
Challengers
We are

Champions
We are

Youth.
Diversity.

Education.
Talent.

Creativity.

Creators
We are

TV.
Film.

Digital.

Voicing alternative views.
Experimenting and taking risks. 

Provoking genuine debate and change.
Shaping culture. 

Telling today’s full story. 

We are

Commercial
We act commercially  
in order to deliver our  

social impact.
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Channel 4 is a unique and distinctive part of the UK. Publicly owned  
but entirely commercial and self-sufficient, our public-service remit  
mandates us to take risks and offer alternative programming,  
commissioning all of our programmes externally.

We’re a network of 12 television channels plus a streaming platform, All 4. 
We have the youngest-skewing PSB channel in the UK – and we reach more 
16-34-year-olds than any other commercial broadcaster across TV and 
streaming. Through Film4, we back creative excellence and invest in British 
filmmakers, to huge critical acclaim – Film4 films have produced 138 Oscar 
nominations and 35 wins in our 37-year history.

We bring to life new creative ideas and, in the process, create thousands  
of jobs and support hundreds of independent production companies  
across the UK.

Channel 4:

Channel 4 Factsheet November 2019

Key stats (2018):

10.2%
viewing share

15.9%
viewing share among 16-34-year- 
olds – the only PSB to have greater 
share of viewing of 16-34s than 
general population

85%
Channel 4’s portfolio reach  
of all UK individuals per month  
on average – or 51m people

TV

77%
Channel 4’s main channel reach  
of all UK individuals per month  
on average – or 46m people

915m
programme views on All 4

20m
viewers registered on All 4

70%
of 16-34s in the UK are  
registered on All 4

Digital

13k
hours of content available  
on demand (June 2019) –  
versus 5k on BBC’s iPlayer

Financials

£662m
total content spend – the third  
highest in Channel 4’s history

£489m
originated content spend

£975m
total corporation revenue

£138m
digital revenue, making  
up 14% of total corporation  
revenue

Social

1st
biggest channel on Facebook globally

E4 has the biggest Facebook  
page of all the UK broadcasters

10bn+
Channel 4 brands achieved more than 
10 billion views on social media in 2018

87%
of Channel 4’s social media  
audience is aged under 35

GLASGOW

LEEDS

BRISTOL

have always been at the heart of Channel 4’s 
mission. Our ‘4 All the UK’ plan is the biggest 
and most exciting change in our history,  
as we supercharge the impact we have in  
all parts of the country.

Inclusion
and diversity

3,000
estimated number of new 
production jobs in the  
Nations and Regions economy 
supported by 4 All the UK

MANCHESTER

LONDON

FACTS



Channel 4’s biggest show  

The Great  
British  
Bake Off
reached more 16-34-year-olds 
(6.8 million) in 2018 than ITV2’s 
Love Island (6.7 million).
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End of the F***ing 
World (S2): The second 
series of the award-winning 
dark comedy premieres on 
Channel 4.

Junior Bake Off:  
The country’s best junior 
bakers join host Harry Hill 
alongside judges Prue Leith 
and Liam Charles for a new 
15-part series.

Escape to the 
Chateau: A new season 
of the documentary series 
returns to Channel 4, with 
bigger and bolder projects.

Hollyoaks: Things heat 
up in the Chester village of 
Hollyoaks in the aftermath  
of a disaster.

Speed: World’s Fastest 
Tractor: Guy Martin takes 
the helm of a highly-modified 
JCB as he looks to break the 
British tractor speed record.

Flirty Dancing (S2):  
The six-part feel-good hit 
returns to an earlier slot, 
hosted by choreographer-
come-cupid Ashley Banjo.
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UK adults rank Channel 4 as the best 
public service broadcaster for:

Taking risks with programmes that other 
channels wouldn’t take  
(42% of UK select C4 as the best – the next highest 
channel was selected by just 16%)

Tackling issues other channels wouldn’t  
(41% of UK select C4 as the best – the next highest 
channel was selected by just 13%)

Being experimental  
(35% of UK select C4 as the best – the next highest 
channel was selected by just 18%)

Recent 
programme 
highlights  
Snackmasters: The 3-part series 
averaged 2.0m / 9.8% share which 
was up +17% for share versus the slot 
average. The series was particularly 
popular with 16-34s, with share  
(21.3%) up +69%.

The Circle: Series 2 of 
The Circle averaged 1.2m 
/8.7% share, up +32% for 
volume vs S1. 16-34 share 
was particularly strong, up 
+153% vs the slot norm  
and up +36% YoY.

The Accident: launched 
with an overnight audience of 2.8m / 
15.8% share; up +153% for share vs 
the slot average.  This is the biggest 
overnight volume for a C4 drama 
since Kiri in Jan’18 [3.2m] and the 
biggest share since Humans in Jun’ 15.

Recent award wins:  

Impact (2018):  

Channel 4 
News
has the highest 
16-34 audience 
profile of any  
PSB National  
News programme 
(12% against 6-9% 
for other PSBs).

36
of the top 50 most 
16-34 skewing shows 
in 2018 across the 
PSB channels were 
from Channel 4 

7
out of the UK’s top 10 
factual entertainment 
programmes in 2018  
were shown on 
Channel 4 

Media Week Awards 2019: Organised 
by Campaign, the Media Week Awards are the 
most highly-prized awards in UK commercial 
media. The awards recognise agencies and 
media owners for their innovation, creativity 
and business impact.

Prix Italia 2019: Established in 1948 by RAI, the 
Prix Italia is an international Italian television, radio-
broadcasting and website festival bringing together 
87 public and private radio and TV organisations 
from 46 countries.

• Best TV Drama for Brexit: The Uncivil War 

9th Annual Lovie Awards: The Lovie Awards 
are the most prestigious, and the only, truly pan-
European awards honouring online excellence.

•  Internet Video: Comedy (Bronze) for The Big Bang 
Theory YouTube Quiz

•  Internet Video: Music & Entertainment (Gold) for 
The Big Bang Theory YouTube Quiz

•  Internet Video: Best Use of Interactive Video 
(Bronze) for The Big Bang Theory YouTube Quiz

•  Social: Best Use of Stories (Bronze) for Derry Girls
•  Online Advertising: Social Video (Silver)  

for Drag SOS

•  Media Creativity  
(Gold) for Together 
Against Hate

•  Large Collaboration 
(Silver) for Together 
Against Hate

•  Media Idea Large 
(Silver) for Together 
Against Hate

•  Media Idea Large 
(Bronze) for Derry Girls 
(marketing)

•  Best Research Insight 
(Bronze) for Contextual 
Moments

•  Best Use of Content 
(Silver) for Secret Life 
of 5-Year-Olds on 
Holiday with Thomas 
Cook

•  Media Idea Small 
(Silver) for Hollyoaks /  
Race for Life


