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STV Interim Results

9th September 2021

Strong recovery; strategic momentum

Screw, STV Studios for C4
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Growth already beyond 2019 levels

• Revenue +35% on 2020 and +10% on 2019

• Adjusted operating profit +118% on 2020 and +3% on 2019

• Maintaining record audience growth on TV and online

• Advertising trends strengthening ahead of expectations

• High margin digital business continues to accelerate 

• Good momentum in Studios, with further commissions and an 8th creative label

• Sale of lottery completed with long term advertising contract

• Positive outlook for remainder of 2021

• Following a return to cash dividend in May, Board proposes interim dividend of 

3.7p, +23% on 2020

3
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Finance Review 
Lindsay Dixon

Angela Black, STV
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2019 +10%

Total 

Revenue

Total 

Advertising 

Revenue

Regional

Advertising  

Revenue

Digital

Revenue

Studios

Revenue

Adjusted 

Operating

Profit

Adjusted

EPS

Net

Debt

£60.3m £51.4m £7.6m £8.5m

£11.4m 19.2p£6.0m £17.6m

H1 2021 key financials

2020 +35%

2019 +5%

2020 +32%

2019 +4%

2020 +27%

2019 +52%

2020 +45%

2019 +202%

2020 +265%

2019 +3%

2020 +118%

2019 +11%

2020 +79%

Jun ’20 £33.5m

Dec ’20 £17.5m
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Broadcast 44.9 35.0 28%

Digital 8.5 5.9 45%

Studios 6.0 1.6 265%

ELM 0.9 2.2 (61%)

Group revenues 60.3 44.7 35%

Total advertising revenue 51.4 39.1 32%

Adjusted operating profit 11.4 5.2 118%

Finance costs (1.2) (1.4)

Adjusted profit before tax 10.2 3.8

Adjusted EPS (pence)* 19.2 10.7 79%

*The adjusted EPS for 2020 has been restated for the issue of bonus shares in  

December 2020

H1 2021

£m

H1 2020

£m Change

Group Results

Strong, broad-based recovery drives revenue and profit growth

• Revenues up 35% reflecting strength of 

Broadcast business, continued growth in 

Digital and return to full production in Studios

• Adjusted operating profit more than double 

2020 and showing growth on H1 2019 

(£11.0m)

• Operating exceptional charge of £1.7m in the 

period relating to voluntary repayment of 

furlough grants received in 2020, prior to 

payment of first post-Covid cash dividend

• Disposal of the Group’s external lottery 

management company now complete

6
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The TV advertising market is building momentum 

7

• Ad market bounced back strongly in 2020 to finish the year only -10% on 2019

• Q2 regional +50% yoy (+14% on 2019); Q2 VOD +138% yoy (+84% on 2019)

• Broad-based recovery across Q2, with incremental revenue across all streams from Euro2020

• Outlook for Q3:

• TAR +20-25%

• Regional +10-15%

• VOD +40-45%

20

30
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70

80

Q1 Q2 Q3

Cumulative TAR

2021 2020 2019

Q2 TAR +83%

Q3 TAR +20-25%

Q2 and Q3 will show strong growth on the same period in 2019
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Operating profit waterfall shows the recovery of revenues and investment 

in our growth strategy 

8
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Significant margin improvement

• Largest single operating cost is contribution to 

ITV for National Programme Budget

• Under agreement with ITV, this flexes with 

national advertising revenue

• In a period where national revenues have 

increased by 29%, total operating cost only 

up 16%

• Strong operating profit margin at 23%

Broadcast

9

Revenue

- National advertising 36.1 28.0 29%

- Regional advertising 7.6 6.0 27%

- Other 1.2 1.0 20%

44.9 35.0 28%

Operating costs (34.4) (29.6) 16%

Operating profit 10.5 5.4 93%

Operating margin 23% 16%

H1 2021

£m

H1 2020

£m Change
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Strong VOD performance funds investment in content; margins maintained

• VOD revenues continue to drive digital 

performance and are up 62% on 2020 and 

83% on 2019

• Increasing investment in new content and 

marketing to drive growth, in line with 

investment plans

• Cost base reflects volume related delivery and 

platform costs

10

Digital

Revenue 8.5 5.9 45%

Operating costs (4.6) (3.1) (48%)

Operating profit 3.9 2.8 41%

Operating margin 46% 47%

H1 2021

£m

H1 2020

£m Change
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Studios

Return to full production and new commissions drive revenue growth 

• H1 programme deliveries include: 

• Catchphrase series 6 (ITV)

• Our Family Farm Rescue (C5)

• British as Folk (UKTV/Dave)

• The Yorkshire Auction House (Discovery)

• Antiques Road Trip series 22 (BBC)

• Phasing of programme deliveries continues to be 

H2-biased; revenue guidance of £20-25m for the 

year is maintained

• Deliveries in H2 include:

• Screw (C4)

• Landmark (Sky Arts)

• Murder Island (C4)

• Antiques Road Trip (2 series) (BBC)

• Celebrity Antiques Road Trip (BBC)

• Inside Central Station (BBC)

• Celebrity Catchphrase (ITV)

H1 2021

£m

H1 2020

£m Change

Revenue 6.0 1.6 265%

Operating costs (6.9) (3.1) (123%)

Operating loss (0.9) (1.5) 42%

Operating margin (15%) (94%)
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H1 2021 H1 2020Net debt maintained in line with year 

end, despite significant increases in 

activity across the group

•Operating cash conversion reflects high levels 

of activity in Studios and payment of VAT 

deferred from Q2 2020

•Q2 2020 pension contributions deferred to year 

end; 2021 reflects return to monthly payments

•Minority investment in Unity sold, realising net 

proceeds of £3.3m

•Final dividend in respect of FY20 of 6p per 

share paid in May

•Investment in Two Cities Television

•Significant headroom against financial 

covenants

Adjusted operating profit 11.4 5.2

Depreciation - fixed assets 1.6 1.7

Depreciation - leased assets 0.9 0.9

EBITDA 13.9 7.8

Working capital (4.1) 5.1

Lease payments on assets (0.8) (1.0)

Capital expenditure (1.5) (1.4)

Operating cash flow 7.5 10.5

Cash conversion 66% 202%

Pension deficit funding payments (4.9) (3.0)

Interest and refinancing fees (1.1) (0.8)

Tax paid (0.4) (0.9)

Proceeds from sale of investments 3.3 -

Dividends (2.7) -

Net movement in lottery debtor 0.3 (0.7)

Repayment of furlough monies (1.7) -

Investments (0.4) (1.1)

Net cash flow in period (0.1) 4.0

Net debt 17.6 33.5

Net debt/EBITDA (covenant basis) 0.6x 1.5x

Covenant 3x 3x

12



1313

H1 2021 FY 2020 H1 2020

13

• Reduction in deficit driven by increase in 

corporate bond yields, resulting in higher 

discount rate

• Triennial valuation progressing well; 

anticipate reaching agreement before end of 

year

Pensions

Assets (£m) 426.7 437.2 402.9

Liabilities (£m) (468.8) (507.5) (479.8)

Deficit (£m) (42.1) (70.3) (76.9)

Key assumptions:

Discount rate 1.80% 1.25% 1.40%

RPI 3.30% 3.00% 2.90%

Significant reduction in account deficit at the half year
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Strategic Update
Simon Pitts 
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The last 3 years have seen STV become a more diversified business by 

focusing on digital and production growth

24%
28%

34%

2018 2019 2020

% STV profit 

from outside 

broadcasting

15
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We are now accelerating this diversification strategy

Maximise value of 

Broadcast

Drive Digital 

growth

Build world class 

Production

16

1.

2.

3.

• Maintain viewing leadership

• Grow Scottish advertising revenues

• Secure new licences and PSB future

• Continuously strengthen content offer

• Grow audience and revenues

• Increase active users through personalisation

• Double returning series across the genres

• Target global streamers as well as broadcasters

• More partnerships and acquisitions 



1717

Back in March we set out ambitious targets for 2023 and a £30m investment plan 

17

Quadruple production revenue

At least 50% of operating profit to come from outside 

traditional broadcasting

Double digital viewing, users and revenues

We have made a strong start against these targets in 2021, with good momentum 

across the business

Manhunt II: The Night Stalker, STV
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These targets are underpinned by clear divisional KPIs H1 2021

18

Viewing 

share

20.8%

+8%

ITV viewing

outperformance

New 

advertisers

Online 

viewing

Player-exclusive 

viewing

Monthly active 

users

+61%

New 

commissions

New returnable 

series

Returning 

series

BROADCAST

DIGITAL

STUDIOS

+13% 62

+66% +137%

15 8 7
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STV’s broadcast business continues to grow ahead of the competition

Growth on viewing volume higher than any 

PSB in H1

19

BROADCAST

Still the most 

watched channel in 

Scotland across all 

time and peak

Highest viewing 

share gain of the 

UK’s 500+ channels 

in H1

Average audience 

4x      and 5x    , 

with lead over            

highest 

since 2008

Viewing share 13% 

higher than

, largest gap 

ever

99.5% of all large 

commercial 

audiences in 

Scotland on

6 consecutive years of STV viewing share 

growth

5%

-4%

-10%

4% 2%

-3%

-7% -7%

-1%

3%

-15%

-10%

-5%

0%

5%

10%

STV/ITV BBC 1 BBC 2 CH4 CH5

Scotland UK

Source: BARB, H1 2020 v 2021, (0930-2400), individuals

14

16

18

20

22

2015 2016 2017 2018 2019 2020 2021

ITV STV 20.8

18.4

Source: BARB Scotland v Network h1 2010 - 2021, All Time (09:30-24:00), individuals

https://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=2ahUKEwjO2dK4_brgAhXV8uAKHTrvBk8QjRx6BAgBEAU&url=https://dtg.org.uk/member/five-broadcasting-ltd/channel-5-logo-2/&psig=AOvVaw2mui3dtTIuh3EBsJuqFtHq&ust=1550225308056924
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Terrestrial broadcasters still dominated the most viewed shows in 2020

20

BROADCAST

Rank
Viewing 

source
Programme

Household views per 

episode (000s)

1. C4 THE GREAT BRITISH BAKE OFF 10,044

2. BBC STRICTLY COME DANCING 9,525

3. STV/ITV DES 9,031

4. STV/ITV BRITAIN’S GOT TALENT 8,834

5. STV/ITV ANT AND DEC’S SATURDAY NIGHT TAKEAWAY 8,720

6. STV/ITV I’M A CELEBRITY…GET ME OUT OF HERE! 8,604

7. STV/ITV THE MASKED SINGER 8,440

8. STV/ITV QUIZ 8,394

9. STV/ITV WHITE HOUSE FARM 8,249

10. STV/ITV VAN DER VALK 7,992

11. BBC THE SALISBURY POISONINGS 7,953

12. BBC CALL THE MIDWIFE 7,515

13. Netflix THE STRANGER 7,177

14. BBC COUNTRYFILE 7,086

15. BBC MICHAEL MCINTYRE’S THE WHEEL 7,072

16. STV/ITV DANCING ON ICE 7,067

17. BBC THE NEST 7,041

18. Netflix TIGER KING: MURDER, MAYHEM AND MADNESS 6,971

19 BBC THE PALE HORSE 6,925

20. BBC SILENT WITNESS 6,834

Most viewed TV programmes per episode in UK in 2020

8 out of top 10 were 

STV/ITV shows

2 Netflix shows featured 

in top 20

91% of video ads seen 

each day are on TV

77% of video ads seen 

by 16-34 year olds are 

on TV

Source: BARB 2020, one minute or more household reach; includes viewing to repeat broadcasts within 28 days of first transmission; excludes device viewing. NB. 

Excludes ‘one-off’ programming e.g. Prime Minister’s statements, VE Day celebrations. Digital-I, total stream ‘starts’ per episode.
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Scottish advertising is recovering well, boosted by STV’s Growth Fund

Brand count returning to pre-Covid levels

21

BROADCAST

•Portal launched July 2021

•Instant quotes or booking

•SMEs can design their own advertising campaign

•62 new advertisers in 2021

•Underlying regional business 

recovering

•Scottish Govt now 10% of 

campaigns from 24% in June

54

43

55
62

79
84

Jan Feb March April May June

Average 2019 (89)

Strong regional revenue growth in Q2

Largest categories H1 growth

Finance +66%

Food +15%

Government +65%

Household equipment -62%

Motors -40%

Pharmaceutical +5%

Retail +26%

Travel & Transport -2%

Total regional advertising  +27%
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JULY 2021 AUGUST 2021

Tangible progress towards long-term renewal of STV’s broadcast licences

22

BROADCAST

Ofcom statement on the future of public 

service media

“Public service programming remains highly valued by UK 

audiences, and the coronavirus pandemic only reinforces 

this”

“We consider that it is essential there continues to be a 

choice of providers of regional news programmes for 

audiences” 

“We are repeating our urgent call for legislation to secure 

prominence for live and on-demand public service content 

across all major TV services and platforms”

“…including any specific national considerations such as 

the prominence of STV on demand content in Scotland”

Government renewal of Freeview

licences

•Freeview (DTT) licences to be renewed until 

2034

•Guarantees long-term future of STV’s most 

important broadcast platform, accounting for 

c.40% of linear viewing

•Licence can only be revoked for “spectrum 

management” issues and no earlier than end 

of 2030
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SUSTAINABILITY

Broadening STV’s social impact is a vital part of our growth strategy

23

BROADCAST

SUPPORTING LOCAL 

COMMUNITIES

DIVERSITY & 

INCLUSION

WELLBEING

•97% of electricity now from 

renewable sources (up from 

7% last year)

•All STV and STV Studios’ 

productions to be carbon 

neutral by end of 2022

•£1m STV Green Fund 

launched to champion 

sustainable Scottish 

businesses

• STV at COP26 in Glasgow 

will showcase crucial role of 

TV industry in climate 

action

•STV Children’s Appeal has 

raised over £25m in last 10 

years

• A further £1.6m has been 

distributed in 2021 

supporting over 7,500 

families

• Fundraising and 

programming focusing on 

mental health awareness 

this year

•STV Growth Fund helping 

local businesses with Covid-

recovery

• On track to achieve 

representation targets on 

and off-screen (gender; 

ethnicity; disability)

• Good progress towards 

50:50 gender balance in top 

roles by end of 2023

• Launch of advertising 

Inclusion Fund supporting 

Scottish businesses 

championing diversity

• Extension of wellbeing 

support to all STV 

colleagues, including 

freelancers

•Mental health awareness 

training delivered to all 

managers

• On air delivery of 

Government public health 

messages throughout 

pandemic

•Wellbeing is a priority as we 

roll out new hybrid working 

plans
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29m hours

Thorne , exclusive to

STV Player is making fast progress towards its 2023 growth targets

24

DIGITAL

More

people

4m registered 

users

+11%

Monthly 

active users

+61%

Watching 

more

For 

longer

More

revenue

64m total 

streams
£7.6m

2023
targets

5m
registered users

Double digital viewing to 140m
streams

Double digital 

revenues to 

£20m p.a.

+94% +66% +53%



2525

Consumption of our Player-only content continues to accelerate 

in Scotland and across the UK

25

DIGITAL

94%
87%

70%
63%

57%

6%
13% 30% 37% 43%

H1 2019 H2 2019 H1 2020 H2 2020 H1 2021

STV Content STV Player-only

Player-only content now over 40% of VOD streams 11 out of top 20 shows so far in 2021 are Player-only

• Player-only viewing up a further +137% in 2021

• Increased to 49% of VOD streams in July

• Successful UK-wide launch

• Ex-Scotland already 10-15% of streams, 

viewing and users

H1 Player-only content highlights

+650 hours +100 titles

+22 boxsets +11 new content deals

1. Coronation Street 11. Detective McLean

2. Emmerdale 12. Gracepoint

3. The Bay 13. Taggart

4. The Bridge 14. The Client List

5. Marcella 15. The Pembrokeshire Murders

6. Finding Alice 16. Innocent

7. Thorne 17. Striking Out

8. Unforgotten 18. East West 101

9. Take The High Road 19. Janet King

10. The Firm 20. Too Close
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STV Player’s growing reach means revenues are scaling up across brands 

and agencies
If STV Player was a commercial channel it would be 

the 3rd highest for reaching 16-34s in Scotland

26

DIGITAL

Brand count higher 

than ever as STV 

Player reach 

expands

H1 VOD revenue 

+62% on 2020 and 

+83% on 2019

STV now trades 

with over a dozen 

different ad agency 

groups

Strong double-digit 

growth achieved 

across six biggest 

agencies in 2021

Successful launch 

of new loyalty 

programme, STV 

Player VIP, to drive 

engagement

58%
52% 51%

32% 32%

24%
22%

18% 18% 18%
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Murder Island
Our Family

Farm Rescue

NEW

The Travelling 

Auctioneers

• Catchphrase

• Antiques Road Trip

• Celebrity Antiques Road Trip

• Inside Central Station

• Jerk

New 25 episode order for 2 series of 

Yorkshire Auction House and 1 series of 

Celebrity Yorkshire Auction House

British as Folk

The Bridge of Lies

Screw Landmark

STV Studios is now producing more returning series than ever

27

STUDIOS

Now 7 returning series New, returnable series for 2021 & 2022

c.50% of forecast 2021 revenues already 

secured for 2022 due to returning series

BBC commissions new 

Northern Ireland police drama 

Blue Lights
New series Blue Lights is written by NI 

duo Adam Patterson and Declan Lawn 

who also wrote The Salisbury Poisonings
By Sheena McStravick

•15:31, 30 MAR 2021

Blue Lights

NEW

Isle of Gigha

https://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=2ahUKEwjO2dK4_brgAhXV8uAKHTrvBk8QjRx6BAgBEAU&url=https://dtg.org.uk/member/five-broadcasting-ltd/channel-5-logo-2/&psig=AOvVaw2mui3dtTIuh3EBsJuqFtHq&ust=1550225308056924
https://www.belfastlive.co.uk/authors/sheena-mcstravick/
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Our focus is on high quality, large scale formats across the genres

28

STUDIOS

SCREW THE BRIDGE OF LIES

•New 6-part returnable drama

•From the team behind The 

Victim

•Filming completed in August in 

Glasgow

•Delivers in 2021

•C4 will air in 2022

•New 6-part returnable event-

series 

•Unique blend of drama and 

entertainment

•Legendary crime author Ian 

Rankin on board as writer

•Filmed on Scottish island of 

Gigha in June

•Will air on C4 in October

•New 25-part daytime quiz show

•STV Studios won competitive 

tender to find new format

•Hosted by Ross Kemp

•Filming starts in Glasgow in 

November

•Airs on BBC1 in 2022

All filmed in Scotland in 2021, illustrating momentum for nations & regions production

MURDER ISLAND

Isle of Gigha
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Drama

Factual

Entertainment

Sales

We’ve further strengthened the STV Studios pipeline with an investment 

in entertainment indie Hello Mary

29

STUDIOS

STV Studios now 8 creative labels

Over £10m in commissioning revenue already 

secured by new labels

STV Studios 

2021 forecast 

revenue by genre

• Founded by highly respected creative Steve 

Regan (ex MTV, C4, C5)

• Focused on entertainment / fact ent formats with 

global potential

• Regionally-based indie (Brighton)

• Already secured 3 returnable series

• Including Trapped Underground, a new 8-part 

paranormal series for Discovery announced last 

week

• Initial 25% stake with path to control in success

• Sub £1m initial investment
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Positive outlook

• Strong H2 programme schedule on TV and online

• c.50 hours of new network drama

• 30+ new boxsets on STV Player

• Big events like I’m a Celebrity, Walk the Line and the return of the FA Cup

• Advertising trends continuing to strengthen through the Autumn

• Q3 TAR expected to be +20-25%

• 9 month TAR to September expected to be +25-30%

• Q3 outlook for regional is +10-15% and VOD +40-45%

• October TAR also positive though tougher overall comparators in Q4

• Studios on track for best ever performance in 2021

• Confirmed revenues of £20m-£25m

• Good visibility of 2022 performance given stronger returning series

• Overall, STV growing ahead of expectations with strategic momentum 

• STV will hold a series of ‘bitesize’ capital markets events over the coming months covering 

Digital, Broadcast and Studios
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Accelerating STV’s diversification

• Revenue and profit already beyond 2019 levels

• Unrivalled audience and commercial strength in home market

• Strong momentum in key growth areas of Digital and Studios

• Clear 3-year diversification targets

• Scope to invest in growth while increasing the dividend

31


