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More than one side 
to every story
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40 years on from its creation, Channel 4’s role has 
never been more vital to the UK, as it delivers a unique 
public service for viewers, invests hundreds of millions 
of pounds into the creative economy and supports tens 
of thousands of jobs across the UK.

Chair’s Statement
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Channel 4 directly invested £671 million 
into the creative economy in 2021 – 
our third-highest content spend ever, 
and above pre-pandemic levels as we 
reinvested our strong surplus from 2020 
into the independent production sector. 

The Lateish Show with Mo Gilligan
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Through our exceptional 
financial performance, we 
have built a strong balance 
sheet and reserves.

Chair’s Statement 
continued
Entirely self-financed, Channel 4 generates all of its income 
through commercial activities, funding the delivery of its public 
remit and enabling it to commission all of its programmes from 
hundreds of the best independent producers across the UK. 

I joined Channel 4 in April this year and I have been delighted 
by the organisation’s laser focus on delivering a public service and 
spreading opportunity across the country, both on and off screen 
and throughout its supply chain. Channel 4 is levelling up the 
creative sector, creating new jobs and opportunities for all across 
the UK. 

Channel 4 had a great 2021, delivering compelling content on 
screen, from dramas such as Russell T Davies’ It’s A Sin to Jack 
Thorne’s Help, hard-hitting documentaries such as Dispatches: 
The Black Maternity Scandal or Davina McCall’s Sex, Myths and 
the Menopause, and innovative new formats like Murder Island. 
Viewers responded positively to our content in 2021: across 
12 remit tracker statements, we increased our average lead to 
24 percentage points above the other main PSBs. Our remit is 
central to everything that we do, and it manifested itself across 
all of our platforms and genres.

Channel 4 directly invested £671 million into the creative 
economy in 2021 – our third-highest content spend ever, and 
above pre-pandemic levels as we reinvested our strong surplus 
from 2020 into the independent production sector. This 
investment into Britain’s creative businesses – alongside our 
essential work in the Nations and Regions – is stimulating growth 
and innovation in one of the most dynamic and globally 
competitive sectors of our economy.

With TV advertising continuing to beat expectations in 2021, 
the organisation achieved record corporation revenues of 
£1.2 billion in 2021. Importantly, significant revenue growth 
stemmed from digital advertising (+40% year-on-year) and 
non-advertising revenues (+26%), reflecting the organisation’s 
clear focus on digital growth and revenue diversification.

Through our exceptional financial performance, we have 
built a strong balance sheet and reserves. Channel 4 achieved 
a record pre-tax surplus for the second consecutive year in 
2021, of £101 million – our first-ever three-figure surplus. 
Net assets grew by £114 million in 2021, to £556 million, 
which provides Channel 4 with a platform for further 
strategic growth and opens up new opportunities for longer-
term investment in the coming years as we build on our 
ambitious Future4 strategy. This also underlines Channel 4’s 
long-term sustainability, even through uncertain times. 

As part of its Future4 strategy, Channel 4’s digital transformation 
continued apace in 2021, ensuring that the channel remains 
relevant as a destination for the next generation of audiences and 
securing the organisation’s long-term sustainability. Streaming 
views increased 21% in 2021, finishing the year on 1.5 billion views, 
reflecting the success of our digital-first approach. Channel 4’s 
share of commercial impacts (‘SOCI’) among 16-34-year-olds 
decreased to 20.1% (2020: 21.3%) – a decline which had been 
anticipated given Channel 4’s strategic digital-first focus, and as 
our competitors started to return key titles and live events to the 
schedule this year.

The marketplace in which Channel 4 operates remains highly 
competitive and dynamic, and the Board relentlessly monitors 
Channel 4’s performance, potential risks and the changing 
landscape. It is our role to review the strategies and investment 
plans to ensure the continued delivery of Channel 4’s remit and its 
long-term sustainability. 

In April 2022, the Government published a White Paper in 
which it set out its intention to proceed with the privatisation of 
Channel 4. Channel 4 engaged in good faith with the Government 
throughout the consultation process, demonstrating how it can 
continue to commission much-loved programmes from the 
independent sector across the UK that represent and celebrate 
every aspect of British life as well as increase its contribution to 
society, while maintaining ownership by the public. 

The proposal to privatise Channel 4 will require a lengthy 
legislative process and political debate, and inevitably has 
implications in terms of risks and opportunities for the organisation. 
We will continue to engage constructively with DCMS, Government 
and Parliament, whilst maintaining our focus on the delivery of our 
remit, to ensure Channel 4 carries on making its unique contribution 
to Britain’s creative ecology and national life.

2021 saw changes to the Channel 4 Board. I would like to 
thank Althea Efunshile, Uzma Hasan, Fru Hazlitt, Tom Hooper and 
Stewart Purvis for their contribution during their terms. I would 
also like to thank Charles Gurassa for his stewardship of the Board 
since 2016. In addition, we welcome new Board members Dawn 
Airey, Tess Alps, David Kogan, Michael Lynton and Sarah Sands 
and look forward to working with them in the years ahead – they 
bring considerable relevant knowledge and expertise that will be 
invaluable to the Board going forward. Thank you to Dawn for 
acting as interim Chair until my appointment.

Finally, I thank all of my colleagues at Channel 4 for the 
outstanding results delivered this year, none of which would have 
been possible without their hard work, commitment and creative 
inspiration. As we embark on a new decade for this unique and 
beloved broadcaster, we have never been in better creative and 
commercial shape. I look forward with wonder to what the channel 
will achieve next.

Everybody’s Talking About Jamie
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Opening everything 
up for everyone 
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2021 saw Channel 4 enthral audiences, deliver on its 
remit and successfully continue its transformation into 
a digital, young PSB. It was a strong year creatively and 
Channel 4 has never been more representative of the 
entirety of the UK.

Alex 
Mahon

Chief Executive’s Statement
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Big moments included the 2021 Tokyo 2020 Paralympic Games 
(in which we covered more disabled sport than ever and featured 
a team of 70% disabled presenters) and the Black to Front Project 
(a world first in which we dedicated an entire day of programming 
featuring only Black talent, stories and contributors in order 
to make a step change in the industry), alongside distinctive 
programmes that only Channel 4 would make, such as It’s A Sin, 
We Are Lady Parts, Help and Davina McCall: Sex, Myths and the 
Menopause.

Representing and reflecting our audiences is key within our 
content – but also in the make-up of our staff. Channel 4 made 
strong progress on equitable representation in 2021. With 18% of 
our staff being ethnically diverse, we are on track to reach our 20% 
target by next year. Crucially, we have also seen strong progress in 
our Top 100 leaders, nearly doubling the proportion of ethnically 
diverse leaders from 9% in 2017 to 17% in 2022. It is important that 
the externally-appointed Channel 4 Board equally reflects the 
diversity of the UK, and we hope to see this improve in due course, 
to ensure it is more closely aligned with our ambitions.

Channel 4 is an anti-racist organisation, and we pride 
ourselves on a culture that is both inclusive and diverse. We know 
that we can – and must – go further and we are determined to 
remain at the forefront of driving lasting, positive change across 
the creative industries and throughout the UK. It’s at the heart of 
what we do and why Channel 4 exists.

Innovation and creativity
Through innovative partnerships and deals, in 2021 we created 
several key moments of shared national joy, bringing major 
sporting events to a free-to-air audience. These included the 
momentous US Open Tennis final featuring Emma Raducanu’s 
historic win, Test Cricket on free-to-air for the first time in 
16 years, the nail-biting Formula 1 finale between Lewis Hamilton 
and Max Verstappen, Paralympic sport and more. I’m delighted 
that we were named Sports Network of the Year 2021 at the British 
Sports Journalism Awards.

We also supported British creativity by experimenting with 
new shows, such as Murder Island, I Literally Just Told You and 
Moneybags. We worked hard to keep our best-loved brands, 
including Gogglebox, The Great British Bake Off and Taskmaster, 
feeling fresh. And we successfully grew our new returning brands, 
such as The Dog House or Grayson’s Art Club. Off the back of this 
standout year, although our share of commercial impacts (‘SOCI’) 
among 16-34-year-olds declined slightly, we recorded a second 
consecutive year of growth across our portfolio viewing.

Despite the ongoing pandemic, our film business Film4 
Productions, had its busiest year in some time. In 2021, Film4 
released 13 new films – including global hits such as Everybody’s 
Talking About Jamie, Last Night in Soho, Passing and the Palme 
d’Or winning Titane – reaching audiences in cinemas and 
streaming platforms. We also shot 12 films during the year, 
including exciting new projects from established directors as well 
as an exciting and diverse slate of debuts and films from newer 
names, such as Soudade Kaadan, Mark Jenkin and Babak Anvari.

2021 has been a year of British creativity and digital 
excellence for Channel 4, ensuring that we are able to continue 
our ambitions to support the creative industries and level up 
the UK.

It’s A Sin
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Digital acceleration
Digital acceleration remained a key priority throughout the year, 
as we continued to excel as Britain’s biggest free streaming 
service. We grew streaming views by 21% in 2021, continuing the 
strong growth we experienced in 2020 (26%). This demonstrates 
that our strategy has been successful and we ended the year in a 
position of digital success and strength, ahead of our broadcast 
peers in the UK and other territories.

We exceeded 1.5 billion views on All 4 for the first time ever 
(+21% year-on-year), reflecting the success of our digital-first 
approach. We are well on our way to achieving our Future4 target 
of 2 billion views by 2025, a central goal of our strategy, to ensure 
that Channel 4 remains relevant in an increasingly digital viewing 
landscape.

As a proportion of total Channel 4 viewing, streaming 
accounted for 13.1% of viewing, against 9.2% in 2020 – 
a significant increase that demonstrates Channel 4’s commitment 
to digital acceleration, and is above the market average: for 
example, streaming accounted for around 4% of ITV’s viewing in 
2021. We also accelerated our approach to reaching audiences on 
social media in 2021, achieving over 11.3 billion views of social 
media content from our Leeds-based 4Studio business. 4Studio 
also became the biggest social media portfolio on YouTube and 
Facebook for UK 18-34-year-olds, reaching more of this group 
than any other global brand.

Record financial 
performance
Despite the continued effects of the Covid-19 pandemic, 2021 
was a record year for Channel 4 financially, with the organisation 
exceeding £1 billion of revenue for the first time ever, to £1.2 
billion (+25% year-on-year).

Of this, 19% stemmed from digital advertising revenue 
(against 17% in 2020), ensuring that we are on track to reach our 
target of 30% of revenue from digital advertising by 2025. 
Switching our revenues to digital rather than linear advertising is 
critical for our future growth.

As a result of our strong financial performance, we achieved a 
record result for the second year running, recognising a pre-tax 
surplus of £101 million. This record surplus will allow us to invest 
even further in content in 2022, even against a backdrop of 
economic uncertainty. From the outset 2021 was a year of 
significant reinvestment following reductions in content spend in 
2020 due to the pandemic. In 2021, we invested £671 million in 
content, which was above pre-pandemic levels. Of this, £492 
million was invested in originated content.

Supporting the UK’s creative industries – and in particular the 
independent production sector – is why Channel 4 was created. 
We’re able to support the production of British IP and help to grow 
innovative SMEs across the country.

Levelling up the UK
Only two years into our programme of work, Channel 4 is firmly 
embedded in the UK’s Nations and Regions. Our 2023 targets 
when we announced our locations in 2019 were to voluntarily 
increase our Nations and Regions production spend from a quota 
of 35% to 50%; to establish our National HQ in Leeds and open 
two Creative Hubs in Bristol and Glasgow, which would be the 
home of up to 300 Channel 4 jobs; and to co-anchor the news 
from the Nations and Regions.

I’m very proud that we have achieved all of these ambitions 
two years ahead of schedule, a demonstration of our commitment 
to levelling up the country.

In 2021, 55% of our originated content spend was sourced 
from suppliers in the Nations and Regions, the highest level ever. 
We opened our National HQ in the Majestic building in the heart of 
Leeds in 2021, in addition to our offices in Bristol and Glasgow; 
and these are now the home of over 300 Channel 4 roles. And in 
2021, we also started to co-anchor the news from across the 
Nations and Regions.

Across the UK, our teams work and collaborate with SMEs on 
a daily basis, helping to tell their stories and supporting their 
economic growth.

Investing in the next 
generation
In order to find, nurture and develop talent, and to open up 
opportunities in broadcasting, we turbocharged our Leeds-based 
training and development initiative 4Skills. This is a key part of our 
4 All the UK strategy, helping to address skills gaps and remove 
barriers in order to ensure that off-screen talent can have a long, 
productive career in television without needing to be in London.

In 2021, we announced that we were expanding the 4Skills 
programme so that our initiatives would help 15,000 young 
people every year. This is an investment worth £5 million annually 
and includes: a new digital academy with placements for young 
people from lower socioeconomic backgrounds, a new pan-UK 
schools engagement programme (4Schools), and a new on and 
off-screen training programme for people with disabilities.

This year marks 40 years since Margaret Thatcher created 
Channel 4 and we are proud to continue enhancing our public 
contribution, spreading more opportunity across the country – 
on and off screen and through our supply chain.

In April 2022, the Government published a White Paper 
setting out its decision to proceed with a change of ownership for 
Channel 4. In our engagement with Government, we proposed a 
vision for the next 40 years of Channel 4, which we were confident 
would allow us to build on the successes of the first 40. That vision 
was rooted in continued public ownership, and was built upon the 
huge amount of public value our model has delivered to date – and 
the opportunity to deliver so much more in the future.

But ultimately, the ownership of Channel 4 is for Government 
to propose and Parliament to decide. The decision to privatise will 
inevitably have an impact on the organisation; existing risks may 
be amplified or new risks may emerge, all of which must be 
managed as we continue to deliver on our remit.

Our job is to deliver what Parliament tasks us to do, and if or 
when that changes, I am confident that this incredible organisation 
will respond with the relentless energy it has always displayed in 
pursuit of its goals and the remit – making incredible shows for our 
audiences, creating opportunities for young people and 
supporting the creative industries across the UK.

Thank you to all of my colleagues across the business, the 
Channel 4 Board and our creative and commercial partners for 
your ongoing support.

We Are Lady Parts
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Channel 4’s purpose

To create  
change through 
entertainment 

We aim to create change in the wider world through all of 
our activities, from TV, to streaming, social media and film – 
and our day-to-day roles at Channel 4. It’s the impact that 
Channel 4 has on society, on viewers, on British culture, on 
the creative industries and on the wider economy. It’s why 
Channel 4 is – and will continue to be – altogether different.

It’s A Sin
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When we talk about our purpose to 
create change through entertainment, 
we mean that much – if not most – of 
the content we air is suffused with 
purpose. That purpose may vary, as may 
our approach to pursuing it, as may the 
balance between entertainment and 
purpose for any given piece of content.
In some instances, we identify specific themes where we seek 
to make an impact on the attitudes and behaviours of our 
audience and commission programmes specifically designed to 
achieve that: 2021’s climate change programming, or the brief 
we have issued looking for content that will change the national 
conversation around disability, are good examples of that. 

In other cases, we use our factual programming – current 
affairs as well as documentaries – to highlight particular issues, 
often with the objective of exposing wrongdoing, unfairness or 
abuse of power. David Lammy’s Unremembered was an excellent 
example of this, bringing to light a part of history that had never 
been told and leading to a change in Government policy, as was 
last year’s Rape: Who’s On Trial documentary and live debate, or 
Torn Apart: Family Courts Uncovered, the exposé of the secretive 
operation of the family courts which led to media being allowed in 
family courts for the first time. 

Our recent documentary series on the Jeremy Kyle Show was 
another good example of this approach. By revealing the truth 
about what went on behind the scenes of the show, through vivid 
and impactful filmmaking, we have sparked a vigorous debate 
about exploitation of contributors in television which ultimately, 
hopefully, will lead to less exploitative treatment of ordinary 
people who appear on TV.

In other cases, we use more outwardly entertaining formats 
and approaches to inspire change around particular issues. 
Good examples of this are shows like The Restaurant that Makes 
Mistakes (treatment of dementia sufferers), The Write Offs 
(adult illiteracy), Joe Lycett’s Got Your Back (consumer justice) 
or The Simpler Life (challenging materialist and connected 
modern lifestyle).

We also use on-screen representation to challenge 
assumptions about different groups, and promote greater 
tolerance and social cohesion. Good examples included the  
Black to Front Project, which we hope will have both an ongoing 
impact on the TV industry, but also on the way wider audiences 
view the Black community, and the range of areas in which Black 
viewers can see Black role models. We are ramping up our 
commitments to nurturing and progressing Black talent in the 
TV industry as part of our everyday work, using the learnings from 
the Black to Front Project to drive a more equitable TV landscape 
for all. The Paralympic Games and our programming around it  
is another strong example of using our commitment to better 
representation to change attitudes to one group in society. 
Similarly, the ground-breaking representation of young Muslim 
women in We Are Lady Parts, for instance, challenged perceptions 
of that group, as well as offering young Muslim women a different 
kind of role model. 
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Channel 4’s vision

Represent  
unheard voices

Channel 4 has a strong commitment to representing  
the whole of the UK. It means using our strong brand 
and wide reach to elevate unheard voices – from diverse 
communities, emerging writers and producers, to those 
who have different points of view or experiences.
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Tokyo 2020 Paralympic Games
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Channel 4’s vision

Challenge  
with purpose

We are here to challenge groupthink and hold power 
to account. We don’t just challenge for the sake of it. 
We are here to test boundaries and challenge 
conventions, and inspire reflection and critical thought.



17

Celebrity Trash Monsters
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Channel 4’s vision

Reinvent  
entertainment

Channel 4 has a long-established role as an innovator 
in the creative industries across ‘entertainment’ in the 
broadest sense: we challenge ourselves to continuously 
refresh what we do creatively; to develop new and 
emerging talent; to find new ways of reaching audiences; 
and to find new ways of working with our partners.
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We Are Lady Parts
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FUTURE
Channel 4 launched its Future4 plan 
last year to ensure it can continue 
to deliver significant impact for UK 
audiences and significant investment 
into the UK creative economy. 

We have made strong progress on our way to 
achieving our five-year plan targets, and well ahead 
of schedule. This is allowing us to deliver more value 
to viewers, to support more jobs across the UK, 
and to project British culture, values and creative 
excellence overseas.

Targets 
What we  
will achieve 
•  Double All 4 viewing to 2bn 

views by 2025  
2019 baseline: 995m 
2021: 1,518m

•  Digital advertising to be at least 
30% of total revenue by 2025 
2019 baseline: £145m/15% 
2021: £224m/19%

•  Non-advertising to be at least 
10% of total revenue by 2025 
2019 baseline: £73m/7% 
2021: £105m/9%

Deceit

Rosie’s Trip Hazard
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1 Content Prioritise digital  
growth over linear ratings
A central goal of the Future4 strategy is to  
double All 4 viewing by 2025. To achieve this, 
we are dialling up our ambitions for All 4 and 
doubling down on the types of programmes  
that we know people love.

• Investing more in highly distinctive, young-
skewing formats, which are the engines of  
All 4’s success

• Using deeper audience insights to find shows  
that drive streaming

• Maximising use of our Leeds-based digital 
content hub, 4Studio, to produce more original 
shorts and grow branded digital entertainment

2 Viewers Put viewers at the  
heart of our decision making 
Viewers’ expectations are changing in a  
digital world. They expect Channel 4 to know  
how they watch, where they watch and why they 
watch. They expect more content, 
communications and experiences based on  
their motivations – not just their demographics. 

• Using a more viewer-centric approach to inform 
activity and decisions across Channel 4

• Rolling out personalisation features on All 4, 
including smarter recommendations

• Evolving how we commission, schedule, plan  
and develop products, sell and market to put 
viewers at the heart

• Refining our channel brands and their connection 
with their editorial positioning

3 Commercial Diversify  
new revenue streams to  
underpin our sustainability 
We have clear commercial targets as part  
of the Future4 strategy: digital advertising  
to be at least 30% of total revenue and  
non-advertising to be at least 10% of total 
revenue by 2025. 

• Innovating our core advertising proposition for 
a digital world through data-driven targeting, 
including allowing clients to ‘bring their own data’ 
to target All 4 viewers via our BrandMatch offer

• Diversifying our revenue streams by making the 
most of our ad-free All 4+ proposition and  
scaling the Indie Growth Fund and Channel 4 
Ventures further, as well as launching new  
Global Format Fund

• Providing innovative partnership opportunities  
for our clients, including creative solutions, 
ad-break takeovers, short form and long form 
branded content and access to talent

4 Partnerships Focus on  
strategic partnerships to  
compete more effectively 
Channel 4 has partnership in its DNA  
and our success is built upon working with other 
organisations – existing partnerships include 
Snapchat, TikTok and YouTube among others – 
and these will become even more important in 
the future.

• Building upon our network and forging new 
arrangements to get our content in front of  
the right audiences, more of the time

• Further developing mutually beneficial 
collaboration in production, advertising, 
distribution and technology

This W
ay U

p
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4 All the UK

Channel 4 has always been about serving Britain.  
We’re building new creative clusters and we support 
thousands of jobs through our supply chains.
Alex Mahon, Chief Executive

55% 
of our original content 
spend is in the Nations  
and Regions – achieving 
our target two years  
ahead of schedule

400
Channel 4 roles based 
outside of London

Through its 4 All the UK strategy, 
Channel 4 is helping to build the UK’s 
creative clusters, providing business for 
hundreds of small and medium-sized 
companies and supporting thousands of 
jobs through our supply chain. We play 
an integral role in levelling up regional 
inequalities of income and opportunity 
across the UK.
In 2021, Channel 4 delivered its highest-ever figures for the 
proportion of content sourced from the Nations and Regions in 
both volume and spend, with substantial year-on-year increases – 
meeting our 4 All the UK targets two years ahead of schedule.

We sourced 66% of hours of first-run originated programmes 
on the main channel from suppliers based in the Nations and 
Regions (this is eight percentage points more than in 2020 and 
seven points more than the previous peak of 59% in 2018). As a 
proportion of spend, 55% of our expenditure on first-run 
originated programmes was sourced from suppliers outside of 
London (also eight points more than the record we set in 2020). 

By the end of the year, we had around 400 roles located 
outside of London, and we anticipate this will continue to scale.

In September, we officially opened our National HQ in the 
Majestic building, in the heart of Leeds. Together with our Creative 
Hubs in Bristol and Glasgow, these are acting as a spark for the 
industry: new production companies are opening and existing 
companies are also expanding around the UK. 

Another important aspect of our 4 All the UK strategy is our 
4Skills programme, which originally launched in 2020. Its aim is to 
attract diverse people into broadcasting and production from 
across the UK, addressing sector skills gaps and progressing the 
careers of those already in the industry. You can read a case study 
on 4Skills on page 47.

However, most importantly for our audiences, the impact 
of our 4 All the UK activities is resulting in more representation 
of different parts of the UK on screen. 

2021 saw us start co-anchoring our news from Leeds, joining 
the now well-established Steph’s Packed Lunch as a regular 
fixture. First Dates is now filmed in Manchester, as is Moneybags; 
we have a new blue light documentary series coming from 
Scotland; and we worked with producers The Garden to move 
24 Hours in A&E to Nottingham. One of the year’s surprise hits was 
The Lake District Farm and our biggest daytime launch in years, 
The Great House Giveaway, is produced from the Llyn Peninsula 
by Welsh indie Chwarel.
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Levelling up 

British creativity

Leeds
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2021 at a glance
A selection of highlights from 2021 – please see p146  
for year-on-year progress on our key performance 
indicators, aligned with Channel 4’s Future4 strategy.

Digital 
acceleration
19% of total corporation 
revenue comes from 
digital advertising 
(2020: 17%)

the £224m record digital advertising 
revenue (+40% year-on-year) puts 
Channel 4 well on target to reach its 30% 
digital revenue Future4 target by 2025

+21% growth in 
programme 
streaming views
we grew our programme streaming views 
to over 1.5 billion in 2021, the biggest ever 
increase in absolute terms and a second 
consecutive year of double-digit growth

Biggest free streaming 
service in the UK
with >14,500 hours of content available 
to stream on All 4

13% of total Channel 4 
viewing from streaming
an increase from a proportion of 9.2% 
from streaming in 2020, demonstrating 
Channel 4’s digital acceleration

Financial success
£1.2bn corporation 
revenue (+25%*)

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

* +25% on 2020, +18% on 2019

£101m pre-tax 
surplus (+£27m)

a record, highest ever, result for the 
second year running in 2021 and 
recognising a three-figure surplus for 
the first time ever

£272m net cash 
reserves* (+£71m)

our record surplus has driven a £71 million 
increase in our cash reserves versus 
2020, to reach our second highest-ever 
closing cash position and net assets of 
£566 million

* Net cash reserves reflect the sum of the Group’s cash 
and cash equivalents and other financial assets net of 
cash borrowings at the balance sheet date, defined 
on p205.

Must-watch 
content
Highest main channel 
viewing share growth 
since 2013
+3% growth in main channel viewing share 
to 6.1%, during a year in which audiences’ 
viewing habits started to return to normal 
after pandemic lockdowns in 2020

+3% growth in main 
channel viewing share 
amongst ethnically 
diverse audiences 
to 5.4%
our highest ethnically diverse annual share 
since 2012

+1% growth in viewing 
share to our TV channel 
portfolio to 10.3%
we increased our TV portfolio viewing 
share year-on-year for the second 
consecutive year

15% portfolio viewing 
share among 
16-34-year-olds (-5%)

linear share among young people fell 
slightly in 2021 as viewers migrated to 
streaming and social for content and 
competition increased

Nine of the 10 youngest-
profiling shows on the 
UK PSB channels were 
on Channel 4
as the public service broadcaster for 
young people, Channel 4 works hard to 
engage with its audience however and 
wherever they watch TV

The Circle

The Electrical Life of Louis Wain 
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Supporting the 
creative industries
66% of content sourced 
from SMEs based in 
the Nations and 
Regions (+8pts)

the highest ever volume of originated 
content on the main channel in Channel 4’s 
history, as we work to represent the 
whole of the UK. By spend, 55% of our 
expenditure was sourced from companies 
outside of London

£671m total  
content spend (2020: £522m)

a significant year-on-year increase 
following 2020’s Covid-related reductions, 
as we reinvested our strong surplus from 
2020 into the UK’s creative industries

£492m spend 
on originated 
content (2020: £370m)

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

164 independent 
producers worked  
with in 2021 (2020: 161)

294 companies worked with in total,  
with growth particularly strong amongst 
digital media companies as our new 
Future4 strategy was rolled out

We Are Lady Parts


