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Strategic Report -

ITV at a Glance

ITV, as an integrated producer
broadcaster (IPB), creates, owns and
distributes high-quality content on
multiple platforms globally. We also
continue to diversify our business
through the opportunities presented .
from consumers’ willingness to pay for
great content and to engage with ITV
as a trusted brand.

ITV total revenue

iTV Stadgi

£1,3 Om

(2019: £1,822m)

14 Formats

sold in 3 or more countries

50+ labels

in 12 different countries

46,000+ hrs

of content in our catalogue

Broadcast

£1,890m

(2019: £2,063m)

1TV adjusted EBITA*

ITV Studios

£152m

(2019: £267m)

Broadcast

£4217m

(2019: £462m)

“A full reconcitiation between our
adjusted and statutory numbers is
included in our APMs on page S5.

supplying over 200 channels (2019:14)
or platforms
We have built significant  ITV Studios UK ITV Studios

scale globally in key
creative markets and are
now one of the largest
independent producers
in the world. We create,
produce, and distribute a
broad range of
programmes, including
drama, entertainment
and factual. Our

customer base is diverse,

producing for
international television
broadcasters and over-
the-top (OTT) platforms.

ITV Studios creates and
produces content acrass
12 countries, while our
global formats and
distribution business sells,
commercialises and
distributes formats and
finished programmes
worldwide.

4 ITV plc Annuat Report and Accounts 2020

ITV Studios UK is the targest
commercial producer in the UK.
We have nearly 30 labels and
produce programming across a
diverse range of genres, such as
drama, entertainment and
factual entertainment for ITV's
channels, other UK public
service broadcasters (PSBs),
including the BBC, Channel 4,
Channel 5, along with OTT
platforms.

ITV Studios US

ITV Studios US is underpinned by
the production of unscripted
content (through ITV America).
However, we have been growing
our presence in the scripted
content market (through ITV
Studios America), using our
strong cash flows to produce
high-profile dramas with the
potential to travel and build
international appeal. We sell to
all the major networks, cable
channels and OTT platforms
across the US.

International

ITV Studios also aperatesin the
Netherlands, Germany, France,
Italy, the Nordics and Australia,
producing entertainment,
unscripted and scripted content
for local broadcastersand OTT
platforms. This is either locally
created content, or formats that
have been created elsewhere by
ITV, primarily in the UK, the
Netherlands and in Israel.

Global formats

and distribution

Global formats focus on the sale
and exploitation of unscripted
formats around the world. The
distribution business focuses on
the international distribution of
drama, third-party content and
the finished tape versions of all
other ITV Studios’ shows to
broadcasters and platforms
internationally. Within this
business, we also finance
productions for ITV and third
parties to acquire global
distribution rights.



Governance

4 This Morning and Loose
Women are acore part of the ITV

daytime schedule. in 2020, both
programmes saw their average
daily audience increase
year-on-year.

P The voice'celebrates its tenth
anniversary in 2021. It remains
one of the most successful global
formats, being sold to over 70
countries.

Financial Statements

Additional information

B A 22.2%

.1 share of viawing for tho
¥ TV Mamily in 2020

o (2019: 23.2%)

>2.6MmM

subecriptions glabally across
our 3V0D wervives

33m

registered user accounts
utt e ITV Hub

(2019: 37'm)

The Broadcast division is
home to the ITV family

-- of channels - the largest
family of free-to-air
commercial channels

in the UK, with
programming delivered
across multiple
platforms, including
linear television, on
demand via the ITV Hub,
ITV's OTT service, and
through pay providers
such as Sky and Virgin.

ITV’s family of channels consists
of ITV main channel, the largest
commercial channelin the UK,

ITV2,ITV3,ITV4,ITVBe, and CITV.

ITV's family of channels and ITV
Hub are advertiser funded, the
revenue from which enables
investment in high-quality
programming across a range of
genres. [TV offers unique
audience scale and simultaneous
reach to television advertisers,
as well as a more targeted
advertising proposition on the
ITV Hub.

ITV also generates revenue
directly from consumers who
are willing to pay to engage with
ITV brands and content. This is
through subscription video on
demand (SVOD) services,
in-programme competitions
and voting.

ITV has several SVOD services,
including BritBox UK, BritBox
International which is available
in the US, Canada and Australia,
and ITV Hub+ (the ad-free
version of the ITV Hub with
download functionality).

BritBox UK has the largest
collection of British box sets and
is controlled and managed by
ITV, with the BBC as a strategic
and equity partner, Channel 4
and Channel 5 as content
partners,and EE and BT as
distribution partners.

The international BritBox SVOD
service is a joint venture with
the BBC and provides local
audiences with an unrivalled
collection of British box sets and
original series all in one place.

As part of our More than
TV strategy and to better
reflect and serve changing
viewing habits, the
Broadcast business

is being restructured,
creating a new Media and
Entertainment division
effective from 1 April 2021
with two business
streams - Broadcast and
On-Demand.

The Broadcast business will
remain the home of ITV
main channel and

will continue to deliver
ITV's USP of mass
simultaneous reach and
unmissable content. ITV3
and ITV4 will also be
included within Broadcast.

The On-Demand business

will focus on digital product
development and growth
for ITV, providing new
content that appeals to
audiences who already do
most or all of their viewing
on demand, and will deliver
it to them in whatever way
they want to access it.

It will include our advertiser
funded channels of ITV Hub,
ITV2,ITVBe and CITV and
Direct to Consumer through
SVOD on ITV Hub+ and
BritBox. It will also include
our Direct to Consumer
interactive revenues and
ITV Win.

ITV plc Annual Report and Accounts 2020 5
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Chairman’s Statement

The impact of COVID-19 has made 2020 a year like
no other. It forced us to stop the majority of our
productions in the Spring and our advertising
revenues fell rapidly. | am very proud of ITV’s
response, which clearly demonstrates what a
resilient and responsible business ITV is.

;
Sir Peter Bazalgette, Chairman
Ny

We have a clear purpose: to
connect with millions of people
every day, to make content they
can't get enough of and to reflect
and shape the world we live in...
and we do this through the power
of our creativity. This, together
with our More than TV strategy,
is designed to deliver a positive
impact for our stakeholders - our
viewers, customers and partners,
citizens, legislators and
regulators, colleagues and
suppliers along with our
shareholders and debt investors.
2020 has delivered this positive
impact, despite the disruption of
COVID-19 and its impact on our
financial performance.

Our Board is always mindful of
the interests of our stakeholders
and their perspective informs
our decision-making. Board
discussions and decisions
consider implications for each
of our relevant stakeholders:
what's important to them; how
we engage with them; how we
deliver for them. Further detail
is set out in the Corporate
Governance section of the
report, but here's how we have
considered our stakeholders
during this unprecedented year.

6 ITV ple  Annual Report and Accounts 2020

Viewers, subscribers, customers

and partners

At the height of the pandemic’s first wave,
we knew we had a critical national role to
perform: to produce ourimpartial and
trusted news whatever the challenges, to
keep our informative and morale-building
daytime programming on air, and to
maintain aninteresting and varied schedule
of soaps, drama and entertainment, which
enriches the national conversation. This we
achieved, despite our Studios business being
severely impacted by COVID-19 restrictions.
My thanks to our colleagues, who delivered
for the business and for the country.

Of course, fantastic content is at the heart
of everything we do. ITV Studios creates
quality content for broadcasters and
platform owners in the UK and
internationally. This drives engagement
and revenues on their respective platforms.
ITV Studios’ determination to restart
productions safely and as quickly as possible
has been highly valued by our customers
globally. ITV's own channels and services
are one example of this. Our Studios
business and our investment in content
beyond our own Studios business also plays
animportant partin strengthening the
creative industries across the country, a key
future sector.

With increased data insights and research,
we now understand more about what our
viewers want to watch and how they want
to watch it and therefore provide a better
experience for them. This includes an
increasingly personalised offering through
ITV Hub and delivering content to them
through ITV Hub+ and BritBox, in the UK
and internationally, as we buitd more
relationships directly with consumers.

We're establishing deeper bonds with
consumer brands across the UK, creating
innovative and relevant marketing solutions
for them. We now give them access to both
mass audiences and more targeted
opportunities online, all in a trusted and
measurable environment. We also help
brands with their broader marketing
messages around social purpose, using our
understanding of popular culture and our
mass reach. And we work with the UK
government to integrate public health
messages into our broadcasting.

We're fostering durable links with our
suppliers and partners to ensure we uphold
ITV's standards throughout the supply chain,
thereby optimising our strategy delivery.
We've established enhanced governance
processes for our suppliers. These
increasingly include requirements related to
climate change which atign to our new
environmental targets.



Citizens

With our creativity and scale,ITV can
powerfully help shape culture for good.
During 2020 we've further raised awareness
of key social issues and inspired positive
change through the massive reach of our
programmes. We extended our mental
health campaign Britain Get Talking which,
during lockdown, widened to promote
neighbourliness. Eat Them To Defeat Them
(our healthy eating campaign) and our
support of The Daily Mile (promoting
exercise) both continued. And we launched
the diversity campaign Black Voices. We
recognise the importance of ITV reflecting
and representing all our communities on
and off-screen. To this end we launched our
five-point Diversity Acceleration Plan. It will
ensure ITV better represents contemporary
life, both within our workforce and on-screen.

The significantimpact of climate change
and the potential risks to all businesses

has become even clearer. In 2020 we set
ambitious environmental targets, including
our commitment to become a Net Zero
carbon business, to be zero waste and to
have a 100% sustainable supply chain

by 2030. Alt staff will be trained on
environmental matters and all programmes
in the UK albert-certified from 2021, We're
founding members of the Media Climate
Pact. Where possible we also adhere to .
Task Force for Climate-related Financial

. Discltosures (TCFD).

- Legislators and regulators
The Board takes ITV's responsibility as

. apublic service broadcaster (PSB) very
seriously. This has been at the core of our
DNA long before the initials ESG became
popular. We work closely with regulators,
politicians and policymakers to ensure that
we fulfil our obligations. ITV has engaged
with Ofcom throughout 2020, particularly
on its PSB review. And we're encouraged by
its recognition of both the huge value that
PSB brings to the UK and the disruptive
challenges the PSB system faces. We've also
engaged with government and regulators
on a wide variety of other issues affecting
ITV, including COVID-19 restrictions, the
requlation of advertisingon TV as well as
Brexit-related trade issues.

Our intention is to ensure that ITV and all our
colleagues operate the business in an ethical
and responsible way - from paying the
appropriate tax, to remunerating suppliers
on time, to upholding high standards of
business conduct and governance.

Financial Statements Additional Information

Colleagues, programime
participants and everyone we

work with

People are our first priority atITV. Thisis
reflected in our commitment to care for the
physical and mental health and safety of
colleagues, contractors, and everyone who
participates in our programming, before,
during and after productions. COVID-19 has
presented many challenges for {TV. One of
the most fundamental has been the
protection of our colleagues via careful
compliance with the applicable rules inITV's
territories of operation.

ITV's Duty of Care Charter sets out our
commitment to protect alt who work with
and for ITV.It's underpinned by our
operational risk process. Through this we
identify duty of care related risks and putin
place measures to manage them, reporting
to our Duty of Care Board. We have guidelines
in place for our own productions and external
suppliers, which we constantly enhance with
the assistance of third-party specialists. This
includes support from our Consultant Clinical
Psychologist and also Independent Medical
Adviser. In addition, we have a Mental Health
Advisory Group, comprising external experts,
which provides guidance and support for
ITV’s holistic approach to mental health and
wellbeing amongits people, production
teams and participants.

Our significant achievements in 2020 reflect
the commitment and determination of our
colleagues. | would like to record a heartfelt
‘thank you’ to them all. While many have
worked remotely since early March, and
some were furloughed for a period,ITV has
remained connected with all of our
colleagues through very regular vodcasts by
Carolyn McCall, our CEO, and the wider
leadership team, as well as providing advice,
support, workshops and tools to help
colleagues look after their own wellbeing.
We've also undertaken a number of
employee pulse surveys to help monitor the
wellbeing of our colleagues and ensure we
have the appropriate supportin place.

In addition, Edward Bonham Carter, our
Senior Independent Director and Workforce
Engagement Director, continues to work
closely with our Ambassador Network
across all our offices. This creates an active
two-way dialogue between colleagues and
the Board, as Edward regularly provides
feedback to the Board which informs our
discussions and decision-making.

Attracting and retaining diverse creative
and commercial talent is key to our success.
This year we became the first FTSE 100
company to appoint an executive to ITV's
Management Board specifically charged
with our diversity and inclusion policy. To
celebrate and encourage engagement

around our diversity and inclusion, we have
five active networks open to all our
colleagues. In addition, our senior leadership
has been recognised for its diversity by the
Hampton-Alexander report.

Shareholders and debt investors
It's fundamentally important that the Board
clearly understands the views and concerns
of our shareholders and debt investors.

Members of the Board have spent valuable
time with representatives of some of our
major shareholders in one-to-one meetings
and we have again consulted on the
Remuneration policy. This year, given the
restrictions in place, our AGM was held
virtually. However, we remained committed
to ensuring proper engagement with our
investors providing all of them with the
opportunity to ask questions in advance

of the meeting. We also posted an ‘AGM
vodcast’ with key statements and responses
after the event. Shareholder feedback is
frequently discussed at the Board and
informs our decision-making.

ITV has made significant progress in
delivering its strategic priorities in 2020 and
addressing the interests of its stakeholders.
However, its financial performance has been
severely impacted by COVID-19. Total
external revenue was down 16 % and
adjusted earnings per share decreased 22%.
The Board and Management Board has had
to make a number of decisions this year to
retain adequate liquidity, ensuring ongoing
resilience and the ability to invest in the
delivery of our strategy. These include
significant cost savings; cancelling the
Company-wide annual bonus; reducing the
base pay and fees for all Directors; and not
paying a dividend for 2020. The Board
recognises the importance of the dividend
to our shareholders and intends to restore
future dividend payments as soon as
circumstances permit.

We are committed to creating substantial
value for our shareholders and other
stakeholders, and | look forward to
reporting on our progress. in the meantime,
thank you all for your continued support.

Finally, I'm really pleased to welcome
Sharmita Nebhrajani to the Board. She joined
in December and will further strengthen the
Board's mix of expertise and experience.

I'd also like to thank Roger Faxon, who
stepped down in December after eight
diligent years, for his significant cantribution
and wise counsel.

My thanks to all my colleagues for
negotiating such a difficult year.

Sir Peter Bazalgette
Chairman

ITV plc Annual Report and Accounts 2020 7
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Chief Executive’s Report

ITV took swift action from the very beginning of the pandemie
and worked with real determination to successfully manage and
mitigate the impact of COVID-19 while continuing to invest in our

future. Our overriding priority was the physical safety and mental
wellbeing of our colleagues, while they were working from home
or on furlough, or while they were producing programmes.

(See Response to COVID-19 section for further details)

ITV Studios has been very innovative and
agile in restarting productions and our

| commercial teams have worked closely
with advertisers to produce creative
marketing solutions and attract new
advertisers to TV. Throughout the
pandermic, ITV has been un aiv informing
and entertaining the natian

Despite the disruption, and our tocus on
conserving cash, we have protected our
strategic investment and are making
good progress in executing our strategy.
{TV Studios is continuing to strengthen
its creative pipeline and diversify its
customer base; we are implementing the
Hub Acceleration plan which is delivering
improvements in the user experience and
content; Planet V has been successfully
rolled out to the majority of mdjur
agencies, to a very positive response;
BritBox UK is ahcad of its plan hitting
500,000 subscriptions in January 2021;
and BritBox US increased its subscriptions
by 50% over the year.

[ We are well placed to continue to deliver
[ our strategy despite the current
uncertainty. As a world class global
production business, ITV Studios is well
positioned to take advantage of strong
growth in demand for quality content.
The restructure of the Broadcast business
creating Media and Entertainment (M&E)
enables us to better respond to changing
viewer habits and we will continue to
manage our costs tightly. We have
identified further permanent overhead
cost savings across the business which

| will be delivered in 2021 and 2022.

These will more than fund additional
invesumcnt opportunities we have
identified to further accelerate the
delivery of the strategy.

8 ITV plc Annual Report and Accounts 2020
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4 Isolation Stories was a short four-part
drama written, filmed and edited during the
UK lockdown.

A Robert Moore Is 1TV News' Washington
correspondent. He was the only reporterin
the world to make it into the US Capitol
Building as rioters stormed Congress.

His coverage has had over 1 million views
on Twitter.

P Balthazaris a French crime drama
produced by letra Media (part of I TV Studios
International) for TF1. It had its third season
in 2020 and has recently been renewed for
afourth.

Despite the disruption,
and our focus on
conserving cast, we
have protected our
investment and are
making good progress in
executing our strateqgy.

Flnancial Statements Additional [nformation

2020 Financial highlights

ITV's operational and financial performance
in 2020, o5 expected, was materially
impacted by the COVID-19 pandemic.
Government imposed lockdowns and
containment measures in the UK and
internationally caused us to stop productions
for a period of Lime and COVID-19 protocols
have increased production costs as we have
returned to production. it has also resulted
in a significant decline in the demand

far advertising.

Total external revenue was down 16%, with
total advertising revenue (TAR) down 11%
in spite of online video on demand (VOD)
advertising revenue beingup 17% in the
year. ITV Studios revenue was down 25%.

Adjusted EBITA declined 21% to £573 million,
in spite of the benefit of £116 million of cost
savings. ITV Studios adjusted EBITA declined
hy 43% and Broadcast adjusted EBITA
declined by 9%. The margins of both
husinesses have been significantly impacted
by the decline inrevenue, ongoing fixed costs
and our essential investiments to support the
delivery of our strategic priorities. Adjusted
FDS declined 22% to 10.9p. Statutory EBITA
was down 19% Lo £561 million and stalutory
EPS decreased by 40% to 71p.

Despite the dedcling in profits, we were highly
cash generative in 2020, with profit to cash
conversion of 138%. At 31 December 2020
our reported net debt (including IFRS 16
liabilities) was £545 mitlion (31 December
2019: £893 million) which benefited from
the deferred VAT payments and is before
earnout payments that we anticipate paying
in 2021. Our reported net debt (including
IFRS 116 liabilities) to adjusted EBITDA was
0.9x (31 December 2019: 1.2x).

We rainain committed to investing in our
key priorities and value drivers to deliver
organic growth in line with our strategy.

We will balance this investment with returns
to shareholders, with our corrumitment to
maintain investiment yrade metrics over the
medium term and the ongoing uncertainty
with COVID-19. The Board recognises the

importance of the dividend to our
shareholders and intends to restore
dividend payinents as souit as
circumstances permit.

ITV purpose

Our purpose and our culture defines ITV.

Our purpose is to be More than TV. We
connect millions of people every day, make
content they can't get enough of and we
reflect and shape the world we live in... and
we rin all this through the power of creativity.

Our collcagues are always our priority —

we are also focused on all our stakeholders:
our viewers, subscribers, customers and
partners; citizens; legislators and regulators;
programme participants and others we
work with; and our shareholders and

debt investors.

The pandemic has amplified the enduring
valte of ITV as a Public Service Broadcaster.
We contribute to our culture and society,
creating shared national moments,
highlightiing difficult issues, and running
prograrmes and campaigns for mental and
physical wellbeing. We make programmes
by us, for us ahd about Us across the whole
ul the UK, available for free to everyone.
We contribute to the health of democracy,
providing trusted, impartial and high quality
local and national news. And we play an
important part in economic growth,
investing in regional creative economies
and the independent production sector.

Our strategic vision

In 2020 we undertook a review of our
strategy in ight of the challenges created
by COVID-19. The conclusion was that
COVID-19 was accelerating some of the
trends already identified. For example,
increasing viewership of streaming, and
increased demand for content. This has
meant the key change in the strategy
isin the pace of execution particularly
in transforming the business digitally, in
order to be able to continue to manage
the challénges and take advantage

of opportunities.

ITV plc Annual Report and Accounts 2020 2]
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Our goal is to be a digitally led media

and entertainment company that creates
and brings our brilliant content to
audiences wherever, whenever and
however they choose.

Our strategy will continue to evolve but
we remain focused on three priorities:

« Growing our UK and global production
business

- Transforming our Broadcast business,
now called Media and Entertainment, and

. Expanding and strengthening our now
established Direct to Consumer (DTC)
relationships

These are supported by embedding data,
analytics and tech across the business;
ensuring we own and manage rights
efficiently; continuing to buitd upon our
strong partnerships in the UK and
internationally; and delivering our social
purpose strategy.

Being anintegrated producer broadcaster
gives us a competitive advantage. It
provides Studios with a bedrock of core
commissions and a formidable promotional
engine for its content; it enables cross
promotion and 360 degree monetisation of
Studios content across our business models;
secures access to great content for ITV’s
channels, advertiser funded video on
demand (AVOD) and SVOD businesses; and
all this helps attract and retain the best
creative talent in the industry.

We are making strong progress in delivering
our strategy and we continue to focus on
the speed of delivery in each of the four
pillars of the business that drive value.

Firstly, ITV Studios is a world class
international production company. Itis the
largest commercial producer in the UK, one
of the largest producers in the Europe and
one of the largest unscripted producersin
the US. Therefore, it is in a strong position
to benefit from the growing demand for
quality content internationally. We expect
the global content market to continue to
grow 3 to 5% per annum - predominantly
driven by OTT platforms.

Secondly, our linear channels. They have a
unique ability to drive live mass audiences
which continue to be animportant part of
marketing campaigns and TV remains the
media delivering the highest returnon
advertising investment.

Thirdly, in the rapidly growing AVOD market,
the ITV Hub is capturing the shift to online
viewing and strong demand for online
advertising. The rollout of Planet V provides
advertisers with targeted advertising in a
brand safe environment.

And finally, DTC. BritBox UK enables ITV to
monetise our Best of British content in the
UK in collaboration with other PSBs. And
internationally with the BBC we are able
to take advantage of high growth markets
for British content. We now have over

2.6 million SVOD subscriptions globally
across our services. In addition, we are able
to drive revenues from our IP ownership
and ITV Win, as consumers are increasingly
willing to pay to engage with a trusted
brand and its content.

A Queer Byeis an award-winning unscripled
praductian by ITV America and in its six seasan
for Netflix.

10 ITV plc  Annual Report and Accounts 2020

Social purpose is an integral part
of delivering our strategy

It is increasingly clear that companies with
a strong and clear purpose drive increased
value. Our ESG strategy is an integral part
of delivering our purpose and our business
goals. 1TV does much more than entertain
- it makes a difference to British culture in
away that global competitors can not.

We have a unique ability to drive meaningful
change, raising awareness and inspiring
positive change through the massive reach
of our platforms. Our social purpose
strategy is built around four areas: Better
Health, Diversity & Inclusion, Climate Action
and Giving Back. 2020 highlights include:

Better Health: physical and

mental health

- Our healthy eating campaign, Eat Them to
Defeat Them, encourages children to eat
vegetables; we have supported the Daily
Mile since 2019; and we have been
working with Public Health England and
the government on encouraging healthy
behaviours during the pandemic

+ We relaunched our mental health
campaign Britain Get Talking during the
COVID-19 pandemic, encouraging people
to stay connected; 6.4 million people
started a conversation as a result

Diversity & Inclusion:

« Our focus for 2020 was particularly
on improving opportunities for people
from Black, Asian and Minority Ethnic
backgrounds and toincrease
representation for those with a disability,
where our target hasincreased by 50%

W Britain Get Talking IsiTV's Mentat
Wellness campalgn and encouraged people
to stay connected during the UK lockdown.

m fi Imn
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. We have appointed a Group Diversity
Director and launched our Diversity
Acceleration Plan across ITV onand
off screen. This sets out steps [TV will
take to deliver measurable change.
We willreport on progress annually.

Climate Action:

. We have set an ambitious target to be net
zero carbon emissions by 2030. We will do
this is by reducing the emissions we
control by 46% and reducing emissions
we influence, such as business travel and
the products and services we use, by 28%.
In addition we are one of the founding
signatories of the Media Climate Pact and
among the first to join The Climate
Pledge and Ad Net Zero. We are working
with our commercial partners to help
them deliver their environmental
strategies and we have increasingly used
our programmes to raise awareness,
inform and inspire sustainable habits.

Giving Back:

. During the pandemic we have helped
raise over £3.6 million for NHS Charities
Together and raised £9.3 million for
UNICEF on Soccer Aid 2020. And we
continue to encourage our colleagues to
use their three paid days a year for
volunteering and have put in place online
volunteering opportunities.

Strategic progress in 2020

We have made good progress in delivering
our strategic priorities in 2020 but as
expected our performance has been
significantly impacted by COVID-1S.

A Alison Hammond: Back to Schootwas a
one-off documentary specially commissioned
by ITV as part of Black History Monthiin the UK.

Growing UK and Global

Productions

We paused our productions systematically
in March to enable them to resume quickly
and to minimise the costs of disruption.
With the innovation and dedication of the
ITV Studios team we continued to produce
our daytime schedule and News and started
to resume productions from the summer.
ITV worked closely with the UK government
and the industry to develop a set of
protocols to minimise health and safety
risks during production. There remain
operational challenges with producing
content particularly large entertainment
programmes and multi-location dramas.
However we are working hard on
overcoming these and have delivered large
scale entertainment programmes such as
Love Island in the US, 'm A Celebrity in the
UK and dramas such as The Bay in the UK
and Paris Police 1900 in France. The majority
of programmes are now back in production.

We have further strengthened our talent,
which remains absolutely key to building a
successful Studios business. Most recently,
Nicola Shindler, the multi-award winning
producer has launched a scripted label within
{TV Studios UK, and we have increased our
shareholding in Danish Producer, Apple Tree
Productions, to a controlling interest.

Despite the pandemic, we have maintained
our development budget and focused on
further building the creative pipeline. We
continue to build our portfolio of scripted
programmes which we have targeted as an
area of growth. We saw real success in the
US with Snowpiercer for TNT which has been
recommissioned for a third series; Good
Witch for Haltlmark has been renewed for

a seventh season; The Pembrokeshire
Murders for ITV which launched with

12.5 million viewers; and The Serpent on
BBC which has had 31 million streams on
theiPlayer. In Europe we are continuing

to produce for OTT platforms and local
broadcasters with programmes such as
Suburra and Balthazar.

In 2020, we reorganised our international
distribution and commercial business to
strengthen our position as a creator,
producer and distributor of world-leading
formats. We have a portfolio of warld-rlass
hrands which we continuc to strengthen
and protect. Love Island has now been
soldin 20 countries, up from 13in 2019.

The Chase formats continue to travel
internationally, most recently commissioned
in the US by ABC and is now in 16 countries.
We have a number of new formats that
have been developed, including Ratin The
Kilchen and Let Love Rule.

We have turther diversified our customer
base as we have strengthened our
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relationships with OTT platforms, particularly
in the US, where we have development
projects with all the main OTT platforms for
scripted and unscripted content. We
produced a number of programmes for them
in 2020, including the fifth season of Queer
Eye, The Big Flower Fight, and Suburra for
Netflix, Love Island France for Amazon and
Becoming for Disney+. We have also sold
international rights to a number of significant
dramas, including Snowpiercer and The
Serpent. Since 2017 we have tripled our
distribution revenues from OTT platforms.

Transforming Broadcast (Media

and Entertainment)

Our priority at the start of the pandemic
was to keep ITV on air and the ITV Hub and
BritBox fully operational. While our schedule
was impacted by production stoppages we
continued to broadcast 10 hours of live
Daytime and News programming each
weekday. This played a key partin providing
viewers with accurate and trustworthy
information, and a broad schedule of
entertainment and drama to provide an
escape from it. Total ITV viewing was up
during the year, although our online viewing
was down, impacted by no summer Love
Istand, fewer episodes of the soaps and

no major sporting event. Excluding the
impact of Love Island and the soaps, online
viewing was up over 5%.

While the viewing landscape changed
during the pandemic, with people streaming
more content than ever before, ITV's
extensive offering of linear television
channels, the ITV Hub and BritBox, gave
viewers the choice in how, where and when
they consume content, while continuing to
provide advertisers with mass simultaneous
reach, alongside a more targeted
advertising proposition.

We have restructured Broadcast to create
the Media and Entertainment division,

with two business units - Broadcast and
On-Demand. Broadcast is focused on
delivering live mass audiences and On-
Demand is focused on driving digital viewing
through our digitat products - both
advertiser funded on ITV Hub, ITV2, ITVBe
and CITV, and DTC through SVOU), as well as
our interactive business. This new structure
will enable us to. better serve changing
viewer habits; be more aqgile and flexible;
drive mass audiences and digital viewing;
enisure we have the appropriate allocation
of resnurces hetween broadcast and AVOD;
fur ther develop our digital capabilities; and
streamline the ways we are working to
improve productivity and reduce cost.

ITV is the home of mass quality reach which
is recognised by the industry. As viewing and
advertising becomes more fragmented, the
scale and reach of advertising that

M
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television, and particularly ITV, delivers
becomes increasingly valuable. We provide
a safe, trusted, measured and transparent
environment in which to advertise. In 2020
we delivered 94% of all commercial
audiences over 5 miltion.

Advertising demand has been significantly
impacted by the crisis, but our Commercial
team continues to deepen its relationship
with our advertisers and agencies to create
innovative and relevant marketing
opportunities which started before COVID-19.
We use the breadth of our experience,
creativity and our unique platform, to bring
new campaigns and brands to television.
Throughout the COVID-19 pandemic we
provided frequent webinars and teach-ins to
over 3,000 customers; marketing support
and digital content; consumer insight to help
advertisers stay close to their customers; and
made booking with TV more flexible.

We have created a number of specific
initiatives to help advertisers, which include
ITV AdVentures tor digitally native brands;
ITV Backing Business, our B to B initiative,
supporting businesses; and ITV Home

Planet - aninitiative for sustainable brands to
tell their environmental stories and encourage
viewers to reduce their carbon footprint.

We have further improved the ITV Hub,
which now has 33 million registered users,
up 6% year-on-year, as we deliver the Hub
acceleration plan. Our investment has been
focused on redesigning the interface to
improve the overall user experience; further
personalisation; increased distribution; and
strengthening the content available,
including the extended catch-up window,
full series drops and short form.

We are continuing to successfully roll out
Planet V to the majority of large agencies,
to a very positive response. With our tech
partnership with InfoSum, advertisers are
also able to add their own tirst party data to
campaigns in a secure and compliant way.
And we have confirmed that Samsung TV
Plus will be our first third party

publisher partner.

Expanding Direct to Consumer
from COVID-19. We have delivered good
growthin our interactive revenue as we
have improved the ITV Win platform and
extended our competitions. We have
however had to temporarily close all our live
events and tours.

We have also seen strong growth in our
SVOD products. BritBox UK is ahead of plan
hitting 500,000 subscriptions in January
2021and conversion and churn rates are
tracking in line with our expectations. We
have strengthened its content with the
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successful taunch of the first original ‘Spitting
Image’ and Film4 content and extended its
distribution, with the roll out of the EE/BT
deal. The service is now available on around
20 million devices and its brand awareness is
over 90%. This presents a real opportunity
for us to grow aur suhscriber base as we
further improve our content of fering.

Subscriptions for BritBox US have continued
to grow strongly, up 50% in the year and the
service is profitable. We successfully
launched BritBox in Austratia in Q4. Hub+
continues to perform well with around
410,000 subscriptions.

Priorities for 2021 and beyond
We have clear priorities for this year and
beyond as we continue to execute

our strategy.

In Studios, key in the short term is

to continue to produce safely and at scale.
At the same time we are focused on further
building and monetising our strong pipeline
of programmes internationally; growing
scripted; creating global formats that travel
and return; and diversifying our customer
base as we create more programmes for
streaming platforms.In 2021 we expect to
double our revenues from OTT platforms.
We will continue to look at opportunities

to further grow our creative talent.

We expect ITV Studios to performwellin
2021 but it will continue to be impacted by
national lockdowns, social distancing and
olher COVID-19 measures.

Across M&E we need to achieve the right
balance between delivering mass live
audiences and growing our digital viewers.
Therefore we will be testing and trialling our
content windowing strategy and the
appropriate allocation of the programme
budget between our linear channels and
AVOD. We have a strong schedule lined up
for 2021 including the Euros, Finding Alice,
The Bay, Unforgotten, The Masked Singer,
Saturday Night Takeaway, and Love Island.
Some of these programmes have already
aired and performed very well driving mass
audiences and light viewers.

We are continuing to deepen our strategic
and creative relationships with advertisers
and are also exploring linear addressable
opportunities.

In addition, we are launching a Media for
Equity fund, where we will take minority
stakes within early stage digital and
direct-to-consumer businesses, in return for
advertising inventory. The scheme will serve
as an innovative opportunity for
entrepreneurial companies to accelerate
their growth and establish their brands by
accessing ITV's unique reach and scale.

A The Beast Must Die is the first original
scripted commission for BritBox UK. Itis
expected launch on the service in the first
half of 2021.

A Unforgotten is a British crime drama
produced by Mainstreet Pictures (part of ITV
Studios UK). The fourth series started on 1TV
in February 2021, launching with its biggest
overnight audience yet of 5.1 million viewers.

W Dancing on Ice had its 12th series in the UK
in 2020, with an average of 5.2 million viewers
per episode. The 13th series started in January
20210onITV.
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To drive On-Demand viewing and increase
engagement with light viewers, we will
further strengthen the Hub to make ita
destination and not just a catch up service;
focusing onits continuous redesign;
leveraging our data capabilities;and
trialling a new content strategy to further
strengthen it with more originals and
exclusive programming.

We will also continue toroll out Planet V
in self-serve and build further third
party partnerships.

InDTC we are further growing BritBox UK -
strengthening the content offering and
exploring opportunities to expand its
distribution, with the confirmed launch on
Amazon in 2021. We have an exciting slate
of originals in 2021, which include The Beast
Must Die and The Secrets of the Krays in H1.

We are working through the planning for
aphased roll out of BritBox internationally,
with South Africa due to launchin 2021
and more markets following thereafter.

Digital transformation

Digital transformation is key to unlocking
success in many areas of our strategy
and therefore to accelerate our strategy
we need to fast forward our digital
transformation.

This is not only the digital transformation of
our products to respond to changing viewing
habits, including the Hub, Planet V, SVOD, but
also how we work. Transforming our internal
systems, processes and behaviours to
support a digital business, be more agile and
efficient and ensure our colleagues have the
digital tools to drive the most effective ways
of working. Our culture is key - having the
right mindset and capabilities will enable us
to achieve this more quickly.

We are transforming our core systems,
digitising end to end processes more widely
and adopting digital ways of working. We
are making good progress with new systems
and processes in place, such as Talent Pay
and FreeCon; Smart Working, an initiative
started before COVID-19 has been
accelerated with goodresults.

Investments and cost savings
Throughout the pandemic we have
continued to invest behind our strategic
initiatives in the ITV Hub, Planet V, BritBox,
data and technology.

in 2018, we set out our £60 million essential
investment plan over three years to 2021,
which is on track with cumulative
investments to date of £48 mitlion.In 2021, in
addition to the original planned investments
of £12 million, we have highlighted a further
£13 million of investments to accelerate the

delivery of our strategy, which will be funded
by further cost savings.

In 2020, we delivered £116 million of cost
savings, well ahead of our planned £60
million for the year. Of this, £21 million were
permanent as we have challenged the cost
base line by line and in particular relate to
contract renegotiation and headcount
savings from reorganisational changes. The
temporary savings were in relation to steps
taken to mitigate the impact of COVID-19
including: a reduction in executive and
non-executive director pay of 20%; a
suspension of performance-related cash
bonuses; the furlough of colleagues during
the height of the pandemic; and the natural
decrease in non-essential spend, such as
travel and entertainment.

We are now targeting £100 mittion of
annualised permanent overhead cost
savings by 2022 (from 2019), compared to
our previous target of £55 million to £60
million over that period. We expect to
deliver around £30 million of these savings
in 2021 with savings coming from our new
operating model, the increased use of
technology and data, digitising end to end
processes and increased smart working.

The venture loss of BritBox UK was
£59 million in line with our guidance
of £55 million to £60 million.

Colleagues

Our colleagues are key to the successof

ITV and delivering our strategy. | am incredibly
proud of the way our colleagues have
responded to the crisis and worked with such
determination and a real sense of purpose.

We want ITV to have an inclusive culture,
where everybody can perform at their

best, realise their full potential and thrive.
The ITV Way provides alt our colleagues with
the quiding principles of how we like to work
in order to achieve this and to deliver our
strategy. We have five active colleague
networks and in 2020 we launched the
Diversity Acceleration Plan to increase the
pace of progressin this area.

Regulation

Intate 2020, Ofcom published its review of
public service broadcasting, ahead of
making recommendations to government
by the summer as to how the system might
be maintained and strengthened. It has
concluded that there is now anurgent need
for a new framework to support an effective
transition to public service media (PSM),
straddling online and broadcast TV. We are
fully engaged with Ofcom and government
as part of this process, particularly in
relation to the need for reform of the rules
governing prominence, inclusion and fair
value for PSB on all major platforms.

In 2020, the government announced it
would introduce a 9pm watershed ban on
TV advertising of High Fat Salt and Sugar
(HFSS) products and similar protection for
children viewing adverts online. It also
announced it would bring in equivalent
restrictions for online advertising, in parallel,
by the end of 2022. Whilst we remain fully
engaged with this process - and continue
to believe that thereis a strong, evidence-
based case for alternatives to the pre Spm
ban - we nonetheless face significant loss
in relation to HFSS advertising revenue.
The government has also issued a call for
evidence in relation to gambling, ahead of
the taunch of a full review of the Gambling
Act 2005, expected later this year. The call
for evidence was very broad encompassing
theindustry as a whole, though advertising
may well be part of the review.

Outlook

We have taken difficult decisions to deal
with the crisis, but they have enabled us to
continue to invest in and successfully
execute our strategy. There is much we have
learnt in the crisis including how to work
very effectively remotely - from presenting
news to remote editing - and we will
continue to learn and iterate as we digitally
transform the business. Certain parts of our
business such as DTC have seen a positive
uplift from COVID-19 which we will further
build upon.

We are encouraged by the roadmap out of
lockdown and are seeing more positive
trends. The majority of ITV Studios
programmes in the UK and internationally
are back in production, although with the
prevalence of the virus there may be some
further disruption. The lockdown in Q1 has
impacted the demand for advertising, with
TAR expected to be down around 6% in Q1.
However, March is expected to be up around
8% and Aprilis expected to be up between
60% and 75%, with January to April up
between 5% and 7%. This assumes there isno
change in the current planned restrictions.

We monitor our performance very carefully
and the risks associated with COVID-19 and
are very focused on tightly managing our
costs and cash.

Delivering the More than TV strategy puts
ITVin a good position to respond to
changing viewing habits and to take
advantage of the continued strong demand
for quality content internationally. We have
strong foundations across our four pillars of
the business and are clear about what we
need to do to ensure we emerge as an even
more resilient, digital and future facing
media and entertainment business.

Carolyn McCall
Chief Executive
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Response to COVID-19

We address the impacts posed by the
pandemic through our COVID 12
response governance structure,
coordinated by a crisis project
management of fice reporting to the

COVID-19 governance structure

Management Board. Thic addrocses the
unprecedented challenges, operational
uncertainty and risks created by the
pandemic. Reporting to the crisis
project management of fice, we have

working partics focused on the
significant arcas of conceirn, The health
and safety of our colleagues and
individuals involved in our productions
is our overriding priority.

This structure and approach remains in place today as we continue to address the challenges created by the pandemic.

l The Board: Oversight and regular updates (weekly in the height of the crisis)

1 Management Board: Oversight and weekly updates (daily at height of crisis)

Crisis PMO & Strategy: Co-ordinating response across the business and reporting to the Management Board

Working groups focused on the following areas:

j  Situation analysis
Regular conversations with
government and external

- advisers to understand

" how the crisis is playing out
medically, politically and
economically.

Cashand Costs
Modelling our financiat
position across a range of
scenarios (informed by
situational analysis),
developing costs
mitigation and cash

Revenue

Developing and
implementing plans to
continue identifying
opportunities and mitigate
against negative sales
impacts.

Tech and Ops

Invoking existing business
continuity plans to ensure
critical operations can
continue through the crisis.

People and Comms
Puttingin place processes

and responses that protect '

our people and support
the wider community.

management.

. The severity of COVID 12 and the ongoing
uncertainty it poscd meant that we nceded to
take a series of measures to increase our
resilience, manage the business for the long

+ termand protect the interest of all our

} stalccholders. These included:

! Situational analysis

As the situation with COVID-19 evolved we have
| continued to lcep an open diatoguc with the
i Government and Department for Digital,
Culture, Media and Sport to understand the risks
associated with the crisis and also put forward
our views an measures which could suppart the
industry. This has included successful
engagement on issues, such as financial support
for the freelancer population, work restriction
exemptions for key production and operational
staff and productinn pandemic insirance

I We constantly review the medical situation to
understand further measures we can introduce
to keep our colleagues safe. We have engaged
medical advisers to support us in developing
these measures.

Cashand Costs

In response to the uncertainty and challenges to
our revenue streams presented by COVID-19, 1TV
took swift action to preserve cash, reduce costs
and manage working capital in the business.
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These actions included:

- Reducing Cxecutive Directors and

Management Board salaries along with

the feet of the Boord from April to the end

of October

Recruitment and pay freezes across the

business, except in the case of critical roles

- Cancelling the 2020 bonus for the entire
Company

- Furloughing colleagues as appropriate

- Restricting non-essential travel and other
PXNPNSPS

- A commitment to reduce the Broadcast
programme budget by at least £100 million

« Agreerments withITV pension trustees and tax
authorities to delay at least £150 million of
payments out of the first half of 2020 and into
the second half of 2020 and 2021

+ Withdrawal of the 2019 final dividrnd and the
intention to pay 8p for the full year 2020 was
withdrawn

We will continue to track nur financial
performance against a range of scenarios and
internal and external analysis.

Revenue

See section on ‘Strategic progress in 2020’ for
details on actions taken to mitigate against the
impact of the pandemic and identify
opportunities.

Technology and Operations

By rapidly flexing to home working in earty
March, our critical technology and operations
have remained uninterrupted. Our Technology
team has worked closely with the business to
ensure all colleagues have access to the

necessary technology and support to allow them
to continue performing their roles as normal.

Pesple and Communieatiana

Protecting the health, safety and wellbeing of
our collcagues and individuals involved in our
productions continues to be our overriding
priority.

The majority of our colleagues continue to work
from home, benefiting from the investment we
have made in technology and systems. Those
colleagues who arc working on site - in our
offices, our studios and on location are
protected by robust safety protocols. We
currently have no staff who are on furlough.

Tn enable our colleagues to remain feeling
cornuested o und engaged with Uwe wider
business, purpose and aims, we have held
fartnightly CEO led vodcasts (weekly for 12
weeks in the height of the crisis) covering a
range of topics and involving management from
across the business. We have leveraged our
existing tools to further support the mental
wellbeing of our colleagues during this time, and
also launched new ones, such as Big White Walt,
a mental health peer-to-peer platform
accessible to alt staff. We regularly review our
support programmes with colleagues to ensure
we are providing practical, useful and easily
accessible support.

= .
See ‘Social Purpose’ section for the actions
we undertook to support our communities.
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Investor Proposition

ITV has a clear strategy and is making significant
progress in building a digitally led media and

entertainment company.

P¥Aistrong'platform: fordelivery s

ITVIs o ylobatl and dlversified business,
wlth more than half of Its total revenue
generated from non-advertising and over
half of ITV Studios revenues coming from
outside the UK.

The market continues to evolve and we
have a vision and strategy to build on

ITV's unique and winning combination

of creativity and commercial strength.

We have clear priorities and initiatives which
we believe will strengthen the sustainability
of ITV. This will ensure that ITV is well
positioned to address the 6pportunities

and chauenges ofa competitive media
landscape across our four pillars of the
business that drive value: ITV Studios;
linear Broadcast; AVOD and Direct to

Consumer - in particular SVOD.

Our operational and financial per formance
has been significantly impacted by
COVID-19, but throughout the pandemic
we have continued to invest in our
strategic priorities and therefore we are
well placed to create a robust and
sustainable, future facing digital business.

52%

of wtal revenue 15 from non-advertising
revenue streams (2019: 54%)

56%

of total Studios revenues is from outside
the UK (2019: 58%)

As anintegrated producer broadcaster,
ITV isin a unique position to create and
own world-class content, hroadcast it
uvntone of the blygest and most trusted
marketing platforms in the UK either at
scale or targeted, distribute it globally
through its international network and use
it to build valuable relationships directly
with consumers.

ITV Studios is a strong, diversified and
scaled international production business,
creating, owning and managing rights.
We will continue to grow in key creative
markets with our increasing portfolio of
scripted and unscripted programmes,
driving value from the strong demand for

= -

(Uniquelmarket/position S

quality content from new and established
distribution platforms.

Our Broadcast business (Mmedia and
Entertainment) continues to provide
creative and relevant marketing solutions
for advertisers as it delivers unrivalled
audience scale and reach as well as
addressable advertising on {TV Hub.

ITV is well positioned to create value
through direct relationships with
consumers around its significant content
ownership in SVOD, as well as withiits
trusted and engaging brands through
competitions and experiences.

We belleve that if we sti¢cessfully
execute our strategy we will ¢continue
to detlver good cash generation over
the medium term and our disciplined
approach to cash, costs and capital
witl enable us to continue to invest
across the business in line with our
strategic priorities.

138%

- profit to cash conversion” (2019: 87%)

*Refer to page 61 for detail on our 2021 profit to cash
conversion.

[attractivelinvestmentiopportunities Tl

We are investing in a number of areas to strengthen and grow
the business. Areas of focus for this investment are; BritBox in
the UK and internationally; in the ITV Hub; in Planet V;and in
data, analytics and technology, which we are embedding right
across the organisation as we drive our digital transformation.
These investments will partly be funded by our significant cost

i —-

savings as we become a leaner and more agile business. .

Shareholderreturns

The Board recognises the importance of the dividend to our
shareholders andintends to restore dividend payments as soon
as circumstances permit. The Board will balance shareholder

- returns with our commitment to maintain investment grade
metrics over the medium term, to continue to invest behind
the strategy and the ongoing uncertainty with COVID-19.
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Market Review

The markets in which we operate are dynamic,

increasingly competitive and

rapidly changing. We are

seeing increasing global demand for content driven
by the proliferation of channels and platforms, which
combined with changes in the way viewers consume
media, brings both challenges and exciting

opportunities to ITV.

_ “ﬁiﬁi@&ﬁ‘h@ gll [demandiforfcontent;

The COVID-19 pandemic has accelerated
some of the trends we were previously
seeing with increasing viewership
towards OTT content, particularly for
younger audiences, and changes in the
advertising market fuelled by increased
competition and demand for online
advertising. Our strategy is designaed to
mitigate some of the longer-term
impacts, and we are increasing the pace
of implementation of our strategic
initiatives.

i Trend

®

S MWL S

f
0
b

I

How we are responding

o de

The demand for quality content from
broadcasters and platform owners remains
strong and we expect that post the
COVID-19 pandemic, global content spend
will continue to grow at around 3% to 5%
per annum over the medium term), driven
by OTT platforms. While many free-to-air
broadcasters (FTA) have been challenged
by COVID-19 and some have reduced their
underlying broadcast budgets, they are
continuing to invest in their schedules.
SVOD platforms have been less financially
impacted and are expected to grow their
budgets significantly, making up around
25% of the overall market by 2024 (Source:
Ampere Analysis. Includes all spend on
content including sports rights). All are
demanding exclusive, brand-defining
original content, including local language
content to meet the increased expectations
of new and existing subscribers. AVOD
platforms are also demanding content,
with new entrants in the market such as
Tubi and Pluto, alongside established
names, Google and Facebook.

The demand for high-quality scripted
content, in particular, has increased
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significantly with the global SVOD platforms
investing heavily to attract subscribers,

and use as a tool for differentiation and
prominence in an increasingly competitive
global environment. This has significantly
increased competition in the market,
particularly for talent, reducing the margin
for scripted content, which is generally
lower than other genres.

Demand for unscripted content remains
strong as platforms and channels continue
to require lower-cost, high-volume
popular series to fill the gaps around

more expensive scripted titles, to attract
mass simultaneous viewing, appeal to new
audiences, or supplement the viewing of
existing subscribers.

The UK remains the dominant producer
and exporter of unique unscripted formats.
The US dominates scripted and is the
largest content market in the world.

Other key attractive creative markets
include France, Nordics, Italy, Germany,
Australia, and Spain which has access to
Latin American markets.

ITV Studios is a leading global creator,
producer and distributor of content and due
toits scale and presence, is well-positioned
to capture this growing demand for content.
We produce content in the genres highly
demanded and have production bases or
production partnerships in all the key
creative markets around the world, being a
top-three indie in these markets (based on
internal estimates).

A key part of our ITV Studios strategy is to
grow scale in scripted content in English and
local languages, along with increasing our
relationships with OTT platforms. Our US
business has successfully pivoted to SVOD
customers in both scripted and unscripted
content, and we are starting to leverage
these relationships and harness the
strength and position of the ITV Studios
group to benefit our wider production
business.

We have strength in unscripted content
which is around 70% of our overall ITV
Studios production revenues, and it remains
important to us. We have built a healthy
pipeline of returning formats and
programmes, which we will continue to
nurture and develop as well as focusing on
the development of new global unscripted
and large entertainment formats.

4 Snowpierceris produced by ITV Studios

America for TNT in the US and Netflix globally.
Itis currently inits second season and has
recently been renewed for a third, whichis
expected at Ue end uf 2021,
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4 Aloneis an unscripted programme produced
by ITV America and is inits seventh season on the
History channel. The catalogue has bekn sold to a
number of OTT platforms, with season six now
available on Netftix.

P BritBox is ITV's SVON proposition, providing an
unrivalled collection of the best of British content
allinone place. itis available in the UIE, US and
Canada, Australia and will be launching in South
Africain the second half of 2021,

brit
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How we are responding

- At the start of 2020, the international
-distribution and commercial exploitation
. business of ITV Studios was reorganised.

. This created a new centre of excellence to
boost creativity across unscripted format
labels inITV Studios to increase the
potential of developing global hit shows.

We have also strengthened creative talent
across ITV Studios in 2020 and will continue
to develop, retain and attract new talentin

~ 2021, to further drive our creativity and
ownership of content.

Where possible, we maximise the value
of our IP across primary and secondary
windows of our content, driving growth
from optimal windowing strategies with
FTA, SVOD and AVOD clients. This has
allowed us to maintain a higher overall
margin relative to our industry peers.

As an integrated producer broadcaster, ITV
Studios also benefits from demand for its
content from ITV's FTA linear, AVOD and
SVOD channels, providing Broadcast with
a strong and secure content supply.

See the Operating and Performanice Review
for further detail on these areas.

There has been a rapid growth in the
number of global SVOD platforms available
over the last ten years, with the largest,
Netflix having over 200 million global
subscribers at the end of 2020. This is
followed by Amazon, Disney+ and Apple TV
as the three other leading global streaming
platforms. Many countries have also
launched local SVOD services to take
advantage of this market growth and
complement existing revenues streams.
This includes BritBox from ITV and the BBC,
Salto from M6 and TF1, Joyn from ProSieben
and Discovery, and Viaplay from NENT, with
several new entrants expected over the
next few years.

The UK is a developed market for SVOD with
60% of households having an SVOD service
in Q3 2020, with Netflix in over 80% of SVOD
homes. In the UK, the growth of SVOD has
been complementary to pay-TV with SVOD
being in 50% of pay homes, and those
without an SVOD service being
predominantly FTA homes (Source: BARB).
In other counties like the US, the growth of
SVOD has been at the detriment of pay-TV,
which has suffered significant ‘cord-cutting’
of pay-TV subscriptions in the last few years.

The COVID-19 pandemic has helped boost
the number of subscribers for the global
SVOD platforms, with Netflix nearly
doubling new subscribers in Q12020
compared to Q4 2019, and Amazon and
Disney+ also seeing significant growth.

Alongside the growthin SVOD has been

a proliferation of AVOD services including
PlutoTV, Tubi, Roku TV and Vudu who offer
free, ad-supported content, many of which
arerolling out internationally.

In November 2019, ITV launched our SVOD
proposition with the BBC, BritBox UK, aimed
at being a complementary service to the
global streaming platforms and to provide
UK audiences with an unrivalled collection
of British box sets and original series all in
one place. While BritBox UK is relatively new
to the market and small compared to its
competitors, it is a unique proposition and
fills the gap in the SVOD market for
high-quality, British content.

We also have our successful BritBox
international SVOD service in the US, Canada
and Australia. It will shortly launch in South
Africa with more countries to follow as we
look to rollit out to up to 25 countries, and
demonstrates our ability and ambition to
compete in this market internationally.

We also have our smaller offering Cirkus

in the Nordics, Germany, Austria and
Switzerland. See the Operating and
Performance Review for further detail.

Our AVOD service, the ITV Hub also provides
a destination for viewers to watch live
simulcast content from our linear channels,
exclusive and catch up content providing
viewers with the opportunity to watch
however and whenever they want. We are
investing in the ITV Hub to accelerate
growthin this area. See the following page
for further detail.
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Strategic Report Market Review continued

Share of viewing by broadcaster

()
-/

Source: BARB

@ BBC Family

31.0%

(2019: 30.5%)

Sky Famity

7.9%

(2019:7.6%)

@ TV Family

22.2%

(2019:23.0%)

@ Five Family

1%

(2019:6.3%)

® Family Guy remains a popular
series for 16-34s onITV2 and the
ITV Hub.

® Channel 4 Family

10.0%

(2019: 9.8%)

® Other channels

22.8%

(2019: 22.6%)

" How we are responding

The number of ways for viewers
to engage with content is
expanding, offering increased
choice and flexibility, which is
impacting viewing habits
globally. 2020 saw an
acceleration of digital trends
across many sectors and
television was no exception
with several notable new online
video platformiaunches. There
has been a significant increase in
VOD viewing on TVs (particularly
connected TVs) and non-TV
devices (such as smartphones,
tablets and computers). This
evolution is not uniform across
demographics, with younger
viewers spending proportionally
more time consuming video
content, while older
demographics spend
comparatively more time
engaging with linear television.

In the UK, linear viewing remains
popular and reaches around
90% of the population each
week, with live viewing being
84% of all broadcast viewingin
2020 (Source: BARB — C7 viewing
via a TV set, within seven days of
original transmission, recorded
or VOL), and over b5% of total
viewing (Source: BARB/
Thinkbox). Viewing to public
service broadcasters (PSB) has
remained more resilient than
and is helped by the strength
and investmentin original
content made by the PSBs,
particularly the BBCand ITV.

18

The stay-at-home restrictions
brought about by the COVID-19
pandemic boosted total
broadcast TV viewing in the UK,
which increased by 6% in 2020.
Total TV set viewing which
includes unmatched viewing
(content that cannot be matched
to broadcast TV content such

as SVOD, YouTube, games
consoles), increased by 15% in
2020, with the average number
of daily minutes watched per
person, increasing by 14% to

277 minutes (2019: 243 minutes).
Within this, unmatched viewing
increased by nearly 50%

with the growth attributed
predominantly to SVOD viewing.
For 16-34s, the number of
unmatched minutes watched
per day is a much greater
proportion than the rest of the
population, spending much
more time online, and away
from broadcast TV compared

to older demographics.

ITV plc Annual Report and Accounts 2020

We recognise that the viewing
landscape has become
increasingly competitive and our
strategy is designed to mitigate
the long-term impact of
changing viewing patterns. We
announced the restructure of
our Broadcast business to better
reflect and serve changing
viewing habits, creating two
divisions to focus on our mass
live audiences, and to grow our
digital capabilities.

We invest c£1.1 billion annually
in broadcasting high-quality,
trusted content across a wide
range of genres, including large
family entertainment shows,
sport, drama, factual and news
to give our viewers choice. Our
main channel remains the only
commercial channel to
consistently deliver mass
audiences. Our digital products,
ITV Hub, ITV Hub+ and BritBox
are all aimed at strengthening

our offering to viewers and to
capture them in however they
choose to watch and we have
been investing to enhance the
content, experience and
distribution of these platforms
as part of our strategy.

For younger viewers, we have
unmissable content, such as I'm
A Celebrity..Get Me Out Of Here!
Love Island, The Cabins, The
Only Way is Essex and the

Real Housewives series, which
all drove significant 16-34s
audiences in the year both

on linear and online, proving
that with the right content,
younger audiences will watch
FTA channels.

See the Operating and
Performance Review,
and Strategy sections
for further detail.

4 Britain's Got Talent had its 14th
series in 2020 and fitming was split
across the year due to COVID-19. It
had an average of 7.6 million viewers.

P The Masked Singer lauriched on
1TV in 2020 averaging 6.3 million
viewers, Series two concludedin
February 2021, and average viewiny
increased to 7.7 million,
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UK advertising market

TV

201%

(2019: 20.7%)

® Press

7.4%

(2019:10.0%)

o gy ® Online

66.2%

(2019: 59.6%)

A Planet Vis|TV’s programmatic addressable
advertising platform for VOD advertising on
the 1TV Hub, It has been ralled out to mosr of
the major agencies to plan and book
campaigns around ITV’s premium inventory.

® Cinema

0.3%

(2019:1.3%)

@ Radio

2.7%

(2019:3.0%)

Outdoor

3.3%

Source: Advertising (2019: 5.4%)

Association January 2021
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How we are responding

gt

. Inthe UK, online advertising is

the largest category of
advertising spend followed by
TV advertising (including spot,
broadcaster VOD, sponsorship
and other television revenues),
together making up over 85% of
the advertising market in 2020
(2019: 80%). Outdoor, press and
cinema advertising were
adversely allimpacted by
COVID-19 restrictions.

Over the last four years the
advertising market in the UK,
andin particular television spot
advertising (NAR), has been
impacted by political and
economic uncertainty,
particutarly related to Brexit,
which has negatively impacted
the demand from advertisers.
Many advertisers have also
faced their own challenges and
structural pressures during this
time. COVID-19 further
accelerated the decline in

television advertising in 2020,
disproportionally affecting
categories such as travel and
non-essential retail. it is too
early to determine whether this
decline will be permanent or
whether it will recover with

the economy.

Online advertising has remained
more resilient during this period
and has grown rapidly, with
spend almost doubling over the
last five years. Within online
advertising, search is the largest,
dominated by Google, followed
by Display and Online Video,
both dominated by Google

and Facebook.

Advertisers are seen to reduce
spend on television to manage
margins during challenging
times, using online advertising
to gain short-termimpact

and benefit from low
production costs.

Television advertising revenue
isITV's largest revenue stream
and as an integrated producer
broadcaster, helps to fund

the broadcast of our content
in the UK and content
creation glabally.

ITV's linear television channels
continue to offer unique scale
and reach of all the key
demographics advertisers
target, and it remains the most
cost-efficient way of advertising
and animportant part of
marketing campaigns. We have
focused on developing deep
strategic partnerships with

our advertisers and agencies

to demonstrate the power of
television, and have successfully
brought new advertisers to
television during the pandemic.
We have also encouraged
existing brands to increase
their spendininnovative ways
such as advertiser-funded

content, brand partnerships and
sponsorship, as well as helping
many brands to create their
advertsin alow cost and
efficient way using our in-house
creative team.

The TV Hub allows ITV to
capture online advertising
revenues in a brand-safe,
trusted and measured
environment, and this has
remained strongin 2020.

We have also launched Planet V,
which is our programmatic
addressable advertising
platform, allowing advertisers
and agencies to plan and book
their campaigns 24/7 using TV's
data, which can also be blended
with advertisers’ own first party
data. While our propositioniis
small relative to Google and
Facebook, it allows advertisers
to access targeted advertising
at scale around our premium
VOD inventory. We are also
exploring opportunities for
linear addressable advertising.

See the Operating and

Performance Review
for further detail.
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_ Strategic Report

Our Strateqy

We are making good progress in executing our
strategy, to create a stronger, more diversified
and structurally sound business. In 2020 we
undertook a review of our strategy in light

of the challenges created by the COVID-19
pandemic, to identify if there were changes
that needed to be made. We concluded that
our strategy remains the right one although
we will increase the pace of execution.

Our strategy, when executed effectively,

will ensure that we are well placed to take
advantage of the rapidly changing viewing,
content production and advertising
environments.

Successful delivery of our strateg

vision is dependent on four enabler

People
Continue to strengthen both

our creative and commercial
teams. Ensure we have the
right skillsets and culture

to deliver our evolving
strategic vision, particularly
in respect of technology
and data functions

o O duiciion]

Broadcasg

(MEE)]

Ensure we own and manage
our rights efficiently and
effectively. Maximise the
value of theserights

across our linear and

VOD advertising, Studios
and Direct to Consumer
{DTC) business models
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- OTRCTIENGED

ITV purpose and strategy

Our purposc is to be More than TV. We connect
millions of people every day, make content they can't
get enough of and reflect and shape the world we live
in...and we do all this through the power of creativity.
This is aligned to our strategic vision, to be a digitally
led media and entertainment company that creates
and brings our brilliant content to audiences
wherever, whenever and however they choose.

Our initiatives to drive growth and future value are
clear, building upon ITV's unique and winning
combination of creativity and commercial strength.

Delivering on our strategy will be achieved by
focusing on three critical priorities:

Grow UK¥and global'production

)

ransform Mediand,tategtainmentBroadeast) )

These are not independent. They work together -
reinforcing each other, creating synergies and

delivering value.

Partnerships

Rights W Digital

See Social Purpose from page 42

Create strong partnerships
with broadcasters,
platforms and technology
companies both in the UK
and globally. Work with
these partners to ensure our
contentis prominent and we
can monetise it wherever it
is consumed

Deliver digital
transformation across our
whole business. This includes
our external consumer-
facing products, as well

as internal transformation,
including our core

central functions and

ways of working
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Grow uk and global production

Our aim is to be a leading creative force
in global content production. The core
drivers of this business are creative
talent, creating and effectively
monetising hits and being disciplined
and efficient.

We are very focused on:

- Developing new hits

+ Attracting and retaining leading talent,
and nurturing the right creative and
commercial environment to do this

- Growing our scripted business

Governance

Financial Statements AdditianatInfarmation

+ Globalising and maximising the value
of our key formats and brands

» Nurturing existing relationships and
continuing to diversify our customer
base, serving new fast growing OTT
customers

+ Continuing to collaborate across our
network of production bases to benefit
from ITV's scale and diversity

We also consider selective value creating
acquisitions and talent deals in both
scripted and unscripted to obtain creative

talent and IP. A Emmerdale remains the UK's second

biggest soap with an average of
5.9 mitlion viewers per episode across

ransform WViediafand/Fntentainmend(Broadeast)

the year.

V¥ Lovw Istand USA had its second

.We have restructured the Broadcast

Jbusiness to create the Media and
Entertainment division with two
business units - Broadcast and
On-Demand - to better reflect and
serve changes in viewer habits.
Broadcast is focused on our linear
channels, while On-Demand is focused
on our AVOD and SVOD businesses,
and our interactive DTC business
(see below). This will ensure that we
can better address the opportunities

"and challenges of structural change
and provide a strong, branded and
data rich relationship with our
viewers and advertisers.

The key components of our Media and

Entertainment strategy are to:

« Continue to drive mass audiences on
our linear channels, which remain
highly valuable to our advertisers

< ® COFEMDREY

successful season in 2020 on CBS, being
filmed in a Las Vegas hotel under strict
health and safety protocol. It has since
been renewed for a third season.

+ Drive on-demand viewing by
accelerating the [TV Hub development
and content that targets on-demand
audiences

- Grow our addressable advertising
capabilities, including strengthening
our data, analytics and digital
capabilities. Qur addressable
advertising is currently available on
catchup on TV Hub. We are also
exploring opportunities for linear
addressable advertising. -

+ Build more strategic and creative .
partnerships with our advertisers

We will deliver on these areas whilst
maximising the total value of our
Studios and third party content, across
both linear and our digital products.

We are very focused on driving our
SVOD services in the UK and
internationally with the successful
launch of BritBox UK in 2019, the
continued strong growth in BritBox US
subscriptions and the launch of BritBox
Australia in Q4 2020. We are now
looking to further roll out BritBox
internationally and to continue to
drive Hub+ subscribers.

We are also growing our interactive
revenues through ITV Win, our
competitions portal, and focusing

on driving growth in our DTC products
and engagement around our key
programme brands.

We are well positioned to grow our DTC
relationships and revenue with our
significant reach, engagement, insight
into viewers and enhanced data analytics
capabilities.

See KPIs from page 24
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Our Business
Model

Our strategic vision to be

a digitally led media and
entertainment company

that creates and brings our
brilliant content to audiences
wherever, whenever and

however they choose is
aligned to our purpose to be
More than TV. We connect
millions of people every day,
make content they can’t get
enough of and reflect and
shape the world we live in...
and we do all this through
the power of creativity.

Our competitive advantage

We will continue to grow the

UK and global content business,
transform our Broadcast (Media and
Entertainment) business, and expand
our Direct to Consumer business.

We are confident that our vision
and strategy is the right long-term
plan for ITV in a dynamic market
environment.

The successful execution of our
strategy will strengthen and
diversify ITV, creating a robust,
and sustainable, future-facing
digital business.

A The Chase is a growing global format
for ITV Studios. It has been sold to over
15 countries, with the original UK version
now inits 14th series,

22 1TV plc Annual Report and Accounts 2020

World-class content

At the corc of ITV i5 our focus on creativity and content, whether selling our unique
content around the world or investing in third-party content to broadcast across multiple
platforms. Internationally we have built production and distribution scale in key global
creative markets through organic growth, sclective acquisitions and talent deals.

Global formats and distribution
ITV has built relationships and a diverse customer basc globally with major networks,
platform owners and local broadcasters, to whom we scll our world class content.

lntellectunl property

H V hae dovolopad, acquired and owns the rights to a derse portrolio of shows, particularly
drama and entertainment, that are hugely popular. Owning thisintellectual property allows
us to monctise itinternationatly through programme and format sales and also
commercially in the development of interactive experiences and consumer products.

Delivering unrivalled commercial audiences

The scale of our channels and the significant investment we make in quality content give
1TV unique scale and reach across the key demographics on our main channel and more
targeted audiences on our family of channels and the ITV Hub. It alen givas us insight inta
viewer and advertiser behaviour which helps us buitd deeper and more strategic
relationships with advertisers and agencies.

Integrated producer broadcaster

Buiny anintegrated producet bruadeaster enablec ug to drive maximum value from our
intellectual property. We also have a significant promotional enginc and have the ability
to cross promote across our business modcels.

Our strategic assets

Our strateqlc assets underpin ITV's competitive advantage

4 13V
Creating and owning the Our strong, trusted
rights to quality content brand, products

and intellectual and culture
property

Our talented
commerciat and
creative people

33m

We have 33 million registered users on
the ITV Hub in the UK

46,000+

hours of television and film content in the
Global Entertainment catalogue

90%

Our channels reach around 90% of the
UK population each week

c£1bn

We invest ¢.£1 billion annually in content for
our UK family of channels and the ITV Hub

ITV operates in anincreasingly
complex business environment and
there are risks to the delivery of our
strategic goals and the sustainability
of our business model. Our risk

Risk Management Framework




the business with the tools to

Our diversified revenue streams

A diversified business

By developing, owning and managing the rights to content, ITV is able to maximise
the value of its programme brands across four pillars of valuc. ITV Studios, Linear
Broadcast; AVOD and Dircct to Consumer (in particular subscription video on demand
(SVOD). This ensures ITV is a more diversified business and enables it to drive value
from different revenue models.

Original production

We produce original content commissions for broadcasters and platform owners (in
the UK and internationally) from our production bases in the UK, the US, the
Netherlands, Germany, France, Italy, Australia and the Nordics.

Distribution

We own the rights to a significant catalogue of programmes and formats that we
sell and license to broadcasters and platform owners internationally. The strong
global demand for content provides a significant opportunity for us.

Advertising

Our family of channels and the ITV Hub drive signiticant advertising revenues trom
the ability to deliver mass audicnces and morc targeted demographics on linear
television and addressable advertising on the ITV Hub. This funds our investment in
the programme budget.

Commercial partnerships

We work with advertisers and advertising agencies to provide unique and innovative
commercial and creative partnerships and sponsorship opportunities that extend
beyond pure spot advertising.

Direct to Consumer

We monetise our consumer interactions through SVOD, competitions, live cvents
and merchandising. In the UK, we currently generate SVOD revenue through the ITV
Hub+ and BritBox UK following its successful launch in 2019. Internationally, we
deliver SVOD revenues through our joint venture with the BBC, with BritBox in the US,
Canada and Australia, and Cirkus in the Nordics, Germany, Austria and 5Switzerland.
We will further roll out BritBox internationally and in 2021 will taunch in South Africa.

Pay
We earn pay revenue from platforms in the UK by licensing our 1D channcls end our
online VOD services.

the required insight to monitor the
overallrisk landscape. This also
identify, manage and continually allows managament and the Board
veuiew g 1ishs and regular i adapt the s trategy to eneurs that
roporting provides the Board with we are striking the right balance

management frameworl< provides
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Creating value for...
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Detwerenisk-lakiing aind risk-
mitigation and that any undeslying
risks in the strategy are being
appropriatély managed, theretore
cnabling delivery of the stiateyy.

Advertisers

Through delivering unique scale and breadth
of demaographics as well as targeted
advertising opportunities and new innovative
ways of engaging with consumers around
quality programme brands.

Audicnces

Through a varied, high-quality programming
schedule, which they can watch and engage
with on a variety of platforms.

Broadcasters and platform owners
Through delivering quality programming that
they can then monetise through their own
business models.

Customers

Through our Direct to Consumer business we
drive engagement and interaction with our
much loved brands.

Our colicagues, progrummeoe
participants and everyone we

work with

Through protecting, investing in and
developing our talent and creating a culture
that nurtures them to be productive,
commercial and creative. People, and their
physical and mental health and safety, are
our first priority at ITV.

Citizens

With our creativity and scale, ITV can
powerfully help shape culture for good. Our
offering of free and universally available high
quality and trusted news services, helps to
inform UK citizens and underpin democratic
debate.

Legislators and regulators

ITV takes its responsibilities and obligations
as a public service broadcaster (PSB)
seriously.

Sharcholders

Through a track record of creating
shareholder value and delivering significant
shareholder returns.

Debtinvestors
Through a track record of delivering strong
profit to cash conversion.

We hdve identified the principal
tisks Lhirough our risk management
framework and wc have
¢onididered them as pat t ot oui
viabilily assesstnent.
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We define our KPis to align our performance and

accountability to our strategic priorities. As we continue to '
evolve our strategy, our KPis may be redefined to ensure they
remain appropriate to our business and our priorities. in 2018,
we set targets or strategic ambitions for our KPIs for three

years to 2021 (where appropriate to do so). '

Key Performance

Indicators (KPIs)

YTV Group

Adjusted EPS’

Total non-advertising
revenues

Cost savings

Profit to cash
conversion’

Definition

Adjusted EPS represents the
adjusted profit for the year
attributable to equity
shareholders. Adjusted profit

is defined as profit for the

year attributable to equity
shareholders after adding back
exceptional items and including
high-end production tax
credits. Further adjustments
include amortisation and

{ impairment of asscts acquired

1
|
1
i

* through business combinations,

net financing costs and the tax
» effectsrelating to these
, items. It reflects the business
i performance of the Group in

a consistent manner and in
 line with how the businessiis
» managed and measured on
i a day-to-day basis.

Performance

Adjusted EPS decreased by 22%
from 13.9p to 10.9p. This was
predominantly due to the
declinc in total advertising

} revenue (TAR), and Studios
revenues and margin as a result
of the impact of COVID 19.

2020 22% decline
10.9p ! in 2020
2UV/ lo.J
2018
2019
2020 10.

| Definition

! Total non-advertising revenue |
!is total ITV revenue (including

 internal revenue) excluding i
advertlsung revenue (being net i
| advertising revenue (NAR),

i VOD and sponsorship). This is

| animportant measure as we

| continue to rebalance the

! business away from our

! reliance on advertising.

II Performance

' Non-advertising revenue

+ decreased by 21% in 2020 to

. £1,683 million, driven almost

' entirely by the decline in ITV

| Studios total revenue by 25% to

" £1,370 million due to

| productions pausing in March as

1 aresult of the pandemic. !

| Offsetting this were increases |
in Direct to Consumer revenue [‘

_' of 4% to £87 million, SDN

, revenue of 6% to £73 million,

» and other Broadcast revenue

j (which includes BritBox UK) of r

1 8% to £153 million. 9

i

I\

l% o

"

)
J
_‘i Y
,/ 2020 21% decline ]
£1 683 ln 2020 ‘
{
‘E 217 18/ 1
|
II 2018 1,971
4 me 2117 l
-
l 2020 1,683 :L
Wiy || CE——— TS i
Target iF
3years to 2021 i
Grow by at {east 5% CAGR
U SR e

| Definition

Cost savings are permanent

1 savings to the business. In 2020,

this also includes temporary
savings as a result of the
COVID-19 pandemic. Managing

. our cost base is key as we aim to
- run our business as efficiently
- as possible and fund

investments in line with our
strategic priorities.

Performance
We delivered £116 million of

1 cost savings in 2020 which was
| ahead of the target of £60

million for the year. Of the cost
savings achieved £21 million are

' permanent and £95 million are
! temporary savings.

Since 2019, we have delivered
a cumulative £46 million of

il permanent cost savings.
i1 1In 2021, we will deliver around
. £30 miltion of permanent cost

savingg, with total cumulative
cost savings of around

+ £100 million by 2022. This is
. £40 million - £45 million more

than our original guidance of

! £55 million to £60 miltion over
| this period.

Target
4 years to 2022

Deliver £55-£G0 million
run-rate of savings by 2077

1. A fullreconciliation between our adjusted and statutory results is provided in the APMs on page 55.
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i Definition
T This is our measure of our
. effectiveness of cash
i generation used for working
! capital management. Itis
; calculated as our adjusted cash
. flow as a proportion of adjusted
! EBITA (see definition within .
1 Studios adjusted EBITA margin). °
, Adjusted cash ftow, which
_ reflects the cash generation

of our underlying business,
" is calculated on our statutory
cash generated from
operations and adjusted for ¢
exceptional items, net of
; capex on property, plant and
i equipment and intangible
| assets, and including the cash
impact of high-end production
| tax credits.

. Performance

; Profit to cash conversion was
138% in the year, driven by a

-+ large working capital inflow

armng from areductionin

programmc stock (where we |

it delivered programmes but '

. were unable to continue

" producing) and the timing of

) VAT payments which have been
. deferred. This is expected to

i unwind in 2021.

2020
138%

2018

|
|

2019

2020 138

|
1 201/
|
i
|

»
I
v

Target
3years to 2021

Maintain at around 85%

-
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In 2020, the performance of atl our KPIs and

the delivery of corresponding targets has been .
impacted by the COVID-19 pandemic. Further
detail is included in the following tables and

| within our Opcrating and Performance Review.

. Grow
UK and global production

Additienat Information

Studios adjusted EBITA
margin?

Total Studios
revenue growth

f Definition ' Definition

1 Total Studios revenue ] This is the key profitability

| measures the scale and success * measure used across the

, of our global studios business. | Studios business. The profile of
jlt includes revenues from i adjusted EBITA margin differs

| programmes sold to ITV . for production and distribution
X Broadcast (M&E), whichasan | activities, and further varies

J integrated producer . with each production duc to

s, broadcaster,ic an important il genre and maturity. Adjusted

¥ part of our businese. # carnings before interest, tax
' * and amortisation (EBITA) is

'} Performance " calculated by adding back

+ ITV Studios total revenue + exceptionalitems and

declined by 25% to £1,370 1 including high-end production

F million, This was impacted by « tax credits. It reflects the

\ the pause in global productions | underlying performance of

l duc to the COVID-19 pandemic ) the business and provides
which caused a significant delay | a more meaningful comparison
, inthe delivery of productions. ! of how the business is
| The subsequent social 1 managed and measured on
, distancing and health and ;1 a day-to-day basis. The margin
4 safety protocols that have had i} is calculated based on total
I to be implemented, have caused 1TV Studios revenue.

further delays to productions,
! particularly scripted.

! Performance

| ITV Studios adjusted EBITA

| margin was 1% (2012. 159),
impacted by the lost revenuc,
ongoing fixed costs within the

: Total organicrevenue at
! constant currency (which :
» excludes 2019 acquisitions |
i and ascumes exchangerates ' business, and incremental costs
| remain consistent with2019) 5 associated with social
- was also down 25%. Therewas | distancing guidelincs and

a £3 million unfavourable . health and safety protocols
+ currency impactin the year. in productions.

Total production hours

_ Definition

‘ Total hours of programming

( produced is animportant

" measure of the scale and
success of our global studios

i business. It measures the

! number of hours produced

' across all genres and

| gcographics for ITV and

| other broadcasters and

| platform owners.

i

. Performance

., The number of hours of

+ content produced by ITV

- Studios declined by 15% to

1 7120 hours. This was driven

. by the pause in global

! productions and the

| subsequent delay in deliveries.

i}

H
)
I

|

|
|
|
|
!
1
|

L

Transform
Broadcast (M&E)

Total advertising

revenue

1 Definition

! Total advertising revenue

i measures all our advertising

i revenues and includes ITV '

! Family NAR, VOD, sponsorship

* and other advertising '

» revenues.

|

,' Performance

| Total advertising revenue

; declined by 11% to £1,577

! million. There was strong
growth in online revenues,
up 17%, but this was more
than ottset by adeclinein

' NAR, sponsorship and
creative partnerships

" revenues, all of which were
Impacted by the pandemic.

=l

o
2020 [|25% dectine " 2020 ge/"cf;:;"t ! 2020 | 15% decline 2020 11% decline
£1,370m ) lin2020 1% hin2020  J\ /120 hrs /.lin2020 £1,577m / jjin2020
o " b
2077 1,579 2077 15 | 201 8,468 2077 1,781
. J !
2018 1,670 2018 15 1 2018 8917 2018 1,795
. - ] L]
2018 1,822 2018 15 i 2019 8,393 2019 1,768
-} L4
2020 1,370 | 2020 " ] 2020 7,20 2020 1,577
i L
: I
dfn. me rmememe—— L mm o M Lt L TT I D 1 oy e e —
Target ! Target ! Target Strategic ambition
3years tu 2021 3 yedrs Lo 2021 | 3yearsto 2U21
Grow by at least 5% average || Maintain at 14% to 16% il Grow to 10,000 1o grow total advertising in
CAGR . J L_ a flat NAR market
| S— o —— — e — ~- J—

2. Afullreconciliation between our adjusted and statutory results is provided in the APMs.
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-

- Transform
+ Broadcast (M&E) (continued)
1

Online revenue growth | Total ITV viewing'

ITV Family share Online viewing

' Definition i Definition

| Online revenues are advertising ' Total ITV viewing is the total

{ revenues from VOD via the | number of hours spent watching

{ ITV Hub. With the investment 11 ITV channels live and recorded

{ inthe ITV Hub and the {1 within 28 days, third-party VOD
significant growth of viewing  } platforms, ITV | iub onowned
on the ITVHub these are nuw 1 and operated and ad-lunded
amaterial part of our

’ platforms, ITV Hub+, and
advertising revenues and an  managed YouTube channels.
important measure of our

success. . Performance
i Total ITV viewing grew by 1% to
Performance ; 16.6 billion hours with more

. viewing across our live linear
: channels. This was driven by
| our good schedule and also

; Online revenue continued to

i grow strongly, up 17% in the
year, despite the uncertainty

I caused by the COVID-19 | benefited from lockdown

1 pandemic. il restrictions in the UK. Total

I » broadcast viewing (broadcast

', channels including TV VOD) was !

i + up 6% with growth on: the BBC
. (for news and daily government
t ! briefings); Channel 4 (for The
‘[ Great British Bake Off and
! Gogglebox); and Sky (for box
} '| sets and football). Including
i 1 unmatched viewing (SVOD,
' YouTube, games consoles),
l ¥ total TV set viewing was up
! 1 15%, driven by growth to

of viewing (SOV)

J Definition | Definition |
. Keeping our free-to-air | Online viewingis an important !
| proposition strong with ¥ indicator of our online success '

" unrivalled commercial ; asit measures how long t
! audiences, is vital for the viewers are spending online

{} Broadcast business, and ITV # watching long form content?

) Farnily SOV helpsimeasute this.  } Itis calculated as the total i

ITV Family SOV is the total " number of hours ITV VOD !

i viewing audience over the year | content is viewed on owned i
~achieved by ITV's family of : and operated ad-funded ‘
' channels as a proportion of ; platforms and ITV Hub+ i

'
3

+ total television viewing, | viewing. '
. including the BBC Family. :
i Performance
Performance * The [TV Hub and ITV Hub+,is the

 ITV Family SOV declined 4% to

| 22.2% in 2020. Within this, ITV

il main channel was down 1% to

it 16.7%, which is the third biggest
SOV inadecade.|TV's other

;,' channels were down 13%

‘i to 5.5% which was driven

. predominantly by ITV2 due to

it no summer Love Istand and a
lower volume of the soaps/new
content. While our daytime
tinear viewing was strong in
2020, our share of peak hours

il was impacted by the increased
1 News output on the BBC, fewer

, online home for our family of
channels and content. While
viewing on the ITV Hub has
grown rapidly in prior years, ;
online viewing in 2020 declined !
by 5% to 482 million hours. This
:| was significantlyimpactedby
no summer Love Island, less '
' episodes of the soaps, no major j
1 sporting event and a lower !
volume of new content in the i
{
f
[}
'
:
|

year. We expect anincrease in
i online viewing in 2021.

External source: Crocus

1 5VUL platforms. ' episodes of the soapsand a
i ! lower volume of new content. -
. External source: BARB/Advantage, ‘
.| Crocus and third-party platforms ! External source: BARB/AdvantEdge
L L L R . | ,
2020 2020 ! 1% increase 2020 4% decline 2020 ” 5% decline
17% 16.6bn hrs lJ in 2020 22.2% in 2020 482m hrs jjin 2020
l d
2017 14 2017
36 2018 447
J | O TSR
1 2019 16.3 2 | 2019 506
" — L LI oy — )
2020 17 \ 2020 16.6 i 2020 482
= > | =5 || — 5
S BV S : e e i e
Target Strategic ambition Strategic ambition Target
3years to 2021 3years to 2021
Double digit growth To maintain total viewing' Above 21% Double digit growth
er annum er annu
p B I _ per annum |

1. Maintain totalviewing compared to the 2015 - 2018 average of 16.8 billion hours.
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Expand

, Direct to Consumer

Direct to Paying product

Consumer revenue

Brand consideration

ITV Hub registered user

accounts relationships

" Definition r Definition

" Direct to Consumer revenueis | We aim to grow ITV's Direct to
- akey measure of the success | Consumer revenues through
of our strategy. It measures i increasing the number of
revenue generated directly ! people who pay for an ITV

. from retationships with a , product as well as increasing
customer through the spend per custorer. | his KPI

' Definition i Definition
A registered user is an individual i UK public perception of the ITV
viewer who has signed up to the ‘| brand as measured by YouGov.

- 1TV Hub and have been active in . Our brand perception s very

i the last three years. The size of important as we look to attract -
our viewer online reachiskey ! light viewers to ITV and build

i for our advertising proposition.

|
.-‘:’, The target of 30 million

{I registered user accounts was
r;i achieved in 2019.

' Performance
The ITV Hub grew the number
t of registered user accounts by
6% to 32.6 million in 2020.
! This growth continues to be
1 driven by our high-quality
content and good user
,i experience, which has been
supported and enhanced by
«J a process of continued
+ improvement and investment
in the year.

The TV Hub helps 1TV reach

| valuable light viewers and

t younger audiences, who

I are increasingly using the

E ITV Hub for simulcast as well

1 as catch-up. Simulcast viewing
| hours were up 13% year-
on-year.

. a Dircct to Consumer business.
i

.+ Performance

i Brand consideration in 2020

| was 50%, down three

! percentage points on 2019. This
| was driven by the absence of

,( key content in the schedule

- which would normally have a

| positive impact (sport, dramas,
i key entertainment), along with
" strong compctition from the

| SVOD platforms who

; significantly benefited from

]

: marketing during the pandemic. ,

i AULPSBs saw a decline in their

| brand consideration during

| 2020.1TV's brand consideration
| for light viewers declined by

[ two percentage points.

External source: YouGov

- grew 4% to £87 millionin

purchase of goods and
services, and entry into
corpetitions. This excludes
BritBox revenues.

b

Performance
Direct to Consumer revenue

2020. Growth was
predominantly driven by an
increase in competitions

" revenue which benefited from

strong daytime viewing during
the year. Offsetting this was
the absence of pay per view
boxing matches in the year,

* and the closure of the majority

' of our live events from March
, 2020 in line with government
; restrictions, which adversely

impacted this revenue stream.

measures the total number of
. paying relationships we have
' with consumers. ,

Performance

|
} Paying product relationships -
| declined by 7% to 7.8 million

1 in 2020. The excludes

|

1

| relationships from BritBox.

5 The decline in the year was

1 largely due to the absence of

" pay per view boxing matches,

and areduction in the average

number of Hub+ subscriptions

and lower live event i

' attendees, both of which were

impacted by travel

restrictions, nationwide

lockdowns in the UK, and for

ITV Hub+ in particular, no !

- summer Love Island, less :

" requirement for downloading
for EU portability, and a lower

i volume of new content in

! the year. !

l. o - . gy e
2020 6%growth [/ 2020 i 3‘:’(5:‘2 2020 4% growth I 2020 7% decline
32.6m ljin2020 49.6% hin 2020 £87m in 2020 78m in 2020
017 . 8 07 __ . . 87
2;:8 - ’ T 81 2618_ B - T 8.5
== T T TLIoTTT I o T
2019 84 201 . . as
T T T R e
2020 - — ______87) 20_1707 e __-7.'R_
- - P —— b _— e - o — e —-— — F_ f e e A o e e —s ke et

Target 4 Target I | Target Target

3 yearsto 2021 ! 3yearsto 2021 3years to 2021 3years to 2021

Increase to 30 million :i Increase to 60% Grow to ot least Grow to 10 million

|| forall adutts £100 million !
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Strategic Report

Operating and

Performance Review

ITV’s operational and financial performance in 2020
was materially impacted by the COVID-19 pandemic,
which caused the majority of productions to pause

and a significant decline in advertising demand.
Despite this, ITV continued to make good progress in
executing its strategy, building a digitally led media
and entertainment company.

Key financial
highlights

See APMs on page 55 for a
full reconciliation between our
statutory and adjusted results.

ITV's operational and financial performance
in 2020 was materially impacted by the
COVID-19 pandemic, with government
imposed lockdowns and containment
measures in the UK and internationally
negatively impacting productions and
causing a significant decline in the demand
for advertising. Despite the disruption and
challenges created, we worked with purpose
and determination to successfully manage
our way through the crisis while investing in
our future. The significant value of being an
integrated producer broadcaster was
evident during 2020 and enabled us to
continue investing in and delivering our key
strategic priorities. Within [TV Studios, we
further invested in creative talent and our
content pipeline, and across the business
focused on digitally transforming the
business externally and internally.

We have restructured the Broadcast
business to create a new Media and
Entertainment division to better reflect and
serve changing viewing habits; the delivery
of the ITV Hub acceleration plan remains on
track; Planet V (our programmatic
addressable advertising platform) was
successfully rolled out to the majority of
major agencies; content and distribution on
BritBox UK were extended, along with the
international roll out of BritBox in Australia,
and, we augmented our data and

analytics team.

28

Group external revenue

£2,781Tm

-16% (2019: £3,308m)

ITV plc Annual Report and Accounts 2020

The global lockdown restrictions during
2020 drove anincrease in viewing and
demand for content across all platforms.
ITV Studios’ strong positionin the
international market, with its diversity in
scripted and unscripted content production,
enviable talent pool, development pipeline,
and strength in relationships with
broadcasters, distribution networks and
platform owners was critical during this
time. It was able to capitalise on the demand
for content from broadcasters and OTT
platforms for both new and library content.
While this revenue stream is small, it helped
to partly offset some of ITV Studios’ overall
revenue decline from the delay in
productions. SVOD platforms, who have
been less financially impacted than FTA
broadcasters during the pandemic have
continued to commission new content,
which ITV Studios has been in a good
position to serve.

Our Broadcast business, while seeing a
decline in advertising, saw an increase in
total viewing in 2020 with people watching
more linear television during lockdown
restrictions. Our schedule was impacted
during the pandemic but we continued to
broadcast live daytime and news
programming that played a key partin
providing viewers with accurate and
trustworthy information, and a broad
schedule of entertainment and drama to
provide an escape. While the viewing
landscape changed during the pandemic,
with people streaming more content than

Total advertising revenue

£1,577m

-11% @o19: £1768m)

/> Following the restart of productions after
global COVID-19 lockdown restrictions, our
proqauctions fallow country sgecing heatll aiy
safety protocols and social distancing measures.

Total non-advertising
revenue

£1,683m

21% @o19: £2117m)

ever before, ITV's extensive offering of
linear television channels, the ITV Hub and
BritBox, gave viewers the choice in how,
where and when they consume content,
while continuing to provide advertisers with
mass simultaneous reach, alongside a more
targeted advertising proposition.

Group financial overview

We measure performance through arange
of metrics, particularly through our
alternative performance measures and KPis,
as well as statutory results, all of which are
set out in this report.

The COVID-19 pandemic significantly
impacted our two main sources of revenue -
production and advertising - which were
both down in 2020. Total ITV revenue
decreased by 16% to £3,260 million (2019:
£3,885 miltion), with external revenue down
16% at £2,781 million (2019: £3,308 million).
Total advertising revenue was down 11% to
£1,577 million (2019: £1,768 million) driven
by a decrease in NAR, partly offset by online
VOD advertising revenue which was up 17%
in the year. Total non-advertising revenue
was down 21% to £1,683 million (2019: £2,117
million), of which ITV Studios was down 25%
at £1,370 million (2019: £1,822 million).

Network schedule costs were £156 million
lower in the year at £935 million (2019: £1,091
million), and this coupled with the delivery of
£116 million of overhead cost savings, more
than of fset the decline in TAR in the year. The
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A Antand Dec’s Saturday Night Takeaway, produced
by ITV Studios UK, had its 16th series in 2020 and was

partly filmed under UK lockdown restrictions. It
averaged 8.5 million viewers across the series.

Adjusted EBITA

£573m

-21% (019:£729m)

£116 million of cost savings delivered was
ahead of our planned £60 million. Of this,
£21 million were permanent and £95 million
were temporary. The permanent savings
include contract renegotiations across the
business and headcount savings from
reorganisational changes, particularly in [TV
Studios. The temporary savings were in
relation to steps taken to mitigate the
impact of COVID-19, including a reductionin
executive and non-executive director pay of
20%, a suspension of performance-related
cash bonuses, the furlough of colleagues
during the height of the pandemic, and the
natural decrease in non-essential spend such
as travel and entertainment. Since 2019,

we have delivered a cumulative £46 million
of permanent cost savings. In 2021 we will
deliver around £30 million of permanent cost
savings, with total cumulative cost savings
of around £100 million by 2022 (from 2019).
This is £40 million to £45 million more than
our original guidance over this period. We
continue to take a systematic multi year
approach to our cost saving programme
which is increasing in its effectiveness as

it matures.

Our essential investments to support our
strategic priorities totalled £16 millionin
the year which was slightly lower than our
planned £18 million due to timing. This

will unwind in 2021, and our essential
investments will be £25 million, £13 million
ahead of our previous guidance as we
accelerate the delivery of our strategy.

Adjusted EPS

10.9p

-22% o19:13.9p)

Statutory EPS

YA

BritBox UK venture loss was £59 miillion
which was in line with our guidance of £55
million to £60 million.

Adjusted EBITA declined 21% to £573 million
(2019: £729 miillion), with a 43% decline in
ITV Studios adjusted EBITA and a 9% decline
in Broadcast adjusted EBITA. The margins of
both businesses have been impacted by the
decline in revenue, ongoing fixed costs and
our essential investments to support the
delivery of our strategic priorities.

Adjusted financing costs were down £4 million
year-on-year to £36 million and our adjusted
tax rate was 18% (2019: 18%). Adjusted EPS
declined 22% to 10.9p (2019:13.9p).

Statutory EBITA was £56 million, down 19%
(2019: £693 million), which was marginally
lower than the decline in adjusted EBITA
due to a decrease in production tax credits
in the year. Total exceptional items were
£114 million (2019: £22 million) and

includes costs relating to COVID-19, the
impairment of sports rights, and an onerous
contract provision.

Statutory financing costs were £44 million
which was down in 2020 due to the inclusion
of Eurobond buyback costs in 2019 (2019:
£68 million). Our reported effective tax rate
was 13.5% (2019: 9.8%) and statutory EPS
decreased by 40% to 7.1p (2019:11.8p).

See the Finance Review for further detail.

-40% o19: 18p)

Reported net debt

£545m

(2019: £893m)

We have good access to liquidity. At
31December 2020, we had cash and
committed undrawn facilities totalling
£1,447 million, including unrestricted cash of
£618 million. Our profit to cash conversion
was 138% (2019: 87%). At 31 December 2020
our reported net debt (including IFRS16
liabilities) was £545 million (31 December
2019: £893 million) which benefited from
the deferred VAT payments and is before
earnout payments which we anticipate
payingin 2021. Our reported net debt
(including IFRS 16 liabilities) to adjusted
EBITDA was 0.9x (31 December 2019: 1.2x).

We continue to maintain tight control over
cashflow and costs whilst continuing to
pay our suppliers on the agreed terms.

Our objective is to run an efficient balance
sheet and manage our financial metrics
appropriately, consistent with investment
grade metrics over the medium term. Our
priority remains to invest in our key assets
and value drivers in line with our strategic
priorities and balance this investment with
the returns to shareholders. The Board
recognises the importance of the dividend
to our shareholders and intends to restore
dividend payments as soon as
circumstances permit.

A range of scenarios reflecting ITV’s
principal risks, including those arising from
the ongoing COVID-19 pandemic, have been
modelled and considered in the assessment
of the longer-term viability of ITV. See page
86 of our Viability Statement.
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IMVJStudios

: ITV Studios is the largest commercial

i producer in the UK, as well as one of the
‘ largest producers in Europe, and one of
the largest independent unscripted
producers in the US. With a combined
content library of over 46,000 hours,

it is also one of the largest distributors
in the UK.

Growing UK and global productions is
| central to ITV's More than TV strategy,
with ITV Studios aiming to be a leading
‘ creative torce in global content
production and distribution. As ITV
Studios creates more content, our linear
and on-demand channels in the UK
provide a platform to showcase our
programmes before distributing them
) further in the UK and internationally. in
addition, we have built significant scale in
! the key creative markets around the
world that also drive content revenues,
i creating and producing programmes and
‘ formats that return and travel.

At the start of 2020, the international
distribution and commercial exploitation
business of ITV Studios was reorganised
from an operational perspective to
strengthen ITV Studios’ position as a
creator, producer and distributor of
world-leading programmes. The new

; structure focuses on three centres of
excellence - the Creative Network, which
boosts creativity across ITV Studios’
unscripted format labels to increase the
potential of developing global hit shows;
Global Entertainment, which brings
together international unscripted format
sales and exploitation across the group
uinder vive roof, aind Global Distribution,
which focuses on the international
distribution of finished tape versions of
both drama and unscripted programmes.
The three centres of excellence will work
closely together and with ITV Studios’ UK
and international production businesses.

O
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Resilient and diverse production
and distribution businesses in a

challenging year

Performance in our different production
territories can be impacted by phasing and
in a normal year, we manage this risk
through our portfolio. COVID-19 impacted
the production business differently in each
territory due to restrictions varying by
country, and different customer bases,
however, through the resilience and
diversity of each territory, we were able to
mitigate some of the negative impact
caused by the pandemic.

While the majority of our productions were
paused in mid-March, the teams focused on
remote post-production, creative
development and growing the creative
pipeline. We did not cut development spend
during 2020 and this places ITV Studiosina
strong position to meet the increasing
global demand for content. Our scale means
that we were able to manage risks
effectively when restarting productions,
‘and the safeguards in place have enabled us
‘to be more resilient in subsequent
lockdowns, continuing to producing content.

During the first government lockdown in the
UK, with the innovation, creativity and
dedication of our production teams, we
were able to keep producing our daytime
shows. In addition, we filmed other shows
without a studio audience, including The
Graham Norton Show, The Martin Lewis

A Love Island continues to sell well
internationally. The format has beensotd to
20 countries Including the UK, USA, Australia,
Germany and South Africa, and is produced by
1TV Studios in many of those countries.

- Additional Information

Financial Statements. :

Money Show and Saturday Night Takeaway,
and we made Isolation Stories a short
four-part drama written, filmed and edited
during the UK lockdown. Differing country
restrictions also enabled us to continue
filming in some of our international
locations, including the Netherlands
(Koffietijd - daily morning talk show),
Germany (The Chase) and Australia (The
Voice and The Chase).

ITV worked closely with the UK government
and the industry to develop a set of
protocols to minimise COVID-19 health and
safety risks to our talent, participants,
colleagues and crew during content
production. We have undertaken risk
assessments on all productions since the
start of the pandemic, and have developed
procedures outlining how the protocols
should be applied to each production
globally. This has enabled us to continue to
produce large scale entertainment formats,
such as Love Island in the US,and 'm A
Celebrity..Get Me Out Of Here! in both the
UK and Australia.

Despite the challenges presented by
COVID-19,ITV Studios was able to build upon
its global profile of being a leading creator,
producer and distributor of content, and
shaping the path for longer-term revenue
growth by focusing on the following

key areas:

Strengthening creative talent

A key part of ITV Studios investment
strategy is to strengthen and retain our
creative talent and despite the challenges
caused by the pandemic, we continued to do
this successfully during 2020. ITV Studios US
entered into several new partnerships
aimed at further building and strengthening
the US business and establishingitas a
leading independent television studio in the
highly competitive US market. Within
scripted, ITV Studios America has partnered
with Tomorrow Studios and Nick Weidenfeld
to launch Work Friends, an animation label,
which secured its first commission for HBO
Max called 10-Year-Old-Tom. ITV Studios
America also invested in a new drama label
run by acclaimed producer Tony To (Band of
Brothers) and Dan Sackheim (True
Detective) called Bedrock Entertainment.
Within unscripted, ITV America partnered
with production tabel Nobody’s Hero,
created by Christopher Potts and Jonty
Nash, (Nailed It! and Sugar Rush for Netflix)
to develop and produce unscripted content
and formats, working alongside the

ITV team.

In the UK, award-winning producer Nicola
Shindler (Happy Valley, Last Tango in Halifax,
It's A Sin, The Stranger) joined ITV Studios UK
launching a new scripted label focusing on
producing premium drama for the UK and
international market.

During the year ITV Studios also expanded
its existing production partnership with
Boomerang TV in Spain, giving Boomerang
exclusive productionrights to a large
selection of the ITV Studios formats
catalogue. The Spanish market has a strong
demand for non-scripted programming and
is a bridge towards other Spanish speaking
countries. Altresmedia has since
commissioned ITV formats, Love istand and
game show, Divided, to be produced by
Boomerang TV in Spain.

In Mar¢h 2021, 1TV Studios Internattonal
stepped upits investment in Apple Tree
Productions in Denmark to take a
controlling stake.

Growing scripted

While ITV Studios is predominantly
unscripted in terms of scale, scripted is an
area of higher growth driven by demand
from the OTT platforms, and we also are
seeing increasing demand from platforms
internationally for original long-form and
secondary rights. Part of our strategy within
ITV Studiosiis to build a scripted business of
scale and we have boosted this through the
recent talent deals mentioned previously
and we will look at. turther investments in
other key scripted markets to continue to
take advantage of the demand for local
scripted content.
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Many of our scripted labels are creating and
producing high-quality content with global
appeal for FTA and OTT platforms, including
Mammoth Screen, creators of The Serpent,
McDonald & Dodds, Victoria, World on Fire
and Poldark, and World Productions
creators of Line of Duty, Save Me, The
Pembrokeshire Murders, Vigil and
Bodyguard. Our international scripted
businesses Cattleya in Italy and Tetra Media
Studio in France, also create and produce
long-running and new critically acclaimed
foreign-language dramas, including Paris
Police 1900 and Balthazar in France, and
Gomorrah, Suburra, Zero Zero Zero and
Summertime in [taly.

Diversifying customer base particularly
with local and international OTT
platforms

As the demand from OTT platforms grows,
this presents a significant opportunity for
ITV Studios to diversify its customer base
and grow revenues. In the US, we have
strengthened our relationships with SVOD
platforms, having both scripted and
unscripted development projects and
commissions in place with all the major
platforms. A third of US scripted revenues
now come from OTT’s. Our UK and
International Studios (aside from italy)
remain more reliant on local broadcasters,
and going forward they will harness the
strength and position of the ITV Studios
group and key creative talent, to develop
their relationships with these platforms.
Original hours supplied to OTT platforms
increased by 4% in 2020, with scripted and
unscripted programmes including; Queer
Eye, Suburra, The Big Flower Fight and
Snowpiercer (internationally) all for Netflix,
Lovelsland France for Amazon - the first
reality show on the service and Becoming
for Disney+. New commissions for future
broadcast by OTTs include Spy Amongst
Friends for BritBox UK, Cowboy Bebop and
One Piece for Netflix, Physical for Apple TV,
along with several other titles in progress
with HBO Max, Netflix, Hulu and Amazon.
We expect that in 2021 we will double our
revenues from OTT platforms.

Producing more content for, and distributing
more content to OTT platforms will

impact our working capital going forward
due to the upfront cash requirements

and the extended payment profile from

the OTTs. In addition, it limits the ability

for us to maximise margins on high-value
scripted titles as the OTT platforms
invariably want worldwide rights for

original commissions.

We balance our financial exposure through
building a portfolio of customers and
programmes, across genres and their
content life cycle, with successful
international dramas offsetting the risk that
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we will not recover the full deficit on every
show. This efficiently uses the rights
windows of our content to maximise
monetisation opportunities.

Globalising and maximising the value of
key formats and monetising our strong
pipeline of programmes

Our Global Formats business includes

a large portfolio of some of the world's
most successful entertainment and factual
entertainment formats that return and
travel, many of which are made globally
through ITV Studios’ production bases. We
are very focused on developing, managing
and exploiting our global formats to
maximise IP revenues. We have a portfolio
of world-class brands which we continue to
protect and strengthen each year, including
(number of countries the format has been
sold to, to date is included in brackets);

The Voice (70+ countries), Love Island (20
countries), The Chase (16 countries), Beat
The Chasers (5 countries), Four Weddings
(20+ countries), I'm A Celebrity..Get Me Out
Of Here! (11 countries) and Come Dine With
Me (40+ countries). These formats continue
to generate strong mass audiences for our
clients, with I'm A Celebrity...Get Me Out Of
Herelin the UK having one of its best
viewing performances in 2020, and Beat The
Chasers in the UK and Nethertands, and The
Chase in the US all launching successfully on
their respective channels/networks.

We have several new formats recently
commissioned in our UK, US and
International production bases that have
the potential to be future global hits. These
include UK formats; Moneyball, and Rat

In The Kitchen, which has had its first
commission in the US to be produced by
ITV America. In addition, Let Love Rule, an
ITVS Netherlands format produced by

ITVS Sweden and ITVS UK (commissioned as
The Cabins for ITV2), and also commissioned
in Belgium.

Building on the success of key franchises,
we are also focusing on expanding our
production hubs, driving further sales of
formats by supporting productions in a
cost- effective and safe environment (e.g.
Love Island, I'm A Celebrity..Get Me Out
Of Herel!). During 2020 we acquired the
unscripted formats catalogue from Elk
Entertainment, which includes the formats
and [P of 65 titles, as we look to continue
building our creative strength and
monetisation capabilities.

In 2020 across our Global Formats business
we sold 56 (2019: 62) different formats
internationally, 14 of which were sold to
three or more countries (2019: 14).

Through our Global Distribution business,
we focused on exploiting our 46,000+ hour
library of global scripted and unscripted
content assets and maximising the value of
primary and secondary windows with FTA,
Pay TV, SVOD and AVOD customers. We are
investing in ITV Studios produced content
(including Vigil, Line of Duty, Vera, and
McDonald & Dodds), selective third-party
content (including A Year on Planet Earth,
and Harry Palmer: The Ipcress File) as well
as executing high profile English and local
language drama deals, in turn attracting
more opportunities and talent. We also sell
anincreasing amount of content to BritBox
UK and BritBox internationally. Going
forward we will look at how we drive
long-term revenues from new AVOD market
entrants such as Tubi,and Pluto, as well as
continuing to exploit new rights opportunities
including stacking and box sets.
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ITV Studios financial performance

‘change in2020
Twelve months to 31 December £m £m £&m % ITV Studivs started 2020 with good
TV Studies UK 535 725 (190) W | momentum, expecting a good slate of
ITV Studios US 234 o 37 BRGIN | programme deliveries over the full year and
ITV Studios International 343 508 (165) (32 to see revenue growth and a stable margin
Global Formats and Distribution 258 318 (60) (19) bﬁ'“g dzlu\;\gred. The COVID-19 pandfjml?fo
Total ITV Studios revenue 1370 1822 (452) 25) A1 f?T”\?th di’;:;:;‘;ﬁ'é-t i‘j::g‘l%g;‘l’l:'lo ie
TotalITV Studios costs (1,218) (1.555) 337 22 H paused or imbacted as aresult of country
: Total ITV Studios adjusted lockdowns and restrictions on working
h EBITA* 152 267 I U _43) prartises. While the majarity of productions
v‘ ITV Studios adjusted EBITA margin 1M% 15% were able to resume in the second half of
: * tncludes the benefit of production tax credits. R 2?20' thidEIafy in prOdUCtion and de“";[‘l\_’v
i i ) ) . of a number of our programmes cause
: 2020 2019 Change Change Studios total revenue to decline by 25% in
Twelve months to 31 December £m £m £m .| 2020 to £1,370 million (2019: £1,822 miillion),
Sales from ITV Studios to with external revenue down 28% to £898
Broadcast and DTC 472 573 (107) (18) million (2019: £1,249 million). Total organic
External revenue 898 1,249 (351) (28) revenue at constant currency was down
Total ITV Studios revenue 1,370 1,822 (452) (P2l = 25%. There was a £3 million unfavourable
_ ;| impact from foreign exchange in the year.
* Includes the benefit of production tax credits. .
2020 2019 Change Change & Due to the pause in productions, the
: Twelve months to 31 December £m £m £mn % I\ . number of hours delivered in 2020 was
b Scripted 354 520 (166) (32) down 15% year-on-year to 7.120 hours.
3 - - Lhis was lower than the decrease in
: Unscripted 773 1,018 245 2¢) Nl !
; c :va* d0oth 243 284 ( 41) (14) | total revenue of 25%, due to the mix
Vr ore an _t er ) R - of productions that were delivered.
Total ITV Studios revenue 1,370 1,822 (452) PN 2 \While the year-on-year decrease in
_‘3 *  CorelTVincludes the soaps and daytime shows produced by 1TV Studios for the ITV main channel. scripted production hours was lower than
| the decrease in unscripted hours, scripted
f is of higher value and therefore had a more
significantimpact on revenue in the year.
‘Scripted revenue was down 32% to
£354 million (2019: £520 million), with
unscripted revenue down 24% to
1 £773 miltion (£1,018 millior) in the year.
Reflécting our presence In key global
. R . ‘ production markets, 56% of ITV Studios'
d oo CHN AN 4 ' - Ml | revenue was generated outside the UK. This
! S . "7 [ } was marginally lower than the prior year
] -~ AR S AN ] (2019: 58%).
' Adjusted EBITA was down 43% year-on-year
at £152 million (2019: £267 million), with the
- . E ‘ ' ®-| adjusted EBITA margin at 11% (2019: 15%) and
oy ; - b : a £1million favourable impact from foreign
[,,ﬂw, ‘ N 3 K . IR | exchange. While II'V Studios is a largely
a1 ' : I S L ¢ variable cost business, the decline in margin
I ' ; . Lol «| reflects the lost revenue, ongoing fixed costs
. . . in the business, investments of £8 millionin
A Suburra is an Italian crime drama produced line with our strategic priorities, and costs
! by Cattle.ya (part of ITV Studios International) ¥] associated with social distancin’g guidelines
' for Netflix. | , and health and safety protocolsin
P d Crank Yankers is 2 comedy prank show productions. This more than offset the £63

‘million of overhead cost savings delivered in
the year (£50 rmillion of which are temporary

1 and £13 million permanent). While guidelines
remain in place globally to mitigate the
transmission of COVID-19, our productions
will continue to be impacted by increased
costs to adhere to social distancing and
safety protacols, Going forward we will
improve the use of technology and data to
drive cost and revenuc cfficicncics, taking
steps to digitalise processes and use remote
cditing more routinely.

produced by ITV America for Comedy Central.
ithadits fifth seasonin 2020 and has been
renewed for a sixth.

D Let Love Ruleis a new unscripted format
developed in the Netherlands. To date it has

been sold to four countries, and was adapted
as ‘The Cabins'in the UK.
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ITV Studios UK

As the largest commercial producer of
content in the UK, ITV Studios UK is made
up of nearly 30 production labels, with a
diverse range of scripted and unscripted
titles for the UK's PSBs and OTT platforms.
The business is built upon many long-
running and recurring titles, the majority of
which are sold to the Broadcast business for
transmission on ITV's family of channels,
ITV Hub and BritBox UK. The core portfolio
includes daytime programmes such as:
Good Morning Britain, This Morning, Loose
Women; the soaps: Coronation Street and
Emmerdale; and entertainment
programmes such as The Voice, Love Island
and 'm A Celebrity..Get Me Out Of Here! ITV
Studios UK’s share of original content on ITV
main channel was up at 68% (2019: 65%),
however, this is based on a lower available
network programme budget year-on-year.

In 2020, total ITV Studios UK revenue was
down 26% to £535 million (2019: £725
million), and also down 26% on an organic
basis. Internal sales to Broadcast and Direct
to Consumer was down 18% across the year,
with the first quarter of 2020 benefiting
from the return of Saturday Night Takeaway
and the new winter series of Love island.
From the end of Q1, the rest of the year was
subsequently impacted by COVID-19 with
the delay and cancellation of productions.
This included a lower number of episodes of
Coronation Street and Emmerdale delivered
to Broadcast across Q2 and part of Q3, no
summer series of Love Island and, a lower
volume of drama deliveries compared

to 2019, with several planned deliveries
delayed into 2021. Deliveries in 2020
included: Saturday Night Takeaway, The Bay,
Beat The Chasers, The Pembrokeshire
Murders, The Voice Kids, The Chase,

I'm A Celebrity..Get me Out Of Here! and
the winter series of Love Island.

Internal deliveries in the first hatf of
2021 should include new and returning
programmes, Unforgotten, McDonald &
Dodds, Grace, Vera and the first series
of The Cabins.

Off-ITV revenues (productions for non-ITV
channels in the UK) decreased by 39%,
impacted by the delay of planned deliveries,
combined with strong comparatives from
the delivery of 2019 high-end scripted
commissions, including Noughts & Crosses,
World on Fire, Poldark and Harlots.
Offsetting this, was growth from new

and returning deliveries in 2020, such as:
The Big Flower Fight for Netflix; The
Serpent, Four Lives and Ghosts all for BBC;
and Back and Friday Night Dinner for
Channel 4. Deliveries in the first half of 2021
should inctude: Line of Duty, Vigil and The
Graham Norton Show all for the BBC; and 24
Hours in A&E and Countdown for Channel 4.
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ITV Studios US

ITV Studios US is a scaled production
business, providing content to all the major
networks and cable channels in the US,
along with every major SVOD platform. It
has a good foundation of core programmmes,
including unscripted titles with multiple
seasons and a high volume of episodes,
which, combined with the output from our
investment in scripted content over the last
few years, has enabled the business to grow
its presence significantly in a highty
competitive market. This diversity of content
and customer base has enabled ITV Studios
US to mitigate some of the impact seen
from the pandemic. In addition, a number of
programmes were remotely post-produced
during this time, many of which were
delivered in the first half of 2020.

ITV Studios US total revenue declined by
14% to £234 million (2019: £271 million)
and 12% to £238 million when adjusted for
the unfavourable foreign exchange impact.
Within ITV Studios America (scripted),
deliveries included Snowpiercer S2 to

TNT and S1to Netflix, and Good Witch 56
to Hallmark. ITV America (unscripted)
deliveries included: Cannonball to NBC

and USA, Crank Yankers to Comedy Central,
Love Island S2 for CBS, and Becoming to
Disney+ along with core unscripted titles:
Alone, Marriage Bootcamp and First 48,

all delivered in the year. Offsetting this

was strong comparatives in 2019, which
included the delivery of two seasons of
Hell's Kitchen to Fox.

ITV Studios America has several larger
scripted programmes which should deliver
in 2021, these inctude Physical for Apple TV,
10-Year-Old Tom for HBO Max, Cowboy
Bebop for Netflix, the third season of
Snowpiercer for TNT, and the seventh
season of Good Witch. WithinITV America,
deliveries expectedin 2021 include Love
Island $3, Rat In The Kitchen for TBS, The
Chase for ABC, and Forged in Fire for History.

The development and commissioning
pipeline for the ITV Studios US is strong, with
several large scale unscripted commissions
in progress with existing and emerging
SVOD platforms, which have the potential
for multiple series.

ITV Studios International

ITV Studios International has production
bases in Australia, Germany, France, the
Netherlands, the Nordics, and Italy, where
we produce original scripted and unscripted
content, as well as local versions of key
formats developed through our Globat
Formats business.

Revenue within ITV Studios International
declined by 32% to £343 million
(2019: £508 million), and by 32% to
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£342 million when adjusted for the favourable
impact of foreign currency. While the pause
in productions impacted most of our
territories, the decline was also driven by
strong comparatives in 2019 which had
deliveries of high-end scripted titles, such
as Zero Zero Zero and Gomorrah in ftaly,
and Profilage and Une Belle Histoire in
France. Deliveries in 2020 included: Love
Istand France for Amazon; Suburra and
Vampires for Netflix; Paris Police 1900 for
Canal+, Masantonio for Mediaset; and
Romutus for Sky Italia.

Productions across all our international
bases have largely resumed, but with many
of our large entertainment franchises
being filmed but with no audience. We
have scripted productions in France and
Italy underway but there remain challenges
operating under COVID-19 restrictions.

We have a good diversity of shows in our
portfolio across multiple territories and

we continue to strengthen the depth of
our offering.

11n 2021 we will continue to focus on growing
"-our European scripted business to allow us
to benefit from the increasing demand for

& Romutus is a scripted production by
Cattleya for Sky ltalia. Itis based on the Roman
mythology story of Romulus and Remus and
filmed in archaic Latin.

<4 Good Witch is a scripted production by ITV
Studios Arnerica for the Hallmark Channel. It
had its sixth season in 2020 and has been
renewed for its seventh, due in 2021.

D Schitt’s Creek has received critical acclaim
globally. The six season sitcom started on CBC
in Canada and Pop TV in the USA, and is also
available on Netflix. TV Studios owns the
global distribution and format rights.

locally produced content with global appeal.
Deliveries expected in the first half of 2021
should include Summertime for Netflix,

The Voice in France and Netherlands, The
Voice Kids in Germany, Love Island in
Germany and I'm A Celebrity..Get Me Out
Of Here in Australia and Germany.

Global Formats and Distribution

Global Formats and Distribution revenues
were down 19% year-on-year to £258 million
(2019: £318 million), with nil impact from
foreign exchange. Much of this decline was
driven by Global Formats, which had strong
comparatives due to a number of multi-year
deals secured for The Voice in 2019, and
other unrepeated 2019 format licensing
deals. Global Distribution saw increased
catalogue sales due to high demand for our
content globally as networks and platforms
tried to fill gaps in their schedule left by

the delay in productions during the year.
However, this was offset by the delay of new
scripted and unscripted content in the year.
Classic British scripted titles such as Marple,
Vera, Endeavour, Victoria and Poldark sold
well, with many territories relicensing old
seasons of programmes. We also benefited
from the international distribution of
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Snowpiercer to Netflix and Little Birds

to Starz, Bodyguard entering its second
window rights, the distribution of natural
history titles such as Wild Tokyo and India's
Wild Karnataka and global sales of Emmy
and Golden Globe award-winning Schitt’s
Creek. Unscripted titles such as The Graham
Norton Show, 24 Hours in Police Custody
and Autopsy USA also sold well.

in 2021, the full pipeline of new content for
Global Distribution will be dependent on
whether COVID-19 restrictions continue to
impact the filming of productions. However,
we have a strong slate of new scripted titles
including Grace, Line of Duty, Vigil and

The Serpent, and finished tapes sales of
unscripted formats including The Voice, Love
Island, Hell’s Kitchen, The Chase and Come
Dine With Me, all delivering across a number
of different territories. We will also start the
pre-selling third-party productions including
international spy drama, Harry Palmer:

The Ipcress File, and A Year On Planet Earth,
a new natural history series.
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ITV, through our family of free-to-air
channels and platforms, offers unique
audience scale and reach, as well as more
targeted demographics demanded by
advertisers. The [TV Hub, the ontine bume
fur content on our family of channels,
has grown rapidly over a number of years,
driven by viewers’ appetite for our
content on catch up, VOD and simulcast.
Through our Direct to Consumer business,
we are building relationships with
cunsuimers who are increasingty willing
to pay to engage with our brands, content
and intellectual property (IP). This is
through SVOD, competitions, voting, live
events, gaming and merchandising. Data
and technology are key to evolving our
broadcast business and driving revenue
growth and new revenue streams.

‘T he media market environment in which
we operate is dynamic. The viewing and
advertising landscape is evolving rapidly
and becoming increasingly competitive,
and our Broadcast business is constantly
adapting. COVID-19 accelerated suime of
the changes we were already seeing
presenting both challenges and

oppot tunities. Qut strategy is desigtied
to mitigate the long-term impact of
changing viewing patterns, and we are
increasing the pace of implementation.

As part of our More than TV strategy and
to better reflect and serve changing
viewing habits, the Broadcast business
has heen restructured, creating a new
Media and Entertainment division which
is effective from 1 April 2021 with two
business streams - Broadcast and
On-Demand. The Broadcast business will
remain the home of ITV main channel and
will continue to deliver ITV’s USP of mass
simultaneous reach and unmissable
content. The On-Demand business will
focus on digital product development
and digital growth for ITV, providing new
content that appeals to audiences who
already do most or all of their viewing

on demand, and will serve it to themin
whatever way they want to access it.
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Continuing to deliver

unrivalled audiences

ITV's on-screen viewing in 2020 benefited
from lockdown restrictions in the UK, with
more people at home watching linear
television. Total ITV viewing (which
combines live viewing of ITV channels,
recorded and VOD) was up 1%, with ITV main
channel share of commercial impacts (SOCI)
up 2% to 25.8% (2019: 25.3%). ITV main
channel SOV and ITV Family SOV, however,
declined by 1% and 4% respectively to 16.7%
and 22.2% (2019: 16.9% and 23.2%) partly
impacted by the volume of news output on
the BBC, fewer episodes of the soaps and
less new content as a result of COVID-19.
Despite this, ITV main channel hadits
third-biggest SOV in a decade.

Total broadcaster TV viewing (live and catch
up viewing to broadcast channels including
TV VOD) was up 6% in the year, benefiting
from the increase in viewing on the BBC,
along with Channel 4 (with increased
viewing for The Great British Bake Off and
Gggglebox), and Sky (due toincreased
viewing for its box sets and football). Total
TV set viewing, which includes unmatched
viewing (content that cannot be matched to
broadcast TV such as SVOD, YouTube, games
consoles) was up 15% and driven by the
significant increase in viewing on SVOD
platforms during the year (Source: BARB).

With the lack of on-demand viewing drivers
such as the absence of summer Love Island,
fewer episodes of the soaps, lower volumes
of new content following the pause in
production and no major sporting event,
s . " .

ofiline viewing (which measures the total
number of hours viewers are spending

/5 Bradley Walsh and Son: Breaking Dad
returred for its second series on TV, It
averaged 5.6 millicn viewers and was iTV's
third biagest factual shaw in 2020

Financial Statements Additional information

online) on the ITV Hub was down 5%
year-on-year. Within this, simulcast viewing
hours were up 13% in the year, as more
viewers used the ITV Hub as a destination
for live viewing via connected TVs and
streaming devices. The growth of the ITV
Hub s a key part of our strategy. We have a
number of initiatives focused onimproving
the user experience and content to help
drive strong viewing over the coming year.
Further details are included in the ITV Hub
section on the following page. In addition,
as part of the restructure of the Broadcast
business, we will assess the appropriate
allocation of the network schedule cost
between our linear channels and AVOD to
balance our ability to deliver mass audiences
and increase on-demand viewing.

On average the number of minutes of
television viewers watched per day in 2020
was 192 minutes (C7 total broadcast TV
including catch up), up 5% on the previous
year (2019: 183 minutes), this is the first time
growth has been seen in total broadcast TV
viewing since 2010. Despite the decline in
SOV and online viewing, ITV delivered
record-breaking audiences both in linear and
on-demand, with programming such as Des,
Quiz, 'm A Celebrity..Get Me Out Of Here!
and The Chase. During the day, most of our
daytime shows had their strongest viewing
in years, including Good Morning Britain,
This Morning and Loose Women. However,
during peak hours, our share of linear
viewing was impacted by the factors
mentioned previously and the significant
increase in viewing on SVOD platforms,
particularly amongst 16-34s. While younger
viewers are watching less linear television
than they used to, television still reaches

on average, around 80% of young people

ITV plc Annual Report and Accounts 2020

each week. Through delivering great
content such as Saturday Night Takeaway,
winter Love Island and Gordon, Gino and
Fred: Road Trip, we were able to reach them
both through linear and online, with ITV
main channel being the most-watched
channel for 16-34s in 2020 (Source:

BARB C7 viewing).

OnITV main channel, Coronation Street and
Emmerdale maintained their position as
the UK's two largest soaps, with Coronation
Street increasing its audience year-on-year.
We successfully aired arange of new
programmes, including four of the top five
most-watched new dramas such as Des -
ITV's biggest new drama ever, White House
Farm and Van Der Valk; new entertainment
shows, including The Masked Singer and
Beat The Chasers - the two biggest new
entertainment series launchesin 13 years;
and successful factual entertainment,
including; Bradley Walsh & Son: Breaking
Dad, Gordon, Gino and Fred: Road Trip, and
Long Lost Family: Born Without A Trace. We
continue to drive significant audiences with
our returning brands such as The Voice,
Britain's Got Talent, and I'm A Celebrity...Get
Me Out Of Here! - which was the most-
watched entertainment series of the year.
Our news programming performed well,
with our national weekday bulletins
increasing their share year-on-year. Viewing
was however impacted by the decision to
cancel or postpone the majority of sporting
tournaments and live entertainment
shows including the European Football
Championships, horse racing and the
summer series of Love Island. The delay

in delivery of a number of programmes,
particularly scripted, arising from the pause
in production in ITV Studios and other indies
also had animpact on viewing.

We continue to target the demographics
most highly demanded by advertisers -
particularly young and male audiences -
through our family of channels and online.

0OniTV2, SOV and SOCI for 16-34s were
down 27% and 25% respectively, with
the cancellation of the summer series of
Lovelsland and less new content, having
a significant impact on the schedule.
Despile Lhis, ITV2 remained the most-
watched digital channel for 16-34s for
the fourth year in a row. This was helped
by the winter series of Love Island, Ibiza
Weekender. and several box-office films.

OnITV3, ABC1adults SOV was up 6% in the
year due to the strong slate of classic
dramas which appealed to the increased
number of people at home looking for
quality content to watch. Programmes
included Downtan Abhey, Midsomer
Murders and Vera, as well as repeats of
Fmmeordale and Coronation Street.
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OnITV4, Male SOV was down 1%, impacted
by the loss of sport in the schedule, such

as the Isle of Man TT, Tour of Britain and
Yorkshire and the Snooker Tour
Championship. The return of live sport with
snooker and horse racing in June helped to
mitigate some of this viewing decline.

We have a strong schedule in 2021 with
new and returning dramas including: The
Pembrokeshire Murders, Finding Alice,
Grace, Viewpoint, The Bay, Marcella,
Unforgotten, McDonald & Dodds and Vera;
and new and returning entertainment
including: The Masked Singer, Saturday
Night Takeaway, The Cabins, and the
summer series of Love Island. Our sporting
schedule includes the Rugby Six Nations
and the rescheduled European Football
Championships, along with the FA Cup
which we will start broadcasting in the
second half of 2021.

While there remains a risk that some
programmes due to broadcast during the
year, may be delayed due to continued
COVID-19 restrictions, being an integrated
producer broadcaster puts us in a unique
position enabling us to work with ITV
Studios to develop filming ptans on key
programmes, and to source additional
library content for our channels.

Spontaneous consideration amongst alt
adults and light viewers was down 3.3
percentage points and 2.5 percentage
points respectively year-on-year, mainly
impacted by the growth in SVOD brands
during the pandemic. Our decline was less
than that of the BBC demonstrating the
high-quality of our content and the positive
impact of our marketing investment.

Growing and enhancing our AVOD and
SVOD propositions

Our AVOD propositionis the ITV Hub in the
UK and our SVOD prapositions are ITV Hub+,
BritBox UK, BritBox International in the US,
Canada and Australia, and Cirkus in the
Nordics, Germany, Austria and Switzerland.

ITV Hub

The ITV Hub has 32.6 million registered user
accounts (31 December 2019: 30.8 million)
and is available on 28 platforms, and is
pre-installed on the majority of connected
televisions currently sold in the UK.

During 2020, despite the challenges
presented by the COVID-19 pandemic, we
continued to invest in, and deliver the Hub
acceleration plan which is a key part of the
More than TV strategy. There has been a
process of continued enhancement and
improvement in the [TV Hub over the tast
two years, focused on redesigning the
interface on all ptatforms to further
improve the overall user experience,
increasing personalisation, prominence
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and distribution to make it a destination
for viewing our content, and integrating
BritBox UK, to make the transition to the
service seamless. We have also redesigned
the ITV News online site. During 2020 we
strengthened the content available
through extending the catch up window
for content from 30 days to 12 months;
trialling short-form content on iOs and
itv.com; showing live exclusive events
such as British Touring Cars, and had the
re-run of the 1996 European Football
Championship and the 2003 Rugby World
Cup. We also launched a ‘Continue
Watching' option, a recommendations
rail, and a ‘My List’ function.

Our investment in the ITV Hub in 2021 will
be focused on further accelerating its
growth to make the ITV Hub a destination,
not just catch up service, along with rolling
out the redesign across connected TVs.

We plan to trial a new windowing strategy
which will include: increasing the number of
dramas series we make available in full on
the ITV Hub once the first episode launches
onlinear - such as Finding Alice, The Bay
and Marcella; having exclusive content
including spin-offs from large
entertainment shows such as The Masked
Singer and Saturday Night Takeaway; and
increasing the curation of content using our
vast archive. We will also focus on the
increased distribution of the ITV Hub on new
platforms and TVs. In 2021 we would expect
our investment to drive an increase in online
viewing and monthly active users.

ITV Hub+
The ITV Hub+ of fers an ad-free subscription
version of the ITV Hub with content
download capability. The number of
subscriptions at the end of December 2020
was 410,000 which was broadly in line with
2019. The absence of key programming,

a lower volume of new content along

with travel restrictions resulting in people
not requiring download functionality or EU
portability, all had an impact on our ability
to drive new subscriptions in the year.

We continued our process of
improvement on ITV Hub+, launching
an annual subscription pass,
incorporating programme
download functionality on
Android devices and
integrating in-app

purchases on Amaznn

At 31 December 2020,

EU portability on ITV Hub+ was
disabled as the Brexit transition
period ended. In 2021 we would expect
the return of key entertainment shows
and sport to positively impact our Hub+
subscriptions and we will focus on other
initiatives including embedding Google
Play billing in the app and creating
more upselling opportunities for

ITV Hub+ within the ITV Hub.

BritBox

BritBox UK has seen good growth in
subscriptions in the year, and as expected,
the lockdown restrictions along with the
increase in content and distribution of the
service, increased the number of customers
signing up for the free trial period. We have
continued to see strong subscriber appeal
and in January 2021 we had over 500,000
subscriptions, which was ahead of our
business plan. Conversion and churnrates
are in line with our plan. Distribution of
BritBox UK was extended during the year,
with the roll out through BT and EE, the
service now available on over 20 million
devices and to 65% of streaming
households. It has also reached over 90%
brand awareness in the UK (Source: YouGov).
We are continuing to explore opportunities
to expand the distribution of BritBox UK and
are working with a number of platforms to
enable this. During the year Channel 4 and
Film4 content became available on the
platform and we saw the launch of our first
original commission, Spitting Image, which
helped drive a ten-fold increase in
subscriptions to the service. Spitting Image
has been recommissioned for a second
series in 2021, with four original dramas, and
one factual expected to launch on the
service across 2021 and 2022. The first will
be The Beast Must Die, and Secrets of the
Krays in the first half of 2021, followed by
Magpie Murders, Crime and A Spy Amongst
Friends. The content pipeline for BritBox UK
is healthy with further originals currently

in development.
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Our international BritBox joint venture with
the BBC is currently available in the US,
Canada, and Australia, and provides an
ad-free SVOD service offering the most
comprehensive collection of British content
available in those territories. Subscriptions
have grown strongly, increasing by 50% in
the US and Canada in 2020. We now have
over 1.7 million BritBox subscriptions
internationally. We are planning a phased
roll out of BritBox in up to 25 countries, with
South Africa expected to launchin 2021. The
countries we have identified are those
where research indicates we could launch
the service profitably, managing our SVOD
rights more effectively and drive more value
from them. Our funding for the next phase
of the roll out will be from our share of
BritBox US cashflows, whichis a profitable
service, and we will undertake a full business
case review for each territory before
deciding to launch.

Across all our SVOD services (including Hub+)
we now have over 2.6 million
subscriptions globally.

D spitting Image was the first original for
BritBox UK. It helped drive a ten-fold increase in
subscriptions to the service and has been
recommissionaed for a cecond series in 2021,

< The Martin Lewis Money Show is produced
by Multistory Media (part of ITV Studios UK) and
started its tenth series in 2020. It was one of the
first productions to restart filmingin the UK,
with a number of ‘specials’ across March to July.

V TV partnered with BT for an lnnovatlve
aclvertising campaign to promate technology
tips following the first lackdown in the UK

Flnanclal Statements Addltlonalinformation

Strong linear and online advertising
proposition

While the COVID-19 pandemic and uncertain
outlook led advertisers to reduce their total
advertising spend, our Commercial team
continued to work very closely with
advertisers and agencies during the year to
create relevant and innovative marketing
and advertising opportunities. They helped
brands to market themselves in a way that
was socially responsible and reflected the
mood of the nation. During the height of the
pandemic, the team hosted weekly webinars
reaching over 3,000 customers and sent
weekly updates to all our customers during
this time. We removed the late booking
penalty for advertisers and had no charges
for making amendments to existing
campaigns to give advertisers as much
flexibility as possible during the uncertain
backdrop. ITV Creative remained operational
and was able to help advertisers film and
produce campaigns. Some of the innovative
campaigns we were involved in included BT
providing technology tipsin the wake of the
pandemic, The People’s Ad Break, Waitrose
Pick For Britain, and Just Eat taking over an
ad break to support Britain Get Talking, our
mental health campaign.
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Television remains one of the most efficient
and effective mediums for advertisers to
achieve mass reach andin 2020, ITV
delivered 94% of all commercial audiences
over three million and over five million.

As viewing and advertising become more
fragmented, the scale and reach of
advertising that television, and particularty
ITV, delivers becomes increasingly valuable.
We provide a safe, trusted, measured and
transparent environment in which to
advertise, and television generates the
highest return on investment of any media.
With the significant increase in television
viewing volumes, combined with the decline
in advertising revenue, there was 50% to
60% deflation in the cost of television
advertising during the height of the
pandemic compared to before the
pandemic. With the provenreturnon
investment which television offers, we set
up ITV AdVentures, aimed at encouraging
digitally native brands to advertise on
television for the first time, including car
insurance brand By Miles, pregnancy app
Peanut, business-to-business comparison
site Bionic, and Butternut Box, a subscription
service dog food brand.

The focus going forward will be to continue
to build deep strategic relationships with
our advertisers and the Commercial team
has a number of initiatives underway to help
drive this. This includes ITV Backing Business,
making It as tlexible as possible for British
busiinesses to advertise on television,
providing them with marketing support and
awealth of resources to help themreturn
to growth. We also forged partnerships
between Backing Business and established
advertisers, such as NatWest's business
banking unit, as they launched a
wurnipetition fur srall businesses to win
advertising creative; and with Facebook
Portal to help people connect with their
friends and families over Christmas. In
addition, we created ITV Home Planet,
anew Initiative tor sustainable brands to
encourage viewers to reduce their carbon
footprint, with Quorn (meat substitute
brand) becoming ITV's first brand partner.

During 2021 we will also continue to
explore linear addressable advertising
opportunities.

Oinline video advertising on the 1TV Hiub
delivers targeted demographics in a
high-quality, trusted and measured
environment for advertisers. We have

now rolled out Planet V, our scaled
programmatic addressable advertising
platform, tn rhe majarity of major agencies,
with around 85% of all clistamer orders how
managed on the platform. Planet Vis
designed and deployed as a self-service
plattorm tor advertisers and agencies,
enabling them to plan and buy ITV Ilub
inventory scamlessly and cost cffectively,
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create bespoke audiences, add their first
party data and monitor their campaigns
via a custom built user interface. Our
Commercial business is therefore able to
offer our clients the best of both worlds,
mass audiences with simultaneous reach on
linear channels, and addressable targeting
at scale around our premium inventory on
the ITV Hub. We have also agreed our first
third-party partnership with Samsung Plus
TV for their inventory to be plannable and
buyable via Planet V.

We have recently invested in InfoSum, a
data and identity infrastructure company,
to augment Planet V's first party data
capabilities. Infosum allows us to merge
advertisers first-party data with ITV's data,
in a secure and compliant way. This will
enable more granular targeting and
measurement across ITV's premium video
inventory, providing the capability to build
new and more powerful audience segments,
at scale, unique to each advertiser.

To provide more insight into the
effectiveness of television advertising,

ITV has joined Channel 4 and Sky to launch
anew total television advertising
measurement system in the UK. CFlight
(designed by NBCU in the US}) is a post-
campaign online evaluation tool, using
combined linear television and Broadcaster
VOD (BVOD) data to show advertisers and
media agencies what the overall advertising
exposure is for television advertising,
including reach and frequency metrics.
This will give advertisers and agencies a
unique view of the coverage achieved by
their commercial campaigns across both
linear and BVOD. We expect this to be
available during 2021.

20% at £161 million (2019: £134 million),
mainly driven by costs for marketing and
content for BritBox UK and higher
interactive costs associated with the
increase in revenue and prize costs in the
year. Broadcast infrastructure and overhead
costs decreased by 1% to £373 million,
with additional overhead costs associated
with BritBox UK and Planet V, along with
investments of £8 million in data, the ITV
Hub, ITV Hub+ and technology in line with
our strategic priorities. This was offset by
£53 million of cost savings made across
Broadcast (£45 million of which are
temporary and £8 million are permanent).

The 2020 netinvestment in BritBox UK was
£49 million (2019: £19 million) with venture
losses of £59 million (2019: £21 million), both
of which were in line with expectation. We
anticipate that as we build BritBox UK’s
subscriber base, it will remain in the net
investment phase for several years.

Broadcast adjusted EBITA (excluding BritBox
UK) was down 1% to £480 million (2019:
£483 million), with a margin of 25% (2019:
23%). Total Broadcast adjusted EBITA
(including BritBox) was down 9% to £421
million (2019: £462 million), with a 22%
margin (2019: 22%).

Within exceptional items we have included
a £23 million impairment to sports rights,
reflecting the impact of COVID-19, along
with changing forecasts of audience mix
and revenues for certain sporting events.
We have also included a £19 million onerous
contract provision for one of our satellite

transponders which we are no longer
utilising. See the exceptional items note
within the Finance Review for further detail.

Total advertising revenue (TAR)

At the start of 2020, there was good
momentum in total advertising with
revenues in Q1up 2%, preceded by two-
quarters of growth in the second half of
2019. However, the COVID-19 pandemic had
a severe negative impact on advertising
demand from Q2. The announcement of the
UK government imposed lockdown and
containment measures in March, caused an
almost immediate decline in advertising,
with many brands reducing, or stopping
their advertising spend completely. Total
advertising in Q2 2020 was down 43%, the
most severe decline in the history of TV. We
saw trends improve in Q3 with TAR down 7%
and in Q4 with TAR up 3%, as advertisers
spent more in advance of Christmas with
confidence boosted from the
commencement of the roll out of the
COVID-19 vaccine.

Most advertising categories decreased their
spend during 2020, with categories such as
Airlines and Travel, Entertainment and
Leisure, and Retail being the hardest hit as
travel restrictions were imposed and shops,
leisure facilities and showrooms were
closed. While the spend from online brands
(excluding gambling) also declined in the
year, they declined less than most
categories and we did see increased spend
from social networking brands, OTT
platforms and food delivery brands, who
benefited from people being at home.

2020 2019 Change Change
Twelve months to 371 Decernber £m fm fm %

Tortal advertising revenue 1,577 1,768 (191) _m
Direct to Consumer 87 T84 3 4
SDN 73 69 4 6
Other revenue 153 142 M 8

Broadcast non-advertising
revenue

Broadcast financial performancein 2020
Broadcast total revenue was down 8% in the
year at £1,890 million (2019: £2,063 million).
This decline was entirely driven by a
decrease in total advertising revenue

which was down 11% to £1,577 million
(2019: £1,768 million) in 2020. Within this
VOD advertising revenues up 17%.
Broadcast non-advertising revenues were
up 6% in the year to £313 million (2019:
£295 million) with growth across all areas.
Further detail on the year-on-year
movement in revenue is detailed below.

313
1890
ED)

(161)

295 18 6
2083 W3 8
(09 186 14
(134) @7) (20)

oadcast revenue
Network schedule costs
Variable costs

Broadcast infrastructure and
overheads

Total Broadcast costs
Total Broadcast adjusted EBITA*

(373)
(1,469)

(376)
(1,601)

421 462
2% 2%
“TTs9 N

Total costs within Broadcast were down
8%, primarily driven by lower schedule costs,
which were down 14% to £935 million (2019:
£1,091million) due to the cancellation or
delay of programming impacted by the
pandernic. This included the UEFA European
Football Championship, the summer series
of Love Island, a reduction in episodes of the
soaps and the delay of some scripted titles
into 2021. it is expected that schedule costs
in 2021 will return to previous levels of
around £1.1 billion. Variable costs were up

Adjusted EBITA Broadcast
(ex BritBox UK)
Adjusted EBITA margin
|__(exBritBoxUK)

480 483

BB

* There are no adjusting items within Broadcast EBITA.

*+ BritBox UK venture loss includes the cost of advertising on ITV, and the acquisition of programmes from [TV Studios.
The venture loss Lettes refledc s 1he stand.alone performance of BritBox.
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Government, Charities and Other, Publishing
and Broadcasting, Cosmetics and Toiletries,
and Household Stores were key categories
which grew spend in the year.

VOD advertising revenue on the ITV Hub
was up 17% in the year, with the second
half of 2020 seeing strong demand
from advertisers.

The current advertising environment remains
challenging, and the tightening of restrictions
at the end of 2020 and further national
lockdown introduced at the beginning of
January 2021, hasimpacted Q12021 with TAR
expected to be down around 6%. March is
expected to be up around 8%, and Aprilup
between 60% and 75%, with January to April
up between 5% and 7%. This assumes there is
no change in the current planned restrictions.

Direct to Consumer

Direct to Consumer (DTC) generates revenue
directly from the customer and includes ITV
Hub+, competitions, merchandise, live events
and gaming. DTC revenue does not include
BritBox UK (which is included within Other
Revenue) or BritBox US/Australia (which is
included within JVs and Associates).

In 2020, DTC revenue increased by 4% to
£87 million (2019: £84 million)
predominantly due to anincreasein
_competitions revenues which performed
strongly across the schedule. Daytime was
particularly important, which corresponded
with the increase in viewers, and also
programming such as Saturday Night

\ Don't Hate The Playaz returned for a third
series on 1TV 2 in 2020. The comedy game shovs
is peputar for 16-34s, with over haif the
audience being within this demographic.

7> The Six Nations Rugby Championship fad
seven matches across 2020 onITV, with some
being postponed due tc COViD-"9. The Engitand
vs. Waies match had the biggest audience with
5.3 mitlion viewers.

Financial Statements Additional Information

Takeaway and I'm A Celebrity..Get Me Out
Of Here! Our rebranded competitions portal,
ITV Win, has seen a significant upliftin
trafficin the year, with an increasing
proportion of competitions revenue being
generated through it. We will continue to
extend the offering and marketing around
ITV Winin2021.

Partly offsetting some of the DTC growth
in the year, was the absence of pay per view
boxing revenues included within the 2019
comparatives, along with a decline in live
events revenue. All our live events were
closed in line with government restrictions
from March. Events such as the Coronation
Street set tour and Emmerdale village tour
and studio experience are linked to our
production sets and therefore are likely

to remain closed until social distancing
guidelines are eased further. Our branded
Ninja Warrior Experiences around the UK
are managed by third parties and opened
briefly when restrictions were relaxed. Our
I'm A Celebrity..Get Me Out Of Here! leisure
attraction in the UK which was due tolaunch
in 2020, has been delayed until the first half
of 2021. These initiatives help build
relationships directly with our viewers and,
while the current environment has impacted
our ability to generate revenues, we will
continue to have a focused approach to
opportunities in this area. With the
restructure of Broadcast, gaming, live events
and merchandising revenues around our P
will move to Global Formats and Distribution
withinITV Studios from 2021. The impact to
Broadcast from the reclassification of this
revenue stream will be smatl.
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SDN

SDN generates revenue by licensing
multiptex capacity to broadcast channels,
radio stations and data providers on digital
terrestrial television (DTT) or Freeview.
Currently, the SDN platform utilises the
radio spectrum licensed to it to provide
capacity for 18 broadcast channels and

a number of data and radio services.

SDN customers include ITV and third parties,
with external revenue (non-1TV) increasing
by 6% in the year to £73 million (2019: £63
million), driven by the launch of two new
video streams in January 2020.

SDN'’s current multiplex licence expires
towards the end of 2022. The Government
is currently consulting on the future of the
SDN licence (as well as most of those held
by Arqiva, the BBC and Channel 4). The
consultation indicated that the Government
is seeking to renew the licence and not to
hold an open competition, though the
period of the possible renewal is not yet
determined. The Government recognises
the need to ensure that Ofcom can
undertake the renewal of these licences
sufficiently in advance of their expiry in
2022, and is aiming for the amended
legislation to come into force during 2021.

In 2022 and 2023, some long-standing
contracts which were agreed at the peak of
the DTT capacity market ten years ago will
come to an end, which we expect these to
revert to current market rates.

Other revenue

Other revenue includes revenue from
platforms, such as Sky and Virqin, and
third-party commissions, e.q. for services we
provide to STV, along with subscription
revenue for BritBox UK. This is up 8%
year-on-year to £153 million (2019: £142
million) predominantly due to BritBox UK
which has seen good growth since its launch
in 2019 and has benefited during the
pandemic. A reduction in third-party
commission due to the corresponding
decline in NAR in the year partty offset

this growth.
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Social Purpose

Social purpose is central to ITV'’s

More than TV strategy. ITV is a creative
force that does more than entertain -
it makes a difference to British

culture in a way that global
competitors cannot. With the huge
reach of our platforms, much-loved

shows and creative talent, ITV has
a unique ability to drive meaningful
change by reflecting and

shaping culture.

Our Social Purpose strategy, Shaping Culture for
Good, is built on four priorities: Better Health,
Diversity and Inclusion, Climate Action and Giving
Back, each with goals on and off screen, which
were set in 2019. We identified better mental and
physical health as the cause we want to be known
for and it is where we focus our major behaviour
change campaigns.

The performance of our campaigns is monitored
through extensive research commissioned from
YouGov and other partners. Performance and
plans are reviewed by the Board annually and
Management Board quarterly. The Studios and
Media and Entertainment Boards review progress
against environmental targets quarterly and
progress against diversity targets biannually.

Our social purpose goals align with the UN's
Sustainable Development Goals (SDGs). The
following nine SDGs are those where we believe
ITV can make the most significant contribution.
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Our priorities:
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LSustainable Development Goals
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Better Health

inspiring change in
how we look after our
mental and physical

health.

Encourage

10 million

people to take action to
improve their mental or
physical health by 2023.
(2 miltion each year
from 2019)

S |

I
i
H
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ITV puts the power of TV

behind behaviour change
campaigns. We have created
a distinctive approach

which is built around:
encouraging preventative
action; being disruptive;
always entertaining;
learning from experts; and
demonstrating results.

Off-screen we alsu have

a real focus on the wellbeing
uf vur propie, producers
ano participants.

|

- ﬁental Wellness

Britain Get Talking

Throughout 2020 we continued
our award-winning campaign
supported by the charities Mind
and YoungMinds to encourage
people to improve mental
wellbeing by staying connected.
Itis the UK's most recognised
mental health campaign for the
second year running.

The campaigns

COVID-19 lockdown restrictions
in the UK and around the world
created areal risk to mental
health. [TV launched a campaign
before the UK lockdown began
to encourage people to stay
connected to reduce stress and
ease the anxiety of loneliness.
Ant and Dec spoke at the end
of Saturday Night Takeaway;,
talking to 7.5 million viewers,
about the importance of
keepingin touch. In addition,
we broadcast over 200
messages of support from over
100 celebrities and from ITV
viewers, all about stayingin
touch while we stayed at home.
The campaign further extended
its reach through brand
partnerships with TalkTalk

and Just Eat.

4
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For Mental Health Awareness
Week in May, the focus turned
to connecting with those
outside our inner circle. Again,
20 well-loved ITV faces joined
in the campaign and it was
accompanied by a series of
animated adverts encouraging
people to get in touch.

ITV launched a fundraiser on
World Mental Health Day to
help support the vital helplines
provided by Mind, YoungMinds,
SAMH and CALM. Inspired by
the campaign, the UK
government pledged an
additional £1 million to support
mental health helplines,

announced on air, during the

' final of Britain's Got Talent.

‘ The results

1214 million

6.4 million

people started a
conversation® with friends
or family as aresult of the
campaigns, in 15 mitlion
phone cails and 27 mitlion
text messages

was generated for mental
nealth helpiines

|
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Eat Them To
Defeat Them

In February 2020, ITV continued
its partnership with Veg Power
to encourage children to eat
vegetables.

The campaign

Following impressive results in
2019,Eat Them To Defeat Them
returned in 2020 with six brand
new ten-second adverts, each
focusing on a different
vegetable. These ran alongside
the original adverts over seven
weeks of family-focused
commercial airtime.

Sky and Channel 4 also joined
in to support with commercial
airtime as part of our shared
£10 million commitment to
supporting children’'s health
from 2020-2022

The results

i

[ 9 out of 10
househaolds

The campaign reached nearly
9 qut of 10 households with
L@e year olds”

i

425,000

children took partin the
campaignin schools?

297 mu&&ﬂon

additional portions of
vegetables were sold as
avesudit of the campaign®

1
1
;
I S

e

1. Source: Extrapolated from YouGov, May 2020, Sample: 2078 UK adults

2.Source: BARB

3. Source: Data supplied by VegPower, 2020

4. Source: PearlMetrics econometric analysis of sales factors, 2020
5. Source: Daily Mile schools registrations, supplied by the Daily Mile

Daily Mile

ITV began supporting the Daily
Mile in 2018, an initiative that
encourages school children to
complete 15 minutes of daily
exercise. In 2020 we continued
to support this through regional
News coverage and a September
on air campaign with the
message ‘It's never been more
important to get back moving
with the Daily Mile".

Theresults®

70,000

mere children are doing the
Daily Mile as aresult of the
premiber campaign

]

163 million

SincelTV begansupporting |
the Daily Mite in April 2079,
163 moare children are
daing the Daily iiie, in over
5,000 more schools
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Additional response to COVID-19 ®

In addition to our planned
campaigns, ITV helped promote
public health messages and
raise morale during the
pandemic.

Colleague wellbeing

The wellbeing of colleagues
continues to be a priority.
Further detail on how we
have engaged with, and
supported the mental health
and wellbeing of our
colleagues during the
pandemic is included in the
Chief Executive's Report and
Our People section.

1. Source: BARB

2. 50urce: YouGov, June 2020, Sample:
2,023 UK Adults

3.Source:BARB

4. Suunee; YuuGuy, July 2020, Sangule:
1105 UK Adults

5. Source: NHS Charities Together

Stay at Home

Public Health England
approachedITV for help in
encouraging people to stay at

home during the first lockdown.

The campaign

In May 2020 we developed
two irreverent campaigns on
ITV2 and ITV4, to encourage
audiences to rethink their
decisions on breaking
lockdown rules.

Theresults

5.7 million

The campaign reached
5.7 million adults!

Handwashing

The campaign

Handwashing is considered one
of the simplest and most
effective ways of preventing the
spread of COVID-19. To make the
public health message around
handwashing more engaging,
we translated the critical
handwashing time of 20
seconds into something
relatable for our young viewers.
We created a series of
20-second spots with hilarious
moments from Ibiza Weekender,
Keith Lemon, and Love Island
showing young people exactly
how long 20 seconds is.

The results

25%

of those who saw the
campaign said they were
more aware of why they
shouldn't break tockdown,
and

24%

suid they wore mune
motivated to stay at home?

11.5 million

The campaign reached
1.5 miltion people?

64%

of peaple surveyed thought
this.campaign stood.out. .
from ather COMID 19 themed
adverts,

&1%

said it would rmake them
more likely to wash their
hands tor longer*

e
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NHS Day

ITV wanted to highlight the
incredible work of the NHS
during the pandemic and raise
money to help support NHS
workers.

The campaign

ITV paused the main channel
each Thursday at 8pm to
support the Clap for Our Carers
and celebrate NHS workers.

On 16 April, the whole day was
dedicated to the NHS, with the
main channel celebrating the
NHS across daytime, and news.
An appeal advert ran during
breaks to raise money for the
NHS Charities Together One
Million Claps campaign.
Proceeds from the Virtual Grand
National also went to NHS
Charities Together.

The resultss

Over

200,000
viewers donated toNHS
Charities Together which,
combined with our efforts
far tha Virtual Grand
National, raised

£3.6 million
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Giving Back
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' Increase the amount raised
. for Soccer Aid for UNICEF

" and increase the amount of !
« colleague volunteering

" ! Sustainable Development Goals

{ITV’s Giving Back focusis |

. on giving time, money

i and support to those who
need it, both at home and
further away.

e

undraising

) (wtmoemfin

Soccer Aid for UNICEF

TV and Unicef have partnered
on Soccer Aid since 2006, andin
2020 teams of celebrities and
former professional footballers
played for ‘Generation Covid".
Money raised will help Unicef
stop the spread of coronavirus
and limit itc impact on childran's
lives around the world.

The event

Due to lockdowrn restrictions,
the match was moved to
September and played behind
closed-doors at Old Trafford
stadium. In support of the
appeal, ITV commissioned a
special documentary ‘A Game
of Two Halves'.

Theresults
. . .
£9.3 million

+ Arecord-breaking

| £9.3 million was raised

18%
uplift year-on-year®

6. Source: ITV Interactive/Unicef
7.Source:BARB

8. Source: Extrapolated from YouGov,
November 2020 Sample: 2,037

UK Adults

ITV encourages colleagues to
use three paid days a year to
volunteer. In 2020, most
volunteering opportunities were
moved online. For example, we
were still able to encourage
outreach to those interested in
a career in TV through sessions,
such as the ITV and Media Trust
workshop day. e also
partnered with the National
Lottery to create ‘Miss Out to

I lelp Out', an on-air campaign
to encourage the general public
tomissoutona TV showin
arder to volunteer.

The results

0.5 million

: saw ITV and The National

- Lottery’s ‘Miss Out To Help
. Out’' campaign. As a result,
" over

700,000

- people looked for
volunteering opportunities
_in their community?®

With COVID-19 restrictions, we 4
have and will continue to put
in place online volunteering
opportunities as well as
in-person volunteering.
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Climate Action

Creating programmes
with the biggest
impact on the
audience and the
smallest impact on
the planet.

+ Net Zero Carbon by 2030

e

- 2030 science-based
targets to reduce Scope
1&2 emissions by 46.2%
and Scope 3 by 28%

. Zero waste by 2030

- 100% sustainable supply
chain by 2030 !

- 100% albert certified and
trained by 2030

|

|

{

i was embedded through new

¢ the Media Climate Pact and

In 2020, ITV made significant
progress on climate action.

We announced 2030 Net
Zero' targets. Sustainability

governance structures,
platforms and training, and
anew data platformwas
commissioned to collate alt
emissions and waste data.

We achieved a B for our first
response to the CDP Climate
Change questionnaire. This
putsiTVin the top 15% of
the 9,526 companies that
responded to the
questionnaire which is above
the media industry average.

ITV joined external initiatives
to drive global action on

Net Zero; becoming one of
the founding signatories of

was among the first to join !
The Climate Pledge and
Ad Net Zero.

ITVis a signatory to the
Taskforce for Climate-related
Financial Disclosures (TCFD),
and in 2020 Climate Scenario
Analysis began, to determine
how the changing climate
could impact business
strategy. See further detail
on this and our goals, in the
TCFD section, from page 62.

1.Net Zero is a state when no incremental emissions are released into the atmosphere.
It is achieved when absolute emissions are reduced in line with science based targets
to as close to zero as possible, and any remaining emissions are taken out of the
atmosphere through carbon sequestration such as tree planting.
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Net Zero by 2030

To become a Net Zero Carbon
business by 2030, ITV will reduce
emissions in line with our
Science Based Targets (SBT) by
46.2% in the emissions we
control (scope 1& 2),and by 28%
in the emissions we influence,
such as business travel and
products and services that we
use (scope 3). Any remaining
emissions will be sequesteredin
nature-based solutions such as
tree planting. [TV's SBTs have
been validated by the Science
Based Targets initiative.

r In 2020, our scope 1&2

emissions reduced by

26%

and Scope 3 reduced by

16%

Our reduction in Scope 1&2 and
Scope 3 emissions has been
influenced by remote working,
travel restrictions and
production pauses due COVID-19,
as well as the initiatives we have
taken to reduce our impact
across the business.

To address scope 3 emissions
+ ITV's procurement team has
begun work to identify our

highest environmental impact
suppliers and has published
a new ‘Procuring with Social
Purpose’ framework to
influence sustainability
through our supply chain

. Our Technology team helped
build the world's first carbon
calculator for digital content
distribution along with
Bristol University — DIMPACT.
This tool is being used to
inform decision-making
to reduce emissions in the
infrastructure ITV does
not own

« Our Technology team also
developed a cloud efficiency
calculator improving the
efficiency of ITV's web
services. This helped to save
20 tonnes of carbon in 2020
by reducing electricity usage

Further energy efficiency
initiatives in 2020 and for
2021, have been included under
the Streamlined Energy and
Carbon Reporting table on

the following page.

I

Zero waste by 2030

ITV is committed to achieving
zero waste by 2030, which
means 90% of our waste in the
UK will be reused or recycled.
We have begun work on our
2019 baseline, and will develop
our waste reduction roadmap
in 2021.

In 20201TV focused on improving
waste segregation in our offices,
piloting a new bin configuration
and internal communications to
increase the amounts recycled.
Qur initial results are positive,
and we will explore ways to
improve this in 2021, as and when
more colleagues return to work
atITV offices. We will also
engage with our productions on
reducing waste.

100% sustainable supply
chain by 2030

ITV's target is to make sure all
our highest environmental risk
suppliers align to our enhanced
sustainability criteria by 2025,
and to work with all our
suppliers to improve their
impact by 2030.

In 2020 the Procurement team
developed a new Supplier Code
of Conduct, to launchin 2021,
that sets out the expectation

of all our suppliers to help
deliver against our 2030 climate
action targets. The new
‘Procuring with Social Purpose’
framework helps weigh up
decision-making factors
including cost, service, social and
environmental factors.
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Streamlined Energy and Carbon Reporting (SECR) — based o data for year ended 31 December

Scope

Description

Emissions from gas, refrigerants and

1

Location-based

Market-based

Location-b,
Market-based

1&2

owned vehicles

Electricity emissions using geographical
location

Electricity emissions using purchased
electricity factor

Total ernissions

Direct & Indirect Energy Consumption
Total revenue

Location-based

182 Market-based

Normalised emissions to revenue

3 Purchased Goods and Services
3 Business travel
Total Scope 1, 2 & 3 (market-based)

Methodology

2020 Scopes 1 &2 emissions data covers global operations for which we have operational
cantrol. We use the Greenhouse Gases (GHG) Pratacal Carporare Accounting and
Regporting Standard and the latest conversion factors from the Department for Business,
Energy & Industrial Strategy to calcutate Scope 1emissions, and the latest conversion
factors from the International Energy Agency to calculate Scope 2 emissions in tonnes of
carbon dioxide equivatents. 9% of our data set is based on estimated data. Estimates are
calculated from previous consumption trends and published benchmarks.

Energy efficiency initiatives

In 2020, we continued installing LED lighting in our Emmerdale studios in the UK,
completing two out of seven studios to date, saving up to 85% of energy compared to
the previous lighting infrastructure, Due to the pandemic, we were also able to switen
off a number of boilers in our rmain UK offices as the majority of colleagues have

100% environmentally
trained and certified

ITV has committed to training
100% of our global workforce
in climate action by the end of
2021, and we are the first
broadcaster to announce that
all programmes produced and
commissioned in the UK will be
environmentally certified using
BAFTA's albert carbon
calculator? by the end of 2021.

In 2020 ITV rolled out Climate
Crisis to Climate Action training
for all UK colleagues which was
delivered virtually by the albert
BAFTA team. In addition, a new
mandatory Climate Action
e-learning module was

introduced and to date has been
completed by over 90% of all
colleagues globally.

ITV made good progress on
albert environmental
certification?in 2020, with 60%
more certifications compared
to 2019, including ITV's Regional
News Services which became
albert certified.

2.albert carbon calculator quantifies
the carbonimpact of a production.

3. albert sustainable production
certificationis a certification fora
television production’s efforts to
reduce its carbon footprint.
Productions are rewarded with one,
two or three stars for reducing the
impact of their production.

2020
Unit - UK

tCO,e 1,631

9,118
tCOze
4,954

10,749

6,585

kWh 44,290,976
£m 3,260

3.2971

2.0198
345,097

13,650

366,850

tCO)E

1COse/Em

tCOze
tCO.e
tCO,e

2020_ G-lobal
fexct UK) UK

1,698
1,518
3,060,668

0.5208
.4657

2018 2019 Global

{excl UK)

923 2,031 1,370

774 11,569 1994

595 6,347 1994

13,600

8,378

58,153,385
3,885

3.5006

21565
382,305

43,618

437,665

3,364
3,364
8,664,993

0.8659
0.8659

worked from home since mid-March. The sate of our Southbank site in 2019 also
helped reduce gas consumption in the UK. A number of planned 2020 efficiency
initiatives, including upgrade of LED lighting to two further Emmerdale studios, has
been postponed to 2021, and will recommence once we return to our offices.

As an outcoime of our 2019 Energy Savings Opportunities Scherme (ESOS) review, in
2020 we ran a test in our Coronation Street computer room to reduce the amount of
lighting and air conditioning used. We made small adjustments which allowed us to
save 50% of the energy previously used. We plan to roll out the same methodology in

alt our computer roomsin 2021,

A renewable energy review was conducted on tTV's UK properties, and we are working
withrelevant landlords to upgrade to renewabte energy contracis. In 2020, 46% of our
energy came from renewabtes, up by six percentage points compared to 2019.

Driving climate action
on-screen

TV programmes can inspire

the public to adopt more
sustainable habits and in 2020
ITV continued to normalise
sustainable living across a range
of programmes.

ITV launched our first climate
action campaign, The Shows We
Never Want to Make, which told
of ITV's Net Zero ambition, and
drove viewers to a dedicated
website where they could
measure their carbon footprint.

For more information see:
www.itv.com/footprint/

4, Source:BARB

L r———— CTTTTE—

The campaign reached

24 million* people and has led

to thousands completing WWF's
carbon footprint tool. The
campaign will run againin 2021.

A new climate action
commercial proposition, ITV
Home Planet, was also launched
to help advertisers scale up

new sustainable products and
services, with the first brand
partnership agreed in early 2021.
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Diversity
& Inclusion

Fostering creativity by
embracing diversity

rgoal

Improve gender, BAME
disability and LGBT+
representation on and
off-screen by 2022
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Black Voices
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As a commercial public service
broadcaster and a responsible
business, we aim to represent
the rich diversity of modern
Britainin our programming,
behind-the-screens and within
our workforce. We want our
viewers to see their lives
authentically reflected
on-screen and to change
perceptions at the heart of
mainstream television. This is
crucial to ITV's success, both
creatively and commercially.
We must attract the very best
talent, from the widest range
of backgrounds and nurture
aninclusive, enabling
environment for all.

In July, ITV launched its Diversity
Acceleration Plan, which set out
the steps we will take to create
more opportunities for those
from Black, Asian, minority
ethnic (BAME) and other
underrepresented groups across
all levels and parts of ITV.

There are five key areas of
action, each of which has a
detailed series of supporting
activities illustrated by the
commitments outlined below
and will be delivered over the
next 12 months:

1. Increasing diversity on ITV's
Management Board and
senior leadership teams

2. Commissioning to ensure
ITV better represents
contemporary British life
on-screen within the next
12 months

3. Improving diversity and
career progression in
TV production

4. Recruitment - taking
positive action at entry
level as well as middle and
senior leadership

5. Educating and developing
ourselves so everyone
understands racism and
their role in creating an
inclusive culture

ITV plc Annual Report and Accounts 2020

ITV will report on progress on
each of these commitments
every year and will also establish
a Cultural Advisory Councit -

a group of independent external
advisers who will advise,
challenge and counselITV.

Following the publication of this
plan, we launched Black Voices,
a series of short films offering
Black people a platform to share
stories of racism and their vision
of fundamental changes they
would like to see in the future.

It promoted understanding and
discussion around a cause of
profound importance and
featured a range of voices,
including MPs, journalists,
on-screen talent, and other
colleagues from across ITV.

On-screen

We work to ensure that ITV
authentically represents the
many diverse ways of life and
experiences in contemporary
society on-screen. One of the
key tools for ensuring this is
ITV's Commissioning
Commitments which forms
part of the commissioning
process. All programme makers
are required to take measurable
actions to improve diversity and
inclusion, alongside

commitments to environmental |

sustainability and charitable
causes. This year the focus was
on improving the diversity of
main characters, presenters and
contributors in our biggest
shows. Commissioning editors
and producers are also expected
to actively work to ensure better
representation in those working
behind the camera.

In October, ITV celebrated
Black History Month on-air
for the first time with arange
of newly commissioned
programmes shown across
ITV's family of channels.

I
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On -screen targets by 2022
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10%
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’FITV workforce targets

by 2022 ‘

Gender i

50% |

of women in SLT, managers
and colleagues

BAME

0,
15%
of SLT, managers and

colleagues

And 30% women, and 10%
BAME on the PLC Board

§
}
{
|
[

”—eclared dlsabmty

!
12% ;

of SLT, managers and
colleagues

SLT = Senior Leadership Team, the top
€.200 senior leaders in the business.
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Off-screen

ITV was recognised as one of
The Times’ Top 50 Employers
for women. We have established
a data-driven, systemic
approach to increasing female
representation, buildinga
pipeline to recruit and develop
women at all levels. To improve
BAME representation in

senior editorial roles behind

the camera, ITV's ‘Step Up

60’ initiative will create
opportunities for at least 60
people to ‘step up’ and secure
their firstITV senior editorial and
productionrole, such as directing
or writing episodes of ITV shows.

Our Inclusion and Diversity

' Council, which meets quarterly
*.and is chaired by our CEO,

ensures greater Management
Board focus and provides
challenge and external stimulus
to help drive our Diversity and
Inclusion strategy.

To help us achieve our published
target, we launched the ITV Rise
Programme to promote BAME

. talent progression at manager

and SLT level by providing
Black and Asian colleagues
greater visibility with senior
leaders through networking
and sponsorship, alongside
career coaching.

Our five internal staff networks
- Able, Balance, Embrace, Pride
and The Women’s Network are
instrumental in embedding our
diversity activities and helping
us to create an inclusive culture.
At the end of Q3 2020, the total
number of members across all
our networks, increased by over
100%. They have proved an
essential source of support and
connection whilst people have
been working from home, due
to COVID-19 restrictions.

ITV has published its Gender Pay
Gap Report which includes
Ethnicity Pay Gap Reporting,
see www.itvplc.com/investors/
governance

For more information see our
Social Purpose Report and
website: www.itvplc.com/
socialpurpose

Progress against Targets®

We have increased our off-screen
BAME representation in the year,
being 12.9% of all colleagues, 10.6%
of SLT and 10.1% of managers.
On-screenwe surpassed our BAME
target, with 17.6%?2 representation.

We have surpassed most of our
female representation targets,
with on-screen being 53.8%2, and
off-screen being 52.9% of
colleagues and 49.3% of managers
being female. Our SLT
representation of 45.3% is ahead of
most of the FTSE 100, however are
still working to reach 50%.

The 2020 Hampton-Alexander
reportranked ITV tenthin FTSE
250 for female representation in
our combined Executive
Committee and direct reportroles,
and second within the FTSE 350
Media sector.

LGBT+

We have surpassed most of our
targets for LGBT+ representation,
with on-screen at 14.8%? and
off-screen being 7.3% for all
colleagues and 7.2% for managers.
We are working toimprove SLT
representation which is currently
at 4.9%.

Disability

In 2020, disability representation
amongst all colleagues was 11.0%,
exceeding our previous 2022 target
of 8%. We have subsequently
increased our 2022 target to 12.0%,
with the aim to review again at the
end of 2021. On-screen disability is
11.2%2 which is the highest of all
the UK broadcasters:

1.Data as at 31 December 2020

2. Source: 2019-20 Diamond:
The Fourth Cut report published by
the Creative Diversity Network

Off-screen Diversity Data (based on disclosed population at 31 December 2020)

Characteristic

Colleagues who are female

Black, Asian & minority ethnic

LGBT+**

Colleagues with a disability or
long-term health condition

Senior Leadership
Team (SLT)*

2022
Target

50.0%
0%
0%

2020
49.3%
101%
7.2%*

2020
45.3%
106%
9%
120%

11.6% 9.2%

Managers

2022
Target

50.0%

12.0%

All colleagues
2022
Target

50.0%

2020
529%
129%
7.3%***

1.0% 12.0%

Senior Leadership Team (SLT) includes management board -there is no separate target for the Management Board
as the numbers are too small, however there is an expectation that this witi aiso be representative in terms of

diversity.

** This target is based on estimated working population datain these communities.
*** This number is based on LGB disciosurc only (trans/non-binary data is too small to report).
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Composition of our workforce
Our workforce consists of permanent and
fixed term employees, freelancers and
contractors.

Investing in and rewarding

our people

We are committed to investingin and
building a productive, creative and diverse
workforce. We adopt a comprehensive

and inclusive approach to investing in and
rewarding our workforce, including
apprenticeship and mentoring programmes.

Our apprentice programme continues to
provide a diverse pipeline of entry level
talent into ITV, developing individuals at the
beginning of their career in the media
industry. We had 23 apprentices on our
2019/2020 programme located across
London, Cardiff, Manchester and
Birmingham and the group completed
Level 3 apprentice qualifications across
Business Administration, Junior Journalism,
Junior Content Producer, Digital Marketing

.and Broadcast Production. We are looking
‘férward to welcoming circa 45 apprentices
into [TV in 2021, to continue to grow this
pipeline of talentinto ITV.

We continue to invest in the development of
our workforce through a range of online and
classroom based workshops, including our
online development portal ‘My Academy".
These build leadership and line manager
capability and support personal skills
development, wellbeing and resilience for
all colleagues. Furthermore, the ITV Way is
the foundation for our newly developed
le‘é"dership behaviours which fit into three
broad themes - resilient leader, agile leader
and driven leader - and underpins the
selection and development of our leaders.
During 2020, we developed our leadership
capability through investment in the
following leadership programmes

and initiatives:

i

SignPost

Financial Statements Additional Information

. Leadership Labs: we've investedin
the development of our leaders and
managers to equip them with the

mindset, behaviours and tools to manage

dispersed teams within the context of

our digital transformation and a changing

external landscape. We've provided
external stimulus and worked with the
latest insights from leading experts to
build capabilities in leading change,
harnessing diverse thinking, developing
psychological fitness and inspiring
creativity whilst working remotely.

- Manager Essentials: in light of COVID-19

and our new remote working practices,
we redesigned and relaunched the

Manager Essentials programme to consist

of three bite-size online workshops
focused on the managers’ mindset,
building trust and motivating teams.

- Talking Performance: our Talking
Performance approach continues to
drive high performance, providing the

opportunity for managers and colleagues

to engage in regular, good quality
conversations about objectives,
performance reviews and career
development. It equips managers with
the tools to checkin with their teams on
aregular basis, whether managing teams
remotely or with a mix of remote and

in-office working, with regular workshops

allowing managers to refresh their
knowledge and learn some new skills
to support their conversations.

AtITV, we understand the need to stay
competitive to retain our talent. Qur
approach to attracting and retaining
talent through pay is set out on page 139.
Our successful and popular Save As You
Earn scheme gives our workforce the
opportunity to engage with and celebrate
ITV's success, and encourages voluntary
investrment in ITV shares. For further
information on the Remuneration
Committee’s consideration of workforce
remuneration and related policies see
page 139.

Building an inclusive culture

At ITV, we understand and value the
creativity that diversity brings to our
business, and strive for aninclusive
environment where everyone canbe

their authentic self. Our aim is to reflect
the diversity of modern society both on
and off-screen. To this end, ITV launched
an accelerated Diversity and Inclusion Plan

i tuly (see page 48 for furthor dotaile).

There are a number of workforce initiatives
that support this plan and drive our
inclusive culture, as follows:

1. Leaders and managers have attended
mandatory inclusive leader sessions,
taking away practical tools for creating
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a working environment where all
colleagues feel valued, increasing the
awareness of bias and for harnessing
the full potential of their teams.

2. With a particular focus on racial inclusion,
we've launched mandatory race fluency
workshops for all teaders and managers.

3. All hiring managers are expected to
attend Inclusive Hiring — a three-part
programme looking at unconscious bias,
equality legislation and the selection
and assessment process.

4. We have launched ITV Rise, a holistic
12-month culture change programme
designed for 45 Black, Asian and ethnic
minority colleagues, working with their
line managers and senior leader
advocates to build race confidence,
promate talent progression into
manager roles and accelerate inclusive
culture change.

We were named one of The Times Top
50 Employers for Women in recognition
of the actions we have taken to increase
representation of women into senior
positions, and ensuring gender balance
at all levels and within both recruitment
and progression.

We have continued to position ITV
as an inclusive employer of choice by
strengthening and broadening our
talent attraction strategy, including:

- Expanding our reach through specialist
job board partners, for example
Evenbreak, a specialist disability
job board with a reach of 33,000
disabled candidates

- Engaging and building strong
relationships with new partner
organisations who work with young
people across all strands of diversity
to advertise opportunities

+ Our sign production house TV Signpost,
who employ at least 50% disabled crew
on every production, ran a new trainee
scheme in 2020 with the British Sign
Language Broadcasting Trust for deaf
film-makers and production talent who
want to break into the industry

ITV's Able network group champions the
disability agenda throughout the
organisation, supported by our Group Chief
Technology Officer at Management Board
Level, and has had a 364% increase in
membership in the last year. ITV's steadfast
commitment. ta recruiting, retaining and
developing dicabled peaple has been
recognised by the Department for Work and
Pensions with Disability Confident Leader
accreditation. The Company gives full and
fair consideration to the employment of
people with a disability or health condition,
and guarantees an interview to any
candidate with a disability who meets the
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minimum requirement for a role. We
continue to work with specialist providers
who advise and support colleagues and
managers regarding workplace adjustments
as well as any adjustments candidates need
through the application and hiring process.
We are committed to ensuring that all
training, career development and
promotion opportunities are accessible

and inclusive to all colleagues with a
disability and that they have equal career
opportunities for growth and progression.
For any employee who becomes disabled
whilst in employment we ensure the right
support isin place to enable them to return
to work. This may include an occupational
health assessment, a phased return to work
and reasonable adjustments as required,
supported by our specialist partners. We
have become members of the global
disability inclusion group, Valuable 500, and
as a member we are committed to putting
disability inclusion on the leadership agenda.

See pages 105 to 108 for our culture, and how
the Board monitors and assesses culture

See pages 48 and 49 for our Diversity and
Inclusion strategy. including our gender and
BAME workforce metrics

=) See page 113 for the Nomination Committee’s
work in Diversity and Inclusion and the Board
Diversity Policy

Smart Working and the impact

of COVID-19 on our people
COVID-19 has accelerated the adoption

of Smart Working, our flexible and digital
approach to how we work, which is in
support of our ambition to be the most
flexible employer in media and
entertainment. COVID-19 has also
accelerated our digital capability, with the
rapid adoption of virtual collaboration tools,
new ways to communicate and remote
production edits and operational processes.
Smart Working remains a key focus to
retain the benefits gained from the
accelerated adoption of remote working,
and to reach a balance of colleagues
working from home and using ITV locations
as a place to deliver productions and news
as well as for collaboration.

For those colleagues unable to work from
home or who need to attend the office for
mental health or physical safety reasons,

we have implemented both social distancing
and elevated health measures, including
mandatory face coverings and additional
cleaning regimes, to ensure the safety of
our people. All colleagues classified as
vulnerable, or with a vulnerable family
member, were identified early on and special
measures put in place to support and
safequard them. In the UK, inspections by
the | lealth and 5afety Executive and/or
Local Health Authority have been exemplary
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and we have not needed to take any actions
in relation to COVID-19. We have also
adopted all government and public health
authority guidelines in each of our markets.

Engagement

We continue to connect and engage with
our workforce, providing a forum for
colleagues to have their views heard. In light
of COVID-19, we undertook a ‘pulse’ survey
to understand colleague confidence in our
response to the pandemic and obtain
learnings for future ways of working. 92% of
colleagues said that TV is supporting its
colleagues during COVID-19 and 88% said
that they have confidence inITV's response
to COVID-19 - they feel well informed and
able to continue working effectively.
insights from this survey enabled us to
target our wellbeing offering to provide
focused support for the mental and physical
wellbeing of colleagues and provide
managers with further tools to checkin with
their teams. For further information on how
the Board and management engages with
the workforce, please see pages 102 to 105.

Mental health and wellbeing
Supporting the mental and physical health
of colleagues remains a priority, particularly
in light of COVID-19 and the arrangements
we have made to enable colleagues to work
from home. Our ITV Feel Good offering
continues to provide advice, support and
tools for inspiring and enabling colleagues
to look after their own wellbeing and have a
balanced and healthy working tifestyle. This
is combined with the use of specific online
workshops and curation of resources each
focused on assisting colleagues to work
remotely and build personal resilience and

psychological fitness. In addition, we
launched TogetherAll, an anonymous online
resource designed to encourage peer to
peer support which includes support
documents, resources and self assessments.

Having achieved a Silver award in the MIND
Wellbeing Index, which recognises the
progress made in promoting and positively
impacting colleague mental health, the
best practice and key recommendations
provided continue to inform our offering

in 2020:

. The Duty of Care Board and Mental
Health Advisory Group (comprising
external subject matter experts as well
as ITV relevant leaders), meet regularly to
provide practical guidance and support on
all aspects of our approach to the mental
health and wellbeing of our colleagues,
programme participants, and viewing
public. Their advice includes best existing
practice and evolving new thinking on
mental health, whichin turnis reflected in
our policies and decision-making.

« The development of a robust portfolio of
online development and support for
leaders, managers and cotleagues to build
resilience and continue to lead high
performing teams during 2020.

Please refer to page 70 for information on
our policies in relation to our colleagues’
health and safety.
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Alternative Performance
Measures

The Annual Report and Accounts includes both
statutory and adjusted measures (Alternative

Performance Measures or APMs), the latter of which,
in management’s view, reflect the underlying
performance of the business and provide a more
meaningful comparison of how the business is
managed and measured on a day-to-day basis.

Our APMs and KPIs are aligned with
our strategy and business segments
and together are used to measure the
performance of our business and form
the basis of the performance measures
for remuneration. Adjusted results
exclude certain items because, if
included, they could distort the
understanding of our performance

for the period and the comparability
between periods. The Audit and Risk
Committee has oversight of ITV’s APMs
and actively reviews, revises and
approves the policy for classifying
adjustments and exceptional items.
Further detaitisincluded below.

Key adjustments for adjusted EBITA,
profit before tax and EPS

Adjusted EBITA is calculated by adding back
exceptional items and high-end production
tax credits to EBITA. Further adjustments,
which include the gain/loss on the sale of
non-current assets, amortisation and
impairment of assets acquired through
business combinations and investments,
and certain net financing costs, are made
to remove their effect from adjusted profit
before tax and adjusted EPS. The tax effects
of all these adjustments are reflected in the
adjusted tax charge. These adjustments
are detailed below.

Production tax credits

The ability to access tax credits, which are
rebates based on production spend, is
fundamental to our Studios business when
assessing the viability of investmentin
green-lighting decisions, especially with
regards to high-end drama. TV reports
tax credits generated in the US and other
countries (e.g. New Zealand, italy, Canada
and Spain) within cost of sales, whereas in
the UK tax credits for high-end drama must
be classified as a corporation tax item.
However, in our view all tax credits relate
directly to the production of programmes.
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Therefore, to align treatment, regardless of
production location, and to reflect the way
the business is managed and measured on
a day-to-day basis, these are recognised in
adjusted EBITA. Our cash measures,
including profit to cash conversion and free
cash flow are also adjusted for the impact
of production tax credits. Further detail is
included in the Finance Review.

Exceptional items

These items are excluded to reflect
performance in a consistent manner and
are in line with how the business is managed
and measured on a day-to-day basis. They
are typically material gains or losses arising
from events that are not considered part of
the core operations of the business, though
they may cross several accounting periods.
These include, but are not limited to, costs
directly related to the impact of COVID-19,
impairment of sports rights, acquisition-
related costs, reorganisation and
restructuring costs, non-routine legal costs
(e.g. legal costs related to items which are
themselves considered to be exceptional
items), and onerous contracts. We also adjust
for the tax effect of these items. Further
detailis included in note 2.2.

Acquisition-related costs

We structure our acquisitions with earnouts
or put and call options, to allow part of the
consideration to be based on the future
performance of the business as well as to
lock in and incentivise creative talent.
Where consideration paid or contingent
consideration payable in the futureis
employment-linked, it is treated as an
expense (under accounting rules) and
therefore part of our statutory results.
However, we exclude all consideration of this
type from adjusted EBITA, adjusted profit
after tax and adjusted EPS as, in our view,
these items are part of the capital transaction
and do not form part of the Group’s core
operations. The Finance Review explains this
further. Acquisition-related costs, inctuding
legal and advisory fees on completed deals

or significant deals that do not complete,
are also treated as an expense (under
accounting rules) and therefore on a
statutory basis form part of our reported
results. In our view, these items also form
part of the capital transaction or are one-off
and material in nature and are therefore
excluded from our adjusted measures.

Restructuring and reorganisation costs
Where there has been a material change in
the organisational structure of a business
area or a material initiative, these costs are
highlighted and are excluded from our
adjusted measures. These costs arise from
significant initiatives to reduce the ongoing
cost base and improve efficiency in the
business to enable the delivery of our
strategic priorities. We consider each project
individually to determine whether its size
and nature warrant separate disclosure.

COVID-19 related costs

These are direct incremental costs incurred
exclusively as a result of COVID-19 and include;
costs associated with closure of ITV Studios
productions and their subsequent restart in
a safe environment, and additional costs
incurred to maintain the production of
daytime and news programming during

the government imposed lockdown.

Impairment of sportsrights

COVID-19 has impacted our planned 2020-21
sporting schedule. This combined with the
consequential impact on TAR, changing
forecasts of audience mix and revenues for
certain sporting events has resulted ina
material impairment to our sports rights.
Itis not possible to split the impairment
between that caused by COVID-19 and
underlying market movements.

Onerous contracts

A contract is considered onerous when the
unavoidable costs of the contract exceed
the revenues associated withit. In 2020
we had a significant onerous transmission
contract relating to committed costs of
transmission capacity on a satellite
transponder that is no longer usedin

the Broadcast business. There are no
revenues associated with this capacity

as there are no channels on the relevant
satellite transponder.

Amortisation and impairment
Amortisation and impairment of assets
acquired through business combinations
and investments are not included within
adjusted earnings. As these costs are
acquisition-related, and in line with our
treatment of other acquisition-related
costs, we consider them to be capitalin
nature as they do not reflect the underlying
trading performance of the Group.
Amortisation of software licences and
development is included within our
adjusted results as management consider
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these assets to be core to supporting the Reconciliation between statutory and adjusted results

strategy as an integrated producer
broadcaster and it ensures we own all

therights to the content.
2020 2019
Twelve months to 31 December £m £m
External revenue (Reported)| 2,781} 3,308
‘Internal supply 479 | 577
" Total revenue (Adjusted) ' 3,260 3885

&

.1:Net pension deficit/surplus
This is our defined benefit pension scheme
surplus or deficit under IAS 19 adjusted for
other pension assets, mainly gilts, which
are held by the Group as security for future
unfunded pension payments for four
Granada executives and over which that
pension scheme holds a charge. See note
3.7 of the financial statements.

Profit to cash conversion

This is the measure of our effectiveness of
cash generation used for working capital
management. It is calcutated as our adjusted
cash flow as a proportion of adjusted EBITA.
Adjusted cash flow, which reflects the cash
generation of our underlying business, is
calculated on our statutory cash generated
from operations and adjusted for
exceptionalitems, net of capex on property,
plant and equipment and intangible assets,
and including the cash impact of high-end
production tax credits.

Prior to 2020, any movement in our
non-recourse receivables purchase
agreement was included in our profit to cash
conversion calculation. From 2020 onwards,
any such movement will be excluded. We
regard any drawing on this agreement as

operations of the business. 2020 2020 2020 2019 2019 2019
Statutory Adjustments Adjusted Statutory Adjustments Adjusted
Net fmancing costs Twelve months to 31 December £m £m £m £m £m £m
Net financing costs are adjusted to reflect EBITA! 561 12 573 693 36 729
the underlying cash cost of interest for the Exceptionalitems
business, providing a more meaningful (operatingy? (118) 18 - (84) 84 -
comparison of how the business is managed | Amortisationand ]
and funded on a day-to-day basis. The impairment? (87) 68 (19), (74) 63 (11)
adjustments made remove the impact of Operating profit 356 198 554| 535 183 718
mark-to-.market gains or losses on swaps Net financing costs* (44) 8 (36) (68) 28 (40)
and fgrelgn exchange, one-off fees and Share of profits on JVs and N
premiums relating to the buyback of bonds, associates 9 - 9 1 _ 1
imputed pension interest and other financial Cai
X ain on sale of non-current
gains and losses that do not reflect the assets and subsidiaries
relevant interest ca:sh cost to the business {non-operating exceptional
and are not yet realised balances. items)? 4 (4) - 62 (62) -
. Profit before tax | 325 202 5271 530 149 679
Other Alternative Performance Measures " ;
Total revenue Tax | (44) {51 (95) (52) 67) (119)
As anintegrated producer broadcaster, Profit after tax 281 151 432 478 82 560
we look at the total revenue generated by Non-controlling interests 4 = 4 (5) - (5)
the business including internal revenue, Earnings 285 151 436] 473 82 555
which is the sale of!TV Studios programmes | spares (million), weighted
to Broadcast and Direct to Consumer. average 4,002 4,002 4000 4000
. ‘,:]TV Studios selllr'!g programmes to the EPS (p) 71p 10.9p] 18p 13.9p
.#Broadcast and Direct to Consumer - o 108 1 38
4 businesses is an important part of our Diluted EPS (p) P 8p| 18p -OP

1. £12 million (2019: £36 million) adjustment relates to production tax credits which we consider to be a contribution
to production costs and working capital in nature rather than a corporate tax item.

2. Exceptional items largely relate to the impairment of sports rights, COVID-19 related costs, an onerous contract
provision, a setttement of the Box Clever legal case, and acquisition-related costs . Refer to the Finance Review.

3. €68 million (2019: £63 million) adjustment relates to amortisation and impairment of assets acquired through
business combinations and investments. We include only amortisation on purchased intangibles, such as software

within adjusted profit before tax.

4. £8 million (£28 million) adjustment is primarily for non-cash interest cost. This provides a more meaningful
comparison of how the business is managed and funded on a day-to-day basis.

5. Tax adjustments are the tax effects of the adjustments made to reconcile profit before tax and adjusted profit
before tax. A full reconciliation is included in the Finance Review.

a form of funding and believe that cash
generated from funding activities should be
excluded from our profit to cash conversion
calculation. This gives a better measure of
the underlying working capital performance
of the business. At 31 December 2019 the
amount sold under the non-recourse
receivables purchase agreement, and
therefore included in our profit to cash
conversion was £100 million. At 31
December 2020 no receivables were sold.

Adjusted free cash flow

This is our measure of adjusted free cash
flow after we have met our financial
obligations. It takes our adjusted cash flow
and removes the impact of netinterest,
adjusted cash tax (which is total tax paid
adjusted to exclude the receipt of
production tax credits) and pension funding.
Afull reconciliation is included on page 59.

Covenant net debt and covenant liquidity
Covenant net debt is our leverage as defined
in our revolving credit facility (RCF)
agreement. This calculation is materially
different to how we define reported net debt
andis relevantin demonstrating we have
met required RCF financial covenants at our
reporting date. Prior to 2020, we disclosed
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adjusted net debt as an APM which better
reflected how credit rating agencies looked
at our balance sheet. As the methodology to
calculate net debt differs by credit rating
agency, replicating this calculation is not
deemed necessary going forward.

2020 2019
At 31December £m £m
Reported net debt
(including IFRS 16
lease liabilities) (545); (893)
Impact of IFRS 16 105 | 89
Long-term trade and l
other payables (54) (61)
Other pension assets 62| 58
Covenant net debt ] (432 (807)
Covenant net debt to l
adjusted EBITDA** 0.7x 11x
i
Cash and cash equivalents 6681 246
Undrawn RCF 630! 630
Undrawn CDS facility 199{ 300
Covenant liquidity* | 14971 1176

*  Total liquidity is defined as: unrestricted cash and cash
equivalents plus undrawn committed facilities.

** Adjusted EBITDA is defined per the facility agreement.
The Finance Review includes further detail on our
covenant ratios.
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Finance Review

This Finance Review focuses on the
more technical aspects of our financial
results while the operating and
financial performance has been
discussed within the Operating and
Performance Review. Our Alternative

Performance Measures (APMs) section,
explains the adjustments we make

to our statutory results. This enables
focus on the key measures that we
report on and use as KPlIs across the
business. See earlier sections for
further detail.

Our adjusted and statutory results detailed below, have been
significantly impacted by COVID-19. The Operating and Performance
Review includes further detail on how it has impacted the
operational and financial performance of our two businesses,

ITV Studios and Broadcast.

2020 2019 Change Change
Twelve months to 31 December £m ; £m £m %
Total advertising revenue 1,577 1,768 (191) (1)
Total non-advertising revenue 1683, 2117 (434) (21)
Total revenue i 3,260 3885 (625) (16)
Internal supply © o (479) (577 98 17
Group external revenue ' 2,781 3,308 (527) (16)
Group adjusted EBITA 573 729 (156) (21)
Group adjusted EBITA margin 1% 22%
Group statutory EBITA 561. 693 (132) (19)
Adjusted EPS 10.9p: 139p (3.0p) (22)
Statutory EPS . 7% MNM8p  (47p) (40)
Dividend per share : -1 80p (8.0p) -
Reported net debt as at ) 1

31December (545). (893 348
Exceptional items
' 2020 2019

Twelve months to 31 December ' £m £m
Acquisition-related expenses (13) (75)
Restructuring and reorganisation costs My (24)
COVID-19 related costs (1) -
Impairment of sports rights (23) -
Other (60) 15
Total operating exceptional items (118) (84)
Non-operating exceptional items 4 62
Total exceptional items (114) (22)
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Total exceptional items in the period were £114 million (2019:

£22 million). Acquisition-related expenses of £13 million are
predominantly performance based, employment-linked
consideration to former owners. This has decreased year-on-year
as we approach the end of the earnout period for several of

our acquisitions.

Restructuring and reorganisation costs of £11 million relate to
one-off restructuring projects stemming from the Group-wide
commitment to reduce the overhead cost base and reorganisation
costs to deliver strategy.

COVID-19 related costs of £11 million includes direct incremental
costs incurred exclusively as a result of COVID-19. These relate to
the closure of ITV Studios productions and the subsequent restart
in a safe environment, along with additional costs incurred to
maintain the production of daytime programming during the
government imposed lockdown.

Impairment of sports rights relates to the impact of COVID-19

on the planned sporting schedule for 2020 and 2021 and the
consequential impact on TAR, along with changing forecasts of
audience mix and revenues for certain sporting events. The Group
has recognised a provision for these sporting events of £23 million,
which is included in programme rights and programme
commitments. it is not possible to split the impairment between
that caused by COVID-19 and underlying market movements.

Other exceptional costs of £60 million include: an estimate for

the settlement of the Box Clever case of £31million; an onerous
contract provision of £19 million for satellite transponder capacity
no longer required (see below for further detail); past service
charges on pension schemes of £6 million; and other legal costs

in relation to legal matters which are considered to be outside the
normal course of business (see exceptionals note 2.2 for further
detail). In 2019, other exceptionals included the release the Box
Clever provision, as the cost of resolving the matter at that time
could not be reliably estimated. This was partly offset by the trade
insurance receivables provision. See note 3.6 for further detail.
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During the year, we commenced a review of the efficiency of our
satellite transponder capacity usage, aimed at reducing our capacity
requirements. This has atlowed us to reorganise and clear all
channels from one transponder, and as we are now no tonger
utilising it in our Broadcast business, we are including £19 million
from the date the transponder was cleared, as an onerous contract
provision. The review is ongoing and we expect to clear a second
transponder in 2021.

Non-operating exceptional items relate to a gain on the sale of
Freeview channel, Merit, during the year.In 2019, there was a gain
on the sale of the London Television Centre.

Net financing costs

Tax

Adjusted tax charge

The total adjusted tax charge for the year was £95 million (2019:
£119 million), corresponding to an effective tax rate on adjusted
profit before tax (PBT) of 18% (2019: 18%), which is lower than the
standard UK corporation tax rate of 19% (2019: 19%). We expect the
adjusted effective tax rate to be between 18% and 19% in 2021and
2022, and then move to around 25% over the medium term.On a
reported basis, the tax charge is £44 million (2019: £32 million tax
charge) and corresponds to an effective tax rate of 13.5% (2019:
9.8%). The adjustments made to reconcile the tax charge with the
adjusted tax charge are the tax effects of the adjustments made
to reconcile PBT and adjusted PBT, as detailed in the table above.

{ 2020} 2019 2020 2019
Twelve months to 31December ' £m £m Twelve months to 31 Decermnber £m £m
Financing costs directly attributable to loans ] Tax charge (44)| (52)
and bonds 7) (31 | Production tax credits I (12 (36)
Cash-related net financing costs (9) (8) | Charge for exceptional items | 1) (6)
Amortisation of bonds - (V) | charge in respect of amortisation and
Adjusted financing costs | (36) (40) impairment* (16) (19)
Imputed pension interest (2) (1) | Charge inrespect of adjustments to net
Other net financial losses and unrealised financing costs (&3] (6)
foreign exchange (6) (27) | Adjusted tax charge | (95 ™9
:Net financing costs | (44))  (68) | Effective tax rate on adjusted profits 8%  18%

‘Adjusted financing costs were down £4 million to £36 million
(2019: £40 million) reflecting lower levels of net debt in the year.
Net financing costs were £24 million lower in 2020 at £44 million
(2019: £68 million) and largely due to the prior year including
one-off fees and premiums in relation to the buyback of

€506 million of Eurobonds, as well as the acceleration

of amortisation on these bonds.

JVs and associates

Our share of profits from JVs and associates in the year was £9 million
(2019: profit of £1million). This was the net profit arising from our
‘vi,gvestments, such as BritBox US and Canada, Circle of Confusion and
Blumhouse Television.

Profit before tax

Statutory profit before tax decreased by 39% to £325 million (2019:
£530 million} in the year. Production tax credits decreased to

£12 million (2019: £36 million) as a result of fewer high-value dramas
due to the pause in productions. Adjusted profit before tax was
down 22% to £527 million (2019: £679 million).

Profit before tax (PBT)

2020 2019
Twelve months to 31 December £Em £m
Profit before tax 325 530
Production tax credits 12 36
Exceptionalitems Mai 22
Amortisation and impairment* [ 68 63
Adjustments to net financing costs | 8 28
Adjusted profit before tax { 5271 679

* inrespect of assets arising from business combinations and investments.

* Inrespect of intangible assets arising from business combinations and investments.
Alsoreflects the cash tax benefit of tax deductions for US goodwill.

Cash tax

Cash tax paid in the year was £88 million (2019: £108 million)

and is net of £22 miillion of production tax credits received

(2019: £37 million). The majority of the cash tax payments were
made in the UK. Cash tax paid is lower than the prior year due to
reduced payments on account resulting from a lower profit
forecast. As previously guided, 2020 included six quarterly tax
payments rather than four. This was a one-off and will return to
four quarterly payments in 2021. A reconciliation between the tax
charge for the year and the cash tax paid in the year is shown below.

2020 2019

Twelve months to 31December £m £m
Tax charge (44)] (52)
Temporary differences recognised through

deferred tax (1) 27)
Prior year adjustments to current tax @ (8)
Current tax, current year | (52) 81)
Phasing of tax payments (including in respect of |

pension contribution benefits) (46); (28)
Production tax credits — timing of receipt 10 1
Cash tax paid (88) (108)
Tax strategy -

ITV is aresponsible business, and we take a responsible attitude
to tax, recognising that it affects all of our stakeholders. To allow
those stakeholders to understand our approach to tax, we have
published our Global Tax Strategy, which is available on our
corporate website.

Q www.itvplc.com/investors/governance/policies
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We have four key strategic tax objectives:

1. Engage with tax authorities in an open and transparent way
to minimise uncertainty

2. Proactively partner with the business to provide clear, timely,
relevant and business focused advice across all aspects of tax

3. Take an appropriate and balanced approach when considering
how to structure tax sensitive transactions

4. Manage ITV's taxrisk by operating effective tax governance
and understanding our tax control framework with a view to
continuousty adjusting our approach to be compliant with our
tax obligations

Our tax strategy is aligned with that of the business and its
commercial activities and establishes a clear Group-wide approach
based on openness and transparency in all aspects of tax reporting

and compliance, wherever the Company and its subsidiaries operate.

The strategy confirms that ITV does not engage in or condone tax
evasion or the facilitation of tax evasion in any form and that we
have in place reasonable procedures to prevent the facilitation

of tax evasion. Within our overall governance structure, the
governance of tax and taxrisk is given a high priority by the Board
and Audit and Risk Committee (ARC). The ITV Global Tax Strategy,
approved by the Board and ARC in September 2020, and as
published on the ITV plc website, is compliant with the UK tax
strategy publication requirement set out in Part 2 Schedule 19

of the Finance Act 2016.

EPS - adjusted and statutory

Overall, adjusted profit after tax was down 23% to £432 million
(2019: £560 miillion). Non-controlling interests was a share of
losses of £4 mitlion (2019: £5 million share of profits) which is the
net loss from our unowned share in entities such as BritBox UK,
Work Friends, Cattleya and Tetra Media. Adjusted basic EPS was
10.9p (2019:13.9p), down 22%, which is broadly in line with the
decrease in adjusted EBITA of 21%. The weighted average number

of shares increased to 4,002 million in the year (2019: 4,000 million).

Diluted adjusted EPSin the year was 10.8p (2019: 13.8p) reflecting
a weighted average diluted number of shares of 4,025 mitlion
(2019: 4,018 million).

Statutory EPS declined by 40% to 71p (2019: 11.8p), which is larger
than the decline in adjusted EPS, predominantly due to the increase
in exceptional costsin the period, as explained earlier.

A full reconciliation between statutory and adjusted results s
included within the Alternative Performance Measures section.

Dividend per share

The Board recognises the importance of the dividend to our
shareholders and intends to restore dividend payments as soon
as circumstances permit. The Board will balance shareholder
returns with our commitment to maintain investment grade
metrics over the medium term, to continue to invest behind the
strategy and with the ongoing uncertainty with COVID-19.

Acquisitions - between 2012 and 2020 (undiscounted)

Acquisitions

Since 2012, we have acquired a number of content businesses in the
UK, US and creative locations across Europe, developing a strong
portfolio of programmes that return and travel. As we have grown
in size and expanded our network relationships and distribution
capability, this has helped to renew and strengthen our creative
talent and build our reputation as a leading European producer

and distributor and a leading unscripted independent production
company in the US.

As part of our strategy, we will consider selective value-creating
M&A and talent deals in both scripted and unscripted to obtain
further creative talent and IP.

We have strict criteria for evaluating potential acquisitions. Financially,
we assess ownership of intellectual property, earnings growth and
valuation based on return on capital employed and discounted cash
flow. Strategically, we ensure an acquisition target has a strong
creative track record and pipeline in content genres that return and
travel, namely drama, entertainment and factual, as well as retention
and succession planning for key individuals in the business.

We generally structure our deals with earnouts or with put and

call options in place for the remainder of the equity, capping the
maximum consideration payable by basing a significant part of

the consideration on future performance. In this way, not only can
we lock-in creative talent and ensure our incentives are aligned, but
we also reduce our risk by only paying for the actual, not expected,
performance delivered over time. We believe this is the right way
to structure our deals as we should not pay upfront for future
performance and should incentivise and reward delivery by the
business over time.

The majority of earnouts or put and call options are dependent on
the seller remaining within the business. Where future payments
are directly related to the seller remaining with the business, these
payments are treated as employment costs and, therefore, are part
of our statutory results. However, we exclude these payments from
adjusted profits and adjusted EPS as an exceptional item, as in our
view, for the reasons set out above, these items are part of the
capital consideration reflecting how we structure our transactions
and do not form part of the core operations.

The following table sets out the initial consideration payable on

our acquisitions, additional consideration subsequently paid, our
expected future payments based on our current view of
performance and the total expected consideration payable, which is
only payable if exceptional compound earnings growth is delivered.

Acquisition-related liabilities or performance-based employment-
linked earnouts are amounts estimated to be payable to previous
owners. The estimated future payments of £227 million are
sensitive to forecast profits as they are based on a multiple of
earnings. The estimated future payments, treated as employment
costs, are accrued over the period the sellers are required to remain
with the business, and those not linked to employment are
recognised at acquisition at their time discounted value.

Additional
Initial consideration  Expected future Total expected Expected
consideration paid payments*  consideration** payment
Company Geography Genre £m £m £fm £m period***
Total for 2012-2020 Various Content & Broadcast TV 957 205 227 1,389 2021-2026

*  Undiscounted and adjusted for foreign exchange. All future payments are performance related.
** Undiscounted and adjusted for foreign exchange, inctuding the initial cash consideration and excluding warking capital adjustments. Total maximum consideration which was

potentially payable at the time of acquisition was £2.4 billion.
**+ £163 million is expected to be paid in 2021
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We closely monitor the forecast performance of each acquisition
and, where there has been a change in expectations, we adjust our
view of potential future commitments. Expected future payments
of £227 million have decreased by £3 million since 31 December
2019 mainly due to payments made in the year being offset by an
increase in expected future payments on certain acquisitions and
the associated impact of foreign exchange. At 31 December 2020,
£209 million of expected future payments had been recorded on
the balance sheet, with the balance of £18 miltion to be accrued
over the period in which the sellers are required to remain with
the business.

Alarge proportion of the expected future payments relate to our
best estimate of the final payment we will make in relation to

the acquisition of Talpa. The amount payable will depend on the
average EBITDA from 2017 to 2019 being between €75 million and
€100 million. Contractually the payment is capped at €400 miltion if
the average EBITDA for 2017-2019 is €100 million or more. See note
3.5 of the financial statements for further detail.

There were no significant acquisitions in 2020. However, during the
year we agreed a number of talent deals within ITV Studios UK and
ITV Studios US to strengthen our creative talent pool.

Cash generation
1= Profit to cash conversion

ey 2020 2019
Twelve months to 31 December £m £m
+ Adjusted EBITA 573 729
Working capital movement* ] 237 (63)
Adjustment for production tax credits 10 1
Depreciation 574 56
Share-based compensation 6 10
Acquisition of property, plant and equipment
and intangible assets** (66) (68)
~Capex relating to redevelopment of new
. London headquarters - 2
w-Lease liability payments (including lease interest) (26) (35)
"“Adjusted cash flow 79 632
Profit to cash ratio 138% 87%

* Working capital movement in 2020 excludes the unwind of the £100 million
non-recourse receivables purchase agreement

** Except where disclosed, management views the acquisition of operating property,
plant and equipment and intangibles as business as usual capex, necessary to the
ongoing investment in the business.

One of ITV's strengths is its cash generation reflecting our ongoing
tight management of working capital balances. We manage risk
when making allinvestment decisions, particularly into scripted
content and BritBox UK, through having a disciplined approach to
cash and costs. This has been particularly important during the
COVID-19 pandemic. Remaining focused on cash and costs means
we arein a good position to continue to invest across the business
in line with our strategic priorities.

In the year, we generated £791 million of adjusted operational cash
(2019: £632 miltion) from £573 million of adjusted EBITA (2019:

£729 million), resulting in a profit to cash ratio of 138% (2019: 87%).
This increase was driven by a large working capital inflow arising
from a reduction in programme stock (where we delivered
programmcs but were unable to continue producing) and the timing
of VAT payments which have been deferred (see further detail
below). This working capital benefit is expected to unwind in 2021.

To facilitate our working capital management, we have a £100
million non-recourse receivables purchase agreement (free of
financial covenants), which gives us the flexibility to access
additional liquidity when required. At 31 December 2020, no
receivables were sold under this agreement (2019: £100 million).
Prior to 2020, any movement in our non-recourse receivables
purchase agreement was included in our profit to cash conversion
calculation. From 2020 onwards, any such movement is excluded.
Further detailis included on page 55 of our APMs.

Adjusted free cash flow

l 2020 2019
Twelve months to 31 December £m £m
Adjusted cash flow ‘ 791 632
Net interest paid (excluding lease interest) (17) (54)
Adjusted cash tax* [~ (110) (145)
Pension funding (59) (74)
Adjusted free cash flow 605 359

* Adjusted cash tax of £110 million is total cash tax paid of £88 million plus receipt of
production tax credits of £22 million, which are included within adjusted cash flow
from operations, as these production tax credits relate directly to the production
of programmes.

Our free cash flow after payments for interest, cash tax and pension
funding remained healthy in the year at £605 million (2019: £359
million). As agreed with the tax authorities and our pension trustees,
we deferred £90 million of payments out of 2020, with £75 million
of VAT payments payable in 2021 and £15 million of pension
contributions payable across 2022 - 2025.

Overall, after acquisitions and acquisition-related costs, pension
and tax payments, we ended the period with reported net debt
(including IFRS 16 lease liabilities) of £545 million (31 December
2019: £893 million). This has benefited from the deferred VAT
and pension payments above and is before earnout payments
which we anticipate payingin 2021.

Reported net debt tracker

£m
o B M T B .
(100)
(200)
(300) 605 [(100)
400
(«00) 11(20) g(68)
(500) mise) 1 (545)
(600) 1)
(700)
(800) 893
(900) ( ) V L U U V
Deci9 Adjusted  Non- Acquisition Exceptional Revaluation Other Dec20
freecash recourse  of itens of
flow seceivables Investments non-hedged
purchase  andNC bonds
faclity
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Funding and liquidity

Debt structure and liquidity

The Group’s financing policy is to manage its liquidity and funding
risk for the medium to long-term. ITV uses debt instruments with
arange of maturities to ensure access to appropriate short-term
borrowing facilities with a minimum of £250 million of cash and
undrawn committed facilities available at all times. We have a
number of facilities in place to preserve our financial flexibility,
which includes a £630 mitlion Revolving Credit Facility (RCF) in place
until 2023. The RCF has leverage and interest cover covenants which
require us to maintain a covenant net debt to adjusted EBITDA ratio
of below 3.5x and interest cover (adjusted EBITDA to net finance
charges) above 3.0x. As a precautionary measure, during the first
half of 2020, we agreed with our banking group to replace the
leverage and interest cover covenants in the RCF with a cap on
covenant net debt at £1.8 billion and a minimum covenant liquidity
requirement (cash plus undrawn committed funding lines) of £250
million until 30 December 2021. In addition, ITV has agreed not to
pay a dividend in the period of the amendment. ITV has the right

to restore its original covenants at any time shouldit so choose, in
which case the dividend restriction would fall away. At 31 December
2020,1TV's financial position was well withinits covenants.

We also have a bilateral financing facility of £300 million, which is
free of financial covenants. In March 2020, the Group extended the
maturity of its existing £300 million bilateral loan facility by five
years to 30 June 2026.

This provides us with sufficient liquidity to meet the requirements
of the business in the short to medium term under a variety of
scenarios, including a severe but plausible downside scenario. At
31 December 2020, the £630 million RCF was undrawn and £199
million of the £300 million bilateral facility was available, which
with unrestricted cash of £618 million, provided total liquidity at
31December 2020 of £1,447 million.

Reported net debt

35432020 2019
At 31December ﬁ“é‘ftrﬁﬂ £m
Gross cash* iXee8! 246
Gross debt (including IFRS 16 lease liabilities) (213 1139
Reported net debt Foisas)  (893)

*  Gross cash includes £50 million of restricted cash inrelation to the LTVC Pension
Funding Partnership (2019: £75 million of restricted cash).

Financing - gross debt

We are financed using debt instruments and facilities with a range
of maturities. Borrowings at 31 December 2020 were repayable
as follows:

Capital allocation and leverage

Our objective is to run an efficient balance sheet and manage our
financial metrics appropriately, consistent with our commitment to
investment grade metrics over the medium term. At 31 December
2020 reported net debt (including IFRS 16 liabilities) to adjusted
EBITDA was 0.9x (31 December 2019: 1.2x).

Our priority remains to invest in our key assets and value drivers in
line with our strategic priorities and balance this investment with
the returns to shareholders.

Credit ratings

We continue to be rated investment grade by both ratings agencies:
BBB- (negative outlook) by Standard and Poor’s and Baa3 (stable
outlook) by Moody's Investor Services. These ratings were reiterated
in Q2. The factors that are taken into account in assessing our credit
rating include our degree of operational gearing and exposure to
the economic cycle, as well as business and geographical diversity.

Foreign exchange

As ITV continues to grow internationally, we are increasingly
exposed to foreign exchange on our overseas operations. We

do not hedge our exposure to revenues and profits generated
overseas, as this is seen as an inherent risk. We may elect to hedge
our overseas net assets, where material. To date, we have hedged
a significant portion of the euro net assets arising from the Talpa
Media acquisition.

ITV is also exposed to foreign exchange risk on transactions we
undertake in a foreign currency. Our policy is to hedge a portion of
any known or forecast transaction where there is an underlying cash
exposure for the full tenor of that exposure, to a maximum of five
years forward, where the portion hedged depends on the level of
certainty we have on the final size of the transaction.

Finally, ITV is exposed to foreign exchange risk on the retranslation
of foreign currency loans and deposits. Our policy is to hedge such
exposures where there is an expectation that any changes in the
value of these items will result in a realised cash movement over
the short to medium term.

The foreign exchange and interest rate hedging strategy is set out
in our Treasury policies which are approved by the ITV plc Board.

Foreign exchange sensitivity

The following table highlights ITV's sensitivity, on a full year basis,
to translation resulting from a 10% appreciation/depreciation in
sterling against the US dellar and euro; assuming all other variables
are held constant. An appreciation in sterling has a negative effect
on revenue and adjusted EBITA; a depreciation has a positive effect.

Amount repayable as at 31December 2020 £€m  Maturity

£630 million Revolving Credit Facility - Dec 2023

€600 million Eurobond 537 Sep 2026
€335 million Eurobond 299 Sep 2022
€259 million Eurobond 232 Dec 2023
Other loans 17 Various

Total debt* 1,085

* Net of £23 million cross-currency swaps and excluding £105 million of IFRS 16
lease liabilities.
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Adjusted

Revenue EBITA

Currency £m £m
US dollar +/-20-30 +/-0-2
Euro +/-30-40 +/-3-5
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Pensions

The net pension deficit for the defined benefit schemes at 31
December 2020 was £26 million (31 December 2019: £87 million
deficit). The movement in the year was driven by anincrease

in liabilities caused by a reductionin corporate bond yields and
changes in the longevity swap, offset by updated inflation and
demographic assumptions and our deficit funding contributions
made in the year. The pension assets have increased due to a
reductionin gilt yields.

The net pension assets include £62 million of gilts (2019: £58
million), which are held by the Group as security for future unfunded
pension payments to four former Granada executives, the liabilities
of.which are included in our pension obligations.

A fult reconciliation is included in note 3.7 of the financial statements.

Actuarial valuation

The last triennial actuarial valuation was undertaken in 2017.0On
the basis agreed with the Trustee, the combined deficits of the

ITV defined benefit pension scheme as at 1 January 2017 amounted
to £470 million.

The Trustee is in the process of undertaking a full actuarial valuation
of all sections of the scheme as at 1 January 2020, which we expect
. to agree during 2021.

Deficit funding contributions

The Group continues to make deficit funding contributions in line
with thc most recent actuarial valuation in order to eliminate the
deficits in each section. The accounting deficit does not drive the
deficit funding contribution.

The Group's deficit funding contributions in 2020 were £59 miltion.
We have agreed with the pension Trustees to delay around £15
million, which will be deferred across 2022 to 2025 (subject to the
new funding schedule which will be finalised as part of the Triennial
valuation). Further details are included within note 3.7 of the
f:lnancial statements.

In 2021 we expect deficit funding contributions to be around
£75 million.

SDN pension funding partnership

In 2010, ITV established a Pension Funding Partnership (PFP) with
the Trustee backed by the asset of SDN which resulted in the assets
of Section A of the defined benefit pension scheme being increased
by £200 million. The Group is contracted to provide additional
collateral to support the original value of the structure at the rate
of £50.7 miltion each year from March 2019 to March 2022. This cash
collateral would not leave the Group but would be maintained in
arestricted bank account. The Trustee agreed to accept a bank
guarantee as an alternative to the 2019 and 2020 collateral
instalments with the result that £101 million cash collateral did net
become due in March 2020. The PFP is currently being reviewed as
we look to replace it with an alternative asset to SDN. If the asset

in the SDN PFP structure is not replaced, the Group will pay to the
pension scheme the lower of any deficit calculated on the funding
basis in 2022 or £200 million.

2021 full year planning assumptions

The following planning assumptions for 2021 are based on our
current best view but may change depending on how events unfold
over the year.

Profit and Loss impact

+ Total schedule costs are estimated to be around £11 billion

- Total essential investment of around £25 million in 2021, which
includes £10 million as previously quided, the phasing of 2020
investments which fallinto 2021 and £13 million of additional
investments to accelerate the delivery of our strategy

- Total BritBox UK venture losses are expected to be around the
same level as 2020 and will decline thereafter

+ Overhead cost savings are expected to be around £30 millionin
2021. We will deliver around £100 million of annualised
permanent overhead cost savings by the end of 2022 (from 2019)
compared to our previous guidance of £55 million to £60 million
over that period

-+ Adjustedinterest is expected to be around £36 million, which is
in line with 2020

» The adjusted effective tax rate is expected to be between 18%
and 19% in 2021 and 2022, and then move to around 25% over
the medium term

- The translation impact of foreign exchange, assuming rates
remain at current levels, could have an adverse impact of around
£25 million on revenue and around £3 mitlion on profit

» Exceptionalitems are expected to be around £25 million, mainly
due to acquisition related expenses, restructuring and
reorganisation costs, and reducing our transponder capacity

Cashimpact

- Tax will reflect the payment of £75 million deferred VAT
from 2020

« Total capexis expected to be around £75 million as we further
invest in our digital transformation

- The cash cost of exceptionals are expected to be around £190
million, largely relating to accrued earnouts which includes the
final earnout payment for Talpa

- Profit to cash conversion is expected to be around 30% in 2021,
as the favourable working capital position in 2020 unwinds.
Taking 2020 and 2021 together, cash conversion is expected to
be 80% to 85% over the two year period in line with historic levels

- Total pension deficit funding contribution for 2021 is expected
to be around £75 million

Chris Kennedy
Group Chief Financial Officer
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Task Force on Climate-related
Financial Disclosures (TCFD)

We recognise the climate crisis and the role we must
play to mitigate the impact on both the wider world
and our business. The threat of climate change poses

some challenges to certain areas of ITV, including our
productions, supply chain and operations. It also
offers opportunities to increase engagement with
viewers through programming on climate change
and grow advertising with brands seeking to
showcase their environmental credentials.

Our commitment is
demonstrated by the ambitious
environmental targets we have
set, including Net Zero by 2030,
and as a signatory to TCFD. In
2019 we started to make
disclosures structured around
the TCFD framework and we
have built on this in 2020. We
will continue to develop the
detail of our TCFD disclosure as
we complete further analysis.

Governance

To successfully evaluate and respond to
the challenges and opportunities posed
by climate change, we must embed an
understanding and awareness of climate
change issues across the business,
supported by effective governance. During
2020, we published ITV's environmental
targets and, as detailed below, updated
our Environmental Governance Structure
in order to facilitate their delivery. The
governance structure is aligned with our
wider risk management framework and
will also be used to identify, escalate and
monitor the effectiveness of our response
to climate-related risks and opportunities.

In 2020, we established ITV's Climate
Change Delivery Group, chaired by Chris
Kennedy, the Group Chief Financial Officer
(CFO). In addition, we also set up the ITV
Green Team Steering Group. Both of these
groups support the Environmental
Governance Structure, and a summary of
their functions (and how they interact and
support the governance and reporting
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structure of the Group) are set out in the
diagram on the following page.

Strategy

Action on climate change is defined within
ITV's Social Purpose strategy as set out

on page 42 and aligned to our corporate
purpose and strategy. Reducing our impact
on the environment is one of the four piltars
of the Social Purpose strategy.

We have committed to becoming a Net Zero
business by 2030 and have set 1.5°C aligned
science-based emissions targets (SBTs) for
our Scope 1and 2 emissions (emissions we
control), and well below 2°C targets for
Scope 3 (emissions we influence, such as
business travel and products and services
we use). We have also set targets for the

areas that are most material to our business:

the waste we generate, the sustainability of
our supply chain, and our culture. These
targets are important so we canreduce the
impact our operations have on the
environment and reduce our exposure to
climate relatedrisks.

To deliver against our global emissions

targets, we have developed roadmaps and

action plans for the business areas with the

most opportunity to drive down ITV's

emissions. The work has provided each

business area with their Scope 1,2 and 3

emissions baseline and target. The business

areas/functions have responsibility for

developing their action plans to achieve

their targets and this is monitored through

the Environmental Governance structure.

The business areas/functions are:

«+ Production (UK and International)

» Operations

+ Technology

» Broadcast (will become Media and
Entertainment)

+ Procurement

Risk management

We also recognise theimpact climate
change may have on our strategy and
operations. Climate-related risks have

been identified by the Board as an emerging
business risk. Emerging risks are definedin
ITV as uncertainties which originate from
known or previously unconsidered sources
and which are not clearly understood,
visible or possible to fully assess.

In 2020, 1TV began climate scenario analysis,
starting with a detailed review of the risks
and opportunities climate change poses for
the business. Climate related risks have been
identified by members of the Climate
Change Delivery Group with the support of
Group Risk and subject matter expert teams.

As part of this exercise, we used our existing
risk management framework to perform

an initial assessment of the risks and
prioritised these in a workshop with
business stakeholders based on their
potential for some financial impact, taking
into account existing mitigations. Our initial
assessment of the risks suggests we are not
materially exposed to climate change and
that these risks (individually or collectively)
do notrepresent a threat to our strategy,
long-term viability, liquidity or ability to
operate. Furthermore, we do not expect
that either therisks identified as part of our
TCFD work nor the actions required to meet
net zero will have a significant financial
impact, in terms of operating costs, capital
investment or balance sheet valuations.
However, as noted below in 2021 we will
undertake further analysis.

The major infrastructure for our Broadcast
(Media and Entertainment) business is based
in the UK, and is less exposed to physical
climate risks. Furthermore, our Studios
business can operate in an agile manner,
changing filming locations to respond to
evolving physical climate and other risks
and events (as has been proven during the
COVID-19 pandemic). However, we recognise
there remains some uncertainty and further
work is needed to better understand the
potential scale of these risks. In 2021 the
prioritised risks will be taken forward into
quantitative analysis in high and low carbon
scenarios. The results of our quantitative
analysis will help us better understand our
exposure; develop metrics to monitor our
exposure and strengthen our mitigations;
and inform our long-term strategic, financial
and operational business planning.

Further detail of how we track, monitor and
report our emerging risks is set out in the
Risks and Uncertainties, and Governance
sections of thereport.
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Board

Responsible for:

. Ensuring the effective
delivery of environmental
targets

Environmental Governance structure

+ Reviewing key climate-
related risks and
opportunities and overseeing
mitigation strategies as part
of the bi-annual review of

Report and escalate

® Direct and advise

principal and emerging risks

. Considering climate change
as part of stakeholder
engagement

@®

Management Board

Responsible for:

+ Reviewing and monitoring
climate-related risks at least
bi-annually, as part of the
principal and emerging risks

reviews and establishing
effective mitigation and
controls to manage risks

«» Ensuring appropriate action is
being taken to meet our
environmental targets,

through review of quarterly
reporting on climate change
issues, including proposed
metrics and KPls

VIOERVO,

Divisionat Boards
(Studios and Media &
Entertainment)

Responsible for:

+ Monitoring divisional
progress on environmental
targets through tracking KPIs

and assessing climate change
risks and opportunities within
the division

Audit and Risk Committee
Responsible for supporting the Boardin
its responsibilities with respect to climate
change, including:

« Considering climate change risks as

part of the bi-annual review of principal
and emerging risks

Oveérséeing compliance with, and
progress on, climate change reporting
Overseeing ITV's environmental data
and its accuracy and completeness, the
Company'’s environmental targets set
in 2020, and the governance and
planned roadmap to enable the targets
to be achieved

HOIO,

.

Climate Change Delivery

Group

Chaired by the Group CFO, this

group is responsible for:

- Identifying all climate-
related risks and
opportunities, including and
developing appropriate
mitigation strategies

« Establishing action plans to
deliver our environmental
targets, tracking progress
against the targets and
reporting to the PLC Board/
Audit and Risk Committee
and Management Board

» Embedding accountability in
each business area for
delivery of the targets and

» The group meets quarterly

monitoring progress and
actions

and comprises senior
business leaders from across
ITV, who also lead working
groups in their respective
business to deliver actions
required

©O®

@

business area Green Teams
Responsible for:

Green Team Steering Group and

« Embedding and championing environmentaltly
sustainable behaviours across the organisation

business areas

« This group is chaired by the Senior Manager of
our Social Purpose team and comprises senior
leaders across the business

+ Supportinglocal green team champions in

Working Groups
Responsible for:
« Delivering the relevant actions related

to their area to meet our environmental
targets

+ Day-to-day management of climate-

related risks

Embedding the climate change culture
and mindset within their business area
Working groups are led by senior
business leaders from across ITV,
supported by colleagues within

their area

TCFD progress roadmap

We have made significant
progress inimproving how we
manage our enviranmental
targets and climate-related
risks and opportunities.
However, we recognise that
we can build on these
priorities further, to continue
enhancing our approach and
strengthen the quality of
‘oui reporting. )

+

strategy

- Setbaseline for torgets,
including SBTs

i
I for climate related ricks
i
{
t

data collection process

Launched the Green Team

Steering Group

- Established Environmental
Governance

Launched ITV’s Social Purpose

- Identified Group CFO as owner

". Carbon neutral across Scope 1,2
and 3 (for business travel only)
Updated ITV’s global emissions

+ Updated Environmental
Governance structure

- Created Climate Change Delivery
Cranp chaired by Group CFO

- Launched ITV's environmental

2030 targets, including SBTs and.

100% renewable electricity

target by 2025

Set a Net Zero target by 2030

- Achieved a B rating for Climate
Change for our responses in the

. Started climate scenario analysis
and identified key risks and
opportunities with stakeholders

- Developed a climate risk register

« Obtain verification for SBT from
the SBT initiative

- Complcte climate scenario
analysis quantification of climate-
related risks :

- Finalise emissions reduction
roadmaps for all business areas

« Launched new global
environmental data platform
for emissions and waste

« Establish business area
environmental key performance
indicators

{
3
Carbon Disclosure Project program i
i
j

S —
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Risk direction of travel
(after current mitigations)

0 Risk is increasing

T . ) .
ransform @ Risk remains static
53

I Tektahic i
0 Risk is reducing

Link to Strategy

Grow
UK and global production

Temperature scenarios

High carbon scenarios: (‘business as usual’/4°C)

This is where physical impacts of climate change are tikely to be most
impactful, for example with higher sea levelrise, higher temperatures

and extreme weather events

Detailed risks and opportunities

Impact time From To Aligned to
horizon (years) (years)
end , .
Short term 2020 2021 ITV annual reporting period
s end ITV long-term viability assessment
Medium term 2021 . .
ediim ter 2023 period and strategic planning cycle
end ITV science-based and Net Zero
t
Long term 2024 2030 targets

Low carbon scenarios (1.5°C/2°C)

This is where the impacts of transitioning to a low carbon economy are likely
to be most impactful as governments worldwide commit to driving down
emissions; this could be manifested as higher carbon prices and greater
regulation on land use and raw materials

Through our risk identification process we identified three risks which have potential for some financial impact. Our initial review of the risks is

that we do not expect they present a material financial impact or a threat to viability and liquidity. However, we intend to perform quantitative
analysis on these risks to assess them further and to support us in developing mitigations.

1. Cerbon pricing

Link to strategy . .

Context

As governments increasingly intervene to limit the impact of
climate change, we may see an increase in carbon pricing/
taxations on organisations to encourage carbon reduction.

As a result, we may be exposed to some additional costs of
operating in areas of our business where we produce carbon.
This may include pricing on the use of generators on remote
filming locations, business travel, or on directly purchased
goods such as technology equipment.

Time horizon
Medium

2. Extreme weather events

Directionin a low
carbon scenario

(1

Direction in a high
carbon scenario

@

How we are responding

By committing to our net zero carbon target we
are actively secking to limit the amount of
carbon we use in our business. As we reduce our
carbon emissions and increase our use of
renewable energy to deliver against this target,
our exposure to this risk will be reduced.

Link to existing principal risk
N/A

Link to strategy . '

Context

If governments and organisations fail to adequately respond
to climate change, we are likely to see an increase in physical
climate risks, such as extreme weather events causing floods,
wildfires and acute heatwaves.
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Directionin a low
carbon scenario

@

Direction in a high
carbon scenario

1

How we are responding

Within the international Studios business, we are
monitoring the local situation in each of the
territories we operate, and respond on a
case-by-case basis to potential weather events.
We build contingency and business continuity
into all our productions and are able to be agile
to respond to changing circumstances.
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2. Extreme weather events conitinued

Context

ITVs highest value property and infrastructure assets

are located within the UK, as part of our Media and

Entertainment and Group business areas and, therefore,

less exposed to physical climate risks, when compared to

other global territories. However, extreme weather events
. do have the capacity to result in some business or service

interruption, including production delay and damage

to property.

Time horizon
Medium

3. Government and regulatory action

How we are responding

We also have extensive business continuity and
resilience measures built into our existing Media
and Entertainment transmission and Group

- opcrations and will continuc to develop these

in light of this evolving risk.

Link to existing principal risk
N/A

T
Link to strategy ’ ‘@

Context

Many governments globally have announced their
commitments to responding to climate change and are
likely to enact legislatinn/regulation on arganisations to
support this.

We may be impacted by changing regulation, such as
advertising restrictions on high carbon products and

services, travel restrictions, or quotas on goods and services.

. These restrictions may result in operational challenges or, in
the case of advertising, restrictions impacting revenuc.

Time horizon
Medium

Other climat::o_'_n;;glato_(‘:ll_risks

Direction in a low
carbon scenario

@

Directionin a high
carbon scenario

o)

How we are responding

We have an experienced Policy and Regulatory
Affairs team that are responsible for
undertaking angning hnrizon scanning to
monitor potential policy, legal and regulatory
developrnents.

With respect to advertising restrictions, we have
a systematic approach to analysing the impact
of potential changes and implementing
processes to replace any lost revenue.
Organisations are also increasingly investing in
the development of substitute products as
alternatives to high carbon products, which will
materially limit this risk,

Link to existing principal risk
- Policy and regulatory changes
. Advertising market changes

Sug page 7O the Risks and

Unraety mhes saevias

We also identified two further risks with a low potential for financial impact. We have existing processes in place to manage these risks and
therofore thoy will not be cubject te quantitative analysis at this stage.

Health and safety

Changing attitudes
i ,

We recognise that the environmental impacts of climate change have
the potential to impact worker productivity and/or the physical and
mental health and wellbeing of our staff, cast, crew and contributors in
the future. Protecting our people will always remain our top priority and
wce have existing controls and processces in place which we can leverage
to mitigate this risk to the lowest possible level.

Link to principal risks
- Duty of care and health and safety risk

Social and government attitudes to climate change are evolving and
are increasingly seen as a key human issue. We understand that failure
to (i) address the environmental impact of our prograrmming, (i) publish
targcts and (iii) comply with any applicable regulation, may result in
damage to the ITV brand and reputativin. Huwever, our commitment to
the environment, as demonstrated by our enviraniiiental targets, risk
identification process and the robust governance we have put around
these will help us manage this risk. Furthermore, we will also take
advantage of the opportunities to use our content to influence the
public’s conversation around climate change and enhance our brand,
as set out on the following page.

Link to principal risks
» Commissioning risk, changing viewer habits
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Ctimate-related oppéi’tunltles'“‘l -

— D

We are conscious not just of the risk surrounding climate change but also the opportunities. We are and will continue to take advantage of these
opportunities to make a difference to wider society and promote our business.

| Advertising 5
|

r;A_ore and more of our advertising clients are
seeking the trusted advertising environment
of ITV to showcase their environmental
credentials and encourage sustainable i
consumption. In response to this demand, }
we've created [TV Home Planet’, acommercial
initiative that provides a platform for ‘
advertisers to communicate their message,
grow their business and help to increase
environmentally conscious purchasing
amongst consumers.

T

I
!
{
i

I

Metrics and targets
Current targets:

« In August 2020, ITV announced the

commitment to be a Net Zero business by
2030, having set a Scope 1and 2 science-
based emissions target aligned to the
Paris Agreement’s 1.5°C warming limit,
and a Scope 3 target aligned to well
below 2°C, using 2019 as the baseline. This
equates to 46.2% reduction for Scope 1
and 2, and 28% reduction for Scope 3

Net Zero will be achieved by reducing
emissions in line with our science-based
targets, setting an internal carbon price
on business travel that will be invested
into nature-based sequestration

" solutions, and investing the impact of our
programmes into nature-based solutions
via albert's Creative Offsets.ITV has also
committed to powering the business with

100% renewable energy by 2025. The
Group achieved its carbon neutral target
in 2019 by offsetting 2018's Scope 1,2 and
business travel emissions by investing in
certified carbon offset projects
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{Brand and programming
i ]
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We are in a position to use our brand and
programming to raise the profite of climate
change and promote or normalise positive
sustainable behaviours amongst our viewers
and wider society. As audiences are
increasingly looking for ways to reduce their
own carbon footprint, we can educate and
inspire them through engaging programming. |
For example, vegan recipes are regularly 1
featured in cooking shows, sustainable
behaviours are shown within our continuing ’
dramas such as Emmerdale, and our Tonight
programmes cover topics such as electric
vehicles and food waste. See our Social

|
|
|
|

Purpose section for further information.

L
|
§

We also have the opportunity to increase the |
use of sustainable technology, which will ;
support us in mitigating some of the risks i
highlighted earlier and reduce our |
environmental impact. We are in the process
of investigating potential options across our
workspace and operations.

Business area emissions reduction
roadmaps and action plans have been
developed, and progress against these
actions is being assessed within the
Climate Change Delivery Group

ITV has also committed to becoming a
zero-waste business; running a 100%
sustainable supply chain; and embedding
sustainable decision-making into every
part of the business by 2030. The
roadmaps for these targets will be
developed and published in 2021

ITV is also the first broadcaster to
commit to obtaining albert certification
for 100% of programmes produced and
commissioned in the UK by the end of
2021. The albert certification is the
industry authority on sustainable TV
and film production. Teams are able to
use the albert calculator to assess the
environmental impact of their production
and in completing a Carbon Action Plan,
achieve an albert rating

« Aninternal audit of ITV's environmental

reporting approach conducted by
ITV'sinternal auditor (Deloitte) in 2020
recommended the implementation of
a global environmental data platform
in order to ensure robust, accurate and
timely reporting on our global emissions.
ITV has adopted the recommendation
and s currently implementing a global
environmental data platform, having
consulted with the internal auditor on
the structure, reporting approach

and workflow of the platform. The
platform will be used for ITV's 2021
data and reporting

For further detail on ITV's 2020 energy
consumption and GHG emissions disclosure,
please refer to page 47.
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Our commitment to Section 172(1)

The Directors consider that they have acted,
in good faith, in a way that is most likely to
promote the success of the Company for
the benefit of its members as a whole,
having regard (among other matters) to the

long-term impact of key actions throughout
its decision-making process. The Board also
undertakes a formal assessment on an
annual basis of whether the key
stakeholdersidentified remain appropriate.

some of the key strateqic issucs considered
and decisions made by the Board during the
year and an explanation of how the Board
has had regard to the matters in section
172(1) (a-f) in reaching decisions are set out
in the tahle below,

See pages 97 to 102 toread moare on
Stakeholder Engagement

See pages 42 to 49 to read more on Social
Purpose

matters set out in section 172(1)(a-f) of the
Companies Act 2006. As the Chairman
makes clear in his introduction, the Board
regularly considers stakehotder groups and
their most significant issues, views and
interests as well as the financial and

During 2020, the challenges arising from
COVID-19 required the Board to act swiftly
and approve measures to increase the
resilience of the business and protect the
interests of all stakeholders. Examples of

@] See pages 50 to 52 to read more on Our People

See pages 102 to 105 to read more on
Workforce Engagement

See pages 6 and 7 to read the Chairman’s
Statement

cRa
S

Interests of colleagues }| Fostering business

relationships

Long-termimpact

Acting fairly between
members

Impact on community
and environment

Maintaining reputation
for high standards of
business conduct

Maintaining the recilicnce of the business in the
context of the significant financial and economic -
uncertainty caused by COVID 19 and BREXIT

LOE@©E

Directors consideration of key factors set out in section 172(1)

Outcomes on Board decision-making and other key strategic decisions

Long-term impact:

. Inresponse to the uncertainty and pressures on revenue streams caused
by COVID-19, the Board focused on preserving cash, which was paramount

. to safeguarding financial stability and longer-term sustainabitity

+ The Board has reqgularly considered the range of forecasts available toit,
particularly in light of the uncertainties caused by COVID-19 and Brexit

. on the advertising market. Whilst the dircct impacts of Brexit arc not

significant in the short-term, traditional TV spenders are contributing

less towards advertising in the face of economic headwinds

The Board was mindful that the continued growth of the Studios business

in 2021 would depend on how quickly COVID-19 restrictions are eased

and therefore ensured that the budget and five year plan took this

into account

+ Replacement of the leverage and interest cover covenants in the
Revolving Credit Facility with a cap on covenant net debt at £1.8 bitlion
and a minimum covenant liquidity requirement of £250 million until
30 Decernber 2021

+ Reductions to Executive Director and Management Board salaries and

avoluntary 20% reductionin fees for Board members from April 2020

to October 2020 .

Ongoing monitoring by the Board of:

- business performance against a wide range of scenarios as well as
analysis to inform planning and decision-making to ensure costs and
cash are managed appropriately

- the risks associated with COVID-19 and changes in regulation and impact
of Brexit on the business

Shareholders: The Board was mindful of sharcholders' concerns regarding
the impact of COVID-19 on ITV's financial and operating performance and
resilience as well as its ongoing ability to pay dividends.

Withdrawal of the 2019 final dividend and previously announced intention
to pay an 8.0p full year dividend for 2020 -

Increased Chief Executive and Group CFO meetings with shareholders
during the initial phase of the crisis

Colleagues: The Board recognised that the economic uncertainty caused
by COVID-19 could result in our colleagues worrying about their personal
financial situation and was regularly updated on communications, which
included the Chief Executive’s vadcast and through the Workforce
Engagement Director, to ensure collcagues were kept informed about
cost-reduction measures that would impact them.

+ Implementation of other cost-reduction measures, including: recruitment
and pay freezes across the business; the cancellation of the 2020 bonus” -
for all colleagues; furloughing colleagues as appropriate; reducing
non-essential travel and other expenses "

Partners and customers: The Board considered an inability to complete
productions in light of global restrictions, the impact this would have

on revenue and our free-to-air customers and the impact on delivering
content to customers. The Board also considered business continuity
risks with critical suppliers and the evolving competitor landscape due

to COVID-19.

+ Ongoing monitoring of advertising trends and the impact of those trends
in the medium to long-term, and the impact of COVID-19 restrictions on
Studios productions and production restarts globally

» Increased supplier due diligence and acceleration of initiatives in relation
to enhancing partnerships
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Looking after the health and safety of colleagues,
programme participants and the wider community
in the context of COVID-19

9 @ * 4

Directors consideration of key factors set out in section 172(1)

Colleagues: The Board recugiised that the pandernic could have a
negative impact on our colleagues’ physical and mental wellbeing,
reinforcing that people and communications continue to be our top
priority. Reqular updates on colleagues are provided to the Board in

the Chief Executive report. In addition, ITV took a leading role in the
development of COVID-19 TV production grotocols with UK qovernment
to minimise health and safety risks for colleagues - a role that has been
specifitalty recuynised by the government in Parliament.

Customers and programme participants: In order to protect the health
and safety of our talent and crew, [TV productions were paused at the start
of the pandermilc, whitst recognising Uie inpact and custs for the business
of having to take such actions in the long-term.

Legislators and Regulators: The UK government and industry players
were consulted when agreeing measures to protect our employees and
programme par ticipants from the risk of infection. Public health (mental
and physical) has been a particularly important topic over the past year.
Public Health England asked ITV to help communicate critical health
messages to key demographics.

C ity, envir t, viewers and subscribers: The pandcmic
presented new opportunities for ITV to further its Social Purpose priorities
(Better Health, Diversity and Inclusion, Environment, and Giving Back), raise
awareness of key issues aind shape culture for good. The Board considered
ITV's responsibility as a public service broadcaster to ensure that it informs,
enterlails and provides cormpanionship to viewer's, in particular to help
build resilience to cope with lockdown.

Restructuring of the Broadcast business to
establish a new Media and Entertainment division
with two new business units

Outcomes on Board decision-making and other key strategic decisions

+ Use and development of cxisting programmes to support the mental

wellbeing of our colleagues (refer to page 52), especially in the context of
working from home

- Continued investment in technology and systems to enable colleagues to

optimise digital working. For more detail on measures put in place for
colleagues, refer to page 52

Development of a phased approach to re-entering the office safely (to be
implemented as appropriate in line with government guidelines)

+ Implementation of new processes and protocols to minimise health and

safety risks for colleagues and programme participants working on
content production to allow them to worlc safely during the pandemic.
This included working with partners to drive the government's
introduction of the COVID indeminity scheme (Fitm & TV Production
Restart Scheme)

Integration of public health messaging into our broadcasting. In addition
to editorial content, we created campaigns with messages on mental
heatth (c.g. how to combat toncliness), the importance of staying at home,
handwashing, healthy eating (Eat Them To Defeat Them) for children and
exercise (with the Daily Mile)

+ Running our award-winning mental health campaign, Britain Get Talking,

and Board discussion on the widening of Britain Get Talking beyond
mental health to neighbourliness

- Other examples of how we have raised awareness and delivered against

our Social Purpose priorities during the pandemic are set out on page 44

- Running public health messaging campaigns (as described above)

sl
L
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Directors consideration of key factors set out in section 172(1)

Long-term impact: The Board believes the resti ucturing will ensure that
ITV's business model better reflects and serves changing viewing habitsin
the longer-terrm and will enable the Company to reduce the ongoing cost
base, improve efficiency and accelerate delivery of ITV’s strategic priorities.

Colleagues: The Board cunsidered how best to preserve the culturc of the
Broadcast business, ensure transparency through communications with
colleagues and minimise disruption to the business. The Board also
discussed the necessary reallocation of resources between the On Demand
and Broadcast business units within the Media aind Cntertainment division.

Vieweis and subscribers: The Board belicves that the restructuring will
facilitate the growth of ITV's online offering to provide new content that
appeals and improves accessibility to audiences who already do most or all
of their viewing on demand.

Partners and customers: The Board was mindful of how the restructuring
would impact how we work with our partners. Growing our digital viewing
wilt provide more opportunities for advertisers to reach new audiences.
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Outcomes on Board decision-making and other key strategic decisions

« Review of analysis/modeclling to understand the financialimpact of

the restructuring (following which the Board concluded that its
implementation would be in the long term interests of the Company)

- Open and transparcnt communications with colleagues in relation to

the restructuring, including through regular vodcasts with the Chief
Executive where colleagues were able to ask questions anonymously.
When necessary, we also undertook individual and collective
consultations. Individuals at rislc were supported by our ITV Ambassadors
(our employee representatives)

Feedback from viewers, subscribers and customers indicated that
this would strengthen ITV's digital offering and attract a broader
demographic who would spend more time with ITV content. The
impact of the restructuring on revenue will continue to be monitored

Discussions with advertisers to ensure they understand what the
restructuring will mean for the business
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The descrihtion of Our
* Business Model can be found
on pages 22 and 23.

Non-Financial
Information Statement (NFIS) | -

The table below, and the information it refers to, . R
sets out our position on non-financial reporting
requirements in accordance with sections

414CA and 414CB of the Companies Act 2006. . -

.

Environment
- ——— e e = - =
Outcomes of policies and
impacts of activities including Related principal risks
Policies Due diligence in pursuance of policies related KPis (pages 76 to 85)

« Qur Enwvironmental Management Policy
sets out our commitment to Net Zero
Carbon, zero waste and a sustainable
supply chain by 2030

- We are also a signatory to the Task
Force on Climate-related Financial
Disclosures (TCFD), which provides a
framework for assessing our exposure
to climate-related risks and processes
to mitigate against these risks

« Our Supplier Code of Conduct sets out
our expectation of our suppliers to align
to our 2030 environmental targets

+ We evaluate and monitor climate change

risks and progress against our
environmental targets through our
governance structure, which includes the
Climate Change Delivery Group, and is
referenced in further detail in our TCFD
report (see pages 62 to 66)

Progress against our environmental
targets are reported to the Studios,
Media and Entertainment, and
Management Boards four times a year,
and annually to the Board. The Audit and
Risk Commiittee also has oversight of
environmental matters, receiving
frequent updates (page 121)

All colleagues are required to complete
mandatory training on climate action

+ Reducing ourimpact on the
environment is one of the
four priorities of ITV's Social
Purpose strategy (see pages
46 and 47)

« Refer to page 47 for our
greenhouse gas emissions
data

- We are members of the
albert directorate and
consortium, and committed
to reducing theimpact of
production by ensuring all
the programmes we
produce and commission are
albert certified

- Climate change is not
currently recognised as
a principal risk, but is
categorised as an
emerging risk and kept
under regular review
through our risk
management framework.
In 2020 we performed an
assessment of this area,
in order to identify specific
climate risks for TV and
the result of this
assessment is detailed in
our TCFD report on
page 62

Social impact
| = 4
Outcomes of policies and
impacts of activities including Related principal risks
Policies Due diligence in pursuance of policies related KPIs {pages 76 to 85)

- Social Purpose is a core part of ITV's
overall strategy. We use ITV's scale and
creativity to shape culture for good.
We have set and published ambitious
targets which align to the United
Nations Sustainable Development
Goals (UN SDGs)

We evaluate and monitor all our Social
Purpose campaigns and progress against
our goals

- AMental Health Advisory Group, chaired

by Ruth Davidson (former leader of the
Scottish Conservative Party), comprises
external expert advisers and provides
guidance on best practice for people,
productions and campaigns

ITVis a member of the Responsible
Media Forum

+ Progress against our targets and the

impact of our campaigns are reported to
the Management Board four times ayear,
and annually to the Board

Our Social Purpose strategy
has four priorities relating to
Better Health, Diversity and
Inclusion, the Environment
and Giving Back (see pages
4210 49)

« The Social Purpose strategy
is aligned to the UN SDGs.
ITV has identified SDGs 3, 5,
7,10,12,13 where it can have
the mostimpact

« Socialimpact matters are
not considered to be a
principalrisk as we are
committed to our Social
Purpose and have taken
steps to deliver this
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Colleagues
|
Outcomes of policies and
impacts of activities including Related principal risks
Policies Oue diligence in pursuance of policies related KPIs (pages 76 to 85)
e e = - - U - m - —— o m e g — e s moaa D S

« Our Code of Conduct promotes the

highest standards of ethical business,

underpinning our values and corporate

culture. Adherence to the Code of

Conduct is a key requirement of our

overall compliance framework

Our Diversity and inclusion strategy

is aligned with and supports our

business strategy

+ Ouremployment and recrultment
policies are based on equal
opportunities and non-discrimination,
and set out our commitment to an
openand inclusive culture o

- Vs Duty of Care L.harter sers out our

phystcal and mental health and safety

_of employees and others we work with
- ITV.hasa ‘Speaklng Up’ framework "
. (revnsed in 2020) for employees and
freelancers to raise concerns and
"grievances in confidence (and if they
wish anonymously);as well as a
freelancer complaints procedure

We also have policies on bullying,
harassment and dignity at work,

" and grievances .

PSR URP—— v - —

Policies

commitment to the care we take for the |

H

]

I §

- All colleagues are required to complete
annual mandatory training aligned with
the Code of Conduct. Board members
also completed the mandatory training
for colleagues in 2020

« The Code of Conduct is reviewed and
updated regularly - .

« Our Inctusion and Diversity Council,

chaired by the Chief Executive, drives the
organisation's diversity and inclusion .
agenda (see page 49)

« Prugress against our diversity tar gets are -
reported to the Studlos and Media and
Entertalnment Boards blannually, the
Mar mgemenl Buard four times a year,
the Nomlnatlons Committee regularly,

* and annually to the Board

-The Audit and Risk Committee reviews

“" the Group’s health and safety procedures
atleast annually, and receives regular
reports onduty of care from the Duty of

" Care Opei ating Board, providing feedback

to the Board
« Our Speaking Up arrangements and the
wider * Speaking Up’ framework, including
incident statistics, are monitored and
revuewed annually by the Audit and Risk
Committee, which provides feedback
to the Board

3
{

|
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« In 2020, a ‘pulse’ survey was
carried out to understand
colleague confidence in our
response to the COVID-19
pandemic and obtain
learnings for future ways
of working, the results of
which have informed Board
discussions (see pages 104
and 106)

- Diversity and Inctusion is one

of the four prioritics of ITV's -

Sacial Purpose strategy (see
pages 48 and 49)
. During 2020 wc appointed’
a Group Diversity and
-Inclusion Director to the
' Management Board
- In 2020 we launched the
Diversity Acceleration Plan,
which s aligned with and
supports our business
strategy (see page 48)

- Non-compliance with laws
andregulation is
recognised as a principal
risk (for which we have
zero tolerance) and we
regularly assess potential
risks associated with
employee conduct and
ethics as part of our
compliance processes

. Failure to detiver our
Diversity Acceleration Plan
is a risk which remains -

~ under review, monitored

by the Nominations -

Committee

Failure to create the nght

orgaiisational culture,

which allows colleagues
to speak up and deliver
the strategy (Risk 11) and
failure to extend an”
adequate duty of care
oramajor healthand.

safety incident (Risk 12)

are recognised as

principal risks

i
l
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Anti- corruptlon and anti- bnbery A ‘

Due diligence in pursuance of policies

Outcomes of policies and
impacts of activities including
related KPis

Related principal risks
{pages 76 to 85)

+ Our Code of Conduct nromotes the
highest standards of ethical business
and reinforces the importance of

and malntamlng high ethical standards
+ Our Anti-Bribery Policy sets out our
responab:lmes and provndes
information and guidance onwhat
bribery is and how to deal with bribery
and corruptionissues. Those working
or or with us must observe and uphold
the Policy
Our Sanctions Policy ensures that the
business complies with all relevant
international and financial sanctions
in force at the time by the UN,EUor
UK government .
- Our Supplier Code of Conduct sets out

our expectation of our suppliers to

comply with all ann bribery laws

70

awareness of compllance requirements
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+ Allcolleagues are required ‘to complete
annual mandatory training aligned with
the Codeé of Conduct, and systems are in
place to enable employees to identify
,and raise |ssues lncludlng suspected
) wrongdomg fraud or malpractlce in
the workplace
Bespoke tralnlng onthe Antl Brlbery
Policy is provvded to employees working
inroles or territories at higher risk of
bnbery and corruption issues
. Compllance with the Anti-Bribery Policy
is kept under review and reported to the
Management Board and Audit and Risk
Committee biannually

- Bribery and corruption risks are reviewed
annually by the Audit and Risk
Committee, as is wider policy compliance
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+ We take a zero-tolerance
approach to bribery and
corruption and are
committed to acting
professionally, fairly and
withintegrityin allour
business dealings and
relationships wherever we
operate, as well as
implementing and enforcing
effective systems to
counter bribery and
corruption

!
|
)

« Legal and regulatory
non-compliance (including
the Bribery Act 2010) is
recognised as a principal
risk (Risk 13) We have -

a complnance programme

"inplace to rnltlgate the
risk of bribery, which is
articulated in our
Anti-Bribery Policy

]
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Humanrights

- .

Policies

Due diligence in pursuance of policies

Outcomes of policies and
impacts of activities including
related KPis

Related principal risks
{pages 76 to B5)

« [TV is fully committed to ensuring that
we do not participate in the violation of
human rights and we expect the same
of our suppliers. We are a founding
member of the TV Industry and Human
Rights Forum set up to identify and
proactively address labour rights issues
in the television industry and raise
awareness beyondit

ITV's Modern Slavery Statement sets
out the steps taken by ITV toidentify,
address and prevent modern slavery
and human trafficking in our business
and supply chain

Our Supplier Code of Conduct sets out
our expectation of our suppliers to
protect human rights of workers and
communities impacted by operations
and supply chains

« Ultimate oversight belongs to the Board
« ITV's Modern Slavery Steering Group

is responsible for overseeing modern
slavery risk management for ITV in
amanner that places concerns for
potential victims at the centre. [t agrees
strategies for addressing key risks
identified and raises awareness among
ITV’s decision-makers of labour rights
considerations and seeks their support
for appropriate initiatives

Our Modern Slavery Statement is
reviewed by the Board on an annual basis

i » Noincidences of human

rights abuse or modern
slavery have been identified
During 2020, we
strengthened risk
management processes,
and new reporting
processes are being
established to ensure better
data from the due diligence
processes we perform for
new suppliers and the
targeted assessments being
undertaken for our current
suppliers that pose the
highest (material) risk of
modern slavery across our
supply chain. This will

help us measure the
effectiveness of our supply
chain risk mitigation

- Legal and regulatory

non-compliance (including
labour rights issues) is
recognised as a principal
risk (Risk 13). We have a
compliance and risk
management framework
in place toidentify
potential risks and
mitigate these
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Risks and Uncertainties

ITV operates in a rapidly changing
business environment. Viewer
behaviours, competitors and the

broader industry are evolving at

a significantly faster pace than before,
creating an increasingly complex

risk landscape.

Enhancing risk management

Throughout 2020, we have introduced enhancements to better
support our teams to cffectively understand and respond to
risks. We will continue to build on this work in 2021.

Key enhancements Building on these
in 2020 priorities in 2021
— I —— ] [ —3

- Increasing the frequency of
risk discussions at all levels of
the business

« Performing deep dives with
management, the Audit and

» Continuing to embed and build
risk management capability and
culture within the business

« Increasing the number of risk
deep dives with the Board

The COVID-19 pandemic has created
unprecedented challenges for ITV, impacting
many of the principal risks facing our business and
further highlighting to us the importance of
having an effective understanding of and ability
to respond quickly to changing and

emerging risks.

We understand that taking certain risks is
unavoidable and necessary to enable us to pursue
our strategic goals. However, we must also
adequately manage and respond to risks which
represent a threat to our reputation, finances, the
safety of our staff, contributors and the
environment. Our continued success is dependent
on striking the right balance between risk-taking
and risk-mitigation. ITV's risk management
framework is designed to support strategic and
operational decision-making by providing us with
the tools to identify, manage and continually
review our risks.

+ Enhancingrisk reporting to
better support decision-
making, by incorporating
increased metrics and
scenario modeilling

+ Improving quantitative and

qualitative risk appetite

metrics, which allow us to
monitor compliance and focus
on areas outside of tolerance

Continuing to learn from our

response to COVID-19 and build

learnings into existing crisis
management and business
continuity activities

Building on the work in 2020 by

performing climate scenario

analysis, to better quantify
climate risks

Further developing the

third-party risk management

framework and rolling this out
to the business

Risk Committee and the
Board, to further scrutinise
the approach we take to our
principal risks (detail of the
deep dives completed in 2020
are outlined within each
principal risk identified on
the following pages
Further developing the risk
appetite framework for the
business and articulating our
risk appetite in respect of
key risks
« Supporting the business with
the management of risks and
evolving threats created as
aresult of COVID-19
» Undertaking a series of
workshops to identify
climate-related risks and
improve our related disclosures
and mitigations/response
Improving the robustness of our
processes to monitor third
party and supplier risks

.
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The key objective of our risk . Bepem
management frameworkis to e N N / 4
support the achievement of /- ~. S N Board and Risk
. / / \ Executive management
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framework seeks to drive e A e process
. .. 7/
clarity and proactivity and \\ // Risks /
enable us to respond to ~. .- )
threats, by defining the L ISR = Risk cul Threel ]
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management atiTV.
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Risk governance structure

Board

. Sets strategic objectives

. Reviews and evaluates
principal risks and
uncertainties

« Sets our strategy onrisk and
establishes tolerance levels
andrisk appetite

- Ensures the effective
operation of the risk
management framework and
internal control systems

®O®

Management Board

Has responsibility for:

» The development and
operation of the risk
management framework and
systems of internal control,
including:

- Reviewing and monitoring the
effectiveness of internal
controls and putting in place
remedial plans where

required. Serious control

weaknesses (if any) are

reported to the Board and

actionis taken as appropriate

« Routinely reviewing and

challenging risks and
migrations, including relevant
reports or other performance
indicators

« Continuously reviewing risk
exposure and ensuring that
decisions taken are in line
with the organisation’s risk
appetite and within the
defined tolerance levels
Reviewing emerging risks

"Divisional Boards and Central Functions
“Have responsibility for ensuring
"appropriate risk management
within their business area,
including:
« Routinely reviewing and
challenging risks and

mitigations, including relevant
reports or other performance
indicators

« Reviewing local policies and
monitoring the local

implementation of key group
policies and procedures

« Reviewing emerging risks
identified through the risk
management framework

Q0

O®

Audit and Risk Committee
Has responsibility for:
« Overseeing and advising the
Board onrisk exposures
and future mitigation strategy
. Reviewing the effectiveness
of the risk management
framework and internal
control systems
Conducting in-depth reviews
of high-risk business areas
orprocesses
- Setting the internal audit plan
to gain assurance of the
effectiveness of key risk
controls and mitigations
Reviewing implementation
of internal audit actions
. Overseeing and monitoring the
business's compliance with the
risk appetite set by the Board

Details of risk reviews undertaken
during the year are set outin the
Audit and Risk Committee Report
within the Governance section of
the report.

supporting management
inits adoption and embedding
« Coordinating all risk
identification, reporting and
governance forum activity

. Group Risk

. Has responsibility for:

“F*Maintaining the risk
management framework,
systems and processes and

Developing risk capability and
culture in the business

. Supporting and advising the
business on the devetopment
of risk management solutions

I Key
Direction and Management
Reporting and Escalation

Advice and Oversight

Three lines of defence

The three lines of
defence modelis
a core enabler within

Business Operations and
Divisions: Divisions and

Central Functions identify, assess Risk

ourrisk management | and manage risk on anongoing
framework and basis, including maintenance and
provides ongoing operation of the internal control
assurance over the framework to mitigate key risks.

effectiveness of our
risk management
activities.

These risks are reported and
escalated through the risk
governance structure

.

Group Risk and Central
Functions: Where relevant,
Group Risk and Central Functions
support the business in their risk
management activities. They are
responsible for setting policies
related to their remit, monitoring
application of policies within the
business and advising the business
on risk mitigations.

Risk

Internal Audit: Internal Audit
provides indepehdent assurance
over the effectiveness of the
Group's internal control systems
and risk management processes.
The internal audit plan s driven
from ITV's risk management
framework and is aligned to
auditabte elements of the
Group’s principal risks.

@ Reporting

@ Reporting

@ Reporting

The Board: Qversight over principal risks

Audit and Risk Committee: Oversight o

ver risk management framework

Senior management: Oversight over all business risks

. - B '
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Strategic Report Risks and Uncertainties continued

Risk appetite

In 2020, we undertook an exercise to
improve the articulation of our risk
appetite across key areas of the business
in order to better support management'’s
ability to identify and respond to risks as
they arise and strike the right balance

between taking too much or too little risk.

This involved a workshop with the
Management Board, facilitated by Group
Risk, to define our risk appetite for each

Principal risks

A member of the Management Board
is responsible for monitoring and
ensuring mitigation of each of the
principal risks on an ongoing basis. The
principal risks are reviewed on an
ongoing basis by senior management,
subject to periodic deep dives at the
Board, Audit and Risk Committee,
Management Board and Divisional
Boards, and are formally reviewed and
approved by the Board twice a year.
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principal risk and across other key areas.
This inctuded, but was not limited to,
liquidity, acquisitions, data privacy,
business continuity and resilience, and
people and culture. The output from this
workshop was a set of risk appetite
statements for Studios, Media and
Entertairunent, and Group. Our risk
appetite reflects ITV's willingness to be
innovative and open to new ideas as we

pursue our strategy, whilst maintaining
our low tolerance in operational areas
such as compliance, duty of care, cyber
and data protection.

The risk appetite statements have been
approved by the Board and in 2021 we will
build on this work by developing metrics to
support the Management Board's role in
monitoring compliance against risk appetite.

Despite the unprecedented
@ challenges presented by the
, COVID-19 pandemic, we have
continued to broadcast, serve
our advertising clients and agencies, and
have restarted production on the majority
of our programmes internationally.

However, COVID-19 remains a risk for ITV
and we continue to respond to the
emerging health and safety threats the
pandemic presents. During 2020, we made
changes to our office and production-
based health and safety protocols, which
has allowed us to continue operating and
safeguard our people, cast, crew and
programme participants.

Other changes in our principal risks

We have also observed changes in viewer
behaviours during the pandemic, which
may exacerbate many of our existing
strategic risks and result in those risks
materialising sooner than anticipated.

We have accelerated the pace of our
strategic delivery to address these shifting
dynamics in the market and to respond to
the increasing risk.

We have included a new COVID-19 principal
risk betow, which provides an overview of
the broader uncertainties related to the
pandemic for ITV and have provided
additional context within existing principal
risks, where appropriate, to reflect the
impacts of COVID-19. Further detail of our
response to COVID-19 can be found on
page 4.

« We have removed the principal risk relating to legal disputes, as we no longer consider
this risk as having the same level of potential long-term impact as other principal risks.
We recognise that some litigation is ongoing and there remains uncertainty as to the
estimations and potential final financial quantum of that litigation. As a result, we have
continued to include this risk as a sensitivity factor within the assessment of going
concern and long-term viability, in order to further stress test our cash and liquidity
assuimptions. Whilst there are certain discussions ongoing that may lead to litigation, we
continue to improve our processes to mitigate the risk of a dispute arising and track this
through our internal risk management processes

« The principal risk relating to the macroeconomic environment has been removed as a
standalone risk and incorporated into existing principal risks

+ The principalrisk in relation to structure and ways of working has been removed, as it
continues to be substantially mitigated through ongoing work to restructure the

business and improve ways of working

« The principal risk in relation to BritBox growth has been expanded to encompass all of
our digital and On demand products, which are all fundamental to our Media and

Entertainment strategy

- We have included a new principal risk relating to regulatory change, which is driven
primarily by the uncertainty around the government’s PSB review, advertising sector

restrictions and Brexit
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eT

Emerging risks

We define emerging risks as
uncertainties which originate from
known or previously unconsidered
sources, and which are not clearly
understood, visible or possible to fully
assess. These risks could impactITV
over a longer period and have the
potential to significantly impact our
business model and/or operations.

As part of the enhancements made to
the risk management framework in
2020, we have improved our processes
to identify, assess and report emerging
risks. ITV's Group Risk team supports
management in the identification of
emerging risks by undertaking horizon
scanning, maintaining ongoing
dialogue with the business and keeping
up-to-date with wider market
movements. Emergingrisks are
tracked and escalated through the risk
management framework and are
formally reviewed by the Board twice

[, ayear.

Climate change

/’7‘\\ Throughout 2020, we undertook
it é) i a series of workshops to identify
/' climate change risks and
opportunities for ITV. We
identified some potential risk areas which
are detailedin our TCFD report. There are
some risks associated with transitioning
to alow carbon economy, for example,
the risk of governments introducing
carbon taxation measures and or quotas
on certain activities carried out in the
jurisdictions in which our business
operates, However, government actions
to respond to climate change are
evolving, and the extent of potential
risks remain unclear.

N

We have beenimpacted by the physical
effects of climate change on a small
number of our productions, including the
wildfires in California and Australia;
however, to date, we have been able to
deploy localised responses to mitigate
against production delay or financial loss.
Viewer and consumer sentiment with
respect to climate changeis also
fragmented and continues to change.

Our initial assessment of the risks suggests
we are not materially exposed to climate
change or that this represents a threat to
our long-term viability, liquidity or ability

AR

to operate. However, there remains some
uncertainty as to the potential
significance, impact or timing of these
risks. These factors all limit our ability to
fully assess our risk profile and as a result
we continue to categorise climate change
as anemerging risk for ITV.

We also recognise that there are also
opportunities for ITV to use its content and
platform to educate our viewers about
climate change and promote sustainable
behaviours. Please refer to our Social
Purpose section further information on
the work we are doingin this regard.

In 2021, we will complete detailed climate
scenario modelling to develop a more
accurate picture of our climate change risk
profile and the potential impact risks may
have on our strategy, operations and
finances. We will also continue to monitor
the risks identified to date through the
existing risk management framework and
develop mitigations to respond. Further
detail on the risks and opportunities we
identified as part of our exercise and risk
management in this area is provided in the
TCFD section of the report. Where relevant
we have also included additional climate
risk commentary in our principal risks on
the following page.
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" strategic Report Risks and Uncertainties continued

Detailed Principal Risks

Link to Strategy Risk direction of travel Principal and emerging risks

(after current mitigations)

. Grow 0 Risk is increasin:
UK and global production 9

Transform @ Risk remains static

rsa et

‘i‘ ’”‘ti!? o Riskis reducing

Strategic, External risks

@ We have indicated below if there is a change in the risk

profile associated with a particular risk that is attributable
to COVID-19.

We have alsoindicated where there are specific
environmental or climate related factors, which may

impact our risks.

External environmental risks, including macroeconomic, socio-political or market changes,
that may impact ITV's strategic vision or ability to deliver the strategic initiatives

1. COVID-19 pandemic

Link to strategy ‘ . @

Description Context

- COVID-19 has had, and may continue to have a strategic,

@ operational and financial impact on all areas of our
business.

+ We are observing further (and potentially more serious)
The COVID-19 waves of the virus in many of the territories in which we
pandemic may operate, which may resultin a short-termincrease of all
have longer-term aspects of this risk, including:
implicationsonthe . A pralanged negative impact on the global economy,
macroeconomic which may impact sales activity
environment or - Operational challenges associated with filming during
impact our people, COVID-19, resulting in further production delays
operations or » Increased health and safety risks, resulting in the need
ability to deliver for additional steps to keep our staff, crew, cast and
our strategy. participants safe, and increased costs of operating

» The potential for high employee absence, resulting in
challenges in operational and strategic delivery

+ Increased costs of operating, reduced revenue and
delayed payments from customers, which may have an
adverse impact on our cash position

Changes in direction of travel

The COVID-19 pandemic has affected all areas of our
business, and accordingly, we have moved this risk from
an emerging risk to a principal risk. The development of a
planned roll out of a vaccine in the UK will lead to an
overalt reduction of the tevel of this risk. However, when
balanced against the current and potential future waves
of the pandemic, different timelines for the roll out of a
vaccine in our international markets and the potential
restrictions to activities imposed by governments, the
level of this risk is increasing at present.
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Risk
Mitigating activities direction
We have developed a COVID-19 response governance 2020
structure, with responsibility for managing the risks
associated with the pandemic. This is supported by a @
Project Management Office function, which regularty
reports into the Management Board and the Board. 2019
We manage the risks associated with COVID-19 across @

five fronts:

- Situational Analysis: Regular conversations with
government and external advisors on the medical,
political and economic impact of COVID-19

Cash and Costs: Modelling our financial position across
arange of sccnarios (informed by situational analysis),
developing cost mitigations (with defined trigger
points), and cash monitoring and management
Revenue: Developing and implementing plans to
continue identifying opportunities and mitigate
against negative sales impacts

Technology and Operations: Invoking existing business
continuity plans to ensure critical operations can
continue through the crisis

People and Communications: Putting in ptace
processes and responses that protect the health and
wellbeing of our people, cast, crew, participants and
support the wider community

.

We have also made improvements to our crisis
management and business continuity approach across the
Group. We have identified further activities to protect our
critical services and have implemented those activities
into business as usual. This has included implementing
additional security measures on our enterprise systems;
improving efficiency and resilience in production through
technology and remote editing; and increasing the
adoption of tools to facilitate remote working.

Board oversight

+ Monthly reports to the Board on the emerging
COVID-19 situation and impact to ITV (weekly at the
height of the crisis)

« Risk deep dive at the Audit and Risk Committee,
focused on health, safety and wellbeing during
COVID-19 (April 2020)
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[_2 Changing viewing hablts

o mm— - - — = m———— = e 1

Link to strategy . ‘O
Risk

Description Context Mitigating activities direction

e o+ e o gy - i i | i T PSR
A failure to ji + Contentisnow available across many different dewces ;1 Our strategy is focused on allowing our audiences to }{ 2020 )
anticipate or it and platforms, which isimpacting how viewers consume | access our content wherever, whenever and however they }
respond to fast if video 1; choose towatch. In 2020, we developed an On Demand j 0 i
changing viewer « Viewers are watching less linear television and are ! business unit to accelerate the growth of our digital !
habits and ] increasingly accessing content through video on demand 3 viewing propositions, both in advertising video on demand ' 2079
behaviours may 'l! (VOD) services | (AVOD) and subscription video on demand (SVOD). !
impact total ' . Younger viewers are also engaging with alternative \ ;

media, moving away from long-form video

- Afaster than anticipated shift towards digital viewing
and alternative content would impact the reach of ITV
viewing and in turn the advertising revenue we are able
to realise

viewing and the
success of our
channels.

Changes in direction of travel
Whilst there has been increased ITV viewing
during the pandemic, the acceleration in VOD
viewing results in this risk increasing,

L)
1

e e e e e b e e e L a e e —

P e —— e — —————— - — i ——— - - e e m o ——

3. Advertising market changes

VI | W,

In AVOD, this involved making all our linear content l G
| available on digital platforms, as well as investing in |
i} the enhancement of the TV Hub product. In SVOD, |
we continue to invest in BritBox and will be rolling out

the product to further international markets in 2021 I
and beyond. !
1
1

Our strategy also involves investing in alternative media

products to more effectively compete for non-viewing ‘
[ time and allow viewers to engage with the ITV brands ,
‘| and formats in different ways. This includes investing in g

! Board oversight
i_ « Strategy session with the Board, focused onevolving 1
viewer hablts in light of COVID-19 (June 2020) __j

; gaming, short-form content and podcasts. , ‘

AT T P ALY > SRR 53 AT A BRI
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Link to strategy O

Description Context
.

Advertising is slowly returning to pre-COVID
levels. However, the advertising market was
significantly impacted by COVID-19 and
advertiser spend may continue to be impacted
by ongoing decline of certain sectors and the UK economy

“!Ongoing changes
in the advertising
market may result
in reduced demand
for ITV's

!

advertising more broadly, driven by COVID-19 and also Brexit.
products and a « Anincreasing proportion of advertising budgetsis also
longer-term l being spent on digital offerings and with media owners
decline in il with advanced features, such as audience attribution
advertising { - Anincreasing number of viewers are using advertising-
revenue. | skipping technology onlinear products, reducing

revenue

/ ’\ Certain sectors are either already or may

! become subject to regulatory advertising

! é)/ restriction, impacting the advertising they can
do withITV. Particular industries which are at

.+ higher risk of advertising restriction include gambling and

J food and drink. In addition, we are monitoring the

‘ potentual for advertising restrictions on high carbon

: emlttlng products and services, for example air travel and

motor vehicles.

Changes in direction of travel
 Continued uncertainty in the economic environment
] means this risk is trending upwards.

1

A

e —— S - et e

Risk
Mitigating activities

direction
j We are closely monitoring the economic environment ‘1 2020
and tracking the potential financial impact on
advertising revenues in a defined range of scenarios. We !
|| continue to demonstrate the benefits of advertisingon !
] ITV to our existing clients, whilst seeking to increase

2019
‘; awareness of these benefits within growing sectors.
1

1
i As part of our strategy to grow our digital viewing and N
|

i
i reach, we seek to serve advertising wherever our viewers i
|

'| consume our content. This includes working with

technology and distribution partners to allow us to insert
advertising across all platforms and investigate methods

We are also focused on enhancing the features and

It attractiveness of our advertising products, including by

1 investing in addressable advertising capability. Our

PlanetV product was successfully launched in 2020 and

is designed to provide advertisers an easy-to-use, !

self-service ptatform to deliver highly targeted ads. |
]

the UK government to understand and limit the impact
of advertising restrictions on our revenues. Specifically, in
relation to the intended ban on advertising for high fat, |
salt and sugar products, we are assessing the potential
financial impact and identifying approaches to mitigate
the loss of revenue while we wait for further details on
the scope of the ban and timing of application.

We monitor the requlatory landscape and engage with l
1
1

' Board oversight

iy + Deep dive on advertising market risk with the Board
Jub 2020 1l

L_( ly )
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to minimise the financialimpact of ad skipping. ! |
|
!
|
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F Evolving demand inthe content market

\J

=

Link to strategy .

Description

Fundamental
changesin the
content market
may resultin
reduced
opportunities,
non-renewal of
premium
programmes, and/
orimpact the
profitability of ITV
Studios content.

—
l
1
i

e . ————— .————

’75. Platform relationship risk

®)

. ———— o . p—— e - — =

Context

COVID-19 has resulted in delays to the
completion of a number of shows on the

i

globally, further waves of the virus and the
{ introduction of further restrictive measures by

,‘I governments (including periods of lockdown) may
-y continue to impact our ability to produce.

» The demand for content globally continues toincrease,
in particular from SVOD buyers. However, thereis a risk
that these players will increasingly use their scale to
produce content in-house.

The profitability of the Studios business may be
impacted by buyers seeking better terms on pricing and
rights and increased costs of production as a result of
new ways of working during COVID-19.

Changes in direction of travel
Whilst there is continued risk to our production pipeline
caused by COVID-19, the global demand for content

Costs associated with carbon offsetting and
new technologies to reduce the environmentat
|mpact of our productions may also impact
marglns in the future.

i} remains high and we anticipate being able to continue
. production with the support of our COVID-19 safety
1 protocols.

|

-

1 industry-wide production protocols to support the

Studio’s slate. Although production is resuming '

't flexing the protocols to continue production.

.1 varied business models. We have continued to invest in

{ fuel. From a cost perspective, we are also continually

'« Deep dive on studios market risk with the Board
|

Mitigating activities

ITV has been actnvely involvedin the development of

industry return to work. The protocols have also been

| rolled out across our productions internationally, with

} some variances to respond to local requirements. As

| the situation has evolved, we have responded by rapidly

We are also growing and maintaining relationships with
adiversified set of local and global customers, with

1 development and in attracting creative talent
throughout the pandemic in order to ensure we can
continue to provide quality content to these customers.

We believe that by taking action now to reduce the
environmentalimpact of our productions, we are
mitigating against longer-term increases in costs, e.g.
arising from carbon taxation or higher prices of fossil

i. implementing new processes to drive efficiency in our
! production and project margins. These include robust

" procurement procedures, maximisation of tax credits

" and technological approaches to optimising filming.

|

! . Board oversight

(Septernber 2020)

B

Risk
direction

2020 |
G) |
. 2019

{1

—

S

Link to strategy §

Description

—
Aninability to
develop and
maintain adequate ‘
retationships with
major platform
and distribution
providers may
resultin viewers
being unable to
find our content
and lack of fair
value for that
content.

!
i

78

I

Context

Video content is viewed across a very wide variety of

platforms and devices and ITV needs to work with these

platform providers to ensure viewers can conitinue to

find ITV content whenever and wherever they choose to

watch

« As a public service broadcaster (PSB), we are guaranteed
prominence in the UK within the linear Electronic
Program Guide (EPG) grid. However, this prominence is
not guaranteed for digital viewing and other ways
viewers now or will choose to consume ITV content

o e — —_—

increasingly complex and, in the absence of regulatory
protections, we must form strong relationships under
mutually favourable terms, to allow viewers to continue
to easily find our content and in order to futly monetise
that content

Changes in direction of travel

As viewing continues to shift away from linear and onto
other platforms and devices, the need for strong
distribution arrangements increases.

ITV plc Annual Report and Accounts 2020

1 We have a dedicated team that has developed

Our commercial arrangements with platformownersare | . . X S
i teamis also responsible for inputting into product and

'| commercial decision-making, to confirm ITV remains an

't We are therefore in a position to negotiate the

| We also continue to actively participate in the diatogue
4 with Ofcom and the UK government regarding the
‘| modernisation of the PSB regulatory regime and make

Mitigating activities

Our aim is to allow viewers to access our content,

throughout 2020. We will continue to focus on this as a
priority as we transition to our new organisational
structure.

i
!

relationships with alt the major distribution providers
and TV platform/device manufacturers in the UK. This

attractive proposition from a distribution perspective.

prominence and monetisation of ITV’s content on their
platform/devices.

the case for addressing the key areas of inclusion,
! prominence and fair value.

. Board oversight

« Strategy session with the Board, focused on
partnership strategy in light of platform relationship
rlsk (June 2020)

e et ime e e

1@

i
i
i

Risk
direction
| 2020
wherever, whenever and however they choose to watch '
and this is underpinncd by a defined partnership and i @
distribution strateqgy, which has been further developed i 2070
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6. Pension deficit increase

Link to strategy .

Description

A financial crisis or
macro-economic
change could
impact the value of
pension scheme
investments and
liabilities and

' increase the
deficit.

t

i

- Changesin credit spreads could result in materiat

Context

movements in the Group’s defined benefit pension
scheme liabilities

" . Amajor change in longevity, investment values or in the

' Changes in direction of travel

discount rate affecting the value of liabilities could have
amaterial impact on the net pension liability. ITV may
need torespond in such an event by increasing future
contributions

~~ "~ The pension scheme trustees' approach has
\. always been focused on taking a conservative |
\ / approach to limit the impact of uncertainty. ]‘
- Therefore, the wider implications of COVID-19

have not impacted the value of the scheme significantly
or our ability to meet liabilities.

! We have reduced some of our exposure through the

. collateral in relation to the longevity swap and

. scheme's liabilities, partly offsetting the risk of the
. deficit.

Risk
Mitigating activities direction

The pension scheme assets are invested in a diversified | 2020

lower risk bonds, with interest and inflation rate
hedging in place. We have worked with the pension
trustees to limit the potential deficits through a series
of asset backed arrangements. In addition, the trustees ‘ @
have removed some of the mortality risk with a

longevity swap and by hedging a portion of inflation [

and interest rate variability.

portfolio, with a significant amount of the fund held in ]‘ @
|
il

2018

" Increased monitoring of the pensioner population and

\
mortality rates of the schemes has taken place to 1‘
assess the likely risk of a mortality shock as aresult of |
COVID-19. This would result in a requirement to increase
restrictions on the preferred investment strategy.
However, a mortality shock would atso reduce the

' purchase of a bulk annuity policy (a ‘buy-in’ policy) fora

section of the scheme. This contract matches the
pension liabilities covered by the policy and, therefore,
removes the investment, interest rate and inflation
risks associated with those liabilities. In order to

~ mitigate the risk of not being able to meet our liabilities

' Board oversight

as they arise, we have reviewed our cash matching and
hedging strategies.

| » Annual pension process and controls review at the

. 7. Regulatory policy changes

—

1
Audit and Risk Committee (December 2020) ‘

===

Link to strategy ‘

Description

Changes to policy
and regulationor a
failure by the UK
government to
regulate may have
" anegative impact
on the future of
public service
. broadcast, our
business model
and/or the cost of
' operations.

i

i« Changes in advertising reqgulation for certain sectors

Context

- Public service broadcasters (PSB) regulation needs
reform to respond to changes in viewer behaviours and
the increasing scale of digital media companies. The
outcomes of the ongoing PSB regime review may have a
significant impact on{TV's business model and strategy

may have a negative impact on the revenue we are able
to generate from these sectors

« The agreement of a deal between the UK and EU has
gone some way to managing Brexit uncertainty. Whilst
there may be additional operational requirements and
cost resulting from future regulation (e.g. requirements
to obtain working visas), these do not present a material
barrier or threat to ITV

... Other areas of regulation and policy which

" couldhave an impact on our business, include:
) sustainability, child protection, broadcasting
~ .~ regionality and longer-term regulationin

relation to pandemic preparedness.

. and are proactive in putting forward our position during

' the development of new policies, legislation and
regulation.

I

Risk
Mitigating activities direction

-
. We have an experienced Policy and Regulatory Affairs , 2020

team that monitors for potential policy, legal and !

" requlatory developments. We have a systematic i

approach to analysing the impact of potential changes ' 2019

. We continue to engage with the government and

regulators on the PSB regime and other topics affecting
our industry. This includes collaborating with other
organisations in the industry, where appropriate and i

; objectives align.

From a COVID-19 perspective, we held regular CEO-led

1 conversations with the UK government to influence

decision-making on specific areas affecting our industry.
We are also monitoring the emerging regulatory
landscape with respect to the pandemic to understand ‘
and prepare for changes. ‘

Continued next page
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Strategic Report Risks and Uncertainties continued

7. Regulatory policy changes continued
- - -

Description

Context

Changes in direction of travel

Reforrm of Uwe P5B regime represents both a iisk and an
opportunity to ITV. However, a reluctance by government
to intervene on key issues (such as fair value, prominence,
and the influence of digital players) may have a negative
impact on ITV’s business model and strategy.

$trategic, Internal, Changerisks

Mitigating activities

Throughout 2020, our Brexit working group met
regularly to consider the implications of different
scenarios for Brexit. Plans were developed to mitigate
the impact of Brexit and to identify any process
changes required. Those processes are now being rolled
out and transitioned into business as usual activities.

Our Social Purpose team works alongside the Policy and
Requlatory Affairs team to identify regulatory changes
related to the environment/sustainability and to
support the business to implement processes to comply
with such changes. This included advising the business
on requiremcnts for TCFD, of which we were an early
signatory.

Board oversight

- Regular reports to the Board on PSB reform

+ Regular updates on emerging regulation in light of
CovID-19

Internal risks, including culture and capability, that may impede the achievement

of strategic and/or operational change goals

8. Commissioning pipeline risk

Link to strategy ‘

Description

Failure to sustain
a diversified
broadcast
commissioning
pipeline that is
resilient and
financially viable
may reduce
profitability.

Context

« In order to protect viewing and, in turn, advertising
revenues, we must develop a broadcast pipeline that is
both resilient to changes in viewer preferences and is
financially viable. In particular, we must commission
programmes with broad appeal and that attract younger
audiences

The COVID-19 crisis impacted producers’ ability
to make content, which has impacted our
broadcast schedule and resulted in delaysin
producers delivering programmes.
- The public response to the Black Lives Matter movement
has further highlighted the need to respond to
increasing scrutiny in relation to on-screen diversity

Changes in direction of travel
Further waves of the virus and continued challenges for

producers in developing content may impact the
commissioning pipeline, resulting in this risk increasing.

Furthermore, we also need to be conscious of
the environmental impact of our programming
and how environmental behaviours are
presented in our content.
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Risk
Mitigating activities direction
We have an experienced Commissioning team in place, 2020
which is focused on identifying programmes and
formats which have national appeal. In order to increase 0
the resilience of our pipeline and reduce reliance on 2019

historically successful programmes, we also continue to
invest in new premium formats, live sports, high-end
drama and programmes which appeal to younger
audiences.

@

In addition to our own Studios business, we have strong
relationships with independent studios, bothin the UK
and internationally, from whom we commission
content.

We also have a dedicated Research team, which is
responsible for providing insight on audience
preferences that is used to adapt our commissioning
strategy.

We have developed a Diversity Acceleration Plan which
aims to improve our on-screen diversity, develop a
representative talent pipeline and better represent all
communities in our programmes.

We are also committed to reducing our environmental
impact and communicating the need to respond to
climate change to our viewers. We have developed
plans to help us meet our environmental targets and
routinely use our content ta raise the profile of the
climate change agenda.

Board oversight
- Deep dive with the Board on commissioning pipeline
risk (July 2020)
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. 9. Insufficient growth in our On Demand products

Link to strategy ’

Risk
Description Context Mitigating activities direction
. . e .
The Hub, Hub+ and . The video on demand market is highly competitive We invest in data driven and mass marketing campaigns 2020
Britbox do not - market, both in the UK and internationally + to increase market awareness of our On Demand '
grow at the pace ‘“ - The success of the Hub is dependent on maximising the | products (both in the UK and internationally). 0
! required to deliver number of viewers on the Hub product (reachyand then | . R i . .
. N : N " " We continue to investigate creative ways to deliver our 2019
the desired ! maximising the amount of content they view on Hub . .
I . - content on the ITV Hub and Hub+ in order to maximise
strategic or , (consumption) viewing on the product. This has included curati | @
"« The success of Hub+, BritBox UK and BritBox 9 P i €d curating

ial out . . . i
, financial outcomes short-form content specifically for the Hub; extending 1
I

online catch up windows for selected content; making

previous series programme box sets available in advance

" of new series transmission, and making current series ‘
|

International is dependent on attracting new customers,
i . converting them to paying subscribers and subsequently
' | retaining them
We need to maintain strong relationships with platforms
and distributors to maximise the availability and reach of
our all our on demand products

available on 1TV Hub in full directly following
transmission of the first episade on our channels.

For Britbox, COVID-19 and our first original programme,
Spitting iImage, have increased the rate at which we
have acquired subscribers. In order to increase BritBox's
appeal and optimise customer retention, we continue to
| investin additional and original content for the service.

: ™ Contentis key to the attractiveness of our On
' Demand products. There is a risk of delays in
b ' : receiving this content due to production
' [ \ -'/ pauses during the COVID-19 pandemic.

. Changes in direction of travel

| We have seen some positive outcomes for our On
Demand products, as a result of increased viewing during
, the COVID-19 pandemic. However, further competitionin
~ the market means this risk is increasing.

; We also assess the performance of our On Demand

" products on an ongoing basis, to identify and

implement user experience and functionality
improvements. We use data to enhance user experience
and personalisation on cur On Demand products and

will continue to focus on this as a key priority in 2021. |

" In order to maximise reach, we have developed

distribution deals with hardware and software providers

" inorder to make our On Demand products available on a
f growing number of major platforms and devices.

| We track and evaluate the performance of our On
. J Demand products through a suite of KPIs. Root cause
! . | analysis is performed on subscriber growth and customer
1 churn data for BritBox and ITV Hub+, and on registered
user growth and consumption volumes for the ITV Hub.

Board oversight
-+ Regular On Demand performance reports to the Board

10. Strategic and digital transformation risk

Link to strategy ' . .

Description Context Mitigating activities :;::ction
Failure to - Digital transformation underpins all elements of our Despite the challenges presented by COVID-19, we have 2020
successfully ' strategy and is a key enabler for increasing operational ' continued to successfully deliver against our strategy.
deliver key efficiency. Failure to effectively deliver digital . Our strategy is articulated through defined strategic 0
components of our transformation projects could impact ITV's ability to initiatives. Each initiative is sponsored by a
strategy and keep pace with changes in the market and ultimately : Management Board member and led day-to-day by a . 2018
digital " future growth , member of the [TV Executive Leadership Team. We have . 0
transformation, « Aswe digitally transform the business, our exposureto , formal processes in place, led by the Group Strategy
due to the speed cyber security and data privacy risk increases. Weneed ' team, to report monthly on the performance of each of 1
and extent of " tomanage these risksin order to continue protectingour  these initiatives to the CEQ and CFO.
change required, viewer and staff data. For further detail on these risks
may negatively and mitigations, refer to the cyber security and data

, impactour breach risk and the legal and regulatory non-
business. . compliance risk below L

Continued next page
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10. Strategic and digital transformation risk continued

ot e 0 LU YR, [~ TG I ¥~~~ e . Tt

Description

Failure to
successfully
deliver key
components of our
strategy and
digital
transformation,
due to the speed
and extent of
change required,
may negatively
impact our
business.

-

Context

COVID-19 has resulted in an acceleration of
previously observed viewer trends and the

]

(8

r

! This requires significant alignment and effort

' across the whole Group.

' i Changes in direction of travel

!E The move to remote working, as a result of COVID-19, has
accelerated the adoption of digital tools within our
business. However, further fracturing of viewing across
platforms has highlighted the increasing importance of
transitioning to a digitally led business. As a result, this
nisk is trending upwards.

need to increase the pace of strategic delivery.

'] digital viewer/customer facing products (Hub, Planet V,

.y Furthermore, this year we announced an organisational !

Mitigating activities

o
i
Risk
direction
e ———— e i e e = p———
2020

r
The strategic initiatives involve the digital
transformation of ITV, including enhancement of our

our middle and back office. We have initiated the digital '/
, transformation of the middle and back office through
wide adoption of agile processes and initiating a
number of digital ‘lighthouse’ projects, aimed at
improving efficiency and operations.

restructuring, which is aimed at removing barriers to
strategic delivery in our operational ways of working.
The creation of a new Media and Entertainment division
will support us in accelerating the strategy and growing
our digital products.

Board oversight
- Board Strategy session (June 2020) !

O

| BritBox), as well as optimising the use of technologyin

i
i
i
2019 :
i
P

D

11. Insufficient

culturat change

i
.

Link to strategy . O

Description Context
OO p——
Failure to evolve . We could be negatively impacted if we fail to create the
the underlying agile and coltaborative culture required to deliver our
culture of the 5 strategy
business may i1 - During COVID-19, we have seen increased adoption of
resultin an { digital tools in the business, which demonstrates a
inability to deliver positive shift towards moving to a digital culture.
the level of change 1 However, there remains a risk that the protracted period
required to achieve | of home-working may lead to siloed working and impact
our strategic collaboration
objectives. There is a risk that engagement and
@ morale may be negatively impacted by
fatigue as a result of additional work due
to COVID-19.
il Changes in direction of travel
: There remains uncertainty as to how sustained
home-working may impact wider culture. However,
} we have taken many steps to move towards our cultural
i vision, including the organisational restructure. As a
I result, this risk remains static.
'i\'
!
|
|
82 ITV plc Annual Report and Accounts 2020

| S—

U ————
——

|

|

i

:! The Board undertakes a formal programme of

Risk
Mitigating activities direction
o — . —
In 2019 we developed and communicated the [TV Way 2020

The ITV Way defines the culture needed to ensure our
future success and outlines the behaviours we expect
from our staff to support our desired culture.

Throughout the pandemic, we have held fortnightly all
staff vodcasts, chaired by the CEQ (weekly at the height
of the crisis). We have atso moved many events online,
developed remote onboarding for new staff, and have
provided training to linc managers on managing remote
teams. All of these initiatives are focused on ensuring
that the culture we are aiming to create remains visible
to and resonates with our colleagues. We have also
undertaken regular Pulse and Employee Engagement
Surveys throughout the COVID-19 pandemic. Learnings
from these surveys have fed into short-term actions
and longer-term improvement plans.

!| employee engagement (led by a Non-executive
Dlrector) in order to obtain insight into culture. We also
1 continue to positively reinforce desired behaviours and
attributes through direct links to reward and
recognition.

[

Board oversight |
« Board Strategy session (June 2020) !
« Regular updates to the Board from the Non-executive I
Director on employee engagement and from HR on '
results of Pulse and Engagement Surveys i

@
L1}

2019

——— —
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Risks that could impact our operational and business as usual activities

. 12. Duty of carc and hcalth & safety incident

Link to strategy “

Description

Failure to extend
an adequate duty
of care, or the
occurrence of a
major health and
safety incident ora
global pandemic,
could resultin
physical and
mental harm, loss

" of human life and
reputational
damage.

Context

. We have aduty of care (DoC) to our staff, cast, crew,

programme participants and the general public

. COVID-19 has resulted inincreased risks to
health and safety (H&S), both in our offices and
on our productions.

As we continue to increase production hours, our risks in
relation to health and safety continue to increase. We
need to consider the duty of care across all aspects of
productions, taking into account the physical health and
safety risks posed by COVID-19 and broader aspects of
mental wellbeing

« Amongst our staff (cmployees, contractors and

freelancers) we must monitor the impact the COVID-19
crisis is having on mentat health and ensure we provide

support

Changes in direction of travel

As our production hours increase to pre COVID-19 levels
and COVID-19 continues to have animpact on physical
and mental health, this risk increases.

13. Legal and regulatory non-compliance

Mitigating activities

« We have a central team with responsibility for
implementing controls and processes for DoC and H&S.
During the crisis, we have leveraged existing controls
and implemented new processes in arder to further
protect our staff and individuals involved on our
productions. This has included implementing a new
mental health peer-to-peer platform for staff
(employees, contractors and freelancers),
implementation of home-working for the majority of
staff and development of robust office and production
safety protocols, which have been agreed with the UK
government and the industry

We have also enhanced our existing DoC processes.
which encompass procedures relating to both physical
and mental health and safety. This has included
engaging two medical professionals (a former Chief
Medical Officer and a clinical psychologist) on an
advisory basis, to provide ongoing support and
challenge to our DoC activities. We have a Duty of Care
Operating Board (DoC Board) in place, with
responsibility for monitoring implementation and
continuous improvement of our DoC framework and
policies. This DoC Board is chaired by the Group Chief
Executive Officer (CEO) and includes senior
representation from our Studios, Media and
Entertainment, Legal, HR, and Risk areas of the
business. The DoC Board meetings are also attended by
the Chair of the Audit and Risk Committee on behalf of
the Board

Board oversight

. Deep dive on duty of care risk with the Audit and Risk
Committee (July 2020)

+ Risk deep dive at the Audit and Risk Commiittee,
focused on health, safety and wellbeing during the
COVID-19 pandemic (April 2020)

Risk
direction

2020

o

2019

@

Link to strategy . . e

Description

Failure to comply
with applicable
taws and
regulation could
resultin
reputational
damage, financial
penalties or
suspension of
our licences to
operate.

Context

. We are a global business and are therefore subject to

muttiple local and international legal and regulatory
regimes. These cover arange of areas including:
broadcasting and media regulations, anti-trust and
competition law, anti bribery and corruption, data
privacy, and health and safety

Mitigating activities

We have a Group Legal and Business Affairs team in
place, which consists of subject matter experts who
oversee and are responsible for ensuring business
compliance witli all elernents of regulatory and legal
requirements. Where appropriate we also engage
specialist external legal advisers to support.

Risk
direction

2020

Continued next page
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t - A : - .
. 13. Legal and regulatory non-compliance continued

Risk
Description Context Mitigating activities direction
Failure to comply ", “During the COVID-19 pandemic, the scope of ' We operate a compliance programme which is | 2020
_ with applicable ++ [ " laws andregulations hasincreased and we . embedded within our internal policy framework. :
! regulation cuuld . L have needed to respond to varioue 1+ Internal policies are owned by business leaders,
resultin ot government guidelines and restrictions across ' regularly reviewed by the Management Board and the
- reputational “« all the territorics in which we operate, Audit and Risk Committee. The Group Legal and L2018
! damage, filtancial . Aswe develop our data and digital strategy and cvolve - Business Affairs tcam waorles with the business to ! @
penalties or + the way we use personal data to deliver transformation + support the adoption and implementation of these |
- suspensionofour | inourMedia and Entertainment business, we need to | policies.
l ::cenc:s to , cozﬁrr:n we remallnt!n compliance with data protection ! Our Regulatory Affairs team regularly engages with
perate. ~ andprivacy reguiation. ! regulators such as Ofcom and the Advertising Standards
+ Changes in direction of travel . Agency (ASA) in arder to understand and interpret 4
' * This risk is trending upwards, due to ongoing changesin | changes in policy and compliance requirements. This 1
* the compliance landscapc, a5 a result of increased " tcam has worked closely with the industry during the :
' 'l requirements all cmployers have to comply withrespect COVID 19 crisis in order to engage the government on a l» .
" to COVID-19 and a potential broadening of our data range of issues impacting the business. H

privacy compliance obligations as a result of our digital

and data strategy. We also have a suite of mandatory compliance training

and learning in place, which helps drive positive
attitudes to compliance across the whole business.

" Board oversight
- Deep dive on compliance frameworlcand risk with the \
Audit and Risk Committee (July 2020)

P

- 14. Cyber attack or data breach incident

Link to strategy ‘ O
Risk
Description Context Mitigating activities direction
« A cyber attack may l + We operate in a highly public environment and, due to '+ We have implemented a robust cyber security risl ‘ 2020
' resultin majur (1 gurreputation, we are at greater risk of attack (thanthe | management framework across the organisation to "
operational 1 norm) from well urganised thireat groups ‘ address the evolving naturc of the cyber sccurity r 0 '
disruption, critical - As technology becomes increasingly more complex and | threats. Our framework incorporates a variety of '
: systemoutageor | we transition to a digitally led business, we are required ! technical preventative and detective measures to i 2019 i
! loss of IP, customer | 1o evolve our cyber security procedures in urder (u ' mitigate the risk of an incident, as well as an extensive  -; 9 I
t or business data {  effectively protact against and respond to cvolving training and awareness programme. We have " |
¢+ and potentially ' cyber threats ' strengthened and accelerated previously planned | ,
lead Lo material } -~ . . . - 1 enhancements to our controls and technical i
.. iy Remote working results inincreasing activity | . . X ) '
v finandial fives/ = X R X ' pneasures in response to theincreased rick caused ;
. (S  occurring outside the enterprise network and | X i
. penalties and i ‘. . . by remote working.
. : L increases cyber and data breach risk. ! :
. reputational . ! . T i \
damage : . ‘]' We actively manage cyber and data security in our )
t ge. + « Aswe continue to grow our digital product offerings, , supply chain and undertake due diligence assessments -l .
! « we work increasingly with third-party partners and on key suppliers as part of procurement activities. We !
) supplier 5. A failurc by these partners to implement .+ alse have anincident response and notification process !
+  suitable security processes may result in increased + in place, which are followed in the event a cyber or data !
risk to ITV i breach incident were to occur. i
t !
' . Changes in divection of travel i The strength of our control environment is tested on ' !
[ | As threats become more active and increasing activity . an ongoing basis by independent security experts and I>
takes place outsidc the network the cyber security risk rccommcndations arc implemented in a prioritised .l
i

manner. We also work with our security partners to ' !
undertake cyber simulation exercises at all levels of )

the organisation to continuously improve our response ,

. tocyber or data attacks.

+ facing ITVisincrcasing.

Board oversight k
i « Deep dive on cyber risk with the Audit and Risk
Committee (September 2020)
: _ » Data privacy programme and risk review with the Audit
1 . and Risk Committee (September 2020) !
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15. Recruitment and retention of talent risk

Link to strategy ‘ .

Description Context

An inability to . The market for talent is extremely competitive.
attract, develop
and retain key
creative,
commercial,
technical and
managerial talent
could adversely
affect our
business.

creative, technological, commercial and managerial
talent in order to successfully grow our business

and retention processes

Changes in direction of travel

Economic and behavioural factors may mean

individuals in our sector are less inclined to

move jobs due to COVID-19, however, there is
also opportunity for ITV if organisations let go
of talent due to financial pressures. Therefore this risk

remains static.

Viability statement

B How we assess prospects and risks

The Board continually assesses ITV's prospects and risks at its meetings,
inctuding the following:

. Holding ‘Strategy Days’ twice a year, to oversee the delivery of the
Strategy and consider changes to or new initiatives to furtherimprove
the ITV Strateqy. Further detail can be found in the overview of Board
meetings in 2020, from page 116

- Considering ad-hoc topics on strategic areas at the periodic Board
meetings. Further detail can be found in the overview of Board
meetings in 2020, from page 116

- Performing a full review of the principal and emerging risks twice a year.
Further detail can be found earlier within the Principal Risks and
Uncertainties section

« Performing periodic deep dives on specific risk areas, to further
scrutinise the effectiveness of risk mitigation approaches and confirm
operation within risk appetite. Further detail can be found earlier within
the Principal Risks and Uncertainties section

. The Board and management significantly increased their focus on
ITV’s prospects, risks and viability in light of the evolving COVID-19
situation. This involved holding a session on the specific impact of
COVID-19 oniTV’s Strategy (June 2020); developing a range of
COVID-19 scenarios for 2020 and beyond and modelling their
potential financial impact; identifying cost interventions/mitigations
to respond to severe downside scenarios; and increasing the level
of financial performance reviews and reforecasting to track
performance against these scenarios. Further detaits of the specific
measures to respond to COVID-19 arc provided in the Chief Executive’s
Report, page 14.

We must be able to attract, develop and retain the best

. There isincreasing scrutiny in relation to diversity and
inclusion. We must commit to improving inclusivity and
diversity across our business (across all aspects, including
race, gender and disability) through both our recruitment

Risk
Mitigating activities direction
There is a deep understanding of the skills and 2020
capability required to deliver our strategic objectives
and our HR department works closely with the business @
to confirm those needs are met.

2019

We also continue to strengthen our existing capability,
through a combination of learning, development and
performance. Our Board Nominations Committee
reviews the skills and capability of senior leadership
twice a year and supports leaders in addressing
potential gaps in light of strategic requirements.

@

We have developed a Diversity Acceleration Plan, which
aims to improve diversity and inclusion within the ITV
workforce, through a combination of development,
training and recruitment initiatives.

Whilst a certain level of attrition is inevitable, we
evaluate root causes through exit interviews and
declared reasons for leaving. Furthermore, succession
plans have been developed and implemented for
business critical and management roles (which includes
nominated deputies).

Board oversight
« Ongoing updates to and succession planning reviews
with the Nominations Committee

How we assess viability

When assessing the longer-term viability ot ITV, we considered (i) ITV's
strategy and business model (page 20 to 23}, (ii) the principal risks and
uncertainties (page 76 to 84); (iii) the Group's financing facilities,
including covenant tests and future funding plans (page 60); (iv) the
long range financial plan and cash forecast; and (v) other sensitivity
factors or risks which have the potential to materially impact liquidity
and cash in the assessment period.

Based on this review a set of hypothetical and severe but plausible
scenarios were developed. We then modelled these scenarios against
the long-range financial plan and cash forecast both individually and in
parallel, in order to assess viability.

The output from this work was reviewed and approved by the Board and
the Audit and Risk Committee. In reaching its view, the Board and
Committee also considered analyst commentary, to understand the
wider market and views on the Group’s future prospects, and the
external auditor's findings and conclusions on this matter. Further detail
of the work performed by the Audit and Risk Committee to consider
assumptions applied in the assessment viability is set out on page 118.
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Assessment period for viability + The commissioning process and life cycle | - Consequently, thereis the possibility of
The Board reviewed the long range financial of programming gives the TV Studios national and local lockdowns during
and strategic planning horizon and is of the division more medium-term outlook. this period
view that a three year assessment period However, while non-returning brands are | Onaoina additional producti
(1January 2021 to 31 December 2023) replaced with new commissions, over going additiona production costs

) . . . T, associated with COVID-19 protocols and
continues to be most appropriate. The time there is less visibility as programmes health and safety meas til th
factors the Board considered in adopting can experience changes in viewer demand Lo M uresuntitthe

o .. vaccine is rolled out

this timeframe were as follows: or come to a natural expiration

Ongoing access to the UK bond market,
but with an increased interest rate on
bonds renewed in the period to reflect

Technology and innovation in the media
industry continues to change the demand
for content and also how it is consumed

The situation with respect to the
COVID-19 pandemic remains uncertain

and is likely to continue impacting ITV a potential decreasein credit rating
in the medium term. We are closely - Pension funding, which is one of ITV's key . S .

. . - L . S, » Ongoing availability of the financing
monitoring the external environment and funding obligations, is agreed triennially facilities but at increased interest rates
continue to manage the risks associated with the Trustees of the pension schemes ’ )

with the pandemic to support usin This comprises of; an undrawn Revolving

returning to pre-COVID performance . !TV’s busine:ss model do}es not pecessitate Credit Facility of £630 million expiring
levels. Further detail of our response to mvestment. in large capital prolgcts that on15 pecem?er 2023;and a t?ilateral. .
COVID-19 is provided within the Chief would require a longer-term horizon fmancnng facility of.£300 mllllgr_l expiring
Executive’s Report, page 14 and in the assessment or returns in Jgne 2026, of which £199 million is
COVID-19 principal risk mitigations, A . . available as at 9 March 2021

page 76 ssumptions applied

We applied the following assumptions when
- Visibility over ITV's broadcast advertising | assessing viability in the scenarios below:
business is relatively short term.

Advertising remains cyclical and closely » Avaccineis notrolled out to a substantial
linked to the UK economic growth, number of the population in territories in
which may continue to be impacted which we operate until the end of 2022,
by the COVID-19 pandemic, Brexit and which delays businesses returning to
other uncertainties in the UK normal operations

macroeconomic climate

Taking into account current operational and financial performance, the Board has analysed the impact of following hypothetical scenarios.
These scenarios were assessed in isolation and in parallel to further stress test viability:

Scenario modelled . Link to Principal risks N

Scenario 1

A significant and sustained downturn in the advertising market when compared to 2019, ] » Advertising market changes W
as a result of further COVID-19 lockdowns, the possible impact of Brexit or other macro 1 « Policy and regulatory changes

economic factors. In this scenario we also fail to replace the advertising revenue lost as « COVID-19 pandemic

aresutt of the government’s announced restriction on HFSS advertising, which is due to - Changing viewer habits

come into force from the beginning of 2023. .

Based on our experiences during theinitial 2020 COVID-19 lockdown the scenario assumes total Further detail of how we are mitigating
advertising revenues continuing to remain significantly below 2019 level (2021 versus 2019: -9%); these risks are included in the earlier Risks
(2022 versus 2021: 1%*); (2023 versus 2022: -4%) and Uncertainties section

1. *1% year-on-year increase, reflects marginal macroeconomic recovery in 2022 versus 2021, but still represents
asignificantly reduced position when compared to 2019. 2023 is further impacted by HFSS requlation.

Business area impacted
Broadcast (to become Media and Entertainment)

, B

Scenario 2

+ Evolving demand in the content market
« COVID-19 pandemic

J
A number of key programme brands within the ITV Studios division are not recommissioned ‘
-and new format growth does not materialise. }
Although 2021 would typically be too imminent for commissioners to make a decision to cancela | _
show, we have included the scenario from 2021 onwards to reflect ongoing risk of decreased i Further detail of how we are mitigating
production activity/delivery due to COVID-19. The scenario assumes key shows come to an end ; these risks are included in the earlier Risks |
from 2021 (2021 impact: circa £45 million; 2022 and 2023 impact: circa £65 million p.a.) % and Uncertainties section
|
1
|
i
{

Business area impacted
Studios

S UG S SN - S U
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S;cenario modelted

Link to Principal risks

f
| Scenario 3
|

————————— ———

funding obligations, following the triennial valuation

i AsignificantchangeiniTV'sp
in March 2021 resulting in a significant increase in pension deficit funding payments.
This scenario assumes that pension funding payments increase from £75 million p.a. to £115 million

i
{
{ p.a.in 2021and remain flat in the following two years.
t
{
{

Business areaimpacted
Group

1
|
|
i

v

deficitincré

‘ Amj‘
]
!
|
§
|
|
|
|
|
1

Further detail of how we are mitigating
these risks are included in the earlier Risks
and Uncertainties section

e
|
I

Scenario modelled

Link to Accounting judgements and estimates

Scenario 4

[ Settlements for ongoing litigation and carnouts for our larger acquisitions are significantly
higher than estimated, resulting in large one-off cash payments.

This scenario assumes increased acquisition carnout payouts in 2021 (se€ note 3.1.5 of the financial
statemantg) and paymente in 2023 (see note 4.3 of the financial statcments).

- Business area impacted
Group

{

!
l
!
|
|
I

- The complexity and potential scale
of the ongoing litigation settlements
and earnout negotiations, resultsina
lack uf certainty In the final liabllities
and payments

a Further detail of the accounting
judgements and estimates applied to
ongoing litigation and earnouts are
provided in Section 1of the Financial
Statements. An overview the assessmients
performed by the Audit and Risk
Committee with respect to these
accounting judgements is provided on page
115 of the Audit and Risk Committee report

.,L;We have considered the impact of climate change risks and do not believe they represent a material threat to the long-term viability,

~‘?liquidity or operations of the business in the assessment period.

Potential mitigations

In the event that these scenarios occur
simultaneously, there are reasonable
options at the disposal of the Board to
maintain liquidity to continue operations
and to avoid breaching banking covenants.
These include but are not limited to,
reducing capital and investment
expenditure, suspending payment of
discretionary bonuses, reducing the
programming budget, further reductions
in operational and overhead costs, and
refinancing the pension asset.

Viability assessment

If any of the above scenarios were to
occur in isolation we would maintain
sufficient liquidity and would not breach
any banking covenants.

Management and the Board are of the view
that the likelihood of all the above scenarios
and sensitivities occurring concurrently is
remote. If this situation were to occur and
no action was taken to mitigate the
financial losses sustained, we would still
have sufficient liquidity to remain viable,

but would risk breaching our revolving credit
facility banking covenant in December 2022,
June 2023 and December 2023.

ITV plc Annual Report and Accounts 2020

Viability statement

Based on the above, the Board has a
reasonable expectation that ITV will be
able to continue operations and meet its
liabilities as they fall due over the three
year-period ending 31 December 2023.
The assessment has been made with
reference to ITV's strategy and the current
position and prospects and risks.

The Strategic Report was approved by the
Board and signed onits behalf by:

Chris Kennedy

Group CFO
9 March 2021
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( Governance

Chairman’s Governance

Statement

Dear Shareholder

On behalf of the Board, | am pleased to
present our Corporate Governance Report
for 2020. The Board remains committed to
maintaining effective corporate governance
and integrity, enabling us to deliver our
strateqy for the long-term benefit of all
our stakeholders.

Year inreview

Much of 2020 was dominated by COVID-19
and the unprecedented challenges it
presented. The Board's immediate priority
was to act swiftly and decisively to oversee
the delivery of a comprehensive set of
measures (including in retation to cost
reduction and cash management) to
mitigate the risks arising or exacerbated
as a result of the pandemic and to protect
the business going forward, ensuring it
remains well positioned for the longer-
term (see further detail in the Strategic
Report on page 14). The pandemic has also
propelled us into increasing the pace of
implementation of our strategic initiatives
(taking into consideration the Group's
medium and longer-term prospects) and
we have made significant progress in this
regard (see pages 20 and 21).

Our robust governance arrangements and
well established processes gave the Board
and its Committees the flexibility to adapt
their focus to address the rapidly evolving
developments and challenges facing the
business. Following the imposition of the
first lockdown, physical Board meetings
became impossibte. However, in order to
address the impact of COVID-19 (particularly
on our productions and adver tising revenue),
the Board needed to communicate ona
more frequent basis so that it could guide
the business's response to the challenges.
The Non-executive Directors devoted
considerable additional time and support to
management during this period, providing
independent guidance and advice as
required (see page 96).

Iwould like to take this opportunity to thank
my Board colleagues and the Management
Board team who served during this most
challenging year for [TV, they made
themselves available whenever required,
frequently at short notice, and their diverse
and extensive set of skills and experience
have been invaluable in navigating the Group
through this uncertain period.

88

ITV ple Annual Report and Accounts 2020

Changes to the Board

Through the Nominations Committee, we
focus on Board succession and composition,
to ensure that we have Lhe appropriate
balance of skills, independence, experience
and diversity. During the year, we welcomed
Graham Cooke and Sharmila Nebhrajani as
independent Non-executive Directors. Both
Graham and Sharmila strenqthen the broad
range of skills and experience on the Board.
These appointments were subject to a
formal, rigorous and transparent procedure,
led by the Nominations Committee. More
information on Graham and Sharmila's
inductions and search processes can be
found on pages 112 and 113. Roger Faxon,
our longest serving Board member, stepped
down from the Board in December. | would
like to reiterate my thanks to Roger for his
very significant contribution to ITV over the
past eight years.

Diversity

The Board fully recognises the importance
of diversity in all forms on the Board and
across the organisation. We are encouraged
by ITV's significant progress, demonstrated
in particular by the launch of the Diversity
Acceleration Plan and the appointment of
Ade Rawcliffe, as Group Director of
Diversity and Inclusion, to the Management
Board. Diversity was a key consideration in
the two Non-executive Director searches
undertaken during the year and we
complied with the objectives of our Board
Diversity Policy in respect of both searches
(see page 113). We are pleased with, but not
complacent regarding, our gender and
ethnic diversity representation on the
Board (45.5% and 18.2% respectively) which
exceeds the Hampton-Alexander and
Parker recommendations. We are conscious
that diversity extends beyond race and
gender and therefore for the first time

this year, we have collected data from our
Board members on other diversity
measures, including social mobility and
disability. 18.2% of the Board has identified
as having a disability as defined by the
2010 Equality Act.

Engaging with our stakeholders,
including our workforce

We place a huge amount of importance

on our relationships with our stakeholders.
I have focused my statement in the
Strategic Report (on pages 6 and 7) on
setting out the ways in which we engaged
and worked with stakeholders during 2020
to support the delivery of our strategy and

Sir Peter Bazalgette, Chairman

business sustainability. Pages 97 to 102 set
out details of our key stakeholders, their
interests, the forms of engagement with
them and how they and their interests have
been considered in Board discussions and
decision-making.

The Board devoted additional time to
considering the impact of COVID-19 on the
Company’s stakeholders and how to reflect
this in its decision-making. We also sought
to balance their interests throughout the
year. See page 96 for examples of key
strategic issues considered and Board
decisions taken in 2020, and pages 67 and
68 for an explanation of how the Board has
had regard to the section 172 matters
(including certain key stakeholder
considerations). This includes the Board's
careful considerations regarding the
withdrawal of the 2019 final dividend and
previously announced intention to pay 8.0p
fult year dividend for 2020.

Our colleagues are particularly important
to us and Edward Bonham Carter, our Senior
Independent Director and Workforce
Engagement Director, has taken steps to
ensure their interests and concerns are
understood and addressed by the Board.
Although the pandemic has meant that not
as much face-to-face interaction has taken
place as Edward would have liked, the use
of technology has allowed engagement
with more Ambassador constituents than
last year. For further information on
Edward's role and work, and the Board'’s
workforce engagement activities, please
refer to pages 102 to 105.

Culture

The Board has continued to ensure that the
Company's purpose, values and strategy are
aligned with its culture, particularly during
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2020, in light of the changes to the working
environment brought about by COVID-19.
Please see pages 105 to 108 on the key
ways in which the Board and Committees
monitored culture during 2020.

2021 Annual General Meeting and
matters being brought to the meeting
Given the ongoing situation as regards
COVID-19, regretfully, restrictions will
continue to prevent large physical
gatherings and we will not be able to
hold a fully-attended physical Annual
General Meeting (AGM) in April. In the
prevailing circumstances, we are grateful
for your understanding. Details of how to
follow proceedings at the AGM through

a livestream and how to vote by proxy as
well as how questions can be put to the
Board are set out in the Notice of AGM.
Further details of and any required changes
in the meeting arrangements will be
posted on the Company’s website.

You will also note that, at this year's AGM,
;we propose to amend our Articles to bring
:them up-to-date with market practice and,
.most importantly, to allow for hybrid
-meetings in order to give flexibility to

participate either electronicatly or in

person at future AGMs. Further details of
the proposed amendiments to the Articles
are included in the Notice of AGM.

Another special business matter which is
being put to shareholders for approval is
a proposed Remuneration Policy which
involves a shift to a restricted share plan
for our senior executives (including the
Executive Directors), which the
Remuneration Committee has determined
fits better than a traditional long-term
incentive plan with the characteristics
of the media sector in the current and
anticipated future environment.

The Remuneration Committee spent
considerable time reviewing the
remuneration structure for our senior
executives in 2020. Accordingly, Mary Harris,
Chair of the Remuneration Committee,
engaged extensively with our largest
shareholders in relation to the proposed
changes to the Directors’ Remuneration
Policy (provided in the Remuneration
Report on page 132).

With the expectation that the year ahead
will continue to be impacted by challenging
external factors, the Board will continue to
work with management to deliver on our
strategic initiatives while ensuring that we
continue to safeguard our business and

the wellbeing of our colleagues and

other stakeholders.

Sir Peter Bazalgette
Chairman
9 March 2021

Additional lnf—ona

The 2018 UK Corporate Governance Code
(the Code) .

The Board considers that, during 2020, the Company has complied
with the principles and provisions of the Code. In respect of provision
38 of the Code, the relevant stepsintended to be taken to ensure
more effective alignment of incumbent Executive Director pension
contributions to those available to the workforce are set out on
pages 140 and 141.

The Code (July 2018), issued by the Financial Reporting Council {FRC), and
associated guidance are available on the FRC website at www.frc.org.uk

iTaking each of the main
headings of,the Code:

The Board's ultimate objective is the long-term sustainable success of the Company.
Read more about our strategy in the Strategic Report and how the Board achieves
this through, amongst other things, stakeholder and workforce engagement

(pages 97 to 105) and establishing a clear and aligned Company purpose, strategy
and values (page 105). See pages 105 to 108 for how the Board assesses and
monitors culture.

Division of Responsibilities

The Board is made up of two Executive Directors, eight independent Non-executive
Directors and the Non-executive Chairman, who was considered independent on
appointment to the Board. As stated in last year's Annual Report, the Chairman was
Executive Chairman for a six-month period until the Chief Executive joined the
business in January 2018. For Board meeting attendance, please see page 95.
Additional external appointments of Board members during 2020 received prior
Board approval. The Directors’ other time commitments are in line with the key
institutionalinvestor and investor body guidelines.

Composition, Succession and Evaluation

The Nominations Committee Report (pages 111 to 113) sets out its activities during
2020, including information regarding succession planning and progress on achieving
the Board's diversity objectives. Read more about the internal Board evaluation which
took place during the year on page 109 and Board composition on page 95.

Audit, Risk and internal Control

The Audit and Risk Committee Report (pages 114 to 125) describes the work of the
Committee and how it discharges its roles and responsibilities. The Board completed
arobust assessment of the Company’s emerging and principal risks during the year
and has well established procedures to manage risk, which were further enhanced
during the year. The Company’s disclosures regarding principal risks are on pages

74 to 85.

Remuneration

The Remuneration Report (pages 126 to 151) describes the work of the
Remuneration Committee during the year, and sets out how executive remuneration
is aligned to the Company’s purpose, values and strategy and how workforce
remuneration and related policies have been considered in its decision-making
regarding executive remuneration.
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Board of Directors changes during 2020

and up to 9 March 2021

. Graham Cooke was appointed to the Board as

a Non-executive Director on 1May 2020

Sharmila Nebhrajani was appointed to the Board
as aNon-executive Director on 10 December 2020.
Roger Faxon stepped down from the Board on

10 December 2020.
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A Audit and Risk
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Terms of engagement
for the Non-executive
Directors and job
descriptions for the

Chairman, Chief Executive

and Senior Independent
Director are available
on our website:
www.itvplc.com/
investors/governance

Sir Peter Bazalgette )5}

Chairman, Chair of the Nominations Committee
Appointed: June 2013

Key skills and experience: Peter joined ITV in
June 2013 and was appointed Chairmanin 2016.
He is also a member of the Remuneration and
Nominations Committees, chairing the latter.

He has over 40 years’ extensive media experience
having served as Chairman of the Arts Council,
President of the Royal Television Society, and
Chairman of Endemol UK Ltd as well as the

Chief Creative Officer of Endemol where he
created successful television formats that were
exploited globally. In 2017 Peter led the
Independent Review of the Creative Industries
for the government and outlined key
recommendations for how the creative industries
can underpin the UK's future economic growth.
He has a track record of successfully managing
creativity in television and tremendous
knowledge and commercial experience of the
global content business, deep commercial skills
with wide knowledge and understanding of the
creative industries. Since his appointment he has
demonstrated strong and decisive leadership
and has been instrumental in working with the
Executive Directors in establishing [TV's More
than TV strategy.

Current external appointments: Chairman,
Lovecraft Collective Ltd; Non-executive

Director of UK Research and Innovation, and Edge
Perfarmance VCT plc; Member of Advisory Board
for Bartle Bogle Hegarty.

Carotyn McCatlt

Chief Executive

Appointed: January 2018

Key skills and experience: Carolyn joined ITV in
2018 as Chief Executive. Previously she was Chief
Executive of easyJet plc for over seven years and
spent over 20 years at the Guardian Media Group
holding a number of senior roles, including CEO of
Guardian News and Media and then four years as
Chief Executive of Guardian Media Group. She has
previously served as a Non-executive Director of
Lloyds TSB, Tesco plc and New Look Group plc.

In 2008, Carolyn was awarded an OBE for her
services to women in business and in 2016 a
Damehood for her services to the aviation
industry. She has animpressive track record

in media and experience of teading digital
transformational change both in an international
and regutated environment. She has clear
strategic acumen and a strong record of driving
operational excellence and delivering value to
shareholders. Carolyn created ITV's More than

TV strategy in 2018 when she joined, which she
continues to execute effectively through her
strong leadership of the Company ensuring ITV's
transformation into a successful digitally led
media and entertainment company.

Current external appointments: Senior
Independent Director and member of the Audit
and Nomination Committees, Burberry Group plc;
Trustee of the Development Board of the Royal
Academy of Arts.



satman Amin 3B

Non-executive Director

Appointed: January 2017

Key skills and experience: Salman joined iTV in
January 2017 and is a member of the Remuneration
and Nominations Committees. He is Chief
Executive Officer of food group Pladis.

Previously he was COO, Global Commercial
Division at 5C Johnson & Son, and has held
positions at Procter & Gamble and PepsiCo.

He brings to the Board a wealth of experience

in global businesses having worked for over
30years managing global brand advertising

and media spend.

Current external appointments: Chief Executive
Officer, Pladis.

Chris Kennedy

Group CFO

Appointed: February 2019

Key skills and experience: Chris joined ITV as
Group CFO in February 2019. Previously he was
Chief Financial Officer of Micro Focus International
plc, ARM Holdings and easyJet plc where he spent
five years and was voted FTSE 100 CFO in 2015.
He has a strong media background, holding senior
management positions over a 17 year career

at EMI. His experience in executing and driving
strategy play an important role in the detivery

of the ITV More than TV strategy and driving
arationalisation/cost savings initiative.

Current external appointments: Non-executive
Director, Chair of the Audit Committee and
member of the Nomination Committee,
Whitbread plc; Non-executive Director of the
Great Ormond Street Hospital for Children

NHS Foundation Trust; Trustee of the EMI

Group Archive Trust.

Edward Bonham Carter (] 03

Senior Independent Director

Appointed: October 2018

Key skills and experience: Edward joined ITV

in October 2018. He is our Senior Independent
Director, Workforce Engagement Director and
amember of both the Audit and Risk, and
Nominations Committees. He is currently

Vice Chairman of Jupiter Fund Management pic
(2014). He joined Jupiter in 1994 as a UK fund
manager and held the position of Chief
Investment Officer from 1999 to 2010 and

Group Chief Executive until 2014. He started

his career at Schroders as aninvestment analyst
before moving to Electra Investment Trust where
he was a fund manager. He brings to the Board

a wide range of City experience and invaluable
insight in the understanding of stock markets
and investor expectations.

Current external appointments: Vice Chairman,
Jupiter Fund Management plc; Senior Independent
Director, Land Securities Group plc; Senior
Independent Director, The Investor Forum CIC;
Trustee, The Esmee Fairbairn Foundation; Member
of the Strategic Advisory Board, Livingbridge;
Chairman, Netwealth Investments Ltd.

Please see page 110 for further information
on Edward’s external time commitments.
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Margaret Ewing [§

Non-executive Director, Chair of the Audit

and Risk Committee

Appointed: October 2017

Key skills and experience: Margaret joined ITV
and its Audit and Risk Committee in October 2017
and was appointed Chair of the Committee in May
2018. She has extensive experience in financial
accounting, corporate finance, strategic and
corporate planning having served as a Managing
Partner of Deloitte LLP and Chief Financial Officer
of BAA plc and Trinity Mirror plc. Margaret also
held Non-executive Director and Audit Committee
positions with Standard Chartered plc and
Whitbread plc and was an external member of
the Audit and Risk Committee of the John Lewis
Partnership. Margaret’s skills and experience give
her substantial insight into the Company’s
reporting and risk management processes.
Current external appointments: Non-executive
Director, Chair of the Audit and Compliance
Committee and member of the Nominations
Committee of International Consolidated Airlines
Group, S.A.; Senior Independent Director, Chair of
the Audit and Risk Committee and member of the
Nominations Committee of ConvaTec Group plc.

Please see page 110 for further information on
Margaret's external time commitments.

Mary Harris 1D

Non-executive Director, Chair of the
Remuneration Committee

Appointed: July 2014

Key skills and experience: Mary joined TV in
July 2014, and became Chair of the Remuneration
Committee in May 2017 having served on the
Committee since May 2016. She is also a member
of the Audit and Risk and Nominations
Committees. She is a former partner at McKinsey
& Company, where she worked primarily with
retail and consumer clients in China, South East
Asia and Europe. She brings to the Board
extensive experience in executive remuneration,
business management consulting, sales and
marketing, mergers and acquisitions, media,
television and interactive media investments
and digital rights management.

Current external appointments: Non-executive
Director and Chair of the Remuneration
Committee, Reckitt Benckiser Group PLC;
Non-executive Director, HAL Holding NV;
Member of Remuneration Committee, St Hilda's
Coltege, Oxford University.

AnnaMmanz 3G

Non-executive Director

Appointed: February 2016

Key skills and experience: Anna joined TV in
February 2016 and is a member of the
Remuneration and Audit and Risk Committees.
She is currently Chief Financial Officer of The
London Stock Exchange Group and prior to that
held the role of Group Finance Director at Johnson
Matthey plc. Previously Anna held senior strategy
and financial roles at Diageo plc, bothin the UK
and internationally. She brings over 20 years
consumer, financial and strategic experience to
her role on the Board and the Committees on
which she sits.

Current external appointments: Chief Financial
Officer, The London Stock Exchange Group plc.
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Duncan Painter i)

Non-executive Director

Appointed: May 2018

Key skitls and experience: Duncan joined ITV in
May 2018 and is a member of the Remuneration
Committee. He is currently Chief Executive Officer
of Ascential plc and a Board Adviser to Investis
Digital. Previously he was an executive at

BSkyB and Global Product Leader at Experian plc
following its acquisition of ClarityBlue, a consumer
intelligence company which he founded. He brings
to the Board a broad range of experience
particularly in digital media, consumer intelligence
systems and targeted advertising.

Current external appointments: Chief Executive
Officer, Ascential plc; Board Adviser,

Investis Limited.

Graham Cooke

Non-executive Director

Appointed: May 2020

Key skills and experience: Graham joined ITV in
May 2020. He has extensive technical and digital
experience, a focus in user-centric product design,
coupled with in-depth knowledge of the
e-commerce and digital sectors. He is a founder
and CEO of Qubit, the leading provider of
e-commerce personalisation technology. Prior to
founding Qubit, he spent five years working at
Google. His most recent role there was as global
leader on Google’s strategy for conversion rate
improvement. Graham has been working with web
technology since 1995, designing and building
websites with emergent technology.

Current external appointments: CEO, Qubit.

Sharmila Nebhrajani

Non-executive Director

Appointed: December 2020

Key skills and experience: Sharmila joined ITV
in December 2020. She has strong public sector,
commercial, government and non-profit
experience across a wide range of sectors. She
was previously chief executive at Wilton Park,

an executive agency of the FCO, and prior to that
held various roles in global health and medical
research. Earlier in her career, she held the post
of Chief Operating Officer at BBC Future

Media & Technology, where she managed the
business functions of bbc.co.uk, including the
launch of iPlayer. Sharmila studied medicine at
the University of Oxford, is a chartered accountant
and was made an OBE in 2014 for services to
medical research.

Current external appointments: Non-executive
Director, Severn Trent plc; Chairman of National
Institute for Health and Care Excellence;
Non-executive Director, National Savings &
Investments; Independent Trustee, Lifesight
Limited; Governor, The Health Foundation.
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Julian Bellamy

Managing Director, ITV Studios

Appointed: February 2016

Experience: Julian joined ITV in 2014 as
Managing Director of ITV Studios in the UK.

He was promoted to Managing Director of

ITV Studios and appointed to the Management
Board in February 2016. He has responsibility for
running ITV’s global production and distribution
business that creates, produces and sells finished
programmes and formats in the UK and
internationally. Julian's previous roles included
Creative Director and Head of Commissioning

at Discovery Networks International, Head of
Programming at Channel 4 and prior to that
heran BBC3 and E4. He also spent time as
Channel 4's Head of Factual Entertainment

and was a commissioning editor of Channel 4

:{\ e News and Current Affairs.

Julian Bellamy David Osborn David Osborn
Group HR Director

Appointed: October 2014
Experience: David joined TV as the HR Director
for ITV Studios in 2011. He was promoted to
Group HR Director and appointed to the
Management Board in 2014. He has responsibility
for formulating and implementing ITV's global
HR strategy and policies. Prior to joining ITV
David gained substantial experience in both the
] UK and internationally whilst working in a variety
!(‘r‘ N AR of businesses, including EMI Music, Vodafone,

) Visa Europe and Marks & Spencer.

Rufus Radcliffe
. . s Carolyn McCalt

Chief Executive
Appointed: January 2018
Experience: Biography on page 90.

Management Board
changes during 2020
and up to 9 March 2021
- ltwasannouncedon
8 February 2021
that Magnus Brooke
and Dan Colton were
both appointed as
members of the

U ————
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KevinLygo

Managing Director, Media and Entertainment
Appointed: August 2010

Experience: Kevin joined ITV as Managing Director
of ITV Studios and a member of the Management
Board in 2010. He became Director of Television

in February 2016 and in October 2020 he was
appointed Managing Director of the newly
created Media and Entertainment division. As well
as having overall responsibility for the Media and
Entertainment division, Kevin continues to run the
Broadcast business unit (one of the two business
units making up the division) and to oversee

the commissioning of popular programming
delivering ITV's USP of mass simultaneous reach.
Kevin's previous roles included Director of
Television and Content at Channel 4, Director

of Programmes at Channel 5 and a number of
positions at the BBC, including Head of
Independent Commissioning for Entertainment.

Rufus Radcliffe
Managing Director, On Demand
Appointed: April 2017
Experience: Rufus joined ITV as Group Marketing
and Research Director in 2011. He was promoted
+ . to Chief Marketing Officer and appointed to the
Management Board in 2017.1n 2019 he took on
additional responsibility for the Direct to
.. Consumer division as Chief Marketing Officer
. and Director of Direct to Consumer.In October
2020 he was appointed Managing Director of
0On Demand, one of the two business units making
up the newly created Media and Entertainment
division. Rufus has responsibility for heading up
the On Demand business unit, whichwill be the
focus of digital product development and growth
for 1TV, and includes Hub, Hub + (the ad free
. version of the Hub) and BritBox. Before joining
*ITV, Rufus spent ten years at Channel 4, and
!,.,.: prior to that held various positions at McCann
i Erickson and JWT.

Chris Kennedy

Group CFO

Appointed: February 2019
Experience: Biography on page 91.
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Kelly Wiltiams

Managing Director, Commercial

Appointed: December 2014

Experience: Kelly joined ITV in 2011 as Group
Commercial Director. He was promoted to
Managing Director, Consumer and appointed
to the Management Board in 20%4. He also sits
on the Board of Thinkbox TV;is a member of
the BARB Strategy board; and sits on the RTL
Adconnect Board. He has responsibility for all
commercial advertising deals across the ITV
family of channels. Prior to joining ITV, Kelly
was the Sales Director at Channel 5 and prior
to that held various positions at UKTV, Sky
and Thames Television.

Mark Smith

Group Chief Technology Officer

Appointed: September 2018

Experience: Mark joined ITV in 2071 as a member
of the technology management team. He was
promoted to Chief Technology Officer in 2015,
before taking on the Group Chief Technology
Officer role and joining the Management Board
in 2018. He has responsibility for all technology
and related operational matters across the
Group, including leading on the digital
transformation strategy. Prior to joining TV,
Mark held senior technology positions at the
BBC, BBC Worldwide and Sky. Over the past

15 years Mark has specialised in digital
transformation and has led the design, build and
delivery of industry leading VOD platforms. Mark
started his career as a software engineer at BT.

Kyla Mutlins

General Counsel and Company Secretary
Appointed: January 2019

Experience: Kyla joined ITV as General Counsel
and Company Secretary and amember of the
Management Board in 2019. She has responsibility
for legal, company secretarial and compliance
matters across the Group. Prior to joining ITV,

Kyla held senior legal positions in the media,
entertainment, strategic outsourcing and aviation
sectors. She was General Counsel and Company
Secretary at easyJet plc and Mitie Group plc;
Global General Counsel of EMI Music; and Group
Legal Director at TV plc and Granada Media. Kyla
is cu