Unapologetic
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creating change

Represent
unheard voices

creating change

british voices

Throughout the year – from 2021’s piercing drama
It’s A Sin to the groundbreaking Black to Front
Project, from the incredible Tokyo 2020
Paralympic Games to our Leeds-based daytime
show Steph’s Packed Lunch or the smash hit
We Are Lady Parts – Channel 4 has represented
the whole of the UK in all of its glorious difference.
It’s about levelling up. Being uniquely British.
Uniquely Channel 4.

british voices
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Four areas of focus:
British creativity
Digital excellence
Nations and Regions
Young and diverse
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“You’re different. We’re different. Altogether Different.”
In 2021, Channel 4 launched a new brand platform that
celebrates what makes the channel distinct by showcasing
some of our best-loved shows. Through all of our content
and activities, we represent unheard voices, giving a
voice to those who are not often heard on TV.

Altogether Different campaign
As part of our Future4 strategy, last year we set out a clear
intention to relaunch the Channel 4 brand. Altogether Different
is what Channel 4 stands for, and is used across all of our linear,
digital and social media channels. It illustrates how Channel 4
celebrates difference in an entertaining, inclusive way, reflecting
the whole of the UK through a broad range of impactful public
service content.
We launched the campaign in July 2021, and had a second
burst in November featuring more than 30 of Channel 4’s famous
faces and rising stars. Opening with a twist on the film
classification system by rating viewers ‘W for Weird’ – as signed
by Channel 4’s Chief Executive Alex Mahon – Davina McCall went
on to tell viewers: “There’s nothing normal about this place or
anyone who lives here.”
Four in ten UK adults said they felt more positively towards
Channel 4 after seeing the latest trail, and this figure was even
higher for 16-24-year-olds (65%), 25-34-year-olds (50%) and
ethnically diverse adults (59%).
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It’s A Sin

Never before in my
lifetime has a TV show
had such a profound
effect on people from
all walks of life.
Ian Green, CEO of Terrence Higgins Trust

It’s A Sin
Crystallising Channel 4’s remit to
represent unheard voices, It’s A Sin
exploded onto British television
at the start of 2021 and became one
of the most defining and impactful shows
in a generation.
It’s A Sin

The five-part series from BAFTA-winning writer Russell T Davies
followed a group of friends living in London through the 1980s –
a decade that began, for them, with sex, love and freedom but
was soon darkened by the looming AIDS crisis.
Described by critics as a “masterpiece” (The Guardian) and
a show that “exists in a place beyond television entertainment”
(Evening Standard), It’s A Sin was an immediate smash hit,
becoming All 4’s most popular drama launch and biggest instant
box-set, with all episodes released on demand immediately. With
more than 26 million views (and counting), it remains All 4’s
biggest series ever.
It’s A Sin wasn’t just a success with viewers. As the first
mainstream series to address the British experience of the
AIDS crisis, the drama was credited by audiences for tackling
difficult issues and giving a voice to those often marginalised in
society (95% of viewers agreed); helping to remove stigma
surrounding HIV/AIDS (87%); and showing LGBTQ+ relationships
in a true light (71%).
After watching It’s A Sin, Norman Fowler – who was the
minister responsible for the public health campaign ‘Don’t Die Of
Ignorance’ in 1987 – brought forward his decision to end his role
as Lord Speaker in the House of Lords so that he can devote his
Parliamentary activity to campaigning on HIV/AIDS.
The Terrence Higgins Trust reported that the programme
sparked a 3,100% jump in searches for ‘Why was AIDS so deadly in
the 80s?’ and prompted a huge surge in HIV testing. “Never before
in my lifetime has a TV show had such a profound effect on people
from all walks of life,” said the charity’s CEO Ian Green.
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Interview with
Russell T Davies

Q

It’s A Sin is a story told through the experiences of a group of
young gay men, but the themes of family, friendship, community
and identity transcend demographics – is it important to you
that this drama resonates with audiences from a whole range
of backgrounds?

A

Oh, absolutely! At its heart, It’s A Sin is about a bunch of people
leaving home and doing what we all do, which is find our own
family. A family constructed of friends, and friends of friends,
even friends’ mothers. You build that for yourself. And I’ve written
that many times. So I love writing about it. In writing a series about
death, death is just the full stop, you’ve got to write the great big
sentence that comes before.

Q

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

A

I wanted to see the British perspective. It does exist, it’s there
in films like Pride, very beautifully stated, and there’s this whole
body of work that I’ve seen, such as The Inheritance and Angels
in America – among the finest things that have been written –
or The Normal Heart. I was very aware of those pieces of work.
But I very much wanted to find my own place alongside them,
not repeating what they’ve done.
In some ways, the urge to be new is the least important thing.
Because it’s stories like this that need restating again and again.
I’m very aware that younger generations are growing up not
knowing anything about this period. And actually, let’s be honest,
people who were there at the time don’t know anything about it
either. And there are those who have happily forgotten such a bad
time, and I don’t blame them for that. So it was a matter of me
finding my place in there. It’s an awful subject, it’s a delicate
subject, but it’s an honour to write about it.
What’s been your experience of the impact It’s A Sin has
had on viewers?
Since It’s A Sin aired on Channel 4, I’ve received emails, texts
and DMs every day, telling me how lives have changed as a result
of the show. Families now able to tell the truth about how their
uncle died; men and women freely stating their HIV status out
loud, for the first time, without shame; charities telling me that
HIV testing numbers have gone through the roof. More than
£500,000 for charity has been raised from the sale of a single
t-shirt design, based on the show’s catchphrase.
That, to me, is public service broadcasting. Far more than
a service. It’s a joy.
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It’s A Sin

I wanted to
see the British
perspective.

Russell T Davies

33

I’ve never been so happy watching
UK telly. Literally ALL DAY.
Adverts included #BlackToFront.

Celebrity Gogglebox

34

Channel Four Annual Report 2021

Represent unheard voices

Big Age

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

Authentic views from
across the UK
Channel 4 is proud of its long history
of inclusion and diversity. Ensuring that
diverse voices are portrayed on screen
in an authentic manner, across all of our
genres, is a key element of our public
service remit. Highlights on All 4 and
Channel 4 this year included moving
towards more balanced and accurate
representations of all types of lived
experience – whether disability, gender,
sexuality, ethnicity, diversity of thought
and diverse voices from all over the UK.

Hollyoaks

The Dispatches strand explored the reality of employment and the
future of work through Low Pay Britain, shining a light on the gig
economy and how workers across the country have felt the impact
of Covid-19, lockdowns and Brexit.
Nida Manzoor’s anarchic, joyful and irreverent music comedy
We Are Lady Parts – named by The New York Times as one of the
year’s best pieces of TV – told the laugh-out-loud story of a female
Muslim punk band, as never before seen on British TV, and
performed strongly as a box-set on All 4.
The award-winning Trip Hazard: My Great British Adventure,
saw comedian Rosie Jones travel across the UK. 84% of viewers
of the show agreed that having disabled presenters on TV helps
people understand disability better, while 83% agreed that the
series helped to challenge perceptions of what it means to be
disabled – rising to a significant 92% among disabled viewers.

The Black to Front Project was a takeover on an epic scale. It took
a year to plan and involved every slot, every genre and every corner
of Channel 4. No other broadcaster had attempted this before.
From Celebrity Gogglebox and Hollyoaks to Countdown and
Love It or List It, we put Black voices front and centre of a swathe
of our most popular programmes. Channel 4 News featured an
all-Black reporting team, and The Big Breakfast was resurrected
for the first time since 2002, with comedian Mo Gilligan and
presenter AJ Odudu hosting alongside original newsreader
Phil Gayle.
We also commissioned a raft of brand-new shows, including
Big Age from up-and-coming writer Bolu Babalola; late-night talk
show Unapologetic hosted by Yinka Bokinni and Zeze Millz; and
Britain’s first Black reality show Highlife.
We transformed our entire commercial schedule, too. In a
world first, every single commercial break across the day featured
ads with a Black lead or a majority Black cast. A huge logistical
feat, more than 60 brands took part, with 70 campaigns across
Channel 4 and More4. No other mainstream broadcaster in the
world has ever done something like this.
And we worked hard with our indie partners to recruit from
outside their usual networks and bring in more Black talent behind
the cameras.
The Black to Front Project reached 11.6% of the TV population
and opened an important conversation around Black representation.
60% of viewers agreed that it highlighted the breadth and depth of
Black British talent and 51% acknowledged that it made them think
about the challenges faced by Black people in a different way.
The takeover was just the start. The project has galvanised
us to look at the programmes we make and how we make them,
and to take further steps to make our industry more representative.
In November, we gathered the British TV industry at our Inclusion
Festival to share insights, ideas and lessons learned. Working
closely with The Sir Lenny Henry Centre for Media Diversity,
we will continue to amplify Black voices in front of and behind the
cameras. We want to make sure the Black to Front Project leaves
a lasting legacy, and are publishing our long-term plans in the first
half of 2022.
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Tokyo 2020 Paralympic Games

As the official UK broadcaster of the
Paralympic Games, Channel 4 continues
to transform attitudes towards disability
across the UK.
Held in the midst of a global pandemic, we knew that Tokyo 2020
would be the most challenging Paralympic Games to cover in the
decade since our ground-breaking coverage began for London
2012 – yet we vowed to raise the bar even higher.
We revved up the nation with our ‘Super. Human.’ marketing
campaign – made by Oscar-nominated cinematographer Bradford
Young – and build-up programming included Billy Monger:
Changing Gear; Jonnie’s Blade Camp; Michael Johnson Meets...
and Come Dine With Me: Paralympics Special.
For the Paralympic Games themselves, we brought together
the largest team of disabled talent in UK television history and
provided more coverage than ever before: over 300 hours on
Channel 4 and More4, plus more than 1,000 hours on 16 live
streams on our Paralympics website.
The most captivating moments were highlighted across social
media and through our five daily social media shows. Our bespoke
TikTok Paralympics Hub clocked up 4.1 million views, helping us to
reach new and younger audiences.
While Covid-19 restrictions meant that we were not able
to send as large a team to Tokyo as was originally planned, our
production teams and presenters still succeeded in conveying the
atmosphere and excitement of the Games. Whether it was Ade
Adepitan helming a daily highlights show from a Tokyo taxi, or
Clare Balding anchoring live Paralympics action in Leeds, we
pulled together top-level sporting action and entertainment for
all our viewers. And we made sure everyone could enjoy it. We
offered subtitles on all Channel 4/More4 Paralympics coverage,
making Tokyo 2020 the most accessible Paralympic Games ever.
Our coverage was watched by more than 20 million people –
a third of the UK population. Viewers credited it with bringing
important but difficult issues to a mainstream audience (80%
agreed) and making them think about the challenges facing
disabled people in a different way (77%). “Channel 4 has done so
much to elevate the way Paralympic sport is seen in this country,”
says Mike Sharrock, CEO of the British Paralympic Association.

Tokyo 2020 Paralympic Games
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20 million people
watched our coverage of the Paralympic Games
live and on All 4. Viewers credited the coverage
for bringing important but difficult issues to
a mainstream audience.
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This is a show about a
diverse group of women
and for it to be about
joy feels radical.

@Anjana Vasan
Amina in We Are Lady Parts
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Girls to the front
We Are Lady Parts

#WeAreLadyParts

#WeAreLadyParts

labels to the back
39

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

Ackley Bridge
Hit series Ackley Bridge has amassed a
devoted young audience that continues
to grow with each season.
The RTS award-winning drama is set in a newly formed academy in
a Yorkshire mill town. Here, the lives and cultures of the Asian and
White communities collide, giving an honest and humorous insight
into modern, multicultural Britain. “The show doesn’t shy away
from the difficulties that a diverse, multi-cultural school can face.
It celebrates differences, challenges stereotypes and embraces
the fundamental themes that bring us all together,” says actress
Jo Joyner, who plays headteacher Mandy Carter.
After a two-year hiatus, the long-awaited fourth season of
Ackley Bridge hit screens in April 2021, with a brand-new format
and a cast of both familiar favourites and fresh characters, who we
watched settling down (and playing up) at school. Instead of the
usual hour-long episodes at 8pm, the series moved to a 6pm
teatime slot, best suited to reaching a young audience, with ten
30-minute programmes played out across two weeks. The whole
series was released as an instant box-set on All 4.
Season 4 racked up 5.8 million views. Watched by 2 million
16-34-year-olds, it is our highest youth-skewing drama since
2015’s This Is England ‘90.
Ackley Bridge shows that if you offer young viewers a good
emotional story that reflects their lives without soft-soaping
them, then they will become immersed.
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Ackley Bridge
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Being the young
people’s public
service broadcaster

Ackley Bridge

Channel 4 was
responsible for

nine of
the ten
youngest-profiling
shows on the UK PSBs
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7.8%
viewing share for
16-34-year-olds

Gogglebox

As the public service broadcaster for
young people, Channel 4 works hard
to engage with its audience however
and wherever they watch TV. It’s about
representing young people’s voices
through our stories and content, making
programmes they enjoy and can’t find
anywhere else. We’re able to offer
something unique, valuable and sought
after by younger viewers.
We aim to offer young audiences popular mainstream programming
that reflects their lives and interests – and helps them to better
understand the world around them. Through programmes that
can be watched together as a family and spark conversations,
younger viewers are more engaged in modern Britain and develop
the skills and knowledge they need. The most popular shows
among 14-19-year-olds included Hollyoaks and Ackley Bridge
(see page 40). A highlight for older children was festive treat Terry
Pratchett’s The Abominable Snow Baby, a charming animated
adaptation starring Dame Julia Walters, Hugh Dancy and
David Harewood.
Over the course of the year, Channel 4 ‘won’ Friday nights
(i.e. it was the broadcaster with the highest viewing share) 27 times
for 16-34-year-olds. In addition, Channel 4 was responsible for
nine of the ten youngest-profiling shows on the UK PSBs, including
The Great British Bake Off, Gogglebox and Taskmaster.
Channel 4 remained the third most popular TV channel for
16-34-year-olds, behind only ITV and BBC One, with a 7.8%
viewing share. After enjoying a boost to its viewing in 2020
– after young audiences turned to it for news and mainstream
entertainment programming when the UK went into lockdown
– 16-34-year-old viewing fell back in 2021, by 4%. However, the
7.8% viewing share (excluding 4Seven) remained higher than at any
point between 2015 and 2019.
Driven by a challenging lockdown period at the start of
the year and fatigue with some acquisitions, which affected
our daytime share, E4’s 16-34-year-old overall share was down
2% year-on-year, at 3.85%. However, it is notable that E4 recorded
share growth of 12% among 16-34-year-olds in prime time, fuelled
by the success of the Married at First Sight franchise.

12%

share growth recorded
among 16-34-year-olds
by E4 in prime time

Hollyoaks

The Abominable Snow Baby
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One of Channel 4’s key channels for
giving a voice to the unheard is through
film. This allows us to not only tell
uniquely British stories that appeal to
audiences in the UK, but to play a vital
role in promoting British culture and
values internationally.
The Forgiven

In 2021, despite the challenging environment – with Covid-19
restrictions hampering production and keeping cinemas shut
for long periods – Film4 enjoyed one of its busiest and most
successful years. Over the course of the year, Film4 shot 12 films,
launched 11 more at film festivals around the world, and premiered
13 Film4 productions in cinemas or via streamers.
In a bespoke initiative to support the beleaguered UK
exhibition sector, Film4 partnered with Park Circus in June to offer
a programme of classic Film4 productions in cinemas, as they
attempted to woo back post-lockdown audiences. The six films –
Trainspotting, Brassed Off, My Beautiful Launderette, Bhaji on the
Beach, Local Hero and Sexy Beast – illustrated Film4’s legacy of
bold, iconic, distinctively British cinema, but also our historic
commitment to diversity and inclusion.
In 2021, Film4 worked with a number of new filmmakers,
including Mark Jenkin, whose 1970s ‘ecosophical’ horror film Enys
Men is his follow-up to the acclaimed Bait; Oliver Hermanus shot
his first film outside his native South Africa, Living, a reimagining of
Kurosawa’s beloved classic Ikiru transplanted to 1950s England,
scripted by Sir Kazuo Ishiguro and starring Bill Nighy and Aimee
Lou Wood. Babak Anvari shot thriller I Came By, starring George
Mackay, Hugh Bonneville, Percelle Ascott and Kelly Macdonald;
and The Beautiful Game, starring Michael Ward and Bill Nighy,
comes from director Thea Sharrock.
Soudade Kaadan shot Syria-set drama Nezouh, while Basil
Khalil was able to complete production of his debut feature
A Gaza Weekend, begun in 2020.
Film4 titles enjoyed considerable awards successes.
The Father triumphed at the Oscars in April, with Sir Anthony
Hopkins winning Best Performance by an Actor in a Leading Role,
and Sir Christopher Hampton and Florian Zeller winning Best
Adapted Screenplay. It won in the same two categories at the
BAFTAs, where Rocks also saw twin success with Lucy Pardee
winning Best Casting and Bukky Bakray beating out stiff
competition to win the EE Rising Star Award for her debut role.

Last Night in Soho

The Father
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Dream Horse

To look at a list of
Film4 productions
is to essentially
look at the best
of British film over
the past 40 years.
Empire

Everybody’s Talking About Jamie

At the Cannes Film Festival in July, Julia Ducournau became
only the second female filmmaker in the festival’s 75-year history
to win the Palme d’Or for the explosive Film4-backed Titane.
When cinemas reopened, Euros Lyn’s Welsh horse-racing
drama Dream Horse was one of the first out of the gate, followed
by The Father and three debut features: Prano Bailey-Bond’s
Censor, Cathy Brady’s Wildfire and Ben Sharrock’s English
language debut Limbo.
The autumn saw three productions launch on streaming
platforms: Film4’s adaptation of smash hit stage show Everybody’s
Talking About Jamie rolled out in September to 240 countries on
Amazon Prime Video, which also released Encounter, starring Riz
Ahmed and Octavia Spencer, Michael Pearce’s follow-up to his
Film4-backed debut Beast. And Netflix gave a global release to
Rebecca Hall’s critically acclaimed directorial debut Passing
starring Tessa Thompson and Ruth Negga.
Rounding off the year’s cinema releases were Edgar Wright’s
love letter to Soho past and present Last Night in Soho; Eva
Husson’s adaptation of Graham Swift’s Mothering Sunday, starring
Colin Firth, Olivia Colman, Josh O’ Connor and Odessa Young; the
first Black British festive romcom Boxing Day, the directorial debut
of writer, director and star Aml Ameen; Flowers director Will
Sharpe’s The Electrical Life of Louis Wain starring Benedict
Cumberbatch and Claire Foy; and Palme d’Or winner Titane.
Foresight, an anthology of five Sci-Fi short films from Black
British filmmakers commissioned by Film4, also screened at select
UK cinemas ahead of broadcast on the Film4 channel and All 4.
Three Film4 titles launched at film festivals in 2021 and are
due to be released in 2022: The Real Charlie Chaplin, from
BAFTA-winning directors Peter Middleton and James Spinney,
secured a prestigious slot at the Telluride Film Festival; while John
Michael McDonagh’s The Forgiven, starring Jessica Chastain and
Ralph Fiennes, and Lucile Hadzihalilovic’s haunting, hallucinogenic
Earwig both wowed at the Toronto International Film Festival.
Film4 reunited with a number of acclaimed filmmakers for new
projects: Martin McDonagh brought back his In Bruges cast of Colin
Farrell and Brendan Gleeson for the darkly comic The Banshees of
Inisherin; Emma Stone, Willem Dafoe and Mark Ruffalo headlined
the cast of Poor Things from Yorgos Lanthimos (The Favourite, The
Lobster); Jonathan Glazer (Under the Skin, Sexy Beast) began
shooting Auschwitz-set drama The Zone of Interest; while Steve
McQueen (Twelve Years a Slave, Widows) also tackles an aspect of
World War Two in his first non-fiction feature film Occupied City.
Finally, hot on the heels of his Oscar success with The Father,
Florian Zeller shot his next film The Son, starring Hugh Jackman,
Laura Dern and Vanessa Kirby.
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Developing skills and
opportunities across the UK
In addition to representing unheard voices on screen,
Channel 4 works hard off screen to help the creative
industries be more representative of the whole of the UK.
4Skills

Content Creatives

Offering young regional
talent specialist training,
real-life paid experience
and skills can open an
entirely new career to
people in the Nations and
Regions. It is the perfect
example of what we want
to achieve with our 4 All
the UK strategy.
Sinéad Rocks,
Managing Director, Nations and Regions
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Our training and development initiative,
4Skills, is turbocharging our efforts
to find, nurture and develop talent.
We’re opening up opportunities in
broadcasting – both in front of and
behind the camera.
Launching 4Skills was a key part of 4 All the UK, as it helps
address the skills gaps that are barriers to growing out of London
production. We want to ensure that off-screen talent in the Nations
and Regions can have long, productive, creative and profitable
careers in television without having to move to London.
Despite the challenges of lockdowns and other Covid-19related social restrictions, we rapidly expanded the 4Skills offer
in 2021.
For the first time ever, our Production Trainee Scheme was
entirely based in the Nations and Regions. After encouraging
applications from diverse candidates, we had around 5,000
applications for 18 researcher roles across the UK. 4Skills pays
for 50% of the trainees’ 12-month salary (with independent
producers paying the remaining 50%) and we provide training,
mentoring and networking.
In-house, we relaunched and extended our Apprenticeship
Programme after 2020’s hiatus, welcoming 28 new apprentices
across the business – from finance and operations to marketing
and commissioning, with half of the roles based in Leeds. Both the
Production Trainee Scheme and our Apprenticeship Programme
have continued to build and expand in 2022.
A new grassroots talent programme, Content Creatives, was
a collaboration between 4Studio, Channel 4’s Leeds-based digital
content studio, and SharpFutures, a social enterprise focused on
young people from lower socioeconomic backgrounds with a
passion for content. Participants in the fully paid programme
benefited from six weeks learning creative, digital and soft skills,
followed by six weeks embedded in 4Studio.
We also worked with other partners to support entry-level
opportunities such as the eight-month ‘rad’ traineeship scheme
in Scotland or the De Montfort University Investigative Journalism
MA. Across the board, we reduced barriers to access by providing
bursaries for travel and relocation expenses.
4Skills also supports the progression of those already
in the industry. We worked closely on tackling skills gaps with
major partners such as ScreenSkills, as well as individual training
providers and indies. Our partnership with the National Film and
Television School delivered training opportunities for close to
1,000 young people throughout the year, including bespoke
editing, producing and self-shooting training as part of the Black
to Front Project, and several weeks of free online short courses
and masterclasses that attracted hundreds of applicants.
We extended our successful Fast Track Wales scheme to
support talent in Bristol, and rolled out equivalent programmes
in Scotland and Northern Ireland in partnership with Screen
Scotland, Northern Ireland Screen and the BBC.
We ran ‘hub’ days in Leeds, Bristol, Glasgow, Belfast and
Cardiff that gave people working in the Nations and Regions
further opportunities to engage with the channel, and to take
part in workshops on areas such as legal and business affairs.
From 2022, we will supercharge 4Skills so that its training and
development initiatives help over 15,000 young people every year
– an investment worth £5 million annually. Growing in scale and
working with our external partners, this will include a new digital
academy with paid three-month training and work placements for
young people from lower socioeconomic backgrounds, a new
pan-UK schools engagement programme, and a new on and
off-screen training programme for people with disabilities in
advance of the Paris 2024 Paralympic Games.

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

15,000

training, development and learning
opportunities for young people
across the UK from 2022

6,158

took part in 4Skills training,
engagement and events in 2021

43%

of participants at NFTS training
week identified as from lower
socioeconomic background
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