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Introduction
Key performance indicators are useful at ITV plc when they translate strategy into a small set of
measures that show whether the business is growing, generating cash, serving audiences and
advertisers, and developing capabilities needed for future performance. ITV now operates through ITV
Studios and Media & Entertainment, with streaming and digital activity increasingly central to the
group. Its official 2025 results reported total revenue of £4.121 billion, ITV Studios revenue of £2.130
billion, total advertising revenue of £1.723 billion, digital revenue of £614 million, Group adjusted
EBITA of £534 million, and adjusted earnings per share of 8.5 pence (ITV plc, 2026a). These figures
should not be read as a complete scorecard because revenue can grow while margins weaken,
audience registrations can rise while active viewing falls, and cost savings can improve short-term
profit while damaging content or technology. A sound KPI system therefore combines financial
outcomes with customer, internal-process, workforce, and responsible-business measures and keeps
every indicator tied to a specific strategic decision.

Profitability, Earnings, Cash, and Revenue Mix
Adjusted EBITA remains a central operating-performance measure because it helps ITV compare
profitability before financing, tax, amortization, and specified adjustments, but management-defined
measures should always be reconciled with statutory results. The 2025 Group adjusted EBITA figure of
£534 million was down only slightly year on year despite pressure on linear advertising, reflecting
growth in Studios and digital activity alongside cost management (ITV plc, 2026a). Adjusted EPS of
8.5 pence adds a shareholder perspective but can be influenced by tax, finance costs, adjustments,
and changes in the share count. Cash conversion is equally important because content businesses
often spend cash before revenue and profit are recognized. ITV’s medium-term planning has
emphasized strong profit-to-cash conversion, so analysts should examine working-capital movements
and multi-year trends rather than a single annual percentage. Revenue mix provides another
strategic signal. Growth in Studios and digital revenue reduces dependence on traditional linear
advertising, but the value of diversification depends on margins, customer concentration, content
ownership, and the capital required to produce that growth.
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Studios, Digital Revenue, and Audience
Engagement
ITV Studios requires a different operating scorecard from broadcasting and streaming because its
economics depend on commissions, production delivery, intellectual property, formats, and customer
relationships. Useful indicators include external revenue growth, adjusted EBITA margin, order book,
returning formats, production delivered on time and budget, rights ownership, geographic
diversification, and concentration among major commissioners. Media & Entertainment needs
measures linking digital revenue to real audience activity. ITV’s 2025 digital revenue reached £614
million, but registrations alone would be an incomplete measure of ITVX performance (ITV plc, 2026a).
Managers should also monitor monthly active users, streaming hours, viewing frequency, completion,
advertising yield, subscription behavior, application crashes, buffering, search success, accessibility,
and customer complaints. Linear television remains strategically relevant because it delivers mass
reach, news, sport, entertainment, and advertising while also directing viewers toward streaming. A
combined audience framework should therefore estimate reach and engagement across platforms
without double counting the same person. The commercial objective is not simply more viewing; it is
high-quality engagement that can be monetized sustainably while maintaining audience trust.

Advertising, Content Investment, and Cost
Discipline
Total advertising revenue is sensitive to the economy, advertiser confidence, major sporting events,
regulation, and shifts from linear to connected viewing. ITV reported £1.723 billion of total advertising
revenue in 2025, with digital growth helping offset weaker linear conditions (ITV plc, 2026a). The
headline figure should be supported by measures such as digital advertising revenue, linear spot
performance, sponsorship, advertiser retention, inventory fill, yield, campaign delivery, and brand
safety. Content investment requires similar balance. Programming is both ITV’s product and one of its
largest costs, so lower spending is not automatically efficient and higher spending is not automatically
innovative. Managers can examine cost per viewing hour, reach, completion, international sales,
format reuse, licensing, advertiser demand, and contribution margin while preserving room for
creative judgment. Cost-saving programs should distinguish recurring savings from temporary
deferral and track whether reductions damage journalism, cybersecurity, technology reliability,
production capacity, or customer service. Financial efficiency is sustainable only when paired with
quality indicators capable of revealing the operational costs hidden behind a favorable expense
number.
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Balanced Scorecard: Processes, People, Risk, and
Responsibility
A balanced scorecard prevents ITV from treating lagging financial measures as the whole strategy.
Internal-process indicators can cover production reliability, rights management, platform uptime,
advertising technology, cybersecurity, data quality, accessibility compliance, regulatory incidents, and
remediation time. Workforce measures can track retention of critical creative and technical skills,
internal mobility, succession coverage, engagement, psychological safety, inclusion, and the ability to
fill specialist roles. Training hours alone are weak evidence unless employees can apply new skills to
better products or decisions. Responsible-business measures should likewise connect public
commitments with measurable outcomes, including on-screen and off-screen representation,
accessibility, climate impact, responsible advertising, modern-slavery controls, and workforce
wellbeing. ITV’s strategy for 2026 and beyond continues to emphasize profitable growth in Studios
and digital Media & Entertainment alongside strong cash generation and organizational agility (ITV
plc, 2026b). These objectives require leading indicators capable of revealing problems before they
reach financial statements. A useful KPI must therefore have a clear owner, definition, source, target
or threshold, reporting frequency, and action associated with meaningful deviation.

Conclusion
ITV’s KPI system should connect its changing revenue model with audience behavior, content
economics, operational reliability, workforce capability, cash generation, and responsible business
practice. Current financial results provide an important baseline: £4.121 billion total revenue, £2.130
billion Studios revenue, £1.723 billion total advertising revenue, £614 million digital revenue, £534
million adjusted EBITA, and adjusted EPS of 8.5 pence for 2025 (ITV plc, 2026a). None of those figures
is sufficient alone. Studios growth needs margin and rights measures; digital revenue needs active-
viewing and service-quality measures; advertising needs yield and client-retention data; savings need
quality safeguards; and cash conversion needs working-capital context. Kaplan and Norton’s
balanced-scorecard logic remains useful because it links financial outcomes with customers, internal
processes, and organizational learning rather than assuming that one metric represents strategy
(Kaplan & Norton, 1996). ITV creates sustainable value when KPIs reveal not merely what happened
last year, but whether the company is building the content, technology, relationships, talent, and
resilience required for future performance.
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