
Together Against Hate –

Channel 4 Campaign
Core4 Feedback



We sent a survey to our Core4 community, which is 

made up of a subset of our All 4 registered viewers. In 

total, we collected 465 responses. 

Respondents were asked a variety of questions 

around their perceptions of the themed ad break, 

how it made them feel after watching the campaign 

and the impact it had on them.

We also have a norms database made up of 40 

previous advertising campaigns. Where we have the 

norms data, a comparison to the average we see for 

this metric has been added.

Methodology



Sample 

Breakdown
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Social Grade

C2DE

ABC1

47%

53%

Gender

Female

Male

Our sample skewed slightly older and more 

upmarket



Feedback on 

the Themed 

Ad Break



82% rated the themed ad break 4-5 stars
...and thinking about adverts in general, how would you rate the advert(s) you have just watched? (1 = Didn't like at all and 5 = Liked a lot) 

3%3% 11% 30% 52%

1 2 3 4 5
82% gave the adverts 4-5 stars

The themed ad break received an amazing response, with a huge 82% awarding the advert a 4-5 star rating. This score is particularly high when 

compared to our norms rating, where the Together Against Hate break’s 82% 4-5 rating is almost double that of the average norm rating (42%). 

4-5 Rating 

Norm: 42%



“That all 3 brands are 

trying to serve the public 

as best they can but are 

having to deal with 

unacceptable abuse 

from a minority.”

“They have loyal 

committed 

conscientious workers 

who face constant risk 

of abuse and 

violence just by doing 

their job.”

The key messages participants felt were included: how 

the advert shed awareness of the abuse faced by 

customer facing staff, that the staff love their job but 

have to tolerate abuse, how this is unacceptable 

behaviour and that the brands care about their staff
In your opinion, what is the main message(s) that the themed ad break conveys about the brands involved?

“There is an unacceptable 

level of abuse and violence 

towards customer service 

staff which is not being 

tackled.”

“The ad highlights the abuse 

faced by people who work 

with the public. The contrast 

between their positive outlook 

and messages and the audio 

and visuals shown shows their 

desire to help.”



8

They loved the style of the 

advert, the real-life events 

and the shock factor

7 in 10 said that they liked the advert. When discussing what it was they 

liked about Together Against Hate, they felt the break was cleverly 

designed and crafted. Many spoke about the surprising juxtaposition 

where staff expressed the joy they get out of their job vs. the abuse they 

appear to be tolerating.  This portrayal was what really grabbed their 

attention with many exclaiming they felt emotional, shocked and spoke 

about how the advert was different to anything they’d seen tackled 

before. Many spoke about the shock factor generated by the advert 

which was demonstrated through the real-life events and statistics too. 

They felt what made the advert so powerful was the reality and truth 

behind the stories, which some spoke about was a good way to generate 

awareness and grab your attention.

A few also spoke about how they liked that both Channel 4 and the 

brands involved faced these issues head on.

“The fact channel 4 highlighted 

this kind of abuse working with 

the general public. Its horrific.”

“The passion of the people who were talking about 

helping people and the headlines from newspapers 

was a good juxtaposition.”

“It made me reconsider how I communicate to sales people and 

reminded myself to be courteous and treat people with respect. It was 

really thought-provoking and necessary to raise awareness of this.”

“That this has 

never been 

done before. I 

liked the 

good/bad 

conflict and 

the  different 

ways of 

showing the 

bad in each 

ad.”

“It was thought provoking and felt personable like they were just normal 

people. The statistics to how often it happened shocked me. I really 

liked that they were talking about the positive side of their job whilst the 

visuals and audio showed the horror they have to endure.”

“I was unaware of the abuse that takes place and was glad to be made 

aware of it.”

“They are fully supportive of stopping any abuse in the workplace. Real employees were 

used in the filming and showing them in their workplace brought the message home much 

more strongly.”



Communication 

& Impact



Strongly Agree / Slightly Agree (NET) Total

It suggested the importance of mutual respect within our society 95%

I feel more positively about the brands involved after watching the break 55%

Channel 4 should be doing ad breaks like this 85%

The ad break made me feel emotional 62%

The ad break shocked me 59%

I will think more about how I treat customer facing staff in the future 52%

The ad break is important in creating change 88%

I like it when brands do something a bit different 87%

I thought it was a really special ad break 82%

I found the stories shocking 70%

I found the research shocking 68%

It made me see the brands involved in a different light 49%

They felt more positively towards the brands and saw 

them in a different light, feel the ad break is important 

in creating change and were shocked by what they saw 

in the advert
Based on the themed ad break, how much do you agree/disagree with the following statements?

33%

POSTIVITY 

NORM:

+67% uplift 

vs. norm



Very Likely / Quite Likely (NET) Total

Talk about the ad break with my family/friends 56%

Consider supporting/ the brands featured 35%

Look into ways I can help the brands featured 26%

Visit Channel 4's Together Against Hate website link 36%

Post/share the ad break on my social media account 22%

Look into signing a petition to support the cause 54%

As a result of seeing the themed ad break, they’re more 

likely to discuss the ad break, consider supporting the 

brand and over half will even look into signing a 

petition 
As a result of watching the themed ad break, how likely/unlikely are you to do the following?

20%

WOM 

NORM:

+180% uplift 

vs. norm

28%

CONSIDER 

NORM:
+25% uplift 

vs. norm



73% have already or intend to use or purchase from Co-op, Nationwide or 

Network Rail as a result of seeing the ad break
As a result of seeing the Together Against Hate campaign, this has had a direct impact on a variety of measures and has really moved many. Most compellingly, 91% say as a result of the 

campaign, they will consider how they treat customer service staff in the future and 72% have already acted on this. They even wanted to share the campaign on social media with over 1 in 4 

(26%) saying they have or intend to do so. The campaign has hugely impacted how consumers feel towards the brands involved with a huge 73% saying as a result of the campaign they either 

have or intend to use the services or purchase from Co-op, Nationwide or Network Rail and over half (53%) have already done so off the back of the campaign. As well as this, 1 in 5 have already 

or intend to follow the three brands on social media, with 8% saying they already have done this.  
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Share the campaign on social media

Follow Co-op, Nationwide or Network Rail on social media

Use services or purchase from Co-op, Nationwide or Network

Rail

Consider how I treat customer service staff in future

I have already done this I intend to do this

As a result of this campaign, which of the following have you done or do you intend on doing?

91%

73%

20%

26%

Have done this OR 

intend to do this



Over half feel more positively towards the brands 

involved as a result of seeing them in the ad break
Thinking about the brands that were involved, how did it make you feel towards them after seeing the ad break?

52%
felt more positive 

towards 

Nationwide
as a result

57%
felt more positive 

towards 

Co-op
as a result

54%
felt more positive 

towards 

Network 

Rail
as a result



Do you think the Together Against Hate ad break will encourage people to act differently when speaking to customer facing staff?

The Together Against Hate campaign will 

remind people to treat staff with respect

“It is always useful to have a mirror held up to our own 

behaviours and this will hopefully do that by giving the problem 

wider exposure.“

“Because it reminds you that these 

people are human and have 

feelings.”

“I am guilty of getting annoyed with call centre staff myself, never 

in the roles involved in the ad but it made me think about the way 

I have spoken to people working for phone and internet 

companies. I imagine it would make many others do the same.”

“Gets the topic out in the open and up for discussion. Making 

people aware of the situation can help in resolving the issue. Gets 

people thinking about how they treat customer service staff. Will 

make a difference.“

“I think it makes me think 

about what staff might 

already have been through 

that day - and I really hope 

that someone who 

recognised their own 

behaviour would feel 

ashamed.”

“Yes, I think it humanises what can sometimes seem 

like faceless corporations, and highlights the care 

and compassion of the workers who are trying to do 

their best in difficult circumstances.”

“Rather, I hope so.  When I complain, I always 

make it clear that I know it not the fault of the 

person at the end of the line.  I'm horrified at some 

of the things staff are subjected to.  I hope it makes 

anyone who'd ever yelled at a stranger really 

ashamed.”

“By raising awareness and highlighting the issue, 

some may well re-consider their behaviour toward 

front line staff.”

“When you see the level of abuse that they receive, even if you 

are exasperated by something hopefully you will pause and 

consider whether they really need to hear another rant.“


