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The Chase

The Chase lauiches |

attracting 6.2 mitlion viewersifor
first episoda. It was subséduiently
recommissioned for a second seHes.

The Pembrokeshi
Murders .

The Pembrokeshire Murdersis!
ITV's biggest new drama sirce’
2013, averaging 121 mitlion. ;
vigwers acrass the seties, 7

April

Cattleya

Arturo Diaz joins Cattleya, (part of [TV
studios International), to taunch a new
scripted production company in Spain,
calted Cattleya Producciones.
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Line of Duty -

The finate of Line of Duty, produced by World -

Productions (part of ITV Studios UK} for BBC
One, is watched by an average of 12.8 miltion
viewers. It is the most-watched episade of

any drama {ex. Soaps) since records began. -

Love Island returns
Love fstand LK returns to {TV after missing
a year due to COVID-19. The top episcde is
watched by 5.2 million across all platforms
and is the biggest digitat audience in 2021,

AW I W

-’“.".'*"s‘. T
SR e




Strategic Raport

‘>/’"‘\

EURO2020

Weather Targeting
TV iauhches real-time Waather Targeting
the TV Hub via Planet V: ITV:s the first Uk
' Broadeaster 6 faunch Aproduct tha
- advertisers fo automate campaighs ones
‘spieg ‘ g




Strategic Report [ITV At aGlance

ITV at a Glance

ITV is an integrated producer broadcaster (IPB) consisting of ITV Studios
and Media & Entertainment (M&E). Through ITV Studios we create,
own and distribute high-quality content for broadcasters and platform
owners globally. Through M&E, we distribute content across our

channels and platforms, with an increasing focus on driving streaming

viewing and revenues. The integration of these two businesses
provides an attractive destination for talent and offers advertisers
a unique opportunity to integrate their brand into our shows.

ITV Studios

One of the biggest global creators,
producers and distributorsin

the world

)

Over 55% of ITV Studios total
revenue and 85% of ITV Studios

external revenue is from outside

the UK

60 labels

across 13 countries
supplying over 200
channels and platforms

285+ unique
formats

across owr format cataloques

90,000+
hours

of active contentin cur catalogue

We have built significant
scale globally; we have
a production presence
in six out of the top ten
largest TV content
markets as well as
being one of the largest
independent producers
inthe world. We create,
produce, and distribute
abroad range of
programmes, including
drama, entertainment
and factual. Our
customer baseis
diverse, producing for
international television
broadcasters and global
streaming platforms.

ITV Studios creates and
produces content across
13 countries, while our
global formats and
distribution business
sells, commercialises
and distributes over

285 formats and over
90,000 hours of finished
programmes worldwide.

ITV Studios UK

ITV Studios UK is the largest
commercial producer in the UK.
We have 28 labels and create
and preduce programming
acrass a diverse range of genres,
for ITV channels, other UK public
service broadcasters {PSBs),
including the BBL, Channel 4,
Channel 5, along with global
streaming platforms.

ITV Studios US

ITV Studios US creates and
produces content for all the
major networks, cable channels
and streaming platforms

across the US. The business is
underpinned by ITV America,
which deveiops and produces
unscripted content and has

a partfolio of successful formats
and returning series; and ITV
Studios America, which produces
high-end scripted programming
with the potential to travel and
build international appeal.
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ITV Studios

International

ITV Studios also operatesin

the Netherlands, Gerrmany,
France, Italy, Spain, Israel and

the Nordics and Australia,
producing entertainment,
unscripted and scripted content
far tocal broadcasters and
streaming 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. It also generates revenue
from licensing our brands

for games, live events and
merchandise. 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 ITV
and third-parties productions to
acquire global distribution rights.

ITV total revenue
S
ITV Stugios

£1,760m

{202G: £1,375m)

FARE

£2,282m
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ITV adjusted EBITA*

ITV Studios

£215m

(2020: £152m)

MEE

£598m

RSP TR

Media & Entertainment

* A full reconciliation between
our adjusted and statutory
numbers is included in our APMs
onpage 59.

The Voice remains one of the
rmost successful formats in the
waorld. Itis in over 70 countries
with six spin-of f versions.

Media & Entertainment
{MR&E) is the home of ITV's
family of channels and
platforms — the largest
family of free-to-air
commercial channelsin
the UK, with pragramming
delivered across multiple
platforms. M&E is made up
of two parts - Streaming
and Broadcast.

Our streaming platforms
are our advertiser-funded
platform, ITV Hub, and our
subscription services, ITV
Hub+ and BritBox UK.

ITV Hub is the online home
of all our channels, live and
on demand and appeals to
audiences whao do most or
all of their viewing on
demand. TV Hub+ is the
ad-free version of ITV Hub.

BritBox UK has the largest
collection of British box sets
andis controlled and managed
by ITV, with the BBC and
Channel 4 as strategic and
equity partners, Channel 5

as a content partner, and EE
and BT as distribution partners.

We also generate revenue
through in-programme
competitions and voting,
and increasingly through
TV Win, our digital
competiticns platform.

In 2022, we will supercharge
streaming by integrating ITV
Hub, ITV Hub+ and BritBox UK
into one platform - ITVX. It

will create a simplified consumer
proposition that will be
advertising video on demand
(AVOD) led, with a compelling
subscription video on demand
(5VOD) proposition.

I'm A Celebrity...Get Me Qut Of Here!
is a global format for ITY Studios and isin
15 countries. The UK series has been broadcast
annually for nearly 20 years.

Broadcast is the home of our
linear channels and continues
to deliver ITV’s USP of mass
simultaneous reach and
unmissable content,

ITV’s family of channels are
advertiser-funded and consist
of ITV,ITV2,ITV3, ITV4,ITVBe,
and CITV. ITV offers unique
audience scale and
simultaneous reach to
tetevision advertisers, as well
as targeted advertising on the
ITV Hub. These revenue streams
enable qurinvestment in
high-quality pregramming
across arange of genres, which
underpins the success of both
Broadcast and Streaming.

In addition to BritBox UK,

ITV has an 5VOD joint venture
with the BBC, BritBox
International. This is available
in the US, Canada, Australia
and South Africa, and will
launch in the Nordics in the
first half of 2022. It provides
local audiences with an
unrivalled collection of
British box sets and original
series allin one place.

TV ple £ a0
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Chairman’s
Statement

Our purpose is clear: we entertain and .
connect with millions of people globally
reflecting and shaping culture with
‘brilliant content and creativity..

2021 has been a year that we can look

We've delivered a strong financial
performance, despite the challenges
of COVID-19.

Quality content is at the heart

of everything we do. We delight
audiences globally through the
creativity of ITV Studios and BritBox
International. And in the UK, where
we see ourselves as a national media
champion, we also have a focus on
democracy, culture and the economy —
delivering in all the ways we can for
our stakeholders. To succeed in this,
we have to invest and modernise

at pace to retain our pre-eminent
position. We're very focused on
executing Phase Two of our More

vision of being a leader in streaming
in the UK and an expanding force in
global content.

in the UK and internationally is vital

business — they're our viewers,
subscribers, customers and partners,
citizens, legislators and regulators,
colleagues and programme
participants, suppliers, shareholders
and debt investors. As a Board we're
very focused on how we engage to
deliver a positive impact for them.
How have we done in 2021?

& ITV ple omroatf

back on with immense pride as ITV has
continued to make significant progress
in executing its More Than TV strategy.

Than TV strategy - Digital Acceleration,
particularly the launch of ITVX and our

Our relationship with our stakeholders

to building a successful and sustainable

Viewers, subscribers, customers

and partners

ITV Studios’ distinctive programmes are

a core part of the content we offer onour

own channels and streaming services. And

as an infegrated producer broadcaster, we're

in a strong position to invest in and launch

successful shows. This also drives value from

different revenue streams. Over two-thirds
of ITV Studios’ revenues now came from
external customers. ITV has increasingly
diversified by genre, geography and
customer, supplying compelling content to
broadcasters and platform owners globally.

In 2021 we continued to be at the heart

of national life in the UK through good
times and bad, attracting large and

broad audiences as we entertained
viewers through our high quality and
varied schedule. This is both an our
broadcast channels and increasingly
through our streaming platforms -

TV Hub, ITV Hub+ and BritBox UK -

as we build closer relationships with our
consumers. Competition for viewers’ time,
though, continues to increase. Qur priority
is to deliver the content our consumers
want, however they want to consumeit.
The increased use of data enhances

how we do this by delivering a better
experience for our viewers, through
increased personalisation and the
continuous improvement of our platforms.
We also engage directly with consumers
globally who are passionate about British
television, through BritBox International
and its fast growing subscriber base.

Our Media & Entertainment business is
advertising-led, with a compelling

SVOD proposition. We're building closer
relationships with our advertisers. We
provide them with rmore creative marketing
apportunities, helping build their brands
and drive their sales. Planet V, our
addressable advertising platform,is a
leading provider of programmatic video
advertising, second cnly to Google in the
UK. Therefore, we're now able to offer
advertisers targeted advertising campaigns
and our resilient mass simultaneous
audience, all with the assurance of a
brand-safe andmeasured environment.

We're very pleased to have agreed two new
multi-year commerdcial deals with Sky and
Virgin Media 02 during 2021. This makes our
content more accessible to their customers
through ITV Hub and vields increased
benefits to advertisers through Planet V.

We continue to build strong relationships
with our suppliers and partners, working
with those that not only deliver a great
service andinnovation at the right cost
but also meet our high standards of
professionalism and align with our Social
Purpacse goals. This year we published
our first Supplier Code of Conduct, which
sets out minimum standards expected
with regards to human rights, diversity,
sustainability and information security.
To that end, we've enhanced our standard
terms of trade.
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Citizens

Reaching nearly 40 million viewers in the
UK each week gives us a great opportunity.
We arein a position to raise awareness
andinspire positive change in the wider
community, as well as shaping ITV itself
for the better.

We continue to buitd our better health
campaigns such as Eat Them To Defeat
Them (healthy eating} and our flagship
campaiqn, Britain Get Talking (mental
health). We have a new partnership
hetween ITV2 and CALM 10 encourage
young peaple to take action on their
mental health. In 2027 we again promoted
Black History Month on and off-screen
with newly commissioned programmes
from some of ITV's biggest stars -
William, Ashley Banjo and Charlene White.
And through our Diversity Acceleraticn
Plan, launchedin 2020, we are continuing
1o create more opportunities for thase
from diverse backgrounds.

2021 has been a very important year
globally for Climate Action, To mark

COP26 we held ITV Climate Action

Week with a range of on-screen content,
commercial activities and campaigns
dedicated to helping citizens take acticn.
We also joined other UK broadcasters in
initiating the Climate Content Pledge to
promote positive action an-screen and

have committed to align our Net Zerc
targets with the Science Based Targets
Initiative, We carefully consider the business
risks and opportunities from climate change
by complying with the requirements of the
Task Farce for Climate-Related Financial
Disclosures (TCFD).

Lagisiators snd reguiators

As a public service broadcaster {(PSB) and
aresponsible business, ITV acts onits
obligations - from paying appropriate

tax to providing high-quality trusted and
impartial news. We engage with regulators,
politicians and policy makers on a wide
range of issues which impact ITV.

ar relationship
our stakeholders in the

We're very encouraged thatin 2021 Ofcom
recommended to government thatin

their upcoming PSB Review they recast the
regime for public service broadcasting in
the UK as a new Public Service Media regime
fit for a digital era. Within this, Ofcom has
recommended an extension to rules around
praminence and platform inclusion to cover
on demand and streamed content on major
online platforms.

Colleagues, programme
participants and everyone

we wori with

COVID-19 has continued to pose many
challenges across the business. But the
resilience, determination and team spirit
of our colleagues has ensured that we
made very significant progress in delivering
our purpose and ccmpleted Phase One of
our More Than TV strategy during 2021,
My heartfelt thanks to everyone for their
hard work and commitment.

The hezalth and well being of cur colleagues
is a priority. As many have continued to work
remaotely, it's essential that colleagues feel
connected and supported. This we have
done through reqular vodcasts by Carolyn
McCall, our CEO and the wider leadership
teamy, virtual training and workshops;

and easily accessible and frequent wellbeing
advice through ITV Feel Good. In Autumn
2021 we undertock a Company-wide
employee survey. While we are

encouraged by the results, they also
highlight opportunities to improve,

This will be a valuable focus for 2022,

As a Board we believe that we should
have an open two-way dialogue with
our colleagues which helps inform
our discussions and decisicn-making.
Edward Bonham-{Carter, who is our
Senior Independent Director and
Workferce Engagement Director,
works closely with the colleague
Ambassador network and reqularly
provides feedback to the Board.

with

UK and internationally
is vital to building

a successful and
sustainable busine

Qur Duty of Care Operating Board and
Mental Health Advisory Board continue
to provide practical gquidance and support
on all aspects of our approach to mental
health and wellbeing for our colleagues,
programme participants, and viewing
public. This is reflected in our policies

and decision-making.

Sharehplders and debt investors
ITV is focused on driving shareholder value
threugh delivering its strategic priorities
andin 20271 made very good pragress in
anuncertain environment. Total externat
revenue grew strongly by 24%. Adjusted
earnings per share increased 40%, reflecting
this progress and the reboundin the
eccnomy. The Beard recognises the
importance of the ordinary dividend for ITV
shareholders and is pleased to reinstate it
with a proposed 3.3p final dividend for 2021.

Understanding the views and interests of
shareholders and debt providers ensures
that the business continues to be successful
in theloeng term. Therefore, shareholder
feedbackis regularly considered during
Board meetings and is animportant factor
indecision-making. ITV management and
the Board engages regularly with ITV's
shareholders, through one-to-one
meetings, conferences and the Annual
General Meeting, which again was held
virtually due to COVID-19 restrictions. In
2021,ITV also hosted two investor seminars
with the wider management team. These
pravided a deeper understanding of our
Commercial and Advertising strategy

and of ITV Studios and an cpportunity

for investors to raise questions with the
divisional teams. The Group CO0 and CFO
also had regular dialogue with the Rating
Agencies and the Core Banking Group
throughout 2021, providing updates onthe
performance of the business, specifically in
relation to COVID-19,

Over the past six years ITV has robustly
negatiated the economic uncertainty of
Brexit and the unprecedented disruption

of COVID-19. Despite these challenges

the current executive team has resolutely
investedin a dynamic programme of digital
modernisation. And we're committed, as

a board, to devoting appropriate resources
for growth in years to come.

thate

th

i

Sir Peter Boazalgety
Chairman
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- 2021was an outstanding year for ITVbothon -
.~ and off-screen. Qur ITV Studiosand Media&
Entertainment businesses both performed. =~~~
. strongly operationally and financialty. =~

Carolyn McCall, Chief Executive
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2427 Financal nighlights”

ITV's operational and financial performance
in 2021 saw a significant rebound after the
adverse impact of the COVID-19 pandemic
in 2020. While government-imposed
lockdowns and containment measures
inthe UK and internationally continued
speradically during the year, the majority
of our productions returned, operating
efficiently and mitigating many of

the chaltenges that COVID-19 still

posed globally.

ITV Studios tetal revenue was up 28%
with double-digit growth across all areas
of the business.

For Media & Entertainment (M&E)}, the
combination of our linear channels’ mass
simuitaneous reach, iTV Hub's brand-safe
targeted advertising propesition and the
strong economic tailwind, meant 2021
had the highest advertising revenue in
ITV’s history, up 24% tao £1,957 million,
despite the lockdown in Q1. This included
strong AVOD revenue growth which was
up 41%. Total M&E digital revenues, which
includes AVOD, SVOD and other digital
revenues was £347 million in 2021,

which was up 40% in the year.

Total group external revenue increased
24% in the year to £3,453 million.

Statutory operating profit increased by 46%
t0 £519 million, adjusted EBITA increased
£2% to £813 million, including £48 million
of cost savings which more than offset £24
million of investments, ITV Studios adjusted
EBITA increased by 41% and M&E adjusted

EBITA increased by 42%. Statutory and
adjusted EPS increased by 32% to 9./1p
and by 40% to 15.3p respectively.

The venture loss of BritBox UK was £61
millian in line with our guidance of £55
million te £60 million,

We remained highly cash generative in the
year, with profit to cash conversion of 80%.
At 31 December 2027, our net debt was £414
millicn {31 December 2020: £545 million)
and our net debt to adjusted EBITDA was
0.5x {31 December 2020: 0.9x).

We remain committed to investing
crganically in content, data and technology
in line with our strategic pricrities whiie
maintaining a credit rating investment-
grade balance sheet. We want to sustain
a regular ordinary dividend that can grow
over the medium term and we continue
to consider value creating inarganic
investment against strict financal and
strategic criteria, with surplus capital
being returned to shareholders,

Reflecting ITV's strang operational and
financial performance in the year, and in line
with previous guidance, the Board intends to
propose a final dividend of 3.3p for the full
year 2021, based on twoe-thirds of a notional
full year dividend of 5.0p.

1. See APMs on page 59 for a full reconciliation between
aur statutory and adjusted results.

TVY's nurpaose

Our purpose is to entertain and connect
with millions of people globally, reflecting
and shaping culture with brilliant content
and creativity.

We have successfully
executed the first phase

of our More Than TV
strategy. We’ve continued
to implement our key
strategic priorities and
have further strengthen

the business.
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Qur colleagues are always our priority but
we are alse focused on all our stakeholders:
our viewers, subscribers, customers and
partrers; citizens; legislators and reqgulators;
programme participants and others we
work with; and our shareholders and
debtinvestors,

As a public service broadcaster (PSB), ITV
contributes to the UK's cutture and

society, creating shared naticnal moments,
highlighting difficult issues, and running
pregrammes and campaigns far mental and
physical wellbeing. We make programmes
across the whole of the UK, reflecting British
culturc and experiences, that are available
for free to everyone. We contribute to the
health of democracy, providing trusted,
impartial and high-quality local and naticnal
news. And we play animpartant partin
economic growth, investing in regional
creative economies and the independent
production sectar.

Driving positive change through
our Social Purpose priorities
Businesses have an important rolein

driving positive change and at ITV, our
Environmental, Social and Governance (ESG)
strateqgy is an essential part of our purpose
and ability to deliver our business goals. ITV
does much mare than entertain - it makes

a difference to British society in 3 way that
global competitars can not.

We have a unique ability to drive meaningful
change by reflecting and shaping culture,
raising awareness andinspiring positive
change through the massive reach of

our platforms. Our four Social Purpose
pricrities — Better Health, Diversity &
Inctusion, Climate Action and Giving Back —
help us 1o express that, both on-screen and
off-screen. During the year we launched many
initiatives to cantinue to amplify ITV's Social
Purpose and deliver against our priorities.

These included:

« Multipte campaigns to drive mental and
physical health, including cur flagship
mental health campaign, Britain Get
Talking, which has encouraged 106 million
new or better conversations to take place
sinceits launch in 2019, Other campaigns
included Eat Them To Defeat Them
and 1 Million Minutes, where close to
200,000 viewers pledged to velunteer
over 166 million minutes to help combat
loneliness. We alse launched our ITV2
partnership with the charity Campaign
Against Living Miserably {CALM} aimed
specifically at addressing young
people's mental wellness and
encouraging them to take action
to improve thelr mental wellbeing.
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A Charlene White: Empire's Child was

a documentary commissioned as part of
ITV's prograrmiming for Black History Month
in the UK,

England Get Talking messages were
broadcast during the Euros as part of ITV's
Britain Get Talking mental health campaign.

A The Pembrokeshire Murders was
produced by Worid Productions (part of
ITY studios UK). It was the biggest new
drarmaon TV in 2021
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- ITV's Diversity Acceleration Plan Report,
which was published in July 2021, one year
after the Plarn’s launch, demonstrated the
progress made across aur commitments,
including improving representation
an-screen and career progression
opportunities. We saw a 33% increase
in lead roles filled by Black, Asian and
Mingcrity Ethnic talent on-screen, and
through ITV's Step Up 60 initiative, 62
apportunities were created for 8lack,
Asian and Minority Ethnic production
talent to gain mare senior experience
and step up to their nextrole. We also
launched our commitment to disabled
representation on screen, and remain
focused on doubling the representation
of our workforce with a disability.

- ITV's emissions reduction targets, set to
enable us to becorme a Net Zera Carban
business by 2030 were approved by the
Science Based Targets Initiative, We also
demonstrated our commitment asa
business to these targets by linking them
to the rernuneration of ITV's senior team,
and the refinancing of our Revolving
Credit Facility.

- We helped raise a record-breaking
£13 million for UNICEF through Soccer
Aid 2027, We also continued to encourage
our colieagues to use their three paid
days a year for volunteering and have
launched a new mentering scheme with
Creative Access, focusing an encouraging
aspiring and emerging talent from
underrepresented backgrounds into
the TV industry.

Gur strategic vision

ITV operates in a very competitive
landscape, with viewing habits and the
needs of advertisers changing rapidly.
The COVID-19 pandemic created many
challenges and opportunities for our
husiness, including accelerating some of
the trends we were already se¢ing,
particularly the increase in viewership to
streaming platforms. While TV in the UK
still reaches nearly 90% of the population
each week, there is no doubt that overall
linear TV viewing volumes are declining.
The proliferaticn of digital platforms gives
viewers more choice on what they watch,
when they watch and how they watch, and
we recognise that younger viewers, in
particular, are increasingly moving away
from linear viewing to digital platforms.
Gur strategy s aimed to take advantage
of the long-termimpact of changing
viewing patterns.

We have increased the pace of delivery of
our strateqy, particularly the investmentin
our digital products, ITV Hub, Planet V and
BritBox UK, which we continued investing

in during the COVID-19 pandemic. This
investment and pace of delivery mean that,

as of today, we have successfully executed
Phase One of our Mare Than TV strategy.
We have delivered on the key priorities
which were supported by aninvestment
plan, and more detail on this is included

in the sections that follow.

We have a clear vision for 2026. The
significant progress we have made has laid
the foundations to enable us to go faster

in the delivery of our strategy, most notably
our digital acceleration, in arder to realise
our vision by 2026. We aim to be a leader

in UK streaming and an expanding global
force in content. We will be focused an
three priorities to deliver our vision:

- Expand cur UK and global production
business

- Supercharge aur Streaming business

+ Dptimise our Broadcast business

Alongside these prigrities, we have set key

performance indicators (KPIs) and ambitions

to be delivered by 2026. We aim to achieve

this through digital transformation across

everything we do. We will have a laser focus !
on viewers and every decision will combine

our unigue creativity and data insight.

We have continued to strengthen our IPB
model, which gives us a real competitive
advantage in achieving our visian. It provides
ITV Studios with a base of core commissions
and a significant promaotionat engine for its
content, and enables cross-promotion and
360-degree monetisation of this across our
business madels. It secures access to great
content for ITV's channels, AVOD and SVOD
businesses; and very importantly, it helps

us attract and retain talent, whichis 50 key !
in a creative business.

ITY Studios ~ Expand our UK and

global production business

TV Studios is a world-class internationat
¢reater, producer and distributer. Itis the
largest commercial producer in the UK,
one of the largest producers in Europe
and one of the largest independent
unscripted producers in the US.

The vision we set out for ITV Studios
was to strengthen and grow our UK and
internationat production business into

a high quality and diversified global
business, and over the last three years,
we have made very significant progress.

We are now a key scaled playerin the
global content market: diversified by genre,
geography and custamer base and we are
in a position of strength to take advantage
of the growing demand for quality content,
We have achieved this by focusing on our
four strategic priorities: growing our
scripted business, growing our glabal
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formats business, and further diversifying
our custormer base, allunderpinned by cur
ability to attract and retain leading talent.
As aresult, we now:

+ Produce in 13 countries and in the
majority of those markets, we believe
we are one of the top three international
producer groups, and in the UK, we are
the biggest

« Have a catalogue of over 90,000 active
hours and are one of the pre-eminent
distributors in the UK

Have doubled our proportion of scripted
revenues from 15% to around 30% of
total revenues since 2015

+ Have grown our unscripted business and
now have over 285 formats globally, up
from around 165 in 2315

« Have grown our revenues from streamers
significantly as we have tilted our business
towards the strong growth in demand
from streamers. In 2021, 13% of total
revenues came from streaming
platfarms, up from virtually zero in 2015

- Havesignificantly strengthened our
creativity through a variety of talent
deals as we have focused our acquisition
activity on successfully bringing individual
creatives into the business, rather than
large scale acquisitions

Growing cur seripted business

We have continued to build our portfolio

of scripted programmes, growing scripted
revenues by 43%, with a large praportion

of deliveries in the year for gtobal streamers,
who are driving the overall growth in the
content market. We saw real success during
2027in the US, with Physical for Apple TV+
which has been recommissioned for a
second season, Snowpiercer for TNT which
has been recommissioned for a fourth
series; and in the UK with Vigil on the BBC,
the biggest new drama since Bodyguard in
2018, The Pembrokeshire Murders for [TV,
the biggest new drama series on ITV since
2013, and, importantly, six of the top ten
highest-rating dramas on UK television were
produced by ITV Studios labels {including

all of the top three). In Europe, we continued
to produce for streamers and local
broadcasters with programmes such as
Gomorrah, Summertime and Balthazar,

In 2021, ITV produced 175 hours of high-
value scripted content and cur ambition
is to grow this to 400 hours by 2026.

Gos mweing vur global fermats business
We have a portfolio of werld-class brands
which we cantinue to strengthen, protect
and expand. In 2021 we sold 58 different
formats internationally, 15 of which were
sold to three or more countries. Our existing
portfolio of brands, such as Love Island,

#. Balthazaris a French crime drama
produced by Tetra Media (part of ITV Studios
International). It is now inits fourth seasen.

= Line of Duty is produced by World
Praductions (part of ITV Studios UK) for
the BBC. It was one of the most watched
dramas on UK TVin 2021,

Crank Yankers is a comedy show
produced by ITV America for Comedy
Central. It is currently in its sixth seasen.

4 Robert Moore /s |TV News' Washington
correspandent. His report covering the
storming of the US Capitolin 2021 was
watched over 11 million times on Twitter.

The Chase, Four Weddings and I'm

A Celebrity...Get Me Out Of Herel, continue
to sell well. We have expanded some of our
biggest formats with successful spin-offs
and this has helped to reinvigorate some

of our more established brands, such as

The Voice, which now has six spin-off
versions, and Come Dine With Me with
Couples and Celebrity versions. We have also
grown our pipeline of new formats, that all
have the potential to be global hits, including
Let Love Rule, Rat in the Kitchen, Moneyball,
and I'd Do Anwthing For Love.

By 2026, we expect to increase the number
of formats seld in three or more countries
to 20.

Further diversifyiog our customer bass
The growth in the content market is being
driven by the demand from streamers, and
we have further diversified our customer
hase by strengthening our relationships
with global and local streamers, particularly
inthe U5, for both scripted and unscripted
pragramming. in 2027, cur revenue from
ariginal commissions sold to streamers was
up 95% and we have projects in production
or under development with all the major
streamers globally. We produced a number
of programmes for them in 2021, including
the fifth season of Queer Eye, and
Summertime season two for Netflix,

Ten Year Old Tom for HBO Max and The
Outlaws, a co-preduction with Amazon.

IN2021,13% of ITV Studics total revenues
came from streaming platforms (2020:
10%), and we expect this to grow to 25%
by 2026.

sArovarsing and relaming leading talent
We continue to attract and retain the very
best creative talent, which remains
absolutely key to building a successful
Studics business. We offer a very strong
creative culture that provides a real
competitive edge and in 2021, we were
successful in attracting and retaining the
industry's best creative talent. In the UK
global hit format creaters, James Fox and
Dom Waugh joined ITV Studios to launch

a new entertainment label, and executive
producer David P, Davis joined to launch a
new scripted label. In Europe, award-winning
executive producer, Moritz Polter joined to
set up a high-end scripted labelin Germany,
and renawned television executive and
producer, Arturo Diaz, joined to launch ITV's
first Spanish scripted label. These deals
enable us to capitalise on the demand for
premium scripted, and entertainment
content in Europe and beyond.

ITV Studics is well positioned in the content
market and strategically pivoted to the key
drivers of that growth. Delivering against
our four priorities and associated ambitions
will enable us to grow TV Studios total
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revenues, on average, by at least 5% per
annum to 2026. While our ITV Studios
margin in 2021 has beenimpacted by
ongeing costs associated with COVID-19,
we expect it to return to a margin range
of 13%-15% by 2023, which reflects our
shift into scripted content and cur further
diversified customer base.

ITV Studios alsc remains focused on
innovation and technology to drive
efficiencies. It has embraced new digital
processes with more of our productions
being managed remotely, utilising tools
such as cloud-based editing, and we have
consolidated our US unscripted business.

Media and Entertainment
Following a restructure during 2027,

M&E has two businesses — Streaming and
Broadcast. Streaming is focused on driving
digital viewing and targeted advertising
through our digital products, while
Broadcast is focused on delivering our USP
af mass simultaneous audiences on our
linear channels. This structure enables us
to: seamlessly and strategically respond to
changing viewing habits; be rmore agile and
flexible; drive mass audiences and digital
viewing; ensure we have the appropriate
allocation of resources between broadcast
and streaming; further develop our digital
capabilities; and streamline the ways we are
working to improve productivity, make
quicker decisions and reduce cost.

Supevcharges Streaming

2021 was a very successful year strategically,
finandially and operaticnally for our
streaming business.

The ITV Hub has benefited from the
continued investrment to improve the overall
product —including redesigning the interface,
enhancing the user experience, increasing
personalisation and doubling the number

of hours available on the service. This,

along with our strong schedule of drama,
entertainment and sport, particularly the
Euros, contributed to our growthin
streaming viewing hours of 22% in the year,
with 9.6 million MAUs which was up 19%.
Simulcast viewing on ITV Hub was also

up 38% and dwell time was up 14%. These
metrics demonstrate the growing scale

of our digital business, with more people
watching our content, more often and for
longer. This centinued growth is key as we
focus on accelerating our streaming business
in the second phase of our strategy.

Planet v has been rolled cut to all the major
agencies and is now the second-largest
prograrmmatic video advertising platform
inthe UK, after Google, with over 1,000
usersonboardedin just over ane year from
launch, We have completed several tech
partnerships to enhance the data capabilities

12 Ty ple sy

- Loose Womenis a core part of ITV's
daytime schedule in the UK. it won the RTS
Best Daytime Programme Award in 2021

Coronation Street remains the UK's
biggest soap. It has been broadcast on 1TV
for over 60 years.

and targeting opportunities for our
advertisers which have been well received.
We had over 400 VOD only advertisersin
the year, with the majority of them being
completely new ta VOD. Plaret v has
opened up a long tail of advertisers and
addressable inventory that we previously
could not access and provides significant
opportunities for growth.

We have made great progress in driving
growth across BritBox UK and BritBox
International during the year. BritBox UK
subscriptions have increased by over 45%
to 733,000, with churn rates halving since
launch, We had a pipeline of really strang
original content including Crime, which
was critically acclaimed, The Secret of the
Krays, The Beast Must Die, and, of course,
the second series of Spitting Image. The
content oftering remains strong in the
first half of 2022, with eight originals
launching on the service. including TV
Hub+, we now have over 1.2 million
subscriptions in the UK.

BritBox International continues ta go from
strength to strength, with over 2.4 million
subscriptions across the US and Canada,
Australia and South Africa, which we
recently launched. The service will launch
in the Nordics in the first half of 2022 and
will continue ta roll it out globally, By 2030,
we are aiming to have 10 te 12 million
international subscriptions.

ERRTD S

With this proven track record and our digital
foundations in place, we are inastrong
position to supercharge our streaming
viewing and revenues, with the creation

of anintegrated streaming service, (TVX
which will launchin Q4 2022. This is the first
integrated AVOD/SVOD service in the UK.
itwill be an AVOD led service with a
compelling SYOD proposition. it will
provide a seamless viewer experience with
a significantly enhanced digital-first content
offering, allowing cur viewers to watch
wherniever and however they want, and

to attract those audiences who do the
majority of their viewing on digital services,
It combines the [TV Hub, ITV Hub+ and
BritBox UK into a free and premium content
offering, leveraging our scale, brand and
the investments and success we have
achieved to date.

To support our ambitions for ITVX, in 2022,
we willinvest £1.23 billion in content across
linear, AVOD and SVOD. This will increase

to £1.35 billion in 2023 and we expect totat
content spend to continue at around this
level going forward. Our cne content budget
includes our existing network schedule
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budget, our content budget previously
allocated to BritBox UK, along with
significant incremental content investment
for ITVX. We will invest in high-quality,
trusted content across a wide range of
genres, including large family entertainment
shows, spert, drama, factual and news which
will drive simulcast viewing on ITVX and mass
audiences on linear channels. In addition, cur
digital-first strateqy for ITVX will offer
viewers new and exclusive series every week;
box sets made available in their entirety at
the same time as linear transmission; FAST
channels (Free Ad-supported Streaming

TV services are curated, data-driven
charnnels that are always on, with content
that evolves and changes depending on
viewer preferences); acquired content and
content partnerships and archive content.
We are pleased to have already secured

a deal with Warner Brothers far American
drama and comedy titles, such as The OC,
Cne Tree Hill and Nikita.

By the time we launch ITVX in Q4 2022, we
will have 15,000 hours of streaming content,
available, both free and pay. We currently
have around 4,000 hours of content on ITV
Hub. There will be a clear and compelling
subscription upselling path between AVOD
and SVOD. ITVX's premium tier will include
BritBox's 6,000 hours of British content,
future subscription content partnerships
and all of ITVX's content ad-free.

To give ITV greater control over BritBox UK
and enabte its integration inte ITVX, the BBC
has ceased to be a shareholder in BritBox UK.
They will continue to be a strong partner for
8ritBox UK and BritBox Internaticnal, and
we have agreed a new long-term content
supply deal with the BBC. All PSB partners
are committed to BritBox UK which of fers
consumers a large library of the majority

of PSB British content in one ptace from the
past and recent past.

ITVX will combine the experience of our
linear advertising proposition with the
precision of addressable advertising to fully
monetise the value of our digital audiences.
We will provide a more targeted offering
through scaled addressable advertising
inventory not previously available, using
our established data and analytics
capabilities to drive higher-value data-driven
pricing medels. This opportunity will allow
us to capture new brands in the long tail

of advertisers who want smaller scale
addressable advertising rather than

mass campaigns.

We have significantly investedin our data
and technology capabilities over the last
three years and these capabilities will be
central to ITVX and the decisions we make.
Cur technology team which is supporting
our transformation across the business has
doubledin size since 2020, and we have

really focused on digitising the way we work,
enabling and embedding technology acress
everything that we do. We have established
adata and analytics centre of excellence and
have invested in our cloud-based capabitities
to make us scalable and adaptable. We are
also working in a mare seamless way across
aur business, particularly in content, product
and marketing, with data informing more of
our decisions.

To measure success within Streaming and
deliver long-term growth for cur
shareholders, we have redefined our KPIs
and set ambitious targets ta 2026.

The combination of our data-driven
models and one content budget willenable
significant flexibility to optimise viewing
and revenue across linear, AVOD and SVOD,
to achieve our overall ambition, whichis

to doubte our digital revenues to at least
£750 million by 2026.

Scaling digital revenue will reflect how we
materially shift the business focus, across
product and viewer experience, content
investment and commercial innovation to
be digital-first. This growth will be achieved
by bringing more people to our service - we
are therefore targeting to double our MAUs
on ITVX to 20 million by providing content
that they can’t get enough of. We aim to
double streaming viewing hotrs ta two
billion by 2026.

By providing a clear, compelling and
differentiated subscription offering within
our service, we will double our current UK
subscriber base to 2.5 million by 2026.

Gptimise Broadoast

As the UK’s biggest TV advertising platform,
the Broadcast business is hugely important
1o ITV. We are, and will continue to be, the
home of mass simultaneous reach which

is increasingly valuable to advertisers as
viewing becomes more fragmented.

No other platform can deliver scalein

such a brand-safe way and that continues
to be a critical differentiator for advertisers,
and will continue to be an important part of
marketing campaigns. TV remains the media
delivering the highest return on advertising
investment and this revenue stream will
undoubtedly cantinue for many years

tc come. The Broadcast business alsc
generates significant cashflows through
advertising revenues, which helps fund

our investment in content.

2021 saw TV deliver the highest total
advertising revenue {TAR) outturnin its
history. There was of course a tailwind from
the reopening of the economy, but there
was a lot of self-help too, with the delivery
of our commercial strategy, particularly the
successful roll-out of Planet V as detailed
earlier, Our Commerdcial team did an

incredible job during the year in deepening
strategic relationships with clients and
working more collaberatively with them,
using data-driven insights to demonstrate
the power of television, and advertising
withITV.

During 2021, the team has successfully
bBrought aver 400 new advertisers to
television, encouraged existing digitally
mature advertisers to rediscover TV and
increase their spend, and have provided
innovative ways for brands to advertise

¢n television, Examples include: advertiser-
funded content; commercial partnerships;
product placement and sponsorship, using
the power of our brands to help advertisers
engage with audiences in different ways.
All this is made possible and more

valuable by being an IPB, with editorial,
commercial, creative and production
working together to provide valuable
opportunities for advertisers.

We have several specific initiatives that
encourage advertisers to ITV, including

ITV AdVentures Invest and ITV AdVentures
tgnite for digitally native brands; ITV Backing
Business, our B to B initiative supporting
businesses; and ITV Home Planet —an
initiative for sustainable brands to tell their
environmental stories and encourage
viewers to reduce their carbon footprint.
We also recently launched ITV Ad Labs which
brings together alt of ITV Commercial’s
innovations which the team have been
trialling and bringing to the market.

ITV Adventures Invest is our Media for
Equity programme which launched during
the first half of 2021 and involves ITV taking
minority stakes in early-stage digital and
direct-to-consumer businesses, in return for
advertising inventory across ITV's channels
and the ITV Hub. We have made several
investments to date, including location
service, what3words, and online health
brand, Feel. This is yet ancther way for us to
encourage digitally native brands to TV and
demcnstrate the provenreturn it offers.

During the year, we continued to deliver
unrivalled audiences, informing and
entertaining the natiors with high-quality
programming across the full range of
genres. ITV main channel’s share of viewing
(SOV) (which includes the BBC) increased
marginally in the year from 16.7% to 16.8%,
benefiting from the UEFA European Football
Championships {Euros), the return of Love
island and a strong slate of new and
returning dramas.

We have an exciting schedule onthe ITV
family of channels in the first half of 2022
with new and returning dramas including:
The ipcress File, Holding, Tell Me Everything,
and The Bay; and new and returning
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entertainment, including: Starstruck, Romeo
& Duet, The John Bishap Show and Saturday
Night Takeaway. Our sporting schedule
includes the FA Cup, Premiership Rugby,
England Women's football qualifiers and
friendlies, and the FIFA Warld Cup. We are
also extending our commitment to our
naticnal and international weekday evening
news by increasing its length from 30
minutes to one haur.

With the launch of ITVX in 2022, and the shift
of the business to focus on digital-first, we
will sharpen our broadcast channels to deliver
those unmissable, must-watch maments

for our audiences. With the proliferation of
choice, it's never been more impertant for us
to find those programmes that can capture
the attention of millions and ¢reate huge
shared moments of entertainment — whether
that’s drama, big entertainment, sport or

live events.

Delivering unrivalled audiences of scalein
a trusted, brand-safe environment remains
a priority for us. To maintain our USP as the
home of the biggest commercial audiences
in the UK we have set new KPIs to measure
our success. This includes tracking our ITV
Family share of commercial viewing (SOCV)
{whichis ITV's share of viewing as a
proportion of all commercial ad-funded
channels in the UK). In 2021 our share
increased from 32.8% in 2020 to 33.1%.
Our ambition to 2026 is te maintain our
SOCV at 33%.

In addition, we want 1o ensure that we
continue to deliver meaningful audience
scale, so our new KPI tracks our share of the
top 1,000 programmes an commercial TV
In 2021 our share was 93% which was flat
year-on-year. Gur ambition to 2026 is to
continue to deliver at least 80% of the top
1000 biggest commercial audiences for TV
programmes on a two-year rolling basis
across our portfolio of channels,

Following the renewal of our long-term
commercial partnerships with Sky and Virgin
Media 02, we now have the opportunity to
deliver linear addressability through Planet
V. We are developing our linear addressable
capabilities via IP detivery which we will
begin to test during 2022,

Investiments and cost savings
Invesimants

Since 2018 we have made a cumulative
investment of £72 millicn in ITV Studios
creative development, ITV Bub, Planet v,
data, tech and BritBox, in line with our
strategic pricrities. This has delivered
the significant growth we have seenin
1TV Studios and in our digital viewing
and revenue. This was in line with our
plan anncunced in 2018 and includes
£24 million in 2021,

1y ITV ple ame s Baposr o dec

To deliver our digital acceleration we will
make further investments acrass cantent,
data and technology in 2022 and 2023,
funded by our strong cash flows and
partly offset by a new programme

of cost savings. We are confident that by
2026, incremental annual revenue will
cover incremental annual content and
non-content investment inITVX,

Our one content budget across all
platforms allows us complete flexibility
te optimise our spend across linear,
AVOD and $VOD to maximise digital
viewing and advertising revenue. We
have a very disciplined appreach to
content investment and have based
the incremental investment on rigorous
analysis of both the current and
incremental spend. It reflects both the
confidence we have in providing leading
edge content for our viewers and
advertisers, as well as the inflation

we are seeing in both commissioning
and acquiring content.

Total content costs in 2022 will be
around £1.23 billion, which is higher

than our original guidance of £116 bitlion
andincludes £20 million of content
investment for ITVX, and the
reclassification of BritBox UK content
costs from M&E variable costs. In 2023,
we expect total content costs to be
around £1.35 bilticn, which includes £160
million of content investment for ITVX,
which is partly offset by a reductionin
main channel commissions. We expect
total content spend to continue at
around this level going forward.

Nan-content investment includes costs
that will be ongoingin our cost base

and covers our data and technology
capabilities and variable streaming costs.
in 2022 and 2023 this will be £25 million.
Variable costs of streaming will continue
torise thereafter as streaming viewing
increases. These costs will be offset by
additional permanent cost savings in 2026.
In addition, there will be one-of f costs of
£20 million related to the launch of ITVX
in 2022, reducing ta £10 mitlionin 2023.

Total non-content investment for ITVX
in 2022 will therefare be £45 million and
£35 millien in 2023.

In 2022, we will also invest around £10
million in cur digital capabilities and
innovations which includes, Planet V and
addressable advertising, and Studio 55
Ventures. This is our digital innovation
business focused on attracting talent
and creating content and advertising
opportunities targeting 16-34 year olds
as well as revenue generation. These

investments will reach break evenin 2023,

Unforgotten is a scripted title produced
by Mainstreet Pictures (part of ITV Studios
UK). It drove significant online viewing, with
15 million streams an the ITV Hub,

Tell Me Everythingis a new teen drama
commissioned for ITV2. It will be released
in 2022,

A Royal Carols: Together At Christmas
was a special Christmas carol concert led by
the Duchess of Cambridge. It was broadcast
oniTV on Christmas Eve.

& The OCis an &merican teen drama which
will be available on ITVX. it formspart of a
multi-year exclusive deal with Warner
Brothers fer 1,200 hours of content.
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Costsavings

We are on track to deliver aur cost savings
target of £100 millicn annuatised
permanent overhead cost savings by

2022 (from 2019). In 2021 we delivered a
further £37 million of permanent savings
which was ahead of our target of £30 mitlion
for the year due ta phasing, Savings were
achieved from our new operating model,
theincreased use of technalogy and data,
contract renegotiations and infrastructure
savings in M&E, At the end of 2021, we had
cumulative cost savings of £83 million,
with £17 million expected in 2022. We

also delivered £11 million of temporary
savings in 2021 due to a natural decrease
in non-essential spend, such as travel

and entertainment as a result of
government restrictions, particularly

in the first half of 2021

From 2023, we will target an additional
£50 millicn of annualised permanent
overhead cost savings tc be achieved by
2026. We expect these savings to come
from continued reductions in broadcast
supply chain costs, overheads, property
rationalisation and further innovationin
ITV Studios. These savings will largety be
deliveredin 2025 and 2026,

Colleagues

i am incredibly proud of the way our
colleagues have continued to work with
determination, pride and a real sense of
purpose over the last year, with many still
having to weork at home for the majority of
the year. ITV has succeeded to date because
of the people who wark here, Qur colleagues
are central to our purpose and vision and

are at the heart of what we do. They make
this a creative, collaborative and commercial
culture and have helped build the strong
foundations of our business today.

At 1TV, we understand and value the
creativity that diversity brings to our
business, and strive for aninclusive
environment where everyone can be

their authentic self. We aim to reflect the
diversity of modern society both on and
off-screen. Cur Diversity Acceleration Plan
aims to increase the pace of progressin
this area, and we have several workforce
initiatives in place to drive our inclusive
culture, We also have five active ¢olleague
networks that help to shape the culture at
ITV and ensure that all colleagues feel
represented and their voices heard.

In 2021 we ran a full engagement survey
for our employees globally, with 76% of

eur employees sharing their views. From
the results, 87% of colleagues said they
were proud to work for ITV, 82% said they
can be their authentic self at work, and 77%
felt that colleagues frem all backgrounds
have equal oppertunities to succeed at ITV.

I'm pleased with the results, and while there
were areas identified as opportunities for

us to improve, particularly around career
development, and the communication of
ITVs visian, which we will focus on this year,
we have demonstrated that the work ITV
has done to support our colleagues over
the last two years has had a positive impact.

In 2022, 1, along with members of the
Management Board will be holding a series
of readshows in the UK and internationally
to update our colieagues on the evolved
strategy- the vision and the mission we
are on. We are locking forward to this and
in particular, getting feedback from right
across the business.

Duty of Care

As part of our ongoing evolution of Duty
of Care best practice, we have recently
announced new measures to strengthen
our support for producers working on TV
network programmes. It includes:

- Extending cur Duty of Care training for
third-party producers working on ITV
Netwaork commissions who would like
to accessit

« Recruiting a new Duty of Care Business
Partner for M&E to advise and suppart
on delivering appropriate participant
welfare plans for productions

- The launch of new Experience Surveys -
believed to be anindustry first - to allow
participants to provide feedback on
their experience

ITV monitors and reviews historic issues

to continue to evolve and strengthen our
Duty of Care policies. In the Netherlands,
ITV has appeinted a Dutch law firm to
conduct an external investigation into
allegations of inappropriate behaviour
surrounding The Voice of Holland. In the UK,
TV will be giving evidence and cooperating
with the inquest into the death of Steve
Dymond, who diedin the days following
the filming of The Jeremy Kyle Show.

Reguiation

Ofcom has publishedits final statement
on the future of public service broadcasting,
including recommendations to the
government as to how the system might
be maintained and strengthened. Cfcom
has concluded that there is now an urgent
need for a new framewaork to support an
effective transition to public service media
{PSM), straddling online and broadcast TV.
We remain fully engaged with Ofcom and
the government on this, particularly in
relation to the need for reform of the rules
governing prominence, inclusion and fair
vatue for PSBs on all major platforms,
particularly online. The government
intends to publish a Media White Paper
during the first half of 2022.

In 2020 the government published its
statement confirming the introduction

of a 9pmwatershed banon TV and VCD
advertising of High Fat Sugar and Salt (HFSS)
products, and a prohibition on most paid-for
anline HFSS advertising at all times. Small
and medium-sized enterprises (SME) food
and drink companies and owned media (e.g.
own company websites and social accounts)
are exemnpt. Subject to the passage of the
Health and Secial Care Bill through
Parliament, the ban will come into effect

on 1January 2023. Whilst we remain fully
engaged with this process — and continue

to believe that there is a strong, evidence-
hased case for alternatives to the pre

9pm ban - the prapased TV ban will
negatively impactITV.

In 2021, the government completeda call
for evidence in relation to gambling, with a
White Paper expected during 2022, The call
for evidence was very broad, encompassing
the industry as a whole, and advertising may
form part of any eventual process of reform.

Cutlook

2022 will be an exciting year for ITV as we
look towards the launch of ITVX. We are
confident that our vision and strategy is the
right long-term plan for ITV. We are clear

on what we need to do to deliver our digital
acceleration and our ambition to be a leader
in UK streaming and an expanding global
force in content. We start from a pesition of
strength and have the foundations in place
to take advantage of the evolving viewing,
advertising and content trends.

We have started 2022 withgrowthin ITV
Family SOCV, and good engagemeant in
streaming. The demand for advertising

has remained strong with Q1 expected to
be up around 16%. Aprilis expected to be up
arcund 10%. Q2 will be impacted by tough
advertising comparatives, which in 2021,
saw a strong rebound from May onwards,
along with the Euros in June.

Our balance sheet isin good shape and

well within investment grade metrics.

This combined with our strong cash flows
enables us tc invest behind our strategy

to build a more valuable digital media and
entertainment company, and deliver returns
to shareholders. Going ferward, the Board

is committed to paying a full year crdinary
dividend of at least 5.0p which it will grow
over time,

Carolyn Melall
Chief Executive
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Investor Proposition

Unique market position

ITV is a global and diversified integrated producer broadcaster
with a long history of strong execution and unique content. There
are several key pillars ta ITV's strong market position:

{TV's madel has already delivered strong revenues in 2021.
ITV Studios revenues are almost back to 2019 levels and it has

increased its scripted revenues by 43% and almeost doubled
revenues from original commissions sold to streamers. M&E has
delivered record advertising revenues, up 24% YoV. ITV continues
to experience strong M&E digital revenue growth', growing at

a 28% CAGR since 2018 and digitat viewing numbers growing

at a 12% CAGR during the same period.

1. ITV Studios is a scaled and diversified business and one
of the largest independent producers in the world and
with a global distribution network

2. Mass reach audiences with 93% of the top 1,000 commercial

broadcast pragrammes on TV being on ITV in 2021 We have also been building our data-driven and tech capabilities,

3. Unparalleled depth of advertising relationships enhanced helping to:
by being the largest ad-funded premium streaming service

. « Develop and implement Planet V, our programmatic video
in Europe

advertising platform, the second largest in the UK, after Goagle,
4. Aleading media brand, trusted by consumers in the UK with over 1,000 users

and internationally + Rapidly grow our SYOD proposition and reach, with total global
5. One of top five data sets in UK with our pool of 34.7 miltion subscribers of over 3.6 million

registered user accounts on ITV Hub

6. Arapidly growing international streaming business

1 Total digital revenue includes AvOD advertising revenues and 5VOD subscription revenue as well as {inear addressable revenue, digital sponsorship and partnership revenue,
ITV Win and any other M&E revenues from digital business ventures.

Vv

Strong platform ready for digital acceleration
)

Phase One of our Mare Than TV strategy
laid the foundations for the next stage
of ITV's growth story, ITV has a hew
2026 vision, to be a leaderin UK
streaming and an expanding global
force in content through:

1. Studios revenue is expected to grow by at least 5% on average per annum until 2026
with a margin of 13% to 15% from 2023

2, Creation of ITVX - a simple and seamless customer-facing integrated AVOD/SVOD
platform to combine the best of ITV content in one place. Our digital-first content
strategy will prioritise content through AVOD cn our ITVX platform and will deliver large
and growing targeted audiences for our advertisers or enhance our SVOD growth, Qur
established data and analytics capabilities will drive higher-value data driven pricing
models and help to deliver our 2026 targets of doubling digital revenues to at least
£750m, doubling streaming viewing, doubling MAUs and doubling subscribers

Expanding Studios globally

3. This enhanced platform will allow ITV to optimise its model between linear
and non-linear TV, maintaining its share of mass audience whilst grewing digital
streaming revenues

Opuimising

A 4

Financial strength and cash generation

ITV retains a stable investment grade
balance sheet supported by strong and
reliable cash generation toenable ITV to
invest behind its key priarities.

ITV maintains tight financial discipline
with a focus on efficiencies and we are
on track to achieve £100 million of cost
savings per annum by the end of 2022
with an incremental £50 million of
permanent savings by 2026.

5

The Board is committed to an ordinary
dividend of 5p per annum, which will
grow over time. Surplus cash will be
used for accretive, value-adding M&A
or further capital returns.

caryam
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Market Review

The markets in which we operate are
dynamic, increasingly competitive

and rapidly changing. We are seeing
increasing demand for content globally
driven by the proliferation of channels
and ptatforms. This combined with
changes in the way viewers consume
media, brings both chaltenges and
exciting opportunities to ITV.

P The ipcressFileis anewdramaon|TV
in 2022. It will be distributed by Global
Distribution, which is part of ITV Studios.
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Strong global demand for content

Trend

The demand for quality content from
broadcasters and platform owners remains
strong and we expect the gtobal content
market to grow at an average rate of 3%
per annum over the next five years, driven
predominantly by streaming platforms.
While the budgets of many free-tc-air
broadcasters (FTA) and Pay TV operators
are expected toremain relatively flat, they
are continuing to invest in their schedules,
and despite Lhe growlh ol streaming
platforms, FTA and Pay TV are expected
to remain the largest buyer segment in
the market, Streaming platforms are
expected to make up around 30% of the
overall market by 2026 (Source: Ampere
Analysis}, which includes all spend on
content including fitms and sports rights.
The streamers are demanding exclusive,
brand-defining criginal content, including
lacal language and library content, to
meet the increased expectations of new
and existing subscribers.

The demand for high-quality scripted
content, in particular, has increased
significantly, with the global streaming
ptatforms investing heavily to attract
subscribers, using it as a tool for
differentiation and prominencein

an increasingly competitive global
environment. This has significantly
increased competition and costs in the
market, particularly for talent, impacting
the margin for scripted content, whichis
generally lower than other genres.

id for unscripted content remains
forms and channels continue

§! fower-cost, high-volume

lar series to fill the gaps around

xpensive scripted titles, to attract

y5¢°simultaneous viewing, appeal to
audlences or supplement the viewing

lstlng subscribers.

K remains the dominant producer
‘and exporter of unigue unscripted formats.
&US dominates scripted and is the

rgest content market in the warld.

 Other key attractive creative markets
inciude France, the Nordics, italy, Germany,
= ‘Australia, and Spain which has access to
Latin American markets.

‘How we are responding

tudios is a leading global creator,

I istributor of cantent and due
Cale and presence, is well—posltloned

0 capture this growing dermand for content.

We produce cantent in the genres highly

demanded and are in six of the top ten

largest TV content markets around the
world, and, in the majority of the marketsin
which we operate, we believe we are one of
the top three internaticnal producer groups
in that market (based on internal estimates).
We also have relationships with all the
major buyers globally.

Akeypartof ourITV Studios strategy is

to grow scale in scripted contentin

English and local languages, as well as to
diversify onr custnmer hase, particularly
towards streaming platforms. Over the

last few years, we have invested in creative
development and strengthening our creative
talent base across ITV Studios to help drive
scripted commissions and relationships

with global streaming platforms.

We have strengthinunscripted content
which is around 70% of our overall ITV
Studios preduction revenues, and it

remains important to us. We have built

a healthy pipeline of returning formats

and programmes, which we will continue

te nurture and develop as well as focusing on
the development of new global unscripted
and large entertainment formats.

ITV Studios focuses an production
innovation and efficiency with improved
ways of working to help mitigate production
cost inflation in the market. This includes
using remote Cloud editing, and production
hubs for key formats.

Creating and owning the |P for our content
isimportant to TV Studios as it allows us to
maximise its global value. Where possible,
we do this through format sales, licensing,
and by selling our content to optimise its
primary and secondary windows across
different distribution channels and
customers (FTA, AVOD and SVOD). This
contributes ta our higher overall ITV Studios
marginrelative 1o our industry peers,

We have one of the industry’s largest,
broadest and deepest catalogues with
over 90,000 hours of active content which
enables us to provide library content at
scale to our international client base.

As anintegrated producer broadcaster,
ITV Studios also benefits from demand for
its content frem ITV's FTA linear, AvOD and
streaming channetls, providing M&E with

a strong and secure content supply.

#& The Outlaws is produced by Big Talk
Productions {part of ITV Studios UK) for
the BBL in the UK and Amazon Prime
Video internationally.

& Summertime is produced by Cattleya
in ltaly (part of ITV Studios International),
for Netflix.

& Moneybalt s a new TV gameshow
format created in the UK. It was broadcast
on [TV main channel during 2021,

L L i el T 3
rand A ounre 20M Y
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Trend

Over the last ten years, thare has been rapid
growth in the nurnber of global streaming
platforms available, increasing from arcund
17 to M5 global and local streaming services
today. The global players are led by Netflix,
followed by Amazon, Disney+ and Apple TV,
with tocal SVOD services including BritBox
from ITV and the BBC, Salto from M6 and
TF1, Jayn from ProSieben and Discovery,
and Viaplay from NENT.

Alongside the growth in SVOD services has
been a proliferation of AVQD services from
large global conglomerates, inciuding Hulu,
PlutoTV (ViacomCBS), Tubi (FOX), Roku
Channet and Vudu {(NBCU and WarnerMedia)
who offer free, ad-supported content, many
of which are rolling out internationally.

Therise in the number of platforms offers
viewers increased choice and flexibility
abecut what, how, where and when they
watch content. This bas significantly
impacted viewing habits globally, with the
COVID-19 pandemic further accelerating
some of the digital viewing trends we had
previously started to see. There has bean

a significant increase in VOD viewing on TVs
(particularly connected TVs) and non-TV
devices (such as smartphones, tablets and
computers). This evolution, however, 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 of broacicast TV
remains popular and reaches nearly 90%
of the population each week, with the total
average minutes viewed of live content
bieing 84% of all broadcast viewing in 2021,
which was flat year-on-year (Source: BARB).
Viewing to public service broadcasters (PSB)
in the UK has remained more resilient than
linear channels in other markets and is
helped by the strength and investment

ih original content made by the PSBs,
particularly the BBC and ITV.

In terms of total viewing, regardless of
which device content itis watched on, TV
remains the dominant platform, accounting
for nearly 60% of anindividuals average
video time per day, followed by YouTube
and streamers (Source: BARB/Thinkbox).

Overall viewing volumes for TV, however,
are declining, with the total number of
Viewing hours of broadcast TV falling by
10% year-on-year. The average daily minutes
of total TV set viewing in the UK, including
unmatched viewing (content that cannot be

matched to broadcast TV content, such as
streamers, YouTube, games consoles), also
fell by 6% in 2021 to 260 minutes (2020:
277 minutes) per person, with 2020 partly
benefiting from strong viewing volumes
as aresult of COYID-19 stay-at-hame
restrictions. Within this, the average daily
minutes watched of unmatched viewing
increased marginally by 2%, with the
growth attributed predominantly to
streamers viewing. (Source: BARB - C7
viewing via a TV sat, within seven days of
originat transmission, recorded or VOD).

How we are responding

We recognise the viewing landscape has
become increasingly competitive and
fragmented, and while viewers love ITV
content on linear, they want the flexibility
to watch an increased choice of content
whenever and wherever they are.

Inresponse to the growth in streaming
services and changing viewer preferences,
in 2019 we launched our SVYOD proposition
with the BBC, BritBox UK, aimed at being

a complementary service to the global
streaming ptatforms, providing UK
audlences with an unrivatled coltection

of high-quality British box sets and original
series, with content from all the UK public
service broadcasters, ail in ane place.
BritBox UK has seen good growthin
subscribers sinceits launch, and in Q4
2021 the service took a greater share

of new SVOD subscriptions than Now TV,
Netflix and Discovery+ (Source: Kantar,
Entertainment On Demand Q4 20217).

We have continued to develop and improve
our AVOD service, the ITV Hub, investing to
enhance the content and experience to give
viewers a destination tec watch live simulcast
content from our linear channels, along

with exclusive, and catch up content. Over
half of the UK's population is now registered
onthe ITV Hub.

As we move into the second phase of our
strategy we will accelerate our streaming
viewing and revenues, with the formation
of anew integrated streaming service ITVX,
it witl be AVOD (ed with a compelling 5v0OD
proposition. ATVX will provide a seamless
viewer experience with a digital-first
content supply to offer content to our
viewers whenever and however they
want to watch, and attract audiences who
do the majority of their viewing on digital
services. It combines the ITV Hub, Hub+

nd BritBox UK into a free and premium
content offering, capitalising on the
invastments we have made to date.

We will invest over £1.2 billlon annually in
our content budget across all our channels
and platforms. We willinvest in high-quality,
trusted content acrass a wide range of
genres, including large family entertainment
shows, sport, drama, factual and news

which will drive simulcast viewing on ITVX
and mass audiences on linear channels. In
addition, our digital-first content strategy
for ITVX will offer viewers new and exclusive
shows every week, boxsets made available
in their entirety at the same time as
transmission, highly curated and data-driven
FAST channels which are always on, acquired
content and content partnerships, and
archive content.

In addition to our UK SYOD proposition,

we also have our successful BritBox
International service in the US, Canada,
Australia and South Africa, It will launch

in the Nordics in the first half of 2022.

We will continue to roll it out globally,

and by 2030 expect to have 10 to 12 million
international subscribers.

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

Average video time per day

Allindividuals

5hrs
04
mins

® Broadcaster = You Tube ® Subscription
TV vOD

58.4% 15.5% 1%

& TikTok ® Onling Adult ® Otheronline

9.0% 27% 13%

@& Facebook < Cinema
11%

08% 0.2%

Source: 2021, BARB f Broadeaster stream data/
comScore/ IPA Touchpoints 2021/ Parnhub 7 Rentrak
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Feinancial Staterments Additionat Information

The UK advertising market

i

Trend

in the UK, online advertising is the largest
category of advertising spend followed by
TV advertising (including spaot, broadcaster
VOD, sponsorship and other advertising
related revenues), which together made
up 88% of the advertising market in 2021
{2020: 87%). While online advertising and
TV advertising have fully recovered to
pre-COVID-19 levets, all other categories
such as cutdoor, prass and cinema
advertising have not (Source: Advertising
Association January 2022).

Over the last few years, the UK advertising
market, and particularly television spat
advertising, has beenimpacted by political
and economic uncertainty, following the
EU referendum and the COVID-19 pandemic,
both of which negatively impacted the
demand from advertisers. in 2021,
however, we have seen a significant
rebound in advertising budgets whichin
part have benefited from the tailwind
ofthe economic recovery and, while it

is too early to determine whether thisis
permanent growth, it could be seen as
more than a cyclical recovery and possibly
arenaissancein TV.

From a viewing perspective, converting
total viewing video per day into actual
viewing of video advertising, TV (live
linear or streamed) accounts for nearly
90% cf viewing to video advertising by
individuals, and nearly 70% for 16-34s
{Source: BARB/Thinkbox).

Online advertising has remained resilient
and has continued to grow rapidly, with
spend increasing by over 30% over the
last five years. It provides advertisers
with a targeted proposition, requires
alower campaign budget compared

to TV, and provides brands with a quick,
short-term impact for their marketing
campaign. Within online advertising,
search is the largest, dominated by
Google, followed by Display and Online
Video, both dominated by Google

and Facehook.

How we are responding

Total advertising revenue, which includes
linear and online revenues, is ITV's {argest
revenue stream and as an integrated
producer broadcaster, helps te fund the
hroadcast of our content inthe UK and
content creation glabally.

ITV's linear television channels continue

to offer unique scale and reach of all the
key demographics advertisers target, andit
remains a cost-efficient, flexible and trusted
way of advertising and is an important part
of marketing campaigns. We have focused
on developing deep strategic partnerships
with our advertisers and agencies, with
data-driveninsights to demonstrate the
power of television. Qver the last vear, we
have successfully brought new advertisers
to television, enccouraged existing digitally
mature brands to increase their spend,

and have provided innovative ways for
brands to advertise on television, such

as through advertiser-funded content,
brand partnerships, product ptacement
and sponsorship.

The TV Hub allows ITV to capture online
advertising revenues in a brand-safe,
trusted and measured environment,

and AVOD remained very strong in 2021.
Planet V, which is aur programmatic
addressable advertising platform, allows
advertisers and agencies to plan and

book their campaigns 24/7 using 1TV’s data,
which can also be blended with advertisers’
first-party data. It is the second-targest
programmatic video platformin the UK
and allows advertisers tc access targeted
advertising at scale around our premium
VOD inventory.

ITVX will combine the experience of our
linear advertising propositicn with the
precisicn of addressable, providing the
opportunity for an addressable audience
at a scale not previcusly available, We

are developing our linear addressable
capabilities and our new long-term
commercial partnerships with Sky and
Virgin Media 02 will ailow us to offer linear
addressable advertising via IP delivery
through the Planet V platform. This
opportunity will allow us to capture new
birands in the long tail of advertisers who
cannot afford mass reach linear campaigns.

See the Operating and Financial Performance

Review, and Strategy sections for further detail.
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Average video advertising time per day

.I

Allindividuals

18
mins

@ TikTok

2.3%

@ You Tube

9.4%

. Broadcaster
TV

87.3%

& COther online ® Cinema
video

08% 0.2%

Source: 2021, BARB / comScore / Broadcaster stream
data/ IPA Touchpoints 2021/ Rentrak® YouTube ad
time madelled at 3% of content time, TikTok ad time
modelled at 1.5% of content time

R 3 Gbmorrahis'énitéﬁ_an c"ri_fne drama
- produced by Cattleya in ltaly (part of 1TV

. -Studios ntefnational). "
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Our Strategy

Having successfully executed Phase One of our More
Than TV strategy, we are evolving our strategy to
enable us to further capitalise on the opportunities
presented by the rapidly changing viewing, content
production and advertising environments. Executing
Phase Twa effectively, will create a more valuable
digital media and entertainment company and
deliver returns to our shareholders.

Our More Than TV strategy

Our purpose Dur 2026 vision
We entertain and connect A leader in UK
ith milli f ! .
with millions of people streaming and an
globally, reflecting and )
shaping culture with brilliant expanding global

content and creativity. force in content

2026 STUDIOS GOAL
Grow revenues on average
by atteast 5%
perannum, whichis ahead
of the market

How we'll do this

Digitally transforming across everything
we do. We will have alaser focus on
viewers and every decision will combine
ourunique creativity and data insight.

EXPAND

STUDIOS GLOBALLY

Expand revenue faster than the market

Double scripted hours

Double our busingss with streamers

SUPERCHARGE
STREAMING
Driving digital viewing
and revenues

Expand global formats

DIGITAL

TRANSFORMATION

Build on our position as Europe's
biggest ad-funded streaming service

Double monthly active users /
Daoubte streaming viewing
Double UK subscriptions /

OPTIMISE
BROADCAST

i Digitally transform the UK's
biggest TV advertising platform

Maintain a share of at least 80% of the top
1,000 commercial tetevision programmes
Maintain share of commercial viewing

2026 M&E GOAL
More than double digital
revenue tp atleast £750m
across MAE

o TV ple orun BasoeT snyg

\ Scale linear addressable advertising

Our purpase is ta entertain and connect
with millions of people globally,
reflecting and shaping culture with
brilliant content and creativity. This

is aligned to our 2026 strategic vision,
to be a leader in UK streaming and

an expanding global force in content.

it is becoming increasingly clear that
companies with a strong and clear
purpose drive increased value.

Our Sodial Purpase strategy is an integratl
part of delivering our purpose and our
strategy. See Social Purpose from page 48.

Qur initiatives to drive growth and future
value are clear. Delivering on our strateqy
will be achieved by focusing on three
critical priarities:

Expand Studios globally
)

Optimise

These are not independent. They
work together - reinfarcing each
other, creating synergies and
delivering value, Being an integrated
producer broadcaster gives us areal
caompetitive advantage,

How we will deliver our strategy
The key to successfully delivering this
strategy is by digitally transforming
across everything we do. We will have
a laser focus onviewers and every
decision will combine our unigue
creativity with data insight.

In addition, we will continue to:

+ Strengthen both our creative and
commercial teams. Ensuring we
have the right skill set and culture
to deliver our strategic vision,
particularly in respect of technology
and data functions

+ Ensure we own and manage our rights
efficiently and effectively, Maximise
the value of these rights across our
Studios, Streaming and Broadcast
business models

« Further create strong partnerships
with broadcasters, platforms and
technology companies bethin the
UK and globally. Work with these
partners to ensure our content is
prominent and we can monetise
it wherever itis consumed
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Critical priorities

Expand Studios globally

Our aimis to be a leading creative force
in global content preduction, growing
our revenues faster than the market.
We will continue te diversify ITV Studios
by genre, gengraphy and customer to
take advantage ul Lhe strong growthin

demand for content glebally, particularly

from streaming platforms.

Our key priorities are:

- Growing our international scripted
business by continuing to invest in
creative development

+ Growing our global formats business
through maximising the value of our
key formats and developing new hit
formats that travelinternationally

« Further diversifying our customer base
by serving new fast-growing streaming

platforms (both global and local)

+ Attracting and retaining leading talent,

and nurturing the right creative and
commercial environment to do this

- Continuing to collaborate across our
netwark of 60 production labels to
benefit from ITV’s scale and diversity

- Increased use of technology and
innovation in production to drive
efficiencies

We have KPIs and have set ambitions for

Media & Entertainment {M&E)

The M&E division has two business units — Streaming and Broadcast — to better
reflect and serve changes in viewer habits and to ensure we maintain a strong,
branded and data rich relationship with our viewers and advertisers.

We are very focused on supercharging
our streaming ambitions, significantly
increasing our total digital viewing and
digital revenues. This is building an the
strong progress we have made over the
last three years to be Europe's largest
premium advertiser-funded streaming
service by revenue.

Therefore, our priority is to launch ITVX
in Q4 2022 ltis anintegrated AVOD and
SVOD platferm, capitalising on the
investment and success of ITV Hub,
Planet V, ITV Hub+ and BritBox UK. It will
be AVOD led, with a powerful upsellinto
a compelling SVOD proposition.

We willimplement a digital-first content
strategy in our content windowing and
significantly increase our overall content
investment for ITVX.

This will deliver valuable addressable
audiences for advertisers at scale and
our established data and analytics
capabilities will drive higher-value,
data-driven pricing models.

it will be a data-driven viewing model
with one content budget across all our

Optimize
In spite of the growth in streaming
viewing, linear broadcast remains very
important to our viewers and advertisers,

Cur priorities for Broadcast are to:

- Maintain our USP of delivering live
mass audiences on our linear channels
as we invest in our broad scheduie,
most particularly sport, dramaand
large entertainment shows. These
audiences are highty valuabte and
highly demanded by advertisers as
they build their own brands

- Focus onscaling our linear addressable
advertising capabilities, building on our
investment in Planet V and our data,
analytics and digital capabilities

= Continue to build mare strategic
and creative partnerships with our
advertisers,

« Continue to digitally transform TV, the
UK’s biggest TV advertising platform.

We have KPIs and have set ambitions to
2026 aligned with our priorities which are
set out in the KPl section, See page 26.

platforms and channels, which will enable
flexibility to optimise viewing and revenue
across AVOD and SYOD to maximise total
digital viewing and revenues. We have KPls
and have set ambitions to 2026 aligned
with our priorities which are set outin the
KPI section. See page 26.

2026 aligned ta these priorities. Refer to
the KPIs section for further detail.

We also continue to consider selective
value-creating acquisitions and talent
dealsin both scripted and unscripted
to obtaincreative talentand IP.

BritBox international

in addition to our SVOD services in the UK, we are continuing to roll-out BritBox
International, which is seeing strong growth inits subscriber base. Itis currently
available in four countries and will launch in the Nordics in H12022. wWe will continue
torollit out and by 2030 expect to have 10 to 12 million subscribers.

@ Seo K from page 20

Beat the Chasers is an TV gameshow
format, created in the UK, Itis a spin-off
of The Chase.

TV plc n s
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Our
Business
Model

Our vision for 2026 is to be a leaderin
UK streaming and an expanding global
force in content. This is aligned with our
purpose of entertaining and connecting
with millions of people globally,
reflecting and shaping culture with
brilliant content and creativity.

We will cantinue to expand and diversify
our UK and global content business,
supercharge our streaming business,
and optimise our broadcast 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 Phase Twe
of our More than TV strategy will
strengthen and diversify ITV, creating
a more valuable digital media and
entertainment business and deliver
returns to sharehotders.

Vera is 3 scripted title and is in its
1th series in the UK. itis produced by
ITV Studios UK.

Our vision for 2026 is to be a leadey in UK streaming
and an expanding global force in content.

W Using our strategic assets...

Our strategic assets

Creating and owning Qur strong, »6,000 talented

/ the rights to quality i-tﬂ trusted brand, m commercial
content and products and and creative
intellectual culture colleagues
property

g9.6m

'
:
i
f We have 9.6 mulion
i MAUS across ail
i

' 93%

: 17 2027,53% of
L the top 1,000
i programmes
Pooncannercial
broadoast TV

L werg oniTy

soaurpiatforms

'
'

We will invest aver oactive [ours of

£ 2billign n cantent | conteatin trie Global
across our linear Distribution cataiogue
chamels. AVOD and ’
SWQD plattorms

>£1.2bn | 90,000+

¥ _.and our competitive advantages...

Competitive advantages

World-class content

At the core of ITV is our focus on creativity and
content, whether selling our unique content
araund the world ar investing in third-party
content to broadcast across multiple platforms.
Internationally, we have built production and
disteibution scale in key global creative markets
through organic growth, selective acquisitions
and talent deals.

Global formats and distribution

ITV has built relationships and a diverse
customer base globally with major networks,
streamers and tocal broadcasters, to whom
we sell our world-class content.

ntellectual property

ITV has developed, acquired and owns the rights
to adiverse portfolio of shows, particularly
drama and entertainment, that are hugely
popular. Owning this intellectual property
allows us to monetise itinternationatly

through programrme and format sales and

also commercially in the development of
interactive experiences and consumer products.

Delivering unrivalled commercial audiences
and targeted addressable audiences

The scale of our channels and the significant
investment we make in quality content give
ITV a unique scale and reach across the key
demographics on our broadcast channels.

In addition, we deliver rargeted addressable
audiences in a brand-safe and measured
anvironment on the ITV Hub, which we sell
through Planet V. This is our prograrmmatic
video advertising platform, whichis the secand
largestin the UK after Google. From Q4 2022
we will significantly scale these audiences

via ITVX, aur new integrated AVOD/SVOD
platform. Our iP, insight and data on viewer
and advertisers behaviour also helps us

build deeper, more strategic and creative
relationships and partnerships with advertisers
and agencies.

Integrated praducer broadcaster

Being anintegrated producer broadcaster
provides many competitive advantages. It
provides [TV Studios with a bedrock of core
commissions and a formidable promotional
engine for (ts content;it enables cross-
promotion and 360-degree monetisation of
iTV Studios content across our business: secures
access to great content for iTv's channets,
AVOD and SVOD businesses; and all this helps
attract and retain the best creative talent in the
industry. Within the context of our evolved
strategy, ITV Studios will play a pivotal role in
delivering new and exclusive content on [TVX.
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smaximise thawvalle ofits, r%é‘acmss ITV Studios; Streaming
N e T e S : L
(AVODand SVOD) and Bro <sensiires TV is 2 more diversified

business and enables it to drive value from different revenue models.

Distribution
We own therights to a significant catalogue of programmes and formats
that we sell and license to broadcasters and streamers internationally. The

strong global demand for content provides a significant opportunity for us.

Commercial partnerships

We wark with advertisers and advertising agencies to provide unique
andinnovative commercial and creative partnerships and sponsorship
opportunities that extend beyond pure spat advertising.

Pay
We earn pay revenue from platfarms in the UK by licensing our HD
channels and our online VOD services.,

¥ ..supported by...

Our risk management framework

.We aim to grow our diversified revenue streams...

oOriginal praduction
We produce original content commissions for broadcasters and streamers (in
the UK and internationally) from our production bases in the UK, the US, the
Netherlands, Germany, France, Italy, Australia, Spain, Israel and the Nordics.

Advertising

Our family of channels and the ITV Hub drive significant advertising
revenues frorm the ability to deliver mass audiences and more targeted
demographics cn linear television and addressable advertising on the
ITV Hub, This funds cur investment in the programme budget.

SVOD and other consumer revenues

In the UK, we generate SYOD revenue through the ITV Hub+ and BritBox UK.
These will be integratedinto ITVX when it launches in Q4. Internaticnally,
we deliver SVOD revenues through our joint venture with the BBC, BritBox
Internaticnal, which is in the US, Canada, Australia and South Africa. We will
further roll-cut BritBex internationally with the launch in the Nordics in H1
2022. We also manetise our consumer interactions through competitions,
live events and merchandising.

t TV operates in an increasingly complex business environment and there

: arerisks to the delivery of our strategic goals and the sustainability of cur

. business model. Gur risk management framewaork provides the business

| with the tools to identify, manage and continually review our risks, and
regular reporting provides the Board with the required insight ta monitor

the overall risklandscape.

Vv ..to create value for...

Our key stakeholders

This also allows management and the Board to adapt the strategy to ensure
that we are striking the right balance between risk-taking and risk-mitigation
and that any underlying risks in the strategy are being appropriately
managed, therefare enabling delivery of the strategy. We have identified
the principal risks through our risk management framework and we have
considered them as part of our viability assessment.

S
Advertisers Audiences
{T@gﬂ} Through detivering unique scale and 5, .4 Throughavaried high-quatity @
‘exwed breadth of derographics, targeted dawdt o ogramming schedule, which }
advertising opportunities and they can watch and engage with
innovative and creative ways of on a variety of platforms.
engaging with cansumers around
quality programme brands.
Customers Citizens
;:?éx i Through our streaming business With our creativity and scale, ITV & &;%
%:‘?' §;§ and other competitions, we drive . can powerfully help shape culture §§ §

engagement and interaction with
our much loved brands.

Shareholders

gg%%i" Through a track record of creating { e
5 . . i 4
%‘@ﬁ shareholder value and delivering 0.

shareholder returns.

for good. Qur offering of free and
universally available high quality
and trusted news services, helps to
inform UK citizens and underpin
democratic debate.

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

ITV plc 2

Broadcasters and streamers
Thraugh delivering quality
programming that they can
then monetise through their
own business moedels.

Our colleagues, programme
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 hezlth and
safety, are cur priority atITV.

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

TERAL RGO T @0 ACCounTy
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Key Performance
Indicators (KPIs)

We define our KPIs to align
our performance and
accountability to our
strategic priorities. As we
continue to evolve cur
strategy, we have redefined
our KPIs to ensure they
remain appropriate to our
business and gur priorities.
In the following section,
we have set out our new
KPIs and ambition for
2026 for Studios and

M&E. In addition, we have
included our previous KPIs
which we will no tonger
report going forward.

The following KPIs will be
reported on a quarterly
basis: ITV Studios total
revenue growth, totat
digital revenue, total
streaming hours, share
of commercial viewing
and share of top 1,000
commercial broadcast TV
programmes. All other
KPIs will be reported on

a six-month basis.

ITV Group

Adjusted EPS'

Definition
Adjusted EPS represents the
adjusted prafit for the year

Adjusted profitis 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

impairrment of assets acquired

through business cormbinations,

net financing costs and the tax

effects relating to these items.

! 1t reflects the businass

performance of the Groupin

a consistent manner and in

line with how the business is

managed and measured an

. aday-to-day basis.

: Performance

! Adjusted EPS increased by 40%

¢ from 10.9p te 15.3p. This was
driven by strang growth in tatal

. advertisingrevenues (TAR} up

t 24%,and TV Studios adjusted

EBITA up 41% as aresult of the

. recovery from the COVID-19

. impactin 2020.

+£I'O% an 2020

2018 15.4
. ]
" 2019 139
L]
2020 10.9
]
2021 153

attributable to each equity share,

Cost savings

' Definition
| Cost savings are permanent

savings to the business. In 2020
and 2021, this also includes
tempaorary savings as a result of

* the COVID-19 pandemic.

Managing our cost base is key as
we aim to runour business as

. efficiently as possible and fund

" investments in line with cur

: strategic priorities.

~ Performance

1 We delivered £48 million of cost
i savingsin 2021 Of the cost

* savings achieved, £37 million are

permanerit and £11 million are
ternporary savings. Thiswas

" ahead of the target of £30

* rillion permanent cost savings,
. which s due ta phasing.

" Since 2019, we have detivered

" acumulative £83 million of

' permanent cost savings. In 2022,

we will deliver around £17 million

. of permanent cost savings, with
. total cumulative cost savings
" of around £100 million.

- We will deliver an additional

£50 million of permanent cost

" savings by 2326.In total, we

will detiver £150 milion of
permanent Cost savings
between 2019 and 2026,

Ambition

8 years 10 2026

Deliver £150 million
of permanent savings

Profit to cash conversion’

Definition
This is our measure of our

. effectiveness of cash generation

used for working capital
management. Itis calculated

. asour adjusted cash flowas a

proportion of adjusted EBITA.
Adjusted cash flow", which
reflects the cash generation

of our underlying business, is
calcutated on our statutory cash

. generated from aperations and

adjusted for exceptional items,
net of capex an property, plant
and equipment and intangible
assets, and including the cash
impact of high-end production
tax credits,

Performance

Profit to cash conversion was
80% in the year. This was due ta
record advertising revenues in
2021 and tight working capital
management. This was partly
affset by the unwinding of the
working capital benefit from
2020, which had a significant
waorking capital inflow arising
from a reduction in programme
stock (where we delivered

: programmes but werg unable

. to continue producing due to
the COVID-19 pandemic) and

i the timing of VAT payments

. which were deferred to the

first half of 2021.

Ambition
Syearsto 2026

Maintain at around 85%

2618 &8

2019 a7

2020 138

201 a0
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Expand

UKand giabat product_i_bn

ITV Studios total
revenue growth?

O T
. Definition

* ITv Studios total revenue
- measures the scale and success
-+ of our global studios business.

Itincludes revenues from
programmes sold to M&E,

. which as anintegrated producer
! broadcaster,is animportant part
' of gur business.

Performance

TV Studios total revenue grew
28% t0 £1,760 millicn, despite
ongoing COVID-19 challengesin
the production of both scripted
and unscripted content.

Total crganic revenue at
constant currency (which
excludes acquisitions and
assumes exchange rates remain
consistent with 2020) was up
31%. There was a £40 million
unfavourable currency impact
in the year.

" 2021

£1,760m
+28% ona020

Ambition

Syearsto 2020

- Grow on average at least

5% per annum from 2022

2018 1678

2019 1830

2020 1375

201 1,760

2. Afull reconcibiation between our adiusted and statutory results is pravided in the APMs.

ITV Studios adjusted
EBITA margin %?

Definition

This is the key profitability
measure used acress the [TV
Studios business. The profile of
adjusted EBITA margin differs
for production and distribution
activities, and further varies with
each production due to genre,
customer type and maturity.
Adjusted earnings before
interest, tax and amortisation
(EBITA)} is calculated by adding
back exceptionalitems and
including high-end production
tax credits? It reflects the
underlying performance of the
business and provides amore
meaningful comparison of how
the business is managed and
rmeasured on a day-to-day basis.
The margin is calculated based
on TV Studios total revenue.
Performance

TV Studios adjusted EBITA
margin was 12% (2020: 11%) and
continues to be fmpacted by
incremental costs associated
with social distancing quidelines
and health and safety protecols
in productions.

+1% pOINt on2020

Ambition
Return to 13% teo 15% range
from 2023 onwards

2018 15
[
2019 15
RIS NN
2020 1
L

2021 12

L

Total high-end scripted
hours

Definition

Total high-end scripted hours is
animportant measure of the
success of aur strategy to grow
our global scripted business.
High-end scripted hours inglude
new commissions or returning
franchises that have a higher cost
per hour than continuing drama.
These high-end scripted hours
are sold to global streamers, pay

i platforms ar free-to-air

broadcasters, where they are
expected to perform well with
viewers in their domestic market,
as well as having internaticnal
distribution appeal.
Performance

The number of high-end scripted
hours produced by ITV Studios
increased by 56% to 175 hours
driven by growth in UK high-end
scripted hours, with for example
Grace and The Tower; and new
US titles such as Physical and Ten
Year Oid Tom.

+56% on 2020

Ambition

DohyearsTo 2020

~ Grow to 400 hours

2018 163
RN
© 2079 223
-
T 2020 112
-
©o20m 175

TV plc ¢

Number of formats sold in
three or more countries

Definition

The Studios business is focused
on maximising unscripted
value by both pratecting and

¢ expanding existing formats and
i creating new formats that travel
| internationally. A good measure
; of international success is when
i aformat is commissionedin

i three or more countries in the

{ year. Spin-offs such as Beat

{ the Chasers are considered

. distinct to the original format

i (i.e. The Chase) far the purpose

i of thisindicator.

i Performance

i The number of formats sold

in three or more countries
increased to 15 formats. Recent

i formats that have sold in three

! or more countries include Let

i Love Rule, The Voice Generations
+ and Beat the Chasers.

2021

; 15 formats

+1format onae2o

Ambition
5 years 2026

Grow to 20 formats

2018 15

2019 T

2020 4

2021 15
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‘Expand

UK'and global production i

% of ITV Studios total
revenue from streaming
platforms

 Definition
Over the next five years, the key
driver of growth across the

* overall content market will

be significant investment by

streamers. The percentage

* of ITV Studios total revenue

from streaming platformsis

. animportantmeasure to

dermonstrate the extent to

which the business is further
diversifyingits customer base
and pivoting to streamers

_ around the world. See earlier

 KPIs for definition of ITV Studios

total revenue.

' Performance

The percentage of ITV Studios

* total revenue from streaming

" platforms grew to 13%.

- Notable deliveries on streaming
platformsin 2021 include
Physical (Apple Tv+}, Cowboy
Bebop (Netflix) and Ten Year

© Old Tom (HBO Max).

2021

13%

+3% POINtS on 2020

Ambition

Grow to 25% of iTV Studios

totalrevenue

2018 6
RN

2019 6

L

2020 10
SRR IR

202 13

Total digital revenue

Definition

Total digital revenue is an
impartant measure of the
acceleration of our digital
strategy and our digital first
approach. Itincludes AVCD
advertising revenue and 5vOD
subscription revenue as well
aslinear addressable revenue,
digital spensorship and
partnership revenue, ITV Win
and any other revenues from
digital business ventures.
Performance

. Total digital revenue grew 40%

to £347 million. The growthwas
largely driven by AVOD revenue,
which grew 41%, and the growth
in BritBox subscriptions.

2018 164
201% 202
2020 248

picral 347

UK subscribers

Definition

UK subscribers captures total UK
subscriptions to ITV streaming
platforms and services (including
free trials). Itis animportant
measure of how successfully we
provide a clear, compelling and
differentiated SVOD offering.
Performance

Total UK subscribers grew 33%
to 1.2 mitlion. Growth came from
both BritBox UK subscribers and
the ITV Hub+ platform,

2078 03
2015 05
2020 [ah:]

2021 12

Total streaming hours

Definition

Driving digital viewing and
enticing our viewers to watch
mare ITV contentis key to our
digital first strateqy. Total
streaming hours measures the
total number of hours viewers
spent watching ITV across all
streaming platforms. This
figure includes both AVOD

and $VOD viewing.
Performance

Total streaming hours increased
22% to 1,048 million hours. The
growth was driven by our focus
on strengthening our content
offering. OnITV Huband ITV
Hub+, we extended the catch-up

I window, increased the number

of drama series available in full
when the first episode launched
on linear and improved the

i curation of content using our

: vast archive. In addition, during

i the Euro 2020 Football

© Championships, for the first time,
. we put all episodes of the soaps

. for the week ahead on ITV Hub.

" On BritBox UK, we launched five

; new and exclusive criginalsin

¢ 2021including Secrets of the

- Krays and Crime.

20 746

019 839

2020 856

an 1,048



Strategic Report

Monthly active users

' Definition

As part of cur digitat first
strategy, itis important that we
measure the number of viewers
that engage with cur content

- digitally. Monthly active users

© captures the average number
" of registered users throughout
the year who accessed our

owned and operated cn demand
platfarms each manth. This
includes both our AYOD and

. SVOD offering.

Performance

- Monthly active users grew 19% to
;9.6 million. Growth was driven by
! increased usar engagement with
+ viewers watching more of our

\ soapsand dramas. The return of

© popular entertainment shows

such as Love Istand and the Euro
2020 Foctball Champicnships
also brought record-breaking
numbers to our digital platforms.

* Alongside this, aredesigned ITV
: Hub app was rolled out across
- big-screen platforms such as

Amazon Fire and Samsung,

+ which were cur fastest-growing

platformsin 2021,

2018 6.3

2019 81

2020 81

20N 9.6

Share of top 1,000
commercial broadcast

TV programmes

Definition

Cantinuing to deliver meaningful
audience scale is important to
M&E's overall success. This
measure indicates ITV's
proportian of the top 1,000
commercial broadcast TV
pragrammes, This includes TV
viewing from transmission and
seven days post-transmission on
catch up, aswell as six weeks
prior to the transmission window.
It excludes programmes with a
duration of <ten minutes. This
rmetricis calculated as 2 two year
rolling average to normalise the
impact of large sporting events.
Performance

Our share rernained flat at 93%.
Despite the broadcast schedule
missing Britain's Got Talent, it
was supplemented by the Eurg
2020 Football Championships
and a greater number of soap
episodes compared to 2020
Dramas such as The
Pembrrokeshire Murders,
alongside entertainment
formats like The Masked Singer,
also helped to maintain ITv's
strong commercial mass
audience prepasition. In 2022,
we expect this figure to decline
slightly as aresult of changes

to our evening scheduling.
External source: BARB

2018 a7
201 96
2020 a3
20N a3

Share of commercial
viewing

Definition

Keeping cur free-to-air
praposition strong with
unrrivalled cornmercial audiences
is vital for the M&E business and
ITV Family share of commercial
viewing is how we measure this,
1TV Family share of commercial
viewing is the total viewing of
audiences over the year achieved
by ITV’s family of channels as a
proportion of all ad-supported
commercial broadcaster viewing
in the UK.

Performance

Share of commercial viewing
remained broadly flat at 331%.
ITV main channel grew
year-an-year as the regular
schedulereturned after the
disruption to praductionin 2020

. due to government restrictions.
* The Euro 2020 Football

Championships, postponed ta
2021, were also a significant
beost te the main channel.
Overall the other ITV Family
channels were flat, with growth
in the youth-targeted ITV2 offset
by small declines toITV3,1TVBe
and CITV.

018 340
2019 318
2020 328
201 X

BritBox International

Total subscribers

 Definition

- The number of BritBox
©International subscribers

captures total global

" subscriptions (excluding UK).
. Itisanimportant measure of
© the scale and reach of our

- international SVOD offering.
. BritBox International is a joint
" venture between BBC Studios
Coand [Tv.

. Performance

. Total subscribers grew by 50%

1o 2.4 million. BritBox
International is now available
across four countries, following
the launchin South Africain
2021. We continue to see
subscriber growth from all
established territories including

. the US, Canada and Australia.
" Both the BBC and [TV are
© committed tofurther

investment in BritBox

International to support
. anambitious target of 10
" te 12 millien subscribers

internationally {excluding UK)

© by 2030.

02

2.4m

+50% onzozo

simbition

S e DA

Grow to 10-12m

2018 G5

2019

2020 16
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KPtg pravicusly set out for three years to 2001

in 2018, we set targets or strategic ambitions far our KPIs for three years to 2021 (where appropriate to do so). Those not set outin our
new KPIs have been included for reference below. Across 202¢ and 2021, the performance of all our KPIs and the delivery of corresponding
targets have been impacted by the COVID-19 pandemic. Further detailis included below and within our Operating and Finandial
Performance Review. These will not be included going forward.

ITV Group

Total non-advertising revenues

201 Non-advertising revenue grew 24% in 2027 to £2,085 million, largely driven by the improvement in ITV Studios tota(
£ reveriue by 28% ¢ £1,760 million, despite ongoing COVID-19 challenges. Subscription revenue was also up 56% ta
2 ,085m £42 million, driven by growth in BritBox UK and 1TV Hub+. Other M&E revenue was up 2% to £213 million driven by
rowth in third-party NAR commission from STV, partly cffset by a decrease in competitions revenue following
+24% on 2020 : e

strong growthin 2020,

Expénd

UK and global production

Total production hours

2021 The number of hours of content produced by ITV Studios declined by 6% to 6,700 hours, This was Largely driven by

2 reduction in high velurne unscripted titles, in particular in the Netherlands.
6,700 h rs This is below the originat target of 10,000 hours as the mix of programmes delivered has changed and we have increased
_6% Gn 20006 our focus an higher value, lower-volume scripted programmes.,

Total advertising revenue

597 SRt
2021 Total advertising revenue grew 24% to £1,957 million, the highest in ITV’s history. There was strong growth in online

AVOD revenues, up 41%, along with growth across all other advertising categories including NAR, sponsership and
g e‘% ¥ %g?m creative partnerships revenues. Compared to 2019, TAR was Up 11%.

YA
F 25

Online revenue growth

202 Online AVOD revenue continued to grow strongly, Up 41% in the year. Since 2018 we have delivered a CAGR of 26%, in line
é’g?j with our target of delivering double-digit growth per annum aver the period.

(]
Total ITV viewing

223 TotalITV viewing declined by 9% to 15.1 billion hours with higher viewing on ITV Hub (simulcast and on demand, up 27%)
- offset by a decline in viewing across our live linear channels (down 11%). The increase in ITV Hub viewing was driven by

? §§§ @ ﬁ g} ?Wf;s our strong content offeringin 2021, including the summer series of Love Island, the Euro 2020 Football Championships
_(_‘%;’;!’; - and pre-transmission series drops, as well as a significant increase in simuicast viewing during the 2021 winter COVID-19
SR e restrictions in the UK.

Total broadcast viewing (all breadcast channels including TV VODj) declined by 10% impacted by fewer people at home

thanin 2020 in the daytime and growth in streaming viewing.

Total ITV viewing is below our target of 16,6 billion Hotrs, as a result of the changes in viewing habits which have been

accelerated by COVID-19.

External source: BARB/Advantage, Crocus and third-party platforms

TV ple
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ITV Family share of viewing (SOV)

F0E ITV Farnily SOV was up 0.1% paint year-on-year tc 22.3%. Within this, ITVY main channel was up 0.1% point to 16.8%, which

¥ is the third biggest SOV in a decade. iTV's other channels remained broadly flat at 5.5%, with [TV2 still the most-watched
;gg ﬁ'§ é’% digital channel for 16-34s for the fifth year in a row. Three of the top five dramas of 2021 were on ITV, whilst ITV was also

»‘{:} 10/ mm? e home to the most-watched programme of the year, with England’s Euro 2020 Football Championships semi-final
T 0 AL watched by 18.4 million viewers (across the entire coverage, including en ITV Hub).
NS 22.3%is ahead of our original target to maintain share of viewing above 21% over the period.

External source: BARB/AdvantEdge

Online viewing

peliky The ITV Hub and ITV Hub+ are the online heme for our family of channels and content. Following the content-driven

. decline in 2020 as a result of the pandemnic, online viewing is up 31% on 2020 and 25% on 2019, driven by viewers” appetite
%3% m %wé §"’§§ for our content on catch up, VOD and simuicast. Viewing an connected TVs remained the biggest driver of growth in 2021.
{,E‘E L“j% - Since 2018 we have delivered CAGR of 12% inline with our target of double digit growth per annum.
External source: Crocus

ITV Hub registered user accounts

TheITV Hub and ITV Hub+ grew the number of registered user accounts by 6% to 34.7 million in 2021, well ahead of our
target of 30 million, This growth continues to be driven by cur high-quality content and good user experience, which has
been supported and enhanced by a process of continued improvement and investment in the year.

The ITV Hub helps ITV reach valuable light viewers and younger audiences, who are increasingly using the ITV Hub for
sirnulcast as well as catch up. Simulcast viewing hours were up 38% year-on-year,

2021 Brand consideration in 20271 was 47.3%, down two percentage points on 2020. This was driven by the absence of key
3] entertainment shows in the Q4 schedule, which would usually have a positive impact, along with strong competition from
é?‘,g f{ﬁ the SVQD platforms. However, in the summer months between June and August 2021, brand consideration was up cne

e "-.5:\:/‘ G;qz{: percantage point, following the success of sports and key entertainment shows. ITV's brand consideraticn for light

<270 B Bt viewers declined by two percentage points over the full year,

R - Brand consideration is below our target of 60%, as a result of the changesin viewing habits which have been accelerated
by COVID-19 and increased competition from a growing number of streaming platforms. We remain one of the top three
brands within all TV channels and platforms in the UK, demonstrating the high quality of our content and the positive
impact of our marketing investment.

External source: YouGov

Direct to consumer revenue

Direct to Consurmer revenue declined 9% to £75 million in 2021. The decline is mainly driven by competitions revenue which
has strong comparatives in 2020, with stay-at-home restrictions boosting daytime viewing and competition entries.
Direct to cansumer revenue is below our original target of £100 million by 2021 due to: i) the impact of COVID-19, with
lockdown and travelrestrictions impacting our ITV Hub+ subscriptions base which declined in 2020 through no summer
Love Island, a lower volume of new content and a reduced need for EU portability; and ii) our strategic decision to focus
less on pay perview apportunities and instead, focus on BritBox UK, which is not included in this revenue figure.

Note that our target alse included gaming, licensing and merchandising revenues which have now been reclassified to

ITV Studios.

Paying product relationships

Paying product relationships declined by 4% ta 7.5 million in 2021. This excludes relationships from BritBox UK.
The decling in the year was largely due to a decline in competition participants and gaming users. However, this was partly
offset by anincrease in live event visitor numbers as lockdown restrictions were loosened as wetl as higher ITV Hub+ users,

This is below our griginal target of 10 million relationships by 2021 due ta: i) the impact of COVID 19, with lockdown and
government restrictions causing our live events to remain closed for part of 2027;ii) a tower ITV Hub+ subscriptions base
in 2020 due to COYID-19; and iii) our strategic decision to focus less on pay per view opportunities.

TV ple Annaal
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Operating
and Financial
Performance
Review

ITV delivered a strong operating and financial
performance in 2021, with growth across all
areas of the business, despite the ongoing
challenges of the COVID-19 pandemic. We
have successfully executed the first phase

of our More Than TV strategy and are now

in a strong position to accelerate into the

'Key financial highlights

Group external revenue

£3,453m

+24% vs 2020

{2020. £2,787m)
(2019: £3,308m)

Total advertising revenue

£1,957m

+24% vs 2020

(2020: £1,577m)
(2019: £1,768m)

Adjusted EBITA

£813m
+42% vs2020

(2020: £573m)

Adjusted EPS

15.3p
+40% vs 2020

(2020:10.9p)
(2019:13.90)

Statutory EPS

9.4p
+32% vs 2020

(2020:71p)
{2019: 11.8p}

Net debt

£414m

(2020: £545m)
(2019: £893m)

next phase of building a digitally led media (2019:£729m)

and entertainment company.

El We use both statutory and
adjusted measures inour
Operating and Financial
Performance Review.

See APMs on page 39
for a full reconciliation
bhetween our sfatuiory
and adjusted results

Operating profit

£519m
+46% vs 2020

(2020: £336m)
(201%: £535m)

¥ Saturday Night Takeaway is a peak time
entertainment programme hosted by Ant and Dec
inthe UK. It had its 17th series in 2021,
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ITV delivered a strong operating and
financial perfarmance in 2021. There was
growth across all areas of the business
following the adverse impact of the
COVID-19 pandemic in 2020.ITV Studios
had the majority of its preagrammes back
in production and was able to deliver a wide
range of new and returning programmes
globally, helping to drive strong revenue
and profit growth in the year, Within our
Media & Entertainment (M&E) division,
total advertising revenues in 2021 saw

a significant rebound to be the highest

in ITV's history, with our AVOD revenues
being a key driver of this growth. We had
a strong programming slate across the
year and significant viewing on linear
and VOD for the UEFA Eurcpean Foothall
Championships {Euros), Love (sland

and many of our dramas.

We remained focused on tightly managing
our costs and cash flow during the year
while continuing to invest in delivering

our prigrities, and we have now successfully
executed the first phase of our More

Than TV strategy. Within ITV Studios

we have continued to grow in the UK and
internationally; develap cur creative pipeline
of new scripted and unscripted shows;
diversify our custemer base and strengthen
our creative talent, Within M&E, we
accelerated our VOD strategy; continued the
successful roll-out and further development
of Planet V (our programmatic addressable
advertising platform); extended the
distribution and content on BritBox UK,

and the internationat roll-out of BritBox

with the Nordics launching soon, We have
the foundations in place to enable us to enter
the secend phase of cur strategy and digitat
transformation, as we evolve our products,
user experiences and ways of waorking, which
will place us firmty as a digitally led media
and entertainment company.

Group financial overview

We measure performance through a

range of metrics, particutarly through our
alternative performance measures (APM)
and KPIs, as well as statutory results, all of
which are set ocut and defined in this report.

While the macro envircnment continued
to be impacted by the COVID-19

pandemic during the year, ITV delivered

a strong performance. Total ITV revenue
increased by 24% to £4,042 million (2020:
£3,260 millicn), with external revenue also
up 24% at £3,453 million (2020: £2,787
million}. Total advertising revenue was up
26% 10 £1,957 million (2020: £1,577 mitlion)
and total non-advertising revenue was up
24% to £2,085 million (2020: £1,683 million),
of which ITV Studios was up 28% at £1,760
million {2020: £1,375 millien}, Overall,

both total revenue and external revenue
were above the pre-COVID-19 pandemic

revenue of 2019 (2019: tatal revenue £3,885
rmillion, external revenue £3,308 milliuny).

Content costs were £175 million higher

in the year at £1,154 million (2020: £979
million). We delivered £48 million of
overhead cost savings In the period, of which
£37 million were permanent and £11 millicn
were temporary savings. The permanent
savings were ahead of our planned £30
million and mainly due to phasing within
M&E, with a proportion of cost savings
expected in 2022 being delivered early.
Permanent savings in the year included
headcount savings from recrganisational
changes, particularly in M&E; contract
renegotiations; M&E infrastructure savings;
and a permanent reduction in some
discretionary spend across the business,
The temporary savings were mainly due

to a natural decrease in non-essential spend,
such as travel and entertainment in the
period due to government restrictions,
particularly in the first half of 2021 We
have delivered £83 million of cumulative
cost savings since 2019 and are on track to
deliver £100 million by the end of 2022.

Our essential investments to support our
strateqgic priorities were £24 million in the
year and broadly inline with cur planned
£25 million, BritBox UK venture loss was
£61 millien and in line with our guidance.

Group adjusted EBITA increased by 42% to
£813 millien {2G20: £573 million), with a 41%
increase in 1TV Studios adjusted EBITA and

a 42% increase in M&E adjusted EBITA.
While the margin of the M&E division has
recovered, the ITV Studios margin remains
impacted by COVID-19 related costs,

W Physicalis a scripted title produced
by ITV Studios America for Apple TV+.
Ithas beep recommissioned for a
second season,
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particularly those associated with social
distancing guidelines and health and safety
protocols. Group adjusted EBITA is 12% ahead
of 2019, driven by the growth in M&E. Further
detail an the two divisionsis explained in the
ITV Studios and M&E sections.

Adjusted financing costs were down in

the year at £31 million (2020: £36 million)
and cur adjusted tax rate was 19.9% (2020:
18.0%). Adjusted EPS increased by 40%

10 15.3p (2020:10.9p), and was ahead of
adjusted EPS in 2019, of 13.9p.

Operating exceptional items, before tax,
were £196 millior (2020: £118 million) and
include acquisition-related costs, the

largest item being an increase in the final
Talpa earncut of £108 miltion, along with

an onerous transponder provision within
M&E of £16 million, and a £21 million
estimate of the increased provision required
for the settlement of the Box Clever
pension case {see note 3.2 to the financial
statements for further detail). Statutcry net
financing costs were £50 million, which was
up year-on-year (2020: £44 million) due to
higher interest payable cn our exceptional
acquisition-related expenses. Statutory
profit before tax was up 48% at £480 million
{2020: £325 millien). Our statutory effective
tax rate was 19.2% (2020:13.5%), and
statutory EPS rose from 71p to S.4p
year-on-year, however, this was 20% lower
than statutory EP5 in 2019 of 11.8p. See

the Finance Review for further detail.

Woe have good access to liquidity. At

31 December 2021, we had cash and
committed undrawn facilities totalling
£1,514 miltion, including total cash of
£736 million {includes restricted cash of
£50 million). Our profit to cash conversion
{whichis an APM) in 2021 was 80% (2020
138%). At 31 December 2021 our net debt
was £414 million (31 December 2020: £545
million). Our net debt to adjusted EB!ITDA
was 0.5x {31 December 2020: 0.9x).

Refiecting ITV's strong operational and
financial performance in the year, andin
line with previous guidance, the Board
intends to propose a final dividend of 3.3p
for the full year 2021, based on two-thirds
of anotional full year dividend of 5.0p.
The Boardintends to declare a full year
ordinary dividend of at least5.0pin 2022
which it expects to grow over time whilst
balancing further investment behind our
strategy and our commitment to investment
grade metrics over the medium term,

A range of scenarios reflecting ITV's
principal risks has been modelled and
considered in the assessment of ITV's
longer-term vizbility. Refer to page 94
for further detail.
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A Snowpiercerisa
dystopian thriller, produced
by 1TV Studios America for
TNT. The third season aired
| In2022,witha fourth
. season already confirmed.
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ITV Studios is the largest commercial
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
acombined content library of over
90,000 hours, it is alsc one of the
pre-eminent distributors in the UK.

Growing UK and global productions is
central to ITV’s More than TV strategy.
ITV Studios ambition is to be a leading
force in the creation and ownership

of intellectuat property {IP), global
content production and distribution.
We have built an increasingly scaled
and diversified business, by genre,
geography and customer, in the key
creative markets around the wortd.

We have achieved this by focusing

on our four strategic pillars as

follows: growing our scripted business,
growing our global formats business,
and further diversifying our customer
base, all of which is underpinned by
our ability to attract and retain
leading talent.

Whilst challenges remain in delivering
programmes under COVID-19
restrictions, particularly those
requiring filming in muttiple locations,
the majority of productions have
continued throughout 2021, We have
strict procedures and protocols to
minimise health and safety risks

to our talent, crew, participants and
cotleagues, which have enabled us to
continue to praduce globally, including
scripted titles such as Physicat in the
uUs and Summertime is Italy, and large
scale eptertainment formats such as
'm A Celebrity..Get Me Out Of Herel,
Love Istand and The Voice.

Growing our scripted business

Whilst unscripted content pradnction
remains important to ITV Studios, growing
our scripted business is one of our key
strategic priorities. In 2021, our scripted
business accounted for 29% of total
revenues (in 2015, it was around 15%)

and we produced 175 hours of high-value
scripted content {2020: 112 hours), with the
ambition to increase this to 400 hours by
2026. Our total high-value scripted hoursin
the year was lower than expected due to
the phasing of 2021 deliveries, with some
tities now expected 1o be delivered in 2022,

scripted content is key to platforms (both
free-to-air and streamers) attracting and
retaining viewers and subscribers, This
together with the significant increasein
the number of streamers over the last few
years, has meant we have seen significant
growth in the number of criginal scripted
commissions in the UK and US as well as
in Europe. Furthermare, the increasing
globalisation of scripted content has

led to rising demand for locally produced,
non-English language scripted content.
We expect this trend tc continue and ITV
Studios, with its global production presence
andrecent talent deals, is well-placed to
serve this growing demand. In addition,
we will continue to lcok at further
opportunities to bring creative talent into
the business, in key scripted markets to
take advantage of the demand for local
scripted content.

Many of our scripted labels are creating and
producing high-quatity content with global
appeal for free-to-air (FTA) and streaming
platforms. in the UK this includes: Mammoth
Screen, creators of The Serpent, McDonald
& Dodds, and Noughts & Crosses; and World
Productions creators of Line of Duty, Vigil,
The Pembrokeshire Murders and Bodyguard.
In 2021, six of the top ten {(including all of
the top three) highest-rating dramas on

UK television were preduced by ITV Studios
preduction labels.
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A Vigil produced by World Productions
{part of ITV Studios UK) was the most-
watched new drarma of 2021in the UK.

Our established internaticnal scripted
businesses are alsa performing well.
Cattleya in Italy and Tetra Media Studio
in France create and produce iong-
running and new critically acclaimed
foreign-language dramas, including Paris
Police 1900 and Balthazar in France, and
Gomarrah, Suburra, and Romulus in Italy.
Qur newest international scripted labels,
Windlight Pictures in Germany and
Cattleya Producciones in Spain, as

well as our majority stake in Appletree
Productions in Denmark, will strengthen
our scripted pipeline further. ITV Studios
Americais alsc seeing good momentum
inTts creative pipeline, and with output
fromrecent talent deals starting to
come through, such as Ten Year Old

Tom from Work Friends, and Bedrock
Entertainment’s development slate,

we now have more scripted hoursin
production in the US than ever before,

Global Distribution plays a key role

in growing scripted value across the
business. Global Distribution invests
arcund £50 million each year {equating
to around 200 hours of new scripted
programming) in ITV Studies-produced
content and selective third-party content
(including A Year on Planet Earth and
international spy drama The Ipcress File).
Having the integrated producer-
distributor retationship enables Global
Distribution to make smart investment
decisions around content funding, with
a 360-degree appreach. By finding
co-producticn partners and licensees
around the world for our scripted
catalogue {of more than 22,000 hours),
Glebal Distribution maximises the value
of these projects over a long-term sales
lifecycle, A key priority is looking at

how we drive long-term revenues

fram new AVOD market entrants, as
well as continuing to exploit new rights
opportunities, such as through
complete box sets.

[
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Scripted Growing our Global Formats business
Our Global Formats business oversees

our portfolio of some of the world’s most
successful entertainment formats that
travelinternationally, as well as maximising
commercial opportunities from our IR,

We are facused on expanding our existing
high-value formats as well as supporting

S UBU RRA - the creation of new formats.

Qur portfolio of world-class brands include
ENDEAVOLR OF D (number of countries the format has been
o B sold to date included in brackets); The Voice
(72 countries), Love island (21 countries),
The Chase (19 countries), Come Dine
With Me (46 countries), Four Weddings
(24 countries) and I'm A Celebrity...Get Me
Out Of Herel (15 countries). These formats
continue to sell and generate strong mass
audiences for our clients; 'm A Celebrity...
.\ Get Me Out Of Here!in the UK attracted
Unscripted an average of 7.5 million TV viewers and
was ITV main channel’s biggest
entertainment series of the year for
16-343, whilst series ten of The Voice
Australia attracted a national total
audience 45% higher than the 2020
series and was Seven Network's biggest
entertainment show launch since 2016
{having moved from the Nine Network
where it aired for series one to nine).

As well as protecting our biggest brands,
we are also focused on expanding cur
franchises with successful spin-offs which
allows us to constantly evelve existing
formats. Examples include The Voice
which now has six spin-off versions as well
as The Chase with Beat the Chasers, Come
Dine With Me with Coupiles and Celebrity
versions and 'm A Celebrity...Get Me Qut
CGUEER EYE Of Herefwith the new castle format. We
are also exploring production hubs, driving
further sales of formats by supporting
productions jn a cost-effective and safe
environment (e.g. Love Island,!'m

A Celebrity..Get Me Out Of Herel}.

Several new formats have recently
been commissioned in our UK, US and
International production bases that have
the potential to be future global hits. These
include UK formats: Moneyball, Sitting On
A Fortune, and Rat in the Kitchen, which
has had its first commissionin the US, and
is produced by ITV America (airing in March
2022). Gur US formats include I'd Do
. Anything For Love whichis being piloted
R P in the US, also produced by ITV America.
- g H:,, In 2021, acrass aur Global Formats business,
we sold 58 (2020: 56) different formats
internationally, 15 of which were sold to
three ar mare countries (2020: 14). By 2026,
we expect to have 20 such formats that will
be sold in three or more countries, with a
view that ane of these may be a significant
new format like The Voice or Love Island.

"R
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Through our Global Distribution business,
we are focused on expleiting our 68,000+
hour library of global unscripted content,
assets and maximising the value of primary
and secondary windows with FTA, Pay TV,
SVOD and AVOD customers. In additian,
Global Distribution’s sales team actively
taps into market intelligence locally, such
as indications around market trends, and
feeds this back to the ITV Studios teams,

to inform TV Studios latest thinking around
what the next potential hit format could be.
This is another way in which having Global
Distribution and Formats embedded in

ITV Studias is incredibly valuable,

Further diversifying our customer base
As the demand from glebal and local
streaming platforms grows, this presents

a significant opportunity for ITV Studios

to further diversify its custcmer base. In the
US, we have strengthened our relationships
with streaming platforms, having both
sctipted and unscripted development
projects and commissions in place with all
the major platforms. Looking ahead, in 2022,
we expect a third of US unscripted revenues
and around half of US scripted revenues

to come from streamaers, Cur UK and
International Studios (aside from Italy)
remain more reliant on local broadcasters,
and going forward they wili harness the
strength and position of the ITV Studios
group and key creative talent, to develop
their relationships with these platforms.

In 2021,13% of total revenues carme from
strearning platforms (2026: 10%,), which we
aim to grow te 25% by 2026, Scripted and
unscripted programmes sold to streamers
included The Serpent {internaticnally),
Snowpiercer (internationally), Good

Witch (internationally), Cowboy Bebop,
summertime and Generation 56K all for
Netflix, Physical for Apple TV+, Ten Year

Old Tom for HBO Max, and Love Istand
Netherlands for Videcland. New commissions
for future broadcast by streamersinclude
alimited series based on the book, A Great
Improvisation: Franklin, France, and the Birth
of America for Apple T+, Love Island US
which moves to Peacock in 2022, Why Didn't
They Ask Evans? for BritBox US, Canada and
the UK, A Spy Amongst Friends for BritBox
UK, along with several other titlesin progress
with Disney+, Apple TV+, Netflix, Hulu and
Amazon. Revenue from ariginal comimissions
sold to streamers was up 95% in 2021,

Whilst further diversifying our customer
base with streamers is a key strategic
priority for ITV Studios, this will impact
aur working capital in the future due to
the upfront cash requirements and the
extended payment profile from the
streamers. It may also limit the ability for
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us to maximise margins on high-value
scripted titles as streamers invariably

want worldwide distribution rights for
criginal commissions.

Attracting and retaining leading talent
A key part of ITV Studios investment
strategy and pivotal to the business’s
success is its ability to attract and retain
the best creative talent. ITV Studios offers
talent a blend of creative independence,
an entrepreneurial culture, the resources
of a global studio business such as access
to ITV Studios significant cataloque and

in the UK, as anintegrated producer
broadcaster, a special relationship with ITV.

We continued to successfully strengthen
our creative talent in 2021. In the UK, global
hit format creators James Fox and Dom
Waugh (creators of House of Games, All
Together Now, Paintless, The Million Pound
Drop) joined ITV Studios and launched

a new entertainment label, Rollercaaster
Television, to create and produce new
formats for the UK and global markets.

Woe also announced the launch of 5 Acts
Productions in the UK, to be led by David

P. Davis (executive producer of Industry),
focusing on producing diverse drama for
domestic and international markets.

In Europe, award-winning executive
producer, Moritz Potter (executive producer
of Das Boot, Arctic Circle} joined ITV Studios
International to set up a new high-end
scripted label in Germany called Windlight
Pictures. In addition, renowned television
executive and producer Arturo Diaz
{credited for Las Chicas de Cable, Etite

and Memorias de Idhan}, joined Cattleya

to launch ITV's first Spanish scripted label,
Cattleya Producciones. These deals enable
ITV Studios to further meet the demand for

premium European drama around the world.

Inthe US, 1TV America and Blumhouse
Television have entered into an exclusive
overall deal for unscripted programming.
Blumhouse will have a dedicated team
working in collaboration with ITV America
to create an entirely new slate of projects,
develop new concepts and P, as well as
amplifying existing ITV IP and formats.
The first project derived from the
partnership is horrer competition format,
Escape the Maze. In addition, TV America
has extended its partnership with Jimmy
Kimmet's company, Kimmelot, and currently
has titles in production at Discovery, ABC,
FOX, and Hulu.

All our recent talent partnerships and new
tabels are building strong development
slates with many having projects underway
with broadcasters, networks and streaming
platforms globally.

Queer Eye is an Emmy Award winning
reality makeover series produced by ITV
America for Netflix. it had its sixth season
in 2021,

Why Didn’t They Ask Evans?isa
cormmission for BritBox North America. It
will also be available on BritBox UK in 2022,

TV Studios financial performance
in20m

ITV Studios saw streng revenue growth in
2021, with total revenue up 28% to £1,760
million (2020: £1,375 million), and external
revenue up 30% to £1,177 million (2020:
£903 million), with growth across all ITV
Studios divisions. Total organic revenue

at constant currency was up 31% {our
definition of constant currency excludes
acquisitions and assumes exchange rates
remain consistent with 2020), with a £40
millicn unfavourable revenue impact from
foreign exchange in the period.

When compared to 2019, prior tu Lhe
COVID-19 pandemic, total ITV Studios
revenue was down 4% (2019: £1,830
million, which includes the reclassification
of gaming, merchandising and licensing
revenue from M&E) and external revenue
was down 6% (2019: £1,257 million).
Assuming constant currency at 2019 rates,
total 20211TV Studios revenue was down
2% compared to 2019, demonstrating the
business’ strong recovery in 2021.

Scripted revenue was up 43% to £505
million (2020: £354 million), with unscripted
revenue up 22% to £948 million (2020:
£778 million). There was a 26% increase
inCare ITV revenues to £307 milliocn

(2020: £243 million), which primarily relates

20M 2020 Change Change
Twelve months to 31 Decernber £m £m £m . WWW"{.:W
ITV Studios UK 683 3% M8 B8
ITV Studios US 372 234 138 L 59
ITV Studios International o 407 343 64 )
Global Formats and Distribution* 298 263 3% 13
Total ITV Studios revenue 1,760 1,375 385 28
Total ITV Studios costs (1,545) (1,223) (322) (26)
i Total ITV Studios adjusted
EBITA** 215 152 63 a1
ITV Studios adjusted EBITA margin 12% 11%

adjustments to EBITA and adjusted EBITA.

* 2020 ncludes the reclassification of £56m of gaming, merchandising and licensing revenue from M&E as part of the
% restructure. The impact on adjusted EBITA is nil.
1+ Includes the benefit of preduction tax credits. Refer to Atternative Performance Measures on page 5 for key

2021 2020 Change Change
Twelve manths to 31 December B £€m o Aflm,.,,., u__Ern_____ __%
SalesfromITVStudiostoM&E__ 583 472 Mm%
Externalrevenve W77 903 24 30
Total ITV Studios revenue 1,760 1,375 385 28

20n 2020 Change
TweLvemanths_;g_;jpgggml_:g_rm £m £m B ”/n
cripted’ ... 505 354 43
Unscripted 948 778 22
CorelTv?and Other 307 23 )
Total ITV Studios revenue 1,760 1,375 28

1 Includes high-end scripted and other scripted revenues
2 CoreITVincludes the soaps and daytime shows praduced by ITV Studios for the ITV main channel.

TV plc annuaiFeoo aod Accanats
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P Grace wasITV's third
biggest new drama launch
in 2027, behind The
Pembrokeshire Murders
and Finding Alice,

¥ My Mom, Your Dad is
areality dating series,
produced by ITV America
for HBO Max. The series
was delivered in 2027 and
aired in January 2022,

to soaps and daytime programming
returning to normal volumes following
the pause in productionin 2020 due

to COVID-19.

Reflecting our presence in key global
production markets, 57% of ITV Studios
revenue was generated outside the UK
(2020: 55%). This was higher than the
prior-year and reflects our strong
growthin the US and international
revenues. Further detail on the year-on-
year movement inrevenue is included
in the sections that follow,

wWhile ITV Studios revenue increased
during the period, the number of hours
delivered decreased by 6% ta 6,700
hours (2020: 7120 hours). This was largely
driven by a year-on-year reductionin high
votume unscripted titles predeminantly
in Europe, including programmes such

as Koffietijd and Lang Leve de Liefde in
the Netherlands.

ITV Studios adjusted EBITA was up 41%
year-on-year at £215 million (2020: £152
million), with the adjusted EBITA margin

at 12% (2020: 11%), despite a £5 million
unfavourable impact from foreign
exchange. During the period, there were
investments of £13 million in line with our
strategic priorities, which was more than
offset by overhead cost savings of £18
million {£8 million of which are temporary
and £10 million permanent). The ITV
Studios margin continues to be impacted
by costs associated with social distancing
guidelines and health and safety
pratocolsin productions. To help mitigate
this we are locking at cur property
footprint, using technology and data

to drive cost and revenue efficiencies,
taking steps to digitise processes and
using remote editing mare routinely,
particularly to reduce travel costs.

Compared to 2019, on a like-for-like basis
(which includes the reclassification of
gaming, merchandising and licensing
from M&E), adjusted EBITA in 2027 was
down 20% (2019: £269 million) which

is partly due to the additional costs
associated with COVID-19, along with
2019 including several high margin,
multi-year deal renewals for The Voice.

ITV Studios UK

ITV Studios UK is made up of 28 producticn
labels, with a diverse range of scripted and
unscripted titles for broadcasters and
streaming platforms. The business is built
upon many long-running and recurring
titles, the majority of which are sold to

the M&E business for transmission onITV'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 programmas, such as

The Voice, Love Island and 'm A Celebrity...
Get Me Qut Of Here! whilst the available
network programme budget was higher
year-on-year in 2021, ITV Studios UK's share
of original content on 1TV main channel was
also up at 70% {2020: 68%).

In 2021, 1TV Studios UK revenue was up 28%
to £683 million (2020: £535 million}, and
also up 28% on an organic basis, driven

by internal sales and the delivery of
programmes that were delayed in 2020.
Internal sales to M&E was up 24% inthe
year, driven by more episades of the soaps,
which were reduced in 2020 due to the
pause in production; dramas such as

Grace, McDonald & Dodds, The Bay and
Unforgotten; and entertainment shows
such as The Cabins, Ready to Mingle and
Beat the Chasers.

Internal deliveries in the first half of 2022
include new and returning dramas; The
Suspect, Holding and Vera and returning
entertainment including the second series
of The Cabins, Dancing on Ice and Saturday
Night Takeaway.

Following the delay of planned deliveries
in 2020, of -1TV revenue {productions for
non-1TV channels in the UK) increased by
3%, with new and returning programmes
including Line of Duty, Vigil, The Quttaws and
Showtrial all for the BBC; and Countdown
and 24 Hours in A&E for Channel 4. Off-ITV
deliveries in the first half of 2022 include
The Reckoning and The Graham Norton
show for the BBC; and 24 Hours in A&E
and Countdown for Channel 4.

ITV 5tudios US

ITV Studios US is a scaled production
business, providing content to all the major
netwarks and cable channels in the US,
along with every major SVOD platform.

It has a good foundation of core
programmes, including unscripted titles
with multiple seascns and a high volume
of episodes. It also produces premium
scripted centent, which combined with

the cutput from our investment in scripted
content over the last few years, has
enabled the business to grow its presence
significantly in a highly competitive market.



Strategic Report

4 Ten Year Old Tom was created by

our primetime TV animaticn label,

Waork Friends, within ITV Studios America.
itis produced for HBC Max.

& A Year On Planet Earth originally
commissioned by ITV in the UK, adds to
Glebal Distribution’s carefully curated
collection of natural history programming.

4 Ratin the Kitchen is a foocd competition
format produced for TBS by ITV America's
Thinkfactory Media. It was created by
UK-based ITV Studios label, Possessed.

This diversity of cantent and customer base
enabled ITV Studios US to mitigate some of
theimpact seen from the pandemic.

ITV Studios US total revenue grew by 59%
to £372 million (2020: £234 million} and 70%
to £397 million when adjusted for the
unfavourable foreign exchange impact,
driven by both scripted and unscripted
titles. Within ITV Studios America (scripted),
deliveries included Snowpiercer S3 to TNT,
Ten Year Old Tom to HBO Max, Physical to
Apple TV+, alicensing deal for Cowboy
Bebop, and Good Witch 57 to Hallmark.

ITV America {unscripted) saw the delivery
of new titles, including My Mom, Your Dad
for HBO Max and Rat in the Kitchen set to
air on TBS this year, along with returning titles
such as The Chase for ABC, Real Housewives
of New Jersey for Bravo, Love & Marriage for
OWN, and Forged in Fire for History.

The development and commissioning
pipeline far ITV Studios US in 2022 s strong;
both ITV Studios America and ITV America
have a number of projects in production

or under development with existing and
emerging streaming platforms aswell as
other traditional platforms. For ITV Studios
America, these include Snowpiercer S4

for TNT, a limited series based on the book,
A Great Impravisation: Franklin, France, and
the Birth of America, and Physical 52 for
Apple TV+, Let The Right One In for
Showtime and One Piece for Netflix.
Within ITV America, deliveries expected

in 2022 include the return of Hell's Kitchen
with two series in production for FOX and
Marry Me Now for CWN, as well as Bullsh*t
The Game Show for Netflix.

iTV Studios International

iTV Studios international has production
basesin Australia, Germany, France, the
Netherlands, the Nordics, Italy, Spain and
Israel where we produce original scripted
and unscripted content, as wetl as local
versicns of key formats developed through
our Global Formats business. Growing our
European scripted business allows us to
benefit from the increasing demand for
locally-produced content with global appeal,
and we have several scripted projectsin
development with Amazon Prime, Netflix,
Paramount+ HBO Max and Disney+.

Revenue within ITV Studios International
increased by 19% to £407 million (2020:
£343 million), and by 21% to £474 million
when adjusted for the unfavourable impact
of foreign currency. Growth was driven by
deliveries, including Summertime 52 and
Generation 56k for Netflix; the final seasen
of Gomorrahin Italy; and Vise le Ceeur in
France; Nurses in Australia; My Gay Best
Friend in Germany; and Love Island in
Germany and Australia,
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In 2022 we will continue to focus on growing
our Eurcpean scripted business to allow
us to benefit from the increasing demand
for locally-produced content with gtobal
appeal. Deliveries expectedin the first
half of 2022 include returning series
Summertime S3 (Netflix), Petra 52 (Sky
Italia), and Nera a Meta 53 {Rai), all from
Cattleya, The Voice in France, and I'm

A Celebrity..Get Me Cut Of Herel in
Australia and Germany.

Global Formats and Distribution
Global Formats and Distribution revenues
were up 13% year-on-year to £298 miilion
(2020: £263 million), and by 16% 10 £305
million when adjusted for the unfavourable
impact of foreign currency. Much of

this increase was driven by our Global
Distribution business which benefited
fraom the international distribution of
Snowpiercer and The Serpent to Netflix,
and the distribution of new scripted titles
Line of Duty 56, Vigil and Grace, Finished
tapes sales of unscripted farmats were
also strong, including The Voice, Love
Island and The Chase, all delivering

across multiple territories,

2022 should see anincreased pipeline of new
content for Glebal Distribution, including The
Suspect, Litvinenko, and Karen Pirie along with
returning scripted titles such as Snowpiercet,
Romulus, and Vera.

Qur Global Formats business has continued
to strengthen its portfolio of successful
entertainment and factual entertainment
formats, with many new titles developed
and commissioned during the year. In addition
to those mentioned already, new formats
that we expect to sell internationally in 2022
include My Mom Your Dad, Ratin the Kitchen
and The Voice Generations.
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stedia & Enteriainment (MEEY s the
home of ITY's family of channels

and plarfarms. Through our Brosdeast
business, we operate the largest
famity of free-to-air commerdial TV
channeis in the UK, They offer unigus
audience scale and reach, as well a5
targeted demagraphics demanded

by advertisers.

Threugh our Streaming business,

weo Operate our streaming platforms,
which include; our advertiser-funded
platform, TV Hub, which appeals to
viewers appetite for our VO, catch
up and simudcast content; and our
subseription services, [TV Hubs and
BritBox UR, which allows viewers to
access content however they choose
tewatch it Data and technology are
key to evolving cur M&E husiness
and driving revenue growth,

The COVID-19 pandemic accelerated
many of the changes we were already
seeing in the viewing and advertising
landscape, presenting both challenges
and eoportunities. fis we continue

ta mitigate the long-term impact

of changing viewing patterns, we
recognise that we neod 101 etain

andg attract pudiences, especially
younger viewers, that are Increasingly
moving away from linear viewing 1o
Jigital pistforms,

integrated AVDD and streaming
platform is key 1o ths, With o
digirs stooontent strategy, Hwill
sigaificantly sirengthan our offering
s angd atiract them howoy
thay

y choose 1o watch, We will le as

OF

o vigwar

Sritfor UK, Flanet ¥V and data o drive
diaital vigwing ang L grawth

ai-first content proposition

seCtion on page 27 and

that follow.

Continuing to deliver unrivalled
audiences wirh hinh-guality
programming

In 2021, ITV continued to inform and
entertain the UK nation, providing audiences
with high-quality programming across the
full range of genres, ITV Family's share of
commercial viewing (SOCV) (which is ITV's
share of viewing compared as a proportion
of all commercial ad-funded channelsin
the UK}, is a new M&E KPlin the year and
increased from 32.8% in 2020 to 33.1%.

[TV main channel's share of viewing

(SOV) (which includes the BBC) increased
marginally in the year from 16.7% to
16.8%. Both benefited from the UEFA
European Football Championships (Euros),
the return of Love Island and a strong slate
of new and returning dramas. ITV Family
SOV was broadly flat year-on-year at 22.3%
(2020: 22.2%).

While we had a strong schedule of drama,
entertainment programmes and sport

in the year, total ITV viewing {which
combines live viewing of ITV channels,
recorded and VOD) declined by 9%. Within
this, live viewing of ITV channels saw

the most significant decline, down 11%,
impacted by the strong 2020 COVID-19
pandemic viewing comparatives, the easing
of lockdown restrictions from Q2 2027,
continued government COVID-19 updates
and the strong news output on the BBC,
and ITV's peak schedule, particularly on
weekends, not performing as expected.
Catch up and simulcast viewing via the ITV
Hub was up year-on-year and helped offset
some of this decline.

Total breadcaster TV viewing {live and catch
up viewing to all broadcast channels,
including TV VOD) declined by 10% in the
year, which was marginalty behind ITV's
total viewing. Total TV set viewing, which
includes unmatched viewing (content that
cannot be matched to broadcast TV, such
as streaming platforms, YouTube, games
consoles) declined by 7%. This was less than
the decline in broadcast TV viewing and was
driven by anincrease in viewing on
streaming platforms during the period
{Source: BARB).

& Oprah with Meghan and Harry was
broadcast on{TVin 2021. It was ITV's second
biggest proagramme of the year, and the
biggest on TV Hub.

On TV main channel, Coronation Street
and Emmerdale maintained their
position as the UK’s two largest soaps.
We successfully aired arange of new
programmes, including three of the top
five most-watched new dramas being
The Pembrokeshire Murders, Grace

and Finding Alice; successful returning
dramas such as The Bay and Unforgotten,
which both saw their biggest series to
date; some of the most-watched
entertainment shows, inctuding The
Masked Singer, I'm A Celebrity...Get Me
QOut Of Here! and An Audience with

Adele; the most-watched current affairs
programme, the Oprah with Harry and
Meghan interview; and successful factual
programming including Kate Garraway:
Finding Derek, and Bradley & Barney
Walsh: Breaking Dad. Our daytime shows
continued to perform well and we had
areturn of live sport, including the Rugby
Six Nations Championships, horse racing,
and the Euros, which drove significant live
audiences, with the England v Denmark
semi-final peaking at 27.6 millicn viewers
and was the biggest programme of the
year. Our news programming continued
to perform well, with our weekday
afternocn and early evening bulletins
increasing their share year-on-year.
Viewing in the year was impacted by

the decision to cancel this year’s series
of Britain's Got Talent due to the risks

to filming under COVID-19 restrictions,
however, it will return in 2022. In addition,
cur autumn Saturday night schedule was
challenging and did not perform as well
as expected.

On ITV2, while viewing volumes were
down 5%, SOV and SOCV for 16-34s

were up 18% and 7% respectively, helped
by new entertainment series, The Cabins,
which has been recommissioned for a
second series, the return of the summer
series of Love Island, and The Sociat
Media Murders, which was the first new

Ty ple 2
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true-crime series for ITV2 and ITV Hub, 1TV2
remained the most-watched digital channel
for 16-34s for the fifth yearina row.

On [TV3, ABCT adults SOV was down 6% in
the year, due to the high levels of viewing

in 2020 with many of our classic dramas
such as Downton Abbey, Midsomer Murders
and Endeavour having a decline in viewing
year-an-year. Despite this, iTV3 was stitl

the most-watched digital channelin 2021
for both allindividuals and ABCT Adults.

On ITV4, Male SOV was flat, with good
viewing for sport, which included horse
racing and a range of group-stage
matches in the Euros.,

We have an exciting schedule on the ITV
Family of channels in the first half of 2022
with new and returning dramas, including:
The Ipcress Fite, Hatding, Tell Me Everything,
and The Bay; and new and returning
entertainment, including Starstruck, Romeo
& Duet, The John Bishop Show and Saturday
Night Takeaway. Our sporting schedule
includes the FA Cup, Premiership Rugby,
England Women's football qualifiers and
friendlies, and the FIFA World Cup. We

are also extending cur commitment to

our national and international weekday
evening news by increasing its length

fram 30 minutes to cne hour.

Streaming viewing hours (which measures
the total number of hours viewers are
spending acress our AVOD and SVOD
services) was up 22% year-on-year 101,048
million (2020: 856 million), with monthly
active users (MAUS) up 19% to 9.6 million
(2020: 83 million). This benefited from
growthin viewing on BritBox UK, along with
strong viewing on ITV Hub for our soaps, the
Euros, Love Istand and our dramas, with the
full series of many of our dramas being
made available on 1TV Hub before being
broadcast on [inear. 2021 saw the number
of programmes getting over one mitlion
viewers on ITV Hub doubling year-on-year,
with The Bay being the most-watched
drama, Oprah with Meghan and Harry being
the most-watched programme and Love
Island having one of its biggest series with
over 200 million streams.

Dwell time on ITV Hub, which measures

the average time spent viewing per sessicn
across all platfarms, was up 4% in the year.
Simulcast viewing hours were up 38%, as
more viewers used TV Hub as a destination
for live viewing via connected TVs and
streaming devices, particularly for coverage
of the Euros.

Qur operational performance onITV Hub
during 2021has been strong with more
people watching our content, more often
and for longer. This continued growth is key
as we focus on accelerating our actions to

23 TV ple el

Dancing on Ice had its 13th seriesin the
UKin 2029, The 14th series started anlTVin
January 2022,

Gallagher Premiership Rugby will be
broadcast on ITV until the end of the
2023-24 season in a new partnership with
TV commencing from January 2022,

drive video on demand (VOD) viewing

and the commercial proposition with

the launch of ITVX. Further detaiis are
included in the ITVX section.

Strong linegr and ondine advertising
proposition

We have seen aresurgence in total
advertising spend since the end of Q1
2021, with advertisers across the majority
of categories increasing their spend
year-on-year. While thera has been

a strong tailwind from the rebound

of the economy as COVID-12 pandernic
restrictions were relaxed, we believe
that the significant increase may be
beyond a cyclical recovery and could be
S€en as a renaissance in TV advertising.
Our Commercial team has continued tc
deepen ts strategic relationships with
clients and work more collaboratively
with them, using data-driven insights

to demonstrate the power of television,
and advertising with ITV.

Over the last year we have: successfully
brought new advertisers to television;
encouraged existing digitally mature
advertisers to rediscaver TV and increase
their spend and provided innavative ways
for brands to advertise on television, such
as through advertiser-funded programme
(AFP), commercial partnerships, product
placement and spansorship, using the
power of our brands to help advertisers
engage with audiences in different

ways. This is made passible and more
valuabie by being an iPB, with editorial,
commercial, creative and production
waorking together to provide valuable
opportunities for advertisers.

Our product placement deals during the
year included Purple Bricks in Coranation
Street and TikTok in Saturday Night
Takeaway. In July we had an AFP for our
new prime-time entertainment show,
Cooking with the Stars, with M&S helping
to fund the production, with promotion
across ITV, in-store and anline, with
extensive products and merchandise
available far purchase, In addition, the
summer version of Love Island had a

record number of commercial partnerships,
engaging in programme sponsorship, brand
licences, in-store branding and product
placement, including just Eat, Boots,

JD Sports, Spotify, and | Saw it First,

\We no longer charge advertisers late
booking penalties or for making
amendments to existing campaigns 1o give
advertisers as much flexibility as possible.
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This, alongside the deflation in the price
of advertising during Q2 2020, has helped
many advertisers re-evaluate the brand-
buiiding capabilities of TV, many of which
came to TV during the pandemic for the
value and have stayed because of the
results it delivers,

Television remains an efficient and effective
medium for advertisers to achieve mass
reach and in 2021, 1TV Family delivered

92% of all commmercial audiences over three
million and $3% over five million. Our new
ME&E KPI for our share of the top 1,000
commercial broadcast TV programmes,
was 93% in 2021, which was flat year-on-
year. As viewing and advertising become
more fragmented, the scale and reach of
advertising that television, and particularly
ITV, delivers becomes increasingly valuable,
and as we evolve our strategy, our Broadcast
business will continue to optimise its USP

as the targest commercial public service
broadcasterin the UK.

ITV provides a safe, trustad, measured

and transparent environment in which to
advertise, and tetevision generates the
highest return oninvestment of any media.
With the proven return eninvestment which
television offers, our Commercial team

has severalinitiativesin place to attract

new advertisers to ITV. These include the
following, which have helped attract nearly
700 new to TV advertisers to [TV in 2021:

« |ITV AdVentures Ignite is aimed at
encouraging digitally native brands to
advertise on television for the first time.
During the year this included oniine
mortgage comparison site Dashly, and
natural pet foocd cempany Scrumbles,
Butternut Box, a subscription service
dog food brand returned to 1TV after
a successful on-air campaign in 2020,

« ITV AdVentures Invest is ITV's Media for
Equity programme which launched during
the first half of 2021 and involves ITV
taking minarity stakes in early-stage
digital and direct-to-consumer
businesses, in return for advertising
inventory across ITV's channels and
the ITV Hub. The initiative serves as
an innovative apportunity for these
businesses to build scale through TV
advertising, alongside a strategic media
partner. Investments to date include;
menswear brand, SPOKE; location
service, what3words; household bills
saving platform, ismybillfair; and online
health brand, Feel.

ITV Ad Labs brings together all of ITV
Commercial's innovation, which includes
Digital Products, Digital Partnerships

and Strategic Insight, encapsulating the
various products and developments that
ITV's Commercial team have been trialling
and bringing to the market. This includes

Dynamic Creative advertising on Planet V,
widening the reach of Shoppable, and
launching new commercial models with
partners including Twitter. We are also
bringing ITV's IP into the Metaverse - the
John Lewis’ Christmas campaign involved
a bespoke I'm A Celebrity..Get Me Dut

Of Here!l experience in Fortnite Creative.
Itincluded John Lewis inspired games
and a branded shop, and was the first
time ITV IP had been integrated with
advertiser content in the Metaverse,

« |ITV Backing Business, which makesit as
flexible as possible for British businesses
to advertise on television, with ITV
providing them with marketing support
and a wealth of rescurces to help them
return ta growth. The team worked with
brands during the year, including NatWest
—which has seen a 10% increase in SME
account openings as a result, along with
Juicy Couture, Weleda and HiHi.

« ITVHome PlanetisITV's initiative for
sustainabie brands to encourage viewers
to reduce their carbon footprint. Brands
that were advertised in the year included
Quorn (meat substitute brand) and WWF.
There was a 'Green Scenes’ advertising
break takeover in Coronation Street to
mark World Environment Day, Brands
involved included Volkswagen, Ribena
and Sainsbury’s. We also partnered with
Nationwide to create a three-part AFP
series for Climate Action week in the lead
up to COP26 in November.

Online video advertising an the [TV Hub
delivers targeted demographicsina
high-quality, trusted and measured
environment for advertisers. The demand
for advertising during the period was strong,
up 41%, and we had over 400 VOD only
advertisers in the year. Planet V, our scaled
programmatic addressable advertising
platform, has been rolled out to all the large
agengcies, with over 1,000 users and more
than 90% of ITV's inventory is booked
through the platform. it is now the UK's
second-largest programmatic video
advertising platform, after Google.

Planet V is designed and deployed as a
self-service platform for advertisers and
agencies, enabling them to plan and buy
ITV Hub inventory seamlessly and cost-
effectively, create bespoke audiences, add
their first-party data and monitor their
campaigns via a custom-built user interface.
There are 10,000+ data points for targeting
within Planet V, which enables our
Commercial business to offer 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.

& Cooking with the Stars was a new
advertiser-funded programme created with
M&S. The prime-time entertainment show
was broadcast on ITV in 2021,

4. The Bay had its second series in the UK
in 2021. The whole series was made
available on TV Hub after the first episode
was broadcast. tt has over 19 miltion
streams and was the mest watched drama
on the ITV Hub in 2021.

& Love Island UK returned in the summer
onITv2 following a year hiatus due te
COVID-19. 1t had over 200 millien streams
on TV Hub.
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1IN 2020 we invested in InfoSum, a data
and identity infrastructure company,

to augment Planet V's first-party data
capabilities. We piloted a DataMatch
product through our new AdLabs initiative,
across key cateqgoriesin 2021, and early
return oninvestment resuits were positive,
with nearly £2.50 far every £1spent on the
bespoke DataMatch audiences. We intend
to automate and scale our DataMatch
productin 2022, This allows for srarter
targeting and measurement across ITV's
premium video inventory, providing the
capability to build new and more powerful
audience segments, at scale and unique to
each advertiser.

We also partnered with technology
specialist Cablato on a dynamic creative
product that allows advertisers to
dynamically tailor creative treatments
according to any number of data signals
used for targeting in Planet V. The Army
were the first advertiser to trial the solution
to highlight the local proximity of its
extensive network of Army reserve centres.
We alsoreleased areal-time weather
targeting product which enables drinks
brands, grocers, online takeaways, hayfever
remedies etc, to capitalise on sudden
changes in weather patterns, such as rain,
temperature, or polien count,

To provide more insight into the
effectiveness of television advertising,

ITV has joined Channel 4 and Sky to

launch a new 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 in early 2022,

Growing snd enhasciogouwr AVOD and
straaming proposition

ITV Hub

The ITV Hub has 34.7 million registered user
acceunts (2020: 32.6 million) and is available
on 29 consumer-facing platforms.

Investment in the ITV Hub remained a key
part of ITV's More Than TV strategy during
the year. We continued ta enhance and
improve the user experience and content
to make it a destination for viewers, not
just a catch up service: redesigned the
interface to improve the overall user
experience; increased personalisation
with recornmendations and curated
content rails; worked to improve
prominence; and extended distribution.

M TV ple sl Bl ans

We have focused on strengthening the
content affering by doubling the number

of hours on the service, particularly in drama
and reality; and have extended the catch

up window; increased the number of drama
series available in full on the ITV Hub when
the first episode launches on linear - such
as Finding Alice, The Bay and Angela Black;
increased the voiume of short-form content;
extended the availability of dynamic
advertising insertion; and improved the
curation of content using our vast archive.

¥ Planet VisITV's programmatic
addressable advertising platform. itis
now the second biggest platform after
Googlein the UK.

PLANET (V)

During the Euros, for the first time, we

put all episodes of Coronation Street and
Emmerdale for the week ahead onthe TV
Hub, giving audiences the option to watch
at their convenience, Our newly redesigned
ITV News website is now available through
Facebook News and Apple News, and it
recently won National News Site of the Year
with The Drum. Our investment has helped
to drive anincrease in online viewing and
maonthly active users in the year.

ITV Hub+

The ITV Hub+ offers an ad-free subscription
version of the ITV Hub with content
download capability. The number of
subscriptions' at the end of December 2021
was €.513,000 which was an increase of 26%
year-on-year (2020: ¢.408,000). We have
seen good growthin subscriptions through
our distribution of ITV Hub+ on Amazon
channels, along with our strong
programming schedule in the year,
particularly Love Island and our dramas.

BritBox

BritBox UK saw strong growth during the
year with subscriptions increasing by over
45% to ¢.733,000 despite the loosening of. -
lockdown restrictions in Q2 (2020: 500,000).
Churn rates have halved since launch as

the subscription base matures, and the
distribution of BritBox UK was extended to
Amazon Prime Video Channels and Xbox,
which makes it accessible in over 90% of
VOD homes. During the year BritBox UK saw
a strong pipeline of new original content,
including The Beast Must Die, Secrets of the
Krays and Crime, which was selectedin the
Daily Telegraph's top ten dramas of the year.
Spitting Image also returned for its second
series, 2022 will have several new scripted
originals including Hotel Portofing, Magpie
Murders and Murder In Provence, along with
the recommissicn of Sanditon far two series
with BritBox as the UK streaming partner.

Our international BritBox joint venture with
the BBC is currently available in the US,
Canada, Australia, and South Africa and
provides an ad-free streaming service
offering the most comprehensive collection

A The Masked Dancer was broadcast
during 2027 on TV, Jt is a spin-off of
The Masked Singer.

1. Subscriptiens - entitied users of ITV streaming
services, which includes those who pay ITY
directly, those who are paid for by an operator,
and free triallists.
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of British content available in those
territories. Subscripticns have grown
strangly, and we now have over 2.4 million
BritBox subscriptions internationally.

We expect 10 continue to roll-out BritBox
internationally and by 2030, we expect

to have 10 to 12 million international
subscriptions. The service is on track to
launch in the Nordics in the first half of 2022,
Our funding for the next phase of the
roll-out witl be from our share of BritBox US
cash flows, which is a profitable service, and
we will undertake a full business case review
for each territory before deciding to launch.

Across all our streaming services (including
ITV Hub+) we now have over 3.6 million
subscriptions globally.

ITVX

Qur successful strategic, financial and
operational performance to date across
our AVOD and streaming services have
helped lay the foundations for our digital
acceleration within M&E, We have delivered
on our key priorities through the investments
we have made over the last three years
around ITV Hub, Planet V, BritBox UK and
data and technology, and we wili leverage
our scale, brand and experience as we move
into the second phase of our strategy.

We intend to supercharge our streaming
viewing and revenues, with the formation
of a new integrated streaming service ITVX
in Q42022 It will be an AVOD led service
with a compelling SVOD propasition,
providing a simplified and seamless viewer
experience with a digital-first content
supply, attracting those audiences who do
the majority of their viewing on digital
services, it combines the ITV Hub, ITV Hub+
and BritBox UK into a free and premium
content offering, capitalising on the
investments we have made to date.

To suppart our ambitions for ITVX, in 2022,
we will invest £1.23 billion in content across
linear, AVOD and 5V0D. This witlincrease

to £1.35 billion in 2023 and we expect total
content spend to centinue at arcund this
level going forward. Our one cantent budget
includes our existing network schedule
budget,our content budget previcusly
atlocated to BritBox UK, along with
incremental content investment for [TVX,
We will invest in high-quality, trusted content
across a wide range of genres, including large
family entertainment shows, sport, drama,
factual and news which will drive simulcast
viewing on ITVX and mass audiences on
linear channels, In addition, our digital-first
strategy for ITVX will offer viewers new and
exclusive shows every week; box sets made
available in their entirety at the same time
as linear transmission; FAST channels;
acquired content and content partnerships
and archive content.

- Crime is a BritBox UK scripted originat.
It launched on the service to critical acclaim
in2021.

ubwv
ITYX is ITV's new integrated AVOD/SVOD
service which will taunch in Q4 2022,

-

In 2022 and 2023 there will also be non-
content investment for ITVX, which includes
costs that will be ongoing in our cost base
and covers our data and technology
capabilities and variable streaming costs.

In 2022 and 2023 this will be £25 million.
Variable costs of streaming will continue
torise thereafter as streaming viewing
increases. These costs will be offset by
additional permanent cost savings in 2026.

In addition, there will be one-off costs of
£20 million related to the launch of ITVX
in 2022, reducing te £10 millionin 2023

Total non-content investment in ITVX for
2022 will therefore be £45 mitlion in 2022
and £35 miillion in 2023,

ITVX will combine the experience of our
linear advertising propaosition with the
precisicn of addressable to fully monetise
the value of our digital audiences. We will
have the opportunity to provide a mare
targeted offering through scaled
addressable advertising inventory nat
previously available, using our established
data and analytics capabilities to drive
higher-value data-driven pricing models.
The combination of cur data-driven
models and one content budget will enable
significant flexibility to optimise viewing
and revenue,

We are developing our linear addressable
capabilities and look to test linear
addressable advertising via P delivery
during 2022, This epportunity will allow

us to capture new brands in the long tail of
advertisers who cannot afford mass reach
linear campaigns.

We will also provide a clear and compelling

subscription upselling path between AVOD
and streaming for our viewers.
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PMRE fingnciad performence

The M&E income statement reflects the
new reporting structure for the business
following the evolution of the M&E
strategy. It reflects how management
views the business and will monitor its
future performance. We have reclassified
certain revenue streams andrestated the

comparatives — further detail on this follows.

ME&E total revenue was up 21% in the year
at £2,282 million (2020: £1,885 millicn). This
increase was predominantly driven by total
advertising revenue which was up 24% to
£1,957 million (2020: £1,577 million). Within
this, VOD advertising revenue was up 41%.
Our new M&E KPI for digital revenue,

which includes revenue from AVOD, digital
spensership and aur subscription services,
was up 40% in the year to £347 million
(2020: £248 million). M&E non-advertising
revenues were up 6% inthe year to £325
million (2020: £308 millicn) with growth
across mast areas. Further detail ori the
year-on-year movement in revenue is
detailed below.

When compared to the same periodin 2019,
M&E revenue, on a like-for-like basis, was up
1% {2019: £2 055 million) largely due to the

increase in TAR and BritBox UK subscriptions.

Tetal costs within M&E were up 15%,
primarily driven by increased content costs,
which were up 18% to £1,154 million (2020:
£979 million) due 1o higher content costs
compared to the prior year which was
significantly impacted by the pandemic.
2021included the rescheduled Euros,

a normal schedule of the soaps, which
were reduced in Q2 2020 due to the pause
in production, and several scripted titles
that had been delayed into 2021.

Variable costs were up 10% at £127 mitlion
(2020: £115 million), mainly driven by
increased marketing for our content, which
was significantly reduced in the prior year,
anincrease in bandwidth costs associated
with the growth in ITV Hub viewing, along
with higher marketing costs for BritBox UK,
which had several originals during the year,
and additional costs associated with our
creative commerdial partnerships.

M&E infrastructure and overhead costs
increased by 9% to £403 million (2020: £370
mittion), due to the provision for the 2021
staff bonus, which was cancelled in 2020,
higher share costs associated with our
employee incentive share schemes, along
with investments of £11 million in data,

the ITV Hub, ITV Hub+ and technology in line
with our strategic priorities. This was partly
offset by £30 million of cost savings
realised across M&FE (£3 million of which are
temporary and £27 million are perrmanent).
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- ) 2021 2020 Change Change
Twelve months to 31 December £m &m £m %
Total advertising revenue 1,957 1577 380 24
Subscription revenue 42 27 15 56
SDN 70 73 3) (4)
Partnerships and other revenue* 3 208 5 2
MBSE non-advertising revenue 325 308 7 &
Total M&E revenue 2,282 1,885 397 Pyl
Content costs (1,954) {979) {175) (18)
Variable costs (127) (115) (12} (10)
MR&E infrastructure and overheads (403) (370) (33) 8)
Total M&E costs {1,684) (1,464} (220) (15)
Total M&E adjusted EBITA** 598 421 177 42
Total adjusted EBITA margin 26% 22%
BritBox UK vertture loss*** 61y (59) (2} {3;
Adjusted EBITA M&E

(ex BritBox UK) 659 480 179 37
Adjusted EBITA margin

(ex BritBox UK} 29% 25%
*  Aspart of the M&E restructure gaming, live events and merchandising revenues have been rerlassified to Ty

studios. The impact is a £5 million decrease to 2020 Other revenue, the impact to adjusted EBITA is £nil.
** Refer to Alternative Performance Measures for key adjustments to EBITA and adjusted EBITA.
*** BritBox UK venture Loss includes the cost of advertising on ITV and the acquisition of programmes from Ty
studios. The venture loss better reflects the stand-alone performance of BritBox.

Emmerdale is the UK's second biggest
soap and has been broadcast on iTV for
nearly 5C years.

The net investment in BritBox UK in the
perlod was £48 million (2020: £49 million)
with venture losses of £61millicr (2020:
£59 millien), both of which were inline
with our quidance.

M&E adjusted EBITA {excluding BritBox
UK} was up 37% to £659 mitlicn (2020:

25%). Total M&E adjusted EBITA (including
BritBox) was up 42% to £598 million
{2020: £421 millicny, with a2 26% margin
{2020: 22%). Total M&E adjusted ERITAIn

£480 million), with a margin of 29% [2020:

2021 grew 30% compared to the same
period in 2019 on a like-for-like basis,
(2019: £460 million), with the margin up
four percentage points (2019: 22%),
predominantly due to the impact of
higher TAR.

Boeriazgification of revenue and costy
w202 and J0RG

Revenue

Following the M&E restructure and the
evolution of the M&E strategy, the reporting
of the M&E income statement has changed
to better reflect how management views
the business and measures its performance.
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As a result, the Direct to Consumer {DTC)
revenue line will no longer exist and this
revenue stream has been renamed 10
Subscription revenue and will only include
revenue associated with our streaming
services. Our competitions revenue which
was previeusly within DTC will now be
inctuded in Partnerships and other revenue.

Similarly, our BritBox UK subscription
revenue which was previously included
in Partnerships and other revenue, will
be within Subscription revenue.

QOur 2020 comparatives have been adjusted
to reflect the reclassification with the
impact being a net movement of £55 million
hetween Subscription revenue (previously
DTC) and Partnerships and other revenue.

Costs

Thereis now only ane content budget
allowing us to optimise our windowing
strategy to optimise our viewing and
revenues and create the most value for

{TV. To reflect this change, we have renamed
Network schedule costs to Content costs.
This will also include content costs for
BritBox UK which were previously within
variable costs.

The 2020 comparatives reflect the
reclassification of BritBox UK content
costs from variable costs, being a net
movement of £44 million.

Totat advertising revenue {TAR)

The start of 2021 s5aw TAR down 6% in Q1
due to strong comparatives, and the impact
of full UK lockdown restrictions in January
and February 2021 From March onwards,
advertising trends were positive, with
arebound indemand from advertisers
resulting in Q2 being up 89%, Q3 up 32%
and Q4 up13%, with the full year up 24%,
and the highest outturninITV's history.

Most advertising categories increased
thelr spend during the year, with categaries
such as Retail, Entertainment & Leisure -
particularly gaming during the Euros -

and Publishing and Broadcasting seeing

a significant rise year-an-year. Airlines and
Travel remained the hardest-hit category
due to ongoing travel restrictionsin the

UK and globally during the year.

Spend from anline brands {excluding
gambling) also increased significantly during
the period, up 28%, with additional spend by
food delivery brands, global online platforms
and anline-only retailers, who have benefited
from more people being at hame.

VOD advertising revenue on the ITV Hub was
up 41% in the year with continued strong
demand from advertisers, particularly
around the Euros, Love Island and drama.

We have seen the positive trajectory from
2021 continue inta the first quarter of 2022,
with TAR expected to be up around 16%,
against weaker comparatives in January
and February 2021, April is expected to be
up around 10%. Categaries such as
Cosmetics & Toiletries, Finance and
Entertainment & Leisure have been strong
in the quarter with Travel and Airlines
significantly increasing their spend year-on-
year following the relaxation of COVID-19
travel restrictions in the UK and many other
countries. Q2 2022 will be impacted by
tough advertising comparatives, whichin
2021, saw a strong rebound from May
onwards, along with the Euros in June.

Subscription revenue

Subscription revenue is generated directly
from our streaming services and includes
ITV Hub+ and BritBox UK. it does not include
BritBox International, which is included
within JVs and Associates.

In 2021, subscription revenue increased by
56% to £42 million (2020: £27 million) driven
by good growth in both BritBox UK and ITV
Hub+ subscriptions which both benefited
from a strong content pipelinein the year.

In 2022, this will include revenue from
our premium tier of ITVX, our new
integrated streaming service, which
will include the migration of ITV Hub+
and BritBox UK subscriptions.

SN

SDN generates revenue by licensing
multiplex capacity to broadcast channels,
radic stations and data providers on digital
terrestrial television (DTT) or Freeview.

SDN customers include ITV and third parties,
with external revenue (non-ITV) decreasing
by 4% in the year to £70 million (2020:

£73 millicn), impacted by the renewal of

a long-term contract with a third party
which reverted to current market rates.

In 2022 and 2023, several 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 ta
revert to current market rates.

SDN's current multiplex licence expires
towards the end of 2022. The government
has given Ofcom the power to renew

the SDN licence until 2034. Following this
decision, we await the renewal from Ofcom,
which we expect during 2022.

& Trigger Pointis a new 2022 drama
onliTv.

Partnerships and other revenus
Partnerships and other revenue includes
revenue from platforms, such as Sky and

Virgin Media 02, competitions revenue,
third-party commission, e.q. for services

we pravide to 5TV, and commercial

revenue from our creative partnarships.

Partnerships and other revenue was up

2% year-on-year to £213 million (2020:
£208 million) predominantly due to an
increase in third-party commission as
a result of the corresponding increase

in NAR during 2021, In addition, revenue

from our creative partnerships grew,

driven by creative campaigns produced

for Marks & Spencer and The People’s
Lottery. This was partly offset by a
decrease in our competitions revenue

which had strong comparatives due to:
more people viewing our pragrammes,

particutarly daytime, and entering
competitions at the peak of the
pandemic; and the absence of Britain's
Got Talent from the schedule in 2021,
Our competitions portal, ITV Win,

continues to do well, with an increasing

proportion of competitions revenue
being generated throughiit.

We continue to build strong partnerships
in the UK and internationally and during

the year renewed our long-term
commercial partnerships with Sky

and Virgin Media OZ.

In addition, ITV, together with the BBC
and C4, brought together Digital UK
and Freesat into a single, public service
broadcaster (PSB) owned venture.

it will benefit from a more streamlined

approach to technclogical innovation
and product development, helping to

ensure viewers continue te have access

to arange of high quality, free-to-view
TV servicas in the UK.

TV ple fooim e and foen
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Social
Purpose

Social Purpose is central to ITV’s
More Than TV strategy.ITVisa
creative force that does more than
entertain — it makes a difference to
British culture in a way that global
competitors can't. The huge reach
of our platforms, much-toved
shows and creative talent, gives
ITV a unique ability to drive
meaningful change by reflecting
and shaping culture.

Better Health

Our goal

Our Social Purpose strategy aims to shape culture
for good across four priorities: Better Health,
Giving Back, Climate Action and Diversity and
Inclusion, each with clear goals. Better Health
is the cause we want to be known for, and where
we focus our major behaviour change campaigns. Sustainable
Development Goal
The performance of our campaigns is monitored g = S
through extensive research commissioned from &
YouGov and other partners. Performance and —M/\U
plans are reviewed by the Board annually and :
the Management Board quarterty. The ITV 4 B,
Studios and M&E Boards review progress l!!ﬂ
against climate action targets quarterly and
progress against diversity targets biannually. T
The Board Nominations Committee and Audit 5 kil
and Risk Committee also review progress A C-I:j‘ e
against diversity targets and climate change : :
reporting at least annually.

Our Social Purpose goats align with the UN's
Sustainable Development Goats (SDGs). The
following nine SDGs are those where we believe
1TV can make the most significant contribution.

Mental wellness

Throughout 2021 we continued
our award-winning campaign,
supported by the charities
Mind and YoungMinds, to
encourage people toimprove
mental wellbeing by staying
connected. It continues to be
the UK's most recognised
mental health campaign.

Britain Get Talking evolvedin
2021, focusing on promoting not
just more conversations, but but
more quality interactions, using
advice from charity partners
and a clinical psychologist.

in the run-up to Mental Health
Awareness Week, our campaign
interrupted Saturday Night
Takeaway with a sketch
conducted entirely by text
message. This was followed by
a short-form chat show series,
The How to Chat Show, with
celebrity gquests sharing tips on
how to connect meaningfully.

During the Euros we broadcast
special England, Wales and
scotland Get Talking messages,
featuring the teams themselves,
and our Britain Get Talking
Christmas campaign, which
featured many well-loved ITV
faces, encouraged the nation
tolisten to each other over

the festive period.

The results

-

. Source: Extrapolated from YouGov,
April 2027, Sample 2,081UK adults
2. Source: Extrapolated from YouGov,
Nov 2019 to April 2024, national
representative sample UK adults
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Mental wellness

COVID-19 has impacted the
mental health of young people,
with eight inten 16-24-year-
olds saying they worry about
their mentalhealth. To tackle
this, ITV2 formed a partnership
with the charity Campaign
Against Living Miserably
(CALM), aimed at helping

one million young people take
action te feel better able to
cope with life's ups and downs,

The launch campaign was
aimed at encouraging young
peopte to think about coping
mechanisms that could get
them through the pandemic,
and featured ITV2 celebrities
sharing their tips.

Our summer campaign
continued to build on this,
tackling concerns around
loneliness and fear of failure,
with the message 'Hell Yeah
to Self Care', This involved
on-air adverts and a specially-
commissioned ITV series

The Full Treatment.

Good Morning Britain also ran
The 1 Million Minutes campaign
in December, whichis nowin

its sixth year and aimed at
tackling loneliness in the UK

by encouraging people to
volunteer. 198,000 viewers
piedged 166,028,640 minutes to
combat loneliness - the highest
total since the campaign began.

The results

3. Source: Based on the number of
website sign ups at:
itw.comAmillionrninutes

The results

4, Source: Extrapolated from YouGoy,
April 2021, Sample: 2,087 UK adults

5 Source:Extrapolated from YouGov,
Aprit 2021, Sample: 2,081 UK adults,
July 2021, Sample: 2,064 UK adults

In 2021, 1TV launched a daily
series of calming and reflective
night-time programming
encouraging mindfulness and
self-care. Over 160 hours of
mental wellbeing content has
been aired onITV channels as
aresult of this initiative.

The results

Colleague wellbeing

This continues to be a priority at
ITV. Refer to Our People on page
56 feor detail on how we support
the mental health and wellbeing
of our colieagues.

6. Source:ITV airtime data

Eat better

In20271!TV continued its
award-winning partnership
with Veg Power tc encourage
children to eat vegetables.

We launched a new
campaign with 1,900 schoals
participating and reaching
nearly half a mitlion school
children. Sky and Channel 4
also supported with
commercial airtime, enabling
a £3 million media campaign,
with additional funding
from an alliance of ten
supermarket and retail brands.

The results

7. Source Data supplied by
participating schools to Veqg Power

8. Source: PearlMetrics econometric
analysis based on 40g per serving
for a child

iTv ple Anos

Move More

Scheool closures and class
COVID-19 cases continued

to impact children’s physical
heatth in 2021. To combat this,
ITV onice again supparted

the Daily Mile, an initiative
encouraging schools to do

15 minutes of daily exercise.

The results

S. Source: Daily Mile schools
registrations, supplied by the Gaily Mile

ce i Acrountn FO0
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Qur priorities
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Giving Back

Giving back to owr
iocal and international
communities through
causes we care about.

Our goals

tneraase the amount raised
by Soccer Ald for UNJCEFR,
Encourage 300 mentoring
partnershins by 2025,

Sustainable
Development Goals

s
Ll

1TV pic ez Sarnn

SOCCER AID
Ly unicefily

Fundraising

Soccer Aid Tor
VNICEE

2421 marked the tenth Saccer
Aid for UNICEF match, and

15 years of partnership between
ITV and UNICEF. Teamns of
celebrities and former
professional footballers played
for ‘Us against COVID-19’ with
money raised helping UNICEF
limit the spread of coronavirus
and its impact on children's
lives around the world.

The avant

The match took place in
September, and for the first
time in Soccer Aid history,
the show was supparted by
awhole week of bespoke
programming and special
content an TV quiz shows,
daytime and weekend
programming.

Volunteering

SR

ITV encourages colleagues

to use three paid days a year
ta valunteer. In 2021, we
introduced two new schemes
to enable volunteering that
also support our Diversity
and Inclusion objectives.

The results

Mf‘ggéﬁ

The results

We started a new mentoring
scheme with long-term ITV
partner Creative Access, which
focuses on encouraging pecple
from underrepresented groups
in their early careers.

79 schools

-

Source: Amount reparted via:
www.sacceraid org.uk

. Seurce: UNICEF reporting of total
raised since 2006
Saurce Data provided by
Creative Access

. Source: Based on [TV sign-ups
and schools data

ITV also encouraged colieagues
to heip students think about

a career inmedia througha
partnership with access charity
Education and Employers.

N
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Climate Action

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

on the planet,

Our goals
S
Net Zero': Reducing
ermissions we control (scope
182} by 46.2% and those we
can influence (scope 3} by
28% by 2030

- Zero Waste by 2030

- 100% sustainable supply
chain by 2030

+ 100% albert certified
and trained

- Increase on-screen Climate
Action content

Sustainable Development
Goals
- )

1. Net Zero is a state when no incrermental
emissions are released into the
atmosphere. It is achieved when
absolute emissions are reduced inline
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.

2021 was a pivotal year for
Climate Action,andITV's
ambition has grown with
the scale of the challenge
we face. We made progress
across all business areas -
frem engaging cammercial
partners with innovative
ways to showcase sustainable
products, to creating a
dedicated Climate Action
Week on-screen to engage
our audiences, We are
transforming so that 1TV is
fit to thrive in a changing
world, playing a leading
rolein the transition to

a sustainable society.

In2021,1TV achieved a
Carbon Disclosure Project
(CDP global disclosure
system far environmental
reporting} rating of A-,
putting us inthe top 10%
of companies wha disclose.

We demonstrated our
commitment to our Climate
Action targets by announcing
that from 2022 performance
against these targets will be
linked to the remuneration
of ITV's senior team. We have
also recently agreed our new
Revolving Credit Facility which
will be linked to the delivery
of our carbon emissions
targets, with ITV benefiting
from a lower interest rate if
it delivers ermissions
reductions in line with its Net
Zeroroadmap. This will be
assessed on an annual basis
and verified through
independent assurance.

We have brought together
expertise from across the
business for Climate Scenario
Analysis, to understand the
risks ITV may be exposed to.
This is part of our alignment
with the reccrmmendations
of the Task Force on
Climate-related Financial
Disclosure (TCFD).

@ See further detain the TLFD
SECTION. pages B8 To 81,

Collaboration on Climate
Changeisvital,and ITV is part
of several initiatives including:
Ad Net Zero, albert, Business
Ambition for 1.5¢, DIMPACT,
Media Climate Pact, and the
Climate Content Pledge.

Energy

Net Zero: Reducing
emissions we control
by 46.2% and those
we can influence by
28% by 2030

To progress 1o Net Zero, ITV
has committed to emissions
reductions targets that have
been validated by the Science
Based Targetsinitiative: a
46.2% reduction of our scope
1&2 emissions {such as fuel
and electricity we use
directly), and a 28% reduction
of our scope 3 emissions (such
as business travel and the
products and services that
we purchase) by 2030.

To help us achieve the
targets, we have introduced
a new software platform to
get a more accurate view of
our emissions. In 2022, our
emissions data will be subject
to independent verification,
which will form part of our
year end reporting disclosure
from 2022 onwards. Refer

to TCFD on page 88 for
further detail.

Reducing scope 182
emissions {controlled

by ITV)

B1% of ITV's global electricity
use now comes from
renewable energy tariffs.
We are working on the
remaining non-renewable
sites, alongside trials of new
low-emission vehicles and

modernising of our buildings.
Refer to the Streamlined
Energy and Carbon Reporting
(SECR) table on page 52 for

detail on our Energy Savings
Opportunities Scheme (ESOS)
review during the year.

Reducing scope 3 emissions
(influenced by ITV)

ITV’s Procurement team has
roiled out a new global
Supplier Cede of Conduct and
is working with our highest-
impact suppliers to ensure
they meet our sustainable
supply chain targets. We are
aiso working closely with

the production community
and other broadcasters as
part of the BAFTA albert
consortium, supporting the
¢reative sectar in transitioning
to low-carbon production.

ITV’s Technology and
Procurement teams ensure
that the delivery of content to
audiences is as sustainable as
possible. The DIMPACT project,
in collaborationwith other
media arganisations, allows us to
better understand the footprint
of our content distribution and
consumption, and the impact of
different technologies.

The results

In 2021, our Scope 182 emissions
decreasad by

44% and our Scope 3

emissions decreased by
0
6%

@ Refer to page 52 for further
detzli onaur Scope 182 and
Scope 3 emissions in the year
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Energy continued

Streamlined Energy and Carbon Reporting (SECR) — based on data for year ended 31 December

2021 2021 Global 2020 2020 Global
Scopa Description Unit UK {exel UK} UK (mxel UK)
1 Emissions frc?m gas, refrigerants and t00e 1,967 439 1631 923
owned vehicles
Location-based El;cct;?(ljtr\]f emissicns using geographical 8185 1,050 9118 774
2 - I~ . tCOqe
Market-based Eiectrlcllty emissions using purchased 1,391 771 4,954 595
electricity factor
Location-based L. 10,153 1,489 10,749 1,698
B2 Market-baseq ~Oralemissions 1coze 3,359 1,210 6,585 1,518
Direct & Indirect £nergy Consumption kwh 33,532,542 5,735,172 44,290976 3,060,668
Total revenue £m 4,402 3,260
Location-based ) . 2.3064 0.3383 3.2971 0.5208
m
182 Market-based Normalised emissions to revenue tCOe/E 0.7630 0.2748 20198 0.4657
3 Purchased Goads and Services tcOe 318,418 345,097
3 Business travel tC0.e 1777 13,650
Total Scope 1,2 & 3 (market-based) 1C0,e 340,164 366,850

Methadology

2021 ernisslons data covers global operations for which
we have operational control. We use the Greenhouse
Gases (GHG) Protocol Corporate Actounting and
Reporting Standard and the latest conversion factors
from the Department for Business, Energy & Industrial
Strategy to calculate Scope Temissions, and the latest
conversion factors from the International Energy Agency
to calculate Scope 2 emissions in tonnes of carbon dicxide
equivalents. 20% of our data set is based on estimated
data. Estimates are calculated from previous consumption
trends and published benchmarks.

As part of our review of the operational control of
reporting emissions, we expect that in 2022 the

emissions for three transmission towers, which are
currently included in Scope 2, will be reclassified to Scope 3.
We will ensure all comparatives and our 2079 baseline will
be restated to reflect this reclassification. We expect to
remain ahead of our targets even with the reclassification.

Waste

Zero waste by 2030

ITV's comrmitment to zerc waste
by 2030 is initially focused on
the UK. It pledges at least 90%
of our waste in the UK will be
reused or recycled.

We can now monitor waste
across all sites through a
centralised digital platform.
We are also tackling the waste
generated through productions
by ensuring that alliTV content
achieves albert certification
standard, and by supporting
waste free-innovative weorking
practices. For example,
Emmerdale has introduced

a composter that can process
the food waste generated on
and off-screen, and turn it back
into campost for the allotment.

Scope 142 and Scope 3 emissions

Scope 1&2 emissions reduced by 44% in 2021 compared
to 2020. The decrease was predominantly driven by an
increase in the uptake of renewable energy across our
sites, along with rermote working continuing across
most of our sites during the year. We remain ahead of
our targets for Scope 1&2 emissions reductions.

Scope 3 emissions reduced by 6% compared to 2020,
Despite anincrease in production and travel as
COVID-19 restrictions werg Uifted, we are firmly ahead
of our target. Refer to the data section in the 2021
Socizl Purpose Impact repart for our footprint across
all Scope 3 categories

The Board made the decision to cansolidate [TV's London
offices into one location from 2022, 1t is estimated this will
reduce workplace emissions by up to 40% compared to
the previous site arrangerments.

2021 Energy efficiency initiatives

- Inleeds we replaced our district heating and cooling
systemwith localised packages, which are more
controllable and flexible ailowing us te vary our
heating depending on the weather. we also continued
installing LED lighting in our Emmerdale studios in the
UK, which had been delayed due to the pandemic.

- Wereduced energy usage by up to 50% in faur central
apparatus rooms in Leeds, London and Manchester by
making small adjustments to {ighting and heating to
increase efficlency.

In vur Media City office in Salford, we reduced eur floor
space by 25% due to hybrid working following the
pandemic, Making better use of the remaining space
and reducing energy usage,

- We have started to test electric vehicles on some
praductions with the aim of making changes to our
vehicle fleet during 2022,

Sourcing
L

100% sustainable supply
chain by 2030

ITV's target is to make sure all
our highest envircnmental

risk suppliers align with our
enhanced sustainability criteria
by 2025, and we will work with
suppliers to improve their
impact by 2030.

Our new glebal Supplier Code

of Conduct sets out the
expectations far all )TV suppliers
in helping to deliver aur 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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Climate action on-screen

Driving climate action
on-screen

In 2021, 1TV continued to
normalise climate action
and sustainable living across
arange of programmes,

ITV marked COP26 in Navember
with Climate Action Week, a
whole week focused on telling
the stories of climate change
and the transition to a more
sustainable world across arange
of our daily programming. Cur
marketing campaign encouraged
2.2 million people to consider
sustainable behaviours and 1.2
million sustainable swaps™.

During COP26,ITV joined 11 other
international broadcasters and
streamers increating and
signing a global pledge to
ensure that our content helps
audiences understand what
tackling climate change means
for them, as well as inspiring and
informing sustainable choices.

E For mare infarmation see
wwrsitvocoméfootpring/

ITVY Home Planet is cur
Commercial initiative to

help brands with sustainable
products and services to
showcase the changes that
audiences can make to live
more sustainably. In 202110t
included partnerships between
Co-0p and Coronation Street
and a collaboration with eBay
during COP26.

1. Source: Extrapalated from YouGav,
Nov 2021, Sample 2,020 UK adults

ITV pic o

Culture
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100% environmentally
trained and certified

ITV mandates that all of our
programmes produced and
commissioned in the UK
achieve the BAFTA albert
certification standard.?

In 2021, 84% of ITV produced
programmesinthe UK
(including sport and

Regional News programming),
achieved albert certification.

Internationally, Nurses,
adocumentary series
produced by ITV Studios
Australia, became the
first-ever Australian TV show
to receive albert certification,
and marked a mitestone far
our international roll-out of
the standard.

We have some progress to
make on programmes we
commission for ITV channels,
with around 57% being albert
certified. We are improving
internal processes and
working with suppliers to
increase this to 100% in 2022

ITV colleagues globally
completed mandatory
Climate Action training
during 2021.

2. albert certification standardis
a certification for a television
production's efforts to reduce
its carbon feotprint. Productions
arerewarded with one, two or
three stars for reducing the impact
of their production.
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Diversity
& Inclusion

Fostering creativity
by championing
diversity and
driving inclusion

Our goals
L
tmprove gender, ethnicity,

disability and LGBT+
representation an-screen,
off-screen, and within our
workforce to meet our
targets by the end of 2022,

Sustainable
Development Goals

Ovearview

As the UK’s largest commerdcial
broadcaster, we recognise

the power and reach of our
programining, and our Public
Service responsibility to ensure
that we authenticaliy represent
and reflect the whotie of the
UK on-screen, off-screen in our
production teams, and within
our workforce. We want to
appeal to all of cur audiences —
ITV is for everyone, no matter
who they are.

We can change the hearts and
minds of our viewers, helping to
shape the way our society views
the world. Within our workforce,
we want everyone to feel
equal,included and able to be
themselves. By championing
diversity across TV, including
inways of thinking and working,
we can generate the very bast
creative ideas.

In 2021, ITY was ranked first
for Equality in the Tortoise
Responsibility100 index, which
ranks FTSE 100 companies

on sacial, environmental and
ethical objectives. [TV was also
named the Best Place to Wark
for Pecple of Colour by the

TV Collective, and a Top 10
Inclusive Ermployer by the
British LGBT Awards.

in Juty 2021, one year on fram
its launch, we published our
first Diversity Acceleration Plan
Report, having already made
some notable progress:

= We saw a 33% increase in lead
rotes filled by Black, Asian and
Minarity Ethnic (B.A.M.E)
talent on-screen

« ThroughITV's Step Up 60
initiative, 62 opportunities
were created for B.AM.E.
production talent to gain
mare senior experience and
step up to their next role

. We launched ITV's Rise
Programme, for B.A.M.E.
colleagues working towards
their first line management
role. Over 25% of the first
cohort have moved into
more senior roles

We will continue to focus on
delivering on our Diversity
Acceleration Plan commitments
alongside a deeper focus on
addressing disability inclusion.
We are working to create
long-term positive cultural
change both internally and
for our audiences. This will be
achieved through our five
commitments:

1. Increasing representation
of disabled peaple in senior
editorial positions at (TV

2. Commissioning to ensure
ITV better reflects the
lives of disabled people
on screan

3. Improving the career
opportunities for disabled
talent working on ITV
programmes

INE AWABEE 155U
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Targets

improve representation
on-screen, off-screen, and
within aur workforce, achieving
tarqets by the end of 2022

4, Ensuring disabled people
have entry-level career
opportunities at 1TV

Gender

50%

female

5. Educating ourselves about
disability and disabled
people's experiences and
ensuring accessibility is
in-built into everything
wedoat TV

We have continued to work with
other broadcasters on Diversity
& Inclusion (D&}, for example,
we callabarated on research
from the Sir Lenny Henry
Centre for Media Diversity
reviewing B.A.M.E. terminotogy.
We have appointed members
to ITV's Cultural Advisory
Council, a group of independent
external advisers from arange
of industries and specialisms
who meet quarterly to
challenge and provide counsel
on our D&I activities.

On-screen

Our Production Principles are
integral to our commissioning
process and are helping to
encourage greater diversity
on and off-screen. At the point
of commission, programme
makers are asked to commit
ta principles around D&

{e.9. working to achieve a
representative crew and cast),
climate action, socialimpact,
and preventing bullying and

Ethnicity

15%

Black, Asian and Minority Zthnic

Disability

12%
Roeng-tero

Guablad orwvith:

heatth condition

LGET+

7%

Lesinan, Gay. Baexual

ang Trapsgender

These targets are for our UK
workforce (the Senior Leadership
Team, managers, and all colleagues),
an-screen representation, and
off-screen representation in
production teams.

On-screen and off-screen
representation is measured
using Diameond, an industry-wide
data collection system for
monitoring and reporting
diversity in broadcasting
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UK workforce diversity data

{Lased cn disclosed populaticn at 37 December 2021}

Characteristic
Age 50+
Black, Asian & Mincrity Ethnic

Disabled or with a long-term health condition

Female
LGB+
Transgender?

Professional socio-ecanamic background*
Initernediale socio-economic background®
Werking class socio-economic background®

Senior
Leadership
Team

(sLry
2021
42.0%
1.8%
10.8%
456%
4.48%
42.0%
13.0%
217%

all

Managers colleagues Target

2021 201 2022
20.3% 16.6% -
10.5% 14.3% 15.0%
2.0% 10.4% 12.0%
49.2% 52.6% 50.0%
7.8% 8.2% 70%:*
- 0.3% -
379% 37.5% -
14.2% 13.3% -
241% 220% -

1. The5LT is a defined group of 335 senior leaders within the business whichincludes the Management Board. For the purpose of
this table, we have only included the 156 SLT members basedin the UK. There is no separate target for the Management Board
as the numkbers are too small, however, there s an expectation that this will also be representative,

2. OurLGBT+ target combines sexual orientation and gender identity, but we measure and report these separately. Our target is
based on estimated working population data in these communities. In Diamond: The Fourth Cut report, benchmarks are 6.4%
LGB+ and 0.8% transgender representation.

3. We have notbroken down data on transgender and non-binary staff by management level due to low numbers.

4. We have followed guidance from the Social Mobitity Commission and categorised responses based on the NS-SEC category
of the main wage earner's occupation when respondent was 14,

Note: Under the Companies Act 2006, we are required toreport on the gender breakdown of our senior managers - this statutory
definition is broader than cur definition of membaers of the global SLT (a defined group of 335 senior leaders within the business). Gf
our global workforce of 5,987 and disclosed population (2,696 male, 3,218 female), 376 were senior managers (121 male, 160 female),
which includes members of the SLT and directors on the Boards of undertakings of the Group {to the extent there are additional
individuals), but exclude individuals who sit as directors on the Board of the Company.
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harassment, Our D&l team
actively supports producers
through the process. Since the
relaunch in March 2027, over 90
productions across all genres
have signed up to our principles.

On-screen highlights in 2021
included; Peckham's Finest,

The Long Call, Christmas Comedy
Club With Lost Voice Guy, and
Katie Piper joining Loose Women
as regular paneilist.

ITV celebrated Black History
Monthin October with high
profile documentaries; william:
The Blackprint, Ashley Banjo:
Britain in Black and White,

and Charlene White: Empire’s
Child, the return of Sorry,

I Didn't Know, TV's first comedy
panel show about Black History,
as well as engaging and
awareness-raising strands across
ITV's daytime programmes.

af the Board of Directors.

Off-scresn

As part of our work to create
aninclusive culture and
further develop colleagues’
understanding around D&, we
have a range of training and
development programmes.

We have continued inclusive
leadership training and race
fluency training, and the
Management Board continues
to participate in race fluency
coaching ¢ircles,

We launched Creating Disability
Inclusion training for leaders
and managers, which educated
colleagues about the social
model of disability, helping
ensure accessibility is in-built
inta everythingwe do at ITV.

To better support disabled
staff and new joiners, we
introduced Disability Access
Passports to help colleagues
discuss their access
requirements, adjustments
and personalisations with

their managers and colleagues,

Behind the camera, of the
scripted writers we put into
development in 2021, 40%
were women and 13% were
Black, Asian and Minority
Ethnic writers.

1TV pic

NS

Our priorities

Ethnicity

We have surpassed our on-screen
target for Black, Asian and Minority
Ethnic (B.A.M.E) talent with 17.5%
representation and increased
off-screen representation in
production teams to 14.2%.

We have increased representation
of B.AME, staff at all levels over
the last three years to 14.3% of

all colleagues, 10.5% of managers
and 11.8% of the Senicr Leadership
Teamn (SLT).

LGBT+
L

We have surpassed mostof our
targets for LGBT+ representation
on-screen, with 17.2% LGB+ and
11% trans, along with off-screen
in our production teams with
21.3% LGB+, and in our workforce
at all colleague and manager
levels heing 8.2% and 7.8% LGB +
respectively. We have further to
go to improve LGB+ representation
at sLT whichis 4.4% and trans
representation off-screen and

in our workforce.

Gender
RSN R RE

We have 49.6% female
representation on-screen and
46.9% representation off-screen
in production teams. In our
workforce, 52.6% of all colleagues
are female, £9.2% of managers
and 45.6% of 5LT. We are
continuing te wark towards 50%
fernale representation acrass ITV.
The 2021 Hampton-Alexander
reportranked ITV fifthin the FTSE
250 for fernale representation

in our combined Executive
Committee and direct report raoles
(in 2020,1TV ranked tenth}.

Disability

We have 9.6% representation of
disabled people on-screen and
4.5% representation off-screen

in production teams. inour
workforce, representation of
disabled staff and those with
along-term health condition is

at 10.4% of all colleagues, 9% of
managers and 10.8% of 5LT. We
do have further to go to meet our
target,and our new commitments
in our Diversity Acceleration Plan
set out how we are prioritising
disability inclusion.

S nte THYRY iy
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Our People

Our people are pivotal to the success of ITV. OQur people
development offering is designed to drive our inclusive
culture, where everybody can perform at their best,
realise their potential and thrive. Qur ambition is to be
an employer of choice across Media and Entertainment
and to make ITV a destination of choice for careersin

digital, data and technology.

Composition of our warkforce

Our workforce consists of permanent and
fixed term employees, freelancers (an
individual who provides their services on

a specific project or programme for a finite
period of time); and contractors (companies
or suppliers which provide a service to ITV).
At ITV we call these our colleagues.

investing in and rewarding
ouy peopie

We are committed to investing in and
building a high performing, creative
and diverse workfarce, We adept a
comprehensive and inclusive approach
to investing in and rewarding our
workforce, including apprenticeship
and mentoring programmes.

QOur apprentice programme continues to
provide a diverse pipeline of entry level
talentinto ITV, developing individuals at
the beginning of their career in the
media industry. This year we welcomed
44 apprentices recruited across our
business and regions.

We invest in the development of our
workforce through a range of online
workshops, as well as access to our
ontine development portal '‘My Academy’.

Through the workshops and access to My
Academy, we continue to build leadership
and line manager capability and support
persenal skills development, wellbeing
and resilience for ali colleagues. During
2021, we focused our development
offering across these key areas:

a3
1
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1. Agile Leadership Labs for our leaders

and managers, which brought te life
andreinforced the application of a set
of ITV Agile principles co-created with
the Executive Leadership Team (ELT),
these are:

Define cutcomes, not solutions

— Start with needs

Trust extraordinary teams

Start small, test early, learn fast

- Workinthe open

. To support the transition to a hybrid

working environment, we have offered
development for leaders, managers

and colleagues to equip them with the
resources and skiils to lead and work

in this ever changing environment. This
included sessions with an external partner
designed to support colleagues toreturn
to the workplace ‘psychologically fit',

with strategies to maintain a healthy
mind, balance and build resilience.

. Our Talking Performance (performance

review) approach continues to drive high
performance and reqgular, good quatity
performance conversations, with a focus
on equipping managers and colleagues
with the skills and tools to set goals,
discuss progress, review outcomes and
provide candid feedback.

. Working with an external partner we have

designed and launched a series of career
development sessions and materials.
Eventsincluded workshops, videos,
podcasts and reading materials to
support annual career conversations

and to continue to increase awareness of
opportunities and the role each individual
plays in owning and driving their careers.

The ITV Way

The 1TV Way provides atl
colieagues with the guiding
principles of how we like to
work &t TV in ordey to deliver

our strateny
Make it brilliant
Creativity for everyone

Make it new

L
Openness to change, with
no barriers

Make it together
RN N SO MRS NI

Collaborating and
embracing differences
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At 1TV, we understand the need to stay
competitive to attract and retain aur
talent. In 2021 the increasingly competitive
landscape {particularty in skill sets such

as technology and data) put additional
pressure on the business to attract and
retain its talent. The business adapted

to ensure we have the required skills to
accelerate into Phase Two of our More
Than TV strategy. For example, through
investment in additional resource,
continued evolution of our total reward
offering and a focus on targeted
development and capability building.

Our approach to attracting and retaining
taient through pay, and infermatinnon
the Remuneration Committee's
consideration of workforce remuneration
and related policies, are set out on pages
144 and 145. Qur successful and popular
Save As You Earn scheme gives our
workforce the opportunity to engage with
and celebrate ITV's success, and encourages
voluntary investmentinITV shares.

Building an inclusive culture

At ITV, we understand and value the
creativity that diversity brings to our
business and strive far an inclusive
environment where everyone can be
their authentic self. Qur aimis to reflect
the diversity of modern society both on
and ¢ff-screen. In suppart of our Biversity
Acceleration Plan (see page 54 for further
details) there are a number of workforce
initiativesin place.

Leaders and managers attend a tripartite
pragramme of diversity & inclusion
workshops, designed tc equip them with
education, insights and tools for building
an inctusive culture, These programmes
focus on being aninclusive leader, race
fluency and inclusive hiring,

Our Senior Leadership Team participatedin
an Inclusion Summit, which provided them
with the opportunity to come together to
drive inclusion at ITV, commit to actions
and demcnstrate their commitment to
aninclusive environment where everyone
can reach their potential and be their
authentic self.

In 2021 we designed and launched our
inclusion insight series for all colleagues.
This consisted of a series of bite-size
tearning of on demand video content,
providing nsight and recommended
actions to drive understanding and
knowledge around the role we all play
inmaking ITV a place where everycne
can reach their potential.

The delivery of ITV Rise, our holistic
12-month culture change programme,

has concluded with 132 colleagues, line
managers and senior leader advocates
taking part.ITV Rise was designed to build
race confidence, promote minority ethnic
talent progression and accelerate inclusive
culture change.

Ce.

i

ngnggg's Network.

We have continued to position 1TV as
aninclusive employer of choice by
strengthening and broadening our
talent attraction strateqy, including:

+ Expanding our reach through specialist
job board partners, for example
Evenbreak, a specialist disability job
board with extensive reach

» Running career guidance sessions with
new partner organisations such as The
Care Leaver Covenant, a government
funded scheme to support care leavers
aged 16-25in their transiticn from care
to independence

e LHhain Motwork

+ Hosting a series of virtual CV workshops
and clinics for blind graduates and
school leavers through the charity Blind
in Business

Running a Masterclass with the charity
Working Options in Education who
support the most deprived 16-19 year
old students to achieve their potential
in the world of work

Able.

The Disability Metwork

ITV's Able network group continues to A ITV Colleague Networks.
champion the disability agenda throughout
the crganisation, supported by our

Group Chief Technology Officer at the
Management Board level.ITV's continued
commitment to recruiting, retaining and
developing disabled people is recognised
by the Department for Work and Pensions
with Disability Confident Leader
accreditation. The Company gives fult

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 minimum requirement

for arole.

We continue to work with specialist
providers who advise and support
colleagues and rnanagers regarding
workplace adjustments as well as any
adjustments candidates need through
the application and hiring process.

We are committed te ensuring that

all training, career development and
promotion oppartunities are accessible
and inclusive to all colleagues with

a disability and that they have equal
career opportunities for growth and
progression. For example, we have
introduced Disability Access Passports
(see page 55). For any employee who
becomes disabled whilst in employment

4 Ahmed Mudawi on the set of This
is Deaf,
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we ensure the right supportis in place to
enable thern to return to work. This may
include an occupational heaith assessment,
a phased return to work and reasonable
adjustments as required, supported by

our specialist partrers. We are members

of the global disability inclusion group,
Valuable 500, and as a member we are
committed to putting disability inclusion
on the leadership agenda.

B .-

Engagement

We continue to connect and engage with
our werkforce, providing a forum for
colleagues to have their views heard and
this year ran a full engagement survey for
all permanent and fixed term employees
globally. Globally, 76% of our employees
shared their views and the survey allowed
us to get anupdated measurement of
engagement. Cur overall engagement
result is 67%, when compared with our 2019
score this is broadly flat. The UK is slightly
ahead at 69% and the international teams

(including the US} are slightly behind at 66%.

These results demonstrate the work that
has been done to support our colleagues
during 2021 as they navigate the changing
ways of working and the impact of the
pandemic. For further details of our
engagement survey, including survey
results and insights, please see page 117,

The following areas have beenidentified as
the key opportunities to that will have the
biggestimpact on overall engagement:

- The Management Board at 1TV has
communicated a vision that inspires
me - 53%

- | believe action will take place as a result
of this survey — 48%

« lamgiven tools to help me manage my
career - 52%

I believe there are good career
opportunities forme at 1TV - 53%

FTV ple oor vun et Dol dre An Lm e S0

Drag queen, The Vivienne, at Emmerdale
Pride 2021

Cutting Edge Climate Innovations
with Chiris Ramsey presented by ITV
Fast Forward.

Naomi Bharwani holds up the ‘Proud To
Be African’ message.

Mental health, weltbeing and
duty of care

Supporting the mental and physical health
of colleagues remains a key priority,
particularly in light of the changing ways
of working, whichi the pandemic has
accelerated. The move to a hybrid working
environment has been supported with

the use of specific online workshops and
curation of rescurces each focused on
building personal resilience, psychological
fitness and managing high perfarming
teams in a hybrid world. Additionally, 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 baianced and healthy
working lifestyle.

The Duty of Care Operating Board and
Mental Health Advisory Group {comprising
external subject matter experts as well
asrelevant 1TV leaders) meet reqularly te
provide practical guidance and support on
all aspects of our approach to the meantal
health and wellbeing of our colleagues,
programme participants, and viewing public.
Their advice includes best existing practice
and evolving new thinking on mental health,
which in turn is reflected in our policies and
decision-making, for example in 2021 this
included further focus on freelancer support
and welfare.

ITV's duty of care processes continue to
evolve and during 2021 included a refresh
of the Duty of Care Framework, which

will continue into 2022. This wili also align
closely with a review of ITV's Speaking Up
framework to ensure that, where colleagues
may have concerns relating to duty of care
matters, they understand the appropriate
channels for reporting. The review facused
on initiatives to empower those working on
praductions and throughout the business
to effectively and confidently manage duty
of care issues and on the alignment of
comprehensive duty of care guidelines and
processes across the business. In addition,
our Independent Chief Psychological Officer,
who reports to the Duty of Care Operating
Board and works closely with the Duty

of Care team, took on a broader rote in
advising the Company on the strategic
design and detivery of ITV's global mental
health and wellbeing strategy across
multiple business areas.

8
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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.

Gur APMs and KRIs are aligned with
aur strategy and business segments
and tegether arg usad to measure

the performance of our business and
form the basis of the performance
measures for remuneration. Adjusted
results exclude certain items because,
i included, they could distort the
understanding of our performantce
for the periad and the comparability
between perlads, ARPMs are not
defined terms under IFRS and may
not be comparable with similarty titled

measures reparted by other companies,

As adiusted results exclude certain
ems {such as significant legal, major
restructuring and transaction itams),
they should not beregardedas a
complete picture of the Group's
fnancial performance. The exclusion
of other adiusting items may result
in adiusted earnings being matesyially
higher or tower than statutory
warnings. in particutar, when
signtficant impairments, restructuring
charges and legal costs are axcluded,
adjusted earnings will be higher than
statullry sarmings.,

The Syudit and Bisk Cormnittes has
ight of ITY's APMs and activel
revises ant apm oves e
r elassifying ad
otional items, F
dad in the fellowing -
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Koy adiustments For ERITA, adjustad
EBITH, profit before tax and E8S

EBITA is calculated by adjusting operating
profit for operating exceptional items and
amortisation and impairment. Adjusted
EBITA is calculated by adding back high-end
production tax credits to EBITA, Further
adjustments, which include the gain/loss

on the sale of nan-current assets,
amortisation and impairment of assets
acquired through business combinations
andinvestrments, and certain net financing
costs, are made to remove their effect frem
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.

Broduction tax oredits

The ability to access tax credits, which

are rebates based on production spend,

is fundamental 1o our ITV Studios business
when assessing the viability of investment
in decisions, especially with regards tc
high-end drama. TV reports tax credits
generatedin the US and other countries
{(e.g.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 cur

view all tax credits relate directly to the
production of programmes. 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
alsc adjusted for the impact of production
tax credits.

Srosotional ems

Theseitems are excluded to reflect
perfarmance in a consistent manner and
areinline with how the business is managed
and measured on a day-to-day basis. They
are typically material amounts related to
costs, gains or losses arising from events
that are not considered part of the core
operatians of the business, though they
may ¢ress several accounting periods. These
include, but are not limited to, costs directly
related 1o acquisitions, costs related to
major reorganisation and restructuring
programmes, material onerous contracts,
significant impairment of sportsrights, the
impact of COVID-19in 2020, and other items
such as non-routine legal costs {e.g. legal
costs related to items which are themselves
considered to be exceptional iterns). We also
adjust for the tax effect of these items.
Further detail is includedin note 2.2 to

the Financial Statements.

Acquisition-related costs

We structure our acquisitions with earnouts
or put and call options, to allow part of the
consideration ta be based on the future
performance of the business as weli as
tolockin and incentivise creative talent,
Where consideration paid or contingent
consideration payable in the future is
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 ERS 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, including legal and advisory feeson
completed deals or significant deals that
do notcomplete, are also treated as an
expense (under accounting rules) and
therefore on a statutary hasis form part
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of our statutory results. In our view, these
items alse form part of the capital
transaction or are one-off and material
innature and are therefore excluded
from our adjusted measures,

Major restructuring and rearganisation
programme 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 ongoeing
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.

Material enerous contracts

A contract is considered onerous when the
unavoidable costs of the contract exceed
the revenues associated with it.in 2021
and 2020, we have had material onerous
transmission contract provisions relating
10 committed costs of transmission
capacity on satellite transpenders that
are no longer used in the M&E business.
There are no revenues associated with
this capacity as there are no channels on
the relevant satellite transponders.

Impairment of sports rights

COVID-19 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 resuited in a
material impairment to our sports rights

in 2020. Further adjustimients ta the
provisions to reflect updated forecasts
have been made in 2021,

COVID-19 related costs

These are direct incremental costs incurred
exclusively in 2020 as a result of COVID-19
and include: costs associated with the
closure of ITV Studios producticns and their
subsequent restartin a safe environment,
and additional costs incurred to maintain
the production of daytime and news
pregramming during the government
imposed lockdown. We incurred no costs
directly related to COVID-19 in 2027

(RS TV ple o0

Reconciliation between statutory and adjusted resuits

2021 2021 2021 2020 2020 2020
Statutory Adjustments Adjusted Statutory Adjustments Adjusted
Twelve months to 31 December L gfm  Ewm . Em L EM L Emo o Fm
EBTA 784 29 83 s61 12 573
Exceptional items o
foperating? __ (196) 196 - . Ane o ome -
Amortisation and
impairment? (69) 49 200 87 5
Operating profit 519 274 793 356
Net financing costs® (50) 19 31 (44)
Share of profits on JVs
and associates 12 - 12 9 =9
(Loss)/Gain on sale of
non-current assets,
subsidiaries and
investments (1) 1 - 4 (4} -
Profit before tax 480 294 774 325 202
Tax® ) 92) (61) (153) ) (50
Profit after tax 388 233 621 281 151
Nor-controlling interests (10 - () 4 T4
Earnings 378 233 611 285 B’
4,005 4,005 4002
9.4p 153p  7p
9.3p 15.1p 7p - 10.8p

1. £29 million (2020:£12 million) adjustment relates to production tax credits which we consider to be a contribution to
production casts and working capitalin nature rather than a corporate tax item. EBITA is not a statutery measure

2. Exceptional iterns of £196 million {2020: £118 miilion) largely relate to acquisition-related costs and includes a
£108 mitlion adjustrment to the earnaut payment in relation to Talpa following the final deterrmination, Refer to

the Finance Review.

w

. €49 million {2020: £68 million) adjustment relates to amortisation and impairment of assets acquired through

business carmbinations and investrments. We include only amortisation on purchased intangibles, such as software,
within adjusted profit before tax.

o~

£19 million (2020: £8 million) adjustment is £9 million for non-cash interest cost and £90 million exceptional interest

pavyable on the Talpa excepticnal acquisition-related expense. This provides a more meaningful comparison af how
the business is managed and funded on a day-to-day basis.

w

tax. A full reconciliation is included in the Finance Review,

o

Weighted average diluted number of shares in the periad was 4,051 millian (202G: 4,025 mittion).

Tax adjustments are the tax effects of the adjustments made to reconcile profit before tax and adjusted profit hefore
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feanrtisniiaon and opabnneny
Amortisation and any initialimpairment
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 cf 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 profit before tax as management
consider these assets to be core to
supporting the operations of the husiness.

Mat fianting Losts

Net financing costs are adjusted to reflect
the underlying cash cost of interest for

the business, providing a more meaningful
comparison of how the business is managed
and funded on a day-to-day basis. The
adjustments made remove the impact of
mark-to-market gains or losses on swaps
and foreign exchange, one-off fees and
premiums relating to the buyback of

bonds, excepticnal interest an acquisitions,
imputed pension interest and other financial
gains and losses that do not reflect the
relevant interest cash cost to the business
and are not yet realised balances,

Ouher Slternative Porfarmancs
foasures

Totalrevenue

As anintegrated producer broadcaster, we
look at the total revenue generated by the
business including internal revenue, which
is the sale of ITV Studios programmes ta
M&E. ITV Studios selling programmes

to the M&E business is an important part
of our strategy as an integrated producer
broadcaster and it ensures we own all the
rights to the content.

Areconciliation between external revenue
and total revenue is provided below.

2021 2020
Twelvemonths to 31December £m Em
Externat revenue
_(Reported} 3,453 2,781
Internalsupply
Total revenue
(Adjusted) 4,042 3260

Net pension deficit/surplus

This is aur defined benefit pension scheme
surplus or deficit under 1AS 19 adjusted for
ather pension assets, mainly gilts, which
are held by the Group as security for future
unfunded pension payments for four
Granada executives and over which the
unfunded pension scheme halds a charge.
See note 3.6 to the Financial Statements.

Profit to cash conversion

This is the measure of our effectiveness

of cash generation used for working capital
management. It is catculated 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 exceptional items, net of capex on
property, plant and equipment and
intangible assets, and including the cash
impact of high-end production tax credits.

Adjusted free cash flow

This is our measure of adjusted free cash
flow after we have met our financial
obtigations. It takes our adjusted cash
flow and removes the impact of net
interest, adjusted cash tax (which s the
total tax paid adjusted to exclude the
receipt of production tax credits) and
pension funding. A full reconciliation is
inctuded in the Finance Review.

Covenant net debt and covenant liquidity
Covenant net debtis our leverage as defined
in the revolving credit facility {RCF)
agreement, which existed at 31 December
2021 (and has since been redeemed and
replaced). This calculation is materially
different to how we define net debt and

is relevant in demonstrating we have met
the required RCF financial covenants at

our reperting date.

31 EY
December December
2021 2020
£m N :Em
Net debt (including IFRSE S
16 lease liabilities) @14y  (545)
Impact of IFRS 16 lease s
liabilities B 92 05
Long-term trade 3
payables ; (18) (54)
Other pension asset B o2 62
Covenant net debt U e G
Covenant net debt to §
adjusted EBITDA* 0.3x 0.7x
&
Cash and cash E
equivalents 736 668
Undrawn RCF 2 30 630
Undrawn CDS facility Bl 148 199
Covenant liquidity** 1,514 1497

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

** Covenant liquidity is defined as cash and cash
equivalents (including restricted cash) plus
undrawn cornmitted facilities.
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" This Finance Review focuses onthe
-~ more technical aspects of our financial
~_results while the operatlng and financiat
- performance of the Group, M&E and ITV
- ‘Studios has been discussed wsthm the

' Operatmg and Financial perform:
‘Review, Our Alternatlve Performance:

: ;M_easures {APMs) section, explains the

_adjustments we make to our statuto
results. This enables focus onthe key
measures that we report on and use
as KPls across the business. See earher
sectlons for further detali

*. Chris Kennedy, Group CFo and coa
) CFC

Group financial performance

2021 2020 Change Change
Twevemonthsto31Decermber ~~ &m  fm  fm %
ITV Studios totalrevenue* 1,760 1375 385
Total advertising revenue 1,957 1,677 380
M&E non-advertising .

revenue 325 308 7 6
MaEtotal revenue* 2282 3885 3% 7
Total non-advertising
_revenue L 7{1.5_}2 21.
Totalg p_rjrer\{enue 782 24

Internaksup.blv e _; (110) .

Group external revenue

GroupadjustedEBITA 813 573 240 42
Group adjusted EBITA

margin_ 2‘1%17 L 2% o
Operating profit 513 3 46
A qsted EPS 77777 40
Statutory EPS E?:
Dlwdend per. share -
Net debt as at )

_3MDecember  (414) (545} 131 24

* 2020 comparatives for M&E have been restated to reﬂect the reclasswﬁcamn cf
gaming, live events and merchandising revenues to [TV Studios The impactisa
£5 million decrease to 2020 M&E revenue and a £5 millicn increase to ITV Studios
revenue, thers is no impact on adjusted £8ITA.

Excoptivnal items

201 2020

Twelve months toNn Decem_?er - . - £m £m
09y (13

ring, reOrgamsanp and propertv costs (16) (M)
COVID-19 related costs T
Sports nghts impai T o =)
@y an

Trans der onerous contract - (16)  (19)
Employee related tax provision VE}L =
o an @

jexceptionalitems _ (196) (11§
Excepnonalﬁnence costs (10 -
Total exceptional items (206) (118)

Total excepticnal items in the period were £206 million {2024

£118 million). Acguisition-related expenses of £109 million

are predominantly performance based, employment-linked
cansideration to former qwners. The increase year-on-year reflects
an additional amount paid to Talpa of £108 million following the
final independent determination of the second earnout.

Restructuring and rearganisation costs of £16 million relate to
one-off restructuring projects stemming from the Group-wide
cormmitment to reduce the overhead cost base and reorganisation
costs to deliver the strategy. In 2021 these costs largely relate to
the M&E restructure and other business transformation projects
and costs related to the head office move to Broadcast Centre
inearly 2022.

COVID-19 related costs are direct incremental costs incurred
exclusively as a result of the pandemic. In 2020 the £11 million

of costs incurred was due to the closure of ITV Studios productions
and the subsequent restartin a safe environment along with
additional costs incurred to maintain the production of daytime
pregramming during the government imposed lockdown.
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Impairment of sports rights relates to the impact of COVID-12

an the planned sperting schedule across 2020 and 2021, and the
consequentialimpact on TAR, along with changing forecasts of
audience mix and revenues fer certain sporting events. During 2020,
as the provision left at 31December 2020 was £18m, the Group
recognised a provision for these sporting events of £23 million.

The £1million net charge in 2021 adjusts the remaining exceptional
provision for changes in the expected scheduling of the remaining
games and the related TAR forecasts in the periad under review,

Pension-related costs in 2021 represent anincrease to the provision
inrespect of the settlement of the Box Clever case of £21million
{2020: initial provision of £31 million}. The total exceptional
provisicn held is £52 million, and reflects management's best
estimate of the provision required, Further detail s included in

note 3.5 to the Financial Statements.

Transpender onerous contract relates to satellite transponder
capacity no tonger required. In 2020, we commenced a review
of the efficiency of our satellite transponder capacity usage,
aimed at reducing our capacity requirements. This allowed us

to recrganise and clear all channels from one transpender in the
second half of 2020 that we were no longer utilising in our M&E
business.In 2021 we cleared a second transponder and, as such,
we are recegnising a £16 million (2020: £19 million) increase in
the onerous contract provision.

Employee-related tax provisions of £22 million reflects management's
best estimate of potential employment taxes due to HMRC in relation
to the employment status of individuals contracted by the Group.
Further detailis included in note 2.2 to the Financial Statements.

Other costsinclude legal matters which are considered to be
outside the normal course of business. In 2021, this relates to
a provision made to cover the committed costs for The Voice
of Holland which was suspended mid-season in early 2022 due
to allegations of inappropriate behaviour, Further detail is
included in note 2.2 to the Financial Statements,

Exceptional finance costs of £10 millionis principally interest
accrued on exceptional acquisition-related expenses.

Mot Onancing costs

2021 2020

Twelve months to 31 December o Em » ,_..,E.rﬂ_
Financing costs directly attributable to loans

and bonds e 28) 27
Cash-related net financing costs @ @
Amortisationon bonds andgilts () -
Adjusted financing costs 31 (3
Imputed pensioninterest o= @
Exceptional interest (10) -

Other net financial losses and unrealised
foreignexchange 9 {©)

Netfinancingcosts  (50)  (44)

Adjusted financing costs were down £5 million year-on-year at
£31 million (2020: £36 million) reflecting lower levels of net debt
in the year. Net financing costs were £50 million, which was up
£6 million year-on-year (2020 £44 millicn) and largely due to
interest payable on exceptional earnout costs relating to
acquisition-related expenses.

S and assosistes

Our share of profits from JVs and associatesin the period was
£12 mitlion {2020: £9 million). This was our share of the net profit
arising from cur investments, such as BritBox US and Canada,
Bedrock Entertainment and Blumhouse Television.

Profit before tax

Statutory profit before tax increased significantly year-on-year to
£480 million {2020: £325 mitlicn). Production tax credits increased
to £29 miltion (2020: £12 million) as a result of more high-value
dramas compared to the same period in 2020 when productions
were paused. Adjusted profit before tax was up 47% to £774
million {2020: £527 million).

Profit before tax (PBT)

2021 2020
I‘ff.l,‘ff? months to 31December Emm ) mnf'.rln
Profit before tax 480 325
Production tax credits 29 12
Exceptional items (excluding exceptional
_finance costs) 196 ns
Loss/{Gain) on sale of non-current assets 1 4y
Amortisaticn and impairment* 49 68
Adjustments to net financing costs 19 8
Adjusted profit before tax 774 527

* Inrespect of assets arising from business combinations and investments.

Tax

Adjusted tax charge

The total adjusted tax charge for the period was £153 million
(2020: £95 mitlion), corresponding to an effective taxrate on
adjusted PBT of 19.9% (2020: 18.0%), which is higher than the
standard UK corporation tax rate of 19% (2020: 19%). We expect
the adjusted effective tax rate to be around 20% in 2022, and
then move to around 25% cver the medium term as a result of
the increase in the UK statutory rate to 25% from April 2023.

On a statutory basis, the tax charge is £92 million (2020: £44 million)
and corresponds to an effective tax rate of 19.2% (2020: 13.5%).
This rate in 2021is higher thanin previous years due to the
exceptional Talpa earncut cost and prior-year tax adjustments.

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.

2021 2020

Twelve months to 31 December £m
Tax charge ..
Production tax credits 28
Charge for excepticnal items 1
Charge in respect of amortisation and

impairment* 12 15
Charge in respect of adjustments tc net
financingeosts _ 4 2
Adjusted tax charge 153 95

_199% 180%

Ef“fg“ctive tax rate on adjusiéd préﬁfs;

* 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 period was £119 million {2020: £88 million)
and is net of £13 million of production tax credits received (2020:
£22 million). The majerity of the cash tax payments were madea
in the UK. The cash tax paid is higher ccmpared to the previcus
year due to the increase in our 2021 forecasted taxable profit,
Areconciliation between the tax charge for the year and the
cash tax paid in the year is shown below.

1TV plc Annoal fepe - aod 4
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20N 2020
Twelve months te 31December o . fm  Em
VVVVVV ) (92). o (44)
Temporar\/ differences recognlsed through
deferred tax (2 M

_F_’_r_l_(_)r year adJustment current tax @
Current tax, current year L n )
Phasing of tax paymenfs (lncludlng in respect of

pension contribution benefits) (6) (46)
Production tax credits - timing of recmpt {16) 10
Cash tax paid {118) (88)
Tax strategy

TV is aresponsible business, and we take a responsible attitude
to tax, recegnising that it affects all of our stakeholders. To allow
those stakeholders to understand our approach to tax, we have
published our Glabal Tax Strategy, which is available on our
corporate website.

!
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We have four key strategic tax objectives:

1. Engage with tax authorities in an open and transparent way
1¢ minimise uncertainty

2. Proactively partner with the business to pravide clear, timely,
relevant and business focused advice across all aspects of tax

3. Take an apprepriate and balanced approach when censidering
how to structure tax sensitive transactions

4. Manage ITV's tax risk by operating effective tax governance
and understanding our tax control framewaork with a view to
continuously 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 ITVY does not engage in or condone tax
evasion or the facilitation of tax evasion in any form and that we
have inplace reasonable procedures to prevent the facilitation of
tax evasion, Within our overall governance structure, the governance
of tax and tax riskis 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 2021, 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.

S jarted pogd statutery

Overall, adjusted profit after tax was up 44% to £621 million

(2020: £432 million). Non-controlling interest was a share of

profit of £12 million (2020: £4 million share of losses) which is
the net result from the non-ITV owned share in entities such
as Tomorrow Studios, Cattleya, Tetra Media and BritBox UK.

Adjusted basic EPS was up 40% to 15.3pin the year (2020: 10.9p),
this compares t¢ 13.9p in 2019. The weighted average number
of shares increased to 4,005 million (2020: 4,002 million, 201S:
4,000 miltion), Diluted adjusted EPS was 15.1p (2020: 10.8p)
reflecting a weighted average diluted number of shares of

4,051 million (2020: 4,025 million).

Statutory EPS increased by 32% to 9.4p (2020: 71p). Compared
to the sarmie period in 2019, statutory £PS declined by 20%
(2019:11.8p) due to higher operating exceptional costs in 2021.

A full reconciliation between statutory and adjusted EPS is
included within the Alternative Performance Measures section.

TV ple oo
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Reflecting ITV's strong operational and financial performance in
the year, and in line with previous quidance, the Board intends to
propose a final dividend of 3.3p for the full year 2021, based on
twa-thirds of a notional full year dividend of 5.0p. The Board
intends to pay a full year ordinary dividend of at least 5.0p for
2022 which it expects to grow over time whilst balancing further
investment behind our strategy and our commitment to
investment grade metrics over the medium term.

Dividends are distributed based on the realised distributable
reserves [within retained earnings) of ITV plc {the Company)
and not based on the Group’s retained earnings. The 2021
full year dividend will be paid on 26 May 2022.

Acguisitions

Since 2012, we have acquired a number of content businesses in the
UK, US and locations across Eurape, 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 tarenew and strengthen aur creative talent and build
our reputation as a leading global creator, producer and distributor.

As part of our strategy, we will consider selective value-creating
M&A and tatent deals in both scripted and unscripted to ohtain
further creative talent and 1P.

We have strict criteria for evaluating potential acquisitions. Financially,
we assess ownership of IP, 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
performarice 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 table on page 65 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, whichis
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 £79 mitlion are sensitive
to forecast profits as they are based on a multiple of earnings.

The range of reasonably possible outcomes for the liability is
between £66 million and £143 million. The estimated future
payments, treated as employment costs, are accrued over the
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Acquisitions — between 2012 and 2021 (undiscounted)

Additional
Inttial consideration  Expected future  Totalexpected Expected
consideration paid payments*  consideration™ payment
COMPAY i BBOIARRY L LBee M A Lo Emo o Bmo periadrr
Total for 2012-2021 Various Content & Broadcast TV 959 ] 479 79 1,517 2022-2026

*  Undiscounted and adjusted for foreign exchange. All future payments are performance related.
** Undiscounted and adjusted for foreign exchange, including the initial cash consideration and excluding working capital adjustments. Total maximum consideration which was

potentially payable at the time of acquisition was £2.4 billion.
*** £26 million is expected to be paidin 2022

period the sellers are required to remain with the business, and
those nat linked to employment are recognised at acquisition at
their time discounted value.

\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 £79 million have decreased by £148 millian since 31 December
2020, mainly due to the payment made on the final Talpa

earncut following the determination of the finat payment by an
independent arbiter, and the associated impact of foreign exchange.

As at 31 December 2021, £64 million of expected future payments
had been recorded on the balance sheet, with the balance of

£15 million to be accrued over the period in which the sellers are
required to remain with the business.

Following the determination of the second and final earnout
payable cn the Talpa acquisition by the independent arbiter,
€298 million (c.£256 million) was paid during August 2027 and
is included within additional consideration paid.

There were no material acquisitions in 2021. However, during
the period we agreed several talent deals within ITV Studios
to strengthen our creative talent pool.

Cash generation
Profit to cash conversion

2021 2020
Twelve rggpths 1031 Decenjpf"rm ... U8
Adjusted EBITA 813 573
Working capitalmovernent (140 237
Adjustment for production tax credits ' (1) 10
Depreciation 59 57
Share-based compensation » 12 6
Acquisition of property, plant and equipment
and intangible assets* (a5)  (66)
Lease liability payments (including lease interest) (29} (26)
Adjustedcashflow 65 /9
Profit to cash ratio 80% 138%

* Except where disclosed, management views the acquisition of property, plant and
equipment and intangibles as business as usual capex, necessary to the ongoing
investmentin the business.

Cash generated from operations is reconciled to the adjusted cash
fiow as foltows:

Twelve months to 31 December

_exceptional items

Remaval of Receivables Purchase Agreement -
Adjustment for production tax credits _ B2

Acquisition of property, plant and équipment

and intangible assets (45)  (66)
Lease liability payments (including lease interest)  (29)  (26)
Adjusted cash flow 653 79

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 in scripted content
and BritBox UK, through having a disciplined approach to cashand
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, an impartant focus of which going forward
includes a step up in our content investment for ITVX, cur new
integrated AVOD/SVOD streaming platform which will launch in 2022,

In the year, we generated £653 million of operational cash (2020:
£791 million) from £813 millicn of adjusted EBITA (2020: £573
million}, resulting in a profit to cash ratio of 80% (2020:138%). The
year-on-year movement is the unwind of the werking capital benefit
from 2020, which had a large working capital inflow arising from a
reduction in pregramme stock (where we delivered programmes but
were unable to continue producing due to the COVID-19 pandemic)
and the timing of VAT payments which were deferred to the first half
of 2021 (see further detail below}. This was offset by our strong TAR
revenues in 2021 and tight working capital management.

Free cash flow

2021 2020
Twelve months to J1Decermber v et s e M BT
Adustedcashflow 653 /31
Neti t paid (ex lease interest)
Adjusted cash tax* 32) _(M9)
Pension funding {74) (59)
Freecashflow 407 803

Adjusted cash tax of £132 million s total cash tax paid of £119 million plus receipt of
production tax credits of £13 millien, which are included within adjusted cash flow from
operations, as these production tax credits relate directly to the production of
pragrammes.

+

Our free cash flow after payments for interest, cash tax and
pension funding was £407 million {2020: £605 million). As agreed
with the tax authorities and our pension trustees in 2020, we
deferred £90 million of payments out of 2020, being £75 million
of VAT payments which was paid in the first half of 2021 and

£15 million of pension contributions payable across 2022 to 2025.

T8 ple coua 0 oot o ety 00
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Funrding and lgeidity

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 and has access to appropriate short-term berrowing
facilities and a policy to maintain a minimurm of £250 million of cash
and undrawn committed facilities available at all times. As at 31
Decemnber 2021, we had twe committed facilities in place to maintain
our financial flexibitity including a £630 million Revolving Credit
Facility {RCF) due to mature in December 2023, Following the year
end, this was subsequently refinanced to a new syndicated £500
million RCF maturing in January 2027, with the apportunity ta renew
for one or two years from the expiry date, and therefore potentially
providing funding until 2029, The financial cavenants in the new RCF
remainunchanged (refer to APMs for further detail), requiring 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. The new RCF is also linked ta the delivery of ITV's science-based
carbon emissions targets. Under the terms, ITV will benefit from a
lower interest rate if it delivers emissions reductions in line with its
Net Zero roadmap, which will be assessed on an annual basis and
verified through independent assurance.

As at 31 December 2021, 1TV's financial position was well within its
covenants and the RCF was undrawn — and had been throughout 2021.

We also have a bilateral financing facility of £300 million, whichis
free of financial covenants and matures on 30 June 2026. These
two committed facilities (including the new RCF), 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 2021,
the £630 million RCF was undrawn and £148 million of the £300
million bilateral facility was available, which with cash of £736
million (including restricted cash of £50 million), provided total
liquidity of £1,514 million {31 December 2020: £1,437 million).

After acquisitions and acquisition-related costs, pensicn and
tax payments, we ended 2021 with net debt of £414 million
{31 December 2020: £545 million).

Net debt

2021 2020
At 31December £Em £m

Gross cash* . 736
Gross debt (including IFRS 16 lease liabilities) (1150)
Net debt (414)

* Grass cash includes £50 million of restricted cash inrelation to the LTVC Pension
Funding Partnership (202¢: £50 million of restricted cash),

668
(.213)
(545)

Net debt tracker

£Em

(100]
407 g

(200) (307

(300}

(400) 53 (414)

(500)

i (545)
B00)

Dec20 Free cash Acquisition Dec21

Excaptional  Rewvaluation Uther
of hedged
bonds

items

flow of
investments
andNC|

&b TVl <

Financing - gross deolrt

We are financed using debt instruments and facilities with arange
of maturities. Borrowings at 31 December 2021 were repayable

as follows:

Amount repavap}easat 3 __D_gcember 202‘_1 o Erl\_______M‘at‘l_{f_iﬂr___
£630 million Revolving Credit Facility ... = Dec2023
€600 million Eurobond* 540 Sep2026
€335 million Eurobond 'IABM‘I Sep 2022
€259 million Eurobond B o 218 Dec 2023
Other loans ] 19 Various

Total debt repayable on maturly'ﬂixty** 1,658

* Includes £36 million cross-currency interest rate swaps
++ Excludes £92 million of IFRS 16 lease liabilities

Capital allocation and leverage

Our objectiveis 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 2027 our leverage, or net debt to adjusted EBITDA was
0.5x (31 December 2020: 0.9x). Cur pricrities remain as follows:
to invest crganically in our key assets and vatue driversinline
with our strategic priarities; mairttain an investmment-grade balance
sheet; sustain a reqular ordinary dividend that can grow over

the medium term; continue to consider value creating inorganic
investment against strict financiai and strateqic criteria, and any
surplus capital will be returned to sharehalders.

Credit ratings

We continue to be rated investment grade by both ratings agencies.
Our current ratings are BBB- (stable cutlook) by Standard and Poor’s
and Baa3 (stable outlook) by Moody’s investor Services. 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|TV continues 1o 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 ner
assets, where material. To date, we have hedged a significant portion
of the eura net assets arising from the Talpa Media acquisition.

ITV is also exposed 10 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 anunderlying 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 expased ta foreign exchange risk arn the retranslation
of foreign currency loans and deposits. Cur policy is to hedge such
expesures where there is an expectation that any changesin the
value of these items will resutt in a realised cash movement over
the short 1o medium term. The foreign exchange and interest

rate hedging strategy is set out in our Treasury palicies which are
approved by the ITV plc Beard.

Tortract asses and Habilitisg

In 2021, contract assets increased by £133 million and contract
liabilities increased by £88 million compared to 31 December 2020.
Both increases were predominantly driven by ITV Studios, where
contract assets rose by £126 million reflecting higher production
volumes during the year. 1TV Studios contract liabilities increased
by £91 million primarily for the same reason and, where applicable,
reflects preduction milestone payments received in advance of
delivery from our customers.
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Poasions

The net pension deficit for the defined benefit schemes at

31 December 2021 was £8 million (31 December 2020: £26 million
deficit). The decrease in the year was principally due to the Scheme’s
liabilities reducing in the year from higher bond yields and deficit
funding contributions which were partly offset by anincreasein
inflation assumptions,

The net pension assets include £62 millicn of gilts, which are held by
the Group as security for future unfunded pension payments to four
former Granada executives, the liabilities of which are includedin
our pension abligations. A full reconciliation is included within note
3.6 to the Financial Statements.

Actuarial valuation

We expect to agree the tricnnial actuarial valuation as at 1 fanuary
2020 shortly, and will agree a new funding contribution plan based
on that. We do not expect the new funding profile te be materially
different from the current plan (1 January 2017: £470 million).

Deficit funding contributions

The accounting deficit dees not drive the deficit funding contribution,
The Group’s deficit funding contributions in 2021 were £74 million
(2020: £59 million). For 2022, we do not expect the deficit funding
contribution to be materially different from 2021.Refer tonote 3.6
to the Financial Statements for further detail.

L08 pansion funding partnership

In 2810, 1TV established a Pension Funding Partnership (FFP) with
the trustee backed by the asset of SDN which resulted in the assets
of Secticn A of the defined benefit pension scheme being increased
by £200 million. The Group is contracted to provide additional
coliateral to support the originat value of the structure at the

rate of £50,7 million each year from March 2019 to March 2022
The contract provided that the cash collateral would not leave the
Group but would be maintained in a restricted bank account. The
trustee agreed to accept a letter of credit as an alternative to the
2019, 2020 and 2021 collateral instalments with the result that
£152 million cash collateral did not become due in March 2021.

The Scheme’s interest in these Partnerships reduces the deficit

on a funding basis but does not impact the deficit en an IAS 19 basis
as the Scheme's interest is not a transferable financial instrument.

The PFPis currently being reviewed as we look to replace it with

an arrangement which is broadly equivalent in value, using a

combination of an alternative asset backed by SDN and cash

contributions to the scheme. There may be ashort delay in

implernenting this alternative, in which case we may have to

arrange an additional £50 million of collateral for the trustee,

Franning uamnpnions for il yeny 30EE

Profit and Lass impact

- Total content costs are expected to be arcund £1.23 billion which
includes BritBox UK content costs

« Totalinvestment of around £55 million in 2022, which includes:
investment associated with [TVX in data, technology and
streaming of £25 million and one-off launch costs of £20 millicn;
along with investment of £16 millionin our digital capabilities
including Planet v, and our digitalinnovations business,
Studio 55 Ventures

- Permanent overhead cost savings are expected to be arcund
£17 million in 2022, We will deliver around £100 million of
annualised permanent cverhead cost savings by the end of 2022

- Adjusted financing costs are expected to be around £36 million,
which is in line with 2021

+ The adjusted effective tax rate is expected to be around 20%
2022, and then move to around 25% over the medium term due
to the increase In the UK corporation tax rate from April 2023

- The translation impact of foreign exchange, assuming rates
remain at current levels, could have a favourable impact of
around £6 million on revenue and £nilimpact on EBITA

« Exceptional items are expected to be around £60 million,
mainly due to costs associated with our digital transformation
and our London praperty move

Cash impact

+ Total capex is expected to be arcund £70 million as we further
invest in our digital acceleration

« The cash cost of excepticnals is expected to be around £50
million, largely relating to costs associated with our digital
transformation and our London property move

- Profit to cash conversion is expected to be around 80%

- Total pension deficit funding contribution for 2022 is not
expected to be materially different to 2021

« The Board intends to propose a final dividend of 3.3p for the full
year 2021, based on two-thirds of a notional full year dividend of
5.0p. This will be paid in the first half of 2022. Going forward, the
Beardintends to pay a full year ordinary dividend of at teast 5.0p
which it expects to grow over time

Foreign exchange sensitivity

The fellowing table highlights TV Studies sensitivity, on a full year
basis (using internal forecasts), to translation resulting from a 10%
appreciation/depreciation in sterling against the US dollar and

euro, assuming all other variables are held constant. An appreciation
in sterling has a negative effect on reverue and adjusted EBITA;

a depreciation has a positive effect,

Adjusted

Revenue EBITA

Currency £m £m
Us dollar +47-57 +5-7
Euro +44-54  +8-10

Post Balance Sheet BEvent

Ta give ITV greater control over BritBox UK and enable its
integration inte ITVX, the BBC has ceased 1o be a shareholderin
BritBox UK. The BBC continues as a strong partner for BritBox UK
and BritBox International and we have agreed a new long term
content supply deal with the BBC. AILPSB partners are committed
to BritBox UK which offers consumers a large library of the majority
of PSB British content in one place from the past and recent past.
As envisaged by the original shareholder agreement the BBC

has transferred ts shares to iTV for nominal consideration. This
disclosure is being made in accordance with Listing Rule 7110 R
due to the fact that the BECis deemed to be a related party of
ITV plc under the Listing Rules.

Chris Kennedy
Group Chief Finance Officer & Chief Operating Officer
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Our Commitment
to Section 172(1)

The Directors consider that they have acted,
ingood faith, in a way that is most likely to
promote the success of the Company for
the benefit of its members and stakeholders
as a whole, having regard (among other
matters) to the matters set out in section
172(1){a-f) of the Companies Act 2006.

As the Chairman makes c¢lear in his
introducticn, the Board reqularly considers
stakeholder groups and their most
significant issues, views and interests as
well as the financial and long-termimpact

remain appropriate.

mime
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Long-term impact Interests of colleagues  Fostering business

relationshios

of key actions throughout its decision-
making process. The Board also undertakes
a formal assessment on an annual basis of
whether the key stakeholders identified

Examples of some of the key strategicissues
considered and decisions made by the Board
during the year and an explanation of how
the Board has had regard to the mattersin
section 1721} {a-f} in reaching decisions are
set outin the table below.

Impact on community
and enviranment

*

L
Acting fairly
between mermbers

S

Maintaining reputation
for high standards of
business conduct

Supercharging ITV's streaming strategy, including the launch of its new integrated AVOD/SVOD platform
with radical evolution of its content strategy with accelerated investment in AVOD

' s ®
Il o & % #
. Directors* consideration of key factors set gut in section 172(1)

Long-term impact: The Board believes that superchargingITV's streaming
* strategy to grow digital viewing and revenues will ensure that ITV's offeting
. toviewers will better reflect and serve shifting viewing habits in the longer
. term and accelerate delivery of ITV's strategic priorities and long-term

- value. In reaching its conclusions the Board considered briefings on the UK

- streaming market and competitors, M&E financiats, and proposed content

. spend for Phase Two of the Mare than TV strategy. The Board also assessed
. both gualitatively and quantitatively a wide range of scenarios, recognising
- aneed to balance scale of investment in the preposition with shareholders’
© and other stakeholders' interests.

Sharehalders: The Board was mindful of shareholders' concerns regarding
- theimpact of Phase Two of the strategy on ITV's financial performance
and the acceleration of ITV's existing digital strategy (whichis a critical
component of the supercharged strearming strategy). The Board reviewed
the implications of the streaming strategy on EBITDA, EPS and revenue
versus cansensus, and recognised the need to give shareholders the
opportunity to further understand the Studios and M&E businesses
and the impact the strategy would have on bolstering their propositions,

. Regulators and legislators: Animportantinputinto ITV's future
strategic directionis ITV's status as a PSB. I TV is engaging with Ofcom
and the government to seek reform of the PSB framework in which it
aperates. The Board was briefed an the implications for TV and the
accelerated streaming strategy in light of a range of scenarios arising
from the PSB review.

£
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- Qutcomes of Board decision-making and other key strategic decisions H

Following careful analysis and modelling, the Board concluded that the :
accelerating into Phase Two of the More than TV strategy would be in :
the long-terminterests of the Company (and therefore all stakeholders, |
including shareholders) :

+ Ongoing menitering of viewing and subscription figures and impact of

the supercharged streaming strategy and competitor actions on revenue
and profits

Investment in product, content, distribution, data, tech and analytics to
supercharge streaming

Having discussed in detail the impact of the proposals on the investment
case, including discussions with the Company's financial advisers and i
brokers, the Board felt that the strategic and long-termm financial benefits
of ITV's streaming strategy were in the bestinterests of shareholders
Investor seminars were held with shareholders {also attended by Board
membersy on Commercial (in November) and Studios (in December)

to give investors deep dives inta those business divisions. An investar
seminar on the M&E business in March 2022 will provide detailed insight
into ITV's strearmning ambitions

Cngeing appraisal of ITV's cammercial and strategic interests in
remaining a PS8

The Board continues to be updated on progress as the government
considers its P5B review. The Chairman met with the Gfcom Chairon
awide range of policy and regulatary issues and the Chief Executive
reqularly meets with Department for Digital, Culture, Media & Sport
{DCMS) rministers and the Chief Executive of Ofcorn onmatters, including
the future of PSB, and ather key issues of concern to the TV industry
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Supercharging ITV’s streaming strategy, inciuding the iaunch of its new integrated AVOD/SVOD platform with radical evolution
of its content strategy with accelerated investment in AVOD continued

Colleagues: The Board considered the impact that this strategy would
have an colleagues, notably the new teams and additional capabilities
needed te bolster current teams to deliver Phase Two of our strategy,

through an assessment of the business' current bench strength, capabkilities

and skills with particular focus on the Technology and Product teams. There -
: was also aneed to continue to transform internal systems, processes and
~ behaviours to support an increasingly streaming-focused business. It was
. recognised that ITV's culture is key in having the right mindset and ways

" of working to achieve this strategy at pace. The Board alsc considered the

people impact of re-prioritising resaurces across the business to refocus
resources on the delivery of ITV's streaming ambitions.

Partners, customers and business relationships: The Board cansidered

the increasing amnunt af engagernent and collaboration the strateyy would

. require with platform owners, distribution partners, technology partners

and other PSBs (for content) - fostering business relationships with these key

i partners and ITV maintaining high standards of business conduct would be

* critical to the successful delivery of Phase Two of our More Than TV strategy.

. The strategy would provide advertisers with a more targeted offering at

i scale through a compelling streaming service. Strengthening cur streaming
. propaosition would provide viewers with a seamless experience, with a much
. stronger content offering. The Board assessed how the supercharged

: streaming proposition would be structured for consumers and how the

' proposition would be positioned and received within the streaming market,
i aswell as other aspects of the strateqgy such as consumer branding.

Maoving ITV's two London offices to Broadcast Centre

l o & @ M

' Directors’ consideration of key factors set out in section 172(1}

- Long-term impact: The Board considered whether the new proposed

. office space would continue to fulfil ITV's requirements over the long-term,

© bothin delivering run-rate cost savings and in giving the business

¢ flexibility over future London office space, while atso considering market

. uncertainties. The Board reviewed the key commercial terms of the lease,

© and the financials and accounting treatment to understand the financial

_ impact of the new lease and the phased move away from the current

. offices. The environment and options to increase and decrease floorspace
. in the future to determine flexibility in the long termwere also considered,

Colleagues: The Board believes the move to the new office spaceisin thebest |

interests of colleagues as a collective group. Bringing ITV's London-hased staff

- together into one location will help foster ITV's culture allowing face-to-face
. collaberation crucial for creativity and innovaticn, and being close towhere [TV ¢
" creates and broadcasts many of its biggest shows, Directors took account of :
. theimpact on their colleagues, and reviewed the mapping of staff journey

times, discussed the potential impact of higher rates of attrition and possible
difficulties with recruitment but the Board also recognised the consistent
feedback from colleagues that the new hybrid working style, balancing affice

~ based and remote working, was favoured by the majority of colleagues who

could work remotely, in considering this decision, Board members asked

- further guestions related to communications to colleagues regarding the

move and the hybrid working practices which ITV was already adopting.

Community, environment, viewers and subscribers: The Beard
considered whether ITY should consider reducing the size of its Londan
presence further and move more of its cperations outside of London.
However, given that Lendon remains the primary commissicning and

production centre for all UK channels and SVOD players, and the major sales

agencies and advertisers are predominantly based in Landon, a substantial
ITV presence in Londen was appropriate. The sustainability of cur sites and

buildings is now a key consideration when making decisions on office maves

and closures. The Board noted that the reduction in UK office capacity as a
result of this move would help facilitate our net zero transition.

- Board approval of the ITV Together programme, a global programme
focused on digital transformation of Finance and HR in four key areas -
How [TV is organised, cur processes, aur systems, and cur culture
Deep dive session for Audit and Risk Committee members on the TV
Together programme

Board's endorsement of investment in additional resource to ensure
the business has the required skills to deliver the supercharged
streaming strategy. For example, the Board supported the use of
outsourced resource {at higher financial cost) whilst the internal
Technology team builds its capabilities to the required strength,
rather than lose strategic momentum

The Board will continue to rnonitor the technology and product plans
10 build and roll-out the new service, including the role that ITV's
partners play in distribution of Phase Two of our strategy

Board support for managerment to supercharge ITV's streaming
propasition

Board support for the progression of, and investment in, innovative,
addressable advertising products

Increased engagement with partners, customers and business
relationships to ensure they understand what the supercharged
streaming strategy will mean for the business

Cutcomes of Board decision-making and other key strategic decisions

Following these analyses, the Board concluded that the move to
Broadcast Centre would be in the long-term interests of the Company
Consideration of property relocation cost savings as part of the 2022
budget and five year plan decisicn

Ongoing monitoring of the status of the property relocation project
and lease negotiations through regular Group CFC & CCO Board updates

The Directors plan to visit Broadcast Centre in early 2022 te meet with
colleagues and see the new Lendon office environment (prior to all
colleagues relocating}

The Directors are kept appraised of management’s communication and
engagement plans to help Londen colleagues with this change to thelr
warking practices and locatian

+ Ongoing two-way communication between the Ambassador Netwark
and Board, through the Warkforce Engagement Cirector, for example
on colleagues’ views on preferred working patterns and changes in office
space and location

Endorsement of the move included integrating London-based
independent production labels and delivering network connectivity
and techinfrastructure to suppert production

Caontinued efforts to reduce our carbon emissions and increase our use
of renewakble energy in our properties both in the UK and internatianally.
The move to the new office is estimated to reduce workplace carbon
emissions by around 40% compared to the previous site arrangement

" . Discussions with suppliers to ensure they are well placed to supportITV

at Broadcast Centre

Continued efforts to ensure sustainable practices and rminimise waste,
for example reusing furniture and equipment from current affices,
and efficient waste collection to maximise recycling and help meet
our Zero Waste target
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Non-Financial Information
Statement (NFIS)

The table below, and the information it refers to,
sets out our compliance with the non-financial
reporting requirements in accordance with sections
414CA and 414CB of the Companies Act 2006.

Environment

* Policies

"+ Qur Environmental Management Palicy
sets put our commitment tc Net Zero
Carbon, zero waste and a sustainable
supply chain by 2030

We are a signatory to the Task Force

on Climate-related Financial Disclasures

{TCFD), which provides a framewaork 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
with our 2030 environmental targets

Colleagues

!

i

Due diligence and implementation

+ We evaluate and manitar climate
change risks and progress against our
environmental targets through our
governance structure, whichincludes
the Climate Action Delivery Group,
and is referenced in further detail in
our TCFD report (see pagas 88 to 96)
Progress against our environmental
targets are reported to the Studios,
Media & Entertainment, and
Management Boards up to four times a
year, and annually to the Board. The Audit
and Risk Cormmittee also has oversight of
environmental matters (see page 134}
+ All colleagues are required to complete
rmandatary training on climate action

H

i Qutcomes of policies and related

KPIs

« Reducing ourimpact on the
environmentis one of the
pricrities of ITV's Social
Purpose strategy (see pages
48 to 55)

. Refer to page 52 for our
greenhpuse gas ermissions
data

+ We are members of the
albert directorate and
consortium, and committed
to reducing the impact of
production by ensuring all
the programmes produced
or commissioned in the UK
are albert certified

Related principal risks
{pages 72 to 87)

Climate changeis not
currently recognised as

a principalrisk, butis
categorised as 3N emerging
risk and kept under regular
review through our risk
rnanagement framework.
In 2021 we performed
climate scenario analysis

in order toidentify specific
climate risks for ITV. The
result of this assessment is
dJetailedin our TCFD report
on pages 89 to 92

§
i
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: Related principal risks

. Policies

- Qur Lode of Ethics and Canduct (Qur
Code) premates the highest standards
of ethical business, underpinning
our values and corporate culture

« Adherence is a key requirement of

our overall compliance framework

Qur Diversity and Inclusion strategy

is aligned with and supparts our

business strategy

Our employment and recruitrment

palicies are based on equal

oppottunities and non-discrimination,
and set gut our commitment to an
open and inclusive culture

ITV's Duty of Care Charter sets out

our commitment to the physical and

mental health and safety of ermployees,

participants and others we work with

TV has a ‘Speaking Up' framework for

anyane working for or with ITV to raise

concerns and grievances in confidence
fand if they wish anonymously), as well
as a freetancer complaints procedure

We also have policies on bullying,

harassment and dignity at work,

and grievances

T plo ooy LR 0w
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Due diligence and implementation

All colleagues complete annual
mandatory training aligned with

Our Code, which Board members
also completed in 2021

Our Code isreviewed regularly

Our Inclusion and Diversity Council,
chaired by the Chief Executive, drives

. Outcames of policies and related
o KPIs

the organisation’s diversity and inctusion :

agenda (see pages 54 and 55)

Progress against our diversity targets
arereported to the Studios and Media &
Entertainment Boards biannually, the
Management Board four tirnes ayear,
the Nominations Committee regularly,
and annually to the Board

The Audit and Risk Committee reviews
the Group's health and safety
procedures at least annually, and
receives reqular reports from the Duty
of Care Operating Board, the meetings
of which the Chair of the Audit and Risk
Committee attends

Qur Speaking Up framework is
maonitored and reviewed by the Audit
and Risk Committee biannually.
Statistics on concerns raised are
reviewed at each Board meeting

!+ In2027an all colleague

engagement suryey was
carried out, allowing us

to measure ergagement
across the organisation,
aswell as providing insights
inareas such as wellbeing,
inclusion and our strategy.
The results will inform
ongoing Board discussians
In 2021we launched a new
Speaking Up framework,
making it easier to raise
concerns and enhance {TV's
open culture (see pages 119
and133)

of the four priorities of [TV's
Social Purpose strategy (see
pages 48 to 55)

In 2021 we published our
Diversity Acceleration Plan
Report, one year on from
the launch of the Diversity
Acceleration Plan. This
reported on our successes
and new areas of facus,
which aligns with and
supparts our business
strategy {see page 54)

'

f

Diversity and Inclusionisone :

! (pages72to B7)

« Non-compliance with laws

and regulation is recagnised
as a principal risk with which
the Board has zerp tolerance
for known and deliberate
non-compliance. We
regularly assess potential
risks associated with
employee conduct and
ethics as part of our
compliance processes
Failure ta deliver our
Diversity Acceleration Plan
isnot recognised asa
standalone principal risk
butisrecognised as an
important factor within the
recruitment and retention
of talent principal risk and
remains under review,
monitored by the
Nominations Committee

- Failure to create the right

grganisational cuiture,
which allows colleagues to
speak up and deliver the

!

strategy (Risk 10}, and failure -

to extend an adequate duty
of care or @ major health and
safety incident {Risk 11) are
recognised as principal risks



Strategic Report

Social impact

. Policies

Social Purposeis a core enabler in
delivering partof ITV's overall strategy.
We use ITV's scale and creativity to
shape culture for good (not just within

¢ Duediligence and implementation

1
b
'

ITV but across the UK and other markets -

that we might impact). We have set and
published ambitious targets which align
to the United Nations Sustainabte
Bevelopment Goals (UN SDGs}

1 Policies

: . OurCode of Ethics and Conduct {Our

Code) promotes the highest standards
of ethical business and reinfarces the
importance of awareness of compliance
requirements and maintaining high
ethical standards

Our Anti-Bribery Policy sets out our
responsibilities and provides information
and guidance onwhat bribery is and

how to deal with bribery and corruption
issues. Those working for 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,EU or

UK government

Our Supplier Code of Conduct sets out
our expectation of our suppliers to
comply with all anti-bribery taws

Human rights
]

Policies

ITV is fully committed to ensuring that
we do not participate in the violation
of human rights and expects the same
of our suppliers. We are a founding
member of the TV Industry and Human
Rights Forum setup to identify and
proactively address labour rights issues
in the television industry and raise
awareness beyond it

ITW's Modern Slavery Staterment sets
out the steps taken to identify, address
and prevent modern slavery and
hurman trafficking in our business

and supply chain

Our Supplier Code of Canduct sets

out our expectation of suppliers to
protect humanrights of warkers and
communitiesimpacted by operations
and supply chains

H
]
i
]
‘
]
3
i

Anti-corruption and anti-bribery

We evaluate and maonitor atl aur Social
Purpose campaigns and progress against
our goals. 2021 carbon emissions data will
beindependently verified by a third party
ITV's Mental Health Advisory Group,
chaired by Ruth Davidson SMP, comprises
external expert advisers and ITV

representatives, and provides quidanceon

best practice for looking after the welfare
of peaple, productions and campaigns
ITV is a mermber of the Responsible
Media Fnrim

Progress against our targets and the
impact of our campaigns are reported
to the Management Board four times
ayear, and annually to the Board

Due diligence and implementation

All colleagues are required to complete
annual mandatory training aligned with
Our Code, and systems are in place
through the Speaking Up framework to
enable ernployees toidentify and raise
issues, including suspected wrongdoing,
fraud or malpractice in the workplace
Bespoke training on the Anti-Bribery
Policy is provided to employees working
inroles or territories at higher risk of
bribery and carruption issues
Campliance with the Anti-Bribery Policy
is kept under review and reparted to the
Managerment Board and Audit and Risk
Committee biannuaily

Bribery and corruption risks are

reviewed annually by the Audit and Risk

' Outcomes of policies and related

! KPls

¢« Our Social Purpose strategy
has four priorities relating to

Better Health, Diversity and
Inclusion, Climate Action
and Giving Back (see pages
4810 55)

The Social Purpaose strategy
is aligned to the UN 5DaGs.
ITV has identified SDGs 3, 5,
7,10,12,13 as thase where it
can have the maostimpact

i Outcomes of policies and related

KPIs

.+ We take a zero-tolerance

Committee, as is wider policy compliance

: Due diligence and implementation

- Ultimate oversight belangs to the Board

ITV’s Modern Slavery Steering Group is
respansible for averseeing madern
slavery risk management for ITV in

a manner that places concerns for
potential victims at the centre. It agrees
strateqgies for addressing key risks
identified and raises awareness among
ITW's decision-makers of labour rights
cansiderations and seeks their support
for appropriate initiatives

Our Modern Slavery Statement is

reviewed by the Board on an annual basis

approach to bribery and
corruption and are
committed to acting

. Related principal risks
© (pages72to 87)

© . Soclal impact matters are

not considered tobe a
standatone principalrisk,
however social impact
matters which influence
other principal risks are
detailed in our Risks and
Uncertainties reparton
page 75

: Related principal risks

. (pages 72ta 87)
i+ Legalandregulatory

professionalty, fairly and with

integrity in atl our business
dealings and relaticnships
wherever we operate, as
well asimplementing

and enforcing effective
systems to counter bribery
and corruption

Outcomes of policies and related

KPIs

« Noincidences of human
rights abuse or modern
slavery have beenidentified

of Ethics and Conduct,
explaining ITV's aim to
address and identify risks of
modern slavery. We also
launched a procurement
process and Supplier Code
of Conduct whichinclude
expectations of suppliers in
regards to humanrights and
tabour. Suppliers are
required ta understand and
address the risk of modern
slavery in their operations
and supply chains

non-compliance (including
with the Bribery Act 2010)
is recognised as a principat
risk {Risk 12). We have a
compliance programme in
place to mitigate the risk of
bribery, which is articulated
in our Anti-Bribery Policy

. Related principal risks

(pages 72to 87)

*« Legal and regulatory

In 2027 we evolved Our Code

non-compliance (including
labour rights issuesy is
recognised as a principal
risk {Risk 12) wit the Board
having zerco tolerance

for known and deliberate
non-compliance. We have
a cormnpliance and risk
management framewaorkin
place to identify potential
risks and mitigate these

i
i
i
i
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Risks and Uncertainties

Ty operates in a rapidly changing Risk management framework
business snvirenment, Viewsr
behaviours, matroeconomic rands,
competiters and the broader lvdustry

The key objective of our risk management framewark is to support the achievement of
our strategic goals. The framework seeks to drive clarity and proactivity and enable us to

are evalving rapldly. creating an respond to threats, by defining the required governance, process and enablers for effective
invregsingly complex rlscans, risk management at ITV.
We understand that taking ertain Governance Process Enablers

rishs is unaveidable, and necessary,

to enable us 1o continue to produce
and broadoast market-leading guality
cenfent snd achisve our stiategic
gonls, However, we miust also
adequately manage and respond (o
visks which vepresent a threat to our
reputation, operations, finanges, ang
tha safety of our staft, contributors
and the environment. Qur continused
suceess iz dependent on striking tha
right balanee belween risk-taking
andg risk-mitigation,

Boardand .
Executive
sponsorship

- Risk culture
Do ang
accountability

Risk -
Mmanagement
systemns and
. Process |

ALiTY the Poard actively promotes

= cuiture whare risk managament is
not soen 1o be & procvess that stifles
creativity, but rather one i wiich risiy
can. and shouwld, be taken to achieve

Threelines of -

cur goals, providing they ars justified, Principal Emerging Business dafence and
actively managaed andsor treating Risks Risks Risks ASsurance -
apportunity 1TV s visk jnanagerment . e
Framewark ¢ da dfasuppont

strategic and operational devision-
making by providing TV with the
eols to ideotify, manage amd monitor
these risks,

Enhancing risk management

We are continually iterating and enhancing our risk management framework to respond
to developments inside and outside our business and meet our objectives.

Key enhancements in 2021 Building on these priotitiesin 2022

«+ Continued to embed risk management culture and awareness within and across Building on the successes to date to further develop risk

the business management capability and processes within the newly

+ Refreshed the Code of Ethics and Conduct, and Speaking Up policies and created Media and Entertainment division
processes, to better communicate and moenitor compliance and conduct matters + Enhancing compliance monitoring and reparting across the

+ Performed a number ef deep dives with management, the Audit and Risk business, in (ine with refreshed Cade of Ethics and Conduct
Committee and the Board, to further scrutinise principal risk mitigation and + Increasing visibility and oversight over Studios International
compliance with risk appetite (detail of the deep dives comptetedin 2021 are operational risks and ongoing management of those risks
outlined within each principal risk identified on pages 76 to 87) - Improving risk appetite reporting, including developing

« Developed quantitative risk appetite metrics for key operational risk areas to quantitative risk metrics to monitor key strategic and
better monitor compliance ernerging risks

+ Reviewed the existing crisis management framewaork, taking intc consideration + Reviewing business continuity and resilience measuresin
learnings from COVID-19 and the M&E restructure key operational and central functions areas

+ Performed climate scenario analysis to better understand and quantify climate « Developing the second (ine assurance over the financial
related risks and our resilience and technology controls environment

+ Initiated projects to further enhance our financial and technology controls + Ensuring the smoath transition of Internal Audit to our
environment new provider

« Perforrmed a robust review of interconnectivity of data relatedrisks, taking into - Further enhancing the process to manage the
accaunt strategic changes, security, data governance and privacy interconnected data related risks

TN e ool
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Risk governance structure

The Board has overall responsibility for ensuring that ITV is appropriately identifying and managing the risks the business is exposed ta. The Board
is supported by the Audit and Risk Committee, which oversees the effectiveness of the risk management and internal control environment, and
Management, who implement the necessary risk mitigation and internal control plans to ensure the Group is operating within the tolerances of
the Board determined risk appetite.

Board Audit and Risk Committee
L} . ]

-+ Sets strategic objectives « Setsour strategy cnrisk and + Ensures the effective operation Has responsibility for:
+ Reviews and evaluates principal establishes tolerance levels of the risk management : « Overseeing and advising

risks and uncertainties and risk appetite framework and internal the Board onrisk exposures

control systems and future mitigation strategy
» Reviewing the effectiveness
N of the risk management

framewark and internal
control systems
Conductingin-depth reviews

Management Board

Has responsibility Tor: Serious control weaknesses « Continuously reviewing risk . . R
' . ) of high-risk business areas
+ The development and operation (if any} are reported to the exposdre and ensuring that 6 OF Brocesses
of the risk management Beard and action is taken decisions taken are inline Setpt!'n the internal audit
framework and systems of as appropriate with the arganisation’s risk lan tfgain assurance of
internal control, including: + Routinely reviewing and appetite and within the defined She effectiveness of key risk
- Reviewing and manitoring challenging risks, risk assessment tolerance levels .
) . . e . : L o controls and mitigations
the effectiveness of internal ratings and mitigations, including - Reviewing emerging risks Lo .
L + Reviewingimplementation
controls and putting in place relevant reports or other . . .
) ) .. of internal audit actions
remadial plans where required. performance indicators

Overseeing and monitoring the
business’s compliance with the
risk appetite set by the Board

jisional Boards and Central Functions . Details of risk reviews undertaken

during the year are set outin the

Zions, including relevant implementation of key group Audit and Risk Committee Report
or other performance policies and procedures within the Governance section of
rs + Reviewing emerging risks the report,

Reviewing local policies and identifted through the risk

+ Routinely reviewing and maonitoring the local management framewark
challenging risks and

Group Risk Function Key

L

Has responsibility for: » Coordinating all risk - supparting and advising the . ‘

« Maintaining therisk identification, reporting and business on the development 9 Directlon and Management
management framework, governance forum activity, of risk management solutions Reporting and Escalation
systems and processes and ensuring consistency in approach
supporting management in - Developing risk capability and -} Advice and Qversight
its adoption and embedding culture in the business

Three lines of defence

© The threelines of
defence modelis
a care enabler within
our risk management

- framework and

~ provides ongoing
assurance over the

2y tiz Dversight over principal risks

e Dnenrikiee s Oversight over risk management framework

F AT G

i: Qversight over all business risks

effectiveness of our AN Reparting /N Reporting - AN Reporting
risk management : '
activities and B e URUTETIORT TN ) D Groug Sisk and Uenteal 9 prteriat At rher asaurenze
internal controls e 1. Divisions and Central © Banvtions: Where relevant, | Bevide s Provides independent
enviranment. Functions identify, assess and Risk  Group Risk and Central Functions Risk * assurance over the effectiveness
manage risk on an ongoing basis, ' support the business in their risk - of the Graup'sinternal control
including mainterance and management activities. They are © systerns and risk management
operation of the internal cantrol responsible for setting poticies processes. The internal audit
. framework to mitigate key risks. . related to their remit, monitoring . planis driven from ITV's risk
These risks are reported and . application of policies within the . management framewcrk and
~ escalated through the risk - business and advising the business . Is aligned to auditable elements
governance structure. " onrisk mitigations. * of the Group's principal risks.

TV ple Anauai Do ond & onente P02 73
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Risk appetite

The Board has developed statements that
define our risk appetite for each principal
risk and across other key areas, to better
focus risk management activities and help
the business strike the right balance
between risk taking and risk mitigation.
This includes, but is not limited to, liquidity,
acquisitions, data privacy, business
continuity and resilience, and people and
culture. Cur risk appetite reflects ITV's

Principal risks.

As part of our risk management framework, we have a process to
oversee all risks which may threaten 1TV, with particular Board scrutiny
over our principal and emerging risks, Rl risks are assigned a risk
owner responsible for monitoring and implementing mitigations, with
principal risks owned by a member of the Management Beard, who is
responsible for monitoring and implementing mitigation on an ongoing
basis. The risk owner is also responsibie for identifying any potential
opportunities associated with the risk and capitalising on those as
appropriate. The principal risks are reviewed on an ongsing basls

by senior management, subject to periodic deep dives at the Board,
Audit and Risk Committee, Management Board and Divisional Boards,
and are formally assessed by the Board twice a year.

CoVviD-19

willingness to be innovative and open
to new ideas as we pursue our strategy,
whilst maintaining our low tolerancein
operational areas such as campliance,
duty of care, cyber and data pratection.

During 2021 we focused on educating

the business an the risk appetite and
developing quantitative metrics to help
us focus on areas of high risk that are
operating outside of appetite. In 2022, we
intend to build on this work by enhancing
our risk appetite reporting, toc better
support the Board's roles in monitoring
compliance against risk appetite.

Last year we included a new principal risk relating to
COVID-19, which reflected both the wide ranging impact
the pandemic had internally on our financial position
and operations, and the broader implications in the

S

' macro-economic environment and viewing habits. Despite the

© unprecedented challenges presented by the ongoing COVID-19
. pandemic, we have recavered well with the highest Media and

- Entertainment revenue in our history and Studios revenue set

i torecover in 2022. We have focused on increasing the resilience
" of our operations and developing innovative procedures to

. continue filming during the pandemic.

Brexit

However, there is still some uncertainty and COVID-19 remains an
operaticnal risk to our business. We provide an overview of the
operational risk factors related to the pandemic below, including,
where appropriate, additional context in each principal risk, to
reflect the acceleration of those risks as a result of COVID-19.

Ve We continue to monitor the risks associated with the
**317 , UKswithdrawal from the EU in 2020, Whilst the

LA development of a deal between the UK and the EU went

a considerable way to mitigating this risk, there remain

some uncertainties. There remain operational challenges
associated with the free movement of people and goods/services,
impacting both our productions and supply chains. These risks are
largely mitigated within ITV, however, we recognise that challenges
continue to impact our advertisers and contribute to broader
macroeconomic risks which may impact our Commercial revenue.

e ITV phe vl B0p e s Do Lr e 000

There has been renewead attention in some guarters inthe EU on
the qualification of UK content as European works. There is a risk
that UK content might no longer qualify as European works (in
whole or in part) for the purposes of EU TV and Streaming quotas,
which may impact the demand for UK made content including
that made in the UK by ITV Studics. We are currently monitoring
developments in this area and engaging with the European
Commission, some EU governments and others on the topic.
Where relevant, we have provided Brexit commentary in each

of aur principal risks below.
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Woe define emerging risks as uncertainties which ariginate from

 known or previously unconsidered sources, and which are not clearly

- understood, visible or possible to fully assess. These risks could impact

. ITV over a longer period and have the potential to significantly impact
our business modet and/or operations.

Enviraonmental, Social and Governance (ESG) issues

ESG matters underpin puverything we do and are core to
our Social Purpose strategy. We understand that purpose
driven organisations are more resilient to external
threats and therefore we need to have strong risk

. management processes around emerging ESG-related issues.

. We recognise the climate crisis and the risks and opportunities

" it poses for ITV. In 2021, we significantly increased our focus on

. environmental risks as part of our work on TCFD. We completed
i climate scenaric analysis, across high and low carbon scenarios,
. and our assessment suggests our strategy remains resilient to

. therisks posed by climate change and environmental changes.

. However, we recognise there still remains uncertainty around

the potential significance, impact or timing of these risks and we
continue to categorise climate change as an emerging risk for ITV.
Further detail on the risks and opportunities specifically related to
climate change are provided in our TCFD report page 88 to 93.

. As apublic company, ITV is particularly exposed to societal risks,
" Conversely, we are uniquely positioned ta use cur scate and

- visibility to increase awareness around social issues. Failure to

- recognise and respond to social issues may impact the relevance
- of our content and, in turn, cur viewing. In addition, failure to
~implement processes to address socialinequality within our

. business may result in ITV being perceived as a less attractive

" employer and impact our ability to attract and retain talent.

. Our Social Purpose strategy and internal values are centred

. around using our platform to educate viewers, our colleagues

i and the general public on social issues. Please refer to page 48

' to 55 for further information on the work we are doing as part

© of our Social Purpose,

The Board and Management are responsible for identifying emerging
risks and ITV's Group strategy and Risk teams support this by
undertzking horizon scanning, maintaining ongoing dialogue with

the business and keeping up to date with wider market developments.
Emerging risks are tracked and escalated through the risk management
framework and are formally assessed by the Board twice a year. Our
key emerging risks fall into the Environmental, Social and Governance
categories, In addition, we closely monitor the technological
environment to understand how disruptive technology creates
emerging risk and opportunity for our business.

ITV is committed 1o implementing the highest standards of
corporate governance, in order to provide transparency to our
shareholders and wider stakeholders and to ensure we remain
compliant with laws and regulations. We recognise failure to
implerment adequate corporate governance standards may result
in failure to attract investment and impact how our businessis
valued. For further information, please refer to our Corporate
Governance report at page 104.

QOverall, whilst we do not categorise ESG as a standalone principal
risk, which could materially threaten our viability or strategy, we
recognise that ESG matters need to be considered as part of cur
everyday activities and are intrinsically linked to many of our risks,
These risks are identified and managed through our existing
bottom-up risk process, with escalation to the relevant board

as required. Importantly, alt these emerging risks also present
opportunities for aur business, therefore we manage themin

a way to enhance our brand and perception in the market.

Where relevant, we have provided ESG commentary on each

of our principal risks below.

TV phc & vae e 10
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Link to strategy

Expand

Gpstimise

Principal risks and mitigations

UK and globat production

Risk direction af travel
(after current mitigations)

0 Riskis increasing
o Risk is reducing

Principal and emerging risks

Indicates where there
are COVID-19 related
factors, whichmay
influence the risk.

indicates where there
are ESGrelated
factors, which may
influence the risk.

Indicates where therg
are Brexitrelated
factors, which may
influence the risk.

RS @ Risk remains static

N.B. - Risks are grouped by category and are not disclosed in order of impartance or significance

Strategic/Financial, External risks

External business environment risks, including macroeconomic, socio-political or market changes, that may impact iTV's financial position or

strategic vision

1. Changing viewing habits

Link to strategy .

. Description

. Afgilure to

' anticipate or

" respond to fast

_ changing viewer
habits and
behaviours may
impact total
viewing and the
success of our

channels/services.

TVple - o

Context

Content is now available across many different

devices and platforms, which is impacting how

viewers consume video

Viewers are watching less linear television and are
increasingly accessing content through Streaming
services

Qur advertising revenue ang continued successis
dependent on being able ta retain viewers and increase
the volume of content they consume on Qur services

- Changes in direction of travel

COVID-19 accelerated some of the changes
inviewer habits that we had started to see
prior to the pandemic. The growing level of
competition for viewer attention, coupled

©

" with the acceleration of video on demand viewing (even
~ amongst traditicnally linear-skewed viewers) has resulted

in this risk continuing to trend upwards.

Management Board owner: Kevin Lygo

Mitigating activities

Our strategy is focused on enabling our audiences to
access gur content wherever, whenever and hawever
they choose to watch. This involves continuing to
broadcast great content on our channeis to encourage

© mass sirmultaneous reach and focusing on accelerating

1 our Streaming strategy, with a new proposition, ITVX,

launching in 2022,

The new vision for Streaming will focus on developing
aleading vOD platform in the UK, driving greater value
for viewers, advertisers and ITV through a stronger
integrated propasition. We aim to do this by: capitalising
on the success of ocur ITV Hub, ITV Hub+ and BritBox UK;
increased digital-first cantent imvestment; strong user
experience; using data to drive viewing; investrment

i inmarketing; and developing a brand which attracts

VOD-first viewers. Through this, we will offer advertisers

. premiurn addressable audiences at scale in a trusted,
> brand safe and measured environment through Planet V.

' Qur strategy also involves investing in alternative media
" products to more effectively cormpete for non-viewing

time and allow viewers 10 engage with the ITV brands
and formats in different ways. This includes investingin

- gaming, short form content and podcasts.

" Board oversight
- Reqular updates on viewing figures and evolving viewer ~

behaviours at the Board

H
1

'
5

Risk
direction
2021

1)

;2020
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2. Advertising market changes

Link to strategy

Description

. Ongoing changes

- in the advertising

© market may result
. in reduced demand
P forITV's

. advertising

products and

. alonger-term

decline in
advertlsing
revenue.

Context
N We have noted significant recovery in the
* P n N
o 5, TV advertising market; however, significant
ERka : . .
* ;“* « downturnin the economy, driven by Brexit,
.

COVID-19 and/or other macroeconomic factors

© may impact advertiser spend.

+ Anincreasing properticn of advertising budgets is being
spentondigital cfferings and with media owners with
advanced features, such as audience attribution

Certain sectors are either already or may
become subject to requlatory advertising
restriction, impacting the advertising they can
place with ITV. Particular industries which are
at higher risk of advertising restrictions are: gambling,
and feod and drink. In addition, we are monitoring the
patential for advertising restrictions on high-carban

- emitting 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,

Management Board owner: Kelly Williams

Mitigating activities

We continue to closely monitor the economic
environment and track the potential financiat impact
on advertising revenues.

Our Commerdial strategy is focused on demonstrating

. the benefits of advertising on ITV, whilst seeking to

. increase awareness within growing sectars, We continue
© toinnovate our solutions to compete with digital

;+ offerings, including by investing in enhanced

i addressablilty. ur blanet V product provides advertisers

. an easy to use, self-service platform to deliver highly

targeted ads on gur Streaming products, Gur new
Streaming strategy seeks to deliver a more compelling
propositicn for advertisers seeking to reach an
addressable audience at scale.

In 2021, we also launched ITV AdLabs which seeks to
offer advertisers innovative products, such as metaverse
solutions. During 2022, this will also involve investigating
options o deliver linear addressable ads.

We monitar the requlatory landscape and engage with
the UK government to understand and lirmft the impact
of advertising restrictions on cur revenues. Specifically,

- inrelation to the intended ban on advertising for high
¢ fat, sugar and salt products, we are assessing the

potential financial impact and identifying approaches
to mitigate the lass of revenue while we wait for

- further details on the scope of the ban and timing of
. application. More broadly, we seek 1o use cur content
' to educate our viewers on social issues, such as healthy

foods and the environment,

' Board oversight
. + Strategy session with the Board on our Commerdcial

strateqy, in light of this risk {fuly 2027)

TV ple oraA et oy ae
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3. Evolving demand in the content markets

Link to strategy .

. Description

© Fundamental

: changes in the
. content market
. may result in

. reduced

' opportunities,
. non-renewal

- of premium

pragrammes, and/
or impact the

. profitability of ITV
. Studios content.

© Context

Production has now resumned globally, however,
it remains operationally challenging and more
expensive as a result of COVID-19.

The demand for content globally continues

' toincrease, in particutar fram SVOD buyers. However,
. market competition is intensifying and recent large

;. mergers in the media market represent both a threat
and an apportunity toITV.

i« The profitability of the Studics business may continue to

be impacted by buyers seeking better terms on pricing
and rights and increased costs of production as a result
oflimited resources and new ways of working during
COVID19

Caosts associated with carbon affsetting and
new technologies to reduce the environmental
impact of our productions may also impact
margins in the future.

There also continues to be some uncertainty
around the longer-term gqualification of UK
made content as EU works for EU TV and
streaming quotas, which could resultin

" reduced demand for UK content.

- Changes in direction of travel

- The global demand for content remains high and we

: are able to use our scale to support us manage the risk
i assocfated with the rising cost of production, resulting
©in this risk remaining static.

4. Platform relationship risk

Management Board owner: Julian Bellamy

{ Mitigating activities ; Risk
i direction
ITY continues to implement COVID-19 secure protocols, 0 2021

which allow us ta continue producing during COVID-19
whilst protecting those involved on our programmes.
These protocols support cur production resilience and )
can be rapidly flexed to respond to the evolving situation. :

We are also growing and maintaining relationships with

1 adiversified set of local and global customers, with ;

varied business models. Qur strategy is focused an ;
growing the volume of drama hours we proguce and
increasingly working with SYOD customers. We have
continued to invest in developing and attracting creative
talent in order to ensure we can continue to provide :
quality content to these customers. i

We believe that by taking action now to reduce the
environmental impact of aur productions, we are
mitigating against longer-termincreases in costs e.g.
arising from carbon taxation or higher prices of fossil
fuel. From a cost perspective, we are also continually
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 optimise filming.

We are assessing the implications in relation to the
qualification of UK content as EU weorks, whilst we
await further detail on the potential measures. |

Board oversight
~ Strategy sessjons focused on [TV Studios, and response
to risks and changes in the market

Link to strateqgy

Description

. An inability to

develop and

© maintain adequate

relationships with

 major platform
* and distribution

feal
[

providers may
result in viewers
beingunable to
find our content
and lack of fair
value for that
cantent.

TV pic o

Context

- Video contentis viewed across awide variety of
platforms and devices and ITV neeads to work with
these platform providers to ensure viewerscan
continue to find ITV content whenever and wherever
they choose towatch

« As aPublic 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 naw or will choose to consume ITV content.

- The PSB ecology is integral to the broader society in the
UK and a lack of regulatory intervention to protect this
ecalogy may thraaten this wider societal benefit. There
is a risk that global platforms may use their scale and
influence to limit the visibility and prominence of PSB
content and/or the value P5Bs are able to take from
the content PSBs distribute an their platforms

Changes in direction of travel

During 2027 we finalised long-term deals with both

Sky and Virgin Media O2 which supports mitigation of
this risk in the mediurn term. However, as we develop
our Streaming proposition we need distribution
arrangements in place to ensure the praductis available
on as many platforms as possible.

Management Board owner: Chris Kennedy

Mitigating activities Risk
direction
Qur alm is to allow viewers 1O access our content, 201
wherever, whenever and however they choose towatch - 0
and this is uriderpinned by a defined partiership and :
. distribution strategy, which has been further developed ‘

¢ throughout 2021. We will continue to focus on thisas a

- 2020

priarity as we deliver our enhanced Streaming strategy.

" We have a dedicated teamn that has developed

relationships and commerdcial arrangements with all

: the major distribution providers and TV platform/device
" manufacturersin the UK, This team is alsc responsible

for inputting into praduct and commercial decision-
making, to confirm iTV remains an attractive proposition
from adistribution perspective. We are therefore ina
position ta negatiate the prominence and monetisation
of ITV's content on their platform/devices.

- We also continue to actively participate in dialogue
- with Gfcom and the UK government regarding the
- modernisation of the PSB regulatary regime and make

the case for addressing the key areas of inclusian,

" prominence and fair value.

~ Board oversight

« Ad-hocupdates on partnership and platform
developments
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5. Pension deficit increase

Link to strategy o

_ Description

A financial crists

. OF Macreeconomic

 change could

. impact the value

. of pension scheme
investments and
liabilities and

. increase the

 deficit.

Context

Changes in credit spreads could result in material
movernents n the Group's defined benefit pension
scheme liabilities

A major changein longevity, investment values orin
the discount rate affecting the value of liabilities could
have a materialimpact on the net pension liability. ITV
may need to respond in such an event by increasing
future contributions

fhanges in direction of travel
The pension scheme trustees' approach has
% always been focused on taking a conservative
¥ approach te limit the impact of uncertainty.
’ Therefore, the wider implications of the
economy have notimpacted the value of the scheme
significantly or our ability to meet liabilities.

6. Regulatory policy changes

Management Board ownet: Chris Kennedy

Mitigating activities

The pensicn scheme assets are invested in a diversified
portfolio, with 2 significant praportion held in lower risk
bonds, withinterest rate and inflation hedging in place,
designed to match the cash outflows of the scheme
liabilities as far as possible. We have worked with the

pension trustees to manage contributions to the pension | .

schemes through a series of asset backed arrangements.

Increased monitoring of the pensioner pepulation and
mertallty rates of the schemes has taken place to assess
the Ukely risk of a mortality shock as a result of COVID-19.
This would resultin a requirement to increase collateral
in relation to the longevity swap and restrictions on the
preferred investment strategy. However, a mortality
shock would also reduce the scheme's liabilities, partly
offsetting the risk of the deficit,

Board oversight
+ Annual pension pracess and controls review at the
Audit and Risk Committee (September 2021)

Risk
direction
201

@

;
i 2020

L

Link to strategy .

. Description

. Changes to policy
. and regulation, or
a failure by the
UK government to
. regulate, may have
. anegativeimpact
" on the future of
" public service
_ broadcast, our
business model
and/or the cost
of operations.

© Context

«+ Public service broadcasters (PSB) requlationneeds
refarm to respond to changes inviewer behaviours
and the increasing scale of digital media companies.
The cutcome of the ongoing PS8 regime review
presents bothrisks and opportunities for ITV's
business model and strategy

Changes in advertising regulation for

certain sectors may have a negative impact
on the revenue we are able to generate from
these sectars.

The agreement of a deal between the UK

and EU has gone same way tc managing Brexit
uncertainty. However, there continues to be
some uncertainty around the longer-term

" qualification of UK made content as EU works for EUTV
* and streaming quotas, which could result in reduced

demand for UK content.

Other areas of requlation and policy which
could have an impact on our business include
sustainability, child pratection, broadcasting
regionality and longer-term regulation in
relation to pandemic preparedness.

Changes in direction of travel

Reform of the PSB regime remains a significant
uncertainty and critical component to angoing protection
of the PSB ecology, resulting in this risk trending upwards.

Management Board owner: Magnus Brooke

Mitigating activities

We have an experienced Policy and Regulatory Affairs
team that monitors for potential policy, legal and
regulatory developrnents. We have a systematic
approach to analysing the impact of potential
changes and are preactive in putting forward our
position during the development of new policies,
legislation andregulaticn.

We continue to engage with the government and
requlators on the PSB regime and many other tepics
affecting our industry. This inctudes collaborating with
other organisations in the industry, where appropriate
in line with competition law and aligning objectives.

Qur Social Purpose team works alongside the Policy and
Requlatory Affairs team toidentify regulatory changes
related to the environment/sustainability and to
support the business implement processes ta comply.
This included advising the business onrequirements

far TCFD, of which we were an early signatory.

- Board oversight
* « Reqular reports to the Beard on PSB reform
.« Regular updates on emerging regulation in light

of COVID-19

TV pic Ao
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Link to strategy
i Description

© Failure to sustain
{ adiversified :
- commissioning and -
. content strategy ‘
. thatisresilientand :
‘ financially viable |
. may reduce

: profitability.

; ln_tgrn_aucﬁ_ang'_e risks

7. Content pipeline risk

;. Context

« Inorder to protect viewing and, in turn, advertising

reveriues, we must develop a content pipeline that
is both resilient to changes in viewer preferences
and is financially viable. In particular, we must
commission programmes with broad appeal that
attract younger audiences

« Qur Streaming strateqy requires us to invest in more

content and we must balance these rising costs with
the need to grow viewers on those products

The public response to the Black Lives Matter
rnovement has further highlighted the need
to respond toincreasing scrutiny of on-screen
diversity. Furthermore, we also need to be

. conscious of the environmental impact of our

programming and how environmental behaviours
are presented in our content.

Changes in direction of travel

. The cost of cantentis increasing, as a result of increased
* competition due to more players entering the market.

. This, coupled with the need to secure greater numbers

© af cortent hours for our Streaming proposition, resutts

: inthis risk increasing.

Py ple w7 oo

Internal risks, inciuding culture and capability, that may impede the achievement of strategic and/or operational change goals

Management Board owner: Kevin Lygo

i Mitigating activities

* within our Broadcast business unit, cur commissioning
- focus remains on mass simultaneous reach and
identifying programmes and formats which have

© national appeal, led by our experienced Commissioning
" team.In order to increase the resilience of our pipeline
. and reduce our reliance on historically successful

. programmes, we continue toinvestin new premium

. formats, live sports and high-end drama.

. AContent approach has been developed aspart of the
¢ launch if ITVX, and will focus enimplementing the

. content strategy needed to attract and retain viewers
© oniTVX, including content acquisitions, original
commissions and content windowing approaches.

. We also have dedicated Research and Data teams, who

: provide insight on audience preferences and {n 2021,

. we also Invested in data products te provide enhanced

" insightinto our Streaming viewing that is used toinform
our content strateqy. This data is supplemented with
BARB data, which captures linear, BvOD viewing and has
i beenextended to also cover SVOD viewing.

. we have developed a Diversity Acceleration Plan which
" aims toimprove our on-screen diversity, develop a

. representative talent pipeline and better represent

i all communities in gur programmes,

~ We are also committed to reducing our enviranmental

" impact and communicating the need to respond to

- climate change to cur viewers. In 2021, we along with

- other broadcasters signed the 'Climate Content Pledge'
which gutlines principles that we will cemmit to in order
to help our audiences engage with this topic.

Board oversight
-« Sessions on Content strategy in light of this risk
{December 2027

» Risk

5

¢ direction
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Link to strategy

Description

. Qur Streaming

" products do

' not grow at the

. pace required

- to deliver the
desired strategic

- or financial

" outcomes.

8. Insufficient growth in our Streaming products

. Context

The video Streaming market is a highly competitive
market, bothin the UK and internationally

We have launched a new Streaming strategy and the
success of that strategy is dependent cn maximising the
number of viewers on our Streaming service, the volume
of content they view {consumption) and successfully
converting a propertion te paying subscribers and
subsequently retaining them

We must also manage the significant detivery and
change risks asseciated with delivering the new product
ontime and to the right quality

our Streaming services

Changes in direction of travel

TV is pursuing Streaming growth strategy In acompetitive
. market and recent mergers in this market have intensified
. competition, resulting in this risk trending upwards.

Management Board owner: Rufus Radcliffe

Mitigating activities

We are significantly investing in supercharging our
Streaming strategy and have developed arobust
roadmap to deliver our integrated AVOD/SYOD service,
ITVX, to the marketin Q4 2022.

! ITVX cantent will reftect our digital-first strategy and
+ will be AVOD led, with a compelling SVCD proposition.

The new Streaming proposition will drive viewing
amaongst younger and VOD-leaning audiences, that
rmay not otherwise engage with ITV content. We have

developed an extensive data-driven marketing plan,

o o ! toi fth in the L
We need to maintain strong relationships with platforms oincrease awareness of the productin the lead up to

and distributors to maximise the availability and reach of

launch inQ4 2022,

We wilt invest heavily in content through both
acquisitions and ariginal commissians for Streaming.

Our content strategy for Streaming alsoincludes
creative ways to deliver this content, including curated
collections, fast channels, streaming exclusive premieres
and simulcast/lve viewing.

We have developed a product and technology
workstream, to deliver a compelling user experience
and functionality. In agdition, we continue toinvest in
data to improve the user experience, drive viewing and
maximise revenues.

In order to extend our reach, we are developing
distribution deals to rmake our products available

on a growing number of major platforms and devices.
We have also aligned our Commercial and Streaming
strategies to ensure improverments for advertisers are
a central part of the strategy.

1 We have revised KPIs to track and evaluate the
. performance of aur Streaming strategy and will both
© monitor these internally and report them externally.

. Board oversight
: + Board strategy sessions on Streaming,in light of this

risk {July and Decernber 2021 and January 2022)

TV pte Lo Moot s
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Description

Failure to

_ successfully

~ deliver key

‘ compoanents of

' our strategy
and digital
transformation,

. due to the speed
and extent of
change required,

_ may negatively

' impact our

" business.

R T pie

9. Strategic and digital transformation risk

Link tq strategy .

. Context

Digital transformation underpins all elements of our
strategy and is a key enabler for increasing operational
efficiency. Failure to effectively deliver digital
transformation projects could impact iTV's ability ta
keep pace with changes in the market and ultimately
future growth

As we digitally transform the business, our exposure to
cyber security and data privacy risk increases, We need
to manage these risks in order to protect our viewer and
staff data and protect our operations. For further detail

and data breachrisk and the {egal and regulatery
non-compliance risk below

COVID-19 has resulted in an acceleration of
previously observed viewer trends and the
need to increase the pace of strategic delivery.
This requires significant alignment and effort

across the whole group,

' Changes in direction of travel

. We have initiated a significant number of strategic and

) digital change pragrammes within the year, which

" increases the level of delivery and execution risks
resultingin this risk trending upwards.

Management Board awner: Daniel Colton

Mitigating activities

¢ Despite the challenges presented by COVID-13, we have

cantinued to successfully deliver against our strateqy.

¢+ Our strategy is articulated through defined strategic

. initiatives. Each initiative is sponsored by a Management

Board member and ted day-to-day by a member of
the ITV Executive Leadership Team, We have formal
processesin place, led by the Group strategy team, to

i report menthly on the performance of each of these
. initiatives to the CEC and Group CFO & COO0,

) I . ! We have developed a Transformation Management
on these risks and mitigations, refer 1o the cyber security ; P g

Office, reporting into the Group Strategy &
Transformation Director, that is responsible for
supparting transformation and monitoring the
associated delivery risks across the business. Forums
are in place to discuss risks associated with digital
transformation activity and suppart with managing
interdependencies, prioritisation and change

| management to ensure we are Committing to
. armanageable level of change activity. Key actions

andrisks from these meetings are alsoreported to

" the CEQ and Group CFO & COO.

; Underpinning this, we have Management Board

spansors and Steering Groups in place for each major

¢ transformaticn programme, with responsibility for
i reviewing the progress, challenges and delivery risks
i associated with each programrme.

Board oversight

'+ Deep dive session with the Board on execution

and delivery risks associated with the strategy
and transformation agenda (July 2027

i

:

Risk

i direction
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Link to strategy .

. Description

Failure to evolve
the underlying
culture of the

. business may

" resultin an

* inability to deliver
" the level of change

. required to achieve ° . . - L
q + demonstrates a pasitive shift towards moving to a digital

" our strategic
. objectives.

10. Insufficient cultural change

. Context

« We could be negatively impacted if we fail to create

: Changes in direction of travel

¢ We have taken many steps to move towards our cultural

- vision, including the organisational restructure. As a resuls,
¢ thisrisk remains static.

the agile and collaberative culture required to deliver
our strategy

QOur culture needs to support agility,
collaboration and openness to new initiatives.
During COVID-19, we have seenincreased
adoption of digital tools in the business, which

culture. | lowever, thererernding d risk thai the protracted
period of home working may lead to silced working and
impact collaboration.

! » Thereis arisk that engagement and morale may be

negatively impacted by fatigue as aresult of home
working and the level of change being pursued by
the business

Management Board owner: David Osborn

© Mitigating activities

Regular meetings focused on cultural and strategic

" topics take place with the senicr leadership teams, who

i areresponsible for cascading key messages to their
teams. We also hold reqular CEO-led vodeasts and onling
- events.In 2021 we held our first series of ‘Fast Forward'

- events focused around digital transformation, which

- aimed to inspire colleagues and alsc improve

" understanding around what digital transformation

~ means for ITV Feedhark from thase events was very

\ positive and we intend to hotd further events in the

future. All of these initiatives are focused on ensuring
that the culture we are aiming to create remains visible
ta, and resonates with, our colleagues.

; In 2021 we completed a full Engagement Survey.

Learnings from this have fed intoc short-term acticns

. and longer-term improvement plans.

The Board undertakes a formal programrme of employee
: engagement {led by a Non-executive Director),in order

! to obtain insight into aur culture. We also continue to
 positively reinforce desired behaviours and attributes

© through direct links to reward and recognition. In 2021,

¢ we alsc began developing a set of enhanced metrics to

' suppart the Board in manitoring our culture and will

. begintarmally reporting an these in 2022,

Board oversight

"+ Regular updates to the Board from the Non-Executive

Director on employee engagement and HR on culture
tapics, and Internal Audit report to the Board on culture
{refer to page 116 in the Values in Action secticn for
further detail)

1TV ple
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Risks that could impact our operational and business as usual activities

11. Duty of care and health & safety incident

Link to strategy .

. Description

* Failure to extend
. an adequate duty
. of care, the

" occurrence of a

. major health and

- safety incident or
. aglobal pandemic,
_ coukd result in

. physical and
mental harm, loss
. of human life and
' reputational

. damage.

L TV ple v vy

Context

We have a duty of care (Do) to our staff, cast, crew,
programme participants and the general public

COVID-19 has resulted in increased risks ta
health and safety (H&S), both in our offices
andon gur productions.

As we continue to increase production hours, our risks
in relation to H&S continue to increase, We need to
consider the DoC across all aspects of productians,
takinginte account the physical health and safety
risks posed by COVID-19 and broader aspects of
mental wellbeing

. Changes in direction of travel

Whilst we have improved the robustness of our
mitigations in this area, as we increase qur production

" hours and the volume of content we commission, our
. exposureincreases, resulting in this risk increasing.

Management Board owner: Carolyn McCall

Mitigating activities - Risk

- directian
We have acentral team with responsibitity for © 2021
implementing controls and processes for DoC and : 0
H&S. During the pandemic, we have leveraged existing ,
controls and implemented new processes in arder to ; 2030

further protect our staff and individuals involved on
out productions. This hasincluded implementing

a new mental health peer-to-peer platform for
staff (ermployees, contractors and freelancers), ;
irmplementation of home working far the majority ' :
of staff and the development of robust office and

production safety protocols, which have been agreed :
with the UK government and the industry. i

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 professianals (a former Chief Medical

Officer and a clinical psychologist) on an advisory basis,

ta provide ongoeing suppert and challenge to our DoC

activities. We have a Duty of Care Operating Board

{DoC Board) in place, with respensibility for monitoring
implementation and cantinuous improvemnent of our

DoC framework and policies. This DoC Board is chaired

by the Chief Executive (CEQ) and includes senior ;
representation from our Studios, Media & Entertainment,

Legal, HR and Risk areas of the business. The DoC Board

; meetings are also attended by the Chair of the Audit and
i Risk Committee on behalf of the Board.

Board oversight
'+ Deep dive on DoC risk with the Audit and Risk

Committee (July 2027)
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12. Legal and regulatory non-compliance

i o
Link to strategy . §§ﬂ§

Management Board owner: Kyla Mullins

Description . Context | Mitigating activities - Risk

' . . direction

" Failure to comply "« We are a global business and are therefore subject to | We have a Group Legal and Business Affairs teamin - 2021

- with applicabte multiple lecal and international legal and regulatery place, which consists of subject matter expertswho ! o

* laws and - regimes. These cover arange of areas including: ; oversee, and are responsible for, ensuring business ,
tegulation could broadcasting and media requlations; anti-trust and compliance with all elements of regulatory and legal 2020

" resultin competition law; anti-bribery and corruption; data i requirements. Where appropriate, we also engage o
reputational " privacy,and health and safety specialist external legal advisers ta support.

damage, financial

Curing the COVID-19 pandemic, the scope of We operate a compliance programme which is

. penalties or . j A o . .

) :us ension of ' ;%é\ laws and regulations has increased and we : ermbedded within our internal pelicy framework.

; ourplicences to : ’\i: hawve needed to respond to various govel rent & Inlernal policies are owned by business leaders, regularly

. guidelines and restrictions across all the i reviewed and approved by the Management Board and
operate. 3

territories inwhich we operate. ¢ the Audit and Risk Committee. The Group Legal and
Business Affairs team works with the business to suppert :

Aswe develop our data and digital strategy, and evolve  :
the way we use personal data to deliver transformation ,
in our Media and Entertainment business, we need to During 2027, the Data Pratection team has enhanced the
confirm that we remain in compliance with data
protection and privacy regulation at all times

the adoption and implernentation of these policies.

Group’s data protection framework, which has included
working closely with the Chief Data Officer to implement
effective datamitigations to ensure ITV is able to
teverage data in an appropriate way when delivering its
data strategy. A key enhancement by the team has been
to embed data privacy and cyber speciatists into the :
data transformation programme, te support designing
privacy and security into new processes and activities
fram the outset,

- Changes in direction of travel
This risk is trending upwards, due a potential broadening of
our data 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 dives on compliance framework and risk with
i the Audit and Risk Cornmittee {January and July 2027)
' « Data protection deep dive with the Audit and Risk

: Committee (December 2027) ;

1TV ple Ay
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13. Cyber attack or data breach incident

Link to strategy .

! Description

A cyber attack may .

result in major
operational
disruption, critical
system outage or

¢ Context

We operate in ahighly public environment and, due to
our reputation, we are at greater risk of attack (than
the norm) from well arganised threat groups

L. As technology becomes increasingly more complex and

. loss of IP, customer -
! or business data
' and potentially

lead to material
financial fines/
penalties and

* reputational
; damage,

we transition to a digitally led business, we are required
to evolve our cyber security procedures in order ta
effectively protect against and respond to evolving
cyber threats

Remote working results in increasing activity
occurring outside the enterprise network and
increases cyber and data breach risk.

As we continue to grow our digital product offerings,
we work increasingly with third-party partners and
suppliers. A failure by these partners to implement
suitable security processes may result inincreased
risk to 1TV

Changes in direction of travel

. Theincreasing activity of threat actors and the increases
i inthe level of technological change in the business,
_ resuitsin this risk continuing toincrease.

14. Recruitment and retention of talent risk

Link to strategy .

. Description

. Aninability to
attract, develop
" and retain

key creative,

. commetcial,

" technical and

" managerial talent
. could adversely

. affectour

business.

TV ple .-

Context

+ The market for talent is extremely cormpetitive, with
salary expectations materially increasing in areas of
key talent (e.g. technaology)

We must be able to attract, develop and retain the best
creative, technological, commercial and managerial
talent in arder to successfully grow our business

. Thereisincreasing scrutiny in relation to
1} diversity and inciusion, We must commit to
%%ﬁ improvinginclusivity and diversity across our
busiress @cross all aspects, including race,
gender and disability) through both our recruitment
and retention processes.

Changesin direction of travel

Activity in the job market has increased. This, coupled with

challenges in sourcing skilled technaolagists and ability to
cffer remuneration packages that are comparable with
our competitars, has resulted in this risk increasing

Management Board owner: Mark Smith

© Mitigating activities

We have implemented arobust cyber security risk
management framework across the organisation to
address the evoiving nature of the cyber security threats.
Gur framework incarporates a variety of technical

. preventative and detective measures to mitigate the
! risk of anincident, as well as an extensive training and
! awareness programme. We have strengthenad and

accelerated previously planned enhancements to aur
controls and technical measuresin response to the

increased risk caused by remote working.

| We actively rnanage cyber and data security in our supply

; chain and undertake due diligence assessments on key

suppliers as part of procurement activities. We also have
anincident response and notification processin place,
which are to be followed in the event a cyber or data
breachincident occurs.

: The strength of our control envirenment is tested on
¢ an ongoing basis by independent security experts and
: recommendations are implemented in a prioritised

. manner. We also work with our security partners tg

undertake cyber simulatian exercises at all levels af

. the organisation to continuously improve our response
- to cyber ordata attacks.

Board aversight
« Update on cyber risk with the Board and Audit and Risk
Committee (January 2022)

I Risk
i direction |

H

20

o

2020

Management Board ownet: David Osborn

' Mitigating activities

" Thereisa deep understanding of the skills and capability

raquired 1o deliver our strategic objectives and our HR

- department works closely with the business to ensure
: thoseneeds are met.

. We also continue to strengthen our existing capability,

through a combination of learning, development and

- performance. The Board Nominations Committee is

responsible for reviewing the skills and capability of

Risk
direction
2021

o

i 2020

seniar leadership and the whole Board joins a Committee :

meeting annually to unidertake a deep dive on senior

' management succession planning and bench strength.

We have developed a Diversity Acceleration Plan, which
afrms to imprave diversity and inclusion within the ITV
waorkforce, through a combination of development,
training and recruitment initiatives.

Whilst 2 certain level of attrition is inevitable, we
evaluate root causes through exit interviews and
declaredreasons for leaving. Furthermore, succession
plans have been developed and implemented far
business critical and management roles (which
includes nominated deputies).

Board oversight
+ Ongoing updates to and succession planning reviews
with the Nominations Committee

:

i
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15. COVID-19 pandemic

' v

Link to strategy ‘

. Description

The COVID-19
pandemic and

i the resulting

. government

_ interventions may
_ have longer-term
. implications on

‘ our operational

continuity, safety

i ol uwur people and

cost base.

Context

« « We have recategorised COVID-19 as an operational risk

(previously strategic risk), with the acknowledgement
that managing the risks associated with the pandemic
is now a businegss as usual requirernent and we have
significantly increased our resilience to the potential
strategic impacts

We are continuing to observe gperational challenges
assaciated with the pandemic, including:

- The potential for high employee absence, resulting
in challenges in operational and production delivery.

- Increased costs of operating, as a resuit of ongoing
implementation of COVID-19 safety protacots in our
offices and on our productions.

- Challenges associated with internaticnal travel,
resulting in some impact to productions.

Changes in direction of travel

Whilst we acknowledge COVID-19 willremain
an ongoing uncertainty, and have operational

L

impact on our business, our increased resilience
to this risk, as a result of our mitigations, means
1 thisriskis static.

Management Board owner: Carolyn McCall

: Mitigating activities

We have developed a COVID-19 response governance
structure, with responsibility for managing the risks
associated with the crisis. This is supported by a Project
Management Office function, which regularly reports
into the Management Board and the Board.

Our focus is onmanaging the risks associated with
COVID-19 across five fronts:

« Situational Analysis: Regular cnnversatinns with
government and external advisers to understand

how the crisis is playing out medically, politically

and economically

Cashi and Costs: Modelling our financial position across
arange of scenarios (informed by situational analysis),
developing cost mitigations (with defined trigger
points), and cash manitoring and management
Revenue: Developing and implementing ptans to
continue identifying opportunities and mitigate
against negative sales impacts

Technology and Operations: Invoking existing business
continuity plans to ensure critical cperations can
continue through the crisis

People and Comms: Puttingin place processes and
respanses that protect the health and wellbeing of
our people, £ast, crew, participants and support the
wider community

We also continue to make improvements to aur crisis
management and business cantinuity approach across
the Group, inresponse to the COVID-19 pandemic. We
have identified further activities to protect our critical
services and have implemented these activities into
business as usual. This has included implementing
additional security measures on our enterprise systems,
impraving efficiency and resilience in production
through technology and remaote editing andincreasing
the adoption of tools to facilitate remote working.

i Board oversight

« Monthly reports te the Board on the emerging
COVID-19 situation and impact to ITV

TV ple Sy
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Strategic Report | Task Force an Climate-related Finantial Disclosures (TCFD)

Task Force on
Climate-related
Financial Disclosures

(TCFD)

Wi revognise the chimate orisis and the
Vimgact i may have on hoilh

che wider world and the sucrogs of

out rusiness, The thraat continues

10 evaive andd we beliove Dusinestes

Flobzily have a responsibilivy to take

seaningful action to mitigate and

ix further climate change.

e are comipittod to reducing the
sty of our husiness on the
aovironmant aod this is demonstrated
: & giiynate sotion tavgeis we have
nis inciydes emission reduction
: 3, oy LoirrRTment to set an
sittonal ng-iarm target to meet
> Brlence Based Targers initiative's
standard for Mot 2eio, as well as
our going reporting on the progress
v #rE making (o meet these targets,
I fanuay 020 we agread a naw
revolving Credit Facility (ROFL whichis
inkod o the detbvery of 1TV stience-

TCFD progress roadmap

2020

- Updated Envircnmental Governance
+ Established CADG’

» Launched environmental targets

- Achieved a B+ COPrating

« Began climate risk and opportunity
identification

2 Science Based Targets Initiative

3. Please see our Social Purpose repart for further detail

roadmap, which wili be assessed on
an annual basis and vertfiad through
independent assurance.

Atongside this we are commitied to
proviging greater transparency to our
invastors and stakeholders regarding
IT%W's exposure To climate-related risk,
vhe mitigating actions we are taking
against these risks and the potential
1o take advantage of cimate-related
opportunities. This TCFD report has
undergone rigerous internsl review oy
the Audit and Risk Commitize and has
also been subiect to review by extomal
advisers. Qur disclosure now meety the
mivdmum requirements cutlined within
the TOFD framawork and from 2022
we intend to bulld on this disclosure,
including ebtaining independent
verification over cur emissions data,

2021

Obtained SBTi? validation for environmentat
targets

Launched new global environmental data
platform

Achieved an A- COP rating

Completed first stage of climate scenaric
analysis on key areas of our business
Started developing offsetting strategy
Signed the Climate Content Pledge

Signed Business Ambition for 1.5C
cammitting to making 2050 targets

in addition to 2030 targets

» New RCF, linked to the delivery of emissions
reduction targets

1 Climate Action Delivery Group, please see Governance section for further detail

Governanog

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.

in 2020 we implemented our Climate
Action Governance Structure, which is
aligned to our broader business and risk
management governance structures
{see page 104 and 132},

Within this governance structure, the
Board has ultimate accountability for all
risks, including climate-related risks and
oppertunities, and the delivery of our
environmental targets. The Board fulfils this
accountability thraugh ongoing review of
principal and emerging risks, and through
specific sessions onclimate related topics.
In 2021 the Board held various sessions an
the climate agenda, including reports from
Sacial Purpase and Risk teams on progress
to meet our climate science based targets
and a deep dive session into ¢limate related

ITV has supported TCFD and made disciosures structured around the TCFD framework since 2019. We have built on this throughout 2021,
making significant improvements in how we manage our environmental 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 our reporting.

2022
L. o e
align environmental targets to new SBTI
Net Zero standard
Link management remuneration to
environmental targets
- Obtain independent assurance over
emissions data
Buitd on climate scenario analysis
+ Continue developing emissions reduction
plans
Enhance and cansider further relevant
climate-related metrics
Finalise editorial commitments, aligned
to the Climate Content Pledge? toincrease
on-air content pn the climate crisis and
how to address it



Strategic Report

PLC Board

Climate Action Governance structure

Cadence

At minimum, annual consideration of (i}
climate related targets and {iiy climate risks
and opportunities

N

Management Board and Divisional Boards

Cadence

Audit and Risk Committee

Cadence
At minimum, annual scruting of TCFD and
other climate related reporting

~

Twice yearly consideration of §i) climate retated targets and (i} climate risks and opportunities

A

Climate Action Delivery Group

Cadence

Guarterly meetings focused on (i) climate related targets and (i} climate risks and opps

N

Green Teams

Cadence

Monthly meetings focused on identifying innovative ideas to reduce emissions and meet

envirenmental targets

risks and opportunities, including the results
of our climate scenario analysis. Climate-
related topics were also considered as part
of broader conversations, around topics
such as corporate strategy andrisk. These
discussions resulted in enhancements to
our 5¢cial Purpose strategy, including ITV's
signatory to the Climate Content Pledge.
The Beard is supported by the Audit and
Risk Committee, who oversee climate
related externat reporting and alignment
to TCFD recommendations.

The management sponsor and risk owner
far this topic is Chris Kennedy, the Group
CFO & CO0.In 2020, we established ITV's
Climate Action Delivery Group (CADG),
chaired by Chris and cansisting of senior
management representation across the
business, including Finance, Technalogy,
Requlatory Affairs and Policy, Risk and
Social Purpose teams. The CADG have
received ITV's climate action training and
bespoke training with regards to TCFD
and emissions reporting. The CADG s
respansible for day-to-day delivery of the
climate action agenda and environmental
targets, ensuring business activities align
to our climate action agenda, and for
implementing strategies to respond with
climate-related risks and opportunities. In
the CADG meetings we monitor the status
of climate-related risk and apportunities,
through a combinaticn of ongoing updates
of activities from the Group Risk function
and the business representatives. This

included a ‘deep dive’ sessicn on the results
of our risk and climate scenarioc analysis
work in the September 2021 meeting.

On a quarterly basis, the Group also reviews
reports from cur environmental data
platform ta monitor progress against our
environmental targets and considers what
improvements are required. Refer to page
93, for further detail of our environmental
data ptatform. This Group reports into the
Divisional and Management Boards, who
oversee delivery.

fisk menagomeant

Climate-related risks have been identified

by the Board as an emerging business risk.
Climate-related risks are identified, assessed,
managed and monitored in line with the risk
management framework set out in the risks
and uncertainties sectiocn on page 72 and are
reported in line with the governance section
above (whichis aligned to the overall risk
management approach).

In 2020, ITV began climate scenario analysis
supparted by the Group Risk team and
external environmental consultants, This
started with a detailed identification of
climate-relatedrisks and opportunities in
the short, medium andiong termandin
both a 2°C and 4°C warming scenaric.
Following the SBTi publication of new
guidance on Net Zero in Octcber 2021,
this was supplemented with a high level
assessment to determine which of the
identified risks would alsc be relevantin

2 1.5°C warming scenario. Members of the
Climate Action Delivery Group performed
an initial assessment of these risks and
opportunities, using the existing risk
assessment methodology, and made a
decision on which risks and opportunities
should be prioritised. The primary factors
considered to assess the risks were the
likelihood of the risk materialising and the
potential significance across the following
impact categories:

« Strategic/Financial, external —
reputationalimpact, revenue
and expenditure impact

Strategic, internal - strategic change
impact; revenue and expenditure impact

« Operational - operational impact;
balance sheet impact

When reviewing the opportunities we
assessed the alignment and retevance

to our corporate strategy of commercial
oppaortunity, cost savings and impcrtance to
our sccial Purpose to shape culture for good.

Ownership is a key component of the overall
risk management process, and Executive
Leadership Tearmn owners were assigned
to each climate risk and opportunity
identified as part of this process. Risk
owners have responsibility for actively
manitoring the risks and opportunities,
including defining and implementing
appropriate management strategies
with support and advice provided by

the Risk and Sacial Purpose teams.

These risks and oppartunities were formally
reviewed at the CADG and subject to an
emerging risk deep dive with the Board

in 2021, in line with our overarching risk
reporting processes.

Risks

Qur initial assessment identified three key
risk themes, which have been subject to
further modelling to understand whether
the potential impact is material to our
financial position and strategy.

For each of these key risk themes we
conducted quantitative modelling and
qualitative assessment of the potential
impact both physical and transitional risks
may have on our businessina 1.5°C, 2°C

and 4°C warming scenario, as at 2030. The
modelling assumed that our business model
and activities remain the same as today.

QOur overatl assessment of the risks,
although based on a number of key
assumptions, indicates that as a business
ITV is not significantly exposed to physical
or transition climate risks in our operations
and cur strategy remains relevant evenin
light of evolving climate risks. The risks

TV plo S ot ol a3 s Y
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Given the evolving nature of climate change
and the future policy changes governments
globally are considering, there remains a
number of uncertainties in our modelling.
We will continue to review our risks to
understand what adjustments need to

be made to our mitigation measures or
strategy and we intend to continue

building on this climate scenario analysis

by modelling further risks and opportunities,
as they are identified.

incremental steps to deliver our ambition,
including replacing our buildings with
renewable energy buildings as leases
renew and replacing our fleet with
renewable energy vehicles as vehicles

are written off, Qur initial assessment
indicates this will not require significant
additional financial investment to achieve,
however we will continue to monitor this
as our pians develop.

(individually or coltectively) do not represent
a threat to our long-term viability, liquidity
or ability to operate and no risks were
identified which suggested we need to
impair balance sheet assets.

We have developed plans to deliver our net
zero targets and in 2022, we will continue
to develop these further, with a focus on
the changes needed to deliver our waste
targets. Qur net zero plans involve taking

Detailed risks

Temperature scenarios Impact time From To Aligned to
horizon (years) | (years)
High cavbon scenario tow carban stenarie Yery low carbon Short term start end ITV annual reporting
Lkl COSENTE R Pacceptanta ity O stepnario 2022 2022 periad
} ROP 26; net zero
This is where physical Thisiswhere theimpacts  transition'(1.5°C/RCP 1.9) | Medium term 2023 end ITV long-term viability
impacts of climate of transitioning to a low ITV has committed to 2024 assessment period and
change are likely to be carban economy are targets to reduce strategic planning cycle
most impactful, for likely to be abserved as emissions in line with .
exampkepwith hi'gher sea go\i:mments worldwide a1.5°C science based Longrerm 2023 end ITV science-based and
2030 Net Zera targets

level rise, higher
temperatures and
axtreme weather events

comrnit to driving down
emissions; this could be
manifested as higher

1. Carbon pricing

Context

- As governments increasingly
" intervene to limit the impact

" of dimate change, we may see
-~ anincrease in carbon pricing/

- taxations on arganisatians to
. encourage carbon reduction.

As aresult, we may be exposed
to some additional costs of
operating in all areas of cur
business, This may include
direct pricing on our Scope 1&2

" emissions or an increase in the
cost of procured goods and
services, as a result of suppliers
passing through their direct
carbon pricing costs (e.q.
travel providers),

Time horizon
Medium

Impact area
Expenditureincrease

TV ple wm 10w o am

carbon prices and
greater regulation

- High carbon
¢ scenario impact

Expenditure

. increase —not

. applicable

- Based on climate
: scenario models,

we have assumed

. that government

. intervention on climate

¢ change is limited and

. further carbon pricing
is notintroduced.

emission scenario. This
scenario would require
sighificant investment on
the part of governments
and industry to achieve
and is where the impacts
of transitioning to a

low carbon ecanomy
are likely to be most
impactful

. Low carbon

. scenario impact

Expenditure

! increase - minimal

We have assumed

: thatwemeet our

¢ environmental targets,

. whichincludes limiting

~ our carbon emissions

and increasingly

. procure from

" suppliers with similar

" systainability targets.

- Therefore we would

" beless exposed to
carbon pricing.

¢ Very low carbon
i scenario impact

Expenditure

: increase - moderate

. Wehave assumed

¢ thatwe meetour

. environmental targets,

I which includes limiting

" our carbon emissions in

. ourdirect operations.

" However, we recognise
that government
intervention may be

" significant and in
particular may result in
increasing costsin our

 supply chain, resulting

inamoderate exposure.

Weintend to extend

the lookout horizon to
2050 frem next year
to align with cur
additional 2050
emissions
commitrments

How we are responding

By committing tc our net zero
 carbon target we are actively

seeking to limit the amount of
carbon we use inour business,

- including in our direct operations,
. through the suppliers we work with

and through our activities, such as
travel. As we reduce our carbon
emissions and increase our use of

. renewable energy to deliver against

this target, our expasure Lo this risk

- will be reduced.

The sustainability of our sites and
buildings is now a key consideration
when making decisions on office
moves and closures. (n 2021, we
made the decision to reduce our
UK office capacity, which will help
facilitate our net zero transition.

Link to existing principal risk
N7A



Strategic Report

2. Extreme weather events

Context - Highcarbon Low carbon Very low carbon . How we are responding i

: scenario impact : scenario impact scenario impact : :

" if governments and organisations . Expenditure Expenditure i Expenditure ! Within the international Studios :
fail to adequately respond to " increase — minimal ¢ increase - minimal " increase - minimal © business, the environmment and :
climate change, we are likely to  Wehave assumedthere | Astheworldisalready . Astheworld is already | potential weather events are now :

- seeanincreasein physical climate : isanincrease in the . experiencing the - experiencing the a key consideration when making ;
risks, such as extreme weather * frequency and severity ~ impacts of extreme impacts of extreme + decisions en filming locations. ;

_ events causing floods, wildfires . of extreme weather | weather events 1 weather events Should a situation arise we would
respond on a case-by-case basis, :

supported by our existing business
continuity measures, which include

production cperations  © frequency and sevetity | frequency and severity

are globally diversified - of these eventsunder | of these eventsin this

i
- and acute heat waves. " events, however as our : globally, the increasein ; globally, the increase in
© Extreme weather events have the ! |

capacity to result in operational

X X . ) - andwe are able to . thisscenaric is assumed ; scenariois assumed To insurance, evacuation protocolsto
mterruptlon on our international £ . i : el . H
) . . A + make choices around © to be manageable : bemanageable within  ensure we keep talent and crew H
- productions, which may resultin R N ! o . : . .
. . - where and howwe film | within ITV’s existing CITW's existing business  ; safe, and sourcing alternative :
unforeseen costs. Animmediate ;.. N . } i - ' . . . o i
) o S UdsinpdiLisminimal. ¢ business continuity i continuity procedures. - filming locations. This resilience and
example is the high risk of ; ! . - .
 pracedures. agllity has been tested during the

" wildfires in Australia, which is the
lacation for one of our high value :
" productions, I'm A Celebrity..Get :
Me Out Of Here! :

COVID-19 pandemic, for example
changing the!'m A Celebrity..Get
Me Qut Of Here! filiming location
- from Australia to a castie in Wales.
We were impacted by an extreme
‘ . weather event on our filming set ;
: ; N Wales and were able to address ;
, Impact area ‘ i ! this within three days in order to ‘
- Expenditure Increase . resume production, with minimal ‘
: financial impact.

_ Time harizon
Medium :

; Link to existing principal risk
: N/A

3. Advertising restrictions

Very low carbon i How we are responding

scenario impact
Revenue loss ~

Low carbon
scenario impact

Revenue loss -

Context * High carbon
. scenario impact

Many governments globally have . Revenue loss - ; Noproposals for advertising

announced their commitiments to © not applicable i minimal minimal : restricticns have been putforward |
- changing consumer behaviourin | Based on existing ! We have assumed that We have assumed that ! by the UK government to dateand
response to climate change. climate scenario . limited categories of . ahigher proportion of details of such aban, including
* studies, we have © ouradvertising clients | ouradvertising clients scope and timing are difficult to

- we maY be rmpacted by changing assumed that are subject to sucha
requlations in the area of ;

o government ban {flights and cruises}
advertising, for example . . . !
- intervention on climate © andwe are unable to
restrictions or bans on s . ; i
o : changeis limitedin a show their advertising,
advertising high carbon . . .
. . high carbon scenario 1 however we are able to
- products and services (e.g. .

aresubject tosucha . predict. Should proposals be made |
ban (including flights, ! tointroduce advertising restrictions
travel, fast fashion and n this arez, we would engage with
someretailbrandsjand | the government and regulators and
we are unable to show @ participate in any relevant

fossil fual and t | : " and advertising ¢ replace a portion of this ; their advertising,  consultations to limit their potential
ossil fueland travel companies). . restrictions are ' revenue through clients ‘ however,weareableto | impactonITV and continue towork
Time horizon . notintroduced. : advertising low carbon replace a portion of this © with advertisers to seek out

alternative products. revenue through clients | alternative options toreplace
advertising low carbon potentiallost revenue.

Impact area : : alternative products. . o _— "
- Revenue loss ; : . Link to existing principal risk ;

 Advertising market

Medium to Longer term

Detailed opportunities

Our More than TV strategy, and our history  opportunities taking shape which are linked  we believe it is impertant to capitalise on

of being a climate leader inour sector, puts  to our relationship with audiences and these in order to ensure ITV continues

us in a good position to benefit from the advertisers, and to the operational changes  shaping culture for good; remains attractive
opportunities that exist as we transition wea are making. Whilst these opportunities to talent, customers and partners; and s

to a sustainable world. We see a number of  are not significant to our financial success, resilient torisk.

i

ITV plo Zrmgal Sepoe b aod Soorangs 00T =
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1. Audiences

. Context

© Our social purpose agenda of shaping culture for good
" iscore tolTv's strategy. We have a strong track record
inusing our brand, reach, talent and programming to
engage a mass audience on climate related themes
and solutions.

By reflecting the challenges that people are facing in

© modern Britain, we can remain relevant and attractive
. to amass audience, supporting brand perceptions and
" helping to maintain our reach in the market. 80% of

* audiences think reducing impact on the environment

. is a sign of modernity {YouGav survey commissioned

i byITV).

* Time horizon
! Short- Medium term

2. Commercial

© Opportunity impact

. Alignment to corporate
- strategy — high

: impartance to sacial
. purpose of shaping culture
. for good - high

_ How we are capitalising

We continue to broadcast a wide range of climate-relevant

programming throughout the year. In 2021 we broadcast a full

week of content during COP26, which included new factual

commissions and featuring climate related topics in existing
shows across daytirme, soaps, quizzes and more (please refer
to page x of our Social Purpose report for more informaticn).

InNovernber 2027, ITV was a founding signatory to the

- cansortium. Working alongside other UK andinternational

Climate Content Piedge, organised by BAFTA's albert

broadcasters, we will formatise our collective ambition to

increase the level of editorial content around the climate crisis

and the possible solutions to address it. We will publish our

company specific commitrments in 2022,

Context

We expect to see growth in the volume of advertising
¢ for brands, products and services aligned to the net
1 zero transition over the coming years.

i By develaping advertising solutions focused around

. climate action, including sponsorships and Advertiser
: Funded Programmes, we can provide advertisers
areputable and trusted environment to showcase

. their sustainability credentials.

i By develaping this market positioning, we can grow the
' volume of advertising with existing clients undergoing
. asustainability transition and can also become a good

* Alignment to corporate
" strategy - high

* High carbon
_ sceparia impact

- Commercial opportunity -
. moderate

How we are responding

‘ITVHome Planet, an initiative (ed by the ITV Cornmercial
team provides a platform for advertisers to communicate

: their sustainable message in partnership with 1TV, helping
" increase environmentally conscicus purchasing ameng
- consumers and helping grow our advertising revenue with

sustainable brands.

During Climate Action Week in November 2021, ITV Home

Planet drove new partnerships with three brands (refer tc our
- Sodial Purpose section), and incremental sales of advertising

. spotsin Climate Action related shows.

. partner for ermerging low carbon businesses.

" Time horizon
Short to Medium term

3. Operational

Context

' By developing targets to reduce emissions invelved in

" the praduction of our content, we Hiave an oppartunity

: to develop innovative ways o produce and deliver our

i content. Beyond the reduction of our footprint, these
changes can improve our resilience and reduce costs,

~ aswellas opening new creative opportunities and

" redefining what is possible

" Time horizon
Short to Longer term

Fetrics angd targes

Data collection and quality

Since January 2021, 1TV has been using the
Ecometrica platform to gather and moniter
our global environmental data related to
emissions frorm Scope 1 & 2 and Business
Travel. Remaining Scope 3 categories are
calcutated annually outside of the system.
The data collection process and the quality
assurance process are now in place, with
results reviewed quarterly at the CADG
meetings, From Q4 2621, we have started
to collect waste data through Ecometrica,
and will be monitoring the results at the
quarterly CADG meetings from 2022.

High carbon
stenario impact

H

Alignment to corporate
‘ strategy - high

- Cost saving - minimal/
moderate*

* We plan to conduct further
analysis in 2022 to assess
this oppartunity.

; How we are responding

" Remote production technology is increasingly used in Sport
(JMEFA Eurcs) or on Entertafnment (Love Island) farmats, and
we are currently testing virtual XR technology for scripted

productions. These innovations can reduce the number of

. people who need to travel to filming tocations, and support
meeting aur environmental targets, whilst potentially
reducing costs. We are now looking to upscale the number
of programmes producedin this way to amplify the benefits

and gain efficiencies of scale.

In addition, we will introduce verification of
our emissions data which will be done in
time for our CDP submission in July 2022.

We are progressing work to improve the
quality of the data used across all scopes.
This includes working with BAFTA albert
(refer to the Social Purpose report on pages
48 to 55 for further detail on albert) to
improve the rabustness of their footprint
rmeasuring tool for TV production activities,
exploring solutions to gather more timely
datafrom suppliers and involvermentin the
Dimpact project to improve the accuracy
of the data for emissions related to

transmission, distribution and consumoption
of our content and products (refer to the
Social Purpose report for more detail on
the Dimpact project and its aims).

Metrics and Targets

In August 2020, ITV announced the
commitment to be a Net Zero business by
2030, having set a Scope 1&2 emissions
target aligned to the Paris Agreement’s
1.5°C warming limit, and a Scope 3 target
aligrned to well below 2°C, using 2019 as the
baseline, These targets were validated by
the Science Based Targets Initiative (SBTi)
and equate to 46.2% absolute reduction for
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Scope 1&2, and 28% absolute reduction
for Scope 3 against 2019 levels (purchased
goods and services and business travel).

Following the SBTi publication of new
guidance on Net Zero in October 2021, we
have committed to aligning ourselves with
best practice and will be setting additionat
long-term targets for 90 ta 95% emission
reduction across all scopes by 2050. We
aim to have these new targets submitted
to SBTiin 2022

Our footprints from the last three years
(including our Streamlined Energy and
Carbon Repeorting data) and further detail
of our climate action targets can be found
in our Social Purpose section. They
demonstrate a clear downward trend, in line
with ar overachieving our targets. COVID-19
has had a significant impact in reducing cur
emissions, especially those related to
business travel and producticn activities.
We do expect emissions from these areas
to increase slightly as restrictions are lifted,
however, we are developing robust plans

to address this and achieve our targets.

Other key metrics relevant to the risks
and opportunities we have identified are
summarised below. From 2022 we intend
to obtain independent assurance over our
emissions and metrics data, refer to the
table below.

BAFTA albert figures indicate that the 2020
UK average production footprint per hour of
content produced dropped to 4.4tC0%/hr
from 9.2tC0O%/hr in 20719. While thisis
largely due to theimpact of COVID-15 cn the
praduction activities across the sector, we
anticipate that the industry trend is going
downwards. Lockdowns have forced our
industry to innovate and have accelerated
the development of new production
methods, such as remote production which
offer significant carbon reductions. We are
monitoring the evolution of the average ITV
footprint and are working actively with
BAFTA albert to review these numbers.

As part of our Climate Content Pledge
commitment, we are now develaping

aninternal set of metrics and will pilot
a monitoring process through 2022 to

Key metrics relevant to the risks and opportunities we have identified

, Targne 7 Headine
B i
- Power the business with 100% ‘ 2025
; renewable energy !
' 100% suppliers aligned to . 2030
" our climate action goals :
Zero Waste business {2030
" albert certification for 100% i 2021
. of programmes produced and . onwards
. commissioned in the UK
Roll-out of albert to internationat

- Ongoing
teams in ITV Studios :

on track

Brogeessy i

78% of Scope 2 electricity comes

" from renewable tariffs : pricing’ risk

© On track

better understand our current position
and the range of opportunities we have
10 engage audiences on the climate crisis
and sustainability transition across all
genres. We will then explore setting more
formal metrics for 2023 based on the
insights gained.

We are not currently able to set formal
targets on the revenue we are earning from
sustainable brands, products and services,
althoughitis an area we are actively
monitoring. The main challenge involves
clearly defining the criteria and categories
of advertising that would be considered
sustainable, We are working with the
industry, and notably the Advertising
Association's Ad Net Zerc programme,

to ensure that we are aligning with best
practices in this area, and we anticipate
that our editorial strategy witl contribute
to attracting commercial opportunities,

tiplk to risk or pppovienity

i Reduction of our emissions is a key mitigation for ‘Carban

Achieving this target also supports the ‘Audience’ and

; ‘Operational’ opportunities

Addressing top spend suppliersin
© the first wave

pricing’ risk

: On track

Developing robust baseline and
" readmap for reduction

Reduction of our emissions is a key rmitigation for ‘Carban

Achieving this target also suppaorts the ‘Audience’ opportunity

Achieving this target also supports the ‘Audience’ opportunity

: 57% of the productions shown
" onITV channels were certified
fin 2027, as well as 84% of the

- programmes produced by

© ATV Studics

' Productions in Australia, Italy,

USA and the Netherlands have

" taken their shaws through the

albert process. We are gathering
feedback and providing training
and support to upscale the use

" ofalbertinto 2022. This toolkit
+ serves as a data gathering

- platform as well as helping to

. change culture in productian :
. teams via the Certification scheme.

Reduction of our emissions is a key mitigation for ‘Carbon
t pricing’ risk

Achieving this target also supports the ‘Audience’ and
; ‘Operational’ opportunities

i Reduction of our emissions is & key mitigation for ‘Carbon
. pricing’ risk

Achieving this target also supports the ‘Audience’ and
: ‘Operational’ opportunities

TV ple O
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External Viability Statement

How we assess prospects and risk

The Board continually assesses ITV's prospects and risks at its meetings,
including the following:

Holding “Strategy Days” twice a year, to oversee the detivery of the
Strategy and consider changes to or new initiatives to further improve
the 1TV Strategy. Further detail can be found in the overview of Board
meetings in 2021, refer to page 128

Cansidering ad-hoc topics on strategic areas at the periodic Board
meetings. Further detail can be found in the overview of Board
meetings in 2027, refer to page 128

Performing a full review of the principal and emerging risks twice ayear.
Further detail can be found earlier within the Principal Risks and
Uncertainties report, page 72

» Performing periodic deep dives on specific risk areas, to further
scrutinise the effectiveness of risk mitigation appreaches and canfirm
operation within risk appetite. Further detail can be found eartier
within the Principal Risks and Uncertainties report, page 72

As part of the assessment of prospects and risks the Board and
rmanagement routinely cover topics related to changing avdience
behaviours, new market entrants and competitor strategies, and broader
advertising and studios market developments globally. Specific sessions
have also been held on our new Streaming strategy and how that
supports our longer term prospects; the global content market and

How we assess viability

wWhen assessing the longer-term viability of ITV, we considered (i) ITV's
strategy and business plan (page 22 to 25); (i) the principal risks and
uncertainties {page 72); {iii) the Group’s financing facitities including
covenant tests and future funding plans {page 66); (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
assessrment period.

Based an this review a set of hypothetical and downside scenarios were
developed. We then modelled these scenarios against the long range
financial plan and cash forecast both individually andin parallel, in order
to assess viability.

Wwhilst ail the risks identified, could Mave an impact an (TV's perfarmance,
the scenarios reflect the specific risks which could potentially impact the
Group's financial positicn and long-term viability.

The output from this work was reviewed and approved by the Board
and the Audit & Risk Committee. in reaching its view, the Baard and
Committee also considered external views, including; anatyst
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 & Risk
Committee to consider assumptions applied in the assessment viability
is set out from page 128.

ITV Studios ionger term prospects and position within this market;

business resilience to environmental and climate related risks;
technological advancements in the areas of addressable advertising
and how the ITV Strategy respands to these; and sessions led by
external analysts on the market parception of the ITV business.

Underpinning this the Board and management continued to closely
scrutinise the impact of COVID-12 on the business. This included
developing a range of COVID-19 scenarics for 2021 and beyond

and modelling their potential financial impact; identifying cost
interventions/mitigations to respond to severe downside scenarios;
and increasing the ievel of financial performance reviews and
reforecasting to track performance against these scenarios.

spessmont perind for viability

The Board reviewed the long range financial
and strategic planning herizon and is of the
view that a three year assessment period
(this year, to 31 December 2024) continues
to be most appropriate. The factors the
Board considered in adopting this
timeframe were as follows:

- The situation with respect to the
COVID-19 pandemic remains uncertain
and s likely to continue impacting ITV
in the medium term. We are ciosely
monitoring the external environment and
continue to manage the risks associated
with the pandemic to supportusin
returning to pre-Covid performance
levels. Further detail of our response to
COVID-19 is provided within the COVID-19
principal risk mitigations, page 87

+ Visibility over ITV's broadcast advertising
husiness is relatively short term,
Advertising remains cyclical and closely
linked to the UK economic growth,
which may continue te be impacted
by the COVID-19 pandemic, Brexit
and other uncertaintiesin the UK
macroeconomic climate.

The commissioning process and life cycle
of programming gives the ITV Studios
division a more medium-term outlook.
However, while non-returning brands are
replaced with new commissions, over
time there is less visibility as programmes
can experience changes in viewer demand
or come to a natural expiration

Technology and innovation in the media
industry continues to change the demand
for content and also how it is consumed

Pension funding, which is one of ITV's key
funding obligations, is agreed triennially
with the Trustees of the pension schernes

ITV's business model does not necessitate
investment in long term capital projects
that wauld reguire a longer-term horizon
assessment or returns

Assumptions applied
We applied the following assumptions when
assessing viability:

+ Thereis the possibility of local lockdowns
during this period, but unlikely tc be
further nationat lockdowns int the UK

« There will be ongoing additional
production costs associated with
COVID-19 protocels and health and
safety measures

- The tatal content casts in 2022 will be
around £1.23 billion increasing to £1.35
billion in 2023, in order to fund additional
content for iTVX, and is expected to
continue at around this level

« Totruly further stress test viability we
have included a downside scenario that
includes failure to meet the remainder
of our publicly disclosed incremental
financial cost savings targets £17 million
by the end of 2022

+ We have ongoing access to the UK bond
market, but with anincreased interest rate
on bonds renewed in the period to reflect
apotential decrease in creditrating
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Taking into account current operational and financial performance, the Board has in particular analysed the impact of the following
hypothetical scenarios. These scenarios were assessed in isolation, as combinations ul two or three, and all in parallel to further stress
test viability:

%ﬁ coTE et e A T A Ty

Scenario

. Scenario modelled

_ Asignificant and sustained downturn in the advertising revenue

- from 2021, as a result of audience and/or market decline, driven by

j COVID-19, Brexit ar other macro economic factors. In this scenario

_ we also fail to replace the advertising revenue lost as aresult of the
. confirmed restrictions on HFSS (announced to comeinto effect from
- start of 2023) & potential restrictions on other advertising

. tategories (e.q. qambling and high rarbon products)

| Advertising revenues (2022 vs 2021 - (2%); 2023 vs 2022 - (6%); 2024 vs
© 2023-2%)

‘ Businessareaimpacted

Media & Entertainment

Scenario 2

Scenario modelled
Anumber of key programme brands within the ITV Studios division

are hot recommissioned and new format growth does not materialise.

Altheugh 2022 would typically be teo imminent for commissioners to
make a decision tc cancel a show, we have included the scenaric from 2022
onwards to reflect ongaing risk of decreased production activity / delivery

- due to COVID-19. The scenario assumes key shows come to an end from
| 20222022 impact: ¢. £11 million; 2023 impact ¢. £36 million and 2024
- impact: ¢ £65 million pa)

- Business areaimpacted
- ITV Studios

" Scenariomodelled

Scenario 3

* A significant change in ITV's pension funding obligations, following
" the triennial valuation in 2022 resulting in a significantincrease in

: pension deficit funding payments,

. This scenario assumes that pension funding payments increase to £115
 miltien p.a. in 2022 and remain flatin the following two years.

Business area impacted

- Group

Principal risks

Changing viewing habits - A failure to anticipate orrespond to fast
changing viewer habits and behaviours may impact total viewing and
the success of cur channels.

. Advertising market changes: Continued changesin the advertising

market may result in a declineinITV's advertising revenue.

Pollcy and regulatory changes: Changes

to policy and regulation or a fallure by the Government to regulate may
have a negative impact on the future of public service broadcast, our
business model and/or the cost of operation.

: COVID-19 pandemic: The Impact of the COVID-19 pandemic and the
resulting governmentinterventions may have longer term implications
* on the macro-economic environmeant and our ability to deliver

our strategy, which could neqgatively impact our business.

216 Of how we are ming

principal righk and uncertaint

ating these risks i< provided in the

. Principal risks
* Evolving demand in the content market: Fundamental changesin the

i content market may result in reduced opportunities far and/or profitability

of ITV Studios content.

 CoviD-19 pandemic: The ‘impact of the COVID-19 pandemic and the

i resulting governmentinterventions may have lenger term implications

i on the macra-econamic environment and our ability to deliver
. our strategy, which could negatively impact our business.

Principal risks

. Pension deficit increases: A financial crisis or macroecangmic change
- could impact the value of pension scheme investments and increase
. the deficit.

Ag st rnks s provided g The

PP ple Ao
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Scenario 4

- Scenario modelled

. Settlements for ongoing litigation are significantly higher than

. estimated, resulting in large one-off cash payments.

. This scenario assumes a higher than provisioned payment in 2023 in
respect of ongoing litigation for Box Clever (see note 3.5 to the

* Financial Statements)

: Business area impacted
i Group

Scenario s

i Principal risks
| Accounting judgements and estimates: The complexity and potential
; scale of the ongoing litigation settlements and earncut negotiations,

i resultsinalack of certainty in the final liabilities and payments

Scenario modelled

{for the SVOD ¢lement), impacting growth

- This scenario assumes we under-deliver against our viewing and subscriber
. growth plans for ITVX {resulting in EBITA reductions of £78 millionin 2023

© & £84 millionin 2024)

© Business areaimpacted
. Media & Entertainment

We have considered the impact of climate
change and dc not believe it would have a
significant financial impact on the business
inthe assessment period. Please refer to
our TCFD report for further detail

Yiability assessment
Our balance sheet and liguidity pasition
remains strong.

We have considered both the individual
scenarios and various combinations of

the scenarios in arder to assess viability.

if any of the above scenarios were to occur
inisolation or any combination of four
scenarios were to occur concurrently we
would maintain sufficient liquidity and
would not breach any banking covenants
throughout the viability period.

Additional sensitivity analysis, to further test
the madel, was performed on advertising
revenue 1o assess the impact of a 10%
reduction in 2022, and further reductions

of 5% in 2023 and 2024.1f this scenario were
to occur inisolation we would still maintain
sufficient headroom to remain viable and
would not risk breaching our covenants.

Management and the Board are of the view
that the likelihcod of all the abave scenarios
and sensitivities occurring concurrently

is very remote. We have developed
mitigations for each of the above risks which
are detailed in our earlier Principal Risks and
Uncertainties section, However, if all the
scenarios were to accur and no action was
taken to mitigate the financial losses
sustained ITV would maintain sufficient
liquidity but would risk breaching the EBITA/
Net Debt covenant for the RCF in 2024,

Qur Streaming strategy fails to fully deliver the expected H
advertising revenue {for the AVOD element) or subscriber growth

 Principalrisks

5

i
i
i
H

Bogential mitigations

There are reasonable options at the disposal
of the Board to avoid breaching facilities
covenants and maintain sufficient liquidity
to continue operations. These include but
are not limited tg, reducing capital and
investment expenditure, suspending
payment of discretionary bonuses,
reducing the programming budget, further
reductions in operational and overhead
rosts, suspending payment of an annual
dividend and refinancing the pensicn asset.

In the improbable event that ail scenarios
were to impact ITV concurrently and in
order to avoid breaching our covenants,

we would need to take actions ta maintain
85% profit to cash conversien, deliver the
remainder of our incremental cost savings
target {£17 miliion) and replace the SDN
pension asset, resulting in £120 million
reduction in cash outflowin 2023 These
mitigations are within ITV's control and
could be delivered within a reasonable
timeframe, and could be supplemented with
any of the other mitigation measures noted
above to avoid covenant breaches.

Insufficlent Streaming growth; Our Streaming products do not grow at
, the pacerequired 1o deliver the desired strategic or financial outcomes.

!

Further detail of how we are mitigating thesa niske 1z provided in the
principal risk and uncertainties section

diability statament

Based on the above, the Board has a
reasonable expectation that TV will remain
viable and be able 1o continue in operation
and meet its liabilities as they fall due over
the three year-period ending 31 December
2024. 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 on its behaif by:

Chris Konnedy

Group Chief Finance Officer & Chief
Operating Officer

3 March 2022



# Holly Willoughby and Phillip
Schofield are anintegral part of
TV in the UK, having presented
This Morning and Dancing onlce
formany years.
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Sir Peter Bazalgette, Chairman

Dear Shareholder

Onbehalf of the Board, | am pleased to
present our Corporate Governance Report
for 2021. The Board remains committed
to maintaining effective corporate
governance and integrity, enabling us

to deliver our strategy for the long-term
benefit of alt our stakeholders.

This will be my last report as your Chair as

I will step down in 2022 having served for
nine years on the Board, Until the hand over
to my successor is complete, | remain fully
committed ta ITV. [t has been a pleasure

to lead a Board that recognises the role of
strong corporate governance in its decision-
making and oversight of management in
building a strong and sustainable business.

Year in review

On¢e again, much of the year was impacted
by the challenges presented by COVID,
which we have adapted to, taking steps to
mitigate risks, keep our pecple safe and
protect the business for the future. The
Board continued to receive reqular reports
on how ITV was managing the situation.

Our robust governance arrangements and
well established processes gave the Board
and its Committees the flexibility to
operate in this ever uncertain environment.
We were delighted that physical Baard
meetings became possible again (always
conducted in line with Government COVID
safety guidelines). However, we continued
to use technology to communicate
frequently, both as a Board and to provide
extensive guidance, advice and support

to managemernit.

Throughout the year, ITV was focused

on delivering its strategic priorities, and
the executive team continued to invest

in a dynamic programme of digital
maodernisation, at pace. The Board has
been kept well informed of management’s
plans for execution of Phase Two of our
More Than TV strategy — Digital Acceleration,
particularly the launch of ITVX and our
vision for streaming and content. We held
a Boardsession in April when management

seeded the topic, a Strategy day in June to
consider the details, a third in September
when the team covered the key risks and
mitigations, and one in December to hear
an update on progress made to date and
consider the changing environment.

Outside formal Board meetings, Board
members enjoyed a number of training
sessions on certain key areas of the
business, and an externally-led bespoke
session on ITV's corporate purpose, and
Environmental, Social & Governance
{ESG) considerations.

DHwarsivy

We fully recognise the importance of
diversity and inclusion on the Board,
throughout the organisation, and in

the wider sector. We are encouraged by
the significant progress across the core
initiatives of ITV's Diversity Acceleration
Plan, launched in July 2020.1t's also
encouraging to see managerment’s
commitment and achievemeénts receive
public recognition {see page 54). We are
also pleased with, but not complacent
about, our gender and ethnic diversity
representation on the Board — 46% and
18% respectively, which exceeds the
Hampton-Alexander and Parker targets.
We also collect data from Board members
on other diversity measures, e.g. 18%

of the Board has identified as having a
disability or long-term health condition.

Biidars,

d vy

Relationships with our stakeholders in the
UK and internationally are vital to building
a successful and sustainable business,

My statement in the Strategic Report (on
pages 6 and 7) sets out the ways inwhich
we engaged with stakeholders during 2021
As a Board we are very focused on how we
engage and work with our stakeholders and
how we deliver a positive impact for them.

Shareholder feedback is regularly considered
during Beard meetings and is an impartant
factor in decision making. We engage
reqularly with our shareholders, through
one-1o-one meetings, conférences and the

Annual General Meeting, which again we
were unable to hold physically due to COVID
restrictions. However the meeting was live
streamed, with the opportunity for
shareholders to ask questions before and
during the meeting, which was very much
valued by the Board, We also hosted two
investor seminars. These provided a deeper
understanding of our Caornmerciat and
Advertising strategy, and ITV Studios,

with an opportunity for investors to raise
questions with management and the
divisional teams.

The health and well-being of our colleagues
is our number ane priority, As part of the
open two-way dialogue the Board believes
there should be with colleagues, in Autumn
2021 we undertook a company-wide
employee survey. While the Board is
encouraged by the results, opportunities

to improve were highlighted, and these

will be avaluable focus for the Management
Board and senior leaders in 2022, (See

mere details on pages 58 and 117).

Edward Bonham Carter, our Senior
Independent Director and Workforce
Engagement Director, continues to wark
closely with the colleague Ambassador
network and regularly provides feedback
to the Board. For further information on
Edward’s role and work, and the Board's
workforce engagement activities, please
see pages 113 to 115,

The Board also sought to balance the
interests of alt stakeholders throughout
the year, Please see page 106 for

examples of key strateqic issues

considered and Board decisions taken

in 2021, and pages 68 and €9 for an
explanation of how the Board has had
regard to the section 172 matters (including
certain key stakeholder considerations).

Tritaive

The Board continued to ensure that the
Company's culture is aligned withits
purpose, values and strategy, taking account
of the changes to the working environment
brought about by COVID. Please see pages
16 1o 119 for the key ways in which the
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Board and Committees monitored culture
during 2021.

As ITV continues to become an increasingly
digital business and adopt new ways of
working to drive agility, the Board recognises
the importance of continuing to foster and
monitor the culture across the organisation.
AnInternal Audit review performed

during the year concluded that there were
strong processes in place for the Board to
monitor culture. We will follow the review
recommendations in continuing 1o look

far opportunities to enhance ITV's
approachto culture.

Chrrges on the Board

Through the Nominations Committee, we
focus on Board succession and compasition,
to ensure that we have the appropriate
balance of skills, independence, experience
and diversity. Following the appointment of
two independent Non-executive Directors
in 2020, there were no new appointments
to the Board during 2029. An area of focus
for the Committee in the year has been
commencing the search for my successor

as Chair of the Board. As for all new Beard
appointments, the Chair search processis
formal and rigorous and, in line with the
Governance Code, conducted independently,
led by the Senior Independent Director.
More information on the search process
can be found on page 125.

Alsg, at the Annual General Meeting (AGM),
Mary Harris will step down as Chair of the
Remuneration Committee, handing over
to Sharmila Nebhrajani.

2072 Bronual General Maoting

The 2022 AGM will be held on Thursday 28
April, at 11am. We propese to hold a physical
AGM with a live webcast, and a facility for
questions to be submitted online for those
Jjoining remaotely. Details of how to join the
webcast and how to submit questions are
set out in the Naotice of AGM. Further details
of, and any reguired changes in, the meeting
arrangements will be published on the
Company’s website,

I would Like to take this opportunity to thank
my fellow Board members, the Management
Board team and our colleagues in the wider
workforce, who served during another
challenging year for the Group. As we go
through 2022, the Board will continue to
work with management te deliver on our
strategic initiatives while ensuring the
wellbeing of our colleagues and keep
building a successful and sustainable
business for all stakeholders,

iy Fater Sazsigetye
Chairman
3 March 2022

The 2018 UK Corporate Governance Code
(the Code)

During 2021, the Campany fully complied with all the provisions of the

Code, with the exception of provision 15 (Executive Director Non-executive
Directorships) and 38 (Executive Director pension alignment). We have
provided a full explanation regarding these departures - please see page 122
for an explanation of the limited time for which the Chief Executive will hold
two listed non-executive directorships (provision 15) and, in respect of
provision 38, the relevant steps agreed to ensure more effective alignment of
incumbent Executive Director pension contributions 1o those available to the
workforce, with effect from 1January 2023, are set cut on page 146. Whilst
in compliance with the Code during 2021, we alsc provide an explanation in
respect of provision 19 and the reasons the Chairman is expected to remain
in post slightly beyond nine years from appointment during 2022,

The Code (July 2018), issued by the Financial Reparting Council {FRC), and
associated guidance are available on the FRC website at www.frc.org.uk,

Taking each of the main headings of the Code:

Board Leadership and Company Purpose

The Board's ultimate abjective 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, stakehalder and workforce engagement (pages 107
to 115) and establishing a clear and aligned Company purpose, strategy and values.
Please also see pages 116 to 119 for how the Beard assesses and manitors culture.

Divisien of Responsibilities

The Board consists of two Executive Directors, eight independent Nen-executive
Directors and the Non-executive Chairman, who was considered independent on
appaintment to the Board. For Board meeting attendance, please see page 105.
Additional external appointments of Board members during 2021 received pricr Boarg
approval. The Directors’ other time ccmmitments are in line with the key institutional
investor and investor body quidelines, except that, for alimited period of time, the
Chief Executive holds twa listed non-executive directorships, as explained on page 122.

Composition, Succession and Evaluation

The Nominations Committee Repert {pages 123 1o 125) sets outits activities and areas
of focus during 2021, including Chairman succession planning, Board composition and
skills, and Board and Company diversity progress updates. Read more about the
internal Board evaluation which took place during the year on pages 120 and 121

Audit, Risk and Internal Control

The Audit and Risk Committee Report (pages 126 to 137) describes the work of the
Committee and how it dischargesits roles and responsibilities. The Committee reviewed
the enterprise risk management framewark, as well as assessing management's review
and strengthening of the Group's internal contrels, increasing its focus on IT general
controls. The Committee also monitared the effectiveness of the internal auditor, the
new external auditor and the quality of audit. The Company’s disclosures regarding risk
management and internal controls are on pages 132 te 134, and details of how the
Committee focussed on audit quality are set out on pages 135 and 136.

Remuneration

The Remuneration Report (pages 138 to 157} describes the work of the Remuneratian
Committee and sets out how executive remunerationis aligned to the Company's
purpose, values and strategy. It also describes how the Cormmittee considered
workforce remuneration and related policies inits decision-making regarding
executive remuneration.
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Board of Directors

&ir Ferer Bazalgetie
Chairman, Chair of the
Nominations Cormmittee

Appointed to the Board on 1 June 2013 and as
Chairman on 12 May 2016

Key areas of expertise: Creative iIndustry, Digital,
Media and Media \P, Regulation and Public Policy,
strategy, Pecple and Talent

Key skills and experience: Peter has over 40
years' extensive media experience having served
as Chairman of the Arts Councdil, 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 cutlined 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 delivering the first phase of the
More Than TV strategy and on ITV's digital
acceleratian into Phase Two of the strategy.
Current external appointments: Chairman,
Lovecrafts Group Ltd; Non-executive Director,
Edge Performance VCT ple; Co-Chair, Creative
Industries Council; Non-executive member of
the Council of the Royal College of Art; Chairman,
Baillie Gifford prize for non-fiction,

wmar ey S ail

Chief Executive

FETRN

AT

Appainted Chief Executive and to the Beard on
8 lanuary 2018

Key areas of expertise: Business transformation,
Creative Industry, Digital, Media and Media IP,
Reguiation and Public Policy, Strategy, People

and Talent

Key skills and experience: Carolyn has an
Imgressive track record in media and experience
of leading digital transformational change both
in an international and requlated environment. She
has clear strategic acumen and a strong record

of driving operational excellence and delivering
value to shareholders. Carolyn created the More
Than TV strategy when she joined in 2018. Carolyn

RN mvple o

has been instrumentalin accelerating the strategy
into Phase Two, having successfully executed
Phase One, She continues to execute the strategy
effectively through her strong leadership of the
Company ensuringiTV's transformationintoa
successful digitatly led media and entertainment
company. Previously she was Chief Executive

of easylet ple for seven years and spent over

20 years at the Guardian Media Group holding a
number of senior rales, 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 wormen in business and in 2016 a Damehood for
her services to the aviation industry.

Current external appeintments: Senior
independent Director and member of the Audit
and Nomination Committees, Burberry Group ple
Nan-Executive Director, Bridgepoint Group ple;
Trustee of the Development Board of the Royal
Academy of Arts.

Please see page 122 for further information on
Carolyn's external time commitments.
Sabrman hmin

independent
Non-executive Director

Appointed to the Board on @ January 2077

Key areas of expertise: Business transformation,
Digital, Media and Media IP, Strategy,
Remuneration, People and Talent, Sustainabitity
and E5G

Key skills and experience: Salman brings to the
Board awealth of experience in global businesses
having warked for over 30 years rmanaging global
brand advertising and media spend. Previously

he was COO, Global Commercial Division at 5C
Johnsen & Son, and has held positions at

Procter & Gamble and PepsiCo.

Current external appointments: Chief Executive
Officer, Pladis.

Chris Bennedy
Group CFO and COO

Appointed as Group CFQ on 21 February 2019 and
as Group CFO and CO0 on 2 Decernber 2021

Key areas of expertise: Business transfarmation,
Creative Industry, Digital, Finance and Treasury,
audit, Sustainability and ESG, Media and MedialP,
Strategy, Technology and Data

Key skills and experience: Chris has a strong
media background, holding senior management
positions over a 17-year career at EMI. Chris’
experience in executing and driving strategy has
played a key role in ITV's digital acceleration into
Phase Two of the More than TV strategy, and
ensuring [TV's transformation into a successful
gigitally ied media and entertainment company,
as well as driving a rationalisaticn/cost savings
initiative, He was previously Chief Financial Officer
of Micro Focus International ple, ARM Holdings
and easyJet plc where he spent five years and
was voted FTSE 100 CFOin 2075, As the business
continues to evolve and develop, he took on the
broader rale of Chief Operating CGfficer and Chief
Finance Officer in December 2021,

Cutrent external appointments: Non-executive
Director, Chair of the Audit Committee and
member of the Nomination Committee,
whitbread plc; Non-executive Director of

the Great Qrmond Street Hospital for Children
NHS Foundation Trust; Trustee of the EMI Group
Archive Trust.

gdward Bonham Carter
Seniar Independent
Director and Workforce
Engagement Director

Appointed to the Board on 11 October 2018

Key areas of expertise: Business transformation,
Finance and Treasury, Sustainability and ESG,
Strategy, People and Talent, Audit, Remuneration
Key skills and experience: Edward brings to

the Board a wide range of City experience and
invaluable insightin the understanding of stock
markets and investor expectatians. He was
previously Vice Chairman of Jupiter Fund
Management ple (2014) having joined Jupiterin
1994 as a UK fund manager and held the position
of Chief Investment Officer from 1993 to 2010
and Group Chief Executive until 2014, He started
his career at Schroders as an investment analyst
before moving to Electra investment Trust where
he was a fund manager,

Current external appointments: Director

of Stewardship and Corporate Responsibility,
Jupiter Asset Management (two days a week
executive role); Senior Independent Director,
Land Securities Group plc; Senior Independent
Director, The Investar Forum CIC; Trustee,

The Esmee Fairbairn Foundation; Member

of the Strategic Advisory Board, Livingbridge;
Chairman, Netwealth Investments Ltd.
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faargaret Ewing
Independent
Non-executive Director,
Chair of the Audit and
Risk Committee

Appointed to the Board on 31 October 2017

Key areas of expertise: Business transformation,
Finance and Treasury, Audit, Sustainability and
ESG, Strategy

Key skitls and experience: Margaret has
extensive experience in financial accounting,
corperate finance, strategic and corporate
planning having served as a Managing Partner

cf Deloitte LLP and Chief Financial Officer of

BAA plc and Trinity Mirror ple. Margaret also held
Non-executive Director and Audit Cormmittee
positions with Standard Chartered plc and
Whitbread plc and was an externai member of
the Audit and Risk Committee of the John Lewis
Partnership. Margaret’s skills and experience give
her substantial insight into the Cornpany's
reporting and risk management processes.
Current external appointments: Non-executive
Director and Chair of the Audit and Cormpliance
Committee and member cf the Nominations
Committee of International Consolidated Airlines
Group, 5.A,; Senicr Independent Director, Chair of
the Audit and Risk Committee and member of the
Nominations Committee of ConvaTec Group plc,

Mary Harris
Independent
Non-executive Directar,
Chair of the Remuneration
Committee

Appainted to the Board on 28 July 2014

Key areas of expertise: Business transformation,
Digital, Sustainability and ESG, Media and Media IP,
Strategy, Remuneration, People and Talent

Key skills and experience; Mary brings to

the Board extensive experience in executive
remuneration, business strategy consulting, sales
and rmarketing, mergers and acquisitions, media,
television and interactive media investments

and digital rights management, She isa former
partner at McKinsey & Cornpany, where she
worked primarily with retail and consumer clients
in China, South East Asia and Europe.

Current external appointments: Non-executive
Directar, Chair of the Remuneration Committee
and member of the Nominations Committee,
Reckitt PLE; Supervisory Board member, HAL
Holding NV; Member of the Remuneration
Comrmittee, St Hilda's College, Oxford University.

Anne Manz

0

Independent
Non-executive Director

Appointed to the Board on 1 February 2016

Key areas of expertise: Business transformation,
Digital, Finance and Treasury, Audit, Sustainability
and ESG, Strategy, Technotogy and Data,
Remuneration, People and Talent

Key skills and experience: Anna brings cver
20years' consumer, financial and strategic
experience to her role on the Beard and the
Committees on which she sits. Previously she
held the rote of Group Finance Qirector at
Johnson Matthey ple and before that Anna held
senior strategy and financial roles at Diageo plc,
bothin the UK andinternationally.

Current external appeintments: Chief Financial
Officer, The London Stock Exchange Group plc.

Uuncen Painter

Independent
Non-executive Director

Appeinted to the Board on 1 May 2018

Key areas of expertise: Business transformation,
Digital, Media and Media IP, Strategy, Technolagy
and Data, Remuneration, People and Talent,
Creative Industry

Key skills and experience: Duncan brings to the
Board a broad range of experience particularly in
digital media, consurner intelligence systems

and targeted advertising. 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.,

Current external appointments: Chief Executive
Officer, Ascential plc.

£ VAT
Independent
MNon-executive Directar

Appointed to the Board on 1May 2020

Key areas of expertise: Business transformation,
Digitai, Media and Media IP, Strategy, Technoiogy
and Cata

Key skills and experience: Graham 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 the founder of Gubit, the leading provider of
e-commerce personalisation technolegy. 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
irmpraverment. Graham has been working with
web technology since 1995, designing and
building websites with emergent technology.
Current external appointments: Director,

Qubit Digital; SVP, Commerce Strategy, Coveo
Solutiens Inc.

Sharmila Nebhraland

Independent
Non-executive Director

Appointed to the Board on 10 December 2020

Key areas of expertise: Business transformation,
Digital, Finance and Treasury, Audit, Sustainability
and ESG, Media and Media IP, Regulation and
Public Policy, Strategy, Remuneration

Key skills and experience: Sharmilahas strong
public sector, comrmercial, government and
non-profit experience across a wide range of
sectors, including utilities, financial services,
media, 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 bbe.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, Member of the Audit, Corporate
Sustainability and Nominations Committees,
Severn Trent ple; Non-executive Director, Halma
plc; Non-executive Director and Chair of the Audit
and Risk Committees, Coutts & Cg; Chairman of
National Institute for Health and Care Excellence;
Nan-executive Director, Naticnal Savings &
Investments; Trustee, Glyndebourne,

Please see page 122 for further information on
Sharmila’s external time commitments.

Committee membership

€ Audit andRisk
@ Nominations
Remuneration

=

Terms of engagement for the Non-executive
Directors and written responsibilities for

the Chairman, Chief Executive and Senior
Independent Director are available on

our website;
www.tvplc.com/investors/governance




Governance | Management Board

Management Board

Aulian Bellamy
Managing Director,
ITV Studios

Appointed: February 2016

Experience: Julian joined ITVin 2014 as
Managing Director of ITV Studios in the UK.

He was promoted to Managing Director of ITV
Studios and appointed to the Management
Baoard 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 UX and internationally.
Julian's previous roles include Creative Director
and Head of Commissioning at Discovery
Networks Internaticnal, Head of Programming at
Channel 4 and prior to that he ran BEC3 and E4.
He also spent time as Channel 4's Head of Factual
Entertainment and was a commissioning editar
of Channel 4 News and Current Affairs,

Davig Fsbaen
Group HR Director

Appointed: Gctober 2014

Experience: David joined ITV as the HR Director
for ITV Studios in 2011. He was promoted to Group
HR Director and appointed to the Management
Baard in 2014.

He has responsibility for formulating and
implermenting ITV's global HR strateqy and policies.
Prior tojoining ITV, David gained substantial
experience inboth the UK andinternaticnally
whilst working in a variety of businesses

including EM) Music, Vodafone, Visa Europe

and Marks and Spencer.

Careivn Modall

Chief Executive

i
o Faln
chail,
Appointed: January 2018

Experience: Biography on page 100.

Ty
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Haevinlyge
Managing Director,
Media and
Entertainment

Appainted: August 2010

Experience: Kevinjoined ITV as Managing Directar
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 Cantent gt Channel 4, Director

of Programmes at Channel 5 and a number

af positions at the BBC, including Head of
Independent Commissioning for Entertainment.

Rufus Radcliffe
Managing Director,
Strearming, interactive
andData

Appointed: April 2017

Experience: Rufus joined ITV as Group Marketing
and Research Director in 2071, He was promoted
to Chief Marketing Officer and appointed to the
Management Boardin 2017.1n 2019 he toock 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
OnDemand, one of the two business units
making up the newly created Media and
Entertainment Division.

Rufus has responsibility for heading up the On
Dernand business unit, which will be the focus

of digital product development and growth for
ITV, and includes ITV Hub, ITV Hub+ {the ad free
version of the 1TV Hub) and BritBox.

Before joining ITV, Rufus spent ten years at
Channel 4, and prior to that held various
paositions at McCann Erickson and JWT.

Chris Bennady
Group CFO and COO

Appointed: February 2019
Experience: Biography on page 100.

-\

Appointed: Decernber 2074

Experience: Kelly joined ITVin 2011 as Group
Commertcial Oirector. He was promoted ta
Managing Director Cammercial and appointed

to the Management Board in 2014. He also sits
on the Board of Thinkbox, is Vice Chalrman of

the Advertising Association, a member of the
BARB Strategy Board and sits onthe 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 Rirector at
Channel 5 and prior to that held various positions
at UKTV, Sky and Thames Television.

ety Willams
Managing Director,
Commercial

Mark Smith
Group Chief Technology
Cfficer

Appointed: September 2078

Experience: Mark joined ITV in 2011as a mermber
of the technology management team. He was
promated to Chief Technology Officerin 2015,
hefgre taking an the Group Chief Technology
Officer role and joining the Management Board
in2018.

He has responsibility for all technology and
related operational matters acrass the Group
including leading on the digital transformation
strategy.

Prior to joining ITv, 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,
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Kida puiling
General Counsetand
Company Secretary

Appointed: January 2079

Experience: Kyla jnined ITY as General Counscl
and Company Secretary and member of the
Management Board in 2019.

She has responsibility for legal, company
secretariat, compliance and requlatory

matters across the ITV Group.

Prior tojoining [TV, Kyla held senior tegal
positions in the rmedia, entertainment, strategic
outsourcing and aviation sectors. She was General
Counsel and Company Secretary at easyJletplc
and Mitie Group ple; Global General Counsel of
EMI Music; and Group Legal Directar at [TV pic
and Granada Media. Kyla is currently Chair of
Independent Television News (ITN} and is alsa

a Non-executive Director on the Board of
Northern Ballet.

Puut Moare

Group Communications
and Corporate

Affairs Director

Appainted: July 2018

Experience: Pauljoined ITV as Group
Communications and Corparate Affairs Director
and a member of the Management Board in 2018.
He has responsibility for all Group communications
including corporate and internal communications,
public affairs, programme publicity and the Social
Purpose strateqgy.

Prior to joining ITV, Paul was the Communications
and Public Affairs Director at easylet plc for eight
years and hefore this worked for FirstGroup and
Virgin Atlantic Airways where he was Director of
Corporate Affairs for ten years. Paul first started
his career as a civil servant and worked for the
Department of Transport.

Ade Raveliffe
Group Directar of
Diversity and Inclusion

Appointed: September 2020

Cxperiene: Ade juined ITV as Head of Liversity
Commissioning In 2017. She was later promated

to Director of Creative Diversity, before taking

on the role of Group Director of Diversity and
Inclusion and joining the Management Board

in 2020.

She has responsibility for all diversity and inclusion
related matters acress the Group, including
leading, devetoping and growing ITV's Diversity
and Inclusicn strategy on and off screen.

Prior to joining ITV, Ade spent over ten years

at Channel 4, most recently leading Creative
Diversity, where she supported and nurtured the
careers of diverse creative talent and socught out
and commissioned a slate of developments which
encouraged diversity, risk-taking and inngvation.
Ade is currently a Trustee of BAFTA, Chair of
BAFTA's Learning, Inclusion and Talent Committee,
and a Trustee of the National Trust.

fMagrus Brooke
Director of Policy and
Regulatory Affairs

Appointed: February 2021

Experience: Magnus joined ITV in 2006 and was
promoted to his current job of Director of Policy
and Regulatory Affairs in 2007, joining the
Management Board in February 2021.

He has responsibility for ITV's policy and
requlatory strategy and advocacy,including
interaction with UK and Europeanregulators,
government and parliamentary committees.
From 2074 to 2079 Magnus was Chairman of
the Board of the Brussels based Assaciation of
Commercial Television in Europe, which represents
Europe’s commercial broadcasters to the EU
institutions. Magnus is a Director and Chair of
the Remuneration Committee of DUK which runs
the Freeview and Freesat platforms and he was
a Non-executive Director of the news provider
ITM for three years fram 201% to 2022,

Prior to joining ITY Magnus was Head of the BBC
Director General's Office, He began his career

as a solicitor specialising in regulatory and
competition law at City of London law firm
Ashurst, where he also trained.

an Colron
Group Strateqy and
Transfarmation Director

Appointed: February 2021

Experience: Danjoined ITV as Strategy
Implementation Directar in 2018. He was
promoted to Group Strategy and Transformation
Director in 2020 and joined the Management
Boardin 2021.

He is responsible for developing and
implementing ITV's Group strategy as

well as driving [TV's transformation agenda.
Prior to joining ITV, Dan was a management
consultant with the Boston Consulting Group,
defining strategies for global media businesses
basedin the UK and internationally, and before
that he started his career at Deloitte.
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The PLC Board

W

PLC Board Committees

Chief Executive

Management Board

foriTV as a whole.

Studios Board

management framework.

1, During 2021, a Chair Succession Committee was established to lead on the Chair search process (see page 125 for further detail).

Responsible for developing and implementing strategic
objectives and operational ptans for the ITV Studios business,
monitoring operational and financial perfermance, and
as58s5sing and managing risk, in line with the Group’s risk

Board members, including the Chief
Executlve, and the Independent Chief
Psychological Officer, the Operating
Board oversees the Group's duty of
care processes on screen and across
ITV, monitors and assesses the
pracesses in place to ensure they
continue to be effective and evalve
as necessary. The Audit and Risk
Committee Chair also attends
meetings on behalf of the Board.

also attends
meetings. The
Committee assists
the Company in
meeting its
disclosure
obligations, and

reviews and approves
requlatory and other

announcements
before publication.

Media & Entertainment Board

i Thewritten responsibitities of the
Chairman, Senior Independent Director
and Chief Executive are available on
the ITV plc website: www.itvplc.com

Respensible for praviding leadership to the Group's business, including setting the Group's purpese, strategy and values and
prometing its long-term sustainable success.

The terms of reference for each Committee are documented and agreed by the PLC Board. These terms of reference are reviewed
annually and are available on our website: www.itvplc.com/investors/governance/terms-of-reference.

b 4 A 4 ¥ A 4
Nominations Remuneration Audit and Risk Disclosure Our Ambassador
Committee’ Commiittee Committee Committee Network
L B - ;- ;3 ]
See the See the See the Audit and Risk Committee Consists of the Chair Discusses and
Nominations Remuneration Reporton pages 126 ta 137. of the Board, Chief inputsinto
Committee Reporton Executive, Audit and significant
Reporton pages 138 Risk Committee proposals and
pages 123 10 157, Chair, Group CFO & initiatives
W 10 125. €00, and General impacting our
3 Counsel and colleagues.
; . " Company Secretary. Cur designated
vDutvo Care Operating Boar The Director of Warkforce
: ) Investor Relation Engagement
Consisting of key Managgement © ® gagemen

Oirector reparts
back to the Board
on its activities.
See pages 114
and 115 for
engagementin
this area,

Responsible for the day-to-day running of the Group's business and performance, the developrnent and implementation of strategy
and promoting cur culture and standards.

Led by the Chief Executive, the Management Board members are collectively responsible for overseeing and driving the gverarching
Group financial and operational performance and executing on the strategic initiatives required to deliver the Group's strategy set by
the Beard. The Management Board balances the needs and resources of the business divisions to make decisions based on what's best

Responsibie for developing and implementing strategic
objectives for the Media & Entertainment business (Broadcast,
Commercial, Streaming, Interactive and Data, and BritBox
business units), manitoring aperational and financial

performance, and assessing and managing risk, in Line with

the Group's risk management framework.

€ >
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Board composition

Gender diversity Ethnicity Disabilit Board tenure Age

% Male 6 & B.AME 2 % Prefernottosay 0 # 0-2vyears 2 & 36-45 1
Fernale 5 White 9 Disability oriong-term . ?-Gypars 5 % A6 BE 4
health condition 2 5-9years 4 56-65 4
No disability or long-term 66-75 2
health condition 9
FLE Board and Committes membarship and attendance Skills and experience
PLC Board and Committee membership and attendance at
scheduled meetings in 2021is set out below, .
Business 10
transformation QR S NN AR R I
Attendance at scheduled meetings
Norninations  Remuneration  Auditand Risk Creative 4
Board' Committes* Committee Committee industry [ e
Digital 9
Peter Bazalgette? 8/8 44 77 4* L
§E[Ta“ Amin 8/8 44 77 - Finance and 5
Edward Bonham Treasury L ]
Carter 8/8 4/4 - 5/5 .
- erereeere Audit 5
Margaret Ewing 8/8 2" 2 5/5 RTINS
Graham Cooke? 8/8 2% - Wl N
T Ll T e i e e Sustainability 7
Mary Harris 8/8 aiy 77 5/5  andEsG AT o g
Chris Kennedy 8/8 2* 2* 5* X
B — Media and 8
Anna Manz 8/8 L wro 5/5  Medialp T R I R M)
Carolyn McCall 8/8 4> - - .
et e e e e e £ e o e e Regulation and E
Sharmila Public Policy  GEETIEERRETIEERS
Nebhrajani® &6/8 ™ 5/7 1*
- et o e e o e e Strate "
Duncan Painter 8/8 2% 77 1* rateay N T . S ——
* Indicates where a Director has attended all or part of aPLC Board or Cornmittee Technology 4
meeting by invitation (i.e. when not a member or pricr to being a Directar). The and Data ARSI
Executive Directors did not attend parts of any Committee meetings where to

do so would resultin a conflict of interest, Remuneration 6

1. InJune aseries of PLC Board meetings were held over a two day virtual strategy
session. For the purposes of this table these two days are counted as one meeting. L d 7
In addition a half-day strategy session was held in December, which is hot reflected _Pr:l:';: an _— o X

in the table above.

Peter Bazalgette was invited to all Audit and Risk Committee meetings during the year,
of which he attended four.

Graham Cooke was appointed to the Audit and Risk Cormmittee on 1November 2021,
ALLPLC Board members were invited to a Nominations Committee meeting for a senior
rranagernent succession planning session and another for an update or the Chair
Search process.

Sharmila Nebhrajani was unable to attend the Novernber and Decermber Board and
Cormmittee meetings due toillness and extended hospitalisation.

=)

oo

w

The Board held a private session during the vear. In addition,

the Non-executive Directors met without the Chairman or
management during the year to discuss Chairman performance, and
also on aninformal basis to discuss matters relevant ta the Group,

The Non-Executive Directors met with the Chief Executive to
discuss Management Board talent and succession.

TV ple fwoa



Governance | Corporate Gavernance continued

Key strategic matters considered by the Board in 2021

Stakeholder groups
B8 shareholders (including debt providers) Colleagues 38 partners
Citizens 8 Prograrmme participants Viewers and subscribers
ﬁ Customers {including advertisers) m Legistators and regulators E Debt providers
Link to key
Performance Link to principal risks stakeholders
r -
Reviews of capital structure, liquidity, investor proposition and valuation ¢« Principalrisks1,2,3,4.5,6,7.8,9 i a@ '
. and15 : !
Review of the five year plan ¢« Allprincipal risks | GE ;
| @3 |
1 1
; ' !
. Programme of cost and complexity reduction i+ Principal risk 9 i :
: i i
- Evaluation of merger and acquisition opportunities i Principal risks 2,3,4,9 i < [o :
: s ;
Principal risks deep dive : + Allprincipalrisks ! i
s T
~ Investor engagement and insight, reinstatement of the dividend policy | N/A | i

Supercharge Streamin

volving the ITV strategy and the vision for an integrated AVOD/SVOD platfarm i+ Principalrisks1,2,3,4,7.8,9and 10 | E3HEITREE

¥
|
i
i

- Developing a data strategy to enable ITV to extract value from its data, supporting + « Principalrisks1,2,3,4,7,8,9and 12 ; ﬂ
. delivery of ITV's overall strategic initiatives ’ i

" BritBox international expansion plans ;- Principalrisks 1, 8and 9

. Digital content strategy anginvestrment i+ Principalrisks1,2,7,8,9

Optimise Broadcast
. Commerdial strateqgy — Planet V and linear addressable, vOD and linear integration i« Principalrisks1,2,8,9

Media and Entertainment division - restructuring including some redundancies

Expand Studios Globally

Evolution of Studios strategy - International expansion, new SVOD markets and changing , + Principal risks 3,9, 14 P R ;
rights madels : : ;

Regulation

Regulation — continuged focus on key policy and regutateryissues, including Brexit, CRR and

. » Principal risks 6 and 12 a
advertising restrictions (e.g. gambling and HF55) and the PSB review. These continue to be ;
kept under close review along with other issues that could have a potentjal short, medium
and long-term impact on the business
Focus an changing governance regulation - Principal risks 6 and 12 Bn
Qther

.-/

Social Purpose strategy - delivery of strategy, including environrmental targets and » Principalrisks 1,7,9and 11 @
mental health and ‘giving back' campaigns ’
Climate-related risks and short to medium term impacts, reporting on ESG matters - Principalrisks 1,7,9
Diversity Acceleration Plan, how this aligns and supparts the ITV Strategy « Principalrisks 7 and 11 5 e fezfuc
Property strateqy, consolidation of the Lendon sites N/A Bas

O TV ple G cen e, T an A




Gavernance

Stakeholder
Engagement

Engaging with our stakeholders is fundamental

to the successful delivery of our strategy, as the
Chair’s introduction to this report makes clear.

The Board’s clear understanding of stakeholders’
issues, expectations and perspectives ensures that
stakeholder views are carefully considered during

decision-making processes.

The Board both directly engages with
relevant stakeholders and assesses

details provided by management and
other colleagues to allow the Directors

to understand how organisational decisions
have taken stakeholder interests into
account and also to influence future
decision-making. The General Counsel and
Company Secretary supports the Board in
ensuring that due consideration is given to
stakeholder issues and papers submitted
to the Board detail the impact of proposals
on key stakeholder groups. At least once a

Viewers and Subscribers

Description

: Through regular engagement, the Board recognises the evolution of ITV's relationship with viewers, which

year, the Board identifies its key stakeholders,
reviews the issues that matter to them
mast and discusses potential enhancements
to engagement with them. The Board also
has the cpportunity to give feedback an
areas needing more focus as part of the
Board evaluation (see pages 120 and 121}
Our Section 172 staterment on pages 68

and 69 includes examples of how the

Board and its Committees had regard for
stakeholder interests throughits discussions
and decision-making during the year,

has been pivotal in shaping the Company's strategy.

© Forms of engagement

- Meetings and presentations
.+ AGM live stream with questions

Board and Committee reviews and assessments

= Analysis of target audiences and viewing habits, as part of Board strategy sessions
+ Regular Chief Executive reparts toc the Beard on viewing and subscription figures

 + Review of impact of ITV's data strategy on viewers and subscribers
» Board session on BritBox UK and International performance, including subscriber trends
+ Reviews by Management and Divisional Beards {on which Executive Directors sit) of

. Outcornes and impact on principal decisions

- Growing, enhancing and integrating our AVOD (ITV Hub)
and SVOD {ITV Hub+, BritBox UK, BritBax International)
propositions, through investment in proguct, content,
distribution, data, tech and analytics

"« Decision to define one content budget for the MAE Division
as awhole to enable the business to optimise its content
{including its windowing) strategy and enhance its
experience for viewers

The table below sets cut the key
stakeholders which the Board has
identified as being impaortant to ITV's
success and same of the key engagement
mechanisms usedin 2021. The Board
continues to manitor the impact of
COVID on stakeholders through the

Chief Executive's COVID response reports
at every Board meeting and is committed
to meaningful engagement with its
stakeholders,despite the challenges

of the pandemic.

. Link to strategic priorities

ig@} B AR

viewer sentiment, concerns and/or data through: internal research studies; manitoring
of linear viewing figures; campliance reports; and Ofcom reports

« Reviews by members of the Management Board and senior ITV employees of feedback
from viewer services (which serves as a conduit for viewers te channel their comments
and/or concerns)

Key Issues or priorities identified

« Changing viewer habits (a principal risk — see page 76)

» Ongoing need to respond an a timely basis to viewer/subscriber complaints andissues

+ Driving awareness, through pragramming and campaigns, of key social, environmentat
and topical issues with ITV playing animportantrole as a trustworthy and accurate
source of information

« Authentic representation of the diversity of modern Britain on screen

- Endorsement of anew data strategy, Board discussions on

this topic benefited from Graham Cocke and Duncan
Painter's technical, digital and commerdial expertise.
Graham and Duncan carried out a number of ‘'deep dive’
sessions with senior management focusing on the data
strategy, and shared insights with the Board

Read more

o
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Governance | Stakeholder Engagement continued

Customers (including advertisers)

Description

_ Customers (including sponscrship and advertiser relationships) are integral to menetising our content and

. delivering on our strategy.

: Forms of engagement

;, Meetings and presentations

-« Attendance by Board members at the ITV 2021 Palooza event, our annual commercial
and pregramming showcase for our commercial buyers

Meetings between the Executive Directors and their industry counterparts (many of
wham are also buyers of ITV Studios content)

Regular engagement by the Chief Executive and various members of the Management
Board with advertisers and agencies through key ITV and industry events, for example,
Chief Executive participation in the EGTA World Television Day conference

Meetings between members of the Management Beard and senior ITV employees with
potential buyers of Studios content

* Board and Committee reviews and assessments

~ « Review of the impact of Phase Two of the strategy on the advertising market and
content spend

Board strategy sessions on: the evolving commercial strategy to address TV advertising
clients’ needs; VOD and linear addressable advertising to supportITV's streaming
ambitions, intluding feedback from clients, SVOD market growth and impact on Studios,
including analysis of major SVOD buyers across territories

Non-executive Director advanced advertising deep dive session run by senior leaders in
the Cemmercial team

Regular Board updates on key relationships and developments in the advertising markert,
including ITV's engagement and relaticnship initiatives with its advertisers and agencies,
and potential growth opportunities for the Studios business

Reqular reports on Commercial and Studios performance by the Chief Executive to the
rest of the Board

. Key Issues or priorities identified

The risk of detrimental advertising market changes (a principal risk - see page 77)
Maintaining commercial broadcaster relationships and further developing scripted
talent (a priority for streamersin some markets)

The need to continue to educate our customers on the effectiveness of TV advertising
(including impact of TV advertising versus online advertising)

- Delivering audience profile and size to enable advertising sales

Further creation and exploitation of IP to drive viewing and enhance IP monetisation
oppaortunities

TV ple il
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Link to strategic priorities

Outcomes and impact on principal decisions

+ Strengthened custamer proposition and priorities for the
supercharged streaming strategy
Board support for the progression of, and investment in,
innovative, addressable advertising initiatives. Board
discussions on this topic benefited frorm Graham Cooke
and Duncan Painter's digital and commercial expertise
Endorsement of: innovative initiatives in response to
advertisers’ and agencies’ desired cutcomes; assessments
and recammendations to deliver growth in Studios, and
recommendations to manage risk and opportunities
associated with the growing SVOD market
support for data initiatives to develop internal capabilities
to deliver cammercial and data ambitions over the next
five years
Investmentin ITY AdVentures Media for Equity initiative,
offering TV advertising to potential leading, high-growth,
digital-first companiesin the UK inreturn for equity
- Investmentin, and creation of, new Studios labels to cater
to growing markets and customer base

Read more

®
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Governance

Dascription

Strong relationships with our partners are fundamental to our business and operating modet, and to : %}

ensure we meet the high standards of conduct that we set ourselves.

Forms of engagement

Meetings and presentations
" » Executive Directors’ engagements (meetings, conferences) with key suppliers and
partners (including distribution partners)
» Executive Directors sit an the BritBox Partnership Board with their BBC counterparts
and other senior managers, and regular Chief Executive counterpart meetings take
place with other key partners

- Board and Committee reviews and assessments

Strategy sessions on the impact of the supercharged streaming strategy on third parties
fincluding P5Bs, suppliers and platform owners)

Board approval of significant contracts with suppliers or partners

Board update on engagement with third-party suppliers, including supplier management
policies, processes and controls

Chief Executive reports on key/strategic partner relationships and Group CFQ & COO
reports onimportant negotiations with key partnerships, at every Board meeting

Board review of ITV's Modern Slavery Statement, including report on steps taken to
identify, address and prevent modern slavery in our operatians and supply chains

Audit and Risk Committee review of the Group’s supplier payment practices and the
procedures in place to safequard both ITV and suppliers from fraud (see page 129)

Citizens
O O OSSN N S A ST A S T

Link to strategic priarities

. Descriptian

As a public service broadcaster, we strive to reflect, remain in touch with, and shape public sentiment and
national conversations. Gur engagement in this stakeholder category is an integral part of our Social

Purpose strategy. Please refer to pages 48 to 55 for our work in this area.

~ Forms of engagement

Meetings and presentations

Chief Executive interview with Bloomberg and participation at COP 26 to discuss ITV's
cammitment to climate action and progress towards its pledges

Chief Executive and Chairman's participation in interviews to help shape Financial
Reporting Council's review of Corporate Culture

Chairman's speech at BEYOND 2021 to discuss the future growth of the Creative
Industries sector, including its role within society/wider community

Chief Executive's participation/engagement at the Royal Television Society Cambridge
convention, with the theme of reshaping Britishness on the giobal stage

Board and Committee reviews and assessments

- Group CFO & COO0's overall responsibility for ITV's climate action agenda and leadership
of ITV's Climate Action Delivery Group

+ Board receipt of annual updates on 5ocial Purpose, the Group’s climate-related agenda

including risk, opportunities and targets, and Diversity and Inclusion {including progress

against ITV's Diversity Acceleration Plan)

Training undertaken by Board and Management Board members on ESG and corporate

purpose

- Board session on environmental risk, including analysis of key risks for ITY, their

potential impact, 1TV s resilience and opportunities for improvement

Audit and Risk Committee monitoring of compliance with, and progress on, climate

change reporting, particularly with regards to TCFD; reports to the Board onits

outcome (see page 134)

Partners (including Suppliers, other Broadcasters and Platform Owners)

: Link to strategic priorities

Outcomes and impact on principal decisions

+ Approval of new long-term commercial partnerships
with Virgin Media O2 and Sky

« Development of ITV's Partnership strategy to deliver

Phase Two of the strategy

Consideration of key themes/risks across supplier

stakeholder groups and how they are being addressed

by management

strengthened creative talent through new partnerships

and strong development slates

Further collaboration with streaming platfarms to drive

reach and consumption

Board support for targeted engagement with distribution

partners to define approach to the supercharged

streaming strateqy

Endorsemnent of partnership initiatives to develop

commercial addressable propesitiens and support

ITVW'sdata strateqgy

Outcomes and impact on principal decisions

.+ Introduction of E5G scorecard for Executive Directors

and Managernent Board in 2022 annual bonus targets —
aligned to the achievement of ITV's longer-term Social
Purpose goals

to use ITV's brand to educate and inform audiences on
actions they can take to transition 1o a Net Zero world
Deepened understanding and awareness of ESG and
factors influencing ITV's corparate purpose, to infarm
Board decisions

Investment in management training on diversity and
inclusion, including the roll-out of race fluency and
disability inclusion training to the whole business
Establishment of ITV's Cultural Advisory Council, which

Chief Executive and Management Board members attend,

comprising a group of independent external advisers
from a range of differentindustries and specialisms who
advise, challenge and counsel ITV an its diversity and
inclusion activities

Commitment to The Climate Cantent Pledge (with other
major breadcasters) to pramote climate story-telling

Qn screen

Delivery of outcomes is supported by Board members'
active consumption of cur national and regional news
services, with follow up discussions and ligisons on
future plans with Management Board members and
senior leaders

TV ple Annual eno T and s D00
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Governance | Stakeholder Engagement continued

Citizens continued

' Keyissues or prioritles identified - Read more

. Description

- The Board is committed to its responsibility as a public service broadcaster (P5B) and conducting business

Harnessing our unique mass-reach platform and the power of our pragrarmmes to raise - g
awareness and action on issues that are important and help shape culture for good, with
particular emphasis on mental and physical health

Our sustainability and commitment to climate action targets and initiatives - %‘X Ceste et T g e
- Our contribution 1o wider society in other ways, including charitable giving through : %@ X

Soccer Aid for UNICEF and volunteering 2
Qur focus and commitment to increasing on and off-screen diversity through our

Diversity Acceleration Plan (see page 54)

Legislators and Regulators

Link to strategic priorities

it line with the appropriate laws and regulation, to ensure we gperate in an ethical and responsible way.

H
i
:

Forms of engagement . Outcomes and impact on principal decisions
. Meetings and presentations ; » Collaboration and focus onimportant societal issues such
* » Meetings with government ministers and officials an key issues of concern, initiatives © associal mobility and diversity
or cansultation. This includes meetings between the Chief Executive and the Secretary 1 - Application for the renewal of TV Multiplex licences
of State for Department for Digital, Culture, Media and Sports (DCMS), and regular . » Further Board discussion and consideration of the PSB
meetings between the Chief Executive and the Minister of State for Media and Data regulation and HFSS advertising ban
» Counterpart meetings with Gfcom on a wide range of policy and regulatory issues " » Collaboration with the industry, the nations’ governments
{which included Chairs’ and reqular Chief Executives’ meetings) . and DCMS to update the COVID guidelines for TV
{ - Regular meetings of the Audit and Risk Committee Chair with the Chief Executive and . productions (in line with the lifting of restrictions)
other leaders of the Finandial Reporting Council regarding corparate and audit .+ Leading on discussicns with PACT and the government
regulatory reform, including the Business, Energy & Industrial {BEIS) cansultation regarding the productionindemnity scheme
+ Participation by the Chief Executive as a mermber of the Prime Ministers Build Back .+ Audit and Risk Committee decision for {TV to submita
Better Business Cauncil response to BEIS regarding the audit and corporate
i« Periodic engagement by senior ITV employees with ather regulators including the . governance proposals

CMA,ICG and the European Commission

Chief Exacutive's Regulatory & Public Affairs Sub Committee and Chait's active
participationinit

Chief Executive participation at the JTV All Party Parliamentary Group

* Board and Committee reviews and assessments

.+ Board briefings on Ofcony's PSB statement and ITV's PSB strategy, and Cabinet reshuffle
- UUpdates to the Audit and Risk Cammittee frorm the Committee Chair and external

Board strategy sessions considering the impact of an HFSS and Gambling advertising ban .
Updates from the Chief Executive on policy and regulation at every Board meeting ‘
Regular reparts to the Board and Audit and Risk Committee on compliance and

significant litigation matters

auditor regarding FRC developments and preposed requiatory changes
Audit and Risk Committee session on the BEIS consultation on audit and corporate
governance reform, and circulation of related materials ta the Board :

Key issues or pricrities identified Read mare

+ COVID guidance and regulation

= HF5S advertising ban and other possible advertising restrictions

+ PSBrequlation

- Legal and requiatory compliance (including tax) - {non-compliance is a principal
risk - see page 85)

» Regulatory policy changes fa principal risk - see page 79)




. The safety of participants is of paramount importance to the Board. The Board takes its duty of care to
© them very seriously, and obtains regular assurance over the support and processes in place to safeguard
* their physical and mental health and wellbeing.

Board and Committee reviews and assessments

i - Effective Speaking Up procedures
-« ITV's commitment to diversity and inclusion {see pages 54 and 55}
.+ Review of processes applicable to The Voice format

Programine participants

Governance

Description : Link to strategic priorities

9.

' Forms of engagement ; Outcomes and impact on principal decisions

Meetings and presentations { « Assurance over ITV's controls and proceduresin place to
» Chief Executive attendance at two Mental Health Advisory Group (MHAG) meetings, ! detect poorjournalistic conduct, and decision toinclude an
which three other Management Board members regularly attend (two of whom are update on whistleblowing reports at every Board meeting.
members of the Advisory Group) (see page 58 far more detail on the MHAG) i Discussions on this topic benefited from Carolyn McCall's
i extensive prior experience working for a news arganisation
¢ « Aninternal audit on compliance processes regarding
{ journalistic standards and integrity
! . Investmentin psychological performance improvement
; projects {on reality TV, in collaboration with cther
broadcasters), as recommended by Independent Chief
Psychelogical Officer
Revised terms of the Independent Chief Psycholagical
Officer ta reflect additianal responsibility and

Regular Board updates on duty of care pracesses and issues, and on the Duty of Care
Operating Board’s discussions and activities {including feedback from ITV's Mental
Health Advisary Group and updates on the ITV2/CALM partnership), through updates
from the Audit and Risk Committee Chair, who is a standing attendee of the Duty of
Care Operating Beard

Board review of ITV's journalistic standards in light of findings at the BBC in relation to
the conduct of Martin Bashir and the BBC interview with Ciana

Board review of progress against ITV's Diversity Acceleration Plan to accelerate change
indiversity and inclusion on-screen

Board updates on any challenges relating to, or publicity surrounding, duty of care
processes relating to any programmes produced or broadcast by ITV

Annual Audit and Risk Committee reviews of duty of care and health and safety
processes, including duty of care risks and mitigations

Regular Chief Executive reparts on the ongoingimpact of COVID-19 on production
and updates on the health and safety procedures for participants

Board review of minutes from the Duty of Care Operating Board meetings

Duty of Care Operating Board

Endorserment of initiatives relating to ITV's refreshed duty
of care framework, far example the developrnent af a
training programme for thase working on producticns
(see page 58)

0Ongoing engagement with Dr Paul Litchfield CBE,
Independent Chief Medical Gfficer to 1TV, advising en
continued enhancement of duty of care processes

Key issues or priarities identified Read more

» Duty of care to participants (a principal risk - see page 84)
» Mental health and wellbeing of our participants
« Safety of participants during the COVID pandemic

iTvple &

accountability (see page 58), and reqular attendance at the ¢




Governance | 5takeholder Engagement continued

Shareholders (Individual and Institutional), Bond Holders and other Providers of Debt and Analysts
S

. Descriptian

" Delivering for eur investars (equity and debt) and understanding their views and interests ensures the :
- business continues to be successfulin the long-term and therefore can deliver for all our stakeholders.

' Meetings and presentations

Executive Directors, the Chairman and the Remuneration Cornmittee Chair held
meetings with institutionalinvestors. The Executive Directors held meetings with
investors representing araund half of the Company's share ¢apital, as well as potential
investors across the UK, US and parts of Europe

- Committee Chairs engagement with sharehotders on significant matters (see pages

- Board and Committee reviews and assessments

Market considerations of ITV's streaming ambitions, as part of Board strategy sessions
Board review and discussion of Environmental, Social and Governance (ESG) indices,
reporting, and feedback from analysts, brokers and shareholders on ITV's ESG approach
Group CFO & COQ reports on the outcome of the broker review and on key shareholder

Key issues or pricrities identified

Forms of engagement

127 and 138)

Commercial and Studios Investor Seminars (including Q&A) presented by the Chief
Executive and leadership teams, in Navember and December 2027 respectively

Chief Executive, Group CFO & COO, and mermbers of senior leadership teams attended
anumber of key investor conferences

Chief Executive and Group CFC & COO held meetings with equity sales teams and

analysts

AGM live stream with ocpportunity for shareholders to ask questions in real time
Regular dislogue throughout 2027 between the Group CFO & COO and Director of
Tax & Treasury and the Rating Agencies and the Core Banking Group

. Link to strategic priorities

" Qutcomes and impact on principal decisions

engagement activities undertaken by the Executive Directors and investor Relations team |

Board updates from the Company's brokers and advisers on market performance, bid
defence ang capital structure, and on shareholder sentiment regarding ITV's
performance, strategy and dividend policy

Board members' careful scrutiny of analyst reports throughout the year

Audit and Risk Committee review and discussion of areport from the Director of Investor
Relations oninvestors’ and analysts' views in relation to ITV's accounting policies, risks
and disclosures

Strateqgy, investment prigrities and delivery against strategic and financial targets

and KPls

Ongoing impact of COVID on financial and operating performance

Share price performance

Dividend policy and leverage

ESG data and performance

Strategic delivery (a principal risk - see page 82)

Potential reaction of investors and wider market to ITV's streaming strategy

« Announcement of the Board's intention to reinstate the
ordinary dividend and propose a final dividend of 3.3p for
the full year 2021

Consideration of feedback to inform, amongst other
things, ITV's long-term strategy, five year plan, dividend
policy, capital structure and approach to ESG and other
governance issues

« Board discussion oninvestor sentiment and action for
management to conduct further analysis of ITV's existing
and prospective investor base with the evolution of the
equity story

Assurance over ITV's ESGratings (including indices and
reporting framework)

Inclusion of Social Purpose update in quarterly reperting
to the market

Linking ESG with finance and remunetation, including
Remuneration Committee decision toinclude ESGin
performance targets and annual bonus metrics and
cammitment of ESG KRIs in relation to debt financing
Appointment of JP Morgan as ane of the Company’s
brokers in December 2021 {replacing Citi)

Read more
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L]
Colleagues
Description  Link to strategic priorities
The workforce is integral to the day-to-day operations and the practical execution of strategy. Effective : §‘§‘
engagernent mechanisms provide the Board with important insights and priorities, as well as ensuring the | =% ' 277 ¢

workforce voice is considered in the Board’s decision-making.

: Forms of engagement - Duteames and impact on principal decisions
Meetings and presentations .« Board discussions benefited from Edward Bonharm Carter's

* « Workforce Engagement Director's meetings and activities with colleagues {see pages directinsight inte workforce sentiment and topics that
114 and 115 for further details) matter most to colleagues

; « Formal workforce advisory panel (our Ambassador network) activities with colleagues, . . Consideration of feedback to inform, amongst other
the Warkforce Engagerment Director and reqgular participation by Management Board . things, communication with colleagues, development
members at Ambassador meetings " opportunities and action ptanning by the Management
'« Chairman participation on the Chief Executive's vodcast to discuss regulatory challenges | Board and Senior Leadership Team, and locatised planning
forITv " by line managers across the business
+ Board members engaged directly with senior management and colleagues fromacross - Ongoing engagement, feedback and discussion with
the business. For example, the Audit and Risk Committee Chair met with members from . colleagues regarding their views on the successful delivery
the ITV Able Network, and the Remuneration Committee Chair hosted a live Q&A and - of the Diversity Acceleration Plan
discussion session regarding executive remuneration for Ambassadors - Opportunity for Board members to talk to employees
¢+ Engagement survey to assess colleague sentiment on areas such as culture, 3 openly and transparently about the Remuneration
development, diversity and inclusion, and speaking up . Committee's approach to reward at ITV and gain insight

into pricrities for colleagues through the Ambassador
Q&A and discussion session on remuneration

Board review of feedback and results fram the 2021
Engagement Survey in January 2022 as part of the Board
culture review (see page 117}

Investment in people initiatives, including diversity and
inclusion training, and ways of working

Investment in mental health and wellbeing support for
calleagues

Board consideration and approval of the Londen Property
move (see page 69

¢ = Assurance over ITV's bench strength and succession

. pipeline and continued progress to broaden diversity
across the business and endorsement of 2022 people
priorities

Assessment of bench strength, capabilities and skills
within the Technology team led to the Board's
endorsement of investment in additional resource to
ensure the business had the required skills to deliver the
supercharged streaming strategy

" Board and Committee reviews and assessments

+ Regular Workforce Engagement Director updates to the Board

+ Employee engagement included as part of Chief Executive report at every Board

meeting

Board receipt of fortnightly vodcasts from the Chief Executive to calleagues

Board and Management Board receipt of feedback from ITV's staff netwaorks, through
regular updates on Social Purpose and Diversity and Inclusion

Board update on the Lendon property including the impact on ways of warking and
communications to colleagues

Board attendance at Nominations Committee sessicn on talent and succession planning

i Key [ssues or prioritles Identified * Read mare

: « Transparent and honest culture and ethos

.« Flexible and digital ways of working

-« Mental health and wellbeing support

: « Safety of colleagues during the cngeing COVID pandemic

. Progress on our Diversity Acceleration Plan commitments (see page 54)
« Retention and recruitment of talent (a principal risk - see page 86)

* » Internal cultural change (a principal tisk - see page 83)

TV i Foin L




Governance j Stakeholder Engagement continued

Engaging with our workforee
The Board ensures effective engagement
with the workforce using two of the
methods stipulated under the Code:

a designated Workforce Engagernent
Director (Edward Bonham Carter, our
Senior Independent Director) and a
farmal workforce advisory panel (our
Ambassador network).

The Board recognises the benefits of
personal interaction and informal
discussion to both learn more about
day-to-day operations and the practical
execution of strategy, as well as gather
direct insights into workforce sentiment.
Colleagues have direct contact with the
Chief Executive through her Ask Carolyn
email address and the Chairman has regular
meetings with Management Board
members and Divisional heads, who feed
back to him on workforce issues. The
Committee Chairs also have individual
meetings with employees inrelation to the
business of their Committee meetings.

Far other key instarices of the direct and
indirect engagement the Board members
have had with cur colleagues, refer to
page 113, and for the cultural insights
gained through engagement {including
other ways in which the Board has
monitored and assessed culture), refer

to pages 116 to M9. For a definition of

our workforce see page 56.

THe T pic G

Our Amibassador network

Our Ambassador network represents all
parts of the business and was establishedin
2015 to represent employee interests, share
infarmation and help inform our culture by
giving our employees a voice.

« Each Ambassador usually represents
approximately 50 colleagues from their
business area, called their constituency.

- There are approximately 90 Ambassador
constituencies which are organised inte
five regional and internaticnal groups.

« The Ambassadors meet in their groups
four times a year and, given the
pandemic, additional remote meetings
were organised to ensure Ambassadors
were connected and able to share any
concerns effectively.

Ambassador feedback loop
]

- NED atténds

o Ambassadar.
Meetings and ]

stollects feedbatks -

“ L linsights

7 NED provides
- teedbackfrom
- Asmhassadors at
-: Board Mesetihg

NEB collects

. feedback/

insights from
Board Meeting to
¢ sharewith .7
" Ambassadors.

- NED shareé_ 3
L9 Feedbackiinsights”
" fromBoard
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Q&A

with our designated Workforce Engagement
Director, Edward Bonham Carter

Edward Bonham Carter, Workforce Engagement Director
C ]

et were your potivitios during 20277
Intotall attended 13 Ambassador meetings
{seven UK Ambassader meetings covering
three UK regions and six international
Ambassador meetings representing all

ITV territories).

Mo ofien do youveport te the Board an
cogagEment potivitios?

During 2021, 1 gave four verbal updates to
the Board an activities and presented one
formal paper on the insights gained fram
engagements and on outcomes and
proposed recommendations that have
arisen. | also use my insight to ensure the
employee vaice is considered during Board
and committee decision-making and
discussions, and to raise the profile of the
issues raised to me by colleagues.

W tir bevefits of having this
deginnatod rols an the Board?

Through active two-way dialogue,
attendance at Ambassador meetings has
given me the ocpportunity to share insights
into external factors affecting ITV which
the Ambassadors then share with their

ig%"Il‘# ending both UK
and International
Ambassador meetings
gives me a broader
perspective of company
culture and priorities
for colleagues,
including the impact
of operational changes,
and | am able to give
feedback to the Board
on cultural alignment
across officesand £
internationally.

constituents. ' alsu able to feed back te
the Board cn employee topics andissues of
interest and/or concern.

Attending both UK and International
Ambassador meetings gives me a broader
perspective of company culture and
priorities for colleagues, including the
impact of operational changes, and [ am able
to give feedback to the Board on cultural
alignment across offices and internationally.
Also, in hearing feedback first hand
regarding management's approach to,

and understanding of, employee issues,

| can provide the Board with assurance

that management are clearly attuned te
company morale and workforce issues and
that colleagues have effective wellbeing
and mental health support.

What were your takeaways fram
Ambaszader meetings during 3037
This year, attending the Ambassador
meetings has been invaluable to my
understanding of cclleague sentiment.
2027 has again beena year of change

for colleagues, with an ongoing focus

on digital, arganisational and strateqgic
transformation. Working environments
have aiso changed with return to office
working, yet part-time remote working is
now here ta stay. The pressures of the
COVID pandemic have continued to affect
us. Our London colleagues will also be
maoving to a new office. lwas able to obtain
feedback on the impact of these changes
and on culture and morale. Key issues
highlighted to me by colleagues included
what the ‘return to work’ would lock like
and the extent of organisational changes
and digital initiatives.

I have alsc been abie to develop better
awareness and understanding of colleague
Initiatives and policies, for example on
Climate Action targets, Speaking Up policy
and ITV Fast Forward through receiving
presentations from employees,

| also enjoyed sharing the Board’s views with
colleagues and discussing important topics.
In 2021, this included sharing the Board's
views on the changing media and regulatory
landscape {SYOD market growth, HFSS

ITV phc Sonual ke T o Aoconann 2077 iR

advertising ban, PSB regulation, changes in
viewer habits and the advertising market)
and how this has affected (TV.

Attendance at the meetings also highlighted
1o me the extent and effectiveness of
management's communication and
engagement with colleagues. Direct
engagement has harnessed culture

whereby colleagues can be their authentic
self at work, feel supparted by their
managers and are proud to work for [TV,

Have you faced any challenges during
the year?

Usually there are plenty of opportunities

for formal and infermal meetings with
colleagues during visits to the offices but
this has been restricted during the COVID
pandemic. While virtual meetings have been
effective, | hope that we can resume mare
regular in-person meetingsin 2022 as these
provide valuabie insight into the day-to-day
operations and practical detivery of strategy.

What vre vour Koy areas of focus for
angagement in 20237

I am locking forward to meeting colleagues
in person mere regularly, as soon as
circumstances permit. Following changes
to the Company’s business structure and
operating model over the past two years
itis asimportant as ever to gather direct
colleague sentiment and build relationships
with the workforce. | will also continue to
engage with Ambassaders onimportant
topics, such as diversity and Inclusion, ESG,
and wellbeing and mental health support,
which continue to be a focus in 2022

Flase Bmbdassader
s e pifenive?
I have had feedback from individual
Ambassadors that they have found my
participation to be valuable, particularly

in relation to having Beard representation
at meetings and receiving business as well
as strategic updates. | enjoy giving updates
on the Board’s perspective on issues and
opportunities facing ITV. Part of my role

is to listen to any and all feedback that
Ambassadors or their constituents want
to share with me, even if the issues are

at a local level.

% found engagsment
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Values in Action -
Understanding and
Monitoring our Culture

To support the creation of long-term value for our
stakeholders, we must continue to build and promote
a culture of openness and integrity, where inclusion

and diversity are championed.

The Board recognises that ITV's culture is
akey enabler of ITV's digital transformation,
and therefore understands the impartance
of monitoring and fostering it. Aligning our
values with our strategy is pivotal to aur
success, as is ensuring that we have the
financial, creative and cultural capability

to deliver it. While the Board is satisfied that
ITV's culture is aligned with its purpose and
values, culture must continue to evolve,
through agility, collaboration and openness
to new initiatives, to enable the successful
delivery of strategy and become a digitally-
led business,

The Board considers culture formally on an
annual basis and, thraugh its work during
the year, is able to satisfy itself that the
policies, practices and behaviours throughout
the Group are aligned with ITV's purpose
(including its Social Purpose), vision, values
and strategy. Through the Board's discussion
af relevant observations, the Chief
Executive’s focus on people and culturein
her Board reports, and the methods listed
in the table below, cultureis considered,
whether implicitly or explicitly, at every
Board meeting. For example, ITV's respanse
toissues concerning The Voice of Holland
demonstrates our approach to continuous
improvement in addressing any concerns
around culture, in particutar relating to
Speaking Up policies. The Board recagnises
such matters pravide opportunities for iTV
to constantly keep under review its policies,
procedures and training around corporate
culture to ensure values in action.

The failure to evolve the underlying culture
of the business, resulting in a potential
inability to deliver the level of change
required to achieve our strategic objectives,
has been identified as a principal risk (see
page 83) During 2021, to seek assurance
over this principal risk, and given the
importance of culture and the Board's

role in monitaring it, the Audit and Risk
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Committee requested an internal Audit
review of the management processes

in place ta support the Baard with
discharging its duty of monitoring the
culture of ITV. The review included a
number of interviews with Board members
and other individuals, reviews of minutes
and other documentation. The report
found that the processesin place were
strong and that ITV's culture was known
and understood by Board members who
considered the culture to be apen and
transparent where challenge is expected
and accepted.

We are continually tooking for opportunities
to enhance ITV's approach to monitoring
culture, Fram 2022, in conjunction with the
recommendations from the Internal Audit
review, we will overiay available data to
develop culture risk signals and a new set
of metrics in the areas of recruitment and
retention, diversity and welibeing will form
part cf the overall risk framework, This will
be manitored by the Board, thraugh reqular
reporting and Management updates, and

to the extent possible, reported onin the
2022 Annual Report.

Owur ITV values underpin the culture at
ITV and these are embedded through
our Code of Conduct:

Creativity

From everyone, for everyone,
every day

Collaboration

Working together at pace

Inclusion

Respecting and embracing
differences

integrity & judgement

If something doesn't feel right,
speak up

The ITV Way

The ITV Way encapsulates the values that
underpin the culture at ITV:

Make it Brilliant

Creativity for everyone

Make it New

Openness to change, with no barriers

Make it Together

Collaborating and embracing
differences

’ ‘:j jur unique position, where we have

the opportunity to shape society,
start conversations and encourage
action on things that matter through
the millions of people we reach, it is
even more fundamental that our
organisation’s culture reflects the
values that we promote more wid
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Key highlights 2021 engagement survey findings
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% 83%
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The table below sets out the framework of policies and practices which underpin our culture and explains key ways in which the Board and/
or Committees monitor culture, and how these contributed to delivering insights into ITV's culture.

Engagement and feedback channels

~ How the Board monitors culture ¢ Culturalinsight gained

| Review assessments of the Company's culture through the 2021 ! Understanding strengths {see findings above) and cpportunities (see page
© engagement survey, measurements of crganisational culture benchmarked | 58)in1TV's culture, and that ITV's values and stated purpase authentically
- against peers, and how ITV's values link to its purpose and behaviour. 3 reflect its culture and behaviours. .

" Outcome

Actions taken to address the insights gained from the engagement survey will be monitored by the Board through updates fraom the Chief Executive.
. Through assessments and updates, the Board received assurance that ITV's culture is aligned to its purpose and values, while recognising the cultural
- evolution required to deliver strategy as ITV becomes increasingly digital.

. How the Board monitors culture Cultural insight gained :

¢ Interactions with and feedback from Board members through: (i) the A better understanding of day-to-day operations, the practical execution -
. Chief Executive {including access to the regular Chief Executive’s vodcast of strategy and the cultural context in which employees work. Further, ;
- and Q&A and her updates on pecple priorities and communications at : insightinto how colleagues have been supportedin the return to office
 every meeting), and (i) engaging regularly {directly and indirectly) with waorking and following operational changes in the M&E Division. The Chief

. colleagues through numerous engagernent mechanisms {(see page 113 Executive's vodcast Q&A sessions provide the Board with insight about

> to 115 for datails regarding the Board's workforce engagement, including | colleague morale and important tapics for colleagues, for example ITv's

© the Workforce Engagement Director and Ambassador Network). commitment to diversity and inclusion and hybrid ways of working,

* Outcome

Vodcast viewing figures and feedback are shared with the Chief Executive and used to shape vodcasts and ensure content is what colleagues want to hear.

Policies and Practices

: How the Board monitors culture Cultural insight gained

Regular Board updates and relevant Committee updates on a broad { A hroad understanding of practices and behaviours and how these
- range of risk and business integrity matters, including fraud, compliance, align with the purpose, values and strategy of the Group, including

bribery, corruption and modern slavery, and standard supplier protocals anunderstanding of the Group's approach to supply chain partners
©and pracedures, Thisis done through review of internal audit reports, ¢ and the culture of risk ownership in the business.

Speaking Up data, compliance questionnaires, compliance reports, risk

deep dives, incident reports and pelicies and training.

. Outcome

" The Board and its Committees provide appropriate scrutiny and challenge of management and receive assurance over ITV's approaches to managing
risk and business integrity matters.

How the Board manitors culture . Culturalinsight gained
As part of the Board's culture assessment {see above), review : How the Code of Ethics and Conduct promotes the highest standards
of ITV's values as set outin ITV's Code of Ethics and Conduct. . of ethical business underpinning ITV's values and corporate culture.

. Outcome

The Board was satisfied that ITV's Code of Ethics and Conduct embodies ITV's values and culture and will continue to review this code annually to ensure
it remains aligned to ITV's purpose (including its Sacial Purpose), vision, values and strategy and that there is appropriate compliance acrass the Group.
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Policies and Practices continued

. How the Board manitots culture

Completicn of mandatary training modutes for colleagues by all Board
- members on the Code of Ethics and Conduct, cyber security, data
. protection and privacy and climate action. Subsequent review of the
" understanding and embedding of the Code of Ethics and Conduct and
. related policies and standards through this training.

. Outcome

Cultural insight gained

A deeper understanding of how ITV's values and standards are
coemmunicated and how colleagues are kept safe and secure
and actin a compliant way.

Al members of the Board will continue to undertake training or an annual basis, to ensure their understanding of how colleagues are kept safe and

" secure and act in a compliant way remains current.

Recruitment and Retention

T T O S S

: How the Board monitors culture

 Annusal review session by the Nominations Committee of senior
. management talent and succession planning {which all Beard
© members were invited to attend;.

Outcome

Cultural insight gained

The importance of organisational culture in ITv's 2021 and 2022 people
priorities, and HR's focus on shifting the organisation to adopt a more agile
culture following the organisational restructures of the M&E and Studios

' Divisions over the last few years.

. The Nominations Committee was able to give constructive challenge to the 2022 People Plan and reviewed management's success (and areas of

opportunity) in defining and executing the 2021 plan.

Safety, Wellbeing and Mental Health

PR R O L T

How the Board monitors culture

Review by Audit and Risk Committee of risk management processes and
systems in place to drive health and safety behaviours in the areas of
operational security, business continuity and duty of care. This includes
the systems in place for our stakeholders to identify and raise health

_ and safety issues, including duty of care and Speaking Up concerns.

Outcome

Cultural insight gained

Insight into the safety behaviours across all business areas (international
and UK), including the culture of ownership of risk.

Through regular Board updates from the Chief Executive and from the Audit and Risk Committee, the Board will continue to ensure the right processes
" and praocedures are in place for the safety of our colleagues, suppliers, programme participants and viewers, and that ITV cantinues to uphold high
standards of duty of care. in 2021, this included Audit and Risk Cormmittee approval of the Group Security Policy framework and supporting policies.

How the Board monitors culture

Audit and Risk Committee review of ITV’s duty of care processes and
updates from the Duty of Care Operating Board (also reported to the
Board), on the processes and standards in place for colleague and other

" relevant stakehalders welibeing. Feedback from the Ambassador and

" Network groups, and Mentat Health Advisory Group (external experts)
which included guidance and support on [TV's approach to mental health
and wellbeing with colleagues, production teams, participants in our
programrmes and viewers.

Qutcome

Cultural insight gained

How the mental wellbeing processes and support for colleagues and
stakeholders continue to enhance ITV's culture where sacial inclusion

; is embraced and mental health issues are understood, accepted and
! safeguarded.

The Board, through the Chief Executive and Duty of Care Board continues to regularly moniter colleague wellbeing and mental health and the efficacy

of initiatives on culture.

Social Purpose, Diversity and Inclusion

How the Board monitors culture

Annual review of ITV's Social Purpose strateqgy, performance and plans

Outcome

* {Culturalinsight gained

How ITV's Sacial Purpose campaigns influence culture internally as well
as externally.

The Board will continue to monitor key priorities and initiatives in pursuit of ITV's Social Purpose strategy. See pages 48 to 55 for outcomes related to

Social Purpose
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Social Purpose, Diversity and Inclusion continued

How the Board monitors culture  Cultural insight gained ,
Annual review session of Diversity and Inclusion. Regular updates on . Theimpact the Diversity Acceleration Plan is having on colleague

progress on ITV's Diversity Acceleration Plan and feedback from ITV's ©osentiment and [TV's reputation as having aninclusive culture, and

inclusion networks. Regular monitoring by Nominations Committee af - thelatter's appeal to future employees.

progress against diversity targets, with diversity on the Board agenda

 at least annually. How ITV's culture is enabling progress to be accelerated through

| Group-wide diversity initiatives.
. Chief Executive attendance at 1TV's Cultural Advisory Coundil, comprising

a group of independent external advisers from arange of different

industries and specialisms who advise, challenge and counsel ITV on

its diversity and inclusion activities.

: Outcome

. The Neminations Comimittee will cantinue Lo mignitor progress being made to meet diversity targets to ensure recruitment and succession initiatives
" supportITV's Diversity and Inclusion strateqy. See pages 54 and 55 for outcomes related to Diversity and Inclusion.

SpeakingUp

. How the Board monitors culture . Cultural insight gained

A perspective on the nature of colleague concerns and trends in the i
behaviours of colleagues generally.

Report detailing new Speaking Up concerns {if any} produced for every
Board meeting.

Review and monitoring by the Audit and Risk Committee of the Insightinto how concerns are handled by ITV and indications of how
effectiveness of the Speaking Up policy, processes and framewaork i the alternative routes for raising all risk concerns are being utilised.
annually and Speaking Up reports at least twice a year. Feedback is

given to the Board. See pages 133 to 134 for the Speaking Up framework’s
- implementation in 2021,

' Outcome

{ The Audit and Risk Committee will continue ta monitor the effectivenass of the Speaking Up framewark, and feed back to the Board on how this has
. supported the cpenness of ITV's culture.

Internal Audit
How the Board monitors culture - Culturalinsight gained !
' Observations and commentary on culture and cultural behaviours given Insight from the internal auditor on the processesin place to manitor '

culture across the Group and the reflection of the Group's values by
management and other ernployees.

by Internal Audit to the Audit and Risk Cammittee as part of findings

- and recommendations in reports. In 2021 cultural observations formed
. part of the audits in relation to technology, and journalistic standards
andintegrity.

Understanding areas where activities could be enhanced in cultural
monitoring.

. Aninternal audit was undertaken in 2021 0n the Board's ability to monitor
¢ and assess culture. The findings and recormmendations were reviewed and
" discussed at Board and Cammittee level.

Outcome

~ The Audit and Risk Committee endorsed the proposed actions arising from the internal audit on culture, and were reassured by the findings of the audit
. which highlighted the strong processes in place to allow the Board to discharge its duties with respect to monitoring culture,

Remuneration

How the Board monitors culture Culturatinsight gained

Review by the Remuneration Committee of the wider employee reward Insight into the role that remuneration, and setting performance goals, has
- framework, including gender and ethnicity pay gaps, CEO pay ratios and on promoting the right behaviours and the extent to which incentives and

alignment of directors’ pension contribution to the workforce. Integration rewards are aligned with culture.

~ of ESG measures into incentive targets.

" Live Q&A and remuneration discussion for Ambassadors hosted by the
Rermuneration Committee Chair, which was reported back to the Committee.

QOutcome

The Remuneration Committee will continue to repart to the Board on colleague sentiment inrelation to retention and reward initiatives.
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Board Evaluation

An evaluation of the Board and its Committees
is carried out annually and externally facilitated
every three years, with the last external review

conducted in 2019.

In 2021, the Beard undertook aninternally
facilitated evaluation using bespoke online
questionnaires. The General Counsel and
Company Secretary, regular attendees of
Board and Committee meetings and some
external advisers also completed certain
parts of the questionnaires to allow us ta
take non-Director views into account.

The review sought to evaluate a number
of aspects of Board, Committee, Chairman
and individual performance, including:

« Board: composition and diversity; dynamics
and expertise; time management; Board
support; stakehalders and workfarce
engagement; strategic oversight; risk
management and internal controls;
succession planning; and priorities
for change.

- Committees: Committee and Committee
Chair effectiveness; annual plans and
agendas; Committee composition;
and time management.

+ Chairman:relationships and
communications with Board members;
chairing and managing of Board
meetings; and relationships with
the Company’s shareholders.

« Individuals: preparation far and
attendance at meetings; ability to
commit sufficient time; relationships
with fellow Board members; the extent
to which knowledge and experience are
drawn upon; ant overall contribution.
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The evaluation found that the Board,

its Committees, the Chairman and
individual Board members continue

10 operate very effectively. The Board’s
ongoing management of the response to
the COVID pandemic, responsiveness to
stakeholder concerns, and Board diversity
(and commitment to diversity) were rated
particularty highly. The Board discussed the
findings and endorsed the proposed action
plan atits meeting in January 2022

The Senior Independent Director led a
separate evaluation of the Chairman with
the Non-executive Directors to appraise
the Chairman’s performance. [t was
concluded that Sir Peter Bazalgette's
performance and contribution remain
strong and that he demonstrates
effective leadership.
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Areas of focus [dentified:

Succession planning for
Executive Directors

Visibility of potential
successors for Management
Board members

, Invite all Board members to the Nominations Committee (typically in November)
* for a senior management succession planning session.

- Board development
. and training

Progress against 2020 actions

Action

Ensure an effective and orderly process

for the succession of the Chairman and
continue to give the Board visibility of

" the positive pragress made on succession

planning at the Management Board and

Executive Leadership Team level.

Continue to build on the processes and
significant work which the Board atready
undertakes to integrate stakeholders’

_ Interests in Board decision-making
processes and to raise the visibility of

- stakeholder concerns in Board discussions.

Offer the Board training and deep dive
sessions on topics that Board members
identified in the Board evaluation.

2021 Internal evaluation areas of focus and actions

Ensure the Nominations Committee has an effective and orderly process for the
succession of Executive Directors and, following a succession mapping exercise
* during the year, keep this under review.

Continue to have members of the Executive Leadership Team (ELT) run the Board
training and deep dive sessions on topics identifiedin the evaluation.

Invite ELT members to a Board dinner, at least once a year.

Continue to offer the Board training and deep dive sessions on topics identified in
the Board evaluation. This year these include the Production business madel, the =
trading model and competiter and industry trends.

Our key follow up acticns:

The General Counsel and

i Company Secretaryis

i responsible for driving the
actions forward. 5he compiled
a comprehensive action plan

the findings of the evaluation

effectiveness. The Board will
monitor the implementation
of the follow-up actions to

: review progress against the

: recommendations.

. Outcome

During 2021, a Chair Successicn Committee {led by the Senior Independent Director) worked with
Executive search agency Spencer Stuart to find a successor to take over as Chair later in 2022,
The process is inits final stages. Please see page 125.

All Board members were invited to attend the Nominations Committee annual senior management

. talent/ succession planning session.
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The Board had a detailed discussian on stakeholder engagement at the January meeting and further
sessions were held through the year covering a wide range of stakeholders including PSB updates
{legislators and regulators), Duty of Care updates (pregramme participants and colleagues), equity
market perspectives (shareholders and analysts), and M&E and Studios strategy sessions, considering
arange of stakeholders.

During 2021, Board members were provided with a number of briefings, presentations, deep dives
and teach-ins. These included a session on advertising and future commercial strategy presented by

" the Commercial team, two Investor serinars, on Commercial business and strategy (November} and

 studios' global production and distribution business (December); and a discussion on ESG commitments

and the importance of corporate culture and purpose, facilitated by Rupert Younger, the founder of the
Oxford University Centre for Corporate Reputation.

listing specific actions to address

and further enhance the Board's

i
¢

Intine with the Corporate Governance Code, the Board evaluation for 2022 will be externally facilitated.
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Directors’ Ongoing
Development and
Time Commitments

Ongoing training and
development

As the composition of the Board remained
unchanged during the year, no Director
induction training tock place in 2021.
However, the training and development
of our Directors does not end with their
induction. The ongaing development of
Board members is crucial to ensure that
they remain well-informed of changes to
the business environment in which 1TV
operates (including on legal, regulatory,
compliance and governance mattars), and
effective in providing challenge on a wide
range of tapics. The Chairman, with the
support of the General Counsel and
Company Secretary, keeps the training
and development needs of Directars
under review.

During the year, all Directors were provided
with briefings, presentations, deep dives,
teach-ins and guest speakers onarange

of subjects, including a deep dive cn the
proposed governance and audit reform
proposals. The Directors’ development
and training programrme covered topics
identified in the 2021 Board evaluation,

as areas on which Directors felt they could
benefit from additional training or suppert.
The programme included:

receiving foundational information ahead
of Board strategy sessions regarding, e.q.,
the UK streaming market and competitor
overview, and the global market review
for the Studios business;

» completing the refreshed mandatory
training for colleagues (on ITV's Code
of Ethics and Conduct, Cyber Security,
Data Protection and Privacy, and
Climate Actiony);

+ attending a session on advertising and
future commercial strategy presented
by senior leaders in the Commercial team;

- joining two Investor seminars, Gn
Commercial business and strateqgy
{Novermber) and Studios’ global
production and distribution business
(December); and

participating in a discussion facilitated

by Rupert Younger, the founder of the
Oxford University Centre far Carporate
Reputation, regarding ESG commitments,
and the importance of corporate culture
and purpose,

Directors are encouraged to ask forany
support they need and are reminded that
thereis always an open line to management
on any topic, Non-executive Directors also
have access to relevant professional
technical briefings from the audit firms,
including the Deloitte Academy Director
updates. in addition, each Director may
obtain independent professional advice at
the Company's expense where they judge it
necessary to discharge their responsibilities.

Time commitments

The Directors have demenstrated a strong
cormmitment to their roles an our Board
and Committees - Directors’ attendance at
Board and Committee meetings is set out
on page 105. The Directors have also given
careful consideration to their external time
commitments to ensure that they are able
to devote an appropriate amount of time
to their roles at ITV, For each Director, the
Board considers that the externaltime
commitments that he or she isrequired

to devote do not compromise their
commitrment to their roles (on the

ITV Board, Committees and otherwise).
The Nominations Committee reviews,

on an ongoing basis, Directors’ time
commitments against the recommended
quidance from investor bodies and ITV's top
shareholders, to anticipate any perception
of overboarding at the forthcoming AGM.
The Committee was able to confirm that it
was fully satisfied with the amount of time
each Director devoted to the business.

During 2021, the Board considered changes
in the time commitments of the Directors
mentioned below in particular.

Sharmila Nebhrajani joined the Board of
Coutts & Co {a private company) in May,
and MHalma plc, a FTSE 100 company, in
December. Sharmila has given careful
consideration to her external time
cammitments, taking into account that

she stepped down as an independent
trustee of Lifesight Ltd and as a Governor
of The Health Foundation in June 2021,

and would be stepping down from her role
on the N5&I Advisory Board in June 2022.
Sharmila considered that she would be

able to continue to devote appropriate
time to her role at 1TV. In approving each
appointiment, taking all of this inte accourit,
the Board was satisfied that Sharmila’s ability
to fulfil her responsibility and commitment
to 1TV would not be campromised.

The Board also considered Carolyn McCall’s
appointment to the Board of Bridgepoint
Group ple (Bridgepoint), as a Non-executive
Director. Bridgepoint listed on the London
Stack Exchange in July 2021, The Board
reflected on all of Carolyn's commitments
in detail, ncting that Carolyn would step
down as a Board member of Burberry Group
plc (Burberry) on 2 April 2022 {following the
end of Burberry's financial year). The Board
discussed that her appoiritment to the
Bridgepoint Board would mean that, for
alimited time, Carclyn would serve as

a Non-executive Oirector on two listed
company boards. In appraving Carolyn's
appointment to the Board of Bridgepoint,
the [TV Board took inta consideration atl

of her time commitments and noted that
Carolyn had already stepped down from
her position as a Nen-executive Director on
the beard of the Department for Business,
Enterprise and Industrial Strategy and that
Carolyn would be stepping down from the
Burberry Beard within a set timeframe. It
was never the intention for Carolyn to serve
as a Non-executive Oirector on two listed
company boards in the medium or long
term. The Board was therefore satisfied,
for the purposes of the 2018 UK Corporate
Governance Code, that Carolyn’s
appointment to the Board of Bridgepaint
would not compromise her ability to fulfil
her commitments and discharge her
responsibilities 1o ITV,
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Nominations

Committee Report

Sir Peter Bazalgette, Chairman

The purpose of this report is te highlight the role that the Nominations Committee
plays in ensuring that the Board has the appropriate balance of skills, experience,
knowledge and backgraund to provide the breadth, depth, diversity of thinking
and perspective needed to effectively deliver long-term sustainable success.

Who is on the Committee

The Committee is composed
entirely of Non-executive
Directors

Ourrole

>

;i The current members are:

: . SirPeter Bazalgette (Chair)
i« Salman Amin

’ + Edward Bonham Carter

i - MaryHarris

Following each meeting, the
Committee communicatesits
main discussion points and
findings to the Board.

The Committee’s terms of
reference can be accessed on
our website.

Meetings in 2021

In addition to Committee
members, the Greup HR Director
and General Counsel and Company
Secretary regularly attended
rmeetings of the Committee.

Annual review

An annual review of the
perfarmance of the Committee
is conducted each year.

>

i The main role of the Committee
iisto:

; Regularly review Board
composition and the balance of
skills, knowledge, experience
and diversity

Determine when appointments
and retirernents are appropriate,
and lead on any Director
searches

1

¢ January

Review of Board Diversity Policy
Director time commitments and
‘overboarding’ considerations
Chafrman and executive

1 succession planning

- - Committee evaluation

Review of draft Nominations
Carmmittee Repart in Annual
Report

n 2021, aninternally facilitated

© Board evaluation was undertaken,

- whichincluded a review of the
Committee. The results are

¢ summarised on page 121.

A Overall, the evaluation concluded
that the Committee is working

~ effectively and responding

« Give full consideration to

succession planning and oversee

the development of a diverse

pipeline for succession, at Board
and senior management levels

Set measurable ohjectives

on Board diversity and

manitor progress on these

chjectives, as well as review

Company-wide targets

November - all members of

the Board were invited to attend

the meeting

« People strategy review
(including review of executive
succession plans)

April

- Board compasition and
succession planning

» Executive succession
planning update

Juty Company diversity progress
» Annual review of terms pany ypreg
update
of reference

+ Board Chair search update
« Company diversity progress
update

and to continue its focus an
Executive and Non-executive
succession planning, as well as
senior Mmanagement tatent
retention and succession.

appropriately toits terms of
reference,

As part of the Committee’s
succession planning agenda, the
key priorities identified for 2022
were to ensure an orderly
succession between the current
and incoming Chalr of the Board,

Ty ple o
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goard composition and

sucesssion planning

Composition: During the year, the
Committee undertook an analytical review
of Baard composition, assessing the range
and balance of skills, experience, diversity,
knowledge and independence to identify
any gaps and inform the proposed
Chairman and Non-executive Director
searches. A breakdown of the Board's skills,
experience and certain diversity measures
are set put on page 105. The review
concluded that the representation of
Board diversity was strong and the Directors
as a whole had the right skills, knowledge
and experience 1o enable ITV 1o execute its
strategy. The recent hires of Directors with
additional digital and data experience had
been particularly important for supporting
management with the accelerated digital
transformation. With the upcoming
departure of the incumbent Chair, the
review also highlighted that the Board
would benefit from additional creative
industry skitls, and therefore it was decided
that creative industry skills and experience
should be a prerequisite for the next new
Nan-executive Director appointment.

Non-executjve Director succession
planning: The Committee also reviewed
succession planning for each of the
Chairman, Senior Independent Director,
Committee Chair and Workforce
Engagermnent Directar rales, and identified
whether there are appropriate internal
candidates, or an external search may

be needed, both for emergency and
longer-term succession.

Executive Director and Management
Board succession planning: During the
year, the Chief Executive and Group HR
Director reported on the succession
planning measures in place for the
Management Board (including the
Executive Directars), as well as the direct
reports to Management Board members.
This included Management Board and
Executive Leadership Team bench strength
analysis for each role identifying short and
medium-term successars and the diversity
of the pipeline. The Committee was satisfied
that the Company has effective executive
succession planning processes in place,
including appropriate development plans
forindividuals, and was able to understand
the areas where external candidates may
need to be considered. The Committee also
had a session on improving the strength,
depth and diversity of our talent. All of the
Board members were invited to attend the
Committee meeting o this topic.

TV ple oo e o 2T e 2Ll

Board diversity

45.5%

female Board representation

inline with Parker Review and
Hampton Alexander Review
recommendations

18.2%

BAME Board
representation

Board searchos

During the year, the composition of the
Board did not change and there were

no searches completed for Non-executive
Directors. For details regarding the
search process undertaken for our 2020
appointment of Graham Cooke and
Sharmila Nebhrajani, please refer to

ITV's Annual Report and Accounts 2020,

Board diversity policy

Our objective of driving the benefits of

a diverse senjor management team and
wider workforce is underpinned by our
Board Diversity Policy. Our belief is that
diversity at all levels makes business
sense, as it allows the organisation to
harness the benefit of differences in skills,
experience, culture, personality, background
and work-style. We are proud of our
cormmitrment to driving further diversity
on a Group-wide basis. This is exemplified
by diversity being ane of the four priorities
in our Social Purpose strategy as well as
the launchi of our Diversity Acceleratian
Plan in July 2020, and our report in 2021
demonstrating our progress against cur
plan commitments. Please refer to pages
54 and 55 for further information on our
Group-wide diversity plan and targets.
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Set out below are the objectives of our
Board Diversity Policy and our assessment
of performance against them. These
objectives ensure that both appointments
and succession planning support developing
a diverse pipeline. As there was ng Non-
executive Director search in 2021, some

of the information below is based on our
2020 Non-executive Director searches
which led to the appointments of Graham
Cooke and Sharmila Nebhrajani. Qur
Chairman searchis inits final stages and
where appropriate we have made reference
to this below, however, some elements of
the search still remain confidentiai.

Ensure ITV has a development pipeline

of high calibre senior executive
candidates and encourage senior
executives to obtain external

board experience

The ongoing develcpment of senicr leaders,
to ensure we retain the best talent and to
broaden their skill sets and experience to
prepare them for future senior roles, is
important to us. ITV runs a high potential
leadership programme, buiiding a pipeline
of diverse talent for senior level roles.

The Rise Programme launched in 2020
continues to promote Black, Asian and
minority ethnic (B.A.M.E.} talent progression
at the manager level by providing B.A.M.E.
colleagues greater visibility with senior
leaders through networking and
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sponsarship, alongside career coaching. The
programme also works with managers and
Senior Leadership Team advocates to build
race confidence and accelerate an inclusive
culture change atITV.

Bespoke develepment initiatives are in

place for senior executives who have been
identified as potential successors, based on
particular development needs. These include:

« External executive coaching, with clear
coaching objectives {including 360
degrees feedback where relevant)

+ Psychometric testing, such as the Hogan
Leadership series that identifies
leadership strengths, derailers and values

« Mentoring by a Non-executive Director

- Business School executive education
programmes

+ Non-executive Director and trustee
appointments where there is a suitable
match and development support for
those interested in these opportunities

+ One of our senior leaders has secured a
place on the Deloitte B.A.M.E. on Boards
programme and another on the Deloitte
Women on Boards Programme

The Committee held a session on successicn
planning at the senior executive level during
the year which the whole Board was invited
to attend.

Maintain at least 30% female Directors on
the Board over the short to medium term
As at 31 December 2021, the Board had
45.5% female representaticn, including

one Executive Directer and two Committee
Chairs; we have therefore exceeded

both the target of 30% as well as the
Hampton-Alexander target of 33% fermale
representation. Whilst the Board recognises
that an effective board with broad strategic
perspective requires diversity, ultimately the
Board appoints candidates based on merit
and assesses potential Directors against
measurable, objective criteria.

Our principles for Board diversity alsc apply
to our Management Board and senicr
management below this level. We are
therefore pleased to be ranked 5th in the
Hampton-Alexander 2021 review for female
representation on the Combined Executive
Committee and Direct Reports, with female
representation of 47.5%.

Maintain at least 10% B.A.M.E. Directors on
the Board over the short ta medium term
As at 31December 2021, the Board had 18.2%
B.A.M.E.representation with two B.A.M.E.
Directors on the Board. We therefore alsc
comply with the recommendation of the
Parker Review to have at least one director
of colour on the Board by 2021.

Use search firms who have signed up
to the Voluntary Code of Conduct on
gender diversity

The Board supports the provisions of the
Voluntary Code of Conduct for Executive
Search Firms. Both in 2020 (during our
Non-executive Director searches) and in
2021 (with our Chairman search supported
by Spencer Stuart), the executive search
agencies we have used are signatories

to the Voluntary Code of Conduct for
Executive Search Firms,

Ensure Non-executive Director shortlists
include at least 50% female candidates
For our Non-executive Direclor searches

in 2029, the langlist of candidates for both
searches consisted of at least 50% female
candidates. These lists were reviewed and
refined based on measurable, objective
criteria, to come to a shortlist made up of
at least 50% diverse candidates {female
and/or B.AME)

Ensure the Non-executive Director search
pool is sufficiently wide and covers
candidates from B.A.M.E. backgrounds
and candidates with a wide range of
expertise, skills and backgrounds

As part of the Nen-executive Director
searches during 2020, the Committee
worked closely with both executive search
agencies in compiling long and shortlists of
candidates from various backgrounds and
industries, including B.A.M.E. backgrounds.
Candidates were identified and interviewed
and their skills and qualities were assessed
against measurable, cbjective criteria.

Chairman search

Under the Code, the chair of the 8oard should
not remain in post beyond nine years from the
date of their first appointment to the Board.
However, this pericd can be extended for a
limited time, particularly in cases where the
Chair was an existing Non-executive Director
an appointment, to facilitate effective
succession planning and the development

of adiverse board. The incumbent Chalrman
joined ITV as a Non-executive Director in June
2013 and was appcointed Chairman of the
Board in May 2016,

Appropriate succession planning steps
began to be taken during the course of 2020
with the Committee appointing Spencer
Stuart to commence the search for a new
Chairman of the Boardin 2021. Other than
the provision of search services, Spencer
Stuart has no connection with ITV, with the
exception of supparting the Board's desktop
succession pianning review, and previously
supporting the recruitment of the current
Executive Directors and some of ITV's
Nen-executive Directors.

As the Chairman of the Board is also the
Chair of the Neminations Committee, a
separate Chair Succession Committee was

established. This was led by the Senior
Independent Directer and comprised the
Nominations Committee members {other
than the Committee Chair) plus the Audit
and Risk Committee Chair. The incumbent
Chairman did not participate in the process.

The Chair Succession Committee worked
with Spencer Stuart to refine the role
description, and specified that the long
list (and short list) must include candidates
of diverse backgrounds, gender and
race.Spencer Stuart then undertook a
comprehensive search for praspective
candidates who met the profile.

Given the importance of the appointment,
the search process has been thoroughand
detailed, with ail Board members being
consulted as part of the shortlisting process.

The searchis currently in its final stages,

As at the date of this Report, 3 March 2022,
an announcement regarding a successor is
expected to be made in the near future, with
a view to the prospective candidate taking
over as Chair in September 2022,

As aresult,itis expected that the incumbent
Chairmanwill remain in post until
September 2022, The Board helieves that
this is necessary and appropriate to align
with the expected timing for the new
Chairmantaking up the rote, and in order

to ensure an orderly transition.
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Who is on the Committee?

Compaosition

' The current members of the
¢ Committee are:

. Margaret Ewing (Chair)

- Edward Bonham Carter

i« Graham Cooke - joined

on 1 November 2021
« Mary Harris

© « Anna Manz

. The Committee is compesed entirely

" rmembership had remained consistent

of independent Non-executive Directors

and, aside from Graham Cocke joining

the Committee in November, the

during the year.

Detailed biographies,including skillsand
experience, can be found on pages 1G0 :
" and 101, The Committee members have, |
petween them, a wide range of relevant |

sector and financial experience, enabling

" the Committee to fulfilits terms of

. reference. This includes by providing
independent and robust challenge to

management and our internal and
external auditors, tc ensure there are
effective and high-quality controls in

. place and appropriate judgements are

" taken. For the purposes of the Code, the
Board considers that Margaret Ewing
and Anna Manz have recent and relevant

financial experience.

I
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Dear Shareholder

On behalf of the Board, | am pleased 10
present the 2021 Audit and Risk Committee
Report. This report is intended to provide
shareholders with aninsight into key areas
considered, together with how the Audit
and Risk Committee (the Committee) has
discharged its responsibilities and provided
assurance on the integrity of the 2021
Annual Report and Financial Statements
{2021 Annual Report). This has included
ensuring the 2021 Annual Repart is aligned
with the latest requirements and guidance
from regulators, that it is fair, balanced
and understandable and that all matters
disclosed and reported upon meet the
rapidly evolving needs of our stakeholders.
In addition, the Committee’s fundamental
priorities include ensuring the quality and
effectiveness of the external and internal
audit processes and monitoring the
management of the principal risks of the
business. My introduction sets out the key
areas of facus for the Committee during
2021 (since our 2020 report) and to the
date of thisreport.

Throughout 2021 COVID has had a big
impact on the business. Our Studio business
is still operating with stringent restrictions
and absences due toillness affecting its
operations but, as highlighted throughout
the Strategic Report, ail elements of the
Group have responded exceptionally well
1o the conditions. And this is true of our
finance team, PwC and Deloitte {(internal
audit provider) as they adopted a remote
working model for most of the year, despite
this being PwC's first year as external
auditor, The Committee clasely monitored
the impact of COVID on the effectiveness
of communications and working models
adopted between the various teams,
ensuring that progress of the external and
internal audits tracked their respective
plans throughout the year, internal controls
(as adapted in 2020) remained effective and
issues were addressed in a timely manner.
m pleased ta report that management and

PwC’s actions and the coordinated working
models provided the Committee with
confidence in the robustness of the financial
reporting, audit processes and control
ervironment. The internal audit plan

also continued to be adjusted to adapt
appropriately to the changing needs of

the business.

| have maintained regular dialogue with
other members af the Committee, the
Group CFO & COO, and other members

of management, including meeting with
*agenda topic owners’ prior to Committee
meetings, ensuring the Committee would
be provided with the necessary information
to enable it to guide, challenge and advise
and, when required, make informed
decisions. | also met privately with our
external auditar, Pw(, lead partners and
lead partner at Deloitte, iTV's provider of
outsourced internal audit, as part of my
ongaing review of their effectiveness.
Pages 134 10 136 describe how the
Committee has monitored and assessed
the effectiveness of the external and
internat auditors during 2021.1 also met
with ITV's legal advisers in respect of
ongoing litigation and other legal matters.

The Committee has been very pleased
with the quality and effectiveness of PwC’s
audit and approach tointerrogating ITV’s
financial and IT general controls, and
financial reporting and supporting
judgements. Their fresh perspective,
challenge and rigour have drawn the
Committee’s and management's attention
to aspects of the Group’s control processes
that could be strengthened, aswell asa
need for renewed consideration of certain
accounting judgements. During the year,
management has taken positive action

to remediate and strengthen the Group’s
internal controls and the Committee
recognises that there is still much to do
inrespect of fullimplementation of

the planned improvements (see pages

132 to 134). The Committee has spent
considerable time reviewing and scrutinising
the Group's financial results and details of
the significant issues we considered can

be found ¢n pages 129 10 131.
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In May, the FRCinvited the Committee to
participate in a project to pilot engagement
level audit quality indicators (AQIs). This
pilot required the Committee {with input
from management) and PwC to identify

a set of AQIs specific to the ITV audit.

For 2021, we jointly identified 10 AQIs
{submitted to the FRC) that we assessed
following the audit, contributing to our
averall assessment of external audit
effectiveness. For 2022, we will restrict

the AQIls adopted to those that were usefut
in the Committee's assessment of audit
quality, whichis a priority for the Committee.

The Committee’s priaritisation of audit
quality is aiso reflected in the conclusion

of the FRC's Audit Quality Review (AQR)

of KPMG's 2020 (and last) audit of ITV’s
financial statements. The Committee was
pleased with the AQR’s conclusionin
respect of those aspects of the audit that
the AQR team focused on. lwould like to
acknowledge the quality of KPMG's audit
but also the guality of ITV's finance resource,
processes, approach and transparency inits
communication with the external auditor,
which are all critical to the delivery of an
effective high-quality audit.

As the year progressed, the Committee
requested additional items cn its meeting
agendas to ensure it had clear oversight of
the evolvingimpact of the Group’s strategy
and restructuring on the business plus
emerging risks. Given the criticality of
technology to the successful execution of
the strategy, and observations from both
the external and internal auditors on the
governance processes related to IT general
controls {ITGCs) and aspects of the controls
requiring strengthening, we increased focus
on our ITGCs. The Committee’s intervention
supported the Chief Technology Officer in
enhancing his central resource, establishing
a Governance, Risk and Controls function.
Another example of the Committee’s
responsiveness to new or emerging risks
was the request, supported by the Board,
for animmediate Internal Audit review of
the effectiveness of ITV’s journalistic
integrity and standards, prompted by
increased scrutiny of a competitor’s past
acticns. Other key activities during the year
included the internal auditor tender {see
page 135), reviewing and contributing to
the enhanced frameworks for fraud risk
and Enterprise Risk Management (ERM)
{see pages 129 and 132), monitoring the
progress of ‘|TV Together’ {the HR and
Finance transformation programme)

and TCFD compliance and reporting

enhancements, deep dive risk sessions
relating to pensions, dald governance and
privacy, and duty of care (see pages 129 and
133). A number of the Commitiee's priorities
for 2022 follow on from the Committee’s
key activities in 2021 and are set out below.

Infarmation regarding the Board’s
stakeholder engagementis set out on pages
107 to M3, which also indicates where the
Committee took account of the views of

the Company's key stakeholders and
considered thelr interests in its discussions
and decision-making. While | had no direct
meetings with ITV sharehclders during 2021,
I met with representatives of VIS, one of the
proxy agencies, to better understand IVIS's
priorities regarding audit committee activity
and reports. In addition, as a member of

the Audit Committee Chair’s Independent
Forum steering group in respect of the
consultation on the BEIS white paper on
audit and corporate governance reform,

| participated in very many discussions with
the various key stakeholder groups. This
allowed me to share the insights gained
with the ITV Board and management,
facilitating our detailed response to the
consuttation and our initial plans for
implementation of relevant aspects of the
proposals. During 2022, | will seek direct
engagement with key investors on financial
reporting risk and assurance planning.

I hope that you find this report informative
and can continue to take assurance from
the work undertaken by the Committee this
year. We seek to respond to stakeholders’
expectations in our repeorting and, as always,
welcome any feedback from shareholders
or other stakeholders.

Margare: Ewing
Chair, Audit and Risk Committee
3 March 2022
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2021 Key Matters

Matters considered at the meetings are set
out on the pages that follow.

Meetings in 2021

The Committee held five meetings during
the year.inlight of the Committee’s
growing agenda, and the scale and pace
of transformation of the business, two
additional meetings have been scheduled
for2022.

In addition to Committee members, the
Chairman of the Board, Executive
Directors, Director of Finance, Group
Finance Controlier, General Counsel

and Company Secretary, Director of

Tax and Treasury, Head of Enterprise

Risk Management, Head of Internal Audit
{Deloitte) and External Audit lead partner
(PwC) regularly attend meetings. There
were regular sessians during the year
when the Committee met the external
audit partner and, separately, the Head of
Internal Audit without executives present.

Chur role

The Committee’s terms of reference,
reviewed annually and last updated in
July 2021, can be accessed on our website.

The Committee's principal responsibility
is to oversee and provide assurance to
the Board on the integrity and quality of
financial reparting, effectiveness of audit

arrangements and robustness and effective

operation of internal controls, compliance
and risk management processes. The
Committee meeting agendas are tailored
to ensure emerging topics are included and
1o allow for ad-hoc discussion and reviews,
A summary of the Committee's activities
during 2021 (from the date of our 2020
report) and until the date of this reportis
detailed on the following pages.
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During the year, the Cornmittee members
and reqular attendees {including the
internal and external auditors) completed
a detailed and customised questionnaire
to evaluate the Committee’s
effectiveness. The findings in relation

to the Committee were discussed and
shared with the Board. Qverall, it was
concluded that the Cornmittee

continued te perform effectively.

Following discussion of the conclusions of
the Committee evaluation, it was agreed
that the areas the Committee should
focus onin 2022 included internal controls
improvements (particutarly financial and
IT general controls); Task Force on
Climate-related Financial Disclosures
{TCFD); ather Environmental, Social &
Governance (ESG) related risks and
reporting; and further embedding the

Financial reporting

- Ourrole

. Financial reporting:
- Manitor the integrity of

published financial
information and review
and challenge significant
financial reporting issues,
estimates and judgements

.+ Review the

appropriateness of
accounting policies

and practices

Provide advice to the
Beard onwhether the
Annual Report and
Accounts are fair, balanced
and understandable and
the appropriateness of the
qoing concern statement
and the longer-term
viability statement
Provide advice to the
Remuneration Commitieg
on financial reporting
matters and related
judgements as they affect
executive remuneration
performance objectives

Enterprise Risk Management framework.

Items covered i

Reviewed: !

Quarterly, interim and full year results statements, '
prior to recommendation to Board for approval,
together with supporting reports from the Group
CFO and COO highlighting all key judgements i
and estimates :
External auditor reports, including progress updates,
to the Committee regarding interim review and full
year audit

Final draft 2021 Annual Report, prior to i
recornmendation to Board for approval, including !
review of Principal and Emerging Risks disclosure :
and assessment that the Annual Report is fair,
balanced and understandable

Assessment of appropriateness of going concern

and viability statements, including management
reparts on all key judgements, scenario assumptions,
supporting analysis/evidence, reporting and
disclosures :
Litigation updates, including status reparts in respect -
of Box Clever and Talpa matters

Reports on potential acquisition earnaut liabilities

and performance against acquisition husiness

case criteria

Pensicn matters, including pensicn deficit and

update on projects

Regular tax updates and reccmmendation of

updated tax strategy to Board for approval

Treasury policies, updates and funding strategy

Share plan antticipated performance cutcomes
forFY21

Developments in financial and corporate reporting,
including the BEIS white paper an audit and corporate
governance reform

Finance team structure and resourcing, including
strategy and implementation plans for finance
transformation as part of the ITV Together programme
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Significant audit risks and accounting judgements

In planning its agenda and reviewing the
audit plans of the internal and externat
auditors, the Committee has taken into
account significant operational and
financial issues and risks which may have

had animpact on the Company’s financial

statements, internal controls and/or the
delivery and execution of the Company's
strategy (including changes in the nature
and significance of some of the Group's

The Committee focused on assessing
whether management had made
appropriate judgements and estimates
in preparing the Cempany's financial
statements, particularly with regard to
the significant issues listed below.
These issues were subject to robust
challenge and debate between
management, the external auditor
and the Committee. The Committee

reports cutlining work performed and
any issues identified in respect of key

judgements and estimates — see the

Independent Auditor’s Report on pages
164 10 171. The Committee concluded
there was no significant disagreement
or unresolved issue that required referral
t¢ the Board.

Principal Risks). also reviewed detailed external auditor
Risk of fraud (particularly in revenue recognition)
e B L S S N SO RO eI NN

Issue ¢ Action taken by the Committee Outcome/future actions

The Committee agreed with management's
assessment that the overall control framework
remained effective and, with a focus on high-risk
and material areas, additional controls introduced
had mitigated risk. The Committee concluged

that the Group's revenue recognition processes .
included a robust control framewark to ;
effectively mitigate the risk of material fraud

and was satisfied with the work undertaken by

PwC inalsa reaching this conclusion.

The nature of ITV's business, . The Committee reviewed management's report onlTV’s fraud
including advertising and prevention framework and the key controlsin place at the
production, means that there : Business Service Centre (BSC) and inits international

- are potential risks of revenue : businesses desigred to prevent and detect fraud, as well

! recognition and other fraud, - as actions during 2021 and future plans for enhancement

" including collusion with " of the relevant controls. The Committee discussed the steps
advertisers, facilitation management had taken, including designing a fraud detection
payments, fraudulent process for the specific fraudrisks identified. The Committee
payments to suppliers or also explored the measures in place, including segregation of
employees and manipulating . duties ensuring independent review, to mitigate against the
prefits or hiding fraud by use risk of management override of controls.

. af accounting journals, . ) .
i 9] . The Committee alsoreviewed PwC's audit procedures,

including the results of their data auditing technigues for

! advertising revenue and journals as well as their conclusions
relating to fraud risk in revenue recognition with a particular
focus on ensuring appropriate cut-off of revenue transactions
close to the year end.

The Cornmittee supported management’s
2022 plans to continue developing the fraud
prevention framewark.

The Committee challenged management on the rohustness
of the controls and whether there was sufficient focus on
. high-risk and material areas, such as supplier related fraud. . ,

Pension defined benefit obligations and assets

¢, R e

* Dutcome/future actions

H

Issue + Action taken by the Committee

The Committee reviewed the key pension
objectives identified by management and

was satisfied that the strategic actions being ‘
: undertaken by management to achieve those

i cbjectives and to continue to mitigate risks
were appropriate and robust. The Committee

. was satisfied as to the accuracy and

i appropriateness of the defined benefit pension
i schemes' reported accounting position and

© impact on the financial staterments.

ITV sponsors defined benefit . The Committee received a number of updates on pension
pension schemes with total ! matters through the year, including actuarial valuations,
liabilities and assets of over restructure of the funding SDN Pension Funding Partnership
£4 billion and £3.8 billion (PFP) arrangement and implementation of a low risk long-term
respectively. Significant investment strategy for Section A of the Scheme. The
actions have been taken to Committee alsoreceived anin-depth analysis of the key risks
manage the liability risk and : associated with the defined benefit pension scheme Lliabilities.
minimise the fluctuations in
asset values. However, pension
liabilities and those assets with
inherent valuation subjectivity
remain significant sources of
risk to the business and
estimation judgement in
the financial statements.
Note 3.6 to the financial
statements details the
- key risks to valuation of

the liabilities and assets.

' The Committee recognised the judgementappliedin

© determining the fair value of those pension scheme assets
held in pooled investment vehicles, property and longevity

. swaps and the heightened level of risk to which this gives rise.

* The Comrmittee discussed the risks and the angoing process

: t0 manage, and where possible remove, those risks. The

Committee also considered the external auditor’s review

of the pension assets and Uabilities, including the views of

Pw's in-house expert valuations and actuarial teams (in

respect of key assumptions and methodologies applied

*in the valuation of the liabilities and certain assets). Pw(

~ also obtained third party investment manager control
reports and other supporting evidence to identify any

* Inconsistencies in attributed year-end values,

- Noting that the Pensions Regulator was taking an increased i
©interestintrustee independence, the Committee also
" discussed management's relationship with the trustee.

TV plc
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Exceptional items including Alternative Performance Measures

Issue | Action taken by Committee Qutcome/future actions

During 2021, management
- proposed anumber of matters
. to consider classifying as
. exceptional items. (See note
. 2.2 to the financial statements
for a summary of exceptional
i jtems in 2021)) (See an
! explanation of the exceptional
. items policy on page 188.)

The Committee continued its increased scrutiny of the
application of the Group's policy on exceptional items, Committee’s challenges, the Committee was i
spending considerable time reviewing and challenging able to approve the revised policy and cenclude
management's classification. The Committee scrutinised in : that the final approach taken was approptiate,
particular the definition of reorganisation and restructuring including fully recagnising the observations 1
costs qualifying to be disclosed as exceptional items and raised by the FRC,
took into account the views of the external auditer. The
Committee requested management review the policy to
provide additional clarification.

Following managernent’s response to the

The Committee also recognised that
management had continued to challenge itself
and exercise discipline on the categorisation
of casts as exceptional items, ertsuring that the
policy had been applied in a consistent and
discipiined way and the amounts were clearly
disclosed in the annual Report.

The Committee also took into account the results of the FRC's
‘thematic review' of Alternative Performance Measure (APMs),
noting that elements of ITV's APM disclosures were highlighted
as best practice, based on the FRC's timited scope review of the
disclosuresin ITV's 2020 Annual Report. As part of this review,
the FRC also wrote ta the Chairman, noting instances where : : ; ) ;

N . . . . i toreview the exceptionaliterns policy and
our disclasure regarding APMs could be impraved, including * definitions regularly, considering evolving
clarifying the labelling of APMs and changes to the profit L eulat e
i to cash conversion ratic calculation. The Committee ; regulatory scrutiny.
! considersd the disclosures regarding APMs in the 2021
: Annual Report, ensuring they reflected the comments
i and recommendations of the FRC. i

i The Committee noted that it would continue

5
;
i
|
;
|
i
{

Legal provisions — Box Clever

Qutcome/future actions

Issue Action taken by Committee

. ITV is subject to ongoing legal
. disputes where the outcome

* is not certain, including the

. quantum of liability inrespect
. of the Box Clever pension

* scheme deficit,

Throughout 2027, the Committee reviewed updates on the
Box Clever case and liability from the General Counsel and
Company Secretary and Group CFO & COQ. In addition, the
Committee Chair met with the external legal advisers and
actuaries supportingITV to understand their perspectives
on the dispute.

i The Committee agreed that the best estimate
provision and disclosure had been made in respect
of Box Clever, supported by the advice of the
Company’s actuarial and legal advisers, and

based on the IAS 19 valuation as wellas the latest
available information regarding the pension
scherme (received by the Company during 2021},
and most likely outcomes. See note 3.5 to the
financial staternents.

The Committee considered the response of and management’s
interactions with the Pensions Regulater, views of external
actuarial and legal advisers and the level of provision for the
case, noting that it would be imporrant to make full disclosure
of the high level of uncertainty of the final outceme and the : ;
legal process, which could continue for a number of years. '

Other significant issues

Acquisition-related liabilities

Issue . Action taken by Committee Outcome/future actions :

" The complexity and potential  : The most material acquisition earnout liability for ITV related

scale of the expected earnouts | o the acquisition of Talpa. The Committee received regular

. The Committee was satisfiad that, with regard to
| the Talpa finat payment, the additional amourt

of company acquisitions can
result in the potential total
liability for earnouts being

a significant business liabitity.

This was particularly the case
with the Talpa acquisition,
which was determined and
settled during the year,

Ty ple e s

' updates regarding management's estimated range of possible
: final Talpa consideration, supported by the conclusions of

external experts and advisers. On receiving the independent

' arbiter's final conclusion on the amount due to the vendor in

respect of the Talpa earnout, which resulted in an additional
€125 million payment abave the amount previously provided,

. the Committee received a detailed analysis of the judgements
. that had not been determined in accordance with the Group's
© expectations and the reasons for this {and any lessons to be

* learnt from this which should be considered in negotiating and
. monitaring future acquisitions).

- The Committee also received a detailed update on the post-

acquisition performance of all significant previous acquisitions,
including performance against the main earnout clauses,
expected returns oninvestment and key strategic and

) intangible benefits.

| pavabie, resulting from the inclusion of certain
" streams of revenue excluded from management’s
initial estimates, was within the quantum of the

range of the potential final determination of the
liahility as previously disclosed.

The Committee ensured clear disclasure in the
Annual Report of the range for all of the potentiat
outstanding earn out liabilities. See note 31.5to
the financial statements.
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Tax - IR35

. Issue

From April 2020 the
* responsibility for undertaking

IR35 employment status

! assessments, and where

necessary withhelding
PAYE and paying NICs,
passed to the employer,
rather than remaining

with individuals and their
personal service companies.

Action taken by Committee

* The Committee considered updates from management an

+ developrments in the application of IR35 and HMRC's position

asregards the tax status and treatment of ‘front of camera’
presenters who were not employees. The Committee
reviewed the status of discussions with HMRC at the half
year and supported the provision of £3 million to cover
historical liabilities,

During the latter part of 2021, the Committee considered
further updates demonstrating the change in HMRC's
position, fellowing the outcome of certain non-ITV related
tribunal cases, since the half year. Given the develapments,
management propased asignificant increase in the provision
for these liabilities to £36 million, mostly related to pricor
years. Management proposed to classify those amounts
related to prior years as exceptional costs given their

: materiality and nature.

Going concern and viability assessments

! Issue

In light of the continuing
. uncertainty over the economic

. recovery and the evolving
impact of the pandemic,
; the Committee felt it was

important to again apply
enhanced scrutiny to
management’s assumptions,
stress testing and scenario
analyses supporting the
going concern and viability

 statements as well as seeking

impartial external views on
ITW's viability.

¢ Action taken by Committee

: prospects and viability by considering forecast cash flows, base
. case and downside scenario analysis, the results of further

'

The Committee reviewed and challenged management’s
process and assessiment of going cencern, ionger-term

testing of those scenarios, and other principal risks, including
continuing uncertainty in the economic recavery.

In reaching its view, the Committee also cansidered: {i) analyst

and other expert commentary to understand the wider market
views on the Group’s future financizl performance and viability,

(i) financial forecasts (i} the Group's financing facilities
including covenant tests and future funding plans; and (iv)
the external auditor's findings and conclusions on this rmatter.

Accepting management’s responses to the challenge, the
Committee agreed that the three year period selected for
the viability outlook was the appropriate time period.

The Committee also considered the adequacy and accuracy
of the disclosures in the 2021 Annual Reportinrespect of
the Group's ability to continue as a going concern and its

future viability.

The Ccmmittee acknewledged that the outcome
1 of TV's negotiations with HMRC and the

Outcome/future actions

The Committee considered and supported
management's proposed increased provision
and proposed accounting treatrnent, taking into
account the external auditor's views.

imptications far the relevant ‘front of camera’
individuals and the Company would be kept
under review.

Qutcome/future actions

Following this thorough assessment, the

. Committee considered the extent of the
_ assessment made by management to be

appropriate and recommended the draft

* viability statement and related disclosures {for

inclusion in the 2021 Annual Report) for approval
by the Board. The Committee also cancluded that

" itremained appropriate to adopt the going

concern basis of accounting in preparing the
consolidated financial statements without
amaterial uncertainty, and that the disclosure
in the Annual Report, in respect of the Group's
ability to continue as a going cancern, was
appropriate. See pages 178 and 174.

The Committee will continue to manitor the Group's

* guing concern basis and viability assessment.

Ty ple
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Governance  Audit and Risk Committee Repart continued

Risk management and internal controls

: Qurrole

sy
T

Assist the Board to
establish and articulate
overalirisk appetite and
oversee and advise the
Board on specific strategic
risk exposures and
mitigations

Review the risk
identification and
mitigation processes

and undertake deep dives
into high-risk business
areds or processes
Review the effectiveness
of the internal control
and risk management
processes

Qversee appropriate
whistlebiowing and fraud
prevention arrangements

TV ple -

: Items cavered

: Reviewed:

: « Biannually, principal and emerging risks and
! uncertainties and associated mitigations
i = Progress inimpiementing the enhanced

ERM framework
« Progress to improve aperational risk management
capability for security, duty of care, and crisis
management areas
«+ Insurance arrangements and policies, including
how those support mitigation of principal and
other financial risks
Progress to implement the financial controls
framework and effectiveness review, including
update on TV Together programme

« Ongoing programme of improvements to technology
and!T related controls and governance environment

» Mapping of the internal audit plan to key principat
and operational risk areas to understand assurance
coverage

Outcome of the work of internal audit as part of
delivering the annual plan

» Implementation of updated Speaking Up policy and

report on actions taken actions taken to strengthen

Speaking Up processes and increase awareness
across the organisation

- Data privacy and governance update

- Biannually, compliance framework and monitoring

+ Group Approvals Framework and M&A approvals
process and approved amendments

Undertook deep dives on the following key principal

and operational risks to understand and challenge the

. related governance, risk management, mitigation,
: controls and compliance with risk appetite around

those risks:

- Duty of care and health and safety

¢+« Pensionsrisk management
¢« Data privacy, security and strategy related risks,
i - Compliance framework, incorporating the anti-

bribery and corruption risk assessment

: + Fraud risk and fraud prevention, detection and

controls framework
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Risk management

During 2021, the Committee cantinued to
consider the process for identifying and
manaqing risk within the business ang
assisted the Board inrelation to compliance
with the UK Code and FRC guidance.
Recognising the evolving nature of the

risk landscape and the unprecedented
challenges presented by COVID-19,in

2020 [TV began a project to improve the
enterprise risk management framework.
During 2021, iTV continued to build on the
refreshed framewark, to improve the way
risks are identified, managed and reported
to the Board. Embedding the enterprise risk
management framewark and assessing
management’s response to the material
risks to [TV was an area of continued focus
during the year, with the Committee
providing challenge and direction as
appropriate. The Committee Chair also
reqularly met with management and the
Group Risk team to further understand
progress and provide guidance on the
implementation of enhancements. Further
information on ITV's risk management
approach,including details of our principal
risks and our processes for identifying and
responding to principal and emerging risks
are set out on pages 72 to 87,

Internal controls

The Board has overall respansibility for
overseeing and reviewing the effectiveness
of the Group’s framework for financial,
compliance and gperating internal controls.
The Governance Repart within this 2021
Annual Report provides many examples

of how the Board moniters the
effectiveness of the internal aperating
controls - for example, please see the
Non-Financial Information Statement

on pages 70 and 71. For example, the
Committee received updates on the

IT control environment, cyber security

and compliance framework.

Throughout 2021, on behalf of the Board,
the Committee has continued to review

the Group’s compliance policies, procedures,
global menitoring activities, business risk
assessment plans and results, including

the operation of and reports to the
independent third-party (Safecall
managed whistleblower hotline.

The Committee also supports the Board

in assessing the effectiveness of the
framework in respect of financial contrals.
The primary respensibility for the operation
of the framework for internal controlis
delegated to management, The framewark
can only provide reasonable and not
absolute assurance against material
misstatement or loss. Key control
procedures are designed to manage

rather than eliminate risk.
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Data privacy

Ermhancing the way datais used across the business remains a core element of delivering ITV's More
than TV strategy, and in 2021, the business introduced an ambitious transformaticnal programme
ta deliver this amblition. Given this focus for the business, one of the continued areas of scrutiny for
the Committee In 2027 was overseeing the risks and associated practices related to data privacy
and governance, to help deliver our ambition in a safe and comptiant manner.

The Data Protection Gfficer and ber team have been focused on enhancing the Group’s data
pratection framework, which has included working closely with the Chief Data Officer to implement
effective data mitigations to ensure ITV is able to leverage data in an appropriate way when
delivering its data strategy. The Committee stressed the need to ensure that data privacy and cyber
specialists are embedded into the data transformation programme, to support embedding privacy
and security by design principles intc new processes and activities from the outset, and this has been
a key enhancement implemented during 2021.

The Cormmittee and management recognise that the digital transformation the Groupis undergoing
requires close serutiny, given the signiticant changes and cultural shifts taking place across the
business. During the year, the Committee reviewed and discussed deep dive reports on the
interconnected risks associated with data protection, security and cyber, and data strategy to
understand what risks could impact on our compliance position or could result inITV being unable

to extract value from our data. In addition, an internal audit review was performed on the data
strategy governance arrangements in order to understand how key programme and change risks are
being managed. The Cormmittee has requested a further internal audit for 2022 to gainindependent
assurance on the developrment of the data protection and governance framework.

Duty of care

The Committee received an in-depth report on steps taken to enhance Duty of Care processes and
reduce the risk posed by Duty of Care issues. This included a ‘deep dive’ into both the ITV Studics

and M&E Duty of Care risks. The Committee welcomed the progress made and active steps taken

to reduce risk through managerment's Duty of Care framework review and enhancement project,
with the support of external experts, Enhancements included a Participants’ Assistance Programme
outlining appropriate levels of aftercare for participants in high-risk shows and the use of
appropriately qualified clinicians to work on programmes. The Committee encouraged further
steps being taken to ensure that the business is operating within an acceptable level of risk appetite.

Internal financial controls

During 2021 the Cornmittee has overseen the design and implementation of improvements to ITV's
financial reporting controis framework. A Head of Financial Governance and Compliance was
recruitedin 2021 and, together with her team, is respansible for designing and implementing the
controls eperating model and leading the risk and controls workstream on the HR and Finance
Transformation Programme (ITV Together}, The core components of the controls operating model
include performing annual scaping and risk assessments {define), design and implementation of
the financial reporting controls framework and associated policies (optimise), delivery of focused
training sessions and cornmunications to further enhance the risk and controls culture (embed) and
finally leveraging technaology to facilitate real-time monitering and testing (assure}. By the end of
2021, the tearm had made significant progress against the define, optimise and embed components
of the controls operating rmodel and will be focusing on strengthening ITV's monitering and testing
approach ta financial controls in 2022, For the subsidiary companies, control operating model
baseline activities are underway.

The Committee Chair met regularly with management and the Financial Governance and
Compliance team to receive more detailed updates on the control operating medel implementation
and to ensure that the Committee's key concerns were being appropriately addressed. Similarly,
external consultants were also engaged throughout the year to review the design of the financial
reporting controls framework ta ensure it is fit for purpose andin line with Committee of Sponsoring
QOrganizations (COSO0} principles. The Committee welcomed the actions taken by management and
the plans to continue enhancing the financial centrols and related IT general controls} across the
Group and will clesely moniter the ongoing improvements during 2022,

Further, ITV continues to address the key improvement cpportunities identified in relation to
its IT environment {including legacy systems), prioritising its IT controls over financial systems.
Throughout the year, the Committee obtained regular progress updates in respect of this area,
providing independent challenge on the roadmap, including prioritisation of activities in light of
ITv's digital transformation strategy.

The Committee is satisfied that the Group’s
internal financial controls operated
effectively throughout the year. This

was principally based ona programme

of internal audit reviews, monthly Group
review of subsidiary balance sheets,

and independent review of manthly
management self-assessments submitted
by subsidiary companies. In addition, ITV
runs a suite of automated anatytics that
enable monitoring of financial transactions
across Group systems and monthiy
exceptions management.

The updates to the fraud prevention
framewark were presented to the
Committee to reflect the ongoing changes
to the processes and controls within the
BSC, and their increasing use of third-party
tools and data analytics to proactively
monitor fraud risk, Plans to further develop
the fraud risk management framework
across the business were also discussed
and guided by the Committee.

The Committee is conscious of the key
risks and impact that significant change
programmes will have oniTV's control
environment, and therefore, has received
reqular updates from management and
assurance from specific internal audits on
key projects. Given the glebal scope and
magnitude of the ITV Together programme,
the Committee has closely menitored the
programme’s progress and has provided
strong gavernance and robust challenge
to support management in its delivery. In
2022, the Committee intends to continue
with focused bi-annual sessions with the
programme sponsors and leadership team.

Speaking Up

The Committee reviewed the roll-out of
the new Speaking Up policy and the revised
elements of the framework. Whilst pleased
with the improvements and progress made,
the Committee alsa recognised that there
is a need for a continuing proegramme 1o
drive awareness and regularly refresh

and communicate on Speaking Up. The
Committee received a detailed report on
any significant issues raised during 2021

via the independent whistleblowing facility
or other channels available within ITV.

The report included an assessment of any
identified trends in complaints, the nature
of any noteworthy allegations, the corrective
measures Implemented to address
substantiated complaints, and the process
applied to triage and carrectly investigate
complaints, The Board also received this
report. The Committee also considered

the actions taken by management as
aresult of the investigations' conclusions
and recommended additional actions where
appropriate, overseeing the investigation

cf all significant issues reported.
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Gavernance | Audit and Risk Committee Report continued

Taking inta consideration the Commiittee’s
recommendations, during 2022 there

will be a mare targeted approach to
communicaticns and awareness Campaigns
for different parts of the business,
recognising that different cultures,

the current change agenda and evolving
strateqy ail impact the number and type

of concerns raised by employees.

Climate-related governance

The Committee plays a key role in the
governance of climate-related risks and
opportunities and reporting against
environmental and climate risk retated
regulatory reporting reguirements. In

2021 the Committee discussed progress
inrespect of the Group's strategy for
compliance with TCFD on three occasions,
including a focused session anITV's progress
inreporting against the TCFD framework,
with Pw(’s input. Management set out its
pregress in meeting the requirements
across the four pillars of the key TCFD
disclosure recommendations and
presented draft Annual Report disclosures.
This enabled the Directors to consider

the climate-change risks and transition
risks associated with achieving the Paris
agreement goals, when preparing and
signing off the Annual Report and Accounts.
The Committee also reviewed during the
year the methodology and internal quality
assurance processes over GHG emissions
reporting, following the implementation
of a new envircnmental reporting system
acrossITV.

The Committeeis encouraged by the
significant progress made by management
to meet the minimum requirements for
TCFD disclasures, and in starting to deliver
against ITV's ambitious environmental
targets. The Committee will continue

to monitor progress to enhance TCFD
reporting to move from minimum
compliance to best practice and ensure
that rebust plans and roadmaps arein
place to meet the commitments and
targets provided. in addition, for 2022,

the Committee has requested external
independent assurance over emissicns
reporting. A key area of focus for the
Committee during 2022 will be ensuring
the Company responds apprapriately to
the rapidly changing and new regulations
and reporting requirements.

Tate ATV ple .l Fone o

Climate-related governance

Our role I Items covered

Review of ITV's global . Reviewed:
. environmentaland climate  ; - methodology and internal quality assurance
" risk mitigation strategy, ! processes over Greenhouse Gas (GHG) :
. targets, progress and ' emissions reporting ;
: reporting in line with the i« progress towards reporting against the TCFD :
" Task Force on Climate- i framework, including ITV climate scenaria
. related Financial Disclosures analysis and consequential risks andimpact

(TCFD) and other ¢ {including financial)
. environmental reporting ; + roadmap to achieve Net Zero and other

requirements. © environmental commitments and targets

 Assessing the integrity of

" thetargets and dataincluded |
_ inthe reporting and obtaining |
* appropriate assurance on
its completeness, :
. reasonableness and accuracy. |

internal audit

! Ourrole ; Items covered

-« Monitor and review the : + Performed an assessment of internal audit
effectiveness and i independence and effectiveness ;
independence of the - - Reviewed and approved the internal audit charter ;

- internal audit function i« Approval of the 2021internal audit plan

- Review and approve the i+ Review of reports from the internal auditor, including

internal audit plan and © areview of activity, key conclusions and
monitor its ¢ recommendations arising from audits, status reports
implementation, I onaction plans and regulatory and programme :
approving any . campliance !
amendments to the plan « Annual review of risk acceptance of audit findings l
Review the continued © » Meeting regulariy with the internal auditor in the |
appropriateness of the . absence of management i

outseurcing of the internal - -« Assessment of the appropriateness of ITV's current

audit function, oversee the |  outsourced model for internal audit and approval of

tenderingof theinternal  ©  management’s proposal to proceed with aninternal
audit contract and * audit tender
approve the appointment - Oversight of the internal audit tender process and
of the internal auditorand :  approval of recommendation {following a full 