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Media & Entertainment Division

Total content spend will be used to drive success across both areas 

Streaming Broadcast

Retain and attract audiences moving away from 
linear viewing, growing their digital engagement 
with ITV…

Providing advertisers with a more targeted
offering through a compelling streaming service

Deliver mass simultaneous reach (MSR) on our 
linear channels…

Continuing to provide unrivalled audiences of 
scale for UK advertisers



Strong set of competitive advantages

Record-breaking 
linear audiences

ITV Family: 
phenomenal mass 
reach

Unrivalled VOD 
audiences

UK’s second largest 
programmatic video 
platform

• ITV Main Channel was 
the UK’s biggest 
channel in all time 
and prime time for 
16-34s

• 33.1% share of 
commercial 
viewing in 2021

• 93% share of the 
top 1,000 runs 
commercial 
broadcast 
programmes in 
2021

• Half of the UK’s 
population registered 
on ITV Hub

• 25 million users came 
to ITV Hub in 2021 – up 
17% YOY

• ITV Hub had 1.6 billion 
streams in 2021

• Monthly active users 
were 9.6m, up 19%

• All the major 
agencies have now 
adopted Planet V

• 10,000+ data points for 
targeting

Expertise in growing 
subscription services

• Over 3.6m 
global 
subscribers 
since launch in 
2017



Evolving the Streaming Strategy 

Sanjeevan Bala
Group Chief Data & AI Officer

Accelerating data
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Product roll-out and KPIsAdvertising innovation 



Britain’s freshest streaming service



Source: YouGov brand tracking survey 2021 (4,000 respondents) / Source: ITV qualitative research groups, Jan 2022

Excitement, freshness, 
intrigue

Familiarity, trust, quality



SVOD
Premium subscription

AVOD
Free to view

Current viewing platforms:

2021 vs 2020

17% more users (25m)

31% more consumption hours (>600m)

1.2m de-duped subscribers:

Britbox: 733k subscribers

Hub+: 513k subscribers



Flexible 
business 
model

Premium
Subscriber Revenue

Free
Ad Revenue

Addressable audiences 
at scale

Upselling the right view
ers at the right tim

e



Flexible 
business 
model

Upselling the right view
ers at the right tim

e

Premium
All of the free tier 

without ads
Exclusive SVOD partners

Free
Thousands of hours of content 

with a wide ranging choice 
across all genres



Our unique streaming proposition

Curated FAST channels
40% of UK subscribers agree they 
need clearer signposting to easily 
discover the best content for them

Live linear channels
51% of 35+ always go 
first to live TV

Extensive VOD
34% of 16-34 subscribers go 
first to VOD

Source: BARB / YouGov panel



Heavy
4+ hrs
~35%

Medium 
/ Light
0-4 hrs
~55%

None
No ITV 
Viewing
-10%

None
No VOD Usage
-25%

Medium / Light
0-5 hrs
~25%

Heavy
5+ hrs
~50%

5.2m
ITV Traditionalist

13.5m
ITV Regular

8.2m
Not interested

2.2m
Future Fringe

Family Viewing per week (claimed)

The total  
addressable 
market

VOD Viewing per week (claimed)

23.3m
Main-Streamers

Source: YouGov Profiles 
Full Year 2020



5.7m
The 

Socialisers

2.3m
Everyday
Eventers

YOUNGER

HIGHER VOD USAGE

LOWER VOD USAGE

9.3m
Savvy 

Streamers

6.0m
Armchair 
Explorers

Main-Streamers -sub segments 

Source: YouGov Profiles Full Year 2020

OLDER



New Marketing capabilities

TARGETING APPROACH

AWARENESS

CONSIDERATION

ACQUISITION & RETENTION

UPSELL

SEGMENT-LED
TARGETING

FIRST PARTY DATA-
LED TARGETING



In-house

Reaching Main-Streamers: Owned / in-house

Owned 
TV

Owned 
VOD

Owned
CRM

Organic 
Social 

/ Digital

Organic 
PR / 

Influencer

55%
74%

New centralised metadata and image unit
Digital Content Studio
Core Creative & Media

Source: BARB / YouGov panel



Partner Platforms 
Optimisation Agency

Influencer & 
Communities Agency

Uncommon 
Creative Studio

Essence Media 
Agency

External expert industry partners





The Foundations

Live streaming



The Foundations

Live streaming



The Foundations
Acquired boxsets



The Foundations
Acquired boxsets



The Foundations
Acquired boxsets



The Foundations
Acquired series



The Foundations
Feature films



The Foundations
Feature films



The Foundations
UK boxsets



The Foundations
UK boxsets



The Foundations
UK boxsets



The Foundations

New bingeing boxsets



The Foundations

New bingeing boxsets



The Foundations
FAST channels



JULY

Press and 
marketing 
support 
for ITV 
and ITVX

Dramas S1
Premiere 
on ITVX

Exclusive 
window

Drama airs 
on ITV

Bump in 
binge viewing 
on ITVX

JANUARY

Major 
press and 
marketing 
support

The NEW
Exclusive weekly premieres



Upcoming dramas

Stonehouse Marlow

Three Little Birds Nolly





Live streaming 
channels 

15000 hours of 
rich content

Summary of content
The 6 foundation 
stones

Acquired boxsets 
of compelling US 
drama and comedy

1.

Hundreds of 
feature films

2.

Premium tier with 
exclusives and 
Britbox library

U.K. boxsets with 
ITV’s broad content

3.

Boxset dramas of 
new series all 
available first on 
ITVX

4.

A range of FAST 
channels 
constantly 
refreshed

5.

Brand new 
exclusive 
premieres of 
targeted 
commissions and 
acquisitions every 
week of the year

6.



1. A destination for 
discovery

2. Connecting you 
with what matters 

3. A new and easier 
way to find content

4. The home of live 
events

5. An inclusive 
product

6. The ability to 
unlock more value 

What we offer customers



Watches TV 
on iPad

iPhone
Apple

2 bed 
flat

Uses 
Instagram

Streams on
Twitch

Passionate 
about food

Steph
Age: 27

Lives: Leeds

WHAT STEPH LIKES TO WATCH…

Meet Steph… one of our 5 million socialisers



Unpacking ITV’s viewer ‘DNA’

PRODUCT
Marketing
responsiveness

Current
Value

Potential
Value

Steph
Age: 27

Lives: Leeds

iPhone
Apple

Watches TV 
on iPad

2 bed 
flat

Uses 
Instagram

Streams on
Twitch

Passionate 
about food

Taste Headroom Needs State

Upgrade to subscriber

MARKETING

ADVERTISING
Multi Device

Advertising Responsiveness

Income Life stage



Introducing… Flex

Data ‘democracy’
Self serve | user friendly | no specialist skill 
requirements
We are all data champions & practitioners

Integrated data strategy
Common segments & definitions | no silos 
Integrated data-strategy within MKT & with rest 
of business

Joining data & creative
Enabling creativity | validate intuitions | insight-
led creative
Embed data within creative & strategic planning

Increased efficiency
Increased effectiveness | speed to market | 
responsiveness 
Data-driven performance & improved ways of working

Marketing Value Customer Value

“Flex”

Ad & media experiences 
that feel PERSONAL by 
being:

CREATIVELY DEVELOPED

DATA-INFORMED

RELEVANT

AGILE

Data-led audiences:

Up to 23% more likely to drive 
viewers from ads to ITVX

Are over 2x more likely to 
convert to paying Subscribers

Up to 33% more cost efficient 
cost per ad click

*Viewer DNA ITVX Reporting

MARKETING

Source: Essence Reporting



Personalised for Steph…



Tuscan beans

Marinara Sauce

Syrup

Commercial innovations

Salt

Spaghetti 
Bolognese

Coffee

Rigatoni

Pasta carbonara

Menu

Bread



How data will drive our 
next phase of delivery

Directly informing 
the programmes 
we commission 
and acquire

Optimising show 
windowing, 
distribution and 
lifecycle strategy

Simulating 
multiple schedule 
scenarios to drive 
viewer, subscriber 
and advertiser 
value

Informing our 
planning across 
owned and paid 
media to attract 
new viewers and 
subscribers



Commercial strategic pillars

Mass

Trusted, brand safe 
mass reach

Addressable

First party data 
targeting, and Planet 
V’s programmatic 
platform 

Creative

Integrated producer 
and broadcaster, for 
multi layered 
partnerships  



Renaissance of 
TV advertising

1. Rediscovery of TV advertising    
among core categories

2. Re-evaluation of the value of ITV as an 
advertising partner during the pandemic

3. Revitalised customer base following 
the rise of e-commerce and DTC brands

4. Reinvention of TV advertising, 
building on core successes with an   
evolving addressable proposition



Advertiser’s 
5 needs Data

ITV’s first party customer data (34m registered users) fused with 
select third parties, and entirely cookie-free audiences

Ease of purchase
Planet V self-serve programmatic platform used by every 
agency group, with over 1,000 active users

Measurement
‘CFlight’ now in market: first ever cross-media measurement of de-
duplicated reach and frequency, across linear and digital 
campaigns audiences

High quality content
Premium quality, brand safe, trusted, curated programming.

Scale of audience
ITVX prioritises and supercharges streaming audiences



In market Coming next

Weather targeting

Data Match

Dynamic Creative

QR Shoppable

Data Match 2.0

Linear Addressable



• Single delivery programme
powered by expertise across ITV

• Governance structure flowing 
from Plc Board through to 
execution teams

• Launch Director 

• 11 workstreams and 8 delivery 
KPIs

• ITV teams bolstered by best in 
class 3rd parties

Product & Technology 

Content

Commercial

Britbox

Brand & Marketing

Distribution

Data

Content Supply Chain

Finance

Communications

Customer Service

The best of ITV in a single delivery programme



Our phased roadmap : Towards launch and beyond…

Phase 0 
Develop Minimum Viable 

Product (MVP)

Phase 1
Build Minimum 

Marketable Product 
(MMP)

Launch:
Hypercare

Launch Year
Continuous 

development

Q4 2022 2023Q2-Q3 20222021-Q1 2022

Step change in UX & 
Design

Product delighters built

Content ramp up 
accelerates

Data capabilities 
integration

New data driven features

Product optimisation

Iterate on customer needs

Stabilise

Fix bugs

Measure

Core user journeys built

Brand and logo agreed

Content ramp up started

Data foundations being 
laid



EXPAND STUDIOS
GLOBALLY

Expand revenue
faster than the market

SUPERCHARGE

Driving digital viewing and 
revenues 

STREAMING

Digitally transform the UK’s 
biggest PSB advertising platform 

OPTIMISE 
BROADCAST

SUPERCHARGE STREAMING

Retain high value viewers & attract 
new viewers at scale, growing deep 
digital engagement 

Provide advertisers with new, targeted 
connections with our audiences & 
diversify our commercial offerings

OPTIMISE BROADCAST

Continue to deliver mass simultaneous 
reach on our linear channels

Continue to provide unrivalled 
audiences of scale for UK advertisers

Our strategic 
M&E ambitions



Our 6 M&E KPIs

SUPERCHARGE STREAMING OPTIMISE BROADCAST

MONTHLY ACTIVE USERS

1 DIGITAL REVENUE

STREAMING HOURS

SUBSCRIBERS

2

3

4

SHARE OF COMMERCIAL
VIEWING

SHARE OF COMMERCIAL 
MASS AUDIENCES6

We will also report TOTAL ADVERTISING REVENUE

5



M&E KPIs – Digital revenue

2026 TARGET ALIGNMENT TO THE 
STRATEGY

DEFINITION

DOUBLE digital 
revenue to £750m 

across M&E

Digital is our critical 
enabler, as we 
supercharge 

streaming and 
optimise broadcast

Sum of VOD-related 
advertising, digital 

sponsorship & partnership 
revenue, linear addressable, 

digital innovations and 
subscription revenue



M&E KPIs –Monthly active users (MAUs)

2026 TARGET ALIGNMENT TO THE 
STRATEGY

DEFINITION

DOUBLE MAUs 
to 20m

We must sustainably 
scale our reach with 

repeat viewers.
Regular viewing is key 

to VOD advertising 

Monthly number of 
registered, identifiable users 

who accessed ITV-owned 
and syndicated streaming 

platforms



M&E KPIs –Streaming hours

2026 TARGET ALIGNMENT TO THE 
STRATEGY

DEFINITION

DOUBLE streaming hours 
to 2 billion

We want viewers to 
watch more with us to 

maximise
monetisation of every 

viewer

Total subscribers to ITV-
owned and syndicated 
streaming platforms



M&E KPIs –Subscribers

2026 TARGET ALIGNMENT TO THE 
STRATEGY

DEFINITION

DOUBLE 
subscribers to 2.5 

million

Viewers want a 
choice of experiences. 

Diverse revenue 
streams offer flexibility 

& adaptability 

Total subscribers to ITV-
owned and syndicated 
streaming platforms



M&E KPIs –Share of Commercial viewing 

2026 TARGET ALIGNMENT TO THE 
STRATEGY

DEFINITION

MAINTAIN a 
33% share

Commercial, mass 
simultaneous viewing is 

the engine for TV 
advertising revenue 

% ITV Family viewing of all 
ad supported commercial 

viewing in the UK 



M&E KPIs –Share of Commercial mass audiences 

2026 TARGET ALIGNMENT TO THE 
STRATEGY

DEFINITION

MAINTAIN at least 
an 80% share

(of the top 1000 
programmes)

Owning the majority of 
the biggest commercial 

audiences provides 
unrivalled value for UK 

advertisers 

ITVs proportion of the top 
1000 UK commercial 
broadcast television 

programmes, by average 
audience size



M&E -Our 2026 ambitions & targets

20 MILLION MAUs

2 BILLION STREAMING HOURS

2.5 MILLION SUBSCRIBERS

- Retain high value viewers & attract 
new viewers at scale, growing deep 
digital engagement 

- Provide advertisers with new, 
targeted connections with our 
audiences & diversify our commercial 
offerings 

MAINTAIN 33% OF COMMERCIAL 
VIEWING 

AT LEAST 80% OF COMMERCIAL 
MASS AUDIENCES

- Continue to deliver mass simultaneous 
reach on our linear channels

- Continue to provide unrivalled 
audiences of scale for UK advertisers

£750 MILLION DIGITAL REVENUE


