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I. FOREWARD

The CAB/NCTA Research Standards Committee expresses its appreciation to those
in the cable industry who, in association with Cabletelevision Advertising
Bureau and National Cable Television Association, supported this important
audience research project. We also appreciate the skill and dedication the
A.C. Nielsen Company brought to the project in their design and implementation
of CAMS.

The idea for the study grew out of the recommendations made by the Ad Hoc Cable
Measurement Committee made up of advertising agency research executives and
representatives from the cable industry. They saw the need to explore new
ground in the area of television audience research to meet the changes in
television viewing being brought about by the explosive growth in cable
penetration and programming choice.

After much study and deliberation, an outline containing study objectives was
developed. With the founding of the Cabletelevision Advertising Bureau it was
felt that the responsibility for funding and administering the study should be
placed within the cable industry. NCTA joined with CAB to form the CAB/NCTA
Research Standards Committee which assumed responsibility for the study while
continuing to consult with the original Ad Hoc group.
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IT. OBJECTIVES

The primary objective of CAMS is to determine possible methods of accurately
measuring television viewing in cable households for local cable systems.
While the Committee recognizes the need for continued research in evaluating
cable's impact on national or local viewing, the focus of this study is aimed
directly at validating different methodologies for use in local cable systems,
regardless of the viewing levels to specific channels.

A secondary objective was to evaluate the potential cost of each methodology.
Since each cable system generally serves a discrete geographical area with an
individualized programming service lineup, it becomes difficult for neighboring
systems to share the cost of a viewing study.
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ITII. EXECUTIVE SUMMARY

Background

The rapid growth of cable penetration and the expanded programming choice
it brings to the subscriber household is complicating audience

measurement. In 1974, only 206% of TV households could receive 10 or more
channels. By January 1, 1983, over 55% of total U.S. homes were receiving
11 or more channels. Within the cable household universe the number of
channels is increasing rapidly. New cable systems are being built with 30+
channel capacity and older systems are being rebuilt to that standard.

With cable penetration projected to be 6A% of households by 1998, it is
likely that a majority of households will have 30+ channels of television
service by the end of the decade.

This proliferation of channel availability, combined with the unique
programming materials and formats being offered by cable systems, has

raised serious questions as to whether the techniques originally designed

to measure viewing in an environment of relatively few channels and
presently being used for local broadcast television, are adequate for
measuring viewing within the multi-channel environment of a cable household.

This questioning of measurement techniques led to the formation of the Ad
Hoc Cable Measurement Committee, composed of representatives from both the
advertising and cable industries. The need for research to help understand
the dynamics underlying the challenges in measuring television viewing in
cable households led the Committee to take action. The Committee solicited
bids, reviewed proposals and unanimously selected the A.C. Nielsen Company
to conduct this comparative study of TV measurement methods. The Cable
Research Standards Committee then embarked on funding and executing this
half-million dollar benchmark effort.
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Purpose/Objectives

The Cable Audience Methodology Study was designed to evaluate several
different methods for collecting audience viewing data in cable households
at the local system level. The primary objective of the study was to begin
the process of examining what works, and what doesn't, for accurately
measuring the multiplicity of channels in five broad categories of
television programming: network affiliated stations (ABC, CBS, NBC, PBS),
broadcast independents (local stations and regional imports), basic cable
(satellite-delivered and local origination), pay cable (premium services
and pay-per-view) and "other" (public/leased access, alphanumeric, etc.).

In planning the various methods to be tested (four diary and two telephone)
the Committee built in several new devices and techniques designed to deal
with known and suspected problems in getting viewers to record or recall
all their viewing to multiple channels accurately.

A massive, concurrent telephone coincidental survey was used to validate
the results of test methods which employed average-quarter and half-hour
measurements. Information from one system's interactive capability (QUBE)
was also available as an additional partial validator. A separate
evaluation was made of daypart cumulative audience measurements.

Based on the coincidental two-market average for this study, the results
show the varied distribution of viewing that is possible on a 30+ channel
system. The shares by program category for households, Monday-Friday,
9:00Pam-11:7Apm were: Network Affiliates 53%; Broadcast Independents 19%;
Basic Cable 16%; Pay Cable 9%. The shares for Persons 12+, Monday-Friday
9:7fPam-11:APpm were: Network Affiliates 53%, Broadcast Independents 16%;
Basic Cable 16%; Pay Cable 10% (NOTE: shares are based on all cable
households, pay cable shares would be higher if shown against pay only
households.)

Among the comparisons made against the coincidental were: ability to
report accurately audience distribution to program categories and
individual channels; the influence of aided recall; personal versus
household measurement; effect of simplified diary designs; producing
cumulative audience data; and collecting broad dayparts.
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C. Observations

Some of the principal observations from the study are highlighed below:

1% Telephone Coincidental

The accuracy of the telephone coincidental for generating ratings and
share information by program category and channel was confirmed.
Where the data were available to make comparions, QUBE and
coincidental ratings agreed closely for each channel.

Although not capable of generating cumulative audience information,
the coincidental technique can be used as a practical approach for
generating accurate, though limited information about total channel
usage in a cable system.

R Measuring Program Categories

Although the coincidentals show viewing to cable channels, recording
or reporting this viewing for each of the methods tested is difficult
for the respondent. While problems emerged in measuring network
affiliate viewing, this program category showed greater measurement
stability than the other three categqgories of programming. This is
hypothesized to result from familiarity with channel numbers and call
letters built up over years of exposure as well as audience size.
Cable channels were one of the most difficult categories to measure,
almost always being understated.
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S Measuring viewing in a 3@-plus Channel Environment

The study confirms that the use of multiple channels in a 3@+ channel
environment is difficult to accurately measure. While each of the
methods tested performed well in one or more areas, none of these
techniques simultaneously measured all four major programming
categories adequately. The accuracy of each methodology varied by
daypart, demographic group, and cable system. CAMS identifies the

trade-offs inherent in each method tested and lays the groundwork for
further television methodology studies.
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Warner Amex was handled in a slightly different manner since incorpourating
information from their two-way monitoring system (QUBE) involved subscriber
Privacy issues. This necessitated restrictions on the use of actual
subscriber lists. (NOTE: For further information on sample frames for
QUBE, please refer to Sample Selection on page 18.)

TABLE 1
PROGRAMMING™ CHANNELS OFFERED*
Warner Gill-
Category Amex cable Average
Broadcast Networks 4 6 5
Local Independents ) 5 2.5
Regional Independents 2 2 1
Basic Cable 19 6 8
Pay Cable 2 3 2.5
Pay-per-view 6 / 3
Other*#* _6 12 9

TOTAL " 30 32 31

* For complete listing of channels on each system, refer to Technical
Appendix, Exhibits 2 and 3.

** Includes alphanumeric, local/leased access and unused channels
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B. Validation

Telephone coincidentals were used to validate the results of the test
cells. The following dayparts were measured using coincidentals:

- Monday-Friday 9:Af%am- 4:00pm
- Monday-Friday 4:00pm- 8:0A@pm
-- Monday-Friday 8:00pm-11:30pm
- Saturday-Sunday 9:00am- 4:00pm

The households contacted in the coincidental sample were asked if they were
cable subscribers to one of the two cable systems included in the survey.
If the household were qualified to be included in the survey, any
responsible household member age 12 or over was asked for:

- Number and location(s) of television sets turned on.

—- Channel and program for each television set turned on.

- Number of persons by age/sex in the room(s) with a television set
turned on; such persons were considered viewers.

-— Number of persons in the household for various age/sex
categories.

Callbacks were made to non-contacted and busy telephone numbers and to
households that refused to participate in the survey in order to verify

cable subscription and to obtain the number of persons in the household by
age/sex.

Coincidentals were not conducted between the hours of 11:30pm and 8:0@am as
a matter of courtesy. OQUBE provided information about viewing levels
during the hours that coincidental phone calls could not be made.
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When the randomly-selected person was contacted, viewing data were
collected for the 24-hour time period for which he/she was selected. For
each system, any channel that was one of the six pre-selected from above
and was not mentioned during the recall, was then aided. The interviewer
mentioned the channel number, name of service and a brief description and
then queried for possible use in the past 24 hours.

Seven-day Unaided 24-Hour Telephone Recall

This test cell was designed to collect personal viewing data from one
randomly-selected person for seven consecutive days. A telephone call was
made to each sample household on the day following the first 24-hour period
for which data were to be collected for the survey week. When contact was
made with a qualified cable household, a person 12 years old or older was
randomly selected as the respondent. Five attempts were made to reach the
randomly-selected respondent. If this person could not be reached within
48 hours the person was deleted from the sample.

When the randomly-selected person was contacted, viewing data were
collected for the first 24-hour period of the survey week. The randomly-
selected person was then recruited for callbacks to collect his/her viewing
data for the next six consecutive days. No aids to viewing were
administered during data collection for this test cell. 1If the respondents
were unavailable for more than 48 hours following any one of the seven days
of the survey week, none of their viewing data were used.

Standard Nielsen Station Index (NSI) Seven-Day Diary

The standard method NSI uses to collect viewing data in local markets was
used in this test cell. The diary used was a quarter-hour, closed-end

seven-day diary. Viewing data were collected for all television sets in
the household, including those sets not connected to cable.
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Except for the sample selection process (see Sample Selection, Section Iv,
Item M), all procedures used for this methodology are the same used during
any regular NSI survey.

Households included in this cell were recruited via a telephone call prior
to the survey week. A responsible household member was asked if the
household would keep the diary for one week.

Five attempts were made to reach the sample households. Both households
who agreed to keep the diary or who refused to keep the diary were mailed
diaries, if it could be verified that the household was a subscriber to one
of the cable systems included in the survey.

Each qualified household was mailed a pre-diary week letter to alert it
that the diary was coming. Then the household received a packet containing
a cover letter explaining the purpose of the survey and providing some
brief instructions, a diary for each television set in the household and a
one-dollar incentive. Postcards were sent at the beginning and the end of
the survey week to remind the household members to begin making viewing
entries in their diary and to return the diary at the end of the week.

Scannable Diaries

The next three diaries all have specific similarities which, for the
simplification of explanation, will be discussed together. These diaries
are the half-hour personal, daypart personal and the daypart household.

The scannable diaries were designed to be machine-readable, thus
eliminating the necessity to enter the viewing data manually via key-entry
equipment.
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These diaries were designed with the time frames shown horizontally across
the top and a "roster" vertically down the left side. The roster was a pre-
Printed list of 20 channels available on each individual system. 1In
addition to the 20 pre-printed channels, 5 blanks were left at the bottom
for the addition of any channels not listed among 20 pre-printed channels.
The limitation of 20 pre-printed channels was due to the amount of space
that would be required to print more rows than this. The 2@ pre-selected
channels printed on the roster were chosen based on those channels that
would probably receive the highest viewing levels. All must-carries were
included as well as any advertiser-supported cable and pay channels.

Half-hour Personal Scannable Seven—DqX Diazl

The diary used for this test cell was designed to collect viewing in half-

hour time periods from one randomly-selected person 12 years old or older
in the household.

If the respondents viewed a channel for one minute or more, they were
instructed to enter their viewing in their diary. Seven days of viewing
data were collected.

Five attempts were made to reach the randomly-selected person. Both
persons who agreed or refused to participate in the survey were mailed
diaries if it could be verified that the household subscribed to one of the
cable systems included in the survey.

Each qualified randomly-selected person was mailed a pre-diary week letter
as an alert that the diary was coming. Then the randomly-selected person
received a packet containing a cover letter explaining the purpose of the
survey and providing some brief instructions, one diary to enter only the
viewing of the randomly-selected person and a one-dollar incentive.
Postcards were sent at the beginning and the end of the survey week to
remind the randomly-selected person to begin making entries in the diary
and to return the diary at the end of the week.
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I. Daypart Personal Scannable Seven-Day Diary

This diary was designed to collect viewing by broad parts of the day, or
dayparts. The dayparts included were:

-— 6:00am - 9:A0am
—— 9:0@Fam - 4:00pm
-- 4:00pm - 8:00pm

- 8:00pm — 11:A0pm
- 11:00pm -~ 2:00am
-— 2:00am ~ 6:00am

If the respondent viewed a channel for one minute or more, he was
instructed to enter the viewing in the diary. Seven days of viewing data
were collected.

Five attempts were made to reach the randomly-selected person. Both
persons who agreed or refused to participate in the survey were mailed
diaries if it could be verified that the household subscribed to one of the
cable systems included in the survey.

Each qualified randomly-selected person was mailed a pre-diary week letter
to alert him that the diary was coming. Then the randomly-selected person
received a packet containing a cover letter explaining the purpose of the
survey and providing some brief instructions, one diary to enter only the
viewing of the randomly-selected person and a one-dollar incentive.
Postcards were sent at the beginning and the end of the survey week to
remind the randomly-selected person to begin making entries in the diary
and to return the diary at the end of the week.
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J. Daypart Household Scannable Seven-Day Diary

This diary collected the viewing of all household members by broad
dayparts. The dayparts included:

-—— 6:00am - 9:00Pam
- 9:00am - 4:00pm
- 4:00pm - 8:00pm
- 8:70pm - 11:00Apm
- 11:00pm - 2:00am
- 2:00am - 6:00am

If any members of the household viewed a channel for one minute or more,
they were instructed to enter their viewing in the diary. Seven days of
viewing data were collected.

Five attempts were made to reach a responsible household member. Both
households that agreed or refused to participate in the survey were mailed
diaries if it could be verified that the household was a subscriber to one
of the cable systems included in the survey.

Each qualified household was mailed a pre-diary week letter as an alert
that the diary was coming. Then the household received a packet containing
a cover letter explaining the purpose of the survey and providing some
brief instructions, one diary for each television set in the household and
a one-dollar incentive. Postcards were sent at the beginning and the end
of the survey week to remind the household members to begin making entries
in their diaries and to return the diary at the end of the week.

K. Survey Dates

The survey was conducted Thursday, June 3, 1982 through Wednesday,
June 16, 1982.
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Sample Source

The source for the Gillcable sample was a list of active residential
subscribers with telephone numbers supplied by Gillcable on April 34,
1983. Some subscribers with or without telephone numbers may not have
appeared on this list. The source for the Warner Amex sample was the
listed telephone numbers and addresses for selected ZIP codes in computer
files maintained by Metromail Corporation. The selected ZIP codes were
determined to correspond with the ZIP codes in which Warner Amex
subscribers lived. Subscribers with 1) No telephone, 2) unlisted telephone
numbers, 3) listed telephone numbers not in the directories compiled by
Metromail, or 4) addresses not in selected ZIP codes had no chance of
inclusion in this study. Direct inferences from this study should only be
made to subscribers from the sample sources.

Since QUBE is an additional service provided above the normal basic tier,
the interviewer was instructed to determine if the household was a QUBE
subscriber. This process eliminated approximately 77% of the initial
sample frame.
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M. Sample Selection

The sample frames for Gillcable and Warner Amex were each sorted by
telephone exchange. This achieved a geographic stratification since
exchanges serve a relatively limited area. Systematic selection was used
to select the sample in proportion to listings by exchange. Independent
samples were selected for each test cell and for the telephone coinci-
dental. To facilitate computation of sampling errors, ten independent
random sub-groups (replicates) were selected for each of the test cells and
the telephone coincidental. Each random sub-group contained one-tenth of
the total sample. For the telephone coincidental, listings in each random
sub-group were systematically assigned to quarter-hours and days such that
each quarter-hour was a sub-sample of the total sample. For the recall
test cells, the listings were ordered such that each set of ten listings
consisted of listings from each replicate. For test cells requiring the
selection of a single person, the number of persons 12 and over in the
household was determined and one person was randomly selected.

Two weeks of viewing data were collected, but a different sample of
households was used during each week.

N. Sampling Error

To facilitate computation of sampling errors, ten random sub-groups
(replicates) were selected, each one-tenth the size of the total sample for
each test cell. The listings in each random sub-group used for the
telephone coincidentals were systematically assigned to quarter-hours and
days such that each quarter-hour was a sub-sample of the total sample.
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Below are the predesignated sample sizes selected for each test cell within

each cable system:

TABLE 3

TEST CELL PREDESIGNATED SAMPLE SIZES

Test Cell

One-day Aided Telephone Recall
Seven-day Unaided Telephone Recall
Standard NSI Household Diary
Half-Hour Personal Scannable Diary
Daypart Personal Scannable Diary
Daypart Household Scannable Diary

Subtotal
Telephone Coincidentals

TOTAL

Gillcable

1,820

934
1,440
2,280
1,600
1,000

9,070
9,760

18,830

Qube Total
6,020 7,840
3,100 4,030
4,799 6,239
7,598 9,878
5,360 6,960
3,360 4,360
30,237 39,307
32,800 42,560
63,037 81,867
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V. VALIDATION OF STUDY
A. Analysis and Reporting Format

1. Programming Category
Throughout the rest of this report, the viewing data will be compared
by category of channel service. There are several reasons for
providing the data in this format. First, it simplifies the analysis
of these data. Secondly, there was interest in examining how each of
the test methods performed according to the categories of network
affiliates, broadcast independents, basic cable, pay cable and other.
Ratings and shares of each channel will not be shown since the major
purpose of CAMS is to report measurement methodologies and not
individual channel or network ratings.
Exhibits 2 and 3 in the Technical Appendix indicate which channels and
program services were placed into each category for Warner Amex and
Gillcable.

2. Category Includes
Broadcast Networks ABC, CBS, NBC, PBS
Broadcast Independents Local and regional imports
Basic Cable Satellite-delivered and local

origination

Pay Cable Premium services and pay-per-view
Other Public/leased access, alphanumeric

3. Period

All tables are a two-week average.
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Household and Persons Formats

The coincidental call yielded information for both households and
persons. Four of the six methodologies surveyed persons data only;
the remaining two obtained both households and persons data. A sample
comparison of persons ratings and household ratings (Table 4) shows
that household ratings are higher than persons ratings. Household
ratings are based upon viewing from any household members while the
persons ratings are based upon persons in the age/sex category being
reported.

NOTE: For analytical purposes, the bases for computing all ratings
were households and persouns providing usable viewling data. When

analyzing pay cable ratings, 1t 1s Important to remember that not all
households or persons receive pay cable. Therefore, pay viewing
levels will be lower than if they were based only on households or
persons who receive pay cable. The level of pay penetration for
individual pay services may be found on Exhibit 9 in the Technical
Appendix.

TABLE 4
COINCIDENTAL RATINGS
Monday-Friday, 9:00am-11:00pm

Total TV Total

Households Persons 12+
Broadcast Networks 17.6 1.1
Broadcast Independents 6.2 3.0
Basic Cable 5.4 3.1
Pay Cable 3.0 2.0
Other 1.4 3.9
Television Usage 33.2 19.1

-- Households ratings are higher than persons ratings.
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Coincidental Shares

Persons shares, when compared to households, tend to remain proportional
for Total Persons 12+. Table 5 shows the share comparisons for households
and Persons 12+. Although not shown, shares for other dayparts remain

proportional when comparing households to persons data.

TABLE 5
COINCIDENTAL SHARES
Monday-Friday, 9:00am-11:00pm

Total TV Total
Households Persons 12+
Broadcast Networks 53.1 52.7
Broadcast Independents 18.1 15.8
Basic Cable 16.3 l16.4
Pay Cable 9.1 1.3
Other 4.2 4.9

~— Shares are comparable between different viewing categories.

Vo
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C.

Daypart Analysis of Coincidental

The following tables reveal that ratings and shares to programming
categories differ by daypart.

Daypart

APam-11:00pPm
AfGam- 4:00pm
:Afpm- 8:00pm
-F 8:0¢pm-11:040pm

M-F 9
M-F 9
M-F 4
M

Sat/Sun 9:0Pam-4:00pm

Daypart
M-F 9:0@am-11:00pm
M-F 9:00am- 4:00pm
M-F 4:00pm- 8:00pm
M-F 8:00pm-11:00pm
Sat/Sun 9:00am-4:00Apm

TABLE 6

COINCIDENTAL RATINGS

by Category of Programming

PERSONS 12+

Broadcast Broadcast Basic
Networks Independents Cable
10.1 3.0 3.1
6.5 1.2 1.9
9.4 5.6 3.7
19.2 3.5 5.3
5.6 2.7 3.5
TABLE 7
COINCIDENTAL SHARES
by Category of Programming
PERSONS 12+
Broadcast Broadcast Basic
Networks Independents Cable
53 16 16
60 12 18
45 27 17
54 10 15
38 18 24

Pay
Cable

N U= N
e o L]
Wk MO

Pay
Cable

10

14
16
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Tables 8 and 9 luok at the variation of viewing to various programming
categories by demographic groups.

Demographics

Total Persons 12+
Men 18+

Women 18+

Teens

Demographics

Total Persons 12+
Men 18+

Women 18+

Teens

TABLE 8
COINCIDENTAL RATINGS

by Category of Programming
M-F 9:0@0am-11:00@pm
Broadcast Broadcast Basic Pay
Networks Independents Cable Cable Other
10.1 3.0 3.1 2.0 2.9
8.1 2.7 3.6 1.9 1.0
12.4 3.2 2.3 1.6 0.9
9.8 3.9 4.4 3.4 0.7
TABLE 9
COINCIDENTAL SHARES
by Category of Programming
M-F 9:00am-11:00pm
Broadcast Broadcast Basic Pay
Networks Independents Cable Cable Other
53 16 16 10 5
47 15 21 11 6
61 15 11 8 5
44 18 20 15 3
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VI. DETAILED FINDINGS

Cooperation Results

Cooperation can be defined as the persons or households providing usable
viewing data expressed as a percentage of known cable subscribers selected
for the survey. The base for computations was persons or households
identified as subscribers to either Gillcable or Warner Amex QUBE. A
detailed analysis of the response and cooperation rates may be found on
Exhibit 4 in the Technical Appendix.

TABLE 10
COOPERATION RESULTS RANKED BY TEST CELL
Cooperation¥*
One-day Aided Telephone Recall 84.0%
Daypart Personal Scannable Diary*#* 62.8%
Seven-Day Unaided Telephone Recall** 59.4%
Daypart Household Scannable Diary** 56.0%
Half-hour Personal Scannable Diary** 55.8%
Standard NSI Household Diary** 49.7%

The one-day aided telephone recall achieved the best cooperation rate by a
large margin. This might be expected since the one-day telephone requires
the least amount of time and effort from a respondent.

* Proportion of Gillcable/QUBE subscribers who were contacted and who
provided usable viewing data. This excludes persons/households that
could not be contacted or refused to provide cable subscription
information.

** These methodologies collected seven days of viewing data.
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The rank order of the cooperation rates shows a possible correlation
between the amount of information collected and the cooperation rate
achieved. However, it should be noted that high cooperation rates do not
necessarily equate to more accurate reporting.

Average Audience Analysis

1.

Differences between Coincidental and Test Methods

Four methods were capable of producing ratings data. These were the
one-day and seven-day telephone recall, NSI standard diary and the
half-hour rostered diary. These four were compared to the
coincidental validator.

The NSI diary is the only method capable of producing both persons and
household data. This section will discuss the persons data for the
four methods discussed above. The next section will discuss the NSI
diary on a household basis.

Analysis Criteria

Initial analyses of the ratings data compared the coincidental results
to each method starting at the PUT (Persons Using Television) 1level,
and then proceeded to the total ratings for each category of
programming. Since share levels are based on the relationship between
the ratings and PUTS, share analysis was not the main focal point of
analyses.
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Table 11 shows Persons 12+, 9:8@am-11:0¢pm with PUTS, ratings and
shares for the coincidental and each of the four test methods.

TABLE 11
RATINGS ANALYSIS
PERSONS 12+
MON-FRI 9:00AM-11:00PM

7-day l-day Half-
Coinci- Unaided Aided hour NSI

Category dental Recall Recall Diary Diary
Broadcast Networks

Rating 19.1 12.0 12.4 19.7 9.9

Share 52.7 63.6 61.3 63.5 65.1
Broadcast Independents

Rating 3.0 3.1 2.6 5.2 2.6

Share 15.8 16.2 13.0 16.8 16.5
Basic Cable

Rating 3.1 1.8 2.5 4.4 1.4

Share 16.4 9.3 12.2 14.3 9.3
Pay Cable

Rating 2.0 1.1 1.7 2.1 1.0

Share 16.3 5.9 8.3 6.7 6.9
PUTS 19.1 18.9 20.2 31.0 15.4 |
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S'a Analysis of Usage Levels (PUTS)

Table 12 provides the total usage levels provided by each of the four
methods for Persons 12+, Women 18+, Men 18+ and Teens.

TABLE 12
PERSONS USING TELEVISION
MON-FRI 9:00AM-11:00PM

7-day l-day Half-
Coinci- Unaided Aided hour NSI
Categorz dental Recall Recall Diarz Diarx
Persons 12+ 19.1 18.9 20.2 31.0 15.4
Women 18+ 20.5 20.8 22.8 32.6 18.7
Men 18+ 17.2 16.3 18.1 28.2 12.9
Teens 22.1 20.1 19.2 34.4 12.7

Since the purpouse of the study is to measure channels and not categories,

an analysis just at category level would not give enough consideration to
the estimates produced for individual channels. Therefore, an analysis of
the differences produced for each channel by category served as the basis
for all observations about the different methods. To produce this
information, the absolute difference (i.e., the difference ignoring the
sign) between the colincidental and each method was computed on a channel-by-
channel basis. These differences were then summed to the category level
allowing for a comparision of how each category performed. The following
table exemplifies this procedure.
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TABLE 13
EXAMPLE: ABSOLUTE DIFFERENCE BY CHANNEL VvS. TOTAL CATEGORY RATINGS

Affiliates Coincidental Test Methodology I Test Methodology II
Absolute Absolute
Rating Rating Diff. Rating Diff.
Channel A 3.0 1.0 2.0 3.5 .5
Channel B 3.0 5.0 2.0 3.5 «5
Total Ratings 6.0 6.0 4.0 7.0 1.0

A comparison of categories might lead to the conclusion that Test
Methodology I was the better of the two. However, the absolute difference
shows that Test Methodology II is actually better since the sum of the
absolute differences is only 1.# as compared to 4.4 for Test Methodology I
(the smaller the absolute difference, the more accurate the measure). It
is important to note that analysis of absolute differences can only be made
horizontally across a chart.

In addition, another level of analysis was required because of the
differences in the mix of programming offered on the Warner Amex and
Gillcable systems. Table 11 allows for three types of observations to be
made: 1) the absolute difference by system, 2) the absolute difference by
category, and 3) the direction of absolute difference.
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How to read Tables 14-18:

These tables outline the process used for evaluating each of the methods by
Programming category. The analysis involved several more tables than shown
in this section. (See Technical Appendix.)

Each of the tables show the following data:
* Rating - the rating estimate based on the coincidental is

compared to each method and the Actual Difference
is computed on the next line.

* Absolute Difference - the sum of the absolute differences for each
individual channel for both systems combined, then
shown for each of the two systems (System A, System
B).

* Average Channel

Absolute - The sum of the absolute differences divided by the
number of channels.
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TABLE 14
RATINGS CALCULATTONS FOR TOTAL CHANNELS*
PERSONS 12+
MON-FRT 9:¢0am-11:00PM
7-day l-day Half-
Coinci- Unaided Aided hour NSI
dental Recall Recall Diary Diary
Average Rating 18.2 18.0 19.2 31.3 15.0
Actual Difference - .2 +1.0 +13.2 -3.3
Absolute Difference 11.3 11.3 27.4 8.9
System A 6.7 6.3 13.9 5.4
System B 4.6 5.0 13.5 3.5
Avg. Channel Absolute g.3 .3 .8 .3
System A g.4 0.4 g.9 0.4
System B .2 0.3 g.7 g.2
Share 95.2 95.0 94.8 141.3 97.8
* NOTE: Does not include viewing data from "Other" programming category.

Observations and conclusions were
the wide variations that resulted
variations tend to be masked when

not made for Total/Channels because of
by category of programming. These
Total Channels are combined.
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TABLE 15

RATINGS CALCULATIONS FOR BROADCAST NETWORKS

Average Rating

Actual Difference

Absolute Difference
System A

System B

Avg. Channel Absolute

System A
System B

Share

PERSONS 12+

MON-FRI 9:00am-11:00PM

Coinci-
dental

10.1

52.7

7-day
Unaided
Recall

12.0

+1.9
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Aided
Recall
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Observations on Measurement of Broadcast Networks:
—- Seven-day unaided recall overstated ratings and shares.
-- One-day aided recall overstated ratings and shares.

-- Standard NSI diary understated coincidental on ratings, but overstated
shares due to lower PUT level.

-— Personal half-hour diary had greatest overstatement of ratings and
also overstated shares.

Conclusions about methods

-- Ratings and PUT differences varied greatly by dayparts, demographic
groups, and cable systems.

- For this category, the NSI diary was closest to the coincidental.
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TABLE 16

RATINGS ANALYSIS FOR BROADCAST INDEPENDENTS
PERSONS 12+

MON-FRI 9:00am-11:006PM

7-day l-day Half-

Coinci- Unaided Aided hour NSI

dental Recall Recall Diarx Diarx

Average Rating 3.0 3.1 2.6 5.2 2.6
Actual Difference + .1 - .4 + 2.2 - .4
Absolute Difference 1.3 1.2 4.4 1.5
System A .4 .7 l.g g.?
System B .9 e5 3.4 g.8
Avg. Channel Absolute g.2 B.2 .6 g.2
System A P.2 g.4 @.5 g.4
System B g.2 * .7 g.2
Share 15.8 16.2 13.0 16.8 16.5

*Less than ¢.05.
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Observations on Measurement of Broadcast Independents:

- Seven-day unaided recall was similar to the coincidental for ratings
and shares.

- One-day aided recall understated ratings and shares.

- Standard NSI diary understated ratings and overstated shares.
- Personal half-hour diary overstated ratings and shares.
Conclusions about methods:

—— Ratings and PUT differences varied greatly by dayparts, demographic
groups, and cable systems measured.

-- For this category, the NSI diary was closest to the coincidentals.

41
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RATINGS ANALYSIS FOR BASIC CABLE

TABLE 17

Average Rating
Actual Difference

Absolute Difference
System A

System B

Avg. Channel Absolute
System A
System B

Share

PERSONS 12+

MON-FRT 9:00am-11:00PM

Coinci-
dental

3.1

16.4

7-day
Unaided
Recall

l1-day
Aided

Recall

2.5

S IS B =N W
e o e o o
N W W o> B B

12.2

Half -
hour
Diary

4.4

N W
.
w xR w
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w W w

14.3
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Observations on Measurement of Basic Cable:

—- Seven-day unaided recall understated ratings and shares.

-- One-day aided understated ratings and shares.

- Standard NSI diary understated ratings and shares.

== Personal half-hour diary overstated ratings and understated shares.
Conclusions about methods:

- Ratings and PUT differences varied greatly by dayparts, demographic
groups, and cable systems.

-— All methods, except the Personal half-hour diary, understated basic
cable viewing.

—— None of the four methods produced consistently reliable estimates for
basic cable. While the one-day aided recall results were closest to
the coincidentals, this method, like the other three, was unable to
report proper distribution of viewing by channel.

- Some basic cable channels tended to be underreported more than others.
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Average Rating

Actual Difference

Absolute Difference

System A
System B

Avg. Channel Absolute

System A
System B

Share

TABLE 18
RATINGS ANATYSIS FOR PAY CABLE
PERSONS 12+

MON-FRI 9:00am-11:00PM
7-day l-day
Coinci- Unaided Aided
dental Recall Recall
2.0 1.1 1.7
- 09 = 03
1.9 1.1
1.1 .6
.8 «5
.3 Ae?2
A.4 Ae?2
B.2 .1
10.3 5.9 8.3

Half -
hour
Diary

2.1

P
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bt et et

6.7
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Observations on Measurement of Pay Cable:

- Seven-day unaided understated ratings and shares.
- One-day aided understated ratings and shares.

- NSI standard diary understated ratings and shares.

-- Personal half-hour diary ratings were very similar to the
coincidental, but understated shares due to overstated PUTS.

Conclusions about methods:

-- The personal half-hour diary method was the closest to the
concidental.
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4, Analysis and Conclusions on NSI Household Diary

The NSI diary was the only method that can provide household ratings
estimates. The same procedure for analysis of personal estimates can
be used for household estimates.
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TABLE 19
HOUSEHOLD RATING AND SHARE ESTIMATES
MON-FRT 9:0Pam-11:00Apm

Category of Programming Coincidental Standard NSI

Broadcast Networks

Ratings 17.6 21.5
Absolute Difference 7.8
System A 6.7
System B 1.1
Share 53.1 66.0
Broadcast Independents
Ratings 6.2 6.0
Absolute Difference 1.9
System A e 3
System B 1.6
Share 18.7 18.5
Basic Cable
Ratings 5.4 3.4
Absolute Difference 4.7
System A 3.9
System B .8

Share 16.3 16.4
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TABLE 19 (cont‘®d)

Pay Cable

Ratings 3.8 1.9

Absolute Difference 2.3
System A 1.2
System B 1.1

Share 9.1 5.8

Homes Using Television (HUT) 33.2 32.6

Observations on Measurement of Household Viewing:

-—- Network affiliates ratings and shares were overstated.

-= Independent ratings and shares were very similar to the coincidentals.
- Basic cable ratings and shares were understated.

- Pay cable ratings and shares were understated.

- Household usage levels (HUT's) were very similar.

Conclusions about method:

-- The majority of the overstatements for Broadcast Networks occurred in
the 4:90pm-11:00pm time period.

-- The degree of overstatement varied substantial