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IMPERATIVE 
The free-to-air 



UK Channel Audience Share  
BARB November 2nd to 8th  
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THANK YOU 



UK Channel Audience Share  
BARB November 2nd to 8th, Top 30 Channels 
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UK Channel Audience Share  
BARB November 2nd to 8th, 31 to 60  
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UK Channel Audience Share  
BARB November 2nd to 8th, bottom 30 
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FREE-TO-VIEW TELEVISION 
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