we worked with 91 suppliers in 2010,
commissioning many companies, such

as Fish in A Bottle in the West Midlands

and Tag Games in Scotland, for the first time.

To broaden our supply base, we look for
talented suppliers across the country. This
benefits the creative economy whilst enabling
us to better represent life in different parts of
the UK on-screen. In 2010 we increased both
the value and volume of first-run originated
content on the main channel that comes from
the nations and regions of the UK. Across the
channel portfolio, we spent £125 million on
companies based outside London. A particular
priority was to expand supply from Scotland,
“Wales and Northern Ireland. Thanks to major
commissions including $rhoughs.ro (Belfast),
That Paralympics Shore (Cardiff) and Frankie
Bovles Tramadol Nights (Glasgow) our
expenditure in the Nations accounted for
4.5% of our first-run criginated spend on the
main channel {exceeding our 3% quota) and
11% of our portfolio spend outside London.
This was a significant increase from 2000 —
with an additional £4.4 million spent across
the portfolio on projects in Scotland alone.
We have also looked to broaden the spread of
our digital commissioning, including projects
in Bath, Dundee and Sheffield. From 2011,
we have committed to spending at least 35%
of our digital media commissioning budget
outside London.

Our desire to broaden our supply base
extends to communities that are under-
represented in the industry. In 2010 we
worked with production companies such
as Maroon Productions and Juniper
Communications, which draw their talent
from diverse ethnic backgrounds, as well
as placing a special emphasis through our
online education projects on working with
female writers and developers, a group still
under-represented in the digital media sector.
We also developed initiatives, such as the
Production Trainee Scheme, giving talent
from marginalised backgrounds experience
in the industry.

At the culmination of two yvears in which
Channel 4 chaired the Cultural Diversity

al 475 first-run originated




MNetwork, 280 production companies had
signed the CIDIN Pledge to improve diversity

respondents — with a 23 point lead over the
average for other PSB channels compared People who belleved Channel 4 Is tha channe

to which the following statements most apply...

within the broadcasting industry.
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to a 16 point lead across all respondents.
At the start of 2010 Channel 4 won
the television rights to the London 2012
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statements recognised our distinctiveness in front of the camera beyvond 2012,
in this area, with significant leads over other Owr vision for the Paralvmpics reflects
channels for showing different kinds of our long-running commitment to bringing
cultures and opinions and challenging dizability into the mainstream. In 2010, -F —
prejudice. As outlined below, we are also participants with disabilities contributed q:'
substantially ahead of other channels for e 6% to some of our most popular peak-time series, BEC Tw
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different ethnic groups and disabled people. 008 o010 Location Location Location and three women
However, despite the increase in output, ) with physical disabilities in the series How To S— Channel 4
in all these cases both our overall performance Look Good Naked.. With A Difference. This .E Five
and our leads over other channels were down. series attracted a large mainstream audience [ visatiza
In 2011 and beyond we will continue to reflect and succeeded in challenging preconceptions: Al
and cater to diverse groups, and will seek to reaching a peak audience of 2.6 million
understand and improve audience perceptions viewers, and 45% of respondents to a bespoke
of our work in this area. survey sayving that it chanped the way they

We sought to reflect diverse cultures and think about disabled people. Our ongoing
perspectives in every part of the schedule tracking survey showed that viewers still
in 2010, from My Big Far Gypsy Weddimg’s believed Channel 4 was the best of the main n: " P
portraval of a misunderstood community L T ... ] §
to [ Am Slave’s story of a Sudanese domestic — __ — . .f BED Twe
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ethnic groups. This was stronger still amongst
Black and Minority Ethnic (BAME)

This BAFTA-nominated ohservational
documeantary strand returnad Torits
third series in 2000, Miming the Nigarian-
born Adesinas around the clock over
gight wesks. The series continued our
commitment to show, in peak time, the
diverse cultures of Britain, documenting
the trials and tribulations of family Efa in
Britain’s Black African community and
the impact of changing values batween
the generations.

It offers view points from diffarent faiths
and cultures on issues ranging from
abortion, sexuality. marriage and
euthanasia. A true cross—platform
initiative, it PEPresENts creative
diversity in action, with the television
content made by 8 Baifast production
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public service channels for showing the
viewpoints of disabled people. The narrowing
of this lead from 2000 highlights the challenge
we face to make more of a noise about disability.
Channel 4 has by far the strongest
reputation of any broadcaster for portrayal
of the lesbian and gay community. This was
shown in our own tracking survey and
reflected in two external reports published
in 2010 {by the BBC and Stonewall). Teen
sexuality was a priority area for us: Skins
continued to develop a lesbian storyline,
Huollyoaks featured the arrival of a transgender
teenager and Sexpertence gave frank insights
into the challenges of coming out. Our
tracking survey showed that Channel 4's lead
over the other main PSB channels for showing
the viewpoints of gavs and lesbians fell in 2010
back to 2008 levels, after a particularly strong
year editorially in 2000,

=

a3

203

4

Innovation is a central element of Channel 4%
remit and our commitment to trving new
things was evident in much of our output,
whether in format or new approaches to
technology. Blitz Street and Inside Nature’s
Giants brought bold new approaches to the
traditional penres of history and science.
One Born Every Mimute explored the potential
of fixed cameras to provide unprecedented
intimacy to an observational documentary,
and in Seven Dhays we sought to push the
boundaries of reality itself, enabling viewers
to influence real-life events using interactive
tools. Owerall we showed 230 new and one-off
programmes in 2010 — fewer than BEC Two
but a higher volume than either BEC One
or the commercial public service channels.
The 13% decline year on year was largely due
to the replacement of 3 Minute Wonder, which
contributed a large volume of individual one-
off programmes, with the $though:. ro strand.
2010 also saw further developments in
digital innovation, with a range of dedicated
digital projects. This included The Curfern,
an immersive educational game about civil
liberties, and Such Teveet Sorrow — a critically
acclaimed partnership with the Koval
Shakespeare Company and the Birmingham-
based digital agency Mudlark, which retold
the story of Romeo and Juliet through the
medium of Twitter. These and other digital
projects brought Channel 4 an impressive
37 nominations at the British Interactive
Media Awards.
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testing and cinematography it revealad

it ol the inside story of how Paralympic

athletes achieve sporting excallence.
The programme showed viewers hoe the
bodies of thess alite athletes can adapt
to their disabilities, anabling them to
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Audiences recognise and appreciate
Channel 4's commitment to innovation.
In our ongoing tracker survey, we maintained
significant leads in 2010 over the other main
public service channels for taking ‘risks with
programmes that others wouldn't', for “always
trying something new”, and for being ‘trend-
setting” and ‘experimental’. However there was
a small decline in our lead on several of these
statements, a trend we hope to reverse in
coming years as we introduce more risk-taking
and experimentation o our commissioning.

Channel 4 works with creative talent
throughout their careers, whether giving
established voices the opportunity to try
something new, or providing newcomers with
their first break. In 2010, we commissioned
producer Phil Bowker o write and direct his
first series, PhoneShop, while The IT Crozed's
Richard Ayoade worked with Film4 to direct
his first feature film Submarine. We also gave
emerging comedian Morgana Robinson

a debut solo show on the strength of her
audition tape.

We dedicated 21 hours of first-run originated
programming on the main channel © new
talent. This is a fall of 51% from 2000, largely
due to our replacement of the long-running
talent strand 3 Minute Wonder. This decision
enabled us o prioritise investment in strands
such as First Cut, that give more extended
opportunities w emerging film-makers, while
also enabling us to refresh the slot with the
introduction of the faith, ethics and opinion
strand dehought.ro. This provided a vital new
platform for diverse voices and through-
proveking ideas. We continued to nurture

otal first-run

Corresponding 2008 Totals 24!

new writers and directors with schemes such
as Cinema Extreme (with WarpX) and Future
Perfect (with Paines Plough Theatre). We also
added to our long-running pilot series Cormedy
Lab with online comedy project This Fust In,
which put a spotlight on new comedians and
their writers, helping them prepare for a first
foray into television.

Off-screen, a variety of training and
work-related learning programmes gave
opportunities o those already working
in the sector and to young people at the
very beginning of their careers who may
not otherwise consider a career in the media.
These included several award-winning
learning initiatives and work experience
placements for students. A partnership
with the Media Trust invited 16-25 year olds
o make their own short films in celebration
of Black History Month and offered mentoring
advice to the winning contributors.

We continued to support the wider
development of training and skills in the
industry through our funding of the MNational
Film and Television School, The Research
Centre and Skillset. We also worked with
partmers across the industry — from the
Channel 4 BRITDOC Foundation to regional
screen agencies — to identify and support
creative talent from all over the UK.

TweD COMPENIES POM Dundee s ibrant
digital games sector, Tag Games and
Dymamo, were commissionsd to maks
apps for the hit telev ision series Peen
Shiow and Come Dine With Me, and for
& new onling game, Seauty Tow.

This imvestment typifles Channel 4°s






2010 was a pivotal year for film at Channel 4. For the first time
ever, investing in and screening film was introduced into our
public service remit and we celebrated this with a lift to Film4's
budget, announced as two of its films — Never Let Me Go and
127 Hours — were selected to open and close the London Film
Festival. Since our birth we have been one of the most creative
and successful champions of British film because we have
always believed in backing the most exciting creative talent,
the most distinctive ideas and the most contemporary

themes and issues. As well as investing in film production,

we continued to be a showcase for independent cinema — with
the best of British and international film-making on the Film4d
channel and on-demand.

In drama we sought to back dynamic, distinctively authored
pieces that offered viewers new angles on British life. Mo and
This Is England "86 broke viewing records for drama on
Channel 4, and we punched above our weight in terms
of reputation — maintaining our lead for distinctive drama
despite commissioning less than the BBC and ITV. E4
continued to provide a home for dramas that captivate young
audiences on-air and go on to build dedicated communities
of fans, and we continued to experiment with new ways
of engaging with these younger audiences (see pages 42—-43).

Distincrive voices
Channel 4 has long standing relationships with some of
Britains most original and idiosyncratic storvtellers, directors,
producers and actors. Our readiness to take risks and back new
ideas gives creative people the space and freedom to realise
their vision. In 2010 Shane Meadows made his TV debut with
This Is England "86 and Film4 supported many television stars
to make their feature debuts, from Brass Evwe's Chris Morris
to The IT Crowd's Richard Ayocade and The Adam and
Foe Show's Joe Cornish. The Film4 channel continued this
support, with retrospectives of some of Channel 4's most
celebrated and distinctive directors, including Danny Bovle
and Mike Leigh.

We also maintained our commitment to finding the talent
that we believe will be worthy of retrospectives in twenty
years' time. Our Coming Up strand is a compelling way
to find new writers and directors. 2010 saw the release
of the Scouting Book for Boys — a Film4 production written
by two graduates of the scheme, Jack Thome and Tom Harper.
In November we also launched 45creenwriting, aimed
at giving emerging writers experience in television drama.
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This is England "88

With hiis 2agerty awaited follow up

1o the BAFTA-winning fim This &5 Engand
{2007}, Shane Maadows broke the
boundzries of how talevision drama
ususlly feets. His four-part This

I5 Engiiand 56 saries had the kind

of haro-hitting plot Enes ana
cinematography rarely sean on the
smiall screen. With his co—writars and
co-directors Jack Thorne (The Scouting
Book for Boy s, Skins, $hameiess) and
Tom Harper (The Feouting Book for Boys,
MisfTts), Shane exemplifies Channel 4's
commitment to devsloping and nurturing
talent. from his films Once voon 2 Time
I The Midiands (2002), to Dead Man's
Fhoes (2004) and T1¥s is Engiand. Funoed
in partnership with Screen Yorkshira,
the distinctive Shefflald location of the
series also demonstrated cur
commitment to reflecting regional voices.
HDE[imD{l‘tBI‘ITJy'.T.I‘IE Audience loved

it and it proved to be Channel £'s mast
sulCessTul original drama launch ever,
averaging 3.9 milion television viswers
per episcde. Jn-demand, the series
totalled 2.7 million visws.

16}{ uplift

Film4's early involvement halpsd
to attract total funding worth
16 times its own investment for
feature flms released in 200

_-.._‘

‘Channel 4’s support and
investment, along with
some leaps of faith from

some brave commissioners

has been invaluable’
Tom Harper, co—director, This |s England "B8

‘Delicate, finely wroug
film-making and the best drama

on British television this year’

The Dbsarver




“...will undoubtedly ruffle some
feathers but in making the modern
bogeyman a figure of fun he may
yet redress an imbalance in our
collective attitude’

Tha Times

Q®0

Returning andiences

Long-running returning drama series are often crucial to
defining a channel brand. They build loyal audiences and
can play a vital commercial role. For Channel 4 they provide
4 balance to the overall tone of the drama slate, with heavy-
hitting single dramas complemented by series that are lighter
and more mischievous in tone. In 2010 our returning series
had mixed success. In its seventh series, Shameless equalled
its biggest ever audience, and Misfits grew its audience

by 86% from its launch in 2009. But viewers to Hollyoaks
declined, leading to a dramatic revamp of the series with
new branding, producers, cast members and storylines.
Long-running series may be reliable, but they must

be constantly re-invented and re-energised to keep

them popular, relevant and distinctive.

Four Lions

Featuring awealth of British talent
including Kayvan Wovak (Facejacker)
and Riz Anmea (8ritz, Aead to
Guantanamp), Chris Morris’ directorisl
debut FourLions briliantly and brutally
satirised the distorted world view
-ul‘snmewr‘y amatewr Jinadists.

By alternately mocking and humanising
‘the confused and incompetent members
of the wannabe terrorist call, the Thm
broke almost every taboo in the book.
Mara by Warp Films with the support
of Film4 at every stags of production
and distribution, Fowr Lions bacame

= critical and commiercial hit, whrﬁg
Chris Morris 3 BAFTA for Outstanding
Debut and earning close to £3 milkon

at tha UK box ofmce.

£11.6m

imested in feature M proguction
and development in 2010

Reflecting society and challenging taboos
Fiction can be just as powerful as investigative journalism
in revealing truths about the modern world, by telling stories
that stimulate curiosity about contemporary Britain and
beyond. In 2010 the BAFTA-winning drama Mo gave a double
insight into Mo Mowlam' private life and her public role
as Secretary of State for Northern Ireland during the peace
negotiations that led to the Good Friday Agreement. Any
Human Hear: charted the history of the 20th century through
the eyes of one man and I Am Slave examined domestic slavery.
Shameless and Four Lions demonstrated that even such sober
and weighty issues as poverty and terrorism can be illuminated
by the power of comedy.

Elsewhere, the Film4 channel brought viewers the work
of acclaimed film-makers from around the world. Highlights
included The British Connection, a season of independent British
films in primetime slots. Films from further afield included
three classics from the Japanese director Yasujiro Ozu, the e
award-winning Greek film Deagtooth, which was seen
by more people on Film4 than saw it in UK cinemas, and
undiscovered gems from such far-flung places as Kazakhstan.
Owerall the Film4 channel showed 704 hours of films from
countries other than the UK and the US in 2010, up 4%
Vear-on-year (seg pages 66—67).

Innovating with distribution

In addition to our investment in film development and
production, Channel 4’s TV channels offer showcases for
independent cinema. Dedicated monthly seasons on the
Film#4 channel helped to create a sense of occasion around
the schedule and contributed to an impressive growth of 25%

0000

| Am Slave
The Home Office estimate that there may
e &5 Many a5 5,000 people trafficked
into the UK as slaves. This shocking
statistic was the starting point of the
fllm ! Am Sisw e which told the harrowing
S‘t[l"]l of 8 Sudanese woman forced into
domestic slavery in modern day Britain
Eiimed on |ocation in Africa and the UK,

it refected Channel 4's commitment

to tackling difficult subject matter and
putting ittie-talked about iS5ues on the
public agenda. The Tim triggared saveral
press investigations into domestic
slavery and was praised in the Houss

of Lords during 3 gabate on intarnational
trafficking. Another example of cur
commitment to partnership and creative
talent, the fMim was funded in
partnership with the UK Film Council

and the Film Agency for Wales, giracted
by Gabriel Rangs (Dea th 04 President)
and written and produced by the taam
behind Filmd’s Bscar-winning The Last
King of Scotiand.




‘l can’t imagine how my life
would have been without
Film4. And it gets better
and better - ever friendlier,
more supportive and above
all, warm and loving’

Mika Laigh, Director, Another Yaar

in the channel's share during 2010. Tie-ins with retailers
helped reach wider audiences; for example Film4's World
Cinema New Horizons season, which highlighted classic
international youth films such as Y Tu Mama También and
City of God, was promoted across HMV's 279 UK stores.

As part of our remit to innovate with new forms of
distribution, we updated the Film4d website and launched an
online on-demand film rental service with Filmflex. More than
5300 fAilms were available to view at launch, including the latest
Hollywood releases, British classics and cult independent and
foreign-language films. The service reflects our aim to develop
new commercial business models whilst also maintaining
a commitment 1o making independent film accessible. o o

Another Year

Foliowing the seccess of the Oscar-
nominated Hanny-Go-Lucky, Fima
continued its long relationship with
director Mika Leigh with Another Year,
a flim touching on the universal thames
aof family, friendship and ageing
Premiered in the UK at the Londen Film
Festival, iLwon great critical acciaim -
nominated for the Palme 'O in Cannes
aswedl as receiving Acasamy Award and
BAFTA Rominations.

Key data

Dur key measures show that andiences valued
our distinctive approach to film and drama
in 2010,
In drama, Channel 4's oatput is distinct
in terms of jts subject matter and its appeal
o younger audiences. Our andience tracking

survey showed that the proportion of viewers
choosing Channel 4 as being “best for drama
programmes that are different from other
channels” was 8 points higher than the average
for the other main PSB channels. Channe] 4
was chosen by more people than chose BBC
One or ITV1, even though they commission
more output in this genre. 16—34 year olds

accounted for a substantially higher proportion
of viewing to Channel 4's peak-time dramas
than to those on the other main PSB channels.

In film, conntering the market focns
towards US studio movies, almost 40% of the
Film4 channel schedule was devoted 1o British,
other European and international films in
2010. This eclectic approach is marched across
Channel 4% portfolio — 33% of respondents
claimed that the main channel is “best for
modem independent film’, substantially more
than chose any other channel.

Chennel reputations
People who belleved Channel 4 |s the channal
towhich the following statements most apply...

n Is best for modern indapendant film

for modern
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‘A stunning documentary into a
way of life that is almost totally £1 5 7m

H . Factual spend on originations
s @k Factual

- extraordinary in the ordinary. It seeks not ]ust to reflect
contemporary life in Britain and elsewhere, but also to help
shape it — inspiring change, challenging established points

of view and creating a lasting legacy in the world beyond
the programme.

My BiglFat Gypsy Wedaing




Our factual cutput makes a vital contribution to Channel 4%s
public value and to our commercial success, with brand-
defining hits that also help deliver our obligations to inform,
challenge and inspire audiences. Where some other channels
rely more heavily on entertainment and drama, factual
programming is at the heart of what we do, representing the
majority of our original commissioning spend and featuring
prominently in our peak-time schedule.

From traditional documentaries to innovative formatted
programming, our factual output in 2010 was dedicated to
exploring what makes society tick — through intimate portraits
of family life, history, public institutions and the world beyond
Britain. We also aimed to bring subjects to life with engaging
formats and groundbreaking online content, such as the
Emmy-nominated online show Embarrassing Bodies Live.

This approach has enabled us to reach an elusive young adult
audience with content that has a social and educative purpose.
2010 was a fruitful vear for piloting and experimentation,
with several outstanding single films providing the blueprint

for longer-running television series in 2011.

‘...raw, unadorned
humanity on display
...it was tremendous’

sl 1=

One Born Every Minuta

One Born EUEF}' Minute E,B\.'E Audiences
wniprecedented access to the hlgﬂs and
Iows of childbirth, from the perspectives
0 SO0t 0-De Parents and Rospital Staf.
45 well &5 insights into differing styles
of parenting and the modarn family

it gewe B fascinating eyew itness vies

of life in tha KHS. it was hugely popular,
averaging 3.8 million viewsrs across its

& EQis00es. It was 8|50 a great critical
SuCCEES, winning tha 2010 BAFTA for

Best Factual Series. & dedicatedwebsite
supported the saries with exclusive
clips and expert advice.

Reflecting modern Britain

Across the year we aimed to give audiences a wide-ranging

view of the values and institutions of contemporary Britain.

Revolutionary camera techniques provided fresh perspectives

on life in all its complexities — from the hospital ward

[(Ome Borm Every Minute and The Hospital) to the police station

[(Coppers) and the family home ( The Faruly and Seven Days).

As is inevitable with pioneering ideas, not all these shows

fulfilled our ambitions. For example, while Seven Days broke

new ground by giving viewers direct influence over the series

through social media, it proved less successful as a programme

format. This provided a lesson for future attempts at

integrating television and digital tools — viewers are drawn

to the new and the experimental, but still want storylines and

characters that can engage and entertain in traditional ways.
Elsewhere in the schedule, Tieanic: The Mission, Gemius

af British Art and Genius of Britain opened up significant

moments in Britain’s past. $hought.to and The Family

explored the diverse make-up of modern British society.

Hozey The Other Half Lroe and Tower Block of Commons

looked at the reality of poverty and its social consequences,

while the impact of unemployment during a recession was

the subject of The Fairy Fobmother,

‘A superb
programme
that makes

you feel smarter
for just having
watched it’

The Times

Genius of Britain

In this lendmark saries, leading scientifc
figures told the stories of British
SCiBNtists and imvantors wno have heapead
SNENE Dul MONErn worll Experts of the
stature of Stephan Hawking and David
Attenborgugh introduced viewsrs ta the
peopls behind tha development of tha
steam engine, the spitting of the atom,
the theory of evolution and the imvention
of the worid-wite wab. The series had a
considerable educational impact - with
1% of respondents to & bespoke Survey
on the programme sgreaing that thay
learned a lot about scientific discoveries
from it, and 86% agreeing that it had
maie them more interasted in scienca.

9 out 0f10

viewars surveyed by Channel 4 agreed
that Geniwsof Britainwas entertaining
aswall as educational.




‘A fascinating bout
of myth-busting and

enlightening science’
Tha Mail On Sunday

Bringing learning to life

Much of Channel 4% factual content has an educational
dimension running through it — from informing people about
what goes into the food they buy to providing new ways of
making specialist subjects in history, science and the arts more
accessible. 2010 was no exception. We sought to bring original
perspectives to what are usually regarded as dry topics — for
example, biology in Inside Nature s Giants, or history in Bloody
Foreggners. We used real explosives and innovative technology to
conjure up the reality of war in Blirz Streer. This proved

to be an engaging experience for viewers, with 52% of
respondents to a survey commissioned for Channel 4 saying the
programme had made them think about history in a new way.

000

Inside Nature's Giants

The BAFTA-winning iside Nature's Giants
returnied for a second series in 2010,
Scientists took their dissection tools
10 a greatwhite shark, a Burmese
pytnon, & Kon, 3 tigar and a giant Sguid,
unravelling hiw thess animals hunt,

eat and bresad. The series has generated
a legacy of ambitious research for the
sCientific community, while giving
wigwErsan ﬂﬂm‘tl.l'lll)l to observe
natural history with & rare immediacy.

Alternative perspectives

Channel 4 seeks to give space to opinions and cultures

that seldom surface in mainstream media. Amish: World s
Sguarest Teenagers explored diverse values and faiths,

and My Big Fat Gypsy Wedding, one of our highest-rating
programmes of the year, took a vastly entertaining and
informative approach to the values and rituals of one of
Britain's least understood and most maligned communities,
winning a Cultural Diversity Network award in the process.
Much of our programming shares a similar ambition to
challenge preconceived ideas, as demonstrated by programmes
on disability and a variety of series that probed some of
society"s most sensitive social taboos. The Sex Education Show
examined pornography, underage sex and the intimate
relationships of disabled and older people. Angus Macgueen's
polemical War on Drugs questioned the entrenched positions
that underpin public policies on drugs.

Making a difference

From Jamie Oliver and Sarah Beeny to Gok Wan and Dr Pixie
McKenna, Channel 4's factual presenters are experts in their
respective fields, giving trusted advice and inspiring ideas

on anything from the food we eat to the homes we live in.
Audience research shows that viewers strongly associate
Channel 4 with programmes that inspire change; for example,
almost a third of the viewers of Supersize vs Superskinny said

it made them think about changing something in their lives.
63% of viewers to Fo Frost’s Extreme Parental Guwidance said that
they learnt something new about parenting and bringing up
children. The website for Embarrassing Bodies continued to
feature comments on how its open and honest advice had
prompted people to seek potentially life-saving medical advice.

How to Look Good Naked
~WithA Differance

68-:

Of wiew EME 52i0 Lhat Chanmel £'5 faciual
programmes inspired change in their ives

Amish: World's
squarest Teenagers
This saries foliowed fve young Amish
peopla a8 they left their closed
communitiss in the USA to spend time
with young people in Britain whose
views and valueswere radically differant
from their oewn. AS muech asit afforded
& window onto a Kttle-known faith
community, the series also provided
&N unuswual prism through which toview
the faith, morality and vakes of young
peapls in [:DrItEmDDt‘EI.I")' Britain.
The result was a fascinating cultural
exchange, for participants and
awliences alike. Both the Amish and
the British participants said thay
learnt from aach other and found the
& Perience eys-opening and informative,
while onewiewerwrots in to tell us
it turned my understanding of How
the Amish live upside down”.




As well as inspiring change in individuals, many Channel 4
programmes look to make a broader social impact. In 2010
we gave a platform to a range of campaipns, from Gok Wan's
efforts to get body image lessons on the national curriculum
in How To Look Good Naked to David Bond’s critique of the
surveillance society in Erasmg Dawid. We hamessed the
potential of digital media to bring people together, with Hugh
Fearnley-Whittingstall’s Landshare continuing to link food-
growers with available open spaces. Other programmes aimed
o leave an academic legacy — with shows such as Time Team
and Inside Natures Giamts investing in ground-breaking
historical and scientific research that nobody else in the world
is doing.

‘Might well be
the documentary
series of the year’

8 ¥,

0000

Channel 4 BRITDOC Foundation
Channel 4 ks tha Tounding sponsor of the
Channel 4 BRITDOC Foundation, an
innovative organisation for documantary
Mm-makerswith something important
to say. n 2090 we Showed several of the
foundation's ward-winning feature
MM, Ncluding Grierson w inner Mowng
to Mars, Berlin Film Fastival winner

The ¥es Men Fix The Worid and the
privacy campaign fim Erasing Dawid In
Saptemberwe also D}Edg,&d Dur support
for the Foundation's new Puma Creative
Catalyst bwards, a development fund
to support international documentary
ioeas that nighligt social justica, paace
or envircnmental issues, Bessarch on
the social impact of 2008 Sundance hit
End of the Line detailad the significant
impact the fllm has had both on
Cconsumer bahaviour and public Dltll'll}r.

Key data

Channel 4% factual output aspires to ‘Channel 4 seeks to inspire change throagh
be distinctive, challenging and inspiring. programmes covering leisure, life-skills and
Dur tracker statements show that andiences hobbies. The main channel showed 253 hours
appreciated Channel 4% points of difference in these penres betwesen 6pm and midnight
in these areas in 2000. in 2010, a 5% fall from 2009 but still more
than any of the other main PSB channels.

as being best for provocative documentaries New audience research showed that Channel 4's
in 2010, substantially more than chose any factual programmes inspired 68% of

of the other main PSB channels (BBC Two, respondents o think differently, try something
in second place, scored 20%). In a new new, seek more information or talk about the
statement, 25% also said that Channel 4 programme o others. As we refresh the

was best for documentaries that present schedule with new series that seek to inspire
alternative views, ahead of BBC Two (22%) and challenge our andiences, we hope this
and 12 points ahead of the average for the will increase in future years.

29% of respondents cited Channel 4

el reputations Programmes covering leksure
& alieved Channel 4 Is the channal life-skifis and hobbies

towhich the following statements most apply..

n ls bast for provocative documentaries

Iz best for documantaries that present Y i .
alternative views

1 2 Sl Inspiring change through factual programming
Bt wirn




Spotlight on:

E4 plays an important commercial and
creative role within Channel 4's portfolio.

It is the home of some of our most exciting
new comedy and drama, and is a favourite
with the most elusive and fickle of all television
audiences: 16—34 year oldzs. Despite an
increasingly competitive market for young
people’s attention, 2010 was a record-breaking
yvear for E4. It increased its overall share,
remained the most popular digital channel
amongst 16—34 year old viewers, won a raft

of awards, inclading channel of the year at

the Broadcast Awards and the Freesat Awards,
and was rezponsible for some of the most
talked about programmes on UK television

— from The Inberwesners o Glee.

E4's success stems in large part from iits
original commissions. These prove that young
people have not lost interest in television — they
just want conent that they feel is relevant

Glaa

Gies Tollowad up Its sutcess In the US by quickly becoming
8/UK cultural phenomenan. it regularly beat both digital and
terrestrial competitors, with its highest-rating splsods
avaraging 8 millioniew &rs. A with many of E4's shows, its
onling relationahip with Tanswas as important as its on-air
rekationship, with 8.8 milllon cateh-up vies s on 400, awebsits
that attracted 4.2 million v isits, nundreds of viesar commeants
fromw leears on Ed.com and thousands mors across Telttar
and Facabook. Audlenos resaarch revealad that viewars
IdemtiNiad strongly witn Glee’s themes of sooial accaptance and
that they found the serfes original and Inspiring.

them. Diespite a imited budget compared to
the main channel, in 2010 we increased Ed's
hours of originations by 36% and the channel
punched well above its weight in terms of
impact. It remained the most popular digital
channe] for younger viewers, with sudience
share amongst 16-34 year old viewers ahead
of any other digital channel and Five, with the
gap closing on BBC Two.

The home for voung comedy

In 2010 E4 strengthened itz impressive
reputation for new comedies, with series such
a8 PhoneShop and The Inbetereeners attracting
young andiences (see pages 49 and 50).

Contemporary teen drama

E4 has proved to be a successful launchpad
for new ideas as well as demonstrating an
ability to continually re-invent and re-energise

.l Most popular channals for young viewars

) Wiewing shara far the top 10 channals
0 amongst 534 yaar okds 38 & percantaga
B T R af el viewing by this age group

for Ed amangst
1634 yenr olds

faaran year chanje

an
¢ lmsc
0 year

long-running drama series o keep them relevant and topical.
The ugely popular Skins returned with a new series, tackling
major social and personal issues such as mental illness and
sexuality without sacrificing jts sense of style and hnmour.
Hollyoaks remained a high-profile show, premiering episodes
from the main series as well az developing exclusive spin-offs
— including an online drama, Aollyoaks Freshers, and late-night
show Hollyoaks Later. Fans of E4 shows could also enjoy exclusive
online content, video and games. The Skins site attracted

A remarkable 55 million page views and 5 million video

views in 2010 — with more than 2 million fans on its official
Facebook page.

The best of US acquisitions

In addition to long-running 1S series such as Scrubs, Big Bang
Theory and One Tree Hill, E4 brought British viewers the best
new hits from America. This included The Cleveland Shoen,

an animation that launched with great success in early 2010
and the musical drama Glze.

‘E4 has been a trail-blazer...
consistently entertaining,
daring and different’

Broadcast

A, Iy
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16-34 Gias

Ed |= tha digital chamna 18-34 year olds
Taal closast to.

Whan aekadto rate hew ol theyfeslts smh
ahannel B4 ks the dghul channal 8- year dde
Tesil obosv gt £ 0, baead on o guant bt be sirey

The Inbetweanars

Tha third series of The inbe tweeners
led to record-Dreaking audlences for
E4 withan EI'EFB.EB audianca of 41 millian
for ewvery eplsoda. Tha final aplsods was
tha channel’s highast-ratsd show ever,
avaraging 4.2 milliony lewars, and the
s&rlas halpsd E4 s I‘.IE";I shara E.I'HDHEBT
16-34 year olds axcesd §% Tor the first
time. Tha sarieswona B'tl"ll'lﬂ of awards
In 2010, Ingluding the Ross &*0r for

Bast Sitcam, and s now baing develapad
a8 a Teatura flim.

Misfits

The BAFTA-winning sarias Mislis
returnad for a highly successtul sacond
sarias In autumn 2010, following tha
advertures of 8 group of ASB0 teans

as they cama to tarmsa with their
BupErpowEra. The comady-drama
doublad Its first serias audience and
continued to explora Innovative onling
approachas to storyteling— with new
games, videos, Facebook and Twitter
applicationa ralaased every wask to
anable ita fansto ind out mors about
the charactars and upcoming plot twists.
A llve Twittar imtarvies with one of the
charactars becama a UK tranding toplo.
Thara waramors than 10 million pags
wigw B O theweh sits on E4.COM ACr08s
tha run of tha second saries and 260,000
plays of its iImmershve onling gama Borcss
tha year.







Our ambition is nothing less than to define comedy for a new
generation. In 2010 this has meant investing significantly
in new series, alongside the return of our four BAF TA-winning
sitcoms and sketch shows. Commissioners spent much of the
yvear piloting new ideas and developing new relationships with
suppliers, and towards the end of the year a late upturn in
advertising revenue meant we could bring forward the launch
of several new comedy and entertainment titles. This included
satire and sketch shows as well as entertainment ‘event” formats
that provide exciting ways for the digitally savvy to have
fun online.

Comedy and entertainment will continue to be key areas
of re-investment and renewal in 2011. While we will continue
to be a home for distinctive ‘cult’ hits with dedicated
communities of fans, we see part of our purpose as being to
develop programmes that have the potential to break out and
reach mainstream audiences.

QOO

Frankie Boyle's

Tramadol Nights

The first solo series from the Glaswegian
comic blended soerbic stand-up with
absurmist sketches. Tackling social
taboos in the realms of politics, disability
and radigion, the series set out to
provoke and entertain in egual measure,
While it polarised the audience, the
Nrst-night launch averaged more than
1.5 milian viewers, demonstrating an
appetite for Wl'l'.ley'wHJ‘l the confidencs
o take risks. Made by a Scottish-based
producar The Comedy Unit, and featuring
0N 07 SCOLANDS leading Comamic talents,
the mm also refiected our
commitment to creative divarsity.

: ‘The Alternative
Election Night really
did have fresh policies

to offer’
The Indapendent

A ftermative ¥
Comedy allows us to provoke debate and represent alternative
views in different ways. Channel 4 has a long history of iconic,
taboo-breaking shows, dating back to Brass Eye and The
11 O'Clock Show. In 2010 we set about re-asserting and
refreshing our mischievous reputation, with Frankie Boyle's

first solo series and Alternatiwe Election Night, which offered

es and breaking rabod

satirical relief to viewers watching the General Election results.

Q0@

Alternative Elaction Night
Channel 4's ECT0N coverage featured
2 special four-hour programme, hosted
Iy David Mitchell, Jimmy Carr, Lauren
Laverne and Charlie Brooksar, which
s0ught t0 give viewers an irreverent
twist on the traditional results coverage
on the BEC and Y. Co-commissicned
Dy INE Gomedy &nd Current afveirs
departments with the aim of engaging
younger audiencas with a pofitical
format, the programme enlivened the
discussion of unfolding election results
with comic perspectives. It proved tobe
a winning formuta, peaking at 2.8 million
viewers and beating ITV's more
conwentional coverage of the night's
events. The programme proved
especially sutcessful in connacting with
young pecplhe, with 45% of the audesnce
aped 18- 34, disproving the view that the
yOung are dsaffectad with mainstream
pofitics. We ars develoging this icea in
2011with the I2unc of 10 0 GIock Live,

8 15-part ﬂﬁ.hl satire show made

Iy the same team.




Digital innovation enables us to build audience participation
into our programmes in new ways. The Entertainment
department was one of the first in Channel 4 to integrate onling
commissioning, with highlights including Facebook games
for The IT Crowd and Pete Versus Life. Digital media has helped
us to revitalise live formats, allowing audiences to interact with
programmes, and each other, as they watch. Muilvon Pound Dvop
was a striking example of this kind of two-screen experience,
which will continue to be a focus for innovation in 2011.
Comedy and entertainment programmes were also
responsible for a significant amount of our on-demand viewing,
with record-breaking audiences in 2010 for The Inbetzvecners,
The IT Crowd and Facejacker. We have experimented with ways
of providing the fan communities of these comedies with more
opportunities to access the programmes they love — with
exclusive online premieres ahead of transmission (see page 72).

plays of Million Pound Drop game
in second series

& brand new entertainment format,
MElion Pound DroD was & e game shiow
stripped across several nights. The
BEries became a considerable hit, with
a peak audience of 3.4 million viewers
for its second series and the title
DECOMmiNg & Number one global trending
topic on Twittar. Retaining many
traditional game show attributes, the
live element. with questions basad on
events that had taken place on the day
of each show, gave it a topical Tesl.

AN ACCOMPANying game became one

of Channel 4°s most successiul onfing
projects ever, with the Second Beries
attracting nearty 1 millicn individual
players, and at its peak, more than
00,000 players a day. 7% of the
programme's TV audience in October
went onling, compared with an averags
for that month of 3%. Few other
broaocasters are combining onling and
tedevision experiences in this way, and
further two-screan experiments will
be an important part of cur futwrs
entertzinment strategy.
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Which of these hasn't been granted city

status?

Channel 4 has launched the careers of many of UK television's
most famous faces, and we are passionate about finding the next
generation of comedy and entertainment stars. We have more
talent schemes dedicated to comedy than to any other genre,
with Comedy Lab trying out new emerging talent and Comedy
Khowvcase providing a test-bed for new ideas. Beyond these
schemes we gave new female comic Morgana Robinson her

first solo series and Comedy Gala and Stand Up for The Week
provided further opportunities for new and established stand-up
talent to break through to new audiences.

We also provide well-known Channel 4 comedy faces with
new opportunities across our schedule; for example, reinventing
the identity of the BAFTA-winning Fongiacker in Facepjacker and
tripling its audience in the process. We are developing
a feature film from The Inbetooceners television series and,
as outlined on page 30, Film4 gave Brass Eye’s Chris Morris
his directorial debut, with a script co-authored by vet more
Channel 4 television talent, the writers of Peep Shozo.

Channel 4's Comedy ShowCcase is 8 series
of one-ofT comedy pilots simed at
piCNEEriNE New HIEas AN TorMats for
Channgl 4. In 2090 it fownd new Series for
Channel 4 {Fete bersus Life), E4
{Poneshom and the Nirst ever comedy
series for Morad. (The Increasingy Poor
Decisions of Todd Margaret), as well as the
forthcoming Campus in 2011, Moneshoo
is Trom & Mrst-time writer and starred

A talemted but wnknown cast. Setina
miobile phone shop in Swtton, this proved
to be 3 culft hit amongst young Audisnces,
with mare than halfl of its viewars aged
18-34, and has been commissioned for

B further series. Pete ersus Life, the
story 073 manw Noss every Move is
anakysed by SpOrts commentators, has
Als0 Deen re-commissioned and its star
Rafe Spall has besn cast to star alongside
Anna Hathaway in Fim4's One Day.



‘the funniest sitcom

on television’
The Daily Telegraph on Peap Show

Murturing hits
Developing hit series and talent not only requires investment
in new formats, but sometimes patience with existing ones.
Our commitment to allowing a series the time and space

to grow so it can build an audience, is proving successfiul.

Peep Show started slowly but by 2010 had doubled its audience
from its first series, and The Inbetroeeners grew from an average
audience of 300,000 in its first series o 4.1 million viewers

for its third series in 2010. Other returning entertainment
formats have continued to perform strongly, with Alar Carr:
Chatty Man prowing its audience in season four.

Ne IT Crowa

Channel 45 desire to do things differently

is reflected in its comedy and entertainment
output. Our audience racker statements show
-audiences appreciated Channel 45 unique
approach in 2010, while our focus on engaging
mgumm“mmmdmmm

pmﬁ]eufpuu-grmmummﬂs&mm
24% of respondents chose the main channel
as being “best for cult comedy” in 2010,

channels (BBC Two came sacond with 15%).

‘24% also regarded Channel 4 as being “best

for entertainment programmes you wouldn™t

“see on other channels’. This apain was

of the next highest channel, TTV1.

16—-34 year olds accounted for a markedly
higher proportion of viewing to entertainment
and comedy programmes on Channel 4’s main
channe] in peak-tfime than o corresponding
mmmuht&umunﬂnmﬂm

As it seeks to encourage audience
interaction online, Channel 4 was particularly
sncoessfol in driving TV andiences for
programmes in these genres to their websites
(compared to its other genres). The conversion
rate from TV audiences to programme
websites rose by 63% year-on-year.

Channel reputations
People who balieved Channel 4 1s the channel
towhich the following statemants most apply...
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Channel 4 offers a distinctive approach to news and

current affairs — with a greater focus on international stories,

a willingness to challenge established views, and in-depth

coverage of issues other broadcasters do not cover. In 2010

Wwe 58t out to punch above our weight in terms of impact

— with fewer, bigper current affairs films and more focus

on powerful stories that herald real change. We regularly

set the news apenda with our stories and garnered more

ETS Journalism nominations than any other broadcaster.
With a long-established reputation for international news,

we spught to strengthen our domestic output with more

inwestigative journalism. This included penetrating analysis

of the economic crisis, and investigations into some of the

couniry’s power elites, from politicians to media barons.

We targeted new audiences, beyond the committed news-

watchers, through programmes such as Afternative Election

Night, a co-commission with our Comedy team. We increased

our investment online, so that viewers could engape more

actively with the news agenda and dig deeper into the issues

they felt were most relevant to them.

Challenging established views and stimulating debate is a vital
part of Channel 4% remit. Tn 2010 we increased investment
in the kKind of investigative journalism that goes beyond mere
reportage to demand real responses from those in power. We

presented exclusive stories about illegal workers in the MNHS and

exposad flaws in Ofsted reporting on allegations of child abuse.
Britam’s Trillion Pound Horrer Story took a polemical look

at the country’s finances, and What The Green Movement Gor
Wirong challenped the conventional wisdom on how to respond
to the big environmental issues of the day. Disparches held
politicians up to scrutiny and Jon Snow ok Zac Goldsmith

to task over his campaign expenses in a much talked-about
interview on Chanrnel 4 Neors,

2010 waS BN putstEnding year for
investigations into UK domestic issues
by flagship current affairs strand
Dispatches. The decision to focus its
Dt on fewer, bigger flims (from 38
first-run fims in 2009 to 32 in 20400
enabled it toincrease its investigative
impact. with stories that regularty hit
the headiines and shaped the news
AgENGa. Prifticians for Hire exposed
inAppropriate conGuct by Tormear
Govermment ministers, a story that
daminated the news agenda and led
10 two 0f the MPs involved being rebuked
by the Qommaons Standards and
Privileies Committes. Dispatohesalso
expHOred S0ME of the Most sensitive
areasaflife in muiticultural Britain,
with & bold flim o politics in Tower
Hamlets, Britain's istamic Aepublic. an
expose of inter-cousin I'I'El"l'lﬂp inthe
British Pakistani community in #hen

O us s "ﬂ"‘l"ﬂ and an undercover
investigation of the plght of children in
Britain's African communities in Britain's
Witch Children.

Dispatehes stimulated sudience debate,
generating nearky 10,000 comments on
channeld.com across the year. We
harnessed view &r engagement with
supporting online content - Tor axempla,
Cul SRRSO 0N Numeracy, Kids Dot
Cownt, Teatursd an online maths quiz
that compared piaysrs’ ability with that
expectad of an 11 year old pupil. The quiz
waS played mare than 200,000 times
after the first programme and led to
neated debate about teaching methods
on Mumsnat &nd other internst forums.




The British economy dominated the news agenda in 2010,

and Channel 4 responded with a series of innovative live studio
programmes that put the andience at the heart of the debate.
Ask the Chancellors saw the three men hoping to be in charge

of the nation’s purse strings set out their differences in the first
televised debate of the Election campaign. This inspired
considerable audience reaction, becoming a global trending
topic on Twitter. Just before polling day we provided viewers
with the facts behind the party leaders’ claims on spending cuts
in What They'll Newver Tell You and, as Chancellor Osborne
announced his spending review plans, we invited the audience
to make their *virtual’ spending cuts on an interactive
programme Moz to Save £ 100 Bilion Live. Viewers at home
played along online in a specially devised game, Chop or Not,
and the results were fed live into the televised debate.

Faor the second yaar l‘LII1I1iI'Ig, Ohanne’ 4
News won the Amnasty Award for
Television for its coverage of i Lanke's
30 year civil war. Despite being deported
and banned Trom the WIJHTJ‘}'. the
Chamnel 4 News team continued to
Pulsus unBErcover investigations,

with poresriul tES-T.iI'I'II:I'Iy’ fto the crimes
allegadly committed by Gowernmant
forces in the condect of thewar.

& horrifying video that appeared to show
Sri Lankan soliers. exacuting Tamils that
had baen broadeast by Channel 4 in 2008
and denowncsd Dy’t"lE' Zri Lankan
[m.-mmenl a5 fake was declared, after
extensive investigations by the UN, to be
authentic. Ghamel 4 News MDEEEIUEI'I“}'
obtained a longer wnculvarsion of the
flim, which provided farther information
on the location and time of the incident
and the names of those involeed. This
evidence, and the reports that followed
it, have been instrumental in the
establishmant of 8 Unitad Mations panel
to EH'U'IEI" ewidence of possible war
crimes in Sri Lanka.

Channel 4 is renowned for its commitment to international
stories, giving prominence to voices that are too often unheard
in mainstream British media. Our Unreported World strand
epitomises this approach and Dispatches also featured several
award-winning international films in 2010, including
Afrhanistan Belind Enenmy Lines, Children of Ga=a and
Pakistan: City of Fear. The Slumdog Children of Mumbai

won a Rory Peck Professional Impact Award, having inspired
viewers to send donations to the Mumbai charity it depicted,
as well as money to support some of the orphans who were
featured in the film.

Channel 4 Nezvs enhanced its reputation for international
news stories with an investipation into the civil war in Sri Lanka
and a special investigation into abduction and trafficking of
women in Mexico, which prompted an investigation by US
authorities. It also provided acclaimed coverage of Haiti
in the aftermath of the earthquake.

The Unreperted Word strand gves
British viewers the chance to nnd out
about the millions of people around the
woridwho live without basic human
rights. It brings an alternative
perspective to familiar news stories

- =uch a8 Palestine anljll'[!,hnnista.n

- and prowides an hs@ht into countries
and societies that are neglected by
mainstream journalism and uttarty
unfamiliar to most viewsars. its 20 flims
across the year incheded reports on child
lakour, the American axit from Irag,
overpopulation andwitchoraft. In

Mal awi's Child Tobacoe Workers and
Afghanistans Ohild Drug Addicts we
looked at the plight of vulnerabda
children. Zmbaiwe's Sicod iamonds
revealed how Aobert Mugahe's Zanu PE
party uses gems from the world's
biggest dimmond flelds to buy the
military's loyalty. Increased imeestment
gave Unreported Worid a strong onlineg
presence, with exclusive clips and behind
the scenes interviews on the main

Channel 4 site a5 well B8 & presance
on Facebook.




r auidiences online
Iuremgnmnnufﬂmparmularsucmllmm:tannmdlm
of online journalism, Channel 4 invested more of its online
budget in news and current affairs in 2010 than in any other
genre. As well as providing a forum for online comment on its
programming, Channel 4 Newes launched an improved website,
increased the use of social media and promoted key investigative
online brands such as FactCheck. News video was made
available on mobile platforms, iPads and other tablets.

Channel 4 News

ee0Q

Channel 4 News Onling

The Ghannel 4 News weabsite was
relaunched in Saptember 2010, with

& sharper focus on the expartise and
experience of the Ohannel 4 News team,
particularty in the Neld of international
affairs. A5 well 85 5pecial onEing reports
and in-gepth anatysis of key is5uss, we
‘sought to give the audience a stronger,
‘more personal redationship with the
programme and its presenters through
wse of blogs and social media. Argund
30,000 peopie Tollow the main Chamel 4
News Twitter account and Factcheck
doulied its Bwdiencs in 2090 &5 & resalt
ofits refaunch a5 & blog. It achieved
B0Me significant successes, Tor example
Torcing Prime Minister Gordon Brown
‘o aomit ha had quoted & wrong fgure
for the defence budget at the Irag
Inguiry after the site investigated his
claim. The service was noted by the
House of Commons library 88 & uselul
resownce for political stetistics and
reszarch. The retaunch of the overall site
proved highly Successful - with visits in
the final guartsr of the year up 41% from
D008 and video views ul 273%.

9,792

viewer commants on
channeld.com for Dispatches

‘Factcheck...
is an invaluable

service’
Evening Standard

Key data

Channsl 4 Wewes was watched (Tor at least
15 consecutive minutes) by an average of
11.2 million people each month in 2010.
It was disproportionately popular smongst

young and Black, Asian and Minority Erthnic
news viewers. Annoal viewing trends showed a
mixed pattem: viewing fell by 2% overall
While the proportion of the Chamnel 4 News
andience represent=d by young peopis rose

by 3 points, there was & 2 point decline

in the proportion of BAME aundiences.

According o

regular viewers to each

of the main news bolletins, Chanmel 4 Nexs
continoed o be regarded as more independent

— from the Government and from the influoence

of hig businesses — than the other main

providers of TV

news o 2010,

E Audienca rasah of Channel 4 Mews
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Extended running times enable topical
izgmes to be covered in greater depth. Across
Eh:jezr,([lﬂnu:i-!-ﬂmwad.—!‘i‘g“]mg—ﬁmn'
news and current affairs proprammes —
defined as those running for more than 45
minutes — in peak time (6-10.30pm), more
than the combined number on the other
miin PSB channels, The number of these
programmes rose by 9% in 2010, with new
series mich as Coppers and Tower Block of
Commons more than offsetting a small decline
in the number of editions of Dispatches.
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Online games, video and websites formed the focus of our 2010
investment in educational and schools-related projects for 14-19
vear olds, addressing issues that affect voung people’s lives and
using participative tools to inspire and promote life-skills.

In recognition that a linear morming schools schedule is not
always the most effective way to reach yvoung people, agreement
was reached with Ofcom that the schools quota applving
to the main channel should be reduced to a nominal level,
with investment for 2010 focused on digital projects across
a range of platforms.

The vear also marked the introduction of a new remit
to cater to older children and voung adults, recognising that
this group is particularly underserved with high-gquality UK
content. We decided to integrate this responsibility into one
department, as we believe the 10-14 year old age group faces
similar issues and consumes media in similar ways to the older
teenagers we already cater for.

Our Education team also plaved an important role in
bringing new digital talent to Channel 4 — by giving emerging
digital developers their first national network commissions,
and by working with groups who are currently under-
represented in the digital media sector, including women
and those from minority ethnic backgrounds.

As with our specialist factual programming outlined earlier
in the report, Channel 4% online education projects sought
to make specialist educational subjects engaging and relevant.
The web game 303 Sguadron was based on the diary entries
of the Polish soldiers who fought for Britain in the Second
World War. The game, which was complemented by
a primetime documentary, The Untold Battle of Britain,
presented wartime history in a way designed to appeal
to younger audiences.

There was also a greater focus this vear on informal learning,
with projects exploring issues that affect voung people’s lives,
in particular the transition from teenager o adulthood.
Promoting life-skills was a major theme, with a project to help
young people gain emotional resilience, Superdde, and an online
comic Alfen Ink (a first-time commission from Pressure Comics)
which featured storylines about real-life pressures experienced
by teens today, from relationships and parents to sex and
alcohol. The Curfew, a groundbreaking game set in a fictional
modern Security State, aimed to introduce young people to
issues of privacy and civil liberties. The game won two British
Interactive Media Awards, including Best Educational Project.

Aninteractive format exploring mental
health and resilience, SwperMe uses
quizzes, videos, celabrity interviews

and games to teach young people about
emaotional resiience Bnd the best ways
of dealing with challanges that life may
throw a8t you. Audience research
demonstrated both the poputarity and
impact of the project - with 62% of users
surveyed saying that they learned
something new from Superie, T3%
saying that they would recommend it and
759 saying that the quizzes on the sita
maie tham think about their actions.

Priwdtes was 8 downloadabls sex
education game designed to educate
users about 3Tks and contraception.
Afirst-time commission from Liverpook-
based games developer Zomibie Cow,
the game was specifically targeted

at post-pubescent boys, & group that

is notoriously hard to reach with
educational content, and particularty
medical information, but who are active
users of computer games. Channel 4
gEve Copies of Arival 65 away with
gaming magazine PG Gamer, enabling

us to reach usars that educational
providers may not otherwise reach.
Onling the game attracted more than
85,000 downloads and also won a BIMA
for Best Game.

Using interactive media to turn viewers into active participants
has remained a vital element of our strategy in 2010 — with
projects such as Baulgfronr aimed at harnessing the power

of digital tools to inspire action and tangible social change.

Channel 4's authenticity of voice and its commitment to
tackling difficult subjects enables it to connect with young
people in particularly effective ways. Engaging audiences

that formal education providers may find hard to reach

was a central objective in 2010 — whether it was commissioning
projects for older children, targeting bovs with sexual health
adwvice or engapging ‘reluctant readers’.

The award-winning palitical participation
project returned for 8 sacond Season,
follow ing 12 t senagars as they
m|wﬂ on isswes close to thedr heart
- from gur attitudes towards dizability
to bullying in schoods. Highlights inchsded
petting celebrity backing for 8 campaign
against airbrushing and several
campaigners meeting the Primea Minister
at Kumber 0.

The project featured a dedicated onfine
hub that tracked the progress of the
campaigners, inchding blogs, videos
[which genereted over 50,000 views

in 2090}, Facebook and Twitter activity.
The site also gave the audience a platform
to 58t up their Dwn CAMPAaigns, including
advice on how to make the most impact.
Qualitative research on the project
showed it can be effective at making
paople think about things differenty,
with 18 cut 07 20 respondents strongly
agresing that “Battlefront has helped
me realiss that there are Iots of things
that young pecple care about™. 1 gut

of 20 strongly agreed that “as a result
of visiting Ba ttiefront I've becomea more
interested in certain causes or iSSwes™.

A5 e Project evok 25 it will Seek fresh
wiys Of maximising its impact and
extending its reach, including through
tedevision exposure.




We will continue to seek new ways for our education projects
to reach new groups, inchading harnessing the power and

o0

reputation of the Channel 4 brand amongst yvoung people, Oider ahildran

in order to increase impact. We will be tving more COMMISSIONS e pigital Economy Act has for the first
in with our programming themes and will look to partner with time given Channel 4 a remit to provics
brands such as T4 and Hollvoaks that already have a strong
presence with the teen awdience.

content to older children, who are
broadly undersarved with Righ-guality
UK content. We define this group a5 those
within the 10-14 yaar old age group.

In 2040 we commissioned research into
the habits and pastimes of this group
discowering, that, a5 with oldar teens,
we Can engage them effectively through
games and onling activity.

In 2000 we started to commissian
educational formats for this younger
auwdiencs, The results will mosthy

be seen in 201, but the media literacy
game Cower Girf was an aarty sxampia

- launching at the end of the year and
allowing young girls to explors for

‘Channel 4 have been
completely amazing...
There's pretty much free
reign to be as blisteringly
creative as you like’

Dan Marshall, Founder, Zombie Cow Studios
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Reflecting Channel 4 focus on delivering

its Education commitments for young peopls
through digital media, we have developed new
measures that assess engapement with these
online projects. In 2010, sight new Education
projects were lnunched, and a further sight
fmom previons years continued to be available.
The number of unique T visitors, summed

acToss these projects, Was just over 828,000,

a 51% increace on the corresponding 2009
figure. This subsmntial rise was due both

to the larger oumber of projects (just four were
Iaunched in 2009, with another four avaitable
from 2008) and to a 26% rise in the average
number of UK vislinrs per project.

Drwell fime™ measures how long vistors
spent online for those projects that had
‘websites (all projects pther than Privates,
which was a pame offered as a download}.

In 2010, the average dwell time for the
Education projects excesded 15 minutes
per visirt, 9% higher than the 2000 Ogore.

Evolving the way we assess and understand
our online impact will be an area of focus
for Channel 4 going forward. We hope
to develop additional Education measures
as part of this work.

Note: the key measures exciude o 2008
project, How Strest Rumner; for which complets
and relisble data are not avafisbie,

Reach of education content online

Engagement with education content pnline

828 peamber of UK vishore" to education 15 3 . Awerags tima spant on Charmel £5
k prosacts oing, D00s SJIMINS mmm'?:hwmmwn.
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Spotlight on:

E Range of imternational programming Kay:
#® rilmand crama

Channel 4s new remit includes a responsibility
to reflect the wider world. Most prominently
we do this through our news and current
affairs programming, which brings British
viewers coverage of the most pressing
international issues. This includes our daily
Channel 4 News programme and around

60 hard-hitting documentaries in Unreported
World and True Stories. Channel 4 aims

to do more than just report from international
battlegrounds, though — we want o examine
and celebrate foreign cultures in all of their
diversity, and stimulate curiosity about the
wider world across the whole of our schedule.

In 2010 our output included original drama
commissions such as I Am Slave, engaging
factual entertainment formats such as

Gordon'’s Great Escape and My Family’s Crazy
Fap Year, and the best of international cinema
showcased on the Film4 channel. We increased
our output of first-run international
programmes in 2010, showing 65 hours of
first-run programmes covering intermational
topics on the main channel and 71 hours of
True Stortes on Mored — a combined total of
136 hours of first-run originated programmes
across Channel 4 and Mored, in addition

to an extensive range of feature films on Film4.

Genras cove jemed @ ractual
136hr‘s b R i g ® News & Current ANEIrs (Exchoding dady news)







We measure audience engagement with
Channel 4's content in a variety of ways, from
the big picture figures of TV viewing and
online visits, to the personal feedback we get
from individual viewers and the audience
research outlined in this report.

Television

Television remains a hugely powerful and
popular medium, and Channel 4 continues to
be important to its viewers. Total TV viewing
was resilient in 2010, and Channel 4 remained
the third most viewed broadcaster in the TTE
after the BBC and ITV.

Almost 90% of television households
watched Channel 4= TV channels every
month in 2010 (for at least 15 consecutive
minutes of viewing) and average daily viewing
of Channel 4% programmes rose slightly
year-on-year.

But as digital switchover increased
competition for viewer attention, our overall
portfolio share fell slightly to 11.4% — down
from 11.5% in 2009. It was an especially
challenging year for the main channel, which
saw a 6% decline in viewing share, reflecting

‘What a brilliant,
powerful story’

Viewer comment on Mo

Audience Raach
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TV viewing share

Channel 4 portiolio share as a
percantage of total TV viewing

Shameless

declining aundiences to some of our longer-
running series as well as the challenges
faced by all other terrestirial channels

from multi-channel competition.

Our digital channels grew their share
by 8% in 2010. Film4 had a particularly strong
year: its eclectic mix of films is especially
popular on Freeview, contributing to a 25%
growth in viewing. E4 also enjoyed significant
growth, of 6%, although the 1% rise in
viewing to Mored was not as strong
as in previous years.

Medium-term trends show the important
role played by the digital channels, with
Channel 4 the only public service broadcaster
to have grown its portfolio share over the five
years up to 2010.

Channel 4% distinctiveness is derived
in large part from our original content.

The highest-rated shows in 2010 reflect the
diversity of our original output, including
entertainment programmes such as Big
Brother, dramas such as Shameless and Mo, and
factual content such as My Big Fat Gypsy
Wedding, Embarrassing Bodies and One Born
Every Minute. Original content commissioned
by the network filled 53%% of the hours on the
main Channel 4 service, E4 and More4 and
accounted for a disproportionately high 66%
of total viewing across these channels.
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‘A big thank you
for broadcasting
this wonderful,
thought-provoking
documentary’

Viewer comment on Amish:
World's Sqguarest Teenagers

Digital media

Online viewing of our programmes rose
significantly in 2010, as we continued to offer
more ways to allow audiences to watch what
they want, when they want. We extended the
availability of our programming onto two new
platforms in 2010, SeeSaw and P53, alongside
the likes of YouTube and channeld4.com.
Across all platforms, 31 million streams

of full-length Channel 4 programmes were
initiated each month on average in 2010;

a total of 372 million views over the vear.
This was a remarkable 71%% increase on 2000,
The most popular programmes on our 4ol
service were series aimed at younger audiences
— The Inbetweeners, Hollyoaks, Big Brother,
Skms and Glee. The latest series of The
Inbetipeeners achieved nearly 8 million views
on channeld.com alone across the year,

and broke our record for the number of on-
demand views of a single episode in a single
day. 40l also proved to be a valuable way

of engaging loval audiences with their
favourite content in new ways (see right).

Our online strategy is about much more
than providing new ways of delivering
television programmes. We also invest in
exclusive online content to enhance our
programmes and provide a range of specialist
gites tailored to the interests of our viewers.
Engagement online increased significantly
in 2010 — with our websites attracting more
than 30 million visits each month on average,
equivalent to 360 million visits across the vear;
a 36% increase on 2009. Page views were up
34% on 2000, with an average of 136 million
page views each month. We generated 652,000
comments on channel4.com and E4.com and
the conversion rate from TV audiences to
website visits averaged 19% — up 6 points from

E Making Chanmnel 4 programmes avallable on demand
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40D and The IT Crowd

Viewers of The I T Crowd were given the
nﬂpurtmlty o view an exchasive onling
premiers of the first episode of tha new
series before itwas broadeast on
Channel 4. 188,000 peonle registered to
wigw it, with & remarkable E0% of these
“guperfans” stating that they watched
the episods again when it was broadcast.
Experimenting with onine premierss
enables Channel 4 to build anticipation
Brownd key SEries and reward 12n Ioyalty,
‘and laterin the yEarwe launched new
series of PoneShop and Peep Show

in & similar way. By asking viewers to
register towatch the previews, we also
AN insights intowho they are and how
wi May be able to engage with them
further. Developing this in-dapth
understanding of our viewers wil

b & strategic priority Tor Channed 4

in the Tuture.

2009, Skins had the highest conversion rate
in 2010 —with 40% of the television audience
going on to visit the website.

Our online investment in 2010 prioritised
multiplatform content. From Million Pound
Dirop to0 Seven Days, we gave users the
opportunity to immerse themselves in the
lives of characters, connect with other viewers,
share information and contribute ideas. We
added to the quality of viewers' experiences
with exclusive online material, including
videos, interviews, music and games.

Digital innovation fund 4iP commissioned
a range of critically acclaimed projects,
including Such Troeet Serrow and
Papa Sangre. In 2010 we announced moves
to integrate Channel 4°s online activities
more closely with content commissioning,
to maximise our impact across platforms.

As part of this, Channel 4 merged 4iP into

the wider online team at the end of 2010.

We believe these changes will allow us to
deliver greater impact with our digital content.

Catering to diverse audiences
Channel 4s remit requires it to commission
content that specifically appeals to the tastes
and interests of a culturally diverse society.
Across the year we sought to reflect the lives
and interests of people from different
backgrounds, but in ways that also engage
a wider audience. Our ocutput in 2010 included
a range of programming aimed at hard-to-
reach groups including young adults, ethnic
minorities and disabled people.

Ethnic minorities tend to be particularly
high consumers of digital TV channels.
Asg a result, viewing by BAME audiences
to the public service broadcasters’ channels
is less than the viewing levels to those
channels by the general population. In 2010
there was a smaller fall-off in viewing amongst
BAME audiences to Channel 4%s portfolio

." Engagament with Channel 4 content online
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‘watching #millionpounddrop
on Channel4, what a great

quiz show. Playing along in

tandem online is fun too’
Twitter comment on Million Pound Drop
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than those of the other public service
broadcasters. However, the main channel's
share did fall from 2009, and going forward
we hope to improve our share by developing
engaging ways of reaching different ethnic
groups, as we discuss on pages 19-20.

We also sought to cater to viewers with
disabilities — both by creating programming
that explored their lives and interests, as well
as ensuring that our programming is as
accessible as possible to the hearing and
visually impaired. Beyond our formal quotas,
Channel 4 made a voluntary commitment
to provide subtitling on 100% of programmes
on all channels by the beginning of 2011;
and to provide audio description on 20%
of programmes on all channels {compared
to a statutory quota of 109%4).

We retained our strong relationship with
young audiences, a group that is traditionally
hard-to-reach with public service content.
We were the only public service broadcaster
whose channels were viewed more by 16-34
vear olds than by the general population, and
we were the only public service broadcaster
to have grown our share of that andience
over the last five years across our whole
portfolio of channels.

Orverall, viewers regard Channel 4 as the
lead broadcaster catering for audiences that
other channels don’t: in tracking studies
conducted over the course of 2010, Channel 4
was 14 points ahead of the average for the
other PSB channels and 11 points ahead
of the nearest competitor, Five.

Reflecting audience opinion

Dwring the yvear, our Viewer Enquires Centre
was contacted 170,000 times, the majority
being requests for further information.

The remainder were a mixture of complaints
{17,669 and appreciative comments {4,362).
The single most praised programme was a
Charnel 4 News report on threats to Ahmadi

‘Thank you for Gok Wan’s
programme; helping
disabled people learn

to love themselves again’

Viewer commeant on How To Look Good Naked...
With A Diffarence
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Muslims, while the most criticised was an
adwvertisement for the Marie Stopes Clinic.
Dispatches: The Children of Gaza attracted
over 100 appreciative comments, while
Brrtain’s Islamic Republic prompted 50
positive comments and 833 complaints.
Frankie Boyles Tramadol Nights saw
56 viewers contacting us to express their
appreciation and 701 to do the opposite.
Other programmes and issues that received
significant numbers of complaints included
The Godfather III (following a technical hitch),
the decision not to continue with
the daily version of The Daily Show,
and The Taking of Prince Harry (for which the
majority were received before the programme
transmitted). Notably appreciated
programmes included This is England "86,
Mo, Amash: Worlds Sguarest Teenagers and
How to Look Good Naked... With a Dyfference.
We also monitor audience comment
on social media. Big Brother, Skins, and
Embarrassing Bodies generated particulady
high volumes of comments on channeld4.com.
Channel 4 programmes were also active
on Twitter during 2010, with Million Pound
Drop seeing nearly 50,000 tweets as the
audience played along with the online game.
Misfirs, Big Brother, Seven Days and The
Inbetweeners also inspired high levels
of discussion on the platform.

‘C4 should be applauded
for taking a risk where
other broadcasters
perpetually play it safe’

Broadoast

ol=]o)

Seven Days

Zewen Nays sought to braak down the
wall bet teleyizion and its Aud

wEing social media to allow viewsrs
tointeract with, and influence, the
programme’s real-life participants.
These interactions were then refected
back into the programme itself. This
approach inspired high levels of onling
ERgagEMENt, with viewars enjoying the
mml{;tﬂ discuss and become part
of the lives of the paople they ware
watching. More than 8% of the television
aumience went onfing to the programme’s
webSita and during its run, the series
was one of the most talked about
Channed 4 programmes on Twitter.

Ower one week the IHWH.ITITB Ettractad
10 times as many comments on

channeld.com a8 another popular show,
5ing Bodies.
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