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To the Reader:

This collection of readings is an experiment in publishing.
The editors plan to revise and update the material yearly -
in the spring - to be available for fall classes. This third
edition contains material which we think is valuable for our
teaching. You may feel that we have emphasized some areas
at the expense of more important material, and we want you
to tell us. The future of this concept is contingent on
your continued use of the reading; consequently, your sug-
gestions and your contributions--either in the form of your
own writings or reprints from other publications--are
needed. For our part, we will continue to revise as long

as there is interest, and we will pass on suggestions of
others concerning creative and efficient techniques for
using the material.

Charles Clift 11l and ARchie Greer
School of Radio-Television

Ohio University

Athens, Ohio 4570l
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RAT INGS

Readers are most familiar with the Nielsen ratings, since these
are reported in the press as the major tool of the network programmer.
Programs survive if ratings are high because advertisers buy television
+ime to reach viewers; the more viewers the higher the cost for a
thirty second commercial. Low rated programs are replaced by programs
which the network programmers feel have more appeal fto a mass audience.

The Nielsen ratings most often published are the Nielsen Nationals
which are taken weekly for primetime programming and reported to both
the network program chiefs and the general public. (Examples of these
ratings appear in the Network Programming-Primetime section of this book)
In addition, Nielsen has overnight ratings in three markets--New York,
Chicago, and Los Angeles. Each morning, overnight ratings are delivered
to network officers who ponder over the numbers and find those time
slots in that market in which their network is "killing" the other two.
This constant in-put of data is slowly changing the system. In this
volume primetime programming schedules are included for the Fall and
"Second" seasons for several years. Many feel that the audience
research has reached a high enough level of sophistication that pro-
grammers can tell in a matter of a few weeks whether or not a program
will make it, and schedules will become ever changing throughout the
year, leaving only one premier week (or weeks as networks seek greater
sampling of new programs by introducing them prior to the beginning of
the season). Lee Rich, president of Lorimar Productions which produces
The Waltons and The Blue Knight, is discouraged by the prospect of such
quick decisions; he notes that The Waltons took months before it
gained a sizeable audience. T

Nielsen is one of the two major television audience research firms;
the other is ARBITRON. The Nielsen Nationals and Overnights are based
on sets in use and measure whether sets are on and to what channels they
are tuned; there is no information as to who is watching. Nielsen also
uses diaries to determine not only what is being watched but who is
watching. ARBITRON uses the diary technique (a meter service has
recently been added) and publishes easy to understand information on its
services. Terminology used by ARBITRON in the television and radio
reports precedes the Yourtown Reports.

The ratings section is primarily a workbook for the student. Pro-
gramming data within both the television and radio "books" are consistent
and can be compared within and across time periods.

To make the ratings material more realistic and useable, the authors
have created two ratings reports, or "books" for Yourtown. The tele-
vision book describes Yourtown as a six station market with three net-
work affiliates, two indys--one "V" and one "U"--and a public station.
In addition, one other NBC affiliate has significant viewing in the
market to be included. The data is presented as it would be in a
ratings book: market description, network program averages, day part
audience summary, weekly programming, program title index and program
audiences. The latter section covers the time period 6:30 pm to 9:30 pm
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to allow for comparisons of the numbers within all demographics generated
by programming strategies among network affiliates during the news and
access (7-9 pm) periods and between affiliates and independents during
all of primetime. "Ratings: An Aid to Programming" provides a practical
application of the data.

The radio book for Yourtown exemplifies a multi-station radio market:
twelve stations within the metro and four stations outside the metro with
strong metro listening. Radio ratings are much more subject to time-of-day,
demographic, and monthly fluctuations than those of television. The
editors have taken into account the two former fluctuations by providing
the following market ratings: four different day parts for men, morning
drive for women, and all dayparts for teens. A section on the kinds of
estimates found in ARBITRON Radio Reports assists the reader in using the
market data.

The concentration on ratings by the networks generates criticism.
One of the most prolific critics is Paul Klein who was vice president in
charge of audience measurement at NBC in the early seventies, and has
returned to NBC in 1975 to attempt to pull the network out of its unaccus-
tomed third position. "Why You Watch, What You Watch, When You Watch,"
presents Klein's Theory of Least Objectionable Programs in addition to
criticism of the way ratings are used.



Glossary of Terms Used in Arbitron Television Reports

Ratings Material, pages 3-21 and
27-35, reproduced with permission

from ARBITRON

Area of Dominant Influence (ADI)—The Area of
Dominant Influence is a geographic market design
which defines each market exclusive of another
based on Measurable Viewing Patterns. As the
name implies, the ADI is an area that consists of
all counties in which the home market stations
receive a preponderance of viewing. Each county
in the U.S. (excluding Alaska and Hawaii) is allo-
cated exclusively to only one ADI*. There is no
overlap.

The original AD! allocations were based on a 1965
county-by-county study of television circulation
using the viewing data obtained by ciary from
approximately 250,000 television households. From
these viewing data, Arbitron prepared estimates
of the total viewing hours in each county for an
average week, and the percentage of the esti-
mated total viewing hours of each station for
which viewing was reported. The original AD!
allocations were based on these figures.

Arbitron has updated these estimates a number of
times, the most recent update having been com-
puted from data from approximately 282,000 tele-
vision households from the May and November
1973, and the February/March 1974 nationwide
surveys. Based on these estimates, Arbitron has
made its AD! allocations for the 1974-1975 Broad-
cast Year, all of which are listed in the publication
*1974-75 Exclusive Television Areas of Dominant
Influence in the United States.”

The ground rules for ADI allocations are relatively
simple. Once the estimated total viewing hours for
a county, and the percentage of such estimated
total for each station, are known, Arbitron sums

the station percentages by market of origin. The
market of origin having the largest total percentage
is deemed to be the “*dominant influence” in the
county under consideration, and that county is
allocated for ADI purposes to that market of origin.
In those cases where one market dces not obtain
a 1.5 share point advantage over all others, an
additional analysis is performed. The viewing
hours in both Early and Late Fringe day-parts are
summed for each market and then divided by the
total county viewing hours (for all markets) in the
Early and Late Fringe day-parts to determine a
new share of Early and Late Funge viewing hours
The market obtaining the highest share in this

*Where a county is divided by Arbitron into more than
one sampling unit, each unit is analyzed as if it were
a county for ADI| purposes, and s assigned to an ADI
on the basis of the rules described above.

additional analysis is then deemed to be the
dominant influence.

There are exceptions to the general rule:

(A) Arbitron reserves the right to exercise its
judgment in the case of counties with unusual
physical features or peculiar marketing
considerations.

(B) Ifits home station achieves at least a 20
share, a Metro county, or the Home County of a
station having no Metro Rating Area, or the
Home County of an S-2 satellite station, is not
assigned to the ADI of another market unless
the average of the percentages of viewing hours
of the stations in the other market is at least
10% greater than the sum of the percentages

of the viewing hours of the stations in the Metro
or Home County under consideration.

(C) To re-assign a county from one ADI market
to another, a minimum of 15 in-tab households
is required.

(D) In considering the creation of a new ADI
market, the criteria for the assignment of
counties to an AD! would prevail; in addition, a
market must win its Home County, and that
Home County imust have at least 10,000 tele-
vision households.

The above stated rules for ADI allocations are
dynamic and receive extensive re-examination
periodically. As a result, Arbitron reserves the right
to change this and other policies whenever these
procedures would resuit in a county addition or
deletion, which would appear totally unreasonable
orillogical in light of known topographic, geo-
graphic or other exceptional conditions.

Adjacent Areas of Dominant Influence (Adjacent
ADI's)—Viewing is reported in a maximum of three
adjacent ADI's served by Home Market stations.
These adjacent AD!'s lie within the Home Market's
TSA, but outside of the Home Market's ADI. Where
more than three adjacent ADI's lie within a mar-
ket's TSA, selection of the three to be reported is
based on an analysis of the TV household contri-
bution to each adjacent AD! and other pertinent
viewing characteristics.

The ADI's to which counties in the TSA have been
assigned are identified by codes which appear
above the county listing on Page 5 of the report.
Counties with the code “O" lie within the ADI of a
market other than the three adjacent ADI's
reported. The TV households totals of adjacent
ADI markets are also reported.



Average Quarter-Hour Audience
(See “Quarter-Hour Audience™)

Color Set Penetration—Arbitron reports estimates
of color TV households penetration for the TSA,
the ADI and Metro of all Metro markets: the. TSA
and ADI of all non-Metro markets: and the TSA of
all non-ADI markets. These estimates are based
on information obtained during the diary place-
ment interview.

Controls—Arbitron weighting techniques are used
in all sampling units to establish proportionate
representation of viewing by Age of Head-of-
Household and by week. The weighting techniques
are also used in cerlain sampling units containing
CATV households, and in certain sampling units
where special interviewing techniques are used.
(See Paragraphs 42-45))

Cume Households—An estimate of the number of
different television households that viewed each
reported station at least once during the average
week during the reported time period. This is also
called the cumulative or unduplicated audience,
or circulation. Estimates are based on viewing in
the Total Survey Area only.

Cume Persons—An estimate of the number of
different persons who viewed each reported sta-
tion at least once during the average week for a
period of five continuous minutes or more during
the reported time period. Estimates are based on
viewing in the Total Survey Area only. and are
reported for Men 18 -, Women 18 | , and Women
18-49. (See also *Cume Households'.)

Demographic Rating—Viewing estimates of per-
sons in a particular sex-age group divided by the
total number of persons in television households
in that category. The result is rounded and
expressed as a whole percentage or rating. The
Audience Category Chart (Paragraph 1) shows
which demographic categories are reported in
each report section. (See Paragraphs 10, 12, 19)

Effective Sample Base (ESB)—The sample size to
be used in determining Standard Error Weighting
Factors for use in the Standard Error and Relative
Percentage of Error Calculations. The ESB's
reported on Page 7 of the report are for Television
Households. The ESB for any reported demo-
graphic can be determined by multiplying the
actual in-tab sample size by the appropriate Statis-
tical Efficiency for the market. (Sce Page 24.)

HPDV
Households-per-Diary Value. (See Paragraph 43.)
HPRP

Households per ADI Rating Point. (See Paragraphs
1,25)

Housewife
The female head-of-household age 16 ' .

Home County
See “"Metro Rating".

Household Using Television (HUT)—An estimate
of the number of unduplicated households (with
one or more sets tuned in) which viewed all tele-
vision stations during the average quarter hour of
the time period. HUT is expressed as a percentage
of the total number of television households in the
Metro, ADI or Home County. (See Paragraph 16.)

In-Tab Sample-—The number of television house-
holds which returned diaries tabulated in the
production of the report. (See Paragraphs 11, 42.)

Metro (or Home County) Rating Area—Metro
Rating Areas, where applicable, generally corres-
pond to Standard Metropolitan Statistical Areas as
defined by the U.S. government's Office of Man-
agement and Budget, subject to exceptions dic-
tated by historical industry usage and other
marketing considerations such as channel allo-
cations. (Home Market MRA counties are indicated
in the listing on Page 4 of the report by an “M"’
preceding the county name.)

Where there is no defined ADI, ratings may be
shown for the Home County of the station’s city of
license. The Home County is indicated in the
listing by an *'"H" preceding the county name on
Page 5 of the report.

Multi-Set Penetration—Arbitron reports penetra-
tion estimates of households with more than one
television set in the TSA, the AD| and Metro of all
Metro markets; the TSA and ADI of all non-Metro
markets; and the TSA of all non-ADI markets.
These estimates are based on information
obtained during the diary placement interview.

Net Weekly Circulation—The estimate of the
number of unduplicated households or adult per-
sons which viewed a station at least once during
the average week for a period of five continuous
minute, or more. These estimates are reported for
the Sunday-Saturday Sign-on to Sign-off day-part
in the following columns; Cume Households,
Column 26; Cume Women 18-49, Column 27; Cume
Women 18 ¢ , Column 28; Cume Men 18 ' |

Column 29.

Original Sample Size—The number of television
households originally drawn for the survey.

PVT {(Persons Viewing Television)—In the ADI, the
total number of persons viewing all television is
reported as an ADI rating on the HUT/PVT/TOT
line for each time period. This estimate includes
viewing to both reported and non-reported stations



(those stations whose audiences were too small
to meet minimum reporting standards).
(See Paragraph 17.)

Projection—The expansion of sample statistics to
population or households information in the
respective universe. (See Paragraphs 20, 21.)

Quarter-Hour Audience—A projected estimate of
the unduplicated audience having viewed a station
for a minimum of five continuous minutes within a
specific quarter hour. These quarter-hour total
audiences, when combined in time, become Aver-
age Quarter-Hour Audiences.

Rating—The estimated number of television
households (or persons in a particular sex-age
category) viewing a station for at least five con-
tinuous minutes during an average quarter hour of
the reported time period, expressed as a percent-
age of all television households (or persons in the
sex-age category) in the reported area. When the
rating is estimated to be less than 0.5% for a time
period the space is left blank; this blank is not
intended to imply that no viewing occurred.

Sampling Unit—A sampling unit normally is one
county, although some counties have been divided
into two or more sampling units because of popu-
lation distribution, terrain or special interviewing
technique areas. (See Paragraphs 37, 44.)

Satellite Station—A station that duplicates some
or all of the programming of a parent station in
order to serve an area not normally reached by the
parent, and which is assigned separate call letters
and channel number by the FCC.

(See Paragraph 49.)

Share—The percentage of the total Households
Using Television (HUT) reached by a station dur-
ing the specified time period. (See Paragraph 18.)

TOT—Total TSA viewing. (See Paragraph 17.)

Total Survey Area (TSA)—A geographic area com-
prising those counties in which an estimated 98%
of the net weekly circulation of commercial home
market stations occurs. Estimates of viewing in the
Total Survey Area are reported in thousands.

Universe—All television households located in the
specified area.

3. Total Households—County-by-County house-
hold estimates have been furnished by Market
Statistics, Inc. (MSI). These estimates, based on
1970 Census data and updated to January 1,

1975, include households on military reservations.

4. Television Households—A Television House-
hold is an Occupied Dwelling Unit having one or
mcre TV sets. Updated estimates of the number of
Television Households in each county in the
United States (except Alaska and Hawaii) are
prepared annually by Arbitron for use in projecting
estimates of audience size in Arbitron’s Television
products.

ADDITIONAL TERMS FOR RADIO REPORTS

AM-FM Totals--A figure shown for AM-FM affili-
ates in time periods when they are predomin-
antly simulcast.

Average Quarter-Hour Rating--The Average Quar-
ter-Hour Persons estimate expressed as a
percentage of the universe. This estimate
is shown in the Metro Survey Area (MSA) and
the ADI.

Away-From-Home Listening--Estimates of listen-
ing from which the diary keeper indicated
listening was done away from home.

Cume Rating--The estimated number of Cume
persons expressed as a percentage of the
universe. This estimate is shown for the
MSA only.

Day-Part--A given part of a day (e.g., 6-10 AM,
7 PM-Midnight)

Exclusive Cume Listening--The estimated number
of Cume Persons who listened to one and only
one station within a given day-part.

Metro Survey Area (MSA)--Metro Survey Areas
generally correspond to Standard Metropoli-
tan Statistical Areas (SMSA's) as defined
by the U.S. government's Office of Management
and Budget (OMB) subject to exceptions dic-
tated by historical industry usage and other
marketing considerations.

Simulcast--The broadcasting of the same pro-
gram at the same time by AM-FM affiliated
stations.

Universe--The estimated number of persons in
the sex-age group and geographic area being
reported.



ArBITRON TELEVISION

Audience Estimates in the
Arbitron Market of

YOURTOWN

961 eawaroN  NDISIAZ 3L
NOYLIgRY

November 1976

November 3-November 30

AR B et R e S SIS S SRR e S Sy AP L% i

14




Ratings Material, pages , reproduced with permission from ARBITRO

ARBITRON sz

TELEVISION

Audience Estimates in the
Arbitron Market of

Your town

Survey Period: April 21-May 18, 1976

Survey Months
NOV FEB MAY

This report is furnished fof the exclusive use of network,
advertiser, advertising agency, and film company clients,
plus these subscribing stations—

Schedule of Survey Dates 1975-76

October
November
December
January
February
March
May

July*

Sept. 24-Oct. 21, 1975
Oct. 29-Nov. 25, 1975
Nov. 26-Dec. 23, 1975
Jan. 7-Feb. 3, 1976
Feb. 4-March 2, 1976
March 3-March 30. 1976
April 21-May 18, 1976
July 7-Aug. 3, 1976

*In addition to the full reports for 10 markets, all ADI's will be measured
for the Summer Measurement Report.

Estimates of Households in Market

iy
I CRAWFORD

Py

ASHTABULA

COLUMBIANA
»

BEAVER

7/

MBUS
® ZANESVILLE

MONONGALIA

l WETZEL

Copytsght Amenican Map Co . New York License No 14092 4 City of License of Satellste Station
The ""Total Survey Area' of this market is shown in white on the accompanying map. Where
appropriate, the "Area of Dominant Influence’ is indicated by coarse cross-hatching and

the Arbitron "Metro (or Home County) Rating Area’” by fine cross-hatching. Refer to the
Glossary of Terms for complete description of these areas.

Pct Pct Metro Pct
TSA TV HR ADI TV HH Rating Area TV HH

TOTAL HOUSEHOLDS 2+€53,400 1,400,300 1,067,700
TV HOUSEHOLDS 2,603,700 100 143734200 100 1,050,200 100
COLOR TV HH 1,362+ 800 75 1,059,000 77 823,100 78
MULTI-SET TVHH 1,415,700 St 712,400 52 580,600 55
CATV SUBSCRIBERS 3064500 12 102,300 7 13,800 1
UHF TV HH 2,441,000 94 1,230,100 93 1,000, 300 95

Television Stations

TV Net Weekly Circulation

Call Channel Identification
Letters Number  Affiliation Authorized by FCC
WAAA NBC 7°“S’:§-‘2‘S,'f
WDDD INO yov
WECC ASC you RTowN
"BB& ces yov & Town
HEEE IND YOURTOWN
WEF NBC OTHERTOWA
W6 ETV YouRTOowN
KLTL ETV OTHERTownAl
WHHAH ETV ANDTHEATOWN

NOVEMBER 1376 © 1976 ARB (American Research Buresu}, Inc.

The estimated number of unduplicated Television Households in

the ADI which viewed a station for at least five continuous minutes,

at least once during a survey week, is reported for each home
commercial station. To be reported, a station must have had a

Net Weekly Circulation of at least 500 Television Households. Circulation
of stations with satellites is the combined circulation of the Parent and its
Satellites. Such stations are indicated by a plus (+) sign next to the
PARENT station call letters, Based on Arbitron nationwide surveys of May
and November 1975 and February 1976, these estimates have been
compiled according to 1976-77 ADI definitions and projected to January 1,
1977 Television Households. Arbitron is unable to report estimates for
stations operational since February 1976.

Station Circulation Pct Station Circulation Pct
WEEE 647,000 %4 HEFF 34,000 7
NCAC 1,201,000 87 W AAA 1,133,000 83
WB8® 1,232,000 90 WOPD 1,074,000 78



Demographic Characteristics

Under Arbitron’s Stabilized Demographic Characteristics Procedure,
each market’s demographic characteristics remain constant throughout
the entire broadcast year, except in cases of market definition changes or
reports including counties with no in-tab households,

Population estimates are shown for each market's TSA and AD!, and
include all sex-age categories for which audience estimates are reported
in the Television Market Report. These Arbitron estimates include only
persons 'iving in Television Households, and are based on total
households projections and population estimates provided by Market
Statistics, Inc. For a complete description of the Stabilized Demographic

Characteristics Procedure, please see Description of Methodology.

The user should be aware that there are no existing Census data which are

directly comparable to the projections shown on this page. The Bureau of
the Census issues reports within all households, including those without
television sets. Census estimates have been updated and projected to
January 1, 1977 by Market Statistics, Inc.

The In-Tab Sample Sizes for all reported audience categories may be
used with the Standard Error and Percentage of Error formulas (on the last
page of this report) for a determination of sampling error.

Total Survey Area ADI
MSI Distribution in TV HH MSI Distribution in TV HH
Est* In-Tab Est® In-Tab
Pct of Pct of Pct of Sample Pct of Pct of Sample
Total Projections Total Group Sizes Total Projections Total Sizes
PERSONS 2¢ 100,0 7+1519,300 100.0 100.0 8,537 100.0 3,923,600 100.0 3,351
ADULTS 18¢ 71.7 5,387,300 71.6 100.0 69311 71.1 2,789,500 71,1 2,479
PERSONS 15-24 20.2 1,521,800 20,2 100.0 1,606 20.5 804,700 20.5 525
PERSONS 12-34 40.9 3,073,300 40,9 100.0 34245 41.5 1,628,000 41.5 1,272
WOMEN TOTAL 37.8 2,833,300 37.8 100.0 3,382 37.4 1,467,500 37.4 1,326
18-49 26,2 1,822,600 24,2 64,2 2,059 26.3 377,000 24.9 850
15-24 10.0 755,000 10.0 26.5 719 10.3 403,900 10.3 264
18-34 14,8 1,112,900 14.8 39.2 1,139 15.1 594,300 15.1 472
25-49 17.2 1,290,600 17,2 45,4 1,629 17.6 689,300 17.6 685
25-54 20,1 1:507,800 20.1 53.1 1,340 20,4 793,800 20,4 803
25-64 25.3 1,899,400 25,3 66,9 20474 25.3 994,600 25.3 934
WRKNG NA 11031,300 13.7 100,0 1,155 NA 570,100 16.5 496
MEN ToTAL 33.3 2+547,400 33.9 100,0 24329 33.7 1,322,000 33,7 1,153
18-49 22.9 1,724,600 22.9 67.7 1,848 23.6 924,300 23.6 763
1834 141 1,059,800 14.1 41.6 19049 16,3 560,600 14,3 428
25-49 15.8 1,188,600 15.8 46,7 1,437 16.4 644,000 16,4 600
25-54 18,5 1,388,400 18.5 S4.5 1,737 19.1 746,800 19.0 718
TEENS TOTAL 12.0 900,600 12.0 100.0 1,057 12.1 473,100 12.1 372
GIRLS 5.3 442,900 5.9 49.2 537 5.9 232,400 5.9 185
CHILDREN TOTAL 1644 1,231,400 16.4 100,0 1,229 16,8 661,000 16.8 500
6-11 10,3 773,200 10,3 62.8 821 10.6 414,800 10.6 339
HOUSEHOLDS 3y AGE OF HEAD OF HOUSEHOLD
ToTAL 100.0 2,603,700 100,0 100.0 1,373,200 100.0
UNDER 35 33.8 880,200 33.8 37.1 509,500 37.1
35-54 36.1 940,000 36.1 36.5 501,000 36.5
55+ 30.1 783,500 30.1 2E.4 362,700 26,4

“Census estimates updated to January 1, 1977 by Market Statistics, Inc., based on esti-
mates from Sales Management's 1976 “Survey of Buying Power."

Sample Placement, In-Tab and Effective Sample

The columns below show: the estimated number of television households
in the original computer-drawn sample; the number of those households
accepting diaries; the number of households returning usable (in-tab)

NA - Updated Census data not available.

Bases

diaries; the television households Effective Sample Base (ESB); the
Standard Error Weighting Factor; the number of ADI in-tab diaries for
each week of the survey; and the AD) weekly rating ESB.

Est TV HH TVHH Est Weekly ADI TV HH Ratings
in Original Accepting TVHH TV HH Standard Error
Sample Diaries In-Tab ESB Weighting Factor In-Tab ESB
METRO RATING AREA 1,618 1,266 891 820
WEEK 1 321 285
ADI (INCLUDING METRO} 2,065 1,804 1,206 1,071 1.00 WEEK 2 230 2€0
BALANCE OF SURVEY AREA 3,173 2,735 1,799 WEEK 3 291 257
TOTAL SURVEY AREA 54218 4,533 3,005 2,380 1.05 WEEK & 304 272

Average Quarter - Hours Viewed Per Week in the TSA and in the ADI

Estimates of the average number of quarter-hours viewed in the average
week within sample households in the Total Survey Area and in the ADI are
shown: by Household, the average number of quarter-hours per household
in which there was viewing of one or more sets; by Women, the average

number of quarter-hours viewed by all women age 18 + within the
household; by Men, the average number of quarter-hours viewed by
all men age 18 + within the household.

VIEWED PER WEEK IN TSA BY HOUSEHOLDS 166.4

VIEWED PER WEEK IN ADI 8Y HOUSEHOLDS 163.1

NOVEMBER 1975

BY WOMFN 92.3 BY MEN 78.8
8Y WOMEN 30,4 8Y MEN 79,9
8



Network Program Averages

28. Network Averages-—These averages include
only network program quarter-hour audiences
carried on home stations with all local or syndi-

cated programming eliminated. They are reported

for the following day-parts (Eastern Time Zone):

Days
Monday—Friday
Monday—Friday
Monday—Friday
Monday—Friday
Saturday
Saturday & Sunday

Monday—Saturday Combined with

Sunday
Sunday—Saturday

LEFT HAND PAGE

Times
9.00 AM—12 Noon
12 Noon— 4:30 PM
4:30 PM— 7:30 PM

11:00 PM— 2:00 AM

8:30 AM— 1:00 PM
1:00 PM— 5.00 PM
7:30 PM—11:00 PM
6:00 PM—11:00 PM
6:00 PM—11:00 PM

NETWORK PROGRAM AVERAGES

This section provides you with the
picture of network programming

audience delivery by eight day-parts.

Network Program Averages

TOTAL SURVEY AREA, IN THOUSANDS (000)

9

NO. OF]
DAYPART | Niwx LG PERSONS WOMEN e TEENS 12-17
AND PRO- HH
NETWORK Ams| l 15 Tor| 18 | 18 | 18 | 25 | 25 | 25 TOT % | 25
TCAS 2 |18 | o 18+ |40 | 2¢ |34 |49 | 54 | 64 | B | 18+ o | s | O |os
1 CHD O T S 0| 1 |12 |13 |1 |15 |88 |18 | 17 20 | 21 | 22 | 2
MONDAY-FRIOAY
9.00A
«12 NOON
ABC 100 3 43 60 39 12 29 20 7 10 16 17 20 & 10 3 4 8 S
CBS | 140 3 &7 59 50 b1 24 5 11 20 22 27 5 9 2 3 2 1
NBC | 160 3 43 62 51 38 16 5 9 11 14 18 “ 13 3 3 3 1
............. o S I S SRR o e e L L b o TR B e cedeaccdeane
12 NOON
~4.30P 1
ABC | 242 81 102 85 | 27 68 49 23 31 32 37 42 8 17 7 10 .}
CBS | 282 105 | 164 | 122 25 90 51 16 22 b1 &7 60 12 32 13 146 8
NBC | 350 72 97 ' 85 13 65 35 9 21 28 | 31 &0 7 20 L} 5 3
cmcmmmoan PRI Sp-- e R T bt ey « B R Epapps e = o e c el = =
4.30P
-7.30p ' w
ABC 48 7 102 | 154 i 132 15 (X 36 7 19 30 35 48 22 68 37 7 3
cBS 49 | 20 281 | 430 | 436 62 197 97 24 57 79 96 140 77| 239 130 34 11
NBC | 119 5 67 | 109 95 | 14 St | 23 6 10 19 24 35 13 41 16 8 “
..... e = e o i = = e e = = el o = kg o e ----4----J------.-----------------..----.-----..---_‘----..----- ----.L--------
Network Program Averages
ADI RATINGS : PER CENT DISTRIBUTION |  TVHI
ADI ADJACENT
DAY.PART FV HH ]r:n WOMEN Eﬁ MEN tfvg CHILD ADI'S gl
D
NETWORK 18- |12 | o1 [18-| 15] 18] 26-| 26| 25| 1o, [TOT] 18] 18|25 28] 12-| 2. [ &
RTG| SH | 24" |38 | 18+ (49 | 24 |34 |40 |54 |64 | '®* |18+ |49 |34 |49 (54| 17 | 11|11 #2(#3| #1]#2143
1| 2 | 3 |32 353637 (38| 67| 39 | 40 | 41|42 43|44 | 45 |48 |47 52|53 |54 | 66
MONDAY=-FRIOAY
9.00A |
- 12 NOON
ABC 3| 26 L)L 2lef2]|2 1 1 3 E 3 1|1 1] 244 S
cBS 3|26 1 (1 21 3|3 2 1 1 1 1 1 7 1
NBC 3|21 11 1 1|1 Z] 2 1 1 1 1 414314 0 | 1
................... N 0 S N 1 S N I S i e 19 53 B [ S 0 P I L 1,
12 NOON
- 4.30P |
ABC 6| 26 3|3 W 6| S| 4| & & 1 1 11 1 1 2|11 2
cBs 7| 31 3|3 5 3(3|5|5|5 2 2|l2|2|2]2 3] 1 1 9 111
NBC sl22| 2|2] z|3|o|3faf ] tfafafa|e] 2|1]2 s 1
|
........ A VSR (Voo (I S e I Sl S5 o = " A RS T [0 R O NN PO O U G I O
4.30P
- 7.30P
ABC 9 7 14 2|3 2|1 3|6 |&]| S “ S|le| & |55 1|1 2| 2
cBs 20 36‘ 7 11 6 911 12 13 13 |17 |14 |15 16 (16 71 3| 3 ‘ 111 1
NBC 5 5|10 2|2 112|333 2 3| 2|2|2)|2 2| 1|1 1
|
emcecnenessenacana cdenaod ----J----<..-,---.J--.J--.---. --_L-.--4--J--<---..---'-----.-----.-.-.-----. ........ el MR | P For




Data Reported by Section

The Day-Part Audience Summary

22. Day-Parts Reported—Average quarter-hour

data are summarized for each station by standard

day-part segments. The day-part groupings in
Central and Mountain time zone markets differ

slightly from those in the Eastern and Pacific time

zones to better represent those times that are
normally devoted to network and local
programming.

Days
Mon.—Fri.
Mon.—Fri.
Mon.—Fri.
Mon.—Fri.
Mon.—Fri.
Mon.—Fri.
Mon.—Fri.
Mon.—Fri.
Mon.—Fri.
Mon.—Fri.
Mon.—Fri.
Mon.—Fri.
Sat.

Sat. & Sun.
Sun.—Sat.
Sun.—Sat.
Sun.—Sat.
Sun.—Sat.

Eastern & Pacific
Time Zones

7:00 AM— 9:00 AM
9:00 AM—12 Noon

12 Noon— 4:30 PM*

4:30 PM— 6:00 PM

5:00 PM— 7:30 PM

6:00 PM— 7:30 PM

7:00 PM— 7:30 PM

7:30 PM— 8:00 PM

7:30 PM—11:00 PM

10:30 PM—11:00 PM
11:00 PM—11:30 PM
11:30 PM— 1:00 AM
8:30 AM— 1:00 PM

1:00 PM— 5:00 PM

7:30 PM—11:00 PM

8:00 PM—11:00 PM

9:00 AM—Midnight

Sign-on/Sign-off

*Includes Mountain Time Zone
°*Central Time Zone only

Central & Mountain
Time Zones

7:00 AM— 9:00 AM
9:00 AM—12 Noon

12 Noon— 3:30 PM"°*

3:30 PM— 5:00 PM

4:00 PM— 6:30 PM

5:00 PM— 6:30 PM

6:00 PM— 6:30 PM

6:30 PM— 7:00 PM

6:30 PM—10:00 PM

9:30 PM—10:00 PM

10:00 PM—10:30 PM
10:30 PM-—Midnight
8:30 AM— 1:00 PM

1:00 PM— 4:00 PM

6:30 PM—10:00 PM

7:00 PM—10:00 PM

9:00 AM—Midnight

Sign-on/ Sign-off

In addition to the above day-parts the client tapes
also include the following:

(Eastern Time Zone) Monday - Friday, 9:00 AM -

4:30 PM

23. Average HUT—Households Using Television
(HUT) is the average of each of the quarter-hour
totals included in the day-part segment. All other
estimates in the summary are based on the

quarter-hour periods that each station was on the

air during the specified day-part. For this reason,

stations with identical ratings in the same day-part

may have different shares.
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Estimates for stations which were on the air for
less time than the station telecasting the most
quarter hours during the period are designated by
a double asterisk (**).

Because Arbitron viewing estimates are tabulated
only for those time periods between 6:00 AM and
2:00 AM, the Sign-on/Sign-off day-part does not
include telecasts prior to or after these hours.

Demographic Categories for which Day-Part Audi-
ence Summaries are calculated may be found in
the Audience Category Chart. (See Paragraph 1.)

24. Cume Households and Cume Persons—These
are estimates of the number of different house-
hoids and the number of different Men 18-,
Women 18-+ and Women 18-49 within the TSA that
viewed each reported home station at least once
during the average week for five or more continu-
ous minutes during the reported day-part. These
are unduplicated or cumulative estimates, and
they do not relate to average quarter-hour viewing.
Cume estimates are based on the TSA only.

25. TSA HH per ADI Rating Point—An estimate of
the number of Total Survey Area households view-
ing each station per ADI rating point. It is found by
dividing the average number of TSA households
viewing by the ADI rating, and rounding to the
nearest hundrad.

26. Percent Distribution of Audience—The number
of viewing households which lie within the home
market's Metro and ADI (or Home County if a non-
ADI market) is reported for all home market
stations as a percent of all viewing households in
the TSA viewing that station during an average
quarter hour. The percentage of households view-
ing that station during the average quarter hour in
a maximum of three adjacent ADI's is also
reported. The highest Percent Distribution
reported for Adjacent ADI's is “'99".

27. Adjacent ADI Rating—Each home station’s
estimated audience in up to three adjacent ADI's
is reported as an “‘Adjacent ADI Rating" based on
the number of television households in the adja-
cent ADI. The rating in calculated by dividing the
number of households which viewed the station in
the ADI by the total number of television house-
holds in that adjacent ADI. (Total Television
Households for each adjacent ADI are reported
on Page 5 of the report.)



DAY-PART AUDIENCE SUMMARY

The Day-Part Summary Section provides you with the broad picture of
what’s happening in the market, including station delivery in up to three
adjacent ADI’s.

LEFT HAND PAGE
Day-Part Audience Summary

e ' TOTAL SURVEY AREA, IN THOUSANDS (000)
DAY- PART TVHH [TV HH ) PERSONS WOMEN _— MEN TEENS 1217 | CHILDREN
AND r—
STATION HH 15 | 122 | Tor | 18 | 15 | 18 | 25 | 25 ToT | 18| 18 | 25 | 25 2| &
3 Leall 1 B 2+ |18+ | o 18+ | 49 | 24 | 34 | 49 | 54 | "®* | 18+ | a0 | 34 | 49 | 584 | VOV |GRS| 43 | 1y
112 )3]a] s ] 7 8 9 10 n|12)13)] 1] 15|18 17 | 18] 1w.] 20| 2 2 | 23| 24 | 26
MON- FR1
7.30P
-8.00P |
WA A 9| 17|10|19]| 132| 215| 190 20 50 111‘ 51 11 22 42 53 37 79 33 16 27 35 12 5 13 L}
wPLO 15| 30]15| 30| 272 Swz 218 88! 209 131 97 56 68 62 70 (Y] a7 63 W2 45 51 39 59| 22% 150
WCCC~ S| 10] 6|11 Ta 11#} 1Y 15 35 43 24 7 12 18 23 17 51 30 16 23 2€ 7 4 13 10
‘ neadn 12| 24|14|27| 185 31#' 263 1| 101 137 72 19 37 58 70 53 126 67 37 52 65 27| 10 24 17
wWEEE 5 10) 5 9 83 178 89 36 a3 &3 32 17 24 21 23 12 46 39 26 28 31 33 16 56 37
WEFE 1| 1 9 20 12 5 7 L 2 & & 2 5 3 1 3 & 2! 2 6 3
[ [fcdel:d 1| 2| 1| 3| 15| 20| 20 2 11 3 1 3 4 & 9 4 1 & 5
WHRH | ‘ |
HUT/PVT/TOT 52 51 770 1403| 886 200| &85 483 283 110 166 208 247 171 403 239 139| 182 217 180 94 337 225
| eewcccccccccatea Rt R ESRLE S R EEELE L EL s SRt id Bt el e il ciabdaid bl e dbd B e it it TR T e
| | | L
-11.00P | |
‘ WO AR 14| 24|16|26| 208| 371| 303 ES| 149 168 107 35 60 83 99 60 135 82 49 61| 75 &0 21 28| 21
WDpOP 6 g] 6| 9 99| 159| 146 10 21 83 27 6 9 23 29 21 63 19 6 lbl 21 b o 7l 5
Heed 21| 35|23/37| 201 S567| 10| 135 280 204| 154 73 101 101 116 77 206/ 149 95| 108| 124 .1 &0 73 Sk
Was3d [15 2zu|16|z6| 210 364| 283| 69| 152 160| 102| 36| 62| 76| 88| 61| 123| 81 w8 60 7D w2| 21| 39| 29
| HEES 2 3l 2 3 27 4“5 39 8‘ 18 19 11 b 8 0! 10 7 20 12 6 9 11 “ r4 2 2|
WmeE 1| 1 11 25 19 3 () 12 7 1 3 6l 7 3 7 3 2 3 4 3| 1 3 3
| Wee6 | 1| 1] 1| 2| 12| 19 17 2 4 10‘ 5| 1 2 4| 5 3 7 4 1 3| 3 1| 1 1 1
WY AW 1 \ : \ \ |
HUT/Py T/ TOT 61 61 869 1550 1217 292 €32 656 13 156/ 245| 301 354 232 561/ 351 207, 260 308 180 90, 153 115

.................. R L T e S T b T T e R L DL R R e R Ry R e
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Day-Part Audience Summary

TSA CUM i TV HH
CUMES (000) mm‘L ADI RATINGS PER CENT DISTRIBUTION | TV HH
pavparT | TV woMeN | wen | BBt | oS nmu{ WOMEN o MEN NS | LD vl e
AND HOUSE- |RTG PT] TOT METRO [ a0y
STATION HOLDS | 18 18+ | 18+ 100) melsu 15- | 12-Jro7] 18-{ 15/ 18| 25| 26| 40, | TOT| 18- 18- 26 26| 12- | 2- | & s1laz2le3l a1 |e2]ea
49 | 24 |34 |18+ 49 |24 |34 (49 |54 18+ (49 (34 |49 (54 ] 17 |11 |11
26 27 28 29 30 1 | 2] 31 [32]33]34|35|36[37]38]39] 40 [41]42]|a3]a4] 45 [46|47 48 49 |60 |51 (52 |53 |54 |66
MON-FRT ‘ | [
7.30P | |
-8.00P ‘ ‘
WAAA wsu | 207 | 392| 298| 150| gl17| 2| 3] 7| 5| 3| 3| 56| 6] 5|33 aful 222 76| 92| 7 1
wPOD 630 | 304| wo7| 285| 177 15(30| ofwo| 7| 8|11| 3 7| 7| 7| s| 5| 6| 5| 5| 16|26|29 60| 78|15 2| 2] 6| 1| 1
weee 243 99| 162| 175| 1e2| sf1o| 2| 2| 3| 2| 2| 2| 3| 3| 3] | 3| 3] 3| 3| 1| 2|2 79| s7| 2 1
w333 530 | 262| 81| wu3| 19| 12/24| s| 6| 9| 7| 5|6 A 8] 9] 9| 7| 6| 7| 8] S| 3|« 78| 92| & 1| 1
WEEE 197 96| 120 123| 1e6| s|10| «| «] 2| 3| 6| 3| 2| 2| 2| 3| & &) & & 6| 7| 7 61| 83|11 1| ] 1
WEEF 21 10 18 7| 12| 1)1 1 1| 1] 1] 2] 2 92
WGE6 41 16 31 23| 1sa| 1|2 1 1| 4| 2] 1 1] 1 97| 38| 2
WHHH [ |
HUT/PVT/TOT 52 23|27 |36 |28 25 26 (30|31 30| 31|25 |24 28|29 33|uu (a7
..... ------.------.-----.-----ﬂ-----.----. reetecqeccdecdeodeadacondectondondecadecdendecdandeccdecdecdencnccacteccdactaciactacdendan
8,00F 1
-11.00P ‘
Wi 986 | 616 9us| 802| 145| 16|2«| 8] 9f11/10| 8| 9(11 12|10| 10| 9| 8| 9/10| 8| &| 5 79| 95| & 1
WPOD 22| 2s6| s5se| ws1| 176 e| 9| 1| 2| s| 2| 1| 1| 3| 3| 3| | 2| 2|2 2| 1|1t|1 61| 78l1s| 2| 2] 2
weee | 1088 | 746 | 2026 1007 | 12| 21(35| 16(17 |13 /15 17 |16|14 (16|13 15(16(17(16/16| 17|11 |13 79| 97| 2 1
wBed | 1110| 696 | 1054| 873| 145| 15(2e| 8| 3|10|20 9(10(11 12 (10| 9| 8| & 9| 9| 9 6| 7 78| 35| 3 1| 1
WERE 196 93 146 150 1e9| 2| 3 1 12| 2| 2| 2| 1)1 1| 1| 2f 21| 2 1 1 72| 84|12 2
WEFR 68 4l 72 sp| 12| 1|1 1)1 1| 1 1 1| 1 1 38
WeGh 105 51 ar 75| 168 1| 1 1|1 1| 1 1 9| 35| 5
WHHHA 14 6 11 13 80|100
HUT/PVT/TOT 61 37|61 usJu 39 (43 uslus 42| oo fu0|39|u3|ee] 39|25 |29
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WEEKLY PROGRAMMING/TIME PERIOD AVERAGES

Starting this fall you will find more information in this section—for cach pro-
gram carried—than you have ever had hefore. An example is on the opposite
page.

You will now have demographic and houschold information for each program
title within a time period, whether the program was on for only one week or all
four weeks of the survey. Two-, three- and four-week programs will have all
demographic and houschold information. In those markets which have woek-
by-week ratings, demographic and household information will be provided for
one-week programs. We call this new approach the Integrated Format because
it merges “pure program” information for each program with the ""time period”
format.

To make it easier for you to find the time period you're looking for, a blank line
has been inserted between time periods.

Weekly Programming
and Time Period Averages

29. Time Periods Reported

By the lall Hour (Eastern Time Zone):

(a) Daily Monday - Friday, 4:00 PM - 11:00 PM:
and all day Saturday and Sunday from 6:00 AM -
11:00 PM.

(b) Monday - Friday averages, 6:00 AM - 5:00 PM.
By the Quarter Hour (Eastern Time Zone):

(a) Daily Monday - Sunday, 11:00 PM - 2:00 AM.
(b) Monday - Friday averages, 5:00 PM - 7:30 PM
and 11:00 PM - 2:00 AM.

30. Format—The Weekly Programming and Time
Period Averages section is arranged as follows:
the time period is followed by station call letters
and the first week's program title. If this title is the
same for any other week in the survey period it will
not be repeated. The weekly ADI rating(s) for that
title will appear in the week-by-week rating
columns.

Multi-week averages for the entire survey are
reported in three subsections: average ADI and
Metro ratings and shares; average Total Survey
Area projections reported in thousands: and aver-
age ADI demographic ratings.

12

31. Reporting Standards—For individual week-by-
week reporting of ADI Ratings, a design sample
minimum of 100 per week is required. If the design
sample size is below the stated minimum, indi-
vidual week-by-week reporting will occur if 100
in-tab is achieved in at least two of the survey
weeks. If the in-tab falls below the minimum for

week-by-week reporting, an asterisk (*) will appear
in each of the week-by-week columns. All data
obtained in the week-by-week samples are
included in the multi-week averages.



IEFT HAND PAGE

Weekly Programming Time Period Averages
Tweexavwee AD} TOTAL SURVEY AREA, IN THOUSANDS {000)
OAY AND TIME ADI TV HH oy SARE [TV HM wKG
TV HH TEENS|CHULD
RATINGS TRENDS el R’q WOMEN WMN MEN ot | JoT
oCT FEB [NO' . 3
STATION program |T{MRENRI | | T |sH|%F A M) L |sw AR IE R AR AR AR AR A 4 R
sele0ieole1] | 1] 2]e2|eajeales|3|a] 5 | 10| 19| 12| 13 | 14 [ 15 [ 16 | 17 | 18 | 19| 20 | 2 24
ARELATIVE STD-ERR| 26.49% | 5| 5| 5| 5| | 1 1 13] 17| 18] 24 21] 15| 1s| as| 18| 19| 21f 17| 15| 23| w1
(1S.E) THRESHOLDS | 50+% | 1| 1| 1| 1] |- - 3 3 4 6 4 4 3 4 3 3 5 4 3 5| 10

SATURDAY

8.30P- 9.00P

WAAA EMERGENCY 12 16 |14 14 |24 15 |28 | 202] 161| 102| | s9| 76| 92| 58| 14e| 86| s1| es| 77| €3] 73

NEC SAT MOV 16 j1ef2s 14 (26| 196] 131 154

-4 WK AVG-- 1o |26 |25 |25 |27 2|15 |27 | 201 15« 200| «3| s8| 7«| 88| 55| 148| 94| 55/ 72| 84| 63| 65
WOOD MyS REMEMBER | 8| 9| ol 7(12(11]| 9| s|to]| 81s] 131 103| eo| 18| 32| 50| e1| wo] 85| 2| 16| 36 w6} 22| 10
WCCC WONOER WOMAN |15 15|26 15 |28 | 215| 123 126

WHTS HAPNING 10 J1a [12] 12|21 12|21 | 179] 104| 80| 30| ws| s9| 69| «7| 96| 64| 36/ w7l 56| 85| 124

<t WK AVG-- 13122 |20 |25/23 |13 |13 (23| 188] 103| eu| 35| s2| 58| 67| w8 103| 7el w2| 52| 60| 85| 132
WB838 808 NEWMART 2217 l19l19] 19|33 |32 |27|32 |33 |19 (30| 21| 231 128| 33| 78| 107| 131| 80| 152 87| s51| 75| 87| wi] 7
WEEE SHOW OF SHHWS 1|l -1]1 1| 2 1| 2 8 5 3 3 3 3 6 4 3 4 4 1

CEBN TELETHON -

-l WK AVG-=- |l s|u|2|1]2 6 4 2 2 2 2 5 3 2 3 1 1

WFFF EFERGENCY 2l 2| - 1| 2 13 17 5 1 “ 5 7 1 8 Y 1 “ 6 6| 16

NEC SAT MOV 1] 1] 2 18| 25 17

--4 WK AVG=-- 1| 2|a|s| 2|« 19| 19 ) 1 4 8| 10 2| 10 - 1 6 8 7| 16

wotsevr/zror |ss (ss [e1|s8] [s8 55 |4 |56 [52 |56 826| 626| 82| 128| 226| 299| 359| 225| s03| 306| 167| 2uu| 288] 218| 238
3,00P=- 9,30P===mmm=== --4--.----- ecfecdectmndecdecdecdecdecccbrcncteccctecantemmetencsntommntonnafeccnteansfonahanesfessspes==T=""

WAAA NBC SAT MOV 15 l1e 117113] [15]25 |20 |23]25 |25 |16 |28 | 208] 14a| 101 36| 57| 73| 96| s8] 139] 107] s8] 86| 99| 61| 37|

W DD MVS REMEMBER s| sl ol a]l|l7|12| 8| 6| 2| 2| 8|ta] 129] 103 59| 20| 3&| we| 59| 38| 78| 37| 13| 36| 4Bl 23| 12

WEEQ STRSKY-HUTCH |11 812 o 17 10 17| tse| 114| 87| 33| e0| 59| ee| w1| 85| 63| 34| 51| se| 85| 64

BTL NET STRS 15 15 |25 17 |29 220| 123 130
-=l WK VG-~ 11|18 |27 |23 |25 |25 |12 |21 | 171 127| 90| 39| 60| 65| e8| w2| 96| 74| w6 56/ 59| 90| 71
WweBD aLL IN FamLy  |zu [18 |24 [22] [22|37 |38 |36 |38 |u0 [22 (38| 315| 264 140| 38| 77| 115| 1us| 92| 180| 91| 53| 78] 37] 43| 6w
LOEGE SHOH OF SHKS -l-11 5 8 4 2 4 2 2 4 2 2 2 2
CEN TELETHON -
esty WK AVG-- 2| «f 3] 2 4 6 3 2 3 2 2 3 2 2 2 2
(WEFFE NEC SAT MOV || o] a2 2| 2f 22w 13 3 8 4 4 6 7 11 6 3 4 9| 11 s
nut/zevr/ster  |ss |53 (e3(eo] |60 60 [u7 |60 |57 (58 suo| 649| wot| 133| 235 312| 376| 230| 507 317‘ 175 260| 312| 234| 192
Time Period Averages Station Break Averages
TOTAL SURVEY AREA (000) ADI RATINGS TIME TOTAL SURVEY AREA, IN THOUSANDS (000)
DAY, TIME, [CHIL PERSONS ml WOMEN *lﬂ MEN G ADHWEE] WOMEN MEN CHILD
AND [TO TOT
STATION | 649 | 190 | 15 | 12 | 15 [12Jrot 18] 18] 18 28] 25| o, fronf 18 18] 2628 112-| 2| \WTqi e | ™ | ToT| 18- | 18- | 26 | TOT| 18 | 18- | 25| 2 l
24 | 34 | 24 |34 49 (24 |34 |49 [54 [P 1B+ |49 (34 |49 |54 |17 |1 18+ | 49 | 34 | 49 | 18+ | 49 | 34 | 40 | 1
2 | 7 8 ® |31 |32)33]3a]35|36[37|38|30|40(4a1{4a2|a3|asfa5a6]| |1 [ 3 ] 5 | 10| 11 | 13|14 |17 | 18| 19| 20|24
wmess|zmam] 32| 22| 27| 2s| | 1| 1| 2] 7] o 2| 2 «f 1| 2] ] 3] 2| ef 7p1 0] 1] 3] 17] 18] 2 15| 18| 19| 21| 17| w1
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PROGRAM TITLE INDEX

You will continue to have this alphabetical program list which follows the
Program Audiences Section. The Program Title Index allows you to
quickly identify what programs are carried in each market by day, time of
telecast and station.,

—This index is designed
to allow the user easy access to individual pro-
gram estimates. The Index lists all programs
qualifying for Program Audiences alphabetically
with the following reference information: Program
title, time period(s) reported in Program Audi-
ences, day of telecast and the call letters of the
station telecasting the program. Programs with
varying start times and days will be easier to
locate in Program Audiences as well as the
Weekly Programming and Time Period Averages
section of the reports.

Program Title Index
PROGRAM TIME DAY STATION| PROGRAM TIME DAY STATION| PROGRAM TIME DAY srmJ PROGRAM TIME DAY srmaj
A GRIFFITH 7.00F MON WDDQ] BUGS PRESNTS 7,308 M-F MWEEE| EYWTN NW LTE 11.00P TUE HM?‘ HDUSE PRARIE 8.00P MON WAAA
A GRIFFITH 7.00P TUE WDOYD | BUGS=RO RUNR 9.00A SAT w@sB EYWNTN NW LTE 11.00P WED wO38| HR OF POWER 9.30A4 SUN WREE |
A GRIFFITH 7.00P WED W QPP | BULLWINKLE 7.00A SAT NWOPD| EYWTN NW LTE 11.00FP THU WR&B HR PUFNSTUF 8.3p4 SAY WDpY
A GRIFFITH 7.00P THU \qppg| AURNS=ALLEN 11, 30P MON WEEE EYWTN NW LTE 11.00P FRI W398 I LOVE LuCY 2,00F M-F  WODY
A GRIFFITH 7.00P  FRI wppy | BURNS=ALLEN 11.30P TUE WEGE EYWTN NW LTE 11.00P SAT uba& IN SEARCH OF 5.00P SAT WAAA
A GRIFFITH 7.00p SAT W00 HBURNS =ALLEN 11.30P WED WE®€& EYWTN NW LTE 11.,00P SUN W8B3| INSIGHT 4,30P SUN KFFw
ABC EVE NEWS 7.00P MON WQPE | BURNS=ALLEN 11,30p THU WEEE EYNTNS NW 1P 1.00P M=F W@Sa@ IRONSIDE 8.00p MON MWEAE
ABC EVE NEWS 7.00P TUE WCee| BURNS-ALLEN 11.30P FRI wWeE€E | FACE NATION 11,304 SUN W@ag IRONSIDE 8.00P TUE WBEE
ABC EVE NEWS 7.00P WED Wece| CAMERA 3 8.00A SUN W333 FAITH TDDAY 7.30A SUN We€c<| IRONSIDE 8,00P WED WEEE
ABC EVE NEWS 7.00P THU WCCC| CANDID CAMRA 7.30P THU WOBA FAITH=-LFE/NW 6,454 SAT WA AA IRONSIDE 3, 00P THU uEEE’
|
ABC EVE NEWS 7.00P FRI WECe! CAPT-TENNILE 8.00Pp MON Wlece FAITH=-LFE/NW H.45A SUN  WAAA TRONSIDE 8.00F FRI WEEER
ABC FR NT MV 9.00p FRI WCQc CARDL BURNET 10.00P SAT W@3A FAITH-LIFE 64154 M~F WAMA ISSUE ANSWRS 1.30P SUN WCCC
ABC SN NT MV 3.00P SUN Wpe€| CASPER 7.004 M-F WDOD| FALL EAGLES 3.00P FRI WERE ITS ACADEMIC 5. 30P SAT WAAA
AGRIC USA 6.004 SAT WG| CASPER SAT 9.304 SAT WOPD FAMILY 10.00P TUE WCCC J CLAIBORNE 12.30P SUN NcCec
AGRONSKY=-CO 10.30A SUN WBGSE CATHEDRL THW 7.30A SUN WEEE. FAMILY FEUD 1.30P M=F WCe & J FALWELL 9.304 SUN “FFF‘
AGRONSKY=-CO 7.00P SAT wWBBR, CBS EVE NEWS 7.00P MON W@PB| FAMILY FLICK 2+30P SUN WEBEE| J GLEASON 7.00P SUN WDLY
ALICE 9.30P SAT W3R CBS EVE NEWS 7.00F TUE WOS3| FAMILY THTR 3.30P SUN WCcC| J REED SPC 5.30P SAT WFfE
ALL FAVILY-D 3.00P M-F WB83 CBS EVE NEWS 7.00P MWED WQRWB| FAMLY AFFAIR 6.30P MON WDDD| JUABBERJAW 9,004 SAT Wetc
ALL IN FAMLY 9.00P SAT Haé.sl CBS EVE NEWS 7.00P THU wB8g3 FAMLY AFFAIR 5.30P TUE WPPP| JACKSON 5 7.30A SAT wWPDp
ALL MY CHILD 12.30P M=F NCLQ, CBS EVE NEWS 7.00P FRI Hﬁié: FAMLY AFFAIR 5+30P WED hDDO‘ JACOBS BROS # 7.004 SUN NWFF(-
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Program Audiences

34. Reporting Standards—Average quarter-hour
audience estimates are reported for programs tele-
cast by home market stations and Outside Class !
stations for at least one quarter hour on the same
calendar day during each of two survey weeks.
Programs are reported in the Program Audiences
section even if carried at different times (e.g., first
Wednesday at 5:00 PM and third Wednesday at
8:00 PM). Onty full program quarter hours are
inctuded.

Accumulation of quarter-hour data is based on
program titles. Programs of one quarter-hour dur-
ation which are shown two or more times during
the same calendar day and/or on dilferent weeks
are averaged together and reported in the section.
The number of quarter hours on which the average
is based is shown for each program.

A program that would normally qualify (i.e., it was
on for one quarter hour in each of two weeks)
might subsequently be disqualified if the station
should notify Arbitron of an “"off air’' technical
difficulty affecting one of the quarter hours of the
program.

35. Time Periods and Programs Reported—Since
Arbitron does not have individual day titles for
programs telecast prior to 3:30 PM Monday
through Friday, programs must qualify within the
Arbitron time frames. Thus, a movie telecast each
day, Monday - Friday, 2:30 PM - 4:30 PM will be
reported as two programs with a weighted average
of the 2:30-3:30 portion of the Movie. The second
average will be an average of the individual days
(Monday through Friday) from 3:30 to 4:30 com-
bined with the Monday - Friday 2:30 to 3:30 portion
of the program. The resulting final program aver-
age (see example) will include all quarter hours
the program was telecast, even though it began
prior to the 3:30 PM break for individual day
reporting and averaging. The Monday - Friday
average includes pre-emptions and must be con-
tiguous to the 3:30 PM time period to be included
in the weighted average.

15

No. of Weeks No. of YaHours

2:30 PM WAAA

M-F MOVIE 4 80
3:30 PM WAAA
*M-F MOVIE 4 80
* MON. MOVIE 4 16
* TUE. MOVIE 4 16
* WED. MOVIE 4 16
* THU. MOVIE 4 16
* FRI. MOVIE 4 16

AVG. MOVIE 160

Programs scheduled more than once weekly after
3:30 PM are reported as daily estimates and as a
weekly average. If a program is telecast seven
days a week during the survey, two averages will
be provided. The first is a five-day average of the
Monday through Friday telecasts and the second
is a seven-day average including the Monday
through Friday telecasts, as well as the Saturday
and Sunday telecasts. A 6:00 PM newscast would
be reported for each individual day Monday

'through Friday with a five day average (5 AV)

followed by the Saturday and Sunday individual
days and a seven-day average (7 AV) which
includes all telecasts of the program.

6:00 PM WAAA

* MON.
° TUE
* WED.
* THU.
* FRI.
5AV.

NEWS
NEWS
NEWS
NEWS
NEWS
NEWS

NEWS
NEWS
NEWS

" SAT.
® SUN.
7AV.

The weekly average of programs telecast more
than once weekly, but with varying start times will
appear each time the program title appears. The
average represents all time periods in which the
program was telecast. An asterisk (*) preceding a
program title indicates that the estimates for the
program are included in an average.

Because viewing estimates are tabulated only for
those time periods between 6:00 AM and 2:00 AM,
the Program Audience estimates do not include
viewing to programs prior to 6:00 AM or after

2:00 AM (e.g., a program that begins at 12:30 AM
and continues to 3:00 AM would be reported only
for the 12:30 AM - 2:00 AM period). No program
averages will be reported for programs usually
scheduled to begin after 1:30 AM (local time)
during the survey period.



Program Audiences
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Program Audiences
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l SAT *FAMLY AFFAIR 4 8 96 | 59| 267 | 120 | 55 | t1u 8 13| 5 5| s!s 9|e6|s|uls 6l 2|2]|2|2|2 8 10 |
AVG FAMLY AFFAIR 8| 136 30 ’ 361 150 | 75 | 1ss | 11|21 | 7 7 s|ejol 7|s|5| 6| 3|33 2|3 12| 15

' weet | Ll | | | ‘

‘swwsusrsmu Y 8 “ k‘al 82 | 15| 31 “| 6 z‘ 2| 3(3l2j2|2|3]2 2} 2 z'z 3’3 1 1
AVG  NEWS 7 EARLY 88 12 8 | 158 | 138 | 23| S50 AT B 3] sis|3luw|s|s 5| v |3 4 2 i z'

wsal L] 1 | , . 1

‘ SAT CBS NEWS-SAT 4 8 18| 13332 308 | 26| 56| 12|28 3 3t 6|3 u| 71710 9[si3|els 1 3
SUN  CBS NEWS=SUN 2| o 30| 19| 3es | 719 | 38 \ 16| 15| 28| 5 6{11 |95 9101010 1110 7] 68 9 3 5

_ WFEE [ {

MON *NEC NGHT NWS 4 8 18 | 16 6 1| 1 1 |1 1 1 ‘ 11
TUE *NEC NGHT NWS o| 8 2| 2| 23| 13 4 1] 1 1 1 1 11

WED *NBC NGHT NWS [ 8 18 I 18 3 1 1 1 1 1 1|1 |
THU *NBC NGHT NS 4 8 12 | 12 3 1|1 | 1 1 \

FRI *NBC NGHT NWS | 8 1] 1 2 ‘ bl I \ | ‘

SAT NBC SAT NEWS “ 8 3 3| 18| 12 1 7 1| 1 I | ’ ‘ {1 1
SUN NBC SUN NEWS 2 4 5 5| 18| 13 2 ‘ ! ‘ ! ‘ 1
AVG  NBC NGHT NWS ] l 16 | 14 | 2 141 1 i ! 1 | 1
-------------------- ---b—----------4----o-----!—~-~-I~----l----------l—-------I-----.----)---l---’-- B s Rt s s e bt SRR L EE EE e
7.00p WAAA I I r | [ | |
MON SNREC NGHT NWS u 8 7| 6207|194 | 2u| s8 3 /16| 3 3| 7|(s|3|u|s|6|7 6 6|u|3]u]s 1 1
TUE *NBC NGHT NWS N 8 6 | 6 | 165 | =53 6 19 8 1| 1 1l elfs|tjzials|z Wl s|3|/1]3]4 1
WED *NBC NGHT NWS Y 8 8 7 | 210 | 200 | 13| 37 3 15| 2 2| 7ls|2|3{e6]|7 s| 6|33 s]s 1|
THU *NBC NGHT NWS 4 8 12 8202 |:76 | 21| s 8 1w 3 3]l 6e|s|2{2|5|6|7 s| eflae)3| el 3 | 1|
FRI *NBC NGHT NWS o 8 7 W | 206 | 191 1 28 | u8 3 17| 3 3| 7ls|3|a|s|el? 7h eflul3]|ule 1| 1
SAT  PRICE RIGHT 4 8 11 9| 172 |67 | 16| 29 715 | 2 2| s|sj2|2|s]|5]s vl w3134 3| 2|
SUN WDRLD DISMEY 3| 16| 209 | 141 | 682 | 367 | 102|265 20|30 |12 151311516 a6 (16 (15 (13| 10|12 13 1215 |18 21 30
SUN  BIG EVENT 3| 38 38| 31| 818|577 | 169|393 | 31 |u5 |20 | 23|26 (27 |26 |29 |27 |27 |27 | 28 | 20 [20 f19 |23 3 2t | 6|
AVG  NBC NGHT HWS 40 8 6 197 (182 | 18| w0 9|15] 2 ‘ 2|l 7 w2 . 3i5(efl7| s)e|e|{3|u]n 1 1

i |

, " 11,3 ’ 1 | |

| MON *& GRIFFITH 4 8| 214|138 603|292 115 [252] 1e |29 |11 | 11| 9|9 ft2ftt |8 |a]|8 sl 7|7ls8|7)7 16 26
TUE *A GRIFFITH 4 8| 128|133 |s76 | 284 | 119 | 253 | 16 |29 |12 l 12| 8312 1o | s|lalz| 7| a|8|aj7]|7 18 23

| 4ED *8 GRIFFITH 3 6| 167 [ 111 | 533 l 257 | 118 (232 | 15 [2e f11 | 11| 8803 |36 (6|6 6|l e|6|6|6|7 19| 19
THU *4 GRIFFITH «| 8| 153/ 105 {«76 | 242 109|215 1u 26 12| 11| 83 st |77 6 b ejlel7|6l6 1u 18

| FRI *a GRIFFITH o| 8| t1es|118  u7e|239| 9y | 190 | 14 |27 3 9| e |9 f12 Iw 8|77 8] s|5|5|5/|5 12 20

| SAT *8 GRIFFITH W 8 81 | 51| 340 i 196 | 54 163 ) 10 21} 5 6] 6/6|5|6|6|6|5 6| 5 ~| wlo|u 10 9
SUN J GLEASON « | 16 10 7110|122 | 26| 33 «w 6| 3 2 32 Lz 1{2f2]2 2l vl2j2f1|s 2 1

| AVG A GRIFFITH 46 | 161 | 103 | 433 [ 25¢ | 101 [216 | 14 (26 10| 10| 8 81 9|7 |77 7{ele|7 66 15 19

weot } | ! [ | l | |
MON *ABC EVE NEWS 4 8 15 7 | 150 | 137 | 19| 38 711 ] 2 2|l s|vl2|3|s|u|s| 5] 5 II 33|63 2

l TUE *aBC EVE NEWS 4 8 10 5130 [ 116 | 16 | 4 € |11 ]| 2 2| oi3|2|3}3(3|e] & o|[3|3]|6]a 1 2
4ED *ABC EVE NEWS 4 8 3 5 134 [178 | 21 | 57| 10 115 3 o]l e|slz2|u|s|s|s 6| 7|6 |5|7 |7 2 1

I THU *AEC EVE NEWS 4 8 20 17 144 L2¢C 14 '3} 7113 2 2 4 3 1 3 4 4| b 3 5 4 3 5|5 1 3
FRI *88C EVE NEWS 4 8 5 3 (133 fyac 3| s0 7 13| 1 2| «|3|1l2|s5]|5|s 3| ef3/3fe]e 2 1

| sat  wWupPETS 4 8| 159 66 [wo7 |20¢ | 59 153 ] 11 25| & s| 6|8|6 88|77 «| e8| 8yo|s9 8 21
AyG  ABC EVE NtWS 40 12 8 | 156 [ 136 16 | 4 7 |13 2 3 b lul2 | 3o 6|5 ] & S|e 3|55 1| 2

| |

| w333 ' | [ | { |
MON $CES EVE NEWS 4 s 12 9 359 333 23| 9% | 16 29} 3 6|11 82|71t a3| 1212|9711 11 3 | 2

‘ TUE *CBS EVE NEWS 4 8 11 9| 320 | 30c| 23| 86| 15|27 ] 3 5|10 625|831 slwols|7]6]s 2 | 1
WED *CBS EVE NEWS 4 8 16 | 10 [ 421 (393 | 44 (129 | 18 |29 ] 5| 8|13 9|5 911 |11 fau| 13{1s f11 (101343 3 2

| THU *CBS EVE NEWS 4 8 6 3[376 {352 | w6 106 | 16|30 6 6117|5717 8l1a| 13]13 /3|8 9npo 3 1
FRI *CES EVE NEWS Y 8 16| 10 (239|277 | 23| 71| 13 (25| 2 “froel2/s 8 ool 11965 7|7 2 2|
SAT *8GRONSKY-CD 4 8 4 W 201 [29c | 13| w2} 13|23 | 2 3far s |37 |8fa1| 20| 3|5 |36 |7 1 1
SUN 60 MINUTES 6| 13 30 | 15 (616 |58 | 79 (218 | 20 (37| 9| 12|18 5|8 jtu fu7 b7 19‘ 17 |19 e 15 |19 0 7 4
AVG CES EVE NEWS %0 11 8 |355 (332 | 32| 97| 16 28] « 6|11 |7 3|69 ([912| 11§11 8 8] 9ho 2 2
AVG  AGRONSKY-CO 16 2 2 | 166 |1€2 8| 2u 7 l2e | 1 t|le|3[2|2|u|u]|s sls|(3|2 3 i

‘

» WEEE | ' | | |1 | ‘ I
MON *EVFERGENCY 1 ) 16 51 | 33 164 91 29 72 5 9 & 4 3 3 4 b 3 3|2} 2 3 4 b b |3 5 6 I
TUE *EMERGENCY 1 o | 18 57| 38 (133 (107 | 3 |101 5010 | « 5| 3]3julul3)3s 2| 3lu|s e 7 7
AED *EMERGENCY 1 o | 16 56 | 37 |176 | 85| 32| 73 5 9] s o 23 (3|33 (2|2 2| 3|3]|2|u]e 7 7

| THU *EmERCENCY 1 o | 16 55 | 33 [177 | 83| w1 | 87 5 } I sl ajzie|3l2]|2]2 2| 33|43 ‘3 6 7
FRI *EFERGENCY 1 o | 16 66 | 41 |185 | 872 | 35| 79 5010 | o sl 2i3lel3l2]2]2 ‘ 2 333 |s 6 | 8
SAT CHILOKENS SP W | 16 30 | 26 | 67 3 9 | 27 R Bt 1 | 1 | 1 t 1112 3 3
SUN  SUN NITE SPC W | 16 | w5 | s& | 13| 23 2| 3] > 12| ft|e] 1] 2]t \ 2|1 |1 1 \

| AVG  EMERGENCY 1 80 57| 38 |178 | 83 | 35 | 82 5 93] s sl zpsfe|sisizje| 2] 3|3|uu]e 6 7

WFFF | 1 |
“ON ARAS WORLO o | 8 2| 2 [
TUE *JACDBS BROS 4 8 l g E 9 | | | |
24 [ 25 6 [ 7 [ 8| 8 ]| 1 [2]31] 32 [33]|34/35[36[37(38][57] 30 |40 [a1][42][a3]aa]| 45 46
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Program Audiences

TOTAL SURVEY AREA, IN THOUSANDS {000)
TELE- AD| METRO
DAY AND TIME CASTS | TVHH | TvHH ™ WOMEN WKG MEN TEENS 1217
STATION  PROGRAM Hoves | Tor [ e[ s o TOT | 18- | 18 ;s 2%
HOLD! 5 . : :
or] oru [AT6| sH | r1G [ sH e |40 | 2 18+ | 18¢ | a9 | 34 | 49 | €4 | TOT |aRis
ik TEER EERE 5 10 1M | 12 16 17 [ 181922 22 23
: 1213141 5 (| w0 L B [ 18
ARECATIVEISTDERRIZ5EAT 1 1 13 17| 18] 24 19 18| 19| 21 f 17| 15 23| 20
f15) ThRESHOLDS 50 4 L o A T o T Y e e O B
7.00P WFF 1 | 1 ]
WED NASHVL MUSIC | s 1|1 10 10 5 3 3 5 2| s| s 3| 3
THU POP LU CNTRY |4 s | 1| 2 12 11 5 3 7 5 3| 5| e 3| 3
FRI  MUSC naLL &M & | 16 s 6| s s| s 1 s| s 3| 2
SAT  HLE Haw o 16 1 2 12 11 o o 8 5 5 5 1
SUN  WCRLD DISNEY 3| 16| 1| 2 18 16 | 11| 2 s| 17| 12| s 8| 10 3| s
SUN BIG EVENT 3| 38] 2| 3 28 25| 15| s| 19 3| s| 9o 12 10 7
AVG  JACOS BROS # 16 “ o| 2 1 1 1 1 1
.................... AR IPNioN (UI KNIV SUVRHN IPRVION IR EVSUEOUPI N Aol ESHOROION SRR ARl AUREaot AU PR PSRyt A AU PN Rt INagl EIRPIN B
7.30p WAAA
MON  THE PLACE o 8] «| 8 s| 3 59 wo | 17 2| 6| 17| 18| 27| as| 28| 11 “| 11| 13 o 2
TUE *WLYWD SaUARE & | 8 li12 |22 | 13|25 175 154 | 70| 17| 33| se| 75 [104| 60| 97 wo| 23| 29| 39 16 7
WED HWILD XKINGDOM 4 8 11 |13 11 21 163 118 64 16 27 50 S4 82 32 114 s? 28 “7 58 23 8
THU CELEE SWPSTK 3 6| 5|10 6|12 76 73| 30 7| 13| 23 32] we| 26| w2 | 11 3| 11 16 9| s
FRI *WLYWD SQUARE “ o 1225 | 1327 183 168 | 69| 15| 34| 55| 75 |g07 | s2} 113 we| 22| 36| us 9| 2
SAT  ANDY “ s | 717 7|18 108 106 | 39| 11| 21| 30| w8 | 66 36] 55| 18 8| 17| 23 s| 3
AVG  WLYWD SQUARE 16 |12 |23 ]| 13|26 179 160 | 70| 16| 33| se| 76 |106| 6| 105 | w2 | 23| F2| 3 13 s
wuvb
HON *BRADY BUNCH o 81834 ] 1833 304 153 101 | S6| 69| 66| 77| 99| so| 91| s6| 35| w1 a7 104 | &7
TUE *BRADY BUNCH o| 817 |31 ) 17|32 233 136 [105 | 65| 72| e6 | 78| 85| w6 | 96| 73| so| ws| s2 109 | 65
WEQ *BRADY BUNCH 3| e ]is |27 | 16|29 276 123 | 92| sa| er| s7| es| 77| w2 76 | su| 31| s2| so 130 | 70
THU *BRACY BUNCH “ 8 {1c|23] 15| 3 253 113 | 88| s2| 60| 57| ea| 75 w7 | 92| 65( 45| ws| s2 92 | s8
FRI *BRAOY BUNCH “ 8 |14 [28 | 13|27 249 118 91| su| 69| 55| sa| 63| 39| 78| s3| 39| w3 s 75 | 61
SAT 128000 QUSTN | 8 |11 |25 | 102 183 125 | 87| 31| «8| 67| 73| 87| w1| 107 | 68| 36| su| se s6 | 33
AVG BRACY BUNCH 38 |16 |30} 16|31 275 129 ] 95| s7| 66| 60| 68| 81 ws )] 87| 62| “1| wu| s0 101 | 60
weee {
mon L vcaL mAG 1, 6| s| o 610 69 w8 | 25| 10| 11| 17| 24| 30 19| so| 28| 21| 15| 15 “ 3
TUE * L& MAG o 8{s| 3] s|o 71 w1 22| 8| 12| 15| 20| 28 19| se| 35| 2¢| 22| 2 6| 1
WED ¢ Lc L mAf «| 8] 5|10 6|10 78 w3 | 24| 6| 12| 18| 20| 28 16] so| 29| 12| 28| 32 6| 2
THU ¢ L L oA 3| 6| 511 5112 76 33| 17] s 8| 15| 22| 30 11| s1| 26| 13| 21| 23 13 10
FRI * e mAG o o] ] 9] s 9 60 33 19| 1 s| 19| 22| a7 9| w0 | 22 9| 18| 22 13 e
SAT  WRLO anImMaLs |« [ 8 |12 |23 | 1332 123 122 | 85| 23| w7 | e8| 75| 93 33| 131 83| w1 | 72| a8 W3 | 14
avG 38| s| 9| 5|10 71 w1 | 22] e 10| 17| 22| 29 15| w9 28| 16| 21| 2s 8| &
Ww3ds
MON LCL SPORTS | s l1s{as | 17|32 217 136 | 83| 17| «3| 72| 84| 110 66| 171 [109| 59| 84| 100 3 3
TUE LAST OF WILD [« | 8 |10 18] 1120 150 106 | &3 | 93| 23| wu| 51| 80 37| 105 | so| 22| w2| s2 20 | 10
WED 25000 PYRAMO | o |13 ]2u] 15|28 195 157 | 81| 32| we| s9| 77| 110 sa| 99| s2| 33| w3 s3 2o | 16
THU CANDID CAMRA 3| 6|15 |31 | 1533 213 178 | 89| 25| 3| 67| 87 |13 62| 149 | 72| wo| se| 79 | 6
FRI anIraL WortO {3 | 6|10 20| 11|23 156 | 118 | s9| 10| 31f so| ss| 91 w8 | 105 | us | 24| 33| 48 15| s
SAT *PRISHA 1 2| s | 6|15 71 s3 | 13 a| 13| 23| 27| 13| 35 1| 1 1 1
AVG PRISHA sl 1| o 1] 8 20 13 2| 3| s| e 3 3
(o f
MON  WILD KINGDOM |4 8 3 3 1 | 1 2 2 1 1 1 2| 2
TUE  GSPL JUBILEE 4 8 7 8| 3 [ 3] 3] s 1 “ 3 3| 3
WEO NASHVILLE RD | & o] 1| 1 13 11| 6 3| e 7 9 3| 11 8 3 8| 10 “ 3
THU  OGLLY 3 e 1] 1 11 s| s 2| s| s 7 3l 1 s| 2| s 7 s| «
.................... T e T T T R ot T Tt h Ty DU g gt Sy g Spuy Uy S g gt IRy pu g i upun Spg
8.00p WANA 1 T i 1
MON HOUSE PRARIE 3| 12|13 )20] 12|20 190 166 | 85 zal w7 | 62| 73| 108 45| 116 59| 34| w3 se 25| 20
TUE Ba eLk SHEEP | u | 16 |12 |18 | 13| 20 181 106 | 53| 10| 26| w7 | 61| 85 39| 1v6| 88! we!| 69 a2 370 11
WEp NBC Mcv Wweek |3 | 22 |1s |23 | 15| 2w 215 163 [ 116 | 45| 64| 85| 106 [123| 46| 161 | 85| s2| ss| 75 60 | 29
THU VAN OYKE-CO 3] 12}10 16| 1119 146 126 | 66| 36| wu| &1 | s7| 81 38| 100 | «8 | 35 35! 50 W8 | 25
FRI  SANFORD- SON “ 819 ]33] 22«0 273 211 [110| 35( 55| 83104/ 141 76| 175 | 85| 61| 61| 85 39| 17
SAT  EMERGENCY 3 12 |1e |26 ] 1426 198 160 | 102 | 45| s3| 75| 90| 108 se| 162 | 84| S0 64| 76 59| 39
wDpPh
MON sFE] o] 16| 6| 8] 6| o 39 75| 39| 6| 14| 35| wo| se 2| se| a1 6| 20| 28 6| 3
TUE sFel o 16 6| 3] 6|10 38 86 | 36 3| 11| 30| 37| s3| 25| 78| 32| 20{ 17| 25 11|
WEQ *F gl 3| 12 5| 8 s| s 67 63| 26| 6| 10| 20| 22| 29| 13| s7| 13 9| 15| 20 10 &
THU *FBI o 16] 7|11 7112 115 86| 1| 13| 13| 33| 40| 58| 28| 6| 36| 17| 27| 3s 16 | 12
FRI *FEI Wl a6 o 7| o 7 72 60 | 26| | 13| 20| 24| 36| as| s1| 20f 11| 14| 17 5 3
SAT wvs REMEmMBER | & | 32} 712 7|13 125 10e| 58| 19| 33| s | s7| 76| 38| 79| 39 15{ 30| us 21| 12
SUN LAWRNCE WELK || 16] 8|10 7! 9 135 141 30 6 9| 26| 36| 71| 24| 86| 12 1] 12| 18 6| 3
AVG  FEI el s| 8| o 3 35 7o | 33 7] 13| 28| 33| we| 22| 65| 26| 13| 19| 25 10 6
weee ‘
MON CAPT=TENNILE 3| 12|13 29| 20 32 267 172 {130 | 67 asl 88 [ 103 | 117 76| 159 (113 | 67| 87| 99 87 | 43
TUE  wWAPPY DAYS “ 8|31 67| 32|49 4«38 303 | 260 | 143 | 186 161 | 173 | 188 | 123| 236|196 | 141 | 135 | 146 171 | 86
WED BIONIC WOMAN 3| 12|22 34| 2238 308 195 (146 | 77 101 | 91| 99| 125 | 72| 184|161 | 92| 107|127 107 s1
THU  KCTTER 3] el2efwo] 30| 4a 371 251 ] 202 | 101 { 140 | 125 | 142 | 166 | 128 | 220 | 161 | 117] 103 120 126 | 53
FRI  OCNNY=MARIE 3 121933 19/ 34 273 196 [ 134 | «5( 82| 109|122 161 sa| 141|102 54| 83| 97 9% | 51
SAT  HOLMES YOYO 3| elatfa0] 11|21 178 92| 63] 26| 5| 52| 61| 70 29| 92| 71| us| w9l se 76| 26
SUN 6 MILN 5 MaN 3| 201927 ]| 20/ 27 277 181 | 150 | 76 [ 101 93| 104 | 121 76| 163 [ 136 75| 112125 114 | 45
w383
MON RKMOOA 3| e|17|ae| 20 28 254 185 | 110 | 31| 7« 688|102 135| 71| 133| 86| 64| 63| 72 “o | 20
TUE orLANDO-OfWN |2 | 8 )11 17| 11|18 167 167 w9 15| 22| &3] s6|102| «s| 80| 29 7| 21| 35 15| 10
WED GCOD TIMES 3{ 620|332} 22|35 206 | 220|126 | w8 | &3 | 101|123 156 85| 160 | 96| 61| €5| 82 78 | w2
THU WAL TONS w| 26 ]20f 33} 19|33 296 | 263|146 53| 921 107|127 | 17 76| 160 | 91| sz2| 74| 83 79| W3
SAT MARY T MOORF fu | 820 (35| 2138 231 262 | 128 | 32| 80 105|130 173 ss| 152 85| w2z | 72| 83 39| 23
SUN  SONNY=CHER 3| 12|13 |17 ] 14 20 181 1o | 97| Wyl 65| 66| 76| 98 70| 120 90| 53| 62| 68 51| 31
WEEE X l
MON *1FONSIUE ol 16 1| 2 1| 2 19 13| e . o s| s 8 o] 10 “ 3| 3| & 6| 1
TUE *IRONSINE of 6] 1| 1 1| 2 18 1| - 2] 3| s 9 6 8 2 2 3 o 1
WED *IRONSIOE | 16| 1] 1 1| 1 15 13 6 3] 6| 6| 10 5 8| 6| & 3] 3
THU * [RONSIDE ol 16l 2| 2 1| 2 22 17| s 5 si 3| s| 11 2 T 3| e 7| s 2| 1
FR1 *IKONSIDE | 16| 1| 2 1| 2 21 16| 10 o 6l 6| 7| 11 ] 12| 6| ¢| o] 8 2
Sal  SGT BILKO 3 e 1)1 1] 1 11 7 1 1 1 1 4 2| 1s 3| . 7| 9 1 1
|t _ Il L A PR S U R R
i 1[2] 3[4 b 10 n | 13| 14|16 68 [ 16 IR ENED 22 2
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Program Audiences

DAY AND TIME
STATION PROGRAM
aRELATIVE STD-ERR | 25-49%
{1S.E.) THRESHOLDS | 50+%

T 7.00p WFFF
WED NASHVL MUSIC
THY PGP GO CNTRY
FRI  MuSC HALL am
SAT  HEE HAMW
SUN HWCRLD DISNEY
SUN BIG EVENT
AVG JACODS BROS #

7.50p WAAA
MON  ThHp PLACE
TUE *HLYWD SUUARE
WED WILO KINGOOM
THY CELEB SWPSTK
FRI *HLYND SQUARE
SAT  ANDY
AVG HLYKWD SQUARE
wp 0D
MON ®3RADY ByUNCH
TUE *BFADY BUNCH
WED *BRACY BUNCH
THY *BRADY BUNCH
FRI *BRADY BUNCH
SAT 128000 QUSTN
AVG BRAOY BUNCH
weee
MON * L.eL mAD
TUE s} ¢ MG
WED *LcL mAG
THU *LC i mAS
FRI *LC L ™AG
SAT WRLO ANIFALS
| ave
w333
Hon Leu BPORTS
TYE  LAST uF WILD
WED 25000 PYRAMO
THY CANDIQ CAMRA
FRI ANIMAL WORLO
SAT SPRISMA
AVG PFRISKA
W EFF
MON WILD KINGDOM
TUE  GSPL JUBILEE
WED NASHVILLE RO
Thy OCLLY
8.00P WAAA
MON  HOUSE PRARIE
TUE BA BLK SHEEP
WED NBC MOV WEEK
THY VAN 0YKE~-CO
FRI  SANFOPD-SON
SAT EMERGENCY
Wi D
MON *FE]
TUE *FEI
WED *FBI
THY *FEI
FRI *FEI
SAT MVS REMEMBER
SUN LAWRNCE WELK
AvVG FEI
Wegd
MON CAPT=TENNILE
TUE HAPPY DAYS
WED BIONIC WOMAN
THY KOTTEP
FRI  OCNNY-MARTIE
SAT HOLMES YOYO
SUN & MILN § MaN
wei3s
MON  RFOUM
TUE OFL ANDD~DAWN
WED GCOD TIMES
THY WAL TONS
SAT MARY T MCORE
SUN  SONNY=CHIF
\LOEEE
MON ®IRONSIOF
Tut *IRONSIOE
We 0 *IRONSIOE
THU *IFONS10E
FRI ¢ TKONSIUE
SAT  SCT BILKO J
- —

TG TOTAL SURVEY AREA {000) AT ADI RATINGS
CASTS | cHILDREN PERSONS TVHHR | pepsons WOMEN WKG MEN , TEENS | CHILD
WMN TOT ToT
NO. NO. 2 | 6 15 | 12- 15| 12. {TOT|[18-(15-[18.(25.|26. 26 TOT|18-(18-|26-|26.] 12 2
OF|OF%| 1 [ 11 | 2+ | 18| 24 | 34 [ RYG| SH | 25 | 34 |18+ |49 |24 |34 |49 |54 [64 | 18+ |18+ |49 |34 |49 |54 7 1
WKIHRS| 24 [ 25 [ 6 [ 7 [ 8 | o v | 2 |31 32 | 33(3aa3s{36]a7|38]57] 39 | a0 |a1]4a2[a3(aa] as 46
41| 32| 38| 22| 27| 2s 1 4 1] 1) 2] 7] sl 2] 2| | 1] 2] Wl 3|2 6 7
o} vep 8| 8| s e ef | | 1] S 3 O O Y NS JRIUNN L 5 Y Y O SO DO 3
| |
& 8 8 3 29 18 | 7 1 1 1 1 1 1 1 1 1 1
of 8 8| 3 29| 18 | 9 1] e ' 1| 1 l 1)1 1' 1 ' ' 1)1 1 ' 1
L] 16 S 3 13 11 1 6 1 1 1 1 1
w| 16 2 2 22 13 1 1 1 2 1 IEEUEE A 1 1)1 1] 1
3| 1e 9 8| s1| 33 9| 17 1| 2 1! ' IS IR S B U IS Y I 1 IRV 2 1
Jl 38 11 8 l 65 | 4t 7| 2s 2| 3] 1 2| 2222|122 i o112 2 2
16 | s 5 | f | | [
M A i ]---------‘}----4----ﬁ-----------------«----4----'--4-- --T-4--1--4--------{--1--T-«--- ------- e
4| 8 2 74 Y] 2 14 t 8 1 3 el tj1r2)2 3 3 Zl 1 1] 22 1
. 8 7 s|2rzf{esi| 31| ro]| 12]22| sf1o] 7 «[s|a[3/10] 10] 7|« & |5 2 1
:.l 8 35| 23 230 232 33| 78| 11| 19] w|l 76| ufl6|67 s| 7 sl ul e e 4 s
3 6 13 8| 137 115 11| 25 S| 10 1| 1| o2 1| 1] 3| 6w o] 31 2|2 2 2
4 8 11 5| 201{ 281 | 27| es| 12| 2s] 3 «|l10/ 6| 3|s|7] 9w 9] 7| | 3/5|s 2 2
«l 8 14 9| 178 £59 | 13| 3¢ 7| 2 2| 7| s3] 3|4l 6 6 6| «| 2|13 3 1 2
[ 18 3 5 esa’ 266 sol 69 xe] 23] 3 “ 1o| 7w s| 7| 910 9| 7| a| &f s 2 1
. ? ' | I ! .
4 8| 261 170 | 609 zuw | 82| 208| 18| 3u] 8| 10] 9| 8|11 9| 8| 8| 8 8] 6| s|s|s|s 16 32
w| 8| 258|171 537 230/ 108 | 231 17 3|1t 1] 7|s 13| 9| 7| 7‘ 7| e]| e| 6|l 7l6|s 18 3
3] o] 23¢| 163|567 199 93| 222| 15| 27| o] 10| 7| 712{ 7|6 &l s 6| s|s|ufs|s 21 26
“ 8| 180 126 «83| 11| 83| 137| 15| 23| 3 9| 7| 7/10) 8|7 6|6 7| (s 6| s|s 15 21
4 8| 222| 161 v33 196| g1) 83| tuj28l 4l o) &) 7/10) 86|55 S| e ef5 5|5 11 2s
& 3 3 36 337 32 S3| 1u0 11} 25 ] 7 7 7 7 6| 7 7. 7 6 7 S| 4| 6| 6 10 1)
38) 231 tse | ses| z16| 90| 208| 16} 30] | 0| 7)ejiri 8l 7).7le 7| s|s|e| s|s 16 27
| | | L |
4 8 10 s| 112| 98| 24| 38 si 9 3| 2| 3|3|2| 2/2|3 3 3| of 3] 4| 2 2 1 1
4 8 20| 15| 123| 97| 22| w2 s| 9] 3 3| 3] 2| 2f 2] 2| 3] 3 IR 1 3
4 8 s| 3| 10| 93 3| 30 s|10] 1 2y 32| 1| 2] 3| 3|3 3| uf 3] 2] uf s 1 1
3 6 28| 26| 125| 8w 10| 3 5| a1 1 2| 2| 2| 1| 1] 2 3| 3’ 2| o 31 2| 3|3 2 4
4 L] B[ 7 EIN 73 7 27 L3 9 1 2 2| 2 | 1 3,33 2 3|1 2| 2 3| 3 2 1
4 8 125 75 421 253 L 131 12 23 4 7 7 8| S 7| 9 8 8 S 8 8| 6/10/10 8 16
38 13 10| 111 90 ul 34 sl 9 e‘ 2| 3|2 1[ 2] zl JI 3 3| wf 3] 3] 3|3 2 2
4 8 32| 20/ 382| 107 su| 1us 15‘ 28] o 3 9| 8| & 7toj10/11| 10f12|11{10/12(13 9 5
4 8 20| 14| 249| 209| 20| &5 w[ 18] 2 o] 6| 4| 2| 3/ 6| 6|7 el 7/ 5| | 6|6 4 3
h| 8 31| 25 311 | 256 &S 103 13| 2u 6 6 10 8' 8 7 8| 9|10 10 7, 5 5' 6| 7 5 L
3 6 26 15 383 327 | St 119 15 31 6 7 12 Qi 6 7 9/10(13 10 10 7 6| 8|10 7 4
3| e 13| 16| 2s7| 223| 23| 70| 10| 20| 2 3| 7/ s] 2] 4| 6|68 8| 7 o 3[ s[5 3 2
1| e | 88| 88 | 10 5| 11 1| 3 11 2| 2| 32 2| 2
8 22 22 2 1| o 1 1‘ 1 1 1
| ]
| i
5 8 Y u 2 [ | ‘ |
. 8 12| 12 | 1 .
5 [} 11 6| 37| 22 10 1 1 1] 1) 1] 1 1' 1l 1 1] 1)1 1)1 1 2
3| e 1{ | 35) 19| 3 1| 1 1 111 1 1 1|1 1 2
B P E B R B ..--4.--..{..-.-..1......-- mefeegederdecterteeefeeafon e o 0 poossi e S
| | | | |
3| 12 83| s2| 3se 260 w0/ 106 13‘ 20| s 6| 11| 3| 7| 8| 9| 3|10 8| 8| 6| 6| 7|7 6 12
o| 16 35, 26| 324| 252| 39| 107] 12| 18 sl ol 71 5| 2|3/ 6|7 8 6] 10| 3| af10(10 8 5
3| 22 3 38| wi3| 304 87| 1760 1c| 23| 10| 10f 10/11/10/10/11]12]11 8| 10| 9| 9| 8| 9 11 7
3 12 37, 23| 309| 22¢| 59| 127| 10 16} & 7] rlel 7l e[ si 77| ] 7 s|els|s 3 5
4 8 43| 36| w7u| 386| 73| 1ss| 13| 33| 3 9 1«|11| 8| 9f12(13/1¢| 13| 13| 9f10] 3|11 7 7
3| 12 70| wa| 31| 302| 72| 1e8]| 1u| 2¢]| 8] so] 10(t0]t1|10|t0(11/10| 10| 10| 3| 8|10]10 12 10
< ( ' RN |
“| 16 191 12| 154 129 9| 28 5i e| 1 1] o 3/ 2 2| 6 uf 3] 3| 2| 1| 3|3 1 3
of 16 10 7| 105| 166 26| w2 6| 3| 3 2| s| 3| 2| 2| «| s w|l s| 3| 3 e‘ 3 2 1
3| 12 16 8| 165 | 120 15| 29 s| ol 2 2| 3| 2|2 2] 3|2 2 ] 3 z\ 1 2! 2 2 2
6 16 11 8| 137 170 22| s2 [AIETY 3 3] s| | 3| 3t &) & s wl s 3| 3] 4| & 3 1
o| 16 10 7| 126 111 10| 29 o 7] 1 1] 3|2 1] 2| 3} 3] 3 2| 3 e\ 2| 2f 2 1 1
o 32 10 8| 2186| 185 27| 3 7| 12| 2 3| 6| s| 3]« s|ele 6] s| 3| 2] 4| s 2 1
o 16 9 w| 2u2| 221 7| 186 8| 10] 1 AR I IR o)l sl | 2|2 1 1
| 76 12 ] 161| 133 16 36 S 8 2| 2 al 3l 2| 2 «I LY 3 4 2‘ 2; 2| 3 2 2
| | ! | I l l |
3 12 99| 70| s17| 33:| 113|239 19 29] 1| se| 11fesfre|1e(12]12/1t] 13] 12)12)12 13018 18 16
“ 8] 257| 190| 365| 537 241 w98| 31| 7| 23] 30) 20|26|35|31|23|21/19| 21| 17|21|25|20(19 3s s
3 12 16| 121 655 37‘!' 133 300 22| 34 15 18] 13 (1181713 |12]12 12 13/15/16/16 |16 21 25
3 o 131 9of 726f wrif 134 381| 26| wo 20| 23] 17|20|26(23|18(17|16| 22] 16{17[21 16|1€ 26 20
3 12 217 153 cub 335 83| 230 19 33 10 16 1311611 (14/16|1¢|16 10 10|11 911213 20 32
3 b 136 93 336 184 69| 166 11| 20 7| 3 S| 6| 9| 6] 7 7' b 4 b‘ 7| 6 7 7 15 18
3 2 162 112 420 344 | 130 290 19| 2/ 15 17 12/15|18|16/13|12 12 13] 12|14f12(17 |18 23 24
| | f [ | |
[
sl e ua| zzI wo6| 318 66| 178| 17| 2¢| 8| 10 1z|m| 6 11|12 12/13| 11| 9f sl10| 9] 9 7 7
2 8 17 10 273| 267 13] ws]| 11| 17| 2 3l 10/ s 3 3/ 6| 7 9 7| ef 3] 1| of w 3 3
3 6 91| 75| 563 383 35| 202 20| 32| 12| 12) 1el12/12/10 1u 15 15| 15[ 12/10(10| 9|10 16 13
hl 24 101 78 603! w23 35| 223 ?0] 313 11 13 17 |16(16/15(15/15|17 12 11 9 I 1111 15 15
“ 8 73| s8| so6| 33s| sz| 1e6] 20| 35| 6 0] s6(12| 7|12|1ef15/ 16| 16| 11] 9] #|10]10 8 11
3 12 61 Lt 376 26« 85 169 13 17 11 10 9710 12,11. 9 3] 9| 12 9 9( S| 9| 9 10 9
| . | UL L
a‘ 16 23| 23 2| 13 1, 2 1] 1 1I 1|1 1] 1 11 1, 11 1
4 16 1 27 22 4 6 1 1 1 1 1 | | iy 1 | 1
[ 16 1' 1 22 21| 3 7 1 1 1 | ‘ 1 1 1 1 1 1'
L] 16 5 5 34 Jil 6 15 1] 2 l‘ 1 1 1 1‘ I 1 1 i 1 11 1 1 1
& 1A 1 1 31 23 kl 10 1 2 1 1 1 1 1 1 1 1 1 1 1 1 ' 1 1
3 b 4 2 25 | 22 3 7 1 1 1 1 1 1
S | ! - | | I et g ]
L 2a fas{ 6 [ 7 78| o | 1 [2|n] 2 |33]3ss[a6[ar]s8]s7] 30 |40 e a2{43[as] a5 46
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Program Audiences

TOTAL SURVEY AREA, IN THOUSANDS (000)
) TELE- ADI METRO -
DAY AND TiE casTs | TviH | TVHH o WOMEN wka MEN TEENS 1217
HOUSE-
ToT | 18| 15 [ 18 | 25 | 25 | 25 TOT | 18- | 18 | 25 | 26
STATION  PROGRAM o c::?fa ata| su | ara| su | HOLDS | TOT | 18 ZIn [TIE | Bl BRI BIZIZIB] o lons
KRS vy e 3| a 5 10 | 111213 ;14165 | 16 ] 17 819 |2]2] 2 [2
ARELATIVE STD-ERR|25 - 49% 1 1 3 17| 18| 24| 21| 15| 15| 15 19 18| 13| 21| 17| 15 23| 20
(15.E.) THRESHOLDS |50 +% 1 B e B B et | 1S Brd 1 B - 4 B e
5.00F U 1 | :
SUN PUBL AFFAIRS 3 8 i 3 | 3 1 | 1 1
AVG  IRONSIOE sof 1| 2 ul 2 19 v 8 2 4 4 5 9 6 9 5 3w 5 2| |
wWFER 1 ‘ ’ l ’
MON HCUSE PRARIE 3| 12| 1] 1 13 16 7 3| B | 12 5 10 s| 2 5 6 6 5
TUE BA BLK SHEEP 4 16 1, 1 11 12 | 8 3 4 5 6 8 4 8 6 3 4 S 1]
WED NBC HOV WEEK 30 22 1| 1 10 8] 3 | 3 3 3 7 3 14 o 2 4 5 1 |
THU VAN DYKE-CO 3| 12| 1| 1 8 10 6 32 “ 4 4 3 10 6| 2 5 5 5 3
FRI SANFORD-SON 4 8|l 1| 1 12 12‘ 6 1 6 8| 10 2 6 3 ’ 3 5 1 ‘
SAT  EMERGENCY 3| 12} 1| 2 20 184 6 1 4 6 34 13 1 8 Wl 1] 6 6/
e [P PR S B R I LE LT LT {eeeencdanas cceetecectonan 4omecgoana oo {-eeee qemecqecendocccdocacdnanas demen
8.30p WAAA | | | T {
FRI CHICO-MAN 4 8|16 29| 19/ 34 235 182 101 31| 51| 76| 94| 121 76| 134 5| 42| s0| es 36| 16
| ] I |
t {
weet 1 ‘ ] '
TUE LAVRNE=SHRLY 4 8} 30| 45 31| 47 414 300 255| 139 | 184 157' 173| 185 125 220 1864 132 131 142 161 84
THU *NCAA FQOTBLL 1 11112 22 13| 23 167 88' 60 16 33 44 48 63 14 158 108 68| 101 107 18 6|
THU BARMY MILLER 3 6 26‘ 39 28| 46 362 22‘0‘ 173 79! 115 116 132 158 | 105 236 161 115 110 132 94 33|
SAT WHTS HAPNING 3 6|12| 21) 12/ 22 179 105| 80 30| &5 59| 69| 77 47 95| 64 36| 47| 56 84 31
AVG NCaAa FOOTBLL 122 | 14| 43 16| 47 209 65 40 | 14 21] 34 41 52| 20 195 | 124 78| 34| tO7 29 L
widad | | ‘ | N
MON  PHYLLIS 3 616 23| 19| 27 231 11| 88| 25| s9| 70| 85| 113 60| 116 70| 51| 53| 61 36| 20|
WED JEFFERSONS 2 ol 22| 33| 24 36 314 253' 13| 83| 74| 121 150 195 112| 192! 114 73| 73| 96 9 | 47
SAT BOB NEWHART of 819 33| 19 35 261 231 128| 33 78| 107 131 168 73| 153 | 87| 51| 75 88 40| 25
! | ‘
. \ :
WRER l l
SAT SHOW OF SHWS 3 18 1 1 1‘ 1 7 7 3 1 3 2‘ 2 4 7’ 3| 2 3] 3 | I
SUN *700 cLuB 4 24 1 1 7 5 2 1 2| 13 5 6 1 1 1 2’ 1
AVG 700 CLUB 42 6 2| 1 1 11 2 1 4 1 1| 1 1 1]
| | |
WFFF [ | | | f | ‘
FRI  CrICO-MAN 4 sl 1| 1 { 3 9 4 1 W] 6| s 1 5| 2| 2 3 1|
................... eedemandann ---._--.4---,-------.---.--.{----4-.--.----T---..{-.---a-...1----..---.-.J..-- memedemcmdamend e eeadiaan
9.00p \SAAA | i | | ‘
MON NBC MON MOV o| 32| 25| 38| 29| u1 363 329| 236 | 103 150 162| 187 | 226| 138 207 | 150| 93 107 124 95| 63
TUE  POLICE WOMAN o 16| 1s] 21] 15| 22 135 162 | 97| 33| 52| 74| 90| 118 s2| 135| 74] 39| s9| &7 38( 20
THU BEST SELLERS ‘4| 24 1‘4; 24 16 | 28 203 170 | 117 34 73 95 | 113 131 48 1‘48| 109 T4 78 91 31! 13
FRI RCCKFRD FILE o| 1e6]16| 28] 18/ 31 230 180 110 | 14| 55| 97 111‘ 137 71| 1e1| 73| 37 eu| 83 36| 10
SAT NOC SAT MOV 4| 33 15: 26| 16/ 30 208 146 | 102] 36 55' 81 ‘ 38| 116 56| 138 | 103 56| s2( 97 ssl 29
WDOD | f
MON *HERV GRIFFIN « 16| 4 8 “| s 76 12| 18 3 7| 16| 23| 37 17 w2| 8| 1 8| 10 2 2
TUE *MERV GRIFFIN «| 18| & | 8 6| 9 102 106 | 23 5 6| 21| 29| s2 24 62| 16 6| 13| 17 50
WED *MERV GRIFFIN L) 16 6 9 6 9 105 35 32 5 8 28 34 58 24 70 22 4 19 26 2 1
THU *MERV GRIFFIN 4 16 5 l 8 5 I a 89 80 26 6| 6 20 26 42 l 16 61 18 ‘ 2 16 20 8 6
FRI *MERV GRIFFIN 4 16 5 8 5 8 84 78| 17 4 | 4 15 24 L3 14 45 13 3 11 1e 5 2!
SUN  HEE HAW 4« 16| 6| 8 5| 6 107 91| 25 3 9, 20| 27| s 21 84 | 24| 9| 20| 31 13| 8|
AVG  MERV GRIFFIN ' 80| 5| 8 5| 8 91 35| 23 4 6| 20 27| s 19 55 | 15 3/ 13| 16 5| 3
wCe & l | | i [ | i
MON NFL MON FTBL 4| s0|2u| we| 26| us 335 136 9« 27| sz2| 71| so0| 103 | 50| 319 219 132 159] 181 57 5 |
TUE RCH=-POOR MAN 4 ‘ 16 | 19| 28| 21 32 266 227 | 174 | 89| 117 | 105 123 | 141 91| 166 120 | 88 78| 33 59| 31
| WED BARETTA 3| 12])25| 38| 27/ w2 348 250 | 189 86| 132 120 | 132 | 157 95| 225 | 170 114 118 137 105 | ws
| THU TONY RANDALL 3 ef1s| 27| 19 31 245 170|127 | se| as| 5| 103| 122| es| 152 | 108| 76| 72| o8 61| 33
FRI AEC FR NT MV 3| 24|17 31] 18] 33 250 213|170 | 98| 104 103|124 | 135| 76| 164 | 126 | 75| 88/ 107 87| 59
SAT *STRSKY=HUTCH 3 l 12|11{18) 10 19 158 117 | 87| w3| 61| se| e2| 75| w2 92| 68| 38| 53| 56 86 | 36 |
SUN ABC SN NT MV 30 3114 20| 15] 22 196 116 | 81| 25| &7 B1| 75| 89 54| 166 | 129| 85( 87| 102 38 9|
AVG  STRSKY=HUTCH | 1613 I 22| 14| 26 191 135 106 | s2| 71| 71| 79| 91 | ws] tte] 90| wo| 74 l 79 91| 1|
H
w333 | w '
MON MAUDE o sf15|20] 18] 21 207 161 114 | &5| 75| 76| 88| 106 | 68 95| 68| 45| 49| 56 28| 20|
TUE MASH “ 8l2e| 38| 27| w0 369 260 | 184 | 76| 124| 130 | 151 | 185 110| 231 | 169 | 117 | 118 137 38 | 40
WEG CBS WD NT MV 2| 20|16|27) 19 33 224 161 [ 121 53| 84| 78| 90| 105 69] 146 106| 60| 81| 95 37| 16|
THU HAWAII 5-0 3| 12|1ef 27| 16| 27 228 180 | 113 | 31| er| 84| 92 121 l 72| 153| 93| w7 | 74| 89 51 19
FRI C6S FR NT MV «| 30|14 26| 16/ 29 206 155 | 115 | 32| 67| 94| 108 | 124 63f 140 | 98| 61| 69| 82 ub | 22
SAT ALL IN FamLy 4 8l22|37] 22| 38 314 265 | 161 | 38| 77 116 145 | 188 92| 180 91| s3| 78| 97 49| 30
SUN  KCJAK «| 20|17 |25 19] 27 240 183 [ 111 | 30| 56| 92| 116 143 76| 166 110 | 52| 85 101 36 17
| |
Wik ’ !
MON *MOVIE 20 3 24 2 2 (4 2 26 19 9 k\ 7 7I 9 15' 3 20 11 3 11 11 6 4
TUE *MOVIE 20 «| 2] 203 2| 3 29 11 ? 1 4 6 6 6 1 26| 16| | 16| 18 2 ‘
WEG *MCVIE 20 s| 321 1| 2 2| 3 27 17 9 s| 7| s 8| 12 6 16 | 11| 10 5 6 7 3
THU *MCVIE 20 o | 32| W 7 “i o7 58 41| 30| 16| 25| 13| 22| 29 13| 48| 33| 19| 23| 27 11 6
FRI FALL EAGLES ‘| 16| 2| 3 2| 27 26 | 17 2| 11| 15| 1e| 20| 12 17 8 2 8, 11 2
AVG MOVIE 20 120 | 2| 3 2|« 36 22 | 14 ? ’ 11 9| 11| 15 ’ | a7 | ar 9| 13| 1s 6 3
WFFF [ |
MON NBC MON MOV 4 | 32 1] 1 14 16 10 3] 6 14 9 10 ‘ 2 9 | 5| 3 3 5 14 4
TUE PDLICE WOMAN L 16 1 2 13 17 12 4 ] 14 9 11 13 ‘ . 11 3 5 8 3 S | 2
THU BEST SELLERS o 24 1 1 10 10 7 3 4 5 5 6 1 6 4 3 1 2 3: 1
FRI RCCKFRD FILE 4 16 1 ' 2 16 17 6 | ' 1 6 3 12 4 12 L3 2 4 ) 7 3 i 1}
SAT NEC SAT MOV o 33| 1| 2 13 10 8| & 4 6 7 7 | 1 11 6 3 u 3 11 a
.................... iy Pt niehts thhbets bk tRERLEED: SEDELE SERED ESSEL CETEE EETRE LTS FEERETPERE EETRE SR P BRI S IS
9.30p WCCS | f | [ ‘ [ [ l
THU NANCY WALKER 3 | 6|16| 26| 18 29 225 177|138 66| 96| 85 101 115 86 134 | 100 | 74| 61| 72 50| 27
|
whaS l ] [
MON ALLS FAIR 4 81115 1116 153 11| s2| 37| se| s¢| 64| 72 s1| 63| 53| 37| 37| uy 25 | 21
TUE ONE DAY TIME 3] efje2o|32| 21|33 298 216 | 163 | 71| 115 | 115|130 | 152 | 100| 173|135 | 39| 95| 107 73| 39
SAT  ALICE 4 s |18 32] 18] 33 258 211 | 110 | 33| 56| 30| 117 | 148 65| 138 63| 37| o1t | 78 46 | 29
'} | I
L 1112] 3] 5 10 | 1| 12T 314|116 ] 17 w8]w|20[a] 2 [=
} TECHNICAL DIFFICULTY
PRULRAY AUDIENCES NOVEMBER 1976 + PARENT/SATELLITE RELATIONSHIP

20

A SEE TABLE ON PAGE
* INCLUDED IN AVERAGE



Program Audierces

T TOTAL SURVEY AREA (000} oy AD1 RATINGS
DAY AND TIME CASTS | CHILDREN PERSONS TVHH | peRscns WOMEN wkg MEN TEENS | CHILD
N ToT ToT
STATION PROGRAM [NO. NO. 2- (.3 - 15- 12- 16-| 12- TOT|18-(15-[18-|25-| 26| 25 TOT| 18- 18-| 26- | 25- 12- 2-
i OFlOF%| % | 11 | 2+ | "8+ | 24 | 34 [ RTG|SH | 54 | 34 |18+ {49 |24 |34 |40 |64 |64 | 18+ 118+ |49 [34 |49 |54 17 1
KiHRS [ 754 | 25 | 6 | 7 | 8 | 9 1 | 2|31 32 133]3a]35]{36(37{38[57] 30 | 40 |a1]a2 43|« 45 46
ARELATIVE STD-ERR | 25-49% w1 | 32| 38| 22| 27| as 1 “ 1] 1| 2] 7|2 2|1 o] 1] 2] & 3|2 6 7|
| (1S.E.) THRESHOLDS | 50+% | wl T8l T8l sl Tl e A | 2 LL Sl N R 2|
I oop Lese€ | | = o = B e e e = (e - T e ] af
8.00P C 11
SUN PLBL AFFAIRS 3 8 3| 3 ‘ . (]| ‘ | | |
AVG IRONSIDE 80 2, 2| ar| a3 “ 9 Y RS Y Y I Y Y YIS SRS 1| \
|
WEFE I ! { [ 1| || | ||
MON HOUSE PRARIE 3| 12 8 8| w0 26 11 1] 1 1] 1] ] 111 i 11
TUE BA BLK SHEEP 4| 16 6 o| 27| 20| s 8 1| 1] 1 1 1|111 1lx|1 1| 1] 1]
WED NEC MOV WEEK 3| a2 3 3 13| 15 1 6 il[| B¢ 1 |
THU VAN DYKE-CO 3| 12 | es| 20 5 9 1 1] i 1| 1] gy 10 1| 1}
FRI  SANFORD=SON “i e w| 2| 23] 18 2 1! 1 ' Y Y [ |
| satT  EmERGENCY 3| 12 16 8| «8| 26 1 11 1] 2 [ 1 14 1 SR RIES| 1 |
ISFOETTIt Tt I IO O I O I o
| FRI chIcC-HaN ul 8 ws| 35| 335| 318 5rl 127 16| 29| 7 7| t2f10| 7| 8|11 t112| 3] 10| 7| 7 8|9 6 7
weee | ! ‘ I» [ | ’ [ | ' l }
| TUE  LavRNE-SHRLY :.' 8] 19u] y50| 875 520 | 225| 77| 30 ws|z27| 23| 20 zs’zuisoizz]zx 18| 22| 16|13 zslzo‘m 33 29
THU *NCAA FOOTBLL 1] 11 20 17| 284 | 246 | 30| 119| 12| 22| 3| 7| 5|5 2|« 6|66 2| 12{11 121514 o | 2|
THU BARNY MILLER 3 6| 100/ 71 656 460 161 326 26| 39] 20 20 1517 (13 19]16 (16/15| 18| 1717 (20|17 |17 13 15
SAT WHTS HAPNING 3 6| 125| 96| «03| 200 69| 165| 12| 21| 8| w0} 78| 7| 7|8 8 7[ 8 |66l 717 17 17|
AVG NCAS FOOTBLL \ 122 27| 24| 318 zeol 50 128 14| w3} & 8l «| w2 3555/ «)i1ef13/13]14]10 6 o
| w333 ‘ l [ | [ P L ‘ ’
MON  PEYLLIS 3 6 wo| 21| 353|277 51| 1e6]| 16| 23] e 3l 11| 9 5| 9l10oi10f11| 10] ol 7/ 3| 8l 6 7 3
| WED JEFFERSONS z‘ 4 79 70 sze| 455 | 126| 241 zz| 33 15| 14 18 15.1slxz|n 1c/19| 19 16 (12 121113 20 | 12|
SAT BOB NEWHART 4 8 73 50| 497 | 384 | 3| 169| 13| 33| 6| 10| 1512] 8[12/15|16{16] 13| 11| 8] 81011 8 11
[ [ . | .
l WEFE | . 1 | | [ [ | | 1 | ‘ |
’ SAT  SHOW OF SHWS 3| 18 | 1| 1a 1 5 1| 1 1 ‘ [ 1]
SUN *700 cLUB Wl o2 | 13 11 1 3 | A [ [ | | . ‘
AVG 700 CLUB 42 ! 7 6 1 3 | |
| weeF | ] | ] ERRRN BER L
FRI CHICO-MAN D) 8 3| 1| 18 14 | 1 2 1 1 1 | 1|11 | | | |
[RPSCTTICRT Y -3 N Mt s N 0 N 0 e v -
9. 1 |
MON NBC MON MOV W| 32 35 27 666 | 536 | 165| 336 zsll 36| 20| 20 22 |23 |26 |24 23/23/22| 23] 15 |16/16 |16 |16 13| 5
TUE  POLICE WOMAN «| 16 19| 16 354|297 | 55/ 129 to| 21| 7 7| 10| 9| 8| sltojt0i11| ol 10| 8 7| 9|9 5| 2
THU BEST SELLERS 4| 26 71 5| 356 318 74| 178 to) 2ef 31 0] 11l11) 8l11 1311312 8| 11f11]13f12]12 6 1
FRI RCCKFRD FILE 4| 16 32| 23| 389 321 37128 1628 «| 712 11| 3| 9{ta 14113 12] 10/ 8 610 (11 7 4
SAT NBC SAT MoV o| 33 27| 24| 374| 284 74| t176]| 15|26} 3| 10| 9l1o] 9] 9j11]12]11 9] 1011 10]12]13 13 “
! WD I I I | l | | ‘ [ ] [ [ | | | | . | |
MON *MERV GRIFFIN Wl 16 2 2 118 114 3 10 ol ® 1] of 2 1] 2| 2| 3 3b 3l 1|1 J
’rus ¥MERV GRIFFIN ul 16 2| 2z 175|168 9| 17 6 8 1’ 1 5\z|1 1| 2] 3| & W] o 1 1'2:2 t]
| WED *MERV GRIFFIN W 16 6 3173 tes 9| 1u 6 3| 1 1] s| 3] 1] 1| s]|a|s] o] of 2] 1] 2] 3 |
THU *MERV GRIFFIN “f 16 . 4| 153 | 161 9| 16 s| e of o) «f| 2| t] 12|33 2] «2 2f 2 1
FRI “MERV GRIFFIN [ 4| 16 2| 2| 130|123 ef 12| s| s| 1| 1} «|z|1|1]|2|3| 2 31 1[ 1| 2 1|
SUN HEE AW 4| 16 5 30133175 | 17| 31 6| s8] 2| 2| s|z2|2|1f2f3 e 3] s|2j 223 2 1
| AVG MERV GRIFFIN | e0 w3 tea] 160 7| 14 5|8 1y 1 ulz 1;1'2,3‘~ 3 3'1 1] 2] 2 1 ‘
|
wecee | [ | |
| MCN NFL MON FTBL 4| s0 11 10| c23 55| 116 2e1] 26| es| 1a| 151 9| 9] Gl 810 (1010 8| 24 |23|23|2u |23 12 2
| TUE RCH-POOR MaN 4| 16 20| 13| 476! 3c3) 150 | 264] 13| 28| 18! 1e| 15 17{21 |19 15 15{16| 15| 12|13[15]12]12 12 3
l WED BARETTA 3| 12 61| 52| a1 75| 162| 3511 25| 38| 20| 21| 17(19/21(22|17|1€/15 17| 17 18|20/18 18 22 9
THU TONY RANOALL 3 6 52| 39| 436, 323 103 222 18| 27 ] 13} 13| 11]13]14 u‘xz 13/12] 15| 11|11 (1311 (11 13 8
| FRI 8EC FR NT MV 3| 2 4] 27| w38 377 | 152 266 17| 31| 19| 16| 1e 17|21 7|1a(15/13] 13] 12|13]12|13]te 15| 5
SAT *STRSKY=HUTCH 3| 12 57| 5| 352) 209| 76| 185] 11/ u8] & a0f 7 ;[10‘ a‘ 8| 7 7‘ 7l 6| 7] 6| 8|7 17 8
SUN  ABC SN NT MV 3| 3 8 8| 326! 280 90 170} 16| 20} 11 10| 7| 8| 6| 8] 9| 9| & 9| 12/14l15 1313 8 1
AVG  STRSKY-HUTCH I 1e 5s| us| 338 | zwl 88 | 211 13| 22| 10 12 ;I10|1z'11 10 9, 9 sf 8|9 7lu 10 18 8
w3ad | | ‘
MON  MAUDE 4 8 29| 21| 313] 256 66| 148| 15| 20| » of t1feefrafe3|aafaa|al 21] 7| 7| 8| 7| 7 6 4
TUF  MASH 4 8 51| 37| 6«0l 91| 148 333) 2€| 38| 18 20| 17 18]19|20(18 18|18 13| 17[18]20|18 |18 20 7
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RATINGS: AN AID TO PROGRAMMING
AND PURCHASE OF TV PROPERTIES

by Philip F. von Ladau
V.P/Gen. Mgr. Marketron, Inc.

Reproduced, with permission from the author,
from Broadcast Financial Journal, March, 1976

Despite protestations so often
being made to the contrary, station
management actually makes far
more use of the ratings than they
realize. After all, none of us were
born knowing that early evening
news skews older and late night
news, younger, or that situation
comedies’ major audiences are
young while game shows tend old.

Years of even casual exposure to
the ratings, if only conversationally
and in summary fashion, have
established such demographic cha-
racteristics along with a knowledge
of the volume and types of audience
available at any particular time of
day. :

Therefore, in considerations of
how to program a station this “feel”
is automatically taken into account
by the management team.

However, a little deeper pene-
tration of the ratings to see how
different program types perform
under various conditions will permit
a more knowledgeable discipline to
programming and thus narrow the
area in which the final decision must
be made on individual judgment.

Here are some basic guidelines
developed from studying such
historical rating data on television,
many of which can also be applied to
radio as well.

In programming a TV station it is
generally necessary to take into ac-
count, individually and in combina-
tion;

A. Five Basic Considerations

1. Program selection; which
shows to use
2. Time period placement;
where to put them

. Sequencing; which goes

next to which

. Competition; determine,

insofar as possible, what

is most likely to oppose
each program.

5. Cost of each property; for
existing ones, at the
current point of amortiza-
tion; for new ones, at the
amortization rate to be
used.

B. The Four Demands Made on
a Program
1. Easiest; sustain the audi-
ence inherited from the
preceeding show.
2. Next; hold audience tun-
ing in from “off”
3. Hardest; take from com-
petition
4. All cases; hold whatever
audience is achieved

L]
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through the duration of
the program itsell.

A program which will not hold its
audience, no matter how achieved,
generally forces the hardest situa-
tion in the following slot, namely,
rebuilding by taking from the com-
petition.

C. Ten Basic Programming
Principles

1. Attack where shares of
audience are equally di-
vided. It's a lot easier to
take a little audience from
each of several stations
than a lot of audience
from a dominant pro-
gram,

2. Build both ways from a
strong program. Take ad-
vantage of early tune-in
to a strong program cre-
ating “free” sampling of a
good preceding show; late
tune-outs to accomplish
the same for the follow-
ing. This falls under the
principle that it's easier to
sustain an audience than
to build one.

3. Sequence programs dem-
ographically. Don't force
unnecessary audience
turnover.

4. When a change in appeal
is called for, accomplish it
in easy stages. When the
available audience or com-
petition dictates a change,
do so with a program type
that will hold as large a
share of the preceding au-
dience as possible rather
than attempting to com-
pletely change the demo-
graphic appeal.

5. Place “new” programs at
time periods of greatest
tune-in. This amounts to
free advertising through
happenstance sampling.
People turning on their
sets generally leave them
at the station last used
and thus at times of build-
ing (increasing) set-
usage, a significant num-
ber of people may inad-
vertently be exposed to
your new show.

6. Keep a “winning” pro-
gram in it's current posi-
tion. Changing competi-
tion must, of course, be
taken into consideration.

/ Broadecast Financial Journal/March ‘76

But when people are in
the habit of finding a
popular program in a par-
ticular time period, an
audience loss is risked in
moving it.

7. Counter-program to pre-
sent viewers with a rea-
sonable alternative to the
other fare. It's generally
better to offer something
different than just anoth-
er version of the types of
programs already being
aired by the competition.

8. Program to those people
who are available. A lot of
errors are made here by
considering the age/sex
make-up of all the audi-
ences using TV. What is
really available to most
programs, particularly In-
dependent and/or indivi-
dual station placed pro-
grams, 1is just that
audience that remains
after the dominant show
has commanded its share.

9. In buying, always consid-
er how it would be to have
the offered program oppo-
site you. It may be worth
a small going-in monetary
loss as opposed to the big
one that might be created
with the subject program
opposite your existing
properties.

10. Don't place an expensive
program in a time period
where there is insufficient
audience or revenue po-
tential, enough to at least
break even in combination
with its preceding and
following properties.

D. Buy or Not Buy; How Much
to Pay

The usual approach is all too often
pure speculation by the manage-
ment team. After viewing some
excerpts from an existing property
going into syndication, or the pilot
of a new show, they end up guessing
a rating range that often differs by
as much as 100%, with little or any
idea as to where they would place
the show or pulling any rating
history of available audience or the
performance of this or similar pro-
grams under various conditions.
This usually ends up with one group
guessing the show will get a 5%
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rating, another opting for a 7% or
8% and somebody who's particulary
high on the show guessing a 9% or
10%; a needlessly tough way to
make a decision; particularily when
there's a far better, more definitive
and easier way to proceed.
Actually, the area of speculation
can be narrowed down to merely
deciding whether a certain program
can achieve one particular rating or
not, to which decision that station’s
financial manager’s input is all
important. Similarly, what bid is
affordable under different condi-
tions can also be closely determined.
The discipline is as follows:

1. Determine the possible
amortization methods
that might be applied to a
new property.

2. Determine how the prop-
erty is being offered; x
years; y runs or unlimited
runs, etc.

3. Determine the first
round’s cost per episode.

4. Since the inventory must
support the station, de-
termine a burdening
factor that represents all
operating expenses in-
cluding “loss” features;
i.e. programs that are
carried in the public in-
terest or the station’s in-
terest. News, for example
is often less than success-
ful monetarily. (On these,
subtract the revenue;
then add the loss remain-
der to the burden).

5. Multiply the probable cost
per episode for the prop-
erty being considered by
this burden factor to
arrive at the real cost per
episode.

6. Determine the going rev-
enue per rating point per
commercial minute that is
being paid by the industry
for the time (or times) for
which the program is
most likely to be placed.
(For $ per rating point,
use your usual mix of
commercial durations; all
60’s or any mix of 20’s,
30's, 60's, ID’s, etc. to ar-
rive at an estimated rev-
enue per commercial min-
ute).

7. Determine the number of
commercial minutes that
will be available.



Then create an appropriate table
such as that shown in Example A,

¢ Rating levels from 1% to
20% are shown in the left
hand column.

e Percent sell-out from 20%
to 100% is shown across
the top.

e In this example, it has
been determined that the
probable revenue per rat-
ing point per minute is
$100. So, opposite the 1%
rating $100 is shown, op-
posite the 2% rating $200
is shown; 3% is $300, etc.

e The station will generally
“net” only 85% of that;
15% going for agency
commissions. So the $100
becomes $85, the $200 be-
comes $170, etc.

e The program will carry
six commercial minutes,
so the “net” in each case is
multiplied by 6, for the
one rating this becomes
$510.

* Then each of the 6 minute
revenues are multiplied
by all the percent sell-
outs across the top. A
20% sell-out at the 1%
rating level would be $102
(6 minute revenue of $510
times 20% sell-out).

A book of tables can easily be pre-
pared in advance, a one time job, for
every conceivable situation.

¢ for ratings from 1% to as
high as logical.

e at $10 per rating point up
to as high as your station
ever gets.

e for sell-out positions of
from 20% up to 100%.

e for 1/2 hour programs (6
commercials minutes) one
hour (12 c¢m) 90 minute
minute programs (18 cm)
2 hour and/or sports. And
a separate single minute
section can be created for
a typical situation.

In Example A, the property being

considered consisted of 200 episodes
priced at $3500 each with 6 runs.

The proposed amortization was
50% against the first run, or $1750.
(20% second run or $700, 10% third
and fourth runs and 5% fifth and
sixth runs).

The burdening factor was deter-
mined to be 120% i.e., the $1750
first run episode cost was increased
by 120% or multiplied by 2.2 for a
break-even cost of $3850.

All that is necessary now is to
draw a line to the left of each dollar
figure in the body of the table that
equals or exceeds the $3850 cost.

It is immediately apparent that
the minimum rating this program
would have to achieve in its first run
is an 8% AND a 95% sell-out at that
rating level.

The only question, then, that has
to be answered is, “Is that logical?”

To answer that question, general
management then must be aware of
two things.

1. The average rating for
the time of day being con-

EXAMPLE “A” TELEVISION PROGRAM POTENTIAL REVENUE GUIDE

% HR. PROG.; COST $3500; 1st RUN, 50% = $1750 + BURDEN of 120% (x 2.2) = $3850

RTNG: GROSS NET  MINS 20% 25 30 3% 40 4 5 5 6 6 /0 75 60 8 %0 95 100
LEV EST.REV. LESSAG X6 x % SELL OUT————>
PERMIN. COMMIS.  MIN

1100 85.00 50 102 128 153 179 204 230 255 81 306 B2 7 383 408 44 43 485 510
2 0 170.00 100 204 25 306 357 408 459 510 561 612 663 74 765 816 867 918 %63 1020
3 300 255.00 530 306 383 459 5% 612 689 765 842 918 9% 1071 1148 1224 1301 1377 M4 1530
4 400 340.00 2000 408 510 612 74 816 918 1020 1122 1224 13 428 1530 1632 1734 1836 1938 2040
5 500 425.00 %60 510 638 765 893 1020 1148 1275 1403 1530 1658 1785 1913 2040 2168 2235 2423 2550
6 600 510.00 060 612 765 918 1071 1224 1377 1530 1663 1836 1989 2142 2285 2448 2601 2754 2007 3060
7700 595.00 %70 7 893 1071 1250 1428 1607 1785 1964 2142 2321 2493 2678 2856 3035 313 3332 3570
8 600 £80.00 4080 816 1020 1224 1428 3632 1836 2040 2244 2448 2652 2856 3060 3264 3876 4080
g 900 765.00 4590 918 148 1377 1607 1836 2066 2295 2625 2754 2984 3213 3443 3902 4131 4361 4580
101000 860.00 5100 1020 1275 1530 1785 2040 2295 2550 2805 3060 3315 4080 433% 4590 4845 5100
1 N0 935.00 5610 1122 1403 1683 1964 2244 2525 2805 3086 3366 3927 4208 4488 4769 5049 5330 5610
121200 1020.00 120 1224 1530 1836 2142 2448 2754 3060 3366 3978 4284 4500 4896 5202 5508 5814 6120

131300 1105.00 6630 132 165 1989 2321 2652 2984 3315 3978 4310 4641 4973 5304 5636 5967 6289 6630

141400 1190.00 740 1B Vg5 242 2499 285 3N3 3570 | 3927 4284 4p41 4998 535 6712 6063 646 6783 7140
15 1500 1275.00 750 1530 1913 225 2678 3060 3443 3625 | 4208 4590 4973 5355 5738 6120 6503 6885 7268 7650
16 1600 1360.00 8160 1632 2040 2448 2856 3264 3672 l 4080 4488 4896 5304 5712 6120 6528 6336 7344 7752 8160
171700 1445.00 670 1734 2168 2601 3035 3468 | 3902 4335 4769 5202 5636 6069 6503 6936 7370 7803 8237 8670
18 1800 1530.00 9180 1836 2295 2754 313 3672 | 4131 4590 5049 5508 5967 6426 6885 7344 7803 862 8721 91680
19 1900 1615.00 9690 1938 2423 2907 3392 ’—BBTB 4351 4845 5330 5814 6299 6783 7268 7752 8237 8721 9206 %60
20 2000 1700.00 10200 2040 2550 3060 3570 | 4080 4590 5100 5610 6120 6630 7140 7650 6160 8670 9180 9630 10200
24
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sidered; yours and the
competitions.

2. The percent sell-out
normally achieved on
your station in a compara-
ble rating range.

But that's far from the whole
story. There are five more potential
runs of the program being contract-
ed for.

On Example B each of these in
turn has been entered showing that
the $ break-even point for the
second run could hr = 4% rating
with 80% sell-out or a 5% with a
65% sell-out, ete. The 3rd through
5th runs could survive with ratings
of from 3% down to 1%.

Now a further decision is possi-
ble. Is a loss affordable on the first
run if it can be made up on the other
runs? This is particularly important
if it means keeping the competition
from throwing a strong property
against you.

If, rather than having a predeter-
mined price, this is a bidding

situation a similar little bit of math
and entry for several levels, would
of course, help to determine what
amount could rcasonably be bid.

One additional factor should be
brought into play. If on a station
usually hitting peak rating in the
potential time period of, say, 5%
should come up with an 8% rated
property it is most reasonable to
assume that the levels of the pre-
ceding and following shows would
be advanced one or two points. The
property being examined then
should be credited with these one or
two points and thus considered at
the 9% or 10% level rather than
8%.

If, conversely, the competition
should gain a strong property, the
same tables will work to see how
much of a decrease in rating on your
existing properties can be support-
ed. (Obviously, the same procedure
can be followed for all of a station’s
current stable of shows to
determine which are in the + or —

column).

Finally, the fortunes of a station
can be balanced from year-to-year if
several amortization methods are
available.

Example C shows, with the amor-
tization schedule just used, the loss
on the first run being more than
made up for in subsequent runs at
the estimated rating levels shown.

Or, depending on the existing
profit picture, it may be advisable to
opt for, as an example, a purchase
and amortization plan such as that
shown in the second example which
would be profitable in the first two
runs, fall below in the 3rd and 4th
and these, having been fully writ-
ten off in 3 years, represent pure
profit in additional runs.

So, the basis for making better
judgments is there in the ratings.
Combined with good information, in
usable form, from the Financial
Managers any station is bound to
make better buying and programm-
ing decisions.

EXAMPLE “B” TELEVISION PROGRAM POTENTIAL REVENUE GUIDE

200 EPS  $3500/EP X 6 RUNS

NET MINS 20% % 30
100 8500 510 102 128 183
200 17000 1020 204 %5 306

RTNG:
LEV

—_

KLU B 1] 50 85 60 65
178 204 230 %5 B 306 3N

Amortize + 120% Burden
1st Run 50% x $3500 = $1750 = $3850
2nd Run 20% x 3000 = 700 = 1540
3rd & 4th Run 10% x 3500 = 350 = 770
Sth & 6th Run 5% x 3500 = 175 = 385

n 75 80 8 90 95 100

B e[ 408 4 49 a8 510

n4 7651 816 867 918 969

1020

300 25500 1530 306 383 [ 499
400 34000 2040 | 408 510 612
500 425.00 2550 510 638
600 510.00 3060 612 765
700 535.00 3570 74 | 893
800 680.00 4080 | 816 1020
900 765.00 4530 918 1148
10 1000 850.00 5100 1020 1275

918
101
1224
1377
1530

0w O ~N O " D W N

1683
1836
1989
2142
22%
2448
2601
2154
2907
3060

111000 9500 5610 122 1403
1201000 6120 124 153
131300110500 6630 1326 [ 1658
14 M0 N000 7140 1428 | 1765
15 1500127500 7650 1530 | 1913
6 160013000 8160 1632 2040
17 1700144500 8670 1134 2168
18 1800 1530.00 9180 1835 22%
19 1900 1616.00 9690 198 223
0 2000170000 10200 2040 2560
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%7 ﬂue 59 50 561 612 663

% 5th & 6th RUNS,
5% 612 689 765 | B42 918 9%
74

=

1224 1326

1224
1632

1454
1938

10N
1428

1148
1530

1301
1734

1377
1936

1530
2040

816 :18 1020 1122
3rd & 4th RUNS
833 1020 1148 1275 1403
1071 1224 13717 1530 | 1683
1250 1428 | 1607 1876 1964
= 2nd RUN
1428 11632 1836 2040 2244
1607 1836 2066 2295
1785 2040 22%5
1964

1530
1836
2142
2448

1658
1989
N
2652

397

1785
2142
2499
2856
KVAK

1913
2295
%78
3060
3443

2040
2448
2856
3264
3672

2168
2601
3035
3468

2295
2154
KVAK]
3672

2473
2907
3382

2550
3060
3670
4080
4530
5100
5610

3876
4361
4845
5330

%% 54 2984

20 2805 3060 3315

M %% 805 3066 366 3647
U2 418 2554 3060 36 3672 [ 3078
2801 %52 2984 335 2547{3#4310
299 2856 3213 370 [ 3927 484 dgd
678 060 3M3 3625 | 408 4500 4973
2656 W64 3672 | 4080 4488 489 5304
0% 68 [ 3902 433 4769 502 563%
M3 72 | 4131 4590 5049 508 567
39 W 161 4845 530 5814 6299
3570 | 4080 4590 5100 5610 6120 6630

H

25

4284

18t RUN
48%

5304
5Nz
6120
6528
6936
7344
1782
8160

4590
4973
5356
5738
6120
6503

5202
5636
6063
6503
6936
1310
7803
8237
8670

5814
6299
6783
7268
1752
8237

65120
6630
nao
7650
8160
8670
8721 9180
8206 %690
9690 10200

5508
5967
6426
6885
7344
7803
8262
8721
8180

4641
4398
5355
512
6069
5426 6885
6783 7268
140 7650



RATINGS. . . EXAMPLE “C"

Estimated Cost vs Revenue Summary
for
Hypothetical 1/2 Hour Program
6 Commercial Minutes

TOTAL COST:

200 Episodes
X $3,500 Per Episode
= $700,000 + 120% Burden
= Total Cost of $1,540,000

1. 6 Run Basis:

200 Episodes
X 6 Runs
= 1,200 Episode Runs
Stripped 5 Per Week
= 240 Weeks or 4.6 Years

1st Run, 50% X $3,500 = $1,750 + 120% = $3,850.
2nd Run, 20% X $3,500 = § 700 + 120% = $1,540,
3-4 Run, 10% X $3,500 = § 350 + 120% = § 770.
5-6 Run, 5% X $3,500 = § 175 + 120% = § 385.

X 200 EPS= X 200 EPS=
ESTAVG ESTS$ $/EP RUN* COST/EP RUN  NETINCOME NET COST
__RATING __SELLOUT  REVENUE  _ +120%  _PERRUN  _PERRUN _
1st RUN 7% 80% $2,856 $3,850 $ 571,400 $ 770,000
2nd RUN 6% 70% 2,142 1,540 428,400 308,000
3rd RUN 5% 60% 1,530 770 306,000 154,000
4thRUN 4% 55% 1,122 770 224,400 154,000
5th RUN 3% 50% 765 385 153,000 77,000
6th RUN 3% 50% 765 385 153,000 77,000
TOTAL: $1,836,000 $1,540,000
*From Revenue Guide (Example A) Y2 hour show, $100 per rating point
2. Unlimited Runs -5 Years
3 Year Weekly Write Off
COST/EP-RUN

Stripped 5/Wk = EST AVG EST$ $/EP-RUN ($1,540,000 NET NET
260 Per Year RATING SELL-OUT REVENUE % 780 EP-RUNS INCOME _ COST
200 1st Run 7% 80% $2,856 $1,974.35 $ 571,200 $ 394,870
200 2nd Run 6% 70% 2,142 1,974.35 428,400 394,870
200 3rd Run 5% 60% 1,530 1,974.35 306,000 394,870
180 4th Run 4% 55% 1,122 1,974.35 -_.___201,960 355.399_
3 Years = 780 EP-RUNS $1,507,560 $1,640,000

20 4th Run 4% 55% $1,122 22,440
200 5th Run 3% 50% 765 153,000
200 6th Run 3% 50% 765 153,000
6th Run 200 EP-RUNS $1,836,000
100 7th Run 3% 50% 765 76,500
5 Years = 1,300 EF,-RUNS $1,912,500 $1,540,000

NB: In either (A) or (B) above, runs do not have to be sequential. Estimates of rating and sell-out can readily be adjusted on an annual
rather than per run base.

/ Broadcast Financial Journal/March ‘76
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ArBITRON RADIO

Audience Estimates in the
Arbitron Market of

YOURTOWN

THIS REPORT ALSO CONTAINS
RADIO AUDIENCE ESTIMATES
FOR THE YOLRTOWN ADI

October/November 1976
Oct. 28 - Nov. 17
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Audience Estimates in the
Arbitron Market

Power Frequency Network

(Watts) (AM in kHz) Affiliation
Station Day Night (FM in mHz) Format
WAAA 250 1540 MBS MOR
WAAA-FM 3,000 3,000 92.7 MBS MOR
WBBB 3,000 3,000 101.7 ABC I C&W/Religious
WCcCC 1,000 1090 ABC I C&W/Religious
WDDD 1,000 1,000 1250 CBS MOR
WEEE 500 1570 IND C&W
WEEE-FM 3,000 3,000 105.5 IND Top-40
WGGG 1,000 250 1450 ABC E C&w
WHHH 5,000 5,000 1380 IND Contemporary
WJJJ 48,000 48,000 97.3 IND Beautiful Musi
WKKK 50,000 50,000 1190 IND MOR
WLLL 44,000 44,000 95.1 IND Cuntenperary
—————— Outside ABRITRON Radio Metre Area--—--=—-oee oo~
CAAA 50,000 50,000 800 IND Top-40
WMMM 250 1140 IND MOR
WMMM-FM 37,000 37,000 93.3 IND MOR
WNNN 50,000 50,000 760 CBS VARIETY
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The Kinds of Estimates
Found in Arbitron Radio Reports

You do not have to be a statistician or a researcher to
know and understand what audience estimates mean. It

is really easy. There are only three basic kinds of audience
estimates shown in the Arbitron Radio Report: Average
Quarter-Hour, Cume, and Exclusive Cume.

These three kinds of estimates may be expressed in terms
of the number of persons listening, the percent of the
metro population listening, or the percent of the total
listening audience that is listening to a given station as
indicated below.

Exclusive Cume
Estimates

Average Quarter-Hour Cume
Estimates Estimates

Cume Persons (00)
Cume Ratings (%)
Metro Totals

Exclusive Cume
Persons

Average Persons (00)
Average Ratings (%)
Metro Share (%)
Metro Totals

The discussion below tells you what these three kinds of
estimates mean to report users and gives you some
examples of how they are used. :

Average Quarter-Hour Estimates

Average quarter-hour estimates are expressed in terms of
Average Persons, Average Ratings and Metro Shares.
Each of these is discussed below.

Average Persons tell you the estimated number of persons
listening to a station during any quarter hour in a time
period. For example, if the Average Persons estimate for
station WWTM for Monday-Friday, 6AM-10AM is 9,000
persons, this means the estimated average number of
persons listening to WWTM in any quarter-hour beginning
with 6AM-6:15AM and ending with 9:45AM-10AM is 9,000
persons.

If an advertiser placed only one spot on WWTM in a
random quarter-hour during the 6AM-10AM time period,
the average audience to that one spot would be 9,000
persons.

The value of an Average Persons estimate is that it pro-
vides a figure to work with in determining the estimated
audience and cost of a spot schedule rotating within a
time period. For example, if the Average Persons estimate,
Monday-Friday, 6AM-10AM, is 9,000 then a spot plan with
12 commercials rotating between 6AM and 10AM will
generate 108,000 “gross impressions’” (Average Persons
x Number of Spots = Gross Impressions).

When you divide the cost of a spot schedule by the number
of gross impressions, you get cost-per-thousand.

The formula for determining cost-per-thousand (CPM) is
shown below:

Cost (+000)
CPM = -
Gross Impressions

Using the example above, if each spot cost $18.00, then the
total cost of the schedule would be 12 spots x $18 or $216.
The CPM for the schedule would be $2.00 ($216,000
--108,000).

Average Ratings express the number of listeners (Average
Persons) as a percentage of the metro population. The
Average Rating is found by dividing the number of Average
Persons by the metro population for the same sex-age
group. For example, if the Average Persons estimate for
WWTM is 9,000 for Men 18-49, and the metro population
for Men 18-49 is 175,600, then the Average Rating for
WWTM is 5.1% (9,000 + 175,600). Average Ratings always
are expressed in terms of percentages.

One of the values of an Average Rating is that it provides
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a figure to work with to determine Gross Rating Points the morning, even though there may be more total people

(GRP’s). To determine GRP’s, multiply the Average Rating listening to radio in the morning than at night. Metro Share
by the number of spot announcements. For example, if depends upon how much of the total listening activity a
the Average Rating is 5.1% and the spot schedule on station has for itself.

WWTM contains 12 spots, the schedule will produce 61.2

rating points (61.2 GRP’s). Metro Shares do not tell you anything about the absolute

size of the station’s audience. A 15% share in the morning

Metro Share is the percent of the total metro listening may actually represent a greater number of listeners than
audience that listened to each station. In business, ‘“‘market a20% share at night. This is illustrated in the example
share” is used as a benchmark to express what percent of below:

the total industry sales dollars a company has for itself.

Station Metro Shares are used in a similar fashion. They 1. Metro population = 100,000

tell you for each station what percent it has of the total Metro Total Total Listeners
listening audience in the metro. Avg. Rtg. x Population = to ANl Stations
For example, if we find the total number of Men 18-49 2. Morning 25% 100,000 25,000
listening to radio in the metro was 40,300 during the period Night 15% 100,000 15,000
Monday-Friday, 6 AM-10 AM, then the share of WWTM, 3. 15% Share x 25,000 = 3,750 persons (morning)

which had an Average Persons audience of 9,000, would 20% Share x 15,000 = 3,000 persons (night)

be 22.3% (9,000 + 40,300).

Many people confuse a “‘rating” with a ““share” estimate
since both are shown as percentages. Remember, a rating

The example shows that while the station is doing better
in relationship to other stations at night (20% share vs.
156% share), the total number of listeners to the station

always relates to total population (e.g., Census data) is greater in the morning (3,750 vs. 3,000 at night).
whereas audience share always is expressed in terms of ’ ’
:he total.liztening activity taking place during a particular Do’s and Don’ts With Average Quarter-Hour Estimates
ime period.
The value in Metro Shares is that they are unaffected by You CAN add Average Persons estimates down (vertically)
the total amount of listening being done in the metro and, for various stations and you CAN add Average Persons
thus, can be evaluated without regard to the total listening estimates across (horizontally) sex-age groups in a given
levels (i.e. Metro Total Average Persons). time period. For example, you can add the Average Per-

. . . ) sons estimates of station WWTM to station WREF to arrive
For example, if a station has a 15% share in the morning at the total Average Persons audience to both stations.
and a 20% share at night it means the station is doing a You also can add the 18-24 Average Persons audience to
better job in relationship to other stations at night thanin the 25-34 audience for station WWTM to obtain 18-34

persons. You CANNOT add Average Persons estimates
across two or more time periods.
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You CAN add Average Ratings down for stations the same
as you can for Average Persons but you CANNOT add
Average Ratings across sex-age groups. The reason you
cannot is that the population base for each sex-age group
is different. Adding the rating of Men 18-24 to a rating for
Men 25-34 would produce a meaningless figure, because
the estimates are calculated using two different popula-
tion bases. However, you can add the Average Persons
estimates for Men 18-24 and Men 25-34 and then divide

by the population for Men 18-34 to calculate an average
rati_ngci You CANNOT add Average Ratings across time
periods.

You CAN add Metro Share estimates down for various
stations the same as you can for Average Persons but you
CANNOT add Metro Share estimates across sex-age
groups. The reason you cannot is that the Average Persons
bases used to calculate Metro Shares are different for
each sex-age group. Any estimate arrived at by adding
Metro Share figures across sex-age groups would be
meaningless. You CANNOT add Metro Shares across
time periods.

NOTE: When adding Average Persons, Average Ratings
or Metro Shares, use the AM-FM TOTAL line, whenever

it is present, instead of the individual estimates for the two
affiliates. If you added the audiences of the individual
affiliates and the AM-FM TOTAL line, you would be
“double-counting” the audiences to the two stations.

Cume Estimates

Cume estimates are expressed in terms of Cume Persons
and Cume Ratings. Each of these is discussed below.

Cume Persons tell you the number of different persons
who listened at least once during the time period of inter-
est. It does not matter how long this listening occurred.

A person who listened for only five minutes during the time
period Monday-Friday, 6 AM-10 AM, and a person who
listened all four hours on each day are counted the same
in a cume estimate. Each person is counted only once.

The Cume Persons estimate is somewhat analagous to
newspaper circulation. Newspaper circulation is ex-
pressed in terms of the number of different households
that receive the newspaper without regard to how much
time people actually spenc reading the paper or how
many different times the same issue is read. A Cume Per-
sons estimate reflects the number of different persons who
listened five or more minutes at least once without regard
to how long they listened or how many times they listened
during a given time period.

Other words for ““cume’” sometimes used in broadcasting
research include the following: “unduplicated audience,”
“reach,” ‘“‘circulation.”

Cume Ratings express the number of Cume Persons as a
percentage of the metro population. The Cume Rating is
found by dividing the number of Cume Persons by the
metro population for the sex-age group. For example, if

the Cume Persons estimate for WWTM among Men 18-49

is 75,000 and the Metro population for Men 18-49 is 175,600,
then the Cume Rating is 42.7% (75,000 = 175,600). This
means more than 4 out of 10 persons listened to WWTM

at least once during the time period.

Cume ratings are often used to show audience “pene-
tration” because they give an indication of the extent

to which a station “penetrates’ or reaches the total poten-
tial metro population at least once during a time period.
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Exclusive Cume Estimates

Exclusive Cume Persons tell you the number of different
persons that listened at least once to a given station and to
no other station during the time period. “‘Exclusive Cume
Persons” is an indication of station loyalty because it
refers to an “exclusive’” audience that can be reached on
one station and on only that station during the time period.

Do's and Don’ts With Cume
and Exclusive Cume Estimates

You CAN add Cume Persons across (horizontally) sex-age
groups but you CANNOT add Cume Persons down (vertic-
ally) for stations. If you were to add Cume Persons down
for various stations, you would be counting some of the
audience more than once because some people listen to
more than one station in a time period. You would not
know which persons you were counting only once and
which persons you were counting more than once. You
CANNOT add Cume Persons across time periods.

You CANNOT add Cume Ratings down for stations for the
same reason you cannot add Cume Persons down: you
would be counting some listeners more than once. You
CANNOT add Cume Ratings across sex-age groups be-
cause the population base for each sex-age group is
different. You CANNOT add Cume Ratings across time
periods.

You CAN add Exclusive Cume Persons down because the
audience reported for each station is exclusive and adding
exclusive audiences will not result in audience duplication.
You CAN add Exclusive Cume Persons across sex-age
groups. Use the AM-FM Total line if present when adding
Exclusive Cumes. You CANNOT add Exclusive Cume
Persons across time periods.

If you now understand the differences among the three
kinds of estimates (Averages, Cumes, and Exclusive
Cumes) you know all you need to know about what the esti-
mates mean and what you can and cannot do with them.
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