
Capital Markets Day ς Carolyn McCall 
19 September 2018 



2 

We create more than TV. 
 
Everyday we entertain millions, grow brands and shape culture. 

L¢±Ωǎ ǇǳǊǇƻǎŜΥ 

Corrie more diversity 

Corrie more diversity 
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We create more than TV. 
 
Everyday we entertain millions, grow brands and shape culture. 

L¢±Ωǎ ǇǳǊǇƻǎŜΥ 
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Kevin Lygo  Director of Television 

Steve Forde  Director of Digital Product and Online Marketing 

Faz Aftab   Director of Platform Distribution 

Kelly Williams  Managing Director of Commercial 

Rufus Radcliffe  Chief Marketing Officer 

Julian Ashworth  Director of Strategy and Direct to Consumer 

Mark Smith  Chief Technology Officer 

Julian Bellamy  Managing Director, ITV Studios 

David McGraynor  Chief Finance and Operating Officer, ITV Studios 

David George  Chief Executive Officer, ITV America 

Maria Kyriacou  President International ITV Studios 

 

ITV Presenters 



5 

L¢±Ωǎ ±ƛǎƛƻƴ ƛǎ ǘƻ ōŜΧaƻǊŜ ǘƘŀƴ ¢± 

Å The pre-eminent integrated Producer Broadcaster for viewers and brands in the UK 

Å A leading direct to consumer business in the UK with strong consumer relationships 

Å A world class creative force in global content production 

Å A lean and agile organisation with leading capabilities in data analytics and technology 

Å A future facing, modern and digital brand that is relevant to all viewers and brands 

Å A sustainable, cash generative and growing business delivering for our shareholders 
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STRENGTHEN 

Integrated 
Producer Broadcaster 

1 

CREATE 

Direct to 
Consumer 

3 

GROW 

UK and Global 
Production 

2 

Data 
analytics and 
technology 

Reposition ITV 
as a modern 
and digital 

brand 

Lean and  
agile 

organisation 

ITV Strategy 
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Agenda 

Kevin Lygo 

Steve Forde & Faz Aftab 

Kelly Williams 

Rufus Radcliffe 

All above 

Julian Ashworth & Rufus Radcliffe 

Julian Ashworth & Mark Smith 

Julian Bellamy, David McGraynor,  
David George & Maria Kyriacou 

Carolyn McCall  

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 

BREAK 

DRINKS RECEPTION 
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2019 
£m 

2020 
£m 

2021 
£m 

Total 
£m 

Investment ς  
in year 

(40) (10) (10) (60) 

Cost savings ς  
in year 

15 10 10-15 35-40 

Net impact ς before 
revenue benefits 

(25) - - (20-25) 

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

Total Investments will be Significantly Offset by Cost Savings 
Investments 
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STRENGTHEN 
Integrated 

Producer Broadcaster 

1 

CREATE 
Direct to 

Consumer 

3 

GROW 
UK and Global 

Production 

2 

1. IPB Targets  

ÅGrow ITV Hub registered users to 30 million 

ÅDouble digit online revenue growth  
per annum 

ÅIncrease brand consideration to 60% 

2. UK and Global Production Targets 

ÅGrow total production hours  
to 10,000  

ÅTotal Studios revenue to grow  
at least 5% average CAGR 

ÅEBITA margin of 14% to 16% 

3. Direct to Consumer Targets 

ÅGrow D to C revenue to at  
least £100m 

Å10m paying product relationships 

4. ITV group Targets 

ÅGrow total non 
advertising revenues  
by at least 5% CAGR 

ÅDeliver £35 to £40m of 
cost savings over 3 years 

ÅMaintain profit to  
cash conversion at 
around 85% 

Financial targets ς 3 years to the end of 2021 
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Investing to drive organic growth 

Our objective is to maintain investment grade credit 

Value creating M&A in line with strategic priorities 

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

Capital Allocation Framework 
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11 

Integrated Producer Broadcaster 

11 
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STRENGTHEN 
Integrated 

Producer Broadcaster 

1 
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ITV Broadcast Content 
Kevin Lygo 

Director of Television 

13 





The ITV Hub 
Steve Forde ς Director of Digital Product and Online Marketing 

 & Faz Aftab ς Director of Platform Distribution 
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ωHub is the IP version of ITV; built to capture growth in online viewing. 

ωIt provides a data-driven advertising platform; all viewers now have to be 

registered to watch on our owned & operated platforms. 

ωHub is the entry point to the ITV brand for lighter viewers so it needs to reflect the 

modern, digital brand.  

ωAnd 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. 

ITV Strategy 

Creating a strong ITV Hub is key to the strategy 



17 ITV Business Intelligence Analysis 

LǘΩǎ ōŜŜƴ ǘƘǊŜŜ ȅŜŀǊǎ ǎƛƴŎŜ ¢ƘŜ L¢± Iǳō ƭŀǳƴŎƘŜŘ 

28 platforms Over 26m registered users 

2015 2016 2017 2018 
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2.2x  
Requests growth 

2.8x  
Viewing hours 

growth 

950k  
Peak in viewers 
watching Live  

40%  
Of total Love Island 

viewing 

The ITV Hub 

Viewing requests have more than doubled 

Notes: Requests includes Sky & Virgin. 
Growth from 2015-2018. H1 comparisons.  
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The ITV Hub 

²ŜΩǾŜ ƛƴǾŜǎǘŜŘ ƛƴ ǘƘŜ ǘŜŎƘƴƻƭƻƎȅ ǇƭŀǘŦƻǊƳ ƳŀƪƛƴƎ ǳǎ ǊŜŀŘȅ ŦƻǊ ǘƘŜ ŦǳǘǳǊŜ 

 
 
 

Scalable & Resilient 

 
 
 

Micro Services Agility 

 
 
 

Database & Video 
Measurement 

 
 
 

Direct Payment 

 
 
 

Single Sign In 

 
 
 
 

Targeted Advertising &  
Hub Simulcast Ad Replacement 
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²ƘŀǘΩǎ ƴŜȄǘΚ 

20 
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The ITV Hub 

²ŜΩǊŜ ƛƴǾŜǎǘƛƴƎ ƛƴ ǘƘŜ L¢± Iǳō ǘƻ ƎǊƻǿ ǾƛŜǿŜǊ ŜƴƎŀƎŜƳŜƴǘ 

Engineering  
Expertise 

User Experience & 
Product Specialists 

 
 
 

Rights & Infrastructure 
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Registered Users 

Monthly Active Users 

Long Form Video Requests 

Online Consumption 

Grow ITV Hub registered  
users to 30m  

Double digit Online revenue 
 growth per annum 

Increase brand  
consideration to 60% 

Growing viewer engagement drives our KPIs & Targets 
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The ITV Hub 

Content 
 

Experience 
 

We will focus on three areas 

Distribution 
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The ITV Hub | Content 

Relevant box sets to support the catch up proposition 

 
 
 

Relevant Archive 

 
 
 
 

Series Stacking 
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Delivering incremental viewing across different windows 

Incremental viewing  
after broadcast  

30 Days 

Watch Box Set of  
Complete Series 

 
Post Broadcast 

3 

30 Days 

Catch up on  
latest series 

 
Catch Up 

2 

Incremental viewing  
pre-broadcast 

< 1 Month 

Watch Box Set of  
Previous Series 

 
Pre-Broadcast 

1 

Incremental value  
from the long tail 

60 Days Onwards 

Archive Box Sets 

 
SVoD 

4 

Linear Broadcast 
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Video Promos 

The ITV Hub | Experience 

User experience developed around four themes 

Consistency Personalisation 

Features 
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The ITV Hub | Experience 

ITV Hub Experience Demo 
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Existing platform distribution 
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Our Distribution Ambition 

Ensure ITV is prominently available to all UK connected 
users through their favourite devices and platforms, 

offering our viewers a seamless, consistent and 
personalised ITV experience across all the different 

devices they use to access ITV. 
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Continue to build mass reach supported by a direct distribution strategy 

Prominence  
and Discovery 

Attribution  
and Branding 

Consumer and  
Usage Data 

Ubiquitous  
Reach 
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Samsung TV | Open 

LG TV | Freeview Play 

Prominence Attribution and branding 

Distribution 
Principles 
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Discovery 
Enhanced metadata  
and richer images 

Discovery 
Smart assistant/ 
voice search 

Reach 
Launch on 
Virgin 

Google Soundbar Android TV 

Reach 
New platforms 

L¢± Iǳō 5ƛǎǘǊƛōǳǘƛƻƴ μ ²ƘŀǘΩǎ ƴŜȄǘ 

²ƘŀǘΩǎ  
next 
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The user is at the heart of our development 

Research & Analytics 

User Centred Design 

User Testing 

Agile Development 
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Content 

Experience 

Distribution 

Summary 





Commercial 
Kelly Williams ς Managing Director of Commercial 
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LǘΩǎ ƴŜǾŜǊ ōŜŜƴ ŀ ōŜǘǘŜǊ ǘƛƳŜ ǘƻ ōŜ ŀ ǾƛŜǿŜǊ 
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TV advertising works 

άaŀƴȅ ŎƻƳǇŀƴƛŜǎ ŀǊŜ ŘŜǎǘǊƻȅƛƴƎ ǎƘŀǊŜƘƻƭŘŜǊ ǾŀƭǳŜ ōȅ ǳƴŘŜǊƛƴǾŜǎǘƛƴƎ ƛƴ ōǊŀƴŘ ŀŘǾŜǊǘƛǎƛƴƎΦέ  
Professor Patrick Barwise, London Business School 
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Digital challenger brands 
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Major commercial partnerships 
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From media partner to business partner 

ÅTV ROI up 18% since 2016 

ÅOnline sales up 30% 

ÅPre-tax earnings up 36% 

"We saw a real  
step-change in driving 
key messages around 
product and value, 
pushing awareness  
to its highest level  
ƛƴ с ȅŜŀǊǎέ 
 
Vicki Troman, Matalan 
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From media partner to business partner 

ά²Ŝ ŀǊŜ ŘŜƭƛƎƘǘŜŘ  
with this new 
commercial programme 
partnership, which  
has yielded the best 
net-promoter scores 
ƻǾŜǊ ǘƘŜ ƭŀǎǘ ŦŜǿ ȅŜŀǊǎέ 
 
Ivor Burns, Camelot 

ΨwŀŎŜ ¢ƻ ¢ƘŜ bǳƳōŜǊǎΩ 
with Stephen Mulhern 
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Coronation Street partnerships 

Product placement 

Product placement 

¦YΩǎ only national poster site! 

Long-term headline sponsor 
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Love Island: unprecedented number of commercial partners 
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Success for all partners 

Ψ[ƻǾŜ LǎƭŀƴŘΥ ¢ƘŜ tƻƻƭ 
tŀǊǘȅΩ ǿŜƴǘ ǎǘǊŀƛƎƘǘ ƛƴǘƻ 
No.1 chart position. 

Week 1 sales were more 
than the next 3 albums 
combined. 

ά9ǾŜƴ ƻƴ ǘƘŜ ŦƛǊǎǘ 
day, our trade saw 
an increase of 40% 
week-on-ǿŜŜƪΦέ 

Kenyatte Nelson, 
CMO 

Featured clothing 
sold-out each 
night through the 
show app. 

48% of 16-34 women saw Superdrug 
idents an average of 85 times. 

Online sales up 60% across the 
campaign, with profits up 16%. 

άLǘΩǎ ōŜŜƴ ŀƴ ƻǳǘǎǘŀƴŘƛƴƎ 
campaign and delivered well 
ŀōƻǾŜ ƻǳǊ ǎŀƭŜǎ ŜȄǇŜŎǘŀǘƛƻƴǎΦέ 

Peter Harding, CEO 
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ITV Hub: changing viewer behaviour 
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Commercial 

ITV Hub: changing viewer behaviour 

Source: BARB / Touchpoints ς 2017 (Constant prices) 

1+ reach = % of population that sees an advert once 
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Commercial 

ITV Hub: changing viewer behaviour 

total requests 

July YTD: +34% y/y 

July: +39% y/y 
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Commercial 

ITV Hub addressable advertising campaigns 

¢ŀǊƎŜǘŜŘ ǘƻ ƻǾŜǊ рлΩǎ ƛƴ 
specific UK cities 

Targeting based on viewer 
data and interests in cycling 

Targeted using customer 
data, to reach 30-50 yrs in 

specific regions 

Targeting iOS / Android 
devices, owned by 22-50 yrs 

in major UK cities 
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Commercial 

ITV Hub addressable advertising products 

Pulse  ITV Light  Cover Extend  Surge   Cover Plus    

Products designed 
to compliment 

linear campaigns 

Showtime  Favorites   Heroes   Passion Points   Select  

Products built 
around audience 

interests 

Focus    Connect  Click   

Products designed 
around devices 
and platforms 
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Commercial 

ITV Hub addressable advertising campaigns 

¢ŀǊƎŜǘŜŘ ǘƻ ƻǾŜǊ рлΩǎ ƛƴ 
specific UK cities 

Targeting based on viewer 
data and interests in cycling 

Targeted using customer 
data, to reach 30-50 yrs in 

specific regions 

Targeting clickable platforms to 
drive traffic to website. Led to 

27% increase in sales 

Targeting iOS / Android 
devices, owned by 22-50 yrs 

in major UK cities 

Launch Xmas creative delivering 
2.3m impressions on pre-roll 
takeovers between 7am-1pm 
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Commercial 

L¢± IǳōΩǎ ǇǊŜƳƛǳƳ ǊŜŀƭ ŜǎǘŀǘŜ 

Verified completion rates  Broadcast level compliance 

Full screen Brand safe 

Sound on Non-skippable 

Viewed by humans High quality programming 
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Å Continue to deliver mass simultaneous reach 

Å Prioritise the ITV Hub to deliver advanced advertising capabilities 

Å Invest in, and develop our ad tech and data analytics 

Å Build a new client-facing sales team 

Å Develop and scale up our integrated creative commercial partnerships 

Å Evolve our client relationships media partners to business partners 

Å Focus on driving Total Advertising 

Our Vision 

ITV: where ambitious brands create their greatest business impact 





Marketing 
Rufus Radcliffe ς Chief Marketing Officer 
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Viewers have never been happier 

23% 
Viewers describe  

themselves as TV addicts  

32% 
Viewers say watching TV is 

their favourite pastime 

64% 
ά¢± Ƙŀǎ ŀ Ǿƛǘŀƭ ǇŀǊǘ ǘƻ Ǉƭŀȅ  

in bringing people in society 
ǘƻƎŜǘƘŜǊέ 

ITV is the most watched, most loved, 
most talked about commercial TV brand  

Source: GB TGI 2017 Q1 (Oct 2015 - Sept 2016) 
Source: UM 2,000-respondent Togetherness Snapshot representative survey of 18-55s, 2018 
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There is more choice than ever before  


