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Accessible 
Content For a lot of people, living with sight loss is something they just 

learn to deal with and would never think to categorise or 
register themselves as blind or partially sighted. 

Yet many of these people would actually benefit from audio 
assistance that accompanies their visual experiences, the big 
problem is that a lot of this community just aren’t aware of the 
opportunities available. 

Audio Description (AD) is additional commentary (which can 
be simply activated via your TV settings) that explains what’s 
happening on screen. AD describes action, body language, 
expressions and movements, making the programme clear 
through sound.

Aside from TV, AD can also be utilised within the likes of 
cinemas, theatres, museums and galleries. 

*Source: RNIB
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Inclusive 
Design

With many adverts designed with the likes of an 
upbeat or mellow soundtrack without any dialogue, 
or often without even verbally referencing the 
advertiser itself, brands are in fact disabling a 
considerable audience from knowing what an ad is 
promoting or who its from.

This means that company’s are missing out on a 
potential +£16b UK market based on annual 
personal income of people living with sight loss.

Of ads are delivered 

to C4 with Audio 

Description. 
1%

*Source: Life Opportunities Survey (LOS) 



On-Going 
Commitments

Channel 4 has a proud heritage of supporting 
disability both on and off screen and recently 
announced our new disability strategy designed 
to boost disability inclusion across our business. 

Our Channel 4 employee network; 4 Purple is on 
hand to offer support and advice with C4 also 
supporting Disability Confident, The Valuable 
500 and #PurpleLightUp. Additionally, this 
Summer’s Paralympic coverage will be our most 
ambitious and accessible yet.

Whilst the Paralympics provides a semi-regular 
opportunity to put disability in the limelight, its 
important to us that our on and off-screen 
disability commitments transpire beyond these 
games. 

“As the Paralympics broadcaster, home of The Last 

Leg, and champions of brilliant disabled talent, we 

want to be the broadcaster of choice for disabled 

people – viewers, talent and creatives alike.  

Because we believe that if we can get it right for 

disabled people, we will get right for everyone.”
Ally Castle, Creative Diversity & Disability Lead at Channel 4 

Click 

images for 

more info

https://www.4sales.com/our-work/sight-loss-break-rnib
https://www.4sales.com/our-work/signed-ad-break
https://www.channel4.com/press/news/channel-4-sets-out-engage-enable-disability-strategy
https://www.channel4.com/press/news/channel-4-sets-out-its-most-ambitious-ever-paralympic-plans-multi-location-studios-and


*Source: RNIB

The 
Opportunity

C4, in partnership with The RNIB, is going to provide an 
opportunity for brands to have their ads upgraded to include 
AD and help their campaigns to be engaged with by a potential 
2m* extra (visually impaired) consumers.

To utilise the Paralympics and the diverse audience it brings 
we’re looking to create a multi-brand, ad-break takeover that 
demonstrates the importance of audio description. 

We’re looking for up to 5 brands to supply C4 their 
existing/planned TVC which we’ll repurpose for them with 
enhanced (open) AD narrated by a familiar C4 voice for 
audiences to hear and engage with. 

Adverts will also be graphically treated to distort the visual 
experience, therefore directing audiences to engage with the 
audio description to understand what’s happening.

Participating brands will be supplied an MP4 version of the 
break to share across their O&O platforms for the duration of 
the Paralympics. 

Furthermore, participating brands will then also be provided 
with an updated version of their standard TVC that carries the 
bespoke audio description (closed) option for relevant users to 
engage with for the remainder of the brand’s advertising 
campaign (duration tbc, across 4Sales channels only). For 
clarity, this means C4 will re-supply a brands normal, standard 
ad (without any added visual treatment related to the takeover) 
with our AD recording that can only be heard/accessed if a 
viewer has switched on the AD function on their TV, it wont be 
heard otherwise. 
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Media & 
Production 

The ‘A.D. Ad-Break’ takeover will playout within the 
Paralympic opening ceremony (daytime) on August 
24th and that evening’s episode of The Last Leg. We 
will then continue the campaign in to the following 
day (August 25th) when all the action starts, with the 
break appearing once within each of the following 
shows; Live coverage, Breakfast show and 
Highlights show. This means the ad-break will play 
out a total of 5 times.

The ad-break will also playout on 4Seven’s fully 
accessible simulcast of the opening ceremony and 
the fully accessible late night repeat of The Last Leg.

PLEASE GET IN TOUCH WITH YOUR 

USUAL C4 REP TO RAISE YOUR 

INTEREST AND FIND OUT MORE.



Legacy
Whilst this campaign has a consumer-facing objective of 
highlighting the importance and availability of AD, we’re 
also keen to utilise it from a B2B perspective to increase 
the amount of ads that are delivered with AD.

Channel 4 understands that not every advert can be 
produced with AD but we also know that many can, 
however a lot of brands may just not be aware of the 
process.

To help with this, Channel 4 is working with specialist AD 
suppliers who we’d love to introduce to you.

Costs are low and will be outweighed by the huge 
potential ROI for being able to engage with audiences 
you might normally be missing out on.

Please contact Channel 4 for more details.


