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{,,w,We create m_ore, than TV
Every day we enﬁrfa b
- grow brands and.



ITV Presenters

KevinLygo Director of Television
Steve FordeDirector of Digital Product and Online Marketing
FazAftab Director of Platform Distribution
Kelly Williams Managing Director of Commercial
Rufus RadcliffeChief Marketing Officer
Julian AshworthDirector of Strategy and Direct to Consumer
Mark Smith Chief Technology Officer
Julian BellamyManaging Director, ITV Studios
DavidMcGraynor Chief Finance and Operating Officer, ITV Studios
David GeorgeChief Executive Officer, ITV America

Maria Kyriacou President International ITV Studios
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Thepre-eminent integrated Producer Broadcastdor viewers and brands in the UK
A leadinglirect to consumerbusiness in the UK with strong consumer relationships
Aworld class creative forcin global content production

Alean and agileorganisation with leading capabilitiesdiata analyticsandtechnology
Afuture facing, modern and digital branthat is relevant to all viewers and brands

Asustainable, cash generative and growibasiness delivering for our shareholders




ITV Strategy

1
STRENGTHEN

Integrated
Producer Broadcaster

GROW
UK and Global
Production



Agenda

Integrated Producer Broadcaster

ITV Broadcast content

The Hub

Advertising

Marketing

Integrated Producer Broadcaster Q&A
Direct to Consumer

Data and Technology

ITV Studios

Wrap up

DRINKS RECEPTION

KevinLygo

Steve Forde &azAftab

Kelly Williams

Rufus Radcliffe

All above

Julian Ashworth & Rufus Radcliffe
Julian Ashworth & Mark Smith

Julian Bellamy, DavMcGraynoy
David George & Maridyriacou

Carolyn McCall




Investments

Total Investments will be Significantly Offset by Cost Savings

2019 Total
£m £m

Investmentq (40) (10) (10) (60)
in year
Cost savings 15 10 10-15 3540
in year

Net impact¢ before (25) (20-25)
revenue benefits

Only 2019 will be impacted by the investment
cost savings in future years will offset further incremental investment

2020
£m

2021
£m




Financial targetg 3 years to the end of 2021

1. IPB Targets
A Grow ITV Hub registered users to 30 million

A Double digit online revenue growth
per annum

A Increase brand consideration to 60%

2. UK and Global Production Targets

A Grow total production hours
to 10,000

A Total Studios revenue to grow
at least 5% average CAGR

A EBITA margin of 14% to 16%

3]

CREATE
Direct to
Consumer

3. Direct to Consumer Targets

A Grow D to C revenue to at
least £100m

A 10m paying product relationships

4. ITV group Targets

A Grow total non
advertising revenues
by at least 5% CAGR

A Deliver £35 to £40m of
cost savings over 3 years

A Maintain profit to
cash conversion at
around 85%




Capital Allocation Framework

Investing to drive organic growth

Value creating M&A in line with strategic priorities

Dividend policy
A For 2018 and 2019 the Board intends to pay a full year dividend of at least 8p
A Over the medium ternthe dividend will grow broadly in line with earnings

Our objective is to maintain investment grade credit
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Integrated
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v
More than TV

Fhe 1TV fub

Steve Forde Director of Digital Product and Online Marketing
& FazAftab ¢ Director of Platform Distribution




Creating a strong ITV Hub is key to the strategy

w Hub is the IP version of ITV; built to capture growth in online viewing.

w It provides a datalriven advertising platform; all viewers now have to be
registered to watch on our owned & operated platforms.

w Hub is the entry point to the ITV brand for lighter viewers so it needs to reflect the
modern, digital brand.

«w And the insight from millions of registered users means we can use the Hub funnel
to cross & up sell viewers to a range of direct to consumer initiatives.




2015 2016 2017 2018

Over 26m registered users

L 4
M ITV.Business Intelligence Analysi@



Viewing requests have more than doubled

ITV Hub Requests (m), H1 by Year

2 Iy 2.8X

Viewing hours
750 Req uests g rowth g rowth

500

40% 950k

Of total Love Island Peak in viewers
’ 2015 2016 2017 2018 VIewing Watching Live

Notes: Requests includes Sky & Virgin.
Growth from 20152018. H1 comparisons. The ITV Hub




Scalable & Resilient

Direct Payment

Micro Services Agility

O

Single Sign In

LJt

Database & Video
Measurement

O

Targeted Advertising &
Hub SimulcasAd Replacement







Engineering User Experience & Rights & Infrastructure
Expertise Product Specialists




Growing viewer engagement drives our KPIs & Targets

Registered Users Grow ITV Hub registered

users to 30m

Long Form Video Requests

Double digit Online revenue
growth per annum

Online Consumption

Increase brand

: : 5
Monthly Active Users consideration to 60%




We will focus on three areas

Content Experience Distribution




Relevant box sets to support the catch up proposition

I RS A 2

Relevant Archive

Series Stacking




Delivering incremental viewing across different windows

12, © @

Catch Up Post Broadcast SVoD

Pre-Broadcast

Incremental viewing Incremental value
after broadcast from the long tail

Incremental viewing
pre-broadcast

Catch up on Watch Box Set of
latest series Complete Series

30 Days 30 Days 60 Days Onwards

Watch Box Set of
Previous Series

I—|—I
< 1 Month

Archive Box Sets

Linear Broadcast




User experience developed around four themes

Consistency Personalisation

Features Video Promos




ITV Hub Experience Demo

.
‘t” Channels  Shows  Categories  News

=

HE*S *

=

LONG W A Y

New Drama

Strangers

Latest top telly

gmy Kyle Show Unforgotten Coronation Street

Heather Q  Watchad-freenow Q

The Voice Kids

The Real Housewg




Existing platform distribution

IOS SAMSUNG amazonire .’tV \ rlm‘e7 NOw™ a!!"l—a’;chalr?nels

v ROKU chierp NETFLIX @@ tvplayer

youview C’hlldl @ chromecast Fregew SMW

®)) amazon

Freesat

28 XBOXONE

:FreewewPIOy

vistet @LG
PHILIPS (®netgem
Hisense HUMAX

SHARP TCL

Panasonic
umc  LOEWE.

SONY TOSHIBA

BANG & OLUFSEN




Our Distribution Ambition

Ensure ITV grominently availableto all UK connected
users through theifavourite devicesand platforms
offeringour viewersa seamlessconsistent and

personalised IT\éxperience across all trdifferent
devicesthey use to access ITV.




Continue to build mass reach supported by a direct distribution strategy

Prominence Attribution Consumer and Ubiquitous
and Discovery and Branding Usage Data Reach




Prominence

LG TV | Freeview Play

Attribution and branding

Watch Now

o
=0
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Distribution
Principles

muammmm;
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Discovery
Enhanced metadata
and richer images

Discovery
Smart assistant/
voice search

Reach
Launch on
Virgin

Reach
New platforms

GoogleSoundbar Android TV




The user is at the heart of our development

Agile Development User Centred Design

User Testing




Summary

Content

Experience

Distribution
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TV advertising works

dalye O2YLI yASa INB RSaidNReAy3d akKl NBK2f RS

Professor PatricBarwise London Business School

OXFORD

The Long and the
Shortof It

2 N MEDIA
rands.;

IN FO&CUS

MARKETING EFFECTIVENESS
IN THE DIGITAL ERA
L

what marketers don't know

Byron Sharp

Go-gle M IDA




Digital challenger brands
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Major commercial partnerships

M 1 e

Get Me Out Of Herel
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10,

webuyanycarcom
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From media partner to business partner

[

%

HE SHOW

s

A TV ROI up 18% since 2016

A Online sales up 30%

A Pretax earnings up 36%

The Tel l‘gf{l.]lh HOME NEWS s1
.
y r\QQ
Business
my “ompanies | Opinion | Openeconomy | Markets | Alex = Telegraph Con

&  Business
Matalan defies high street gloom with
bumper sales rise

"We saw a real
step-change in driving
key messages around
product and value,
pushing awareness

to its highest level

Ay ¢ &SI NBE

VickiTroman Matalan




From media partner to business partner

e 42S I NB RSt A
with this new
; . : ——— commercialprogramme
,'!.,day lzow = ITI\;-!-TSV . partnership, which
L has yielded the best
net-promoter scores
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Ivor Burns, Camelot
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Product placeént

Y @ndy national poster site!




Love Island: unprecedented number of commercial partners

[ucozade)y &3 WISSQUIDED  iRiMME L

LONDON

ﬂ/e%y;& SAMISUNG  ECHO FALLS
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Success for all partners

MISSGUIDED oy o tadesgy | SWPevdvug.

day, our trade saw

Featured clothing an increa,serfA 40% , _48% of 1634 women saw Superdrug
sold-out each . weekong SS| ®¢ idents an average of 85 times.

night through the . KenyatteNelson, Online sales up 60% across the
show app. ‘ campaign, with profits up 16%.

A W[ 20S Lafl yRYSEEK . aLGOQE 0SSy |y 2@MsiT yRAY 3
t - NIeQ Syl & AY NN\ ~¥.. campaign and delivered well
No.1 chart position. L3 S o A A 1 020S 2dzNJ al f Sa ELISOGI GAZ2Y
Week 1 sales were more  [=4" VOV Peter Harding CEO
than the next 3 albums : >
combined.




ITV Hub: changing viewdrehaviour

Cross Platform Registration O
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ITV Hub: changing viewdrehaviour

1+ reach achieved from £1m spend across all broadcasters

16-34s

T
Q
<
Ll
o
+
—

100% TV 2007 100% TV 2017 80% TV / 20% 100% TV 2007 100% TV 2017 90% TV / 10% 100% TV 2007 100% TV 2017 80% TV / 20%
BVOD 2017 BVOD 2017 BVOD 2017

ik” Source: BARB / Touchpoit2017 (Constant prices)
1+ reach = % of population that sees an advert on@



ITV Hub: changing viewdrehaviour

Cross Platform Registration O ‘

S RETURY 13
VERS 3 myg!,.k:} %

i
e total requests
July YTD: +34% yly
July: +39% yly




ITV Hub addressable advertising campaigns

Hearing Centres wiggle east coast

ERSE S o _ _ Targeted using customer
¢F NBESGSR (2 2068 Targetlng based on viewer data, to reach 3&0yrsin
specific UK cities data and interests in cycling specific regions

Uber

Targeting iOS / Android
devices, owned by 280yrs
in major UK cities




ITV Hub addressable advertising products

S O G v

Surge ITV Light Pulse Cover Plus Cover Extend

Products built ' o
roducts bul N e o ® ("
around audience ? e R PY

interests Favorites Heroes Passion Points Showtime Select

Products designed \ ‘ “
around devices r'S

and platforms Connect




ITV Hub addressable advertising campaigns

Specsavers

Hearing Centres
¢ NBESGSR G2
specific UK cities

Uber

Targeting iOS / Android
devices, owned by 280yrs
in major UK cities

208

wiggle

Targeting based on viewer
data and interests in cycling

Launch Xmas creative delivering
2.3m impressions on prl|
takeovers between 7ampm

-l
177 N
east coast

Targeted using customer

data, to reach 3&0yrsin
specific regions

InTuIt

QuickBooks.

Targeting clickable platforms to
drive traffic to website. Led to
27% increase in sales
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Verified completion rates Broadcast level compliance
Full screen Brand safe
Sound on Non-skippable

Viewed by humans High quality programming




Our Vision

Continue to delivemass simultaneous reach

Prioritisethe ITV Hub to deliveadvanced advertisingapabilities
Invest in, and develop owd techanddata analytics

Build a newclient-facing saleseam

Develop and scale up oimtegrated creativecommercial partnerships

Evolve our client relationships media partnerdbigsiness partners
Focus ordriving Total Advertising

ITV: where ambitious brands create their greatest business impact
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Viewers have never been happier

23% 64%

. . . . ) ¢+ Kla | @Al ¢
Viewers describe Viewers say WatChlng TV Is |n brmgmg peop|e |n SOCIth

themselves a3V addicts their favourite pastime U23S0KSNE

ITV is the mostvatched, mostloved,
mosttalked aboutcommercial TV brand

o Source: GB TGI 2017 Q1 (Oct 2036pt 2016) 56)
Source: UM 2,00@espondent Togetherness Snapshot representative survey-86$32018



There Is more choice than ever before




