
Why Ad-Supported Cable?

Ad-Supported Wired Cable



ÅItõs where the viewers are

ÅWorld class brands & Award winning programming

ÅTargets passionate viewers with high ad receptivity 

ÅPrecision geographic targeting
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Ad-Supported Cable Broadcast 7

Ad-Supported Cable Accounts for Almost 60% of All 

Television Viewing

Household Primetime Share Levels

Source: CAB Analysis of Nielsen Galaxy  time period level data. M-Sa 8-11p & Su 7-11p; LIVE+SD; 9/21/09 -4/11/10 v prior years.
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Source: CAB Analysis of Nielsen NTAR; 3Q of each year.

Ad-Supported Cableõs Reach Continues To Grow 



Source: CAB Analysis of Nielsen Galaxy timeperiod data. M-Sa 8-11p & Su 7-11p.  9/21/09 -4/11/10 v. prior years. 
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éAnd Cable Ratings Continue to Climb

Ad-Supported Cable HH Primetime Ratings

25.7

32.9

35.1

Ad-Supported Cable

+37% in 

10 Years



Source: CAB Analysis of Nielsen Galaxy time period  level data. M-Sa 8-11p & Su 7-11p. 9/21/09 -4/11/10 v. prior years
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A18-49 A18-34 A25-54 CH2-11 T12-17 P18-24 P25-34

éAmong All Key Demographic Groups

Ad-Supported Cable Primetime Ratings

+32%         +32%         +30%         +18%           +44%       +60%         +21%   



Broadcast 7 HH Primetime Ratings

In Contrast, Broadcast Ratings are on a 

Steep Decline

Broadcast 7 Nets
-33% in 

10 Years

36.0

24.3

Source: CAB Analysis of Nielsen Galaxy timeperiod data. M-Sa 8-11p & Su 7-11p. 9/21/09 -4/11/10



Source: CAB Analysis of Nielsen Galaxy time period data. M-Sa 8-11p & Su 7-11p. 9/21/09 -4/11/10 v. prior years

'00-'01 '01-'02 '02-'03 '03-'04 '04-'05 '05-'06 '06-'07 '07-'08 '08-'09 '09-'10

A18-49 A18-34 A25-54 CH2-11 T12-17 P18-24 P25-34

éAcross All Key Demographic Groups

Broadcast 7 Primetime Ratings
Broadcast 7 Nets

+40%          -45%          -36%          -53%           -57%         -49%         -44%   



In the Early õ90s, 75% of Big-4 Networksõ Primetime 

Programs Earned a 5.0 A18 -49 Rating or Higher

A18-49 

Rating

92/93 

Season

% of Total 

Programs

15+ 1 1%

10-15 7 7%

5-10 68 67%

0-5 25 25%

Total 101 100%

Source: Nielsen Galaxy; Official Seasons; All programming greater or equal to 11 telecasts

75%



A18-49 

Rating

92/93 

Season

% of Total 

Programs

09/10 

Season

% of Total 

Programs

15+ 1 1% 0 0%

10-15 7 7% 1 1%

5-10 68 67% 9 10%

0-5 25 25% 82 89%

Total 101 100% 92 100%

Now, 89% of Big-4 Nets Primetime Programs Earn 

Below a 5.0 A18 -49 Rating

Source: Nielsen Galaxy; Official Seasons; All programming greater or equal to 11 telecasts.09/10 season through 3.14.10



1999 / 2000 TV RATINGS: CABLE v. BROADCAST 7

At the Turn of the Century, Broadcast was the 

Dominant Viewing Source on Ratings

Source: CAB analysis of Nielsen Galaxy Live+7 Ratings.

Cable had begun to win among younger viewers.

HH P18-34 P25-54 P18-49 P50+ M18-24 M18-34 F18-24 F18-34 P2-11 F12-17

TOTAL DAY 7-NET 7-NET 7-NET 7-NET 7-NET CABLE CABLE 7-NET 7-NET CABLE CABLE

EARLY MORNING 7-NET 7-NET 7-NET 7-NET 7-NET CABLE CABLE 7-NET 7-NET CABLE CABLE

DAYTIME 7-NET 7-NET 7-NET 7-NET 7-NET CABLE CABLE 7-NET 7-NET CABLE CABLE

EARLY FRINGE 7-NET 7-NET 7-NET 7-NET 7-NET CABLE CABLE 7-NET 7-NET CABLE CABLE

PRIMETIME 7-NET 7-NET 7-NET 7-NET 7-NET 7-NET 7-NET 7-NET 7-NET 7-NET 7-NET

LATE NIGHT 7-NET CABLE 7-NET 7-NET 7-NET CABLE CABLE CABLE 7-NET CABLE CABLE

WEEKEND DAY CABLE CABLE CABLE CABLE CABLE CABLE CABLE CABLE CABLE CABLE CABLE



2009 / 2010 TV RATINGS: CABLE v. BROADCAST 7

Today, Cable Dominates Across The Board

Source: CAB analysis of Nielsen Galaxy Live+7 Ratings. 9/21/09 - 4/11/10

HH P18-34 P25-54 P18-49 P50+ M18-24 M18-34 F18-24 F18-34 P2-11 F12-17

TOTAL DAY CABLE CABLE CABLE CABLE CABLE CABLE CABLE CABLE CABLE CABLE CABLE

EARLY MORNING CABLE CABLE 7-NET CABLE 7-NET CABLE CABLE CABLE CABLE CABLE CABLE

DAYTIME CABLE CABLE CABLE CABLE CABLE CABLE CABLE CABLE CABLE CABLE CABLE

EARLY FRINGE CABLE CABLE CABLE CABLE 7-NET CABLE CABLE CABLE CABLE CABLE CABLE

PRIMETIME CABLE CABLE CABLE CABLE CABLE CABLE CABLE CABLE CABLE CABLE CABLE

LATE NIGHT CABLE CABLE CABLE CABLE CABLE CABLE CABLE CABLE CABLE CABLE CABLE

WEEKEND DAY CABLE CABLE CABLE CABLE CABLE CABLE CABLE CABLE CABLE CABLE CABLE
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Ad-Supported Cable Broadcast 7 

Source:  Total day = M-Su 6a-6a.  9/21/09-4/11/10

Viewers Spend Over 35 Hrs A Week With Cable -

Almost Double The Time With Broadcast

Total Day: Avg Weekly Time Spent Viewing (In Hours)



Each Season, Primetime Viewersõ Spend Less Time 

Watching Broadcast and More Time with Cable
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Ad-Supported Cable Broadcast 7

Primetime:  Avg Weekly Time Spent Viewing (In Hours)

Source:  CAB analysis of Nielsen time period level data. Prime = M-Sa 8-11p & Sun 7-11p.  9/21/09 -4/11/10



ÅItõs where the viewers are

ÅWorld class brands & Award winning programming

ÅTargets passionate viewers with high ad receptivity 

ÅPrecision geographic targeting

Why Ad-Supported Cable?



Cable Delivers the Best Known Video Brands



Cable is Not Just Re -Runs, Itõs Great Original 

Programs


