
Advertising Landscape (1)



Advertising Landscape (2)
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Network Television Cost and CPM
Primetime (M-Sun) 
HH Viewing      Cost per       $ Cost per
Avg. Min.          30 Sec.      1000 Homes (CPM)

• 1996       9,940,000        101,400        10.20   
• 1997       9,530,000        106,500        11.18   
• 1998       9,640,000        121,300        12.59   
• 1999       8,256,000        110,700        13.41   

• --------------------------------------------------------------------------------
•
• 2000       6,134,000         82,300        13.42   
• 2001       5,885,000         88,700        15.07   
• 2002       6,472,000       108,700        16.79   
• 2003       5,822,000        89,100         15.31   
• 2004       6,070,000       120,500        19.85   

• --------------------------------------------------------------------------------
•
• 2005       6,043,000        129,600        21.45   
• 2006       5,670,000        127,800        22.55   
• 2007       5,151,000        117,800        22.87   
• 2008       4,384,000        114,900        26.22   
• * Regular programs & specials

• SOURCE: NIELSEN MEDIA RESEARCH, FEBRUARY EACH YEAR
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Television Power (1)
Television Reaches More Adults Each Day

Than Any Other Medium

Adults Reached Yesterday by Major Media (%), 
2008



Television Power (2)
Adults Spend More Time With Television Each Day

Than They Do With Any Other Medium

Source: TVBSource: TVB



Television Power (3)
MONTHLY SCREEN USE BY AGE
(Hours: Minutes)

      2-11       12-17 18-24 25-34 35-44 55-64 65-PLUS
People 2-
PLUS

Traditional TV Viewing 101:24:00 100:26:00 97:57:00 116:59:00 124:10:00 140:38:00 160:55:00 179:03:00
Timeshifted TV Viewing 6:06 5:21 5:31 10:01 9:41 7:57 7:50 3:43
Surfing the Internet 5:06 10:39 27:18:00 36:07:00 35:11:00 31:27:00 28:16:00 23:07
Internet-Video Viewing 1:49 2:59 5:57 4:57 3:47 3:10 1:55 1:32

Mobile-Phone Video Viewing n/a 7:13 4:20 2:53 2:36 2:53 2:10 n/a

SOURCE: The Nielsen Co., Three Screen Report, 3rd Quarter, 2009



Television Power (4)



Broadcast vs. Cable Viewing

NBCU  2009 operating profit = 60% cable nets (e.g., USA, NBCU  2009 operating profit = 60% cable nets (e.g., USA, 
Oxygen, etc.)Oxygen, etc.)



Primetime Viewing incl. Cable
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Digital v. Analog

• “Broadcast…can bring one show to 
millions of people with unmatchable 
efficiency. But it can’t do the opposite –
bring a million shows to one person each. 
Yet that is what the Internet does so well.”

• “The economics of the broadband era are 
reversed.” (Chris Anderson, 2009, p. 5)


