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REBUTTAL TESTIMONY OF PAUL I. BORTZ

MPAA witness Dr. Stanley Besen offered certain criticisms of the cable operator
surveys conducted for the cable royalty distribution proceedings. This testimony
responds to his criticisms.

Besen characterized the survey results as "simply answers to questions." (Tr.
6343). According to Besen, cable operators "could give any answer to any question
they like." (Tr. 6376). He testified that their answers "may nonetheless fail to reflect
the true value they place on those programs," (Tr. 6367) because those answers
are quite different from the values Besen derives from his statistical analysis. (Tr.
6377). Besen therefore urged the Panel not to rely upon the survey results to
determine relative program values.

Based on my experience in the cable and broadcast industry over the past 20
years, I believe the responses that the cable operators gave to the surveys
accurately reflect the relative values they placed on the different categories of
distant signal programming they actually carried. I acknowledge that there is
imprecision in survey responses. All survey research, by its nature, is imperfect.
However, the survey research that has been presented to the Panel is the type of
market research upon which those in the cable and broadcast industry routinely rely
to make important business decisions, involving substantial amounts of money.

It is particularly reasonable to believe that the responses cable operators gave to
the surveys here reflect the value they placed on the various categories of distant
signal programming. The respondents were knowledgeable, randomly-selected
cable industry executives. In the course of their daily business activities, the
respondents must regularly weight the relative value of various types of
programming, given budget and channel capacity constraints. Their jobs require
them, on an on-going basis, to determine the value of programming in terms of its
ability to attract and to retain subscribers. The respondents were asked to value
programming they had already purchased and carried during the prior year. Thus,
the surveys simply required the respondents to articulate the bases underlying
decisions they had already made.

Furthermore, cable operators in the years 1990-92 were particularly attuned to the
relative values of different kinds of programs on distant signals. With the imposition
of the syndex rules in 1990, cable operators were required to scrutinize their distant
signal carriage and make decisions about which distant signals were worth keeping.
This analysis entailed the identification of syndicated programming that was likely to
be blacked out as well as an assessment of the worth of the programming that
would not be blacked out.

I make no claim that the bottom line results of the surveys show precisely, to the
decimal point, the relative amounts that the cable industry would have spent for the

Hortz 8 ComPany, Inc. 1515 Arapahoe Street, Suite 1425, Denver, Colorado 80202 (303) 893-9902



different types of distant signal programming. But I do believe that the results—
which have been consistent over the years — provide a reasonable approximation of
these amounts. The surveys demonstrate that cable operators valued sports
programming more highly than any other form of distant signal programming. They
also demonstrate that there is no marketplace basis for the substantial disparity in
the CRT's past awards to MPAA and sports.

I declare under penalty of perjury that the foregoing is true and correct to the best of
my knowledge and belief.

Paul I. Bortz
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REBUTTAL TESTIMONY OF JOEL N. AXELROD

I have been asked by the Joint Sports Claimants to respond to testimony of Dr.

Stanley Besen, a witness for the Motion Picture Association of America in the 1990-92

cable royalty distribution proceeding. Dr. Besen criticized certain market research

(specifically, constant sum surveys of cable operators) conducted by Bortz & Company.

For the reasons I will discuss, I do not believe that Dr. Besen's criticisms are justified.

Qualifications

I am President of BRNGlobal, Inc., an international market research and

consulting firm. Founded in 1972, BRNGlobal, Inc. conducts market research,

primarily for Fortune 500 companies. Approximately 75% of its research is

international in scope. BRX has frequently utilized the constant sum methodology to

aid a variety of clients in making various business decisions, including pricing

decisions.

I graduated from Brown University in 1954 with Honors in Psychology and in

1958 earned a Ph.D. in Social Psychology from the University of Rochester. From

1958 to 1963, I worked in advertising research for several major advertising agencies.

I then became Manager of Advertising Research at Lever Brothers with responsibility

for the development of improved techniques for measuring advertising effectiveness.

While at Lever Brothers, I conducted what has become a seminal study

' validating use of the "Constant Sum Scale" to predict purchase behavior ("Attitude

Telephone: (7I6) 442-0590 Fax: (716) 442-0840 Telex: 82842 FTCC-ROC



Measures That Predict Purchase", Journal of Advertisin Research, March 1968). The

results of my study were later confirmed in research done under the auspices of the

Advertising Research Foundation (Russell I. Haley and Peter B. Case, "Testing

Thirteen Attitude Scales for Agreement and Brand Discrimination", Journal of Marketin

(1979)).

In 1966 I joined the Xerox Corporation as Director of Marketing Research. For

the next six years, I held a variety of positions including Corporate Planning Manager,

Manager of Business Development and a Group Program Manager with PBL

responsibility.

I was elected to the Conference Board Council on Marketing Research, and

served as Chairman of the Association of National Advertisers Planning and Evaluation

Committee. I have frequently spoken at meetings sponsored by the advertising

Research Foundation, the American Marketing Association and the Canadian

Professional Market Research Society. I have authored one book entitled, "Choosing

the Best Advertising Alternative". I have a second book entitled "Brand Equity

Systems" ': The Warrior's Weapon" which will be published later this year.

2. T~estimon

The purpose of the Bortz surveys was to determine the relative values that cable

operators placed upon certain categories of "distant signal" programming they had

carried during the preceding year. With the assistance of others both inside and

outside his firm, Bortz designed a survey which utilized the constant sum scale; cable

operators were asked to allocate a distant signal program budget among the different



program categories. Burke Marketing Research administered the survey over the

telephone to nearly 200 cable operators each year.

Besen took the position that the responses to the Bortz surveys do not

accurately reflect the relative values that cable operators attached to the program

categories measured. He criticized the responses as "simply answers to questions".

(Tr. 6343) He suggested that one could not expect to receive accurate answers in a

short telephone interview which posed a "hypothetical" question. (Tr. 6376, 6381)

I do not agree with Besen's criticisms of the Bortz surveys. Short telephone

interviews are widely used in business to business research. Often they are the only

way to obtain information from a representative sample of busy executives.

Moreover, the respondents to the Bortz survey were not simply answering any

sort of questions. They were responding to a constant sum question. The constant

sum technique is widely used and its predictive validity for purchase behavior has been

amply documented in my published research as well as research reported by Haley

and Case.

The unique contribution of the constant sum scale is that it forces the

respondent to think in terms of relative value, which precisely parallels the decision

process that the business executive faces. Constant Sum questions are particularly

appropriate when, as here, one seeks information about relative values. Use of the

constant sum scale here was within accepted business practice.

Survey research is imperfect, and therefore it is invariably open to the type of

criticism advanced by Besen. Nevertheless, survey research (including research using



constant sum scales) is routinely relied upon by the business world to make a variety of

decisions involving substantial amounts of money. When conducted properly, surveys

provide decision makers with useful information on which important decisions can be

based.

I declare under penalty of perjury that the foregoing is true and correct to the best of my

knowledge and belief.

Dated: ll 7~kMN

J el N. Axelrod
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I. QUALIFICATIONS

I have been a Senior Fellow in Economic Studies at the Brookings Institution since1978.'rior

to that I was the Acting Director, Deputy Director, and Assistant Director of the Council of

Wage and Price Stability in the Executive Office of the President, and in 1974-75 I was an adviser

to Commissioner Glen Robinson of the Federal Communications Commission. I was an Assistant

Professor and Associate Professor of Economics at MIT between 1966 and 1974. I have written

widely on telecommunications policy, the economics of broadcasting, and the economics of cable

television. I am the co-author of two books to be released early this year by the Brookings

Institution: Talk is Cheap: The Promise of Telecommunications Reform in North America (with

Professor Leonard Waverman) and Cable Television: Regulation or Competition? (with Harold

Furchtgott-Roth). A copy of my curriculum vitae is attached.

I testified before the Copyright Royalty Tribunal on behalf of the Joint Sports claimants in

the 1989 cable royalty distribution proceeding. In that proceeding, I addressed Dr. Stanley

Besen's criticism that a study by Bortz and Company did not provide a valid measure of the

marginal value of programming to cable operators. I also discussed the applicability of those

criticisms to the cable-viewing study submitted by the Motion Picture Association of America

(MPAA).

1
The views expressed in this testimony are my own and should not be taken to reflect the views of the

Brookings Institution, its Trustees, or its other staff members.



II. SUMMARY

I have been asked by the Joint Sports claimants to evaluate the new study provided by Dr.

Besen in this 1990-92 proceeding. Dr. Besen studies the relationship between changes in royalty

payments and changes in viewing hours for various categories of progrannmng — as those

viewing hours are affected by changes in the distant signals carried by the cable system operator.

Dr. Besen contends that his new study conveys estimates of actual cable-operator valuations of the

different kinds of distant-signal prograrrumng. He also argues that his estimates are superior to

those provided by the Bortz study because his study is based on data on actual cable-operator

market behavior while the Bortz study relies on a survey of cable operators. While I agree with

Dr. Besen that it is generally desirable to study actual market behavior, his methodology is so

flawed that it provides no reliable information about relative program values. Moreover, I show

that by simply replicating Besen's estimated equation for various partitions of his own sample,

one gets very different results that are often totally implausible. As a result, I am forced to

conclude that his approach provides no useful information on the relative value of various types of

distant-signal programming. In the absence of convincing estimates of these values based on

cable-operator market activities, I continue to believe that the best evidence on such relative values

are the results of the Bortz survey of cable-operator valuations of the various programing

categories.

III. THE BESEN STUDY

In testimony submitted in this proceeding, dated August 15, 1995, Stanley Besen has

provided estimates of the "value" of distant-signal programnung imported by cable operators in



the period 1988-92. These estimates are derived from a regression analysis of the changes in

royalty payments made by certain cable operators who changed their distant-signal complements

during any accounting period between 1988-I and 1992-II.

Besen limits his analysis to changes in royalty payments for systems as they relate to

changes in distant signals carried by the cable system operator. Therefore, he does not analyze the

behavior of cable systems that do not adjust their distant-signal imports during an accounting

period. Instead, he estimates a simple regression equation (his "basic" equation):

(1) R' aS'+ bM'+ cL'+

dD'here
R's the percentage change in royalty payments in each accounting period, and S', M', L', and

D're the percentage changes in the hours of sports, movies/syndicated series, local programming,

and devotional programming, respectively, on the imported distant signals. Besen acknowledges that

all hours in each category are not equal; therefore, he weights the hours of each prograiruxiing type by

its share of total cable household viewing hours of that program type as estimated by A.C. Nielsen in a

study performed for the Motion Picture Association of America. Besen suggests that the estimated

coefficients — a, b, c, and d — from this equation provide reasonable estimates of the "value" of each

type of programming to cable operators since the estimates reflect the outcome of cable-system

operators'ecisions to pay additional copyright fees to obtain additional (weighted) hours of each type

of programming. The basic results show that each 1 percentage point change in movies/syndicated

series result in a 0.82 to 0.92 percent change in royalties while a 1 percentage change in sports results

in only a 0.05 to 0.11 percent change in royalties. Local and devotional programs are worthless—

indeed, they have negative value according to Besen's results — but he utilizes arbitrary adjustments to

assign them value despite the fact that their coefficients are never significantly different from zero.



IV. ANALYSIS OF THE BESEN APPROACH

Any quantitative economic study must satisfy a number of criteria for it to provide valid

estimates of the variables in question: (1) it must be based on a consistent theory or model of the

economic agents'ehavior; (2) it must include the most important variables that affect this

behavior; (3) these variables must be measured correctly; and (4) it must provide consistent results

when estimated over different data or various subsets of the same data. Besen's study fails all of

these tests.

First, Besen's study is not based on any cogent theoretical model of cable-operator

behavior and therefore cannot be said to produce estimates of cable operators'aluation of the

various program categories on imported distant signals. Second, there are a number of variables

that are omitted from the model that are crucial to any estimate of cable-operator's demand for

programing. Third, his explanatory variables are not properly measured because his weighting

scheme utilizes total cable viewing hours. And, finally, his basic equation provides wildly

different estimates of the "value" of distant-signal programrmng from different subsamples of his

own final sample of cable-operator changes in distant signal imports. Thus, one cannot even

replicate his results for different groups within his own sample, a critical failing for any scientific

methodology.

Before delving into these problems with Besen's conceptual approach, it is useful to

compare his results with the actual behavior of the cable operators in his study. During the 1988-

92 period, these cable operators were reducing their reliance on imported distant signals.

However, as they did so they dropped signals that were relatively heavily weighted with movies



'a and syndicated series and tended to add signals, such as WGN, that had a relatively large

proportion of sports programming. Table 1 lists the stations that appear as dropped or added

distant signals in Besen's sample. Note the large number of stations that appear as dropped

signals only. In fact, there are 207 instances of a cable system dropping a signal, but only 69

cases of a signal being added. Of these 69 added signals, 33 are instances of the addition of

WGN, a signal with a relatively large amount of sports programming. Another 9 are instances in

which WTBS, another superstation with a relatively large amount of sports, is added. Thus, 61

percent of the added signals are these two relatively sports-intensive stations. In fact, as Table 2

shows, the share of the weighted sports hours on signals that were added was 17.0 percent of the

total weighted hours; the share of sports on those signals that were dropped was only 7.2 percent.

Most of the cable systems that Besen studies were reducing their reliance on imported distant

signals in the study period. Besen's results are therefore based largely on cable operators that

were deciding to drop signals, and the signals dropped had a relatively high concentration of

movies and syndicated series.

Further evidence of the importance of sports programming to cable operators may be

deduced from a closer look at those instances in which the cable operators in Besen's study were

adding, dropping, or simply swapping signals. Of the 189 instances in which cable operators

chose to drop a signal, and for which Besen has provided sufficient data to make the comparison,

136 (or 72 percent) were occasions in which the cable operator chose to drop the signal that had

the least sports of any imported distant signal in his line-up.'f the 69 instances in which a signal

was added, 57 (or 83 percent) had more hours of sports than the average of all imported distant

signals in Besen's sample. Finally, in those 34 cases in which one distant signal was swapped for

another, 30 reflect instances in which the cable operator added a signal with more sports than on

the one that it replaced. Thus, Besen's own sample suggests that cable operators were adjusting

~ Besen has not provided the raw hours data for all of the sittnsls carried by the cable systems in his study.



Table 1

Distant Signals in Besen's Sample That Are A.dded, Dropped, Or Both

Signals Added
Only

No. of
Adds

Signals Added and No. of No. of
Dropped Adds Drops

Signals Dropped
Only

No. of
Drops

KSBW
KTLA
WGBS
WJBK
WTOV

WGN
WTBS

WWOR
WPHL
WSBK
KUSA
WTXF
KCNC

33 14

36

KUTV
KSL

KTVX
WDCA

WKBD
KGO
KGW

KSDK
KTXL
KXTX

10

KTVT
KWGN

WJZ
WLVI

WMAR
KBHK

KOIN
KSHB
KTVU
WFLD
WNYW
WPGH
KATU
KCOP

KGTV
KHJ

KMEX
KMSP
KXAS
WABC
WCAU
WGNO
WGNX
WGRZ
WJAR
WPRI
WPVI
WRAL
WSTM
WTIC
WTTV
WUAB
WVTM
WWSB



Table 2

Percentage Shares of Weighted Program
Hours for Dropped and Added Signals

(based on four-cycle data)

Signal Groups Movies/Series Sports Devotional Local

Dropped Signals
(N=207)

84.1 7.2 0.4

Added Signals
(N=69)

76.1 17.0 0.3



their menus of distant signals to increase the amount of sports offered to subscribers, a result at

l odds with the low "value" that Besen ascribes to sports in his analysis.

1. Inadequacy of the Besen Model

Any attempt to estimate cable-operator valuations of distant signal programing from

actual market data must begin with a valid theory of cable-operator demand for such

programming. Cable operators realize most of their revenues from the sale of subscriptions; the

value of another program channel is therefore directly related to its ability to attract subscriptions,

not to total viewing hours. But Besen proceeds to construct his model on the assumption that

cable operators value programs in proportion to the viewing hours that these programs attract.

Furthermore, Besen assumes that cable operators adjust their imported signals so that the

value of the additional programs imported is just equal to the additional cost of royalty payments.

But this supposes that each cable system can find distant signals with precisely the mix of

prograrmrnng the cable operator desires to meet his or her subscribers'emands. In fact, the cable

operator cannot "mix" the programniing of several different stations to obtain the optimal mix for

his system. As a result, when a cable operator adds a distant signal, the value of the programming

on that distant signal is likely to be substantially greater than the additional royalty payment

incurred. Besen's analysis, however, treats the value of the additional programming as equal to

the additional royalty payment incurred. Besen's analysis, therefore, undervalues the distant

signals added by cable operators.

For example, a cable system may want to import WGN (Chicago) because it offers, say,

25 Bulls games per year, but it cannot add to this offering of Bulls games by importing other



distant signals. Thus, the value of WGN to a cable operator might be as much as 5 percent of

revenues or more; but the operator might only have to pay 0.6 percent of its basic revenues in

copyright royalties for this signal. Were "another WGN" available that offered some of the other

57 Bulls games, the cable operator might import that one also even if its royalty payments rose to

the maximum level of 3.75 percent of basic revenues. Unfortunately, the cable operator cannot

find such a second station to import, and he or she might find that other distant signals are simply

not worth even 0.6 percent of basic revenues.

If a cable operator desires more movies or syndicated programming, he or she may simply

import another distant signal to obtain a different line-up of nationally-distributed programrmng of

these types. However, the cable operator may simply not be able to add to the types of sports

programs that his or her cable system's viewers would value highly. As a result, the "equilibrium"

for the cable operator may be one in which the value of the imported programs on an added distant

signal is far above their contribution to the cost of royalty payments, a result not allowed for in

Besen's regression estimation. On the other hand, the value of programs on a signal that is

dropped may be substantially less than the change in copyright royalties — after all, that is why it

was dropped. To the extent that Besen's analysis provides any measure of the values of various

types of programming to cable operators, it generates a biased estimate of these values because he

assumes that the values of added or dropped signals are always precisely equal to the copyright

royalties added or subtracted.

2. Omitted variables

Even if Besen's basic equation were an approximation of a demand relationship, it would

suffer from its omission of crucial explanatory variables. A cable operator's demand for this

programming depends importantly on the channel capacity of his or her system, the other types of



prograoumng available, the availability of local broadcast signals, the penetration of VCRs in his

or her local market, the probability that additional cable subscribers will subscribe to other non-

basic cable services, and the demographics of the local cable market. These variables are not in

Besen's equation; therefore, Besen has not estimated a structural demand relationship, but rather

is estimating an ad hoc equation whose coefficients are not likely to have much meaning and

surely do not provide reliable estimates of cable operators'illingness to pay for such

programming.

Besen defends his omission of these variables by pointing out that he is studying the effect

of changes in imported distant signals on changes in copyright fees. Presumably, he is claiming

that the other variables in the demand equation do not change in as short a period as six months.

In a rapidly changing industry like cable television, such an assumption is simply not justified.

The number of basic cable networks changes almost monthly. Channel capacity has increased

dramatically on some systems, and these changes can easily occur within a six-month period. A

local broadcast station may start up or cease operation in an accounting period. VCR ownership

has grown rapidly over the past ten years. A local factory or military base may close, leaving

hundreds or thousands of workers temporarily unemployed and less willing to subscribe to cable

television. Because Besen controls for none of these influences, he cannot claim to have estimated

a demand relationship. In fact, he may have simply estimated no more than the relationship

between the average share of each program type on distant signals and the copyright royalty rate

as it is specified in the statute. This relationship is not a demand relationship, and it confers no

information on the relative values of various types of programrrung on these imported distant

signals.



3. Improperly-Measured Variables

Besen admits that the value to cable operators of various programs within each category is

likely to vary substantially. Unfortunately, he uses A.C. Nielsen estimates of total cable

household viewing hours for each program category relative to total cable household viewing

hours for all programming on the distant signal to "weight" program hours in each category for

their relative values. As I explained in my testimony in the 1989 proceeding, the value of

programming to cable operators is not reflected in total viewing hours, but rather in whether the

programming induces households to subscribe to the cable service. Sports programrrnng that

attracts only a modest number of viewing hours may, nevertheless, be the reason that a substantial

share of households subscribe to cable at all. Many cable operators might be willing to pay the

entire royalty fee for a given distant signal just for one season's offering of a team's games

because these games would induce a substantial increase in cable subscriptions. Besen's

weighting scheme fails to account for such a possibility.

Even if viewing hours were somehow a measure of the relative value of various programs,

Besen's use of total national viewing hours data cannot capture the appeal of any given type of

programming in a given cable operator's franchise area. Robert Sieber, a WTBS executive,

testified in this proceeding that the viewing audience for the Atlanta Braves and SEC football

broadcasts on his station varies substantially across the country.'n such instances, Besen's

weighting with national cable viewing shares will understate the value of the imported station in

some markets and overstate it in others.

3
Written testimony, August 18, 1995, pp. 14-15.
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In his oral testimony in this proceeding, Dr. Besen defended his use of national cable

household viewing hours data to weight his program categories, arguing that viewing hours were

intended to weight individual programming within each category, i.e. sports, movies/syndicated

series, local programs, and devotional programs, but not to assign different weights across

categories." This is contrary to the description he provides in his written testimony in which he

states that "When weighted hours are used in the analysis, a promam categorv that attracts a

disproportionately large amount of viewing will be specified as containing a larger proportion of

programming 'inputs'han its proportion of program hours."'emphasis supplied)

Using viewer weights to adjust the changes in program hours also creates an "errors in

variables" problem in Besen's estimates of his basic equation. When a variable on the right-hand

side of Besen's basic equation is measured imprecisely, the estimate of its coefficient is biased

towards zero.'n Besen's case, the measurement errors in his weighted sports variables are

greater than the measurement errors for movies and syndicated progratnoiing in the 1990-92 data.

Therefore, the downward bias in the coefficient of sports is likely to be greater than the bias in the

estimated coefficient of movies and syndicated programming.7 Besen does not address this point,

and absent the estimated standard errors for the 1988-89 data, it is not possible to determine the

precise impact of measurement error on Dr. Besen's estimated coefficients.

4
Testimony on January 24, 1996, tr. 6260-66.

5
Written testimony, August 15, 1995, p. 22.

See Jan Kmenta, Elements of Econometrics, 2d. edition, New York: Macmillan, 1986, Chapter 9.

7
A. C. Nielsen data for 1990-92 submitted by the MPAA in response to discovery in this proceeding show

that the estimated standard errors are a larger percentage of the estimated viewing shares for sports than for movies

and syndicated series.
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Another source of measurement error in Besen's analysis is his inclusion of Form 2

systems in his analysis. For some reason, Besen includes both Form 2 and Form 3 systems in the

sample he uses to estimate his basic equation. Of the 208 observations, 30 are for Form 2

systems. Besen's equation surely does not hold for Form 2 systems because the royalties paid by

those systems are not tied to increases or decreases in the number of signals. The effects of

including Form 2 systems therefore is simply to add noise to the data and to reduce the precision

of the estimated coefficients. Thus, adding these systems creates another errors-in-variables

problem that is likely to bias the estimated coefficients downward.

4. Instability of the Resulting Estimates

A key test of any regression analysis is whether the results are consistent across various

subsamples of the data. The results presented by Besen do not pass that test. His approach derives

substantial differences in the results for dropped signals versus added signals, as well as for

various other subsamples. Those differences in the results have important implications regarding

the validity of the Besen approach.

Dropped versus Added Signals

As noted, to the extent that Besen's equation estimates cable-operator value of imported

signals at all, it under-estimates the value of added programrmng and over-estimates the value of

dropped programming. To demonstrate the effect of allowing for possible differences in

coefficient values of added or dropped signals, I have re-estimated Besen's equation, dividing the

208-unit sample into three separate samples — the 33 instances in which there was a net addition to
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imported distant signals; the 141 cases in which there was a net reduction in distant signals; and

the 34 cases in which there was no change. The results are shown in Table 3.

The most obvious outcome of this trifurcation of the Besen sample is that the results are

vastly different across the three samples, suggesting that his basic equation is unreliable as an

explanation of cable-operator behavior. The estimated "value" of sports is much larger in the

systems adding signals than in those reducing them or making no net changes. In systems adding

to their total number of signals, sports is "valued" at 55 percent of the additional royalty payments

while movies and syndicated programs are "valued" at minus 22 percent of the additional

royalties. In systems dropping signals, movies and syndicated series have an apparent value of 44

percent of the additional royalty payments while sports have an apparent value of minus 4 percent.

In systems that are making no net change to the number of imported distant signals,

movies/syndicated series are apparently "valued" at 102 percent of the additional royalty payments

and sports at only 4 percent. This wide range in coefficient estimates across the three samples

demonstrates that one cannot assume — as Besen does — that his equation holds equally for

systems adding and dropping signals. Indeed, given these results, one must to reject the

hypothesis that the three estimated equations are the same.'o the extent that these equations

represent a demand relationship, they obviously cannot be lumped together and estimated as a

single, homogeneous relationship as Besen does in estimating his single "basic" equation.

8
The standard test for determining whether estimated equations across different subsets of a sample are the

same is the Chow test. The critical value of the F-statistic for rejecting the hypothesis that the three subsamples are

drawn from a population in which the overall regression holds is 2.41 at the 99-percent confidence level. The Chow

test provides an F-statistic of 4.00 in this instance, requiring us to reject the theory that the three estimated equations

are the same.



Table 3

Estimates of Besen's Equation for Those Cable Systems
Adding Signals and for Those Dropping Signals

Sample Constant D''ull

Sample
(N=208)

0.0394
(t=0.861)

0.8628
(t=6.453)

0.0774
(t=1.672)

-0.0025
(t=-0.236)

-0.0138
(t=-0.418)

Net Adds Only
(N=33)

0.5218
(t=1.495)

-0.2168
(t=-0.341)

0.5483
(T.=2.148)

-0,0522
(t=-0.532)

0.0395
(t=0.449)

Net Drops Only
(N= 141)

-0.1014
(t=-1.623)

0.4453
(t=2.533)

-0.0399
(t=-0.726)

0.0052
(t.=0.331)

0.0814
(t=0.906)

No Net Change
(N=34)

-0.0541
(t=-1.503)

1.0216
(t.=2.707)

0.0425
(t=1.728)

0.0013
(t=0.368)

0.0123
(t=0.422)
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To account for the difference in coefficient values for sports that are added versus those

that are dropped, I re-estimated Besen's basic equation with one slight modification. I allowed the

coefficient for the sports programming variable to vary for systems adding signals, dropping

signals, or making no net change in the number of imported distant signals. The results are

reported in Table 4. In this variant, the coefficient for sports in those systems adding signals is

virtually identical to the movies/syndication coefficient, 54 percent versus 56 percent. However,

the coefficient for sports in those cases where the number of signals is being reduced is not

significantly different from zero. According to Besen's methodology, this suggests that the value

of sports in systems adding signals is far greater than sports'stimated value when signals are

being reduced. The result shows once again that even if one accepts the premises of Besen's

analysis, the coefficients of his "basic" equation are simply not stable or "robust" in the

statistician's parlance, i.e. they are not reliable.

I also re-estimated Besen's equation allowing the coefficients of all four of the distant-

signal programming categories — movies/series, sports, local, and devotional — to vary across

systems dropping signals, adding signals, or maintaining the same number of imported distant

signals. The estimated equation has only two significant coefficients — sports for systems adding

signals and movies/syndicated series for systems dropping signals. All other weighted program-

hours variables are statistically insignificant. Thus, to the extent that Dr. Besen's methodology

captures value to the cable system, this result suggests that value is related most importantly to

adding sports programnung and to dropping motion pictures and syndicated series. It also shows

that Besen's basic equation does not provide consistent estimates of the value of program

categories across all observations in his sample.

9
The improvement in the statistical fit to Besen's equation from adding the three dummy variables is

statistically significant. The F-statistic for testing this improvement is 11.38, compared to a critical value of 4.71 at

the 99-percent coididence leveL One must reject the theory that the coefficients of the sports variables are equal.



Table 4

Estimates of Besen's Equation with Interaction Terms for Sports
Programming Reflecting Systems Adding (A), Dropping (R),

or Maintaining Same Number (M) of Distant Signals

Sample Constant Sl S"'.R D''dj. R Sq.

Full
(N=208)

0.0394
(t=0.861)

0.8628
(t=6.453)

0.0774
(t=1.672)

-0.0025
(t=-0.236)

-0.0138
(t=-0.418)

0.2997

Full
(N=208)

-0.0625
(t=-1.279)

0.5643
(t=3.848)

0.5364
(t=5.021)

-0.0300
(t=-0.334)

0.0292
{t=0.522)

0.0004
(t=0.037)

0.0010
(t=0.033)

0.3647

Note: S'*A is equal to S'imes A, a dummy variable equal to one if the system is adding distant signals and zero
otherwise; S'*R is equal to S'imes R, a dummy variable equal to one if the system is reducing distant signals
and zero otherwise; and S'*M is equal to S'imes M, a dummy variable equal to one if the system is maintaining
the same number of distant signals and zero otherwise.
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Form 2 versus Form 3

When Besen's basic equation is estimated for Form 2 and Form 3 systems separately, the

results are again dramatically different. As Table 5 shows, the estimated coefficients for the

equation estimated with Form 2 systems only are all statistically insignificant. The progrannning

variables contribute nothing to explaining changes in royalty payments. For the sample of Form 3

systems, the coefficients of movies/syndicated series and sports rise as expected. However, these

coefficients now sum to far more than unity. The size of the movies/syndicated programming

coefficient implies that this programming alone is "worth" 150 percent of the additional royalty

payments, clearly an implausible result. According to Besen, any value greater than 100 percent

would mean that cable operators could gain more in value than the cost of the added royalty

payments by continuing to import additional distant signals that are predominantly movies and

syndicated series." But cable operators were not adding such distant signals during this period;

on balance, they were dropping them. Indeed, Table 2 shows that movies and syndicated

programming comprised 84.1 percent of weighted hours on the dropped signals, surely a curious

fact if adding such programming generally contributed 150 percent of the additional cost of royalty

payments as Besen's results imply. In short, Besen's results run contrary to the actual behavior of

cable operators.

Indeed, Besen argued in his 1993 testimony and again in oral testimony in this proceeding

that each of the coefficients for the four program types should be less than 1.0." But clearly the

results for Form 3 systems alone — the only category of cable systems for which cable royalty

10
Testimony on January 24, 1996, Tr. 6240-43.

11
Testimony on January 24, 1996, Tr. 6240-43.



Table 5

Estimates of Besen's Equation for Form 2 and Form 3 Systems Separately

Sample Constant M'''dj. R Sq.

Full Sample
(N=208)

0.0394
(t=0.861)

0.8628
(t=6.453)

0.0774
(t=1.672)

-0.0025
(t=-0.236)

-0.0138
(t=-0.418)

0.2997

Form 2
Systems
(N=30)

0.1164
(t=2.358)

0.0549
(t=0.225)

-0.1026
(t=-1.001)

-0.0172
(t=-0.461)

0.0242
(t=0.306)

-0.0471

Form 3
Systems
(N=178)

0.1426
(t=2.886)

1.5000
(t=9.902)

0.1014
(t=2.289)

-0.0080
(t=-0.815)

-0.0730
(t=-2.286)

0.4836



payments rise with additional imported signals — provide an estimated coefficient for

movies/syndicated series of 1.5, an estimate that is more than three standard errors above 1.0,

This result starldy demonstrates that Besen's methodology is fatally flawed, even by his own

criterion.

Superstations versus Non-Superstations

Imported "superstations" account for approximately 80 percent of all copyright royalties

paid, but Besen's sample includes a preponderance of observations that do not involve any of the

major superstations. Of the 208 observations, there are 119 that do not involve the three most

important superstations — WGN, WTBS, and WWOR. Nearly half of the observations (98) do

not involve any of the seven stations normally classed as superstations. Once again, the estimated

coefficients vary widely when one estimates the equation for subsamples involving changes in the

three major superstations or the seven large superstations. (See Table 6.) For instance, when the

sample is confined solely to those instances in which systems add or delete only the three major

superstations, the movies/series coefficient is equivalent to 59 percent of additional copyright

payments and the sports coefficient is equivalent to 28 percent. When the sample is expanded to

the seven major superstations, the coefficients are equivalent to 72 and 21 percent of additional

royalty payments, respectively. These results contrast with the estimated coefficients from the

entire sample (Besen's basic equation) of 86 and 8 percent, respectively. Once again Besen's

estimates vary across subsamples of his entire sample, this time between superstations and non-

superstations.



Table 6

Estimates of Besen's Equation for Samples Involving Major Superstations Only

Sample Constant S''dj. R Sq.

Full Sample
(N=208)

0.0394 0.8628 0.0774 -0.0025 -0.0138
(t=0.861) (t=6.453) (t=1.672) (t=-0.236) (t=-0.418)

0.2997

Changes of
Three Major
Superstations 0.1322

(N=67) (t=1.060)
0.5908 0.2754 -0.0309 0.0338

(t=1.595) (t=1.601) (t=-0.698) (t=0.459)
0.2511

Changes of
Seven Major
Superstations 0.0760 0.7230 0.2122 -0.0165 0.0181

(N=89) (t=0.799) (t=2.640) (t=1.709) (t=-0.442) (t=0.306)
0.2884

Note: Rows 2 and 3 include only those observations in which changes were
made in major superstations only.



V. CONCLUSION

Dr. Besen's statistical approach to measuring the "value" of the various types of

progrannning on imported distant signals is seriously flawed. It is not supported by a complete

theoretical model. His basic equation omits a variety of important variables. Most important, his

results are extremely unstable with the values of various program types varying from negative

numbers to more than 100 percent of the cost of additional royalty payments, depending upon the

subsample being studied. Given the imprecision and instability of his results, one simply must

conclude that he has been unable to measure the relative values of the various types of

programming.

I declare under the penalty of perjury that the foregoing is true and correct to the best of

my knowledge and belief.

Robert W. Crandall
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Information Architects
59 Locke Street, Watertawn, MA 02172

(617) 924-7991

Rebuttal Testimony of Dr. Peter H. Lemieux

In this proceeding, I sponsored JSC Exhibit 2, Analysis of the Cable Copyright Royalty
Funds: l989-199K That exhibit provides data on the distribution by type of distant
signal of instances of carriage and basic royalties for the second accounting periods of
1989 ("1989-2") and 1992 and, for 1983-2 and 1992-2, on the distribution of 3.75%
royalties. Witnesses for other parties, including NAB witness Richard Ducey, Public
Television witness William Fairley, and Canadian Claimants witness David Bennett
introduced information about the distribution of instances of carriage for 1990 and
1991. To provide the panel with a more complete picture of the makeup of the funds for
1990 and 1991, I am submitting herewith three tables.

Table R-l supplements Table 5-1 of my original report and shows the distribution of
instances of carriage by type of signal for 1989-2, 1990-2, 1991-2, and 1992-2. Table
R-2 supplements Table 6-1 of my original report and presents the distribution ofbasic
royalties by type of distant signal for 1989-2, 1990-2, 1991-2 and 1992-2. Table R-3
supplements Table 7-1 of my original report and provides the distribution of 3.75%
royalties by type of distant signal for 1990-2, 1991-2 and 1992-2.

All data were derived and calculated in the same manner as the data presented in my
original report.

I declare under penalty ofperjury that the foregoing is true and correct to the best of
my knowledge and belief.

Dr. Peter H. Lemieux~
a/i~/%'ate



Table B-l: Instances of Carriage by Type of Signal, 1989-2 to 1992-2

1989-2
Number

Original Superstations 3,413 47.0%
WTBS 1,874 25.8
WGN 1,006 13.9
WWOR 533 7.3

Instances of Carriage
1990-2 1991-2

Number % Number
3 533 49.4% 3 712 51.5%

1,941 27.1 2,036 28.3
1,089 15.2 1,174 16.3

503 7.0 502 7.0

1992-2
Number

3,787 51.3%
2,086 28.3
1,234 16.7

467 6.3

Other Superstations
WPIX
WSBK
KTLA

KTVT

349 4.8%
190 2.6

88 1.2
35 0.5
36 0.5

294 4 1

149 2.1
79 1.1
35 0.5
31 0.4

295 4.1%
144 2.0

86 1.2
39 0.5
26 0.4

276 3 7%
133 1.8
84 1.1

32 0.4
27 0.4

Other Independents
Network Affiliates
Educational
Canadian
Mexican

1,238 17.1 /o 1,147 16.0% 1,1'06 1'5.3% 1,131 15.3%
1,654 22.8 1,568 21.9 1,499 20.8 1,559 21.1

497 6.8 517 7.2 511 7.1 533 7.2
102 1A 88 1.2 82 1.1 89 1.2

3 0.0 3 0.0 2 0.0 2 00

Total
Number of Systems
Signals per System

7,256 100.0o/o 7,150 100.0% 7,207 100.0% 7,377 100.0%
2,061 2,117 2,200 2,242

3.52 3.38 3.28 3.29



Table R-2: Basic Royalties by Type of Signa/, 1989-2 to 1992-2

Basic Royalties

Original Superstations
WTBS
WGN
WWOR

1989-2
Amount

$39,003,51.0
22,794,321
10141,793
6,067,396

67.0%
39.2
17.4
10.4

1990-2
Amount

$42,946,722
25,599,883
11,196,192
6,150,847

70.3%

18.3
10.1

1991-2
Amount

$48,419,532
28,820,015
12,775,169
6,824,348

72.7%
43.3
19.2
10.2

1992-2
Amount

$50,893,371
30,501,138
13,872,980
6,519,253

75 0
45.0
20.4

9.6

Other Superstations
WPIX
WSBK
KTlA
KTVT

6,283,485
2,258,570
1,448,474

872,385
704,056

9.1%
3.9
2.5
1.5
1.2

3,977,070
1,763,062
1, 125,681

809,252
279,075

6.5%
2.9
1.8
1.3
0.5

4,315,104
1,904,288
1,305,158

798,566
307,092

6.5
2.9
2.0
1.2
0.5

3,431,850
1,669,761
1,218,855

386,867
156,387

5.1
2.5
1.8
0.6
0.2

Other Independents
Network Affiliates
Educational
Canadian
Mexican

8,698,931
2,846,926
1,183,328
1,177,454

9,443

14.9%
4.9
2.0
2.0
0.0

8 850 710 14 5%
2,812,115 4.6
1,309,450 2.1
1,206,393 2.0

10,661 0.0

8,416,095 12.6%
2,781,768 4.2
1,399,085 2.1
1,262,401 1.9

8,750 0.0

8,137,902 12.0%
2,616,204 3.9
1,423,933 2.1
1,337,176 2.0

3,169 0.0

Total $58,203,077 100.0% $6'l,113,021 100.0% $66,602,735 100.0% $67,842,605 100.0%



Table R-8: 8.75% Royalties by Type of Signal, 1990-2 to 1992-2

Original Superstations
WTBS
WGN
WWOR

1990-2
Amount
17,150,817

8,973,327
5,540,009
2,637,481

81 4%
42.6
26.3
12.5

3.75% Royalties
1991-2

Amount
18,322,992 83.0%

9,368,581 42.4
6,049,070 27.4
2,905,341 13.2

1992-2
Amount
18,143,764 81.2%

9,504,186 42.5
5,706,775 25.5
2,932,802 13.1

Other Superstations
WPIX
WSBK
KTLA

KTVT

663,B94 3.2%
289,729 1.4
200,120 1.0

15,381 0.1
158,464 0.8

B45,085 2.9%
260,224 1.2
210,326 1.0

14,523 0.1
160,012 0. 7

678 406 3.0%
197,389 0.9
240,275 1.1

64,761 0.3
175,981 0.8

Other Independents
Network Affiliates
Canadian
Mexican
Educational

1,910,775 S.1%
1,300,124 6.2

33,018 0.2
0 0.2

Not applicable

1,682,707 7.6%
1,367,B99 6.2

67,753 0.3
0 0.3

Not applicable

2,186,276 9.8%
1,28B,681 5.8

47,7B7 0.2
0 0.0

Not applicable

Total $21,058,42S 100.0% $22,086,236 100.0% $22,342,894 100.0%
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6704 Rannoch Road
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RE+us-x'AL TESTIMONY OF
THOMAS A LARSON

CABLE DATA CORPORATION

I am submitting this rebuttal testimony on behalf
of the Joint Sports Claimants (JSC) in the 1990-92 cable
royalty distribution proceeding. My qualifications are
included in my prior testimony in this proceeding and in
my Affidavit dated January 1, 1996 (which is hereby
incorporated by reference). As explained in that
Affidavit, JSC requested that I analyze the database
underlying the 1990, 1991 and 1992 MPAA/Nielsen
peoplemeter viewing studies. I also have been
responsible for compiling and analyzing, on behalf of
MPAA, all of the MPAA/Nielsen diary-based viewing
studies since the 1979 royalty distribution proceeding.

I am sponsoring the following JSC exhibits, which
are attached to this testimony. Unless otherwise noted,all of these exhibits are based upon my analysis of the
database underlying the 1990-92 MPAA/Nielsen peoplemeter
studies.

1. Bottom-Line Results (JSC Exs. 36X. 37X 5 38X)

JSC Exhibits 36X, 37X and 38X, which were
prepared by me, contain the bottom-line results of the
1990, 1991 and 1992 peoplemeter viewing studies,
respectively. They also show the results on a station-
by-station basis. These exhibits were admitted into the
record during Mr. Lindstrom's testimony. (Tr. 8367).

Please note that the bottom-line numbers in these
exhibits are close to, but do not match, the bottom-line
numbers on pages 10-14 of Lindstrom's testimony. I am
aware that Lindstrom made certain revisions in those
numbers when he testified on February 2, 1996 to account
for (1) the omission of certain viewing during the last



three days of 1991; and (2) problems in measuring
viewing to the satellite feeds of WGN and WWOR
(occasioned by the syndex rules). (Tr. 8108-11). I have
not received from Nielsen the information necessary to
determine whether or how those satellite problems have
been resolved; nor have I received the data for any of
the missing days. I also discovered additional problems
during the last few days, e.g., that certain stations in
the 1991 study had viewing data only for the sweep
periods. Given the timing of when the peoplemeter
database was turned over to me, it has not. been possible
to resolve the discrepancies between the database I have
analyzed and the Lindstrom results.

2. Viewing Attributable to Bulls Telecasts and
Paid Pro rams JSC Ex. 39X

JSC Exhibit, 39X consists of a letter dated
January 29, 1996 from me to JSC counsel. It shows the
number of viewing minutes attributed by the 1990, 1991
and 1992 peoplemeter viewing studies to (1) the
telecasts of the Chicago Bulls and (2) those
infomercials grouped under the name "Paid Programs."

3. To 50 S dicated Series JSC Exs. 3X & 1R

JSC Exhibit 1R identifies the 50 syndicated
series which were credited with the most viewing minutes
in the 1991 and 1992 peoplemeter viewing studies. The
exhibit shows the number of viewing minutes attributed
to each such series (and the percentage that number
represents of the total viewing minutes attributable to
all program categories in each study). A similar
exhibit (JSC Exhibit 3X) was limited to the top 25
syndicated programs in the 1991 study and was based upon
a preliminary analysis that I had performed of the
database. That exhibit was admitted into the record.
(Tr. 8366).

JSC Exhibit 1R shows that, for example, in the
1991 study, "Tom and Jerry" was credited with 791,824
viewing minutes and the "Andy Griffith Show" was
credited with 630,502 viewing minutes. The viewing
minutes of these two syndicated series alone accounted
for 4.975 percent of the total viewing minutes in the
1991 viewing study.



4. Movies vs. Svndicated Series (JSC Ex. 2R)

The database treats movies and syndicated series
as a single category. I have separated the viewing to
movies and the viewing to syndicated series for the 1991
and 1992 studies. The results are contained in JSC
Exhibit 2R. The exhibit shows that, for example, movies
were credited with 30.49 percent of the total viewing
minutes in the 1991 study and that syndicated series
were credited with 52.31 percent of those minutes.

5. Number of Different Households Viewing EachSale Station — 1991 (JSC Ex. 3R)

There were a total of 180 stations in the 1990
peoplemeter study. JSC Exhibit 3R shows how many
different peoplemeter households were credited with
viewing each of those stations. It also shows the
average number of Form 3 subscribers that received. each
of these stations on a full-time basis in 1991. The
exhibit demonstrates that, for example, (1) zero
households viewed 37 of the 180 stations in the 1991
study; (2) five or fewer households viewed 90 of the 180
stations in the 1991 study; and (3) only five stations
in the 1991 study were viewed by more than 145
households.

6. Individual Household, Viewing (JSC Exs. 40X
Ec 41X )

The Panel has admitted into evidence JSC Exhibits
40X and 41X (Tr. 8369-70). JSC Exhibit 40X, which was
prepared by me, shows the 1991 distant signal viewing in
Household 749867 (located in Sheboygan County, WI). JSC
Exhibit 41X, which I have reviewed and verified,
identifies only the distant signal sports viewing in
that household. These exhibits show that the household
had a total of 13,486 viewing minutes. Of that amount
1306 minutes (or approximately 9.7 percent) were
credited to sports (category 4); 11,861 (or
approximately 87.9 percent) were credited to movies and
syndicated series (category 2).

7. Continuous Viewinc (JSC Ex. 45X)

JSC Exhibit 45X, which consists of 5 pages of a
200-page printout that I generated, shows a portion of



the viewing in Household 753308 (Alachua County, FL) in
1991. That household repeatedly was credited with long
periods of viewing the same distant signal. JSC 45X has
been admitted into the record. (Tr. 8372-73).

8. Viewing Minutes Attributable To Those
Peoplemeter Households With The Heaviest
Viewin — 1991 JSC Ex. 4R

JSC Exhibit 4R identifies the viewing minutes
attributed to movies/series and sports in the top 10,
top 25 and top 50 peoplemeter households in the 1991
study (ranked according to the total number of minutes
of viewing). For example, the exhibit shows that, the
top 10 peoplemeter households alone generated 1,440,350
minutes of viewing for the movies/series category (or
5.04o of the total viewing minutes in the 1991 study).
The same 10 households generated 26,731 viewing minutes
for sports (0.09% of the total viewing minutes).

9. Number of Different Households That Viewed
Each Pro ram Cate o — 1991 JSC Ex. 5R

In his written testimony at page 36, Mr.
Lindstrom provides data on the number of unique
households that viewed each of the program categories
during the full year of 1991. JSC Exhibit, 5R breaks
down that data according to the number of months that
each household reported viewing during these periods.
The exhibit. shows that, for example, there were 697
peoplemeter households that reported viewing during each
of the 12 months in 1991. Of these 697 households, 696
households reported viewing to movies and series, while
689 reported viewing to sports.

10. Number of Households That Reported Viewing
Durin Each Month — 1991 JSC Ex. 6R

JSC Exhibit 6R identifies the number of
households that reported viewing during each month in
the 1991 study. The exhibit shows that, for example,
there were 2,354 unique peoplemeter households that.
reported viewing one or more of the sample distant
signals during the month of January 1991.



11. Averaae Viewina Minutes — 1991 (JSC Ex. 7R)

JSC Exhibit 7R identifies the average number of
viewing minutes attributable to all peoplemeter
households in the 1991 study, broken down by the number
of months that those households reported viewing. The
exhibit also identifies the average number of minutes
credited to each program category. The exhibit shows
that, for example, those households that reported
viewing for all 12 months during 1991, on average, vere
credited with (1) 14,789 minutes of total viewing and
(2) 1,101 minutes of sports viewing.

12. Distant Sianal Vievina

I vas unable to verify that, all of the viewing
minutes in the peoplemeter studies wexe attributable to
distant signal (as opposed to local) vieving. However,
in the course of my work, I determined that, the 1991
study treated all of the Baltimoxe signals (WHAR, WJZ,
WBAL, WBFF and. WNUV) as distant in Prince Georges
County, MD. The Form 3 cable operators that. served
Pxince Georges County MD reported, all of these Baltimore
signals as local (and thus did not pay any royalty for
them). The movies and syndicated series on these
signals were credited with a total of 140,778 viewing
minutes in Prince Georges County. The comparable
percentage for sports was 531 vieving minutes.

13. Telecasts on Fox Stations (JSC Ex. 8R)

JSC Ex. 8R shovs the number of vieving minutes
attributable to the Fox-affiliated stations in the 1990-
92 studies, as veil as the number of viewing minutes
attributable to the syndicated series on those stations.
My database of statement of account filings shows that
all Fox-affiliated stations generated $5.2 million in
royalties for the 1990-2 accounting period; $4.8 million
for the 1991-2 accounting period; and $4.7 million for
the 1992-2 accounting period.

I declare under the penalty of perjury that the above
testimony is true and correct to the best of my
knowledge and belief.

XW~i~
Thomas A. Larson

February 15, 1996
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1990 NIELSEN METER STUDY QUARTER-HOURS /VIEMING BY CATEGORYI c) Cable Data Cor porat ion
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10'0.000 16.719 76.346 4.423

qhrs 9,819 3,467 2,270 3, 18G/ I7frf/~5.3~3~r55T.
vwp 0 O. 0:'. '.O/ .000 . .000 . .ODO ...0'00

qhr s/
vw

qhr s
/3

73
1.911

11

896
P3.462

0

230
1.101
2.5)l

. 056Z

.ODO

0 896
. 55V—.

0 . ~ 0
. 000 '.. OQO" '

.DDO
0

.0
:. 00/O.

.000
0

.'009
0

.:.

0'00'-:,
KRRT .E. 'F KERRVILLE.O qhrs - 5,2'16 . "-.-4: . 5,018 ., -.. '184/ .100.000 . 077 98.204 . 3:.528vwp 0 .. O. 0-'..." '.'/- =.000- = .050 .00~
KSAT N h SAN ANTONIO qhrs 1,895 612 1, 120 78 78/ 100.000 32,296 59.103 4.11G 4.116v 0—. 0. . . . D..000 '000 ..ODO .

' .OOO......OOO
KBAX N A ALEXANDRIA ~hrs - 5, 275 1,:679 . 2, 597.:..'2

vwg 5,647 2,488 3,056 0 103/ 100.000 44,059 54.117 .000 1.82450~ St0515530~~ ~ .. —D'.IO0..000 .000 . 'ODO ..OOOO - ..OOO-vwg 0. 0 '
. 0- ..'.DOD1: .000 '. ".000 '.OOD 'DOD

0

1

4

5

7

15

l1
03

14 ~

15 )

14

07

1 ~

11

11

04

15

tj
14

10

)
31

33

10

35

36

Dfl

15

~0

40

~1

~ 3

40

~5

~6

43

~5

05

55

50

51

53

56



, 
JAN 03 1996
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CALL 7 8 CITY
SIGN Y 7

1990 NIELSEN METER STUDY QUARTER-HOURS /VIEWING BY CATEGORYIcl Cable Data Corporation
Total Local Series/ Religious MajotMovies 8 orts Other

Page 6

Edu-cationall
0

2

o
4

}2

60

„10)

0

)&4

2 ~

)07
1 ~

00

J 24

21

C }2
27

))-
)7

02

Sr,! 72

74

~ 0

42

43

I 44

KTIV N N SIOUX CITY
. 000 . 000 . 000 .000 .000 .000 , 000hrs 3,495 830 I, 435 108 226 896 0vwg 34G

100. 000
26 ~ LO 62022~h~O, JOO

100.000
vw~ 57,270

100.000

0 . - ?t6
.OQQ ... 6?,428 .. 0003068~'360 3267.523 87.225 2.9801,934 52, 672 2473.377 91.971 . 431

13
37.572

2. 272
2, 417
4. 220

-OI .. -0
..QOQ: - 'OOO" -'o 0'00

0
000

000
0

OOOKTSF I Q. SAN FRANCISCO

KOTTV I F LOS ANGELES

KTV)l N N ANCIIORAGE

qhr s/
vw

qhrs
K

vw)

'I 0,236:. 4,838 2,474'': " '2,828: . 0100. 000 . 47.265, 24.17)t" .. '7.62S .000 .258 . 135 '99 .. Po .. 001280~32~37 276'2
. OIIII

)0,702 1 I 0'I 4 96 196 292 200'100.000 9.475 85.928 2. 728 I . 8698'~ ~i'4'0
.

'- .- '75100 Qoo 6 04$ 87.329 ..196 '.433
3,676 ~ ~ ~ 620 '.16& "

. 0 ..-' 0.&JR7,474 2,260 0,260 0 0100. 000 30. 305 69. G95 .000 .000

"'9'6' '
0,.938: ..OOO'4:..'

.H0
0

000
0

000
.000 ',." .':IIOO.
880

0
. 000

0
.000

Of 100. 000'a
. QOQ

4. 96

..:000
1.080:

.OQD

. 058
0:-

. 000-0
KTVT I FT WORTH qhrs 10,752

IOO'.OOO
vw 69,463

688
6.399
1,609

9,106
84.69l
64,937

548
5. 097

559
408

3.795
2., 320

2
.0)9

38
0

.000
0

KTVU r. F OAKLAND

KTWO N N CASPER

0
.DDO.

0
000"

2302..«5 .

-4S0
4.47&

9,046
84.353

4

968
9. Qp6

qhrs 1 0,724
X 100.008

.505
hrs 2,539 608 1,851 0 78 03 I&~~8 ~2. OII3.... ~ 0712. 3vw7) P.O,&55 2,937 1&,205 0 .18513' . .

'.
. 0100.000 14.219 . 78.456 '000 . 7,.3P5 . .000 ... .'000

KTBD I R OKLAHOMA CITY qhrs . 9,840. 800 632 . 792 . 9 . 76.6166 -'
0K 100.000 8.130 .6.423 . 8.049' .000 . '77.398 .ODO

6

t
3

4
0'

0

10
1

It
13

16

10

17

I ~

10

20

21

tt

13

07

30

30

St

3 ~

30

30
37

3 ~

30

~0

41

43

7
0 ~

67

0

SI

02

63

6)

06



4
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JAN 03 1996
Nl MZCL12P

CALL T 8 CITY
SIGN Y T

KTIJV

KTXL I F SACRANENTO

'qhrs 8,600
)I 100.0DO

5,
10D. 000

0
.Dno
.000

0
0000

0

.000 .ODO

. 0
. Dna

0
.000

qhrs 100 5'10 550 90702 288

1990 NIELSEN 1'1ETER STUDY QUARTER-HOURS /VIEWING BY CATEGORY(r) Cable Data Corporation
Total Local Series/ Religious Najor

Novice S orts

Page 7

Other Edu-
rational

0 8'I En'0 .

.000 .'Ta.o.naL
5,335

.DOD 100.000
0 D

I

)

4

I

)

) 4
vwg. 80, 095

100'.Goo
2, 07a '76; 628 . i,392.584 95. 671. 5 744

.'.I 0

. 008 ,ODD
10

)

11
80

) 11

I
Jll )DO.OOO

vwy 21, 730
100.000

. 000
0

.000
.DDO

0
.000

.000
0

.000
.000

0
.000

.000 100.000
0 21,730

.000 100.000

II
14

15

14

)84
15

0 ~

~05

15

15

)50

50

KUSI. I

KUTP

KVCT N A

SAN DIE'GO

PHOENIX

VICTORIA

qhrS 3,733 . 162 . 30495
)0 Inn 000. 4 340 93 624

vwg. 156. 0 ... l567~00 . 00~8
D

. 000
D

qhra 10,230 368/ 100.000 3.597
VII) lk

80686
84.907 . 000

0 . DOG: . 000
qhrs 2, 887 301 1, &48 -.: . ~ 0.'ll.~ 0. 088 07. 08~011

vwg 0 0 0 0.000 .000 .000 .000

72
1 . 929.

0

206
2.014

0
.Onn

'41

0
.000

970
9.482

. 00$
897.

35-.07%
0

. 000

0
nn0

0,00

0
.Onn

.. Inn'"..; ..:-ngn0
IT
15

IO

II
II
01

15

IO
I

01

14

10

10
Il
TIN—t4=f'UC 170~54/ 100.000

.000
26.362

0
.Oaa

I
5D.285

D.
.000

.104
0

.ODD

,DDD- 23.249
:000 ..-onna.

0 0'0
I'!
I'I
15

IO

KVOS I C BELL INGHAN qhlrs 10,732
X 100.000

vw D

394
3.671

0

10, 023
93.394

0

«.98
2 777

0

0
.Dnn

0

17
.158

0

0
.nnn

0

IT
I ~

40

l(WET E

KMGN I

CHEYENNE

DENVER

100.000
hrs 10,688

.000
567

.OOD

9,711
.000
376

qhrs 8736 0 .: 0
/. 100'. Don . 000 . Dao ....'003 0

.ODO

.000
3D

.80736"
.004 100.000
.000 100.000

D

40

OI

44

45

44
45

4 ~

)5 ~

50

~0

)41

vw~ 61, 00) 2,858 5,373
4 '85 94.040

643.
1.054

129
.i211

6
0'I 0 :000

48

54

51
O'I

.),.)
I ~

5'I
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NLHZCL12P

CALL T 8 CITY
SIGN Y T

199D NIELSEN NETER STUDY QUARTER-HOURS /V1EWING BY CATEGORY(c) Cable Data Corporation
Tot al Local Series/ Religious Na] orNovies S orts Other

Page 8

Edu-
cational

) 5

lO

~ 1

)04
05

14

)IT
Il
IS

.)1
11

SI

)SS
11

I Ol

~ 1

41

KWttC N N DAVENPORT qhr s 3,574/ 100.000 14078 20260 " '-:30...204 .
'

P. '. ': 030 162 6$ .$34 - '889 $ .708 '.556 "'QDO
KWTX N C WACO

100.000 9. 615
qhr s 3,571 I, 179

1.vwa .... 0 D
. DDD . Oor)

86.218
1,458

.aoo

.ODD .DOO

896
.000

0:... 0 ... --,:-. '0...-'..Qoo.....; Dr)O'.......-..01)D,'
/ 100. 000 38.711

Ywca
21 I Ql 2 130 069100.000 62,198

59 . 5 0'.7
6,992

33.276
1.484

,000
.278
951

4.526
.000

0
.OOQ

.000
n

.000KXLN ...I. 8 ROSENBVRG

KXTX I DALLAS

qhrs . 10,5P90 . '72 ' 90281 " '. 242' '"'"
0 ". - '4/ 100. QQO 9,232 88.1470... 2.298 . 000 '..3/3:0 '9vw 0 0, . 0 ' Q:. '..0

.000 .05~9 .Dm9
qhrs 10,422 226 8,48S 1,606 0 102/ 100.000 0,168 81.443 15.41D .000 .979

y
.I t~ 0: 999 . I'59,99'I ~::

. I'09:".
1 OD. ODD '224 94.587. 4. 903 ' 00 .: .: . 286

. qhrs 3, 474 - '- . 630 . - 2S832 .. - 0 I .
'' .: .. 2

0vwrr 0 0 0 0 0 0.000 .000 .ODO .000 .000 .Doo

.. 000

0
.000
000

0
.000

I I I . II 00 'l. 0jl . 04. 00.I
991 10; 009 010 ' ll;009.100. Dr)0 4. Dl i.. 95.989

4.713'- '.414..' .000' - .Ooa
0 . 0

. ooo '.:ooa .
'; 0'QD '':

':::oorI
WABC N A NEW YORK qhrs 5,487

X 1OO'.OOO
vw 919

1, 717 3,598 12831,292 65.573 2.333
P.94 607 180~59 ej5F

SDB
0

0 0
.Don .noo

0 0
'0

N C BATON. ROUGE qhrs ', 054
1 aa'. Oao

l,348
33.251 20226 ..-. 46k

$4.909 .. 641347 000'0 ''" "'
D493'

~ OOO

: 94f
2,94K " .0

,0 O'0
D

. OOD

59 338
16. 685

25,713
80.373

vwrr 31, 992
79 100 ~ 000

100.000 36.861 61.P75 1.864 .000 .000 .000WALA N N NOBILE qhrs 4, 132 97O 2,266 0 0 896 0I

I

)

5

)

5

IO

ll
11
11

14

lj
I ~

Il
14
1'I

11
11
14'5
1 ~

)
1 ~

19
'1l

11
11
14
15
10
lj
90

10

~0

40

41
41

~ 4

45
40

49

41
40

'90
5I 1

51
01
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CALL T S CITY
SIGN Y T

1990 NIELSEN METER STUDY QUARTER-HOURS /VIEWING BY CATEGORYlc) Cable Data Corporation
Total Local Series/ Religious MajorMovies S orts Other

Page 9

Edu-
cat I onal

81

)84

I ~

14
t9 "

31
~ 338

~ 0

l4

WAOW .N A MAUSAlP qhrs 4 I 894 '76 3'i'029 ' 44 . '49 896/ 100. OOD'5.856 Gl.898. 2,942 1. ON 'f8.308

WATE N A KNOXVILLE

.000 .000 .000 .000 .OOD .000
hrs 3,824 996 21698 12e D 2
vw~ 3, 539

100.000
60

1.695 2,847 '32-
.80.446. 'I7.858.. 0

. ODO

/ 100.000
vwy 0

.665
0

. DOO

93.646
0

,000
5.689

0
.000

.000
0

. 000

.000
0

.000
WBAL N C BALTIMORE qhr s 4, 044 1,608/ IOO.OOO 39.763

vw 6,656 " 1.430WSI-'.888~
P., 384

58. 958
51184

. 48I. Ier30'O+ ..099
0 "'1'2,'BBM

N C CHICAGO qhrs 3,48 1 1,260 2,203 10 0 8/ 100.000 3G.I9G 63.286 .287 .000 .2309 ...75 ." .O.100.005 -
' 21.875. 78'.125 - ..000 ..DDO'.;000

MBFF I F 'BALTIMORE - qhr s IO,S04 '. 300 9,'7'f4 398:I: ' '.90I I
vwo 22,432

100.000
375

'I . 672
21,89697.6ll 71

.317
90 0

.401 .000

/ 100. OOD
""R IOO.OOj

23. 407 SI'.586
I I .. 3043.323 . 9$ .843

1 . III
.OOD

.0 00- . 23. 460.'0 —. ~ - IG'-
,OOO ... 4.834 :

MBOY N N CLARKSBURQ qhrs 2,320 554/ 100.00D 23.879
vw 9,333 1,202

0

MCAU N C PHILADELPHIA . qhrs 3,309 1,096/ 'I 00. 000 33 .. I 22

1,510 156 9465.086 G.724 4.0527,936 195 0
:ll81

2209 . 0 '
66.757- .OOD .000

.259
0

100.000 35.023 64.930 .000 .000 . 047
MCBS N C NEW YORK hr s 3,415 I, 160 2,225 0 0 30

7vwq 7,105 3.021. 4,084 . 0 . 0 ..- O::R 100'.OOO 42'.519 57'.481 .OOO . ....OOD . .OOO

0'00

.000

0
.;000

.000
0

.000

;0'. OO'0'0

0
000

', 000

0
.000

. OQO
0

. DO.O

.000

0
. 000

. 000

0.
.000

I

I

4

I
I
I

II
I1
IS
l4

14

II
I ~

II

II
11

14

II
II

'II

II
11

34

18

SI
31

18

33
40

~ I

~ I
41

44
48

II .)

41

41

)

I
3

I

II
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CALL T 8 CITY
SIGN Y T

1990 NIELSEN METER STUDY QUARTER HOURS /VIEWING BY CATEGORY1 c) Cable Data Cor porat ion
Total Local Series/ Rel igious Majorf1ovi es S orts Ot her

Page 10

Edu-cationall

4

.) 8

rlr

IO

If
!74

ro!38
38

O'I

m )38
30

~ 3.

43

.000 . 000
MC I U I CMI DAGO qhr s 1 0, 396 3, 782 4,3P4 2,174 0 116

.000

vw3I 254
ff)0.000 48

18.898 .206
81.102 D

.000
D

,DID —. 008
0

..ODQ

Z 100, 000
vw~ 0

22. 656
0

,OQD

I 75,190 72.135 .000 .019 .ODD0 0 0 0 0, 000 .000 .000 .000 .000MCNY E . SYRACllSE' qhrs
)8

~ vw

8, 958
1,00. 000

0
0

: 0.0 0
"8,958

.DO ..1:00.000
- 0

MCTI N A NEM BERN qhr s 5, 086 806 3,168 92/ 100.000 15.847 6P..289 1.809

,MCVB. N A BOSTON qhr's 6,349 2,89& 34P91 94
35 I.Ivwq $ ,502 2,515 5, 976 ilZ 100. 000 29.581 70.289 .129

BIIBO -f~ 8888~8twlr ~S 838 7,.
Ã 100.000 2.499 79.591vwa 2,&13 281 2,207Z 100. 000 10.'154 ~ 84.462

6.71 9
PB

,842

140
2.753

I

0
.000
T7

1.. 78
I 0.3

'3.942

880 017.3OP .000
I

000 000

0
. 000

0
.000

9.407'. DDD
0 . 0.000 . -.'00 0MDBJ N C ROANOKE qhr s

Z
vw

2, 473
10D. 000
15, 562

641
25. 920

4,005
1,780

71.977
1 1 8492

1.941
65

0
.000

0
.162

0

0
. 000

0
WBCA I WASHINGTON

MDTN N A DAYTON

qhr s
)I

qhrs
vwrI

107566
100.8DQ

5
100'. 000

4,346
32,762

100.000

78 98 000 1, 156 3BB.738 85.179 ... - 1 0.941 3. 04883 B~T 'I.083 93.143 1.675 5.100
1,178 2,984 128 50

5744, 010
1-2. 840 81 ... 77

.P47 .296

fO"
. 095

.000

0
..DDQ

0
. 000

.000

-0
. 000

MCDC N A ADAMS qhrs 4, 526 959 2,593 . 94 0 .
'- 880.'100'.000 21.189 57.'291 2.077 - ,000 f9..443 .000

I

4
3
8
7

8

IO

II
l1
l3
l4
18

II
77

I ~

II
10

II
11

)
74

18

18

17 !
18

18
70

31
3'3

34

3 ~

37
38

I
38
40
47

41
)

4 ~

48

48 ")

48

48

,)

51

)

58
'77
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CALL T S CITY
SIGN Y T

1990 NIELSEN HETER STUDY QUARTER-HOURS /VIEWING BY CATEGORY(cl Cable Data Corpor ation
Total Local Series/ Religious ffajorNovies S orts Other

Page 11

Edu-
cationalN

".) 5

50

,) I I

53

)I ~

157

I ~

I

)50

55

I 34

I
jl

111

30

155

3 ~

IO 54

)3

I

5

4

I ~

4

WEAD E AKRON qhrs 9,809
.'/» IQOO.OOO

.000
WEDU E TAHPA qhrs 7,270

WENT
'

N A ELNIRA-

VM If
100:000

fry ~, 33
X 1D0.000

vwy 221817
IDO.OOO

qhrs"',326
X 100.000

WESH N N DAYTONA BEACH qhrsf.'FFT

. I F FT WAYNE qhI s

VM)

4,3G8
100.000
IOO.OOO

'I 0,752
-00. 0'0

595
100.000

Z
vw)

WFLD I F CHICAGO qhrs/
vwI

E 'ALLAHASSEE . qhr.s ..WFSU

) 00.000
0

.
OOD',7GI

100.000
37,727

8,309
100.000

WFXR I ROANOKE -qhrs 9,423
~ 0~

vwft 17, 820
fao,ooo

0
. 00(l .

O.
,.00 0

.000 .OOD .DOO .oao .000 .000
7,266

0
. 000

0.

, 000
a.....',-.-I .'.—. I

~ ODO ..OOO . ': QOI)8.: .IOO 000

. 000
0

.000
.000

0
,000

.000
0

.000
.000

0
.000

.000
0

.000
100.000
2P,817

100.000
5281

'15.875
0

: 2155'6
. 70.849

'l98:-
5, 953

- 0

14,;. ': —:-30.: — -. !.:0 "
.42), '.; 902:....'.....Oo'0

tt ..:.:. I:..'. 'll.
I, 200

27.473
837

19.009
1,100

28f
47.227

3,112
71.245
80.991

81746'
1. 3713

314
52. 173

48
1.099
.4 ODD

'640 '

.000

0
.000
000

. 't55
0

.000

8
183

0
000

00
2'-.''':.. '''0

.OT9 "
. OOD

0 D

.000 .000

40.742 55.047.
O.

..00 D..

.. 4.211
-.. 0

. . 500

. Doo.
0

, OOO

,Oo
.0

'DOO

.DOO
0

.OOO
G72 9, D296.885 92.501
766 36, 9583~. Jl

0 0
.ooo . .oao

tt 1

60
.615

3

0
. oao.

.000
0

. 000
ODO

265
5

. 028

.000 .ODO .000
7,981 28G 108»It~43~

99.545 . .426 .OOQ

0
.000

0
.0

0
.OOD

0

0- 4 8130 9
:QQQ IQQ.QQQ

000

881

.

o'oa'00.'0 .

. Doo

,0'00 '00 '
.DOII 'Ioo,Ical'

5

7

l0
ll
(I
ll
l»

,)

ll
' 17

I ~

11

)

1.4

17 !
14

30

ll
35
14

I
35
14
57
3 ~

1

40
4t
41

44
4'\
44

47

4 ~

45

50
5l
53
53

5 ~

57
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JAN 03 1996
NLHZCLI2P

CALL T 8 CITY
SIGN Y T

1990 NIELSEN HETER STUDY QUARTER-HOURS /VIEMING BY CATEGORY(c) Cable Data Corporation
Total Local Series/ Religious Ha/orNovies S orts

Page

Other Edu-
cational

o.

Ilr ~

IO

) II

21

.') l4
I ~

If
I
017

I ~

I ~

)24
2 ~

12

(
)3

I- 14

12

1tl

~ )14
V '0

vwo 7,985 0 7473S/. IOO.OOO '000 96.90721000?1~Dms ~42~/ 100.000
vwy 5,79G

100.000
27.098

1, 140
19.669

G6.100
4,299

74.17P.

If4
1.428

4.535
49

. 845

133
t.b66

2.P68
308

5.314

.oao—

.000
0

.000

0
.000 '

000
0

.000
It GREENVILLE qhrs 9,35P./ )DO.000

—.0.0 I

MGGS
P.D 046 20 028 ' 2,"158 ': . 0P1.878 21.685. -23.075 .. 0000 '

0 0 . 0ttD . OWl .0000
MGN I CHICAGO qhrs 10,752 946 8, G24/ 100. 000 8. 798 80. 2O81~~082 89780 ~0542 "

100. 000 6.858 1.749
.. MGNT I - PORTSNOVTH 'hrs 90532 484 - 6934 -.

14,561 800 11,735100.000 5.494 80.592
DMIoo'. Qaa 4.75 . 89',302.

vwfr 30,902 . 795 29,944/'Qn.oao P.573 96.900

312 8702.902 8.092Dtt,
.. GD34 '20 .7-59

1,234 D

0
0

.000
1,999

13.728

5. 311
98-

.31f

',120': . 033;362 ..
Dog

0
000

0

.. Bsa

n
000

;ODQ

27 0
. 185 . 000

. 058
: Q

. DOD'

DO.D
0.-

.000
TOLEDO

MHA E HAD I SON

MHIO N C DAYTON

qhr s 7,802 D 0 0 0/ '100.000 .000 .Oon .000 .000vwq 14,628 D 0 0 DI—200—'.000—.000—.00~0~
qhrs 4 I 082 o.. o. 0 0I OD. 000 .Ooo .OOO '..006 .000-0 2-,D8ID 0— tt 0100.000 .000 .000 .000 .ODO
qhr s 4, 14G 1,765 2,300 10 G5D.DW 42.

vwo 9,G26 13 01 '0 703 0'0 422P. Ioa.aoo I5.593 80..023. .OOD. 4.384

D 7,802
.ooo Ioo'.oon

0 14,6'r 8

-0 " 4,082
IODO 'IOO.OOo

~ 0

.000 100.000

0
. 0.0 0

0
.OQQ

0

MFXT I F BOSTON qhrs 8,830 240 '4)68 . '92 32. '-.: .
0 ..0IDQ.OOO 2.758 92.4'80 . 4.43 .362 .Doo ,Doo

100.000 1.302 96.005 .034 2.660 .000 . 000
MGBS I PHILADELPHIA hrs 1D,560 48 90628 692 188 0

I

\

1

)

lt

10

02
l3
l4
I 'I

I ~

17

I ~

1l
22

)21

14

If
10

27

20

20

10

II

12

24

31
34
37

I ~

31

4l
41
~I
44

40

47 I

4 ~

10

~I
11

41
\

10
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NLNZCL12P

CALL 7 8 CITY
SIGN Y T

'I 990 NIELSEN HETER STUDY QUARTER-HOURS /VIEWING BY CATEGORY(c) Cable Data Corporation
Total Local Ser les/ Rel igi ous NajorNovies 8 orts

Page 13

Other Edu-
cationalI

5 ),
a.

~ )

R ),
II

~ 0

)88

02

W IS N N COLUNB I A

.000 .OOD

qhrs 3,89G I, 046
till

vwo 1,410 . 96b
I 00'. OOO 68.511

/ 100,000
very

5,770
100.000

29.449
2,332 '10.416

.000
1,74G

..384
27,234

64.973
3,433

59.497

0
OOD

160

GD
4. 855

5. 578
5

. 087

ll.000 .000
880

0.. OOD .000

.000
0

. 000
.000

0
.000

0
.000

0
.000

.000
0

.000

)8

I ~

)28

21

f. )28
23

'JAR

W JBK

MJCT

36
999

0

3&604 '-j'254'.&300
100. ODO 34 ..795 63.818

13&SSG 2&904 1,457
N C DETROIT qhrs 6, OOG I & 220 4,584 148

Y. 100.000 20.313 76.324 2.464
I &.S00.f00,000 23,024 76.814.. f62

E JACKMNVILLE . qht s. 8,794
00

100.000 .000 .000 .Doo71808~has ~8~08 I, Il'I'
K 100.000 24.684 71:954 . 2.970vwq 10,910 . 1,403' 9,4QT, '

100.000 12.860 ' 86,590 .037

0..000,
D

.388 ~ '-
195'

:,. Dao
0

44
733

10
IG7

0
000

. ooo . '..Ooo ...:.000
o. ' '0..." B 794
~IOO— 70~ 0
0 0 9,858.000 .000 100.000

. 249
Sb.

.513
.142

0
.DODS

.,OOD
0

.DDD
WKBO I F DETROIT qhrs

X
VM

23

WKPC E LOUISVILLE qhrs
fff » /

10,494
100.000
64,568

1

8, 186
1 oO'. ooo

75D 9, 144 QDO7.147 87.136 3.S122&763 56,326 500~235
0 0

. DDD . DOD .

DOO'00
1.906
4, 979

0.000..

0
. 000

0

0
.000

0

.0 . ~ . ~ ~ 8&186
:DDD

—

I DD'. DOO.2 ~

)28
28

27 .

)\ ~

22

~3«
~ 1

)»

.000 .000 . 000 .000 .ODO ,000
WKZX I COOKEVILLE qhrs 9,8S6 0 0 0 0 9,856S~ .000

vM) 0
.000 0

.000
0:

.OOO
D

. 000
0

.000 .
a... D

. ODD ': .000

WHRO E HANP TON . qhl S 8 &874 0 '''. 0 0 0 . 8~874'If IOD.ODO .000 .Dao .000 ,OOO DOO IOO!000

I

8
I

3

8

8
)

8

IO

l&

IC

IS
Il
I&

IC

It
18

11

11

10

18

10
17

St
3 ~

Sl
82

33

30

38

33

SS

30

~ I

~1
~ 3

88

~3

IC

~&

08

I&

CO

Si
SS

SS

I ~

j

n
07
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NLNZCL12P

CALL T S CITY
SIGN Y 7

1990 NIELSEN NETER STUDY QUARTER-HOURS /VIEWING BY CATEGORYlc) Cable Data Corpot ation
Total Local Series/ Religious NajorHovies 8 orts

Page 14

Other Edu-
cat ional

III ~

~ )
Q

m)5
IDI

IS
ll9

II
) ~ ~

I

)07
I ~

I

)1
al

) )13

V 10
'!5

I- )5

))..
'30

51

35

50

.) 55

Io 57

~,) SI

55

00

~ )Si

~ 'I
'I

MLEF E PARK FALLS qhrs S, 977 0/ 100.000 .ODO
0

.000
0

;000' .000
0, . 8;977:..060 ' .oo'.aoo

WLEX N N LEXINGTON qhr s 3 ~ 288
vwo . 88,7SG

11 100.000

1,486
13. 867.
48.)73

.000 .000 .000
115GS 148 0

5 I. 93 .0
140838 '.. 5 '

~
'"

51..546 ', 017 . 000

.000
80

.000

.'. a
.0'ao

07,
100,000

vwy 0
17.728

0
. 000

56.423
0

.000
.000

0
. 000

102
2,G63

0
. 000

23.185
0

.000
. 000

0
. 000

"%LID. 1 'IVERHEAD . qhl s',4G6 GD6 7,246 ' '734
x lao'.oao 6.402' .76.548 1 7,754

vw 0 0 0 '..'.
WLVI I CANBR IDGE qhrs 9,392 G98 8,596 G/ 100.000 7 432 91 525 064

. 094 3~9~9'0 34 0 . 31
100.DOO 4.808 '8.517 . :;083

WNAR N N BALT I NORE qhrs 5,394 " 1, 498 3;584 . 32a-.a
~ ~ A

vwg 5, 069 1, 255 31 274 6100.000 24.758 64.589 .118
I 98 20278" 142,36.61G'9.665' 719.

74225 . 81370 ~ 13145.943 53.P24 . .833

4

100,OOD .

vw( 15 786
100.000

E NYC-NEWARK qhrs 10,G20 0 0
X 100.000 .000 .000

vwg 111704 0 0P~w o—.'ao——— —.o 0 0
— - ——.Da

I' WINSTON"SALEN qhrs - 9,354 138. '1735
)1 100.000 1.475 82,698

0 0
.000 .000 .000

E FAIRFAX qhr s 5,714 0 8
1 100. 00~90

vsg 0 0 0,000 .oao .DOO

0
.000

0

WNET

WNRW '21
'5. 570

.000
WNVC

.DDD

0, ".. '880 -'.': 0"'000.

: ',296 : 1000
0- - 0 ': "'.0.

..000 '.——.003

0
000

, Dao.

0
. 000

86 6
.916 .064'. '91

2. 444 .. T47,-
228 . 84~57

95
I . 874

439
8.660

.000
0

. 000

.Doa
a

. o'aa
. 000

0.
.000

0 1 D, 620
.000 100.000

0 11,704
DO: DDD

890 . 0.
9 515 . '.'000

0
.000

0

70'748

.OOD .000.Doa

0 5,706
0

.Oaa . ..oao

I

l

4

)

I
10

II
11

I)
io
io
15

17

I ~

10
11

11
1)
14

10

10
17

10

3 ~

31

11
I')
34

34

37
)0 .3

40

II I

41
~) I

44
4'3

~7
44
4'1

50,
31

53

I)
5 ~ . 3
55

50
. '17



4o )
L

1

) 3

lo

9) ~

3

3 ~

)11
ll
33

16

lo
)53

35

lt )6
63

))*
31

jo

36I !36

~ )3 ~

tt 33

~ 6

K),,
43

~3

)oo

JAN 03 1996
NLMZCLI2P

CALL T 8 CITY
SIGN Y T

WNWO N * TOLEDO

WNYC E NEW YORK

WOLF.. I F SCRANTON

'WPBY E. HUNT I N6 TON

WP IX I NEW YORK

GREEN BAY

WPSD N A PADUCAH

WOLD N A COLUNB I A

1990 NIELSEN NETER STUDY QUARTER"HOURS /VIEWING BY CATEGORYlc) Cable Data Corporation
Total Local Series/ Religious IfajorNovice S orts

Othe'age
15

Edu-
cational

qhr s 3,252 35O 2,672 216. '
O ... I+/ Ioo.ooa lo.763 82.'.Ii5: . 6:642 .Doo '431 . Dt

100.000
hrs 7,880
vwo 4,490

100.DQO

/ 100.000
vwg 55,744

100.000

2.535

o
.ODO

16.194
3, 110
5.579

96.608

0
.000

81.127
52,537
94.247

. 00:0

2.660
97

.174

.000

0
.000

. 000
0

. 000

.047

.000

.D19
0

.000

.000
7,880

4,490"'00:

DDD--

.000
0

.000
qhrs 9,787 . 350 ', 155/ 100.000 3.576 83.325vw 723 22 701.

47
qhr s 4, 598 334 3,276100.000 7.264 71 . 248

. 0.

384
3. 924

0

94
2.044

'0
.000

hrs ~ 7, 287

.000

. OOD

D

OOO . .Ooo

to . I IIII
0 0

.000 .000
0

.000

18
. 184

0.
'. )92

'0
0

,000'.
14 880

304 19.139
tF

0
DDD

0
.DOO -: .OOO. -,OaO

'0 '0:":7,287
. 4~~3II.

0 0 0.000 .000 .000
/ 1 00. 000

vs 20, 727
IDQ.OOO ~

14.727
759 .

3.662
Tl.724 'ft.944 1.604....OOO ~ - .000191210 218 . 540 . 092.681 '1.052 . 2.605 .. .. .DDD ..Oofy'hrs

I/
8, 977

100. 000 . Doo' . OOD. .000 8,977
.0031 100.000

100.000
3,606

, 000

.000
I,IG4

0
. 000

.000
113G5

0
,000

.000

0
. 000

.000
57

D

.Doa

.000
896

D

.ODO

100.000

0
;000

qhr s 10,752 732 9,622 'I 46 252 0 0K 100.000 G.BOB 89.490 1.358 2.344 .DDD .000vw 228,432 11,672 207,492 673 8,595 0 0

I

3

3

3

IO

II
13

13

14
5

13
14

II
14

IO

Oo

11

34
33

34

35
34

tt !
34

33

33
31

33

I ~

I ~

36
33

34

33

46

OI

~ 3

46

45
.)

43

43

lo
31

53

5 ~



4

4)

r01

Q I
z )

1$

? 04

19

:19
I ~

1$

02$

21

22

$$h *'$

&~,) 2$
0K 29

Sl

)$ 2

I

$ 9

$ $

2$

.$ 0.
$9.
4$

. ~ I

~ I
$ $

)44

JA$$ 0J 1 996
NLNZCLIZP

CALL T S CITY
SIGN Y T

1990 NIELSEN HETER STUDY QUARTER-HOURS /VIEMING BY CATEGORYicl Cable Data Corporation
Total Local Ser ies/

Navies Rel igi ous Hajor
S arts

Page 16

Other Edu-
cational

MPTO , .E OXFORD qhr s 9,162. 0 0 '0 . 0-: '... 8 .. 5,162/ I 00. ODO .000 .Qoo. .Ooo .aao -
. .DDD - ioa'.Dao

WP V I N A PHILADELPHIA

100. 000

qhrs 5,258
uwrI 2,309

IOQ.OOD

r. IOO'.OOO
vwy 105,DOG

100.000

. Doo

P,406
433

18.753

3. 558
1,830
1. 743

.000
2,836
1, 779

77.D46

91.370
93,80S
89.33G

.ODD

0

. 000

.927
164

.156

.000
14

97'.4.2OI

4.145
9,204
8.765

.OOD

.. Qaa

.000
Q

.000

100.000

0
.Dao

. 000
0

. 000

/ IDO.OOD
vwrj 3%1,976

15. 662 8P.. 248 1.4I9 . 653 . -. Q19 .. QDQ20724 360160 ... 3 84.. - 4 - ~ 06.9S9 . 92.775 .021 .216 ..400'. . .I)00
MTTM E CHICAGO qhrs 8,802/ IDQ.OOO

vw 19, 594
0

.000
0

0
. 000

0

D

.000
0

.000
0

0 8,802
.000 100.000

0 19,594
MTVD N C DURHAII-RALEIGH-FRqhrs 4, 666

r. 100.000 1, 127
24.. 153

2,65Q
56.794 0

. 004
9 '880. '

. 19'3 18.86-0 . Dao
100.000 .000

MTVP E PEORIA qhrs 6,9G9 0
ro o~iro ~ o

vwa I 980 0100.000 .Doo

100.000 .000 . 000 .000 .000
0 0 0 0 6,969.0'll0 . 0~00 ..II: .Ilail0 D, 0,:.. '198D

. Qoa,,ooo '
oao ...'ooa". I oo'. Qoo

MSPA . N L'PARTANBURG qhrs 4, 061 1,276 1,8D3 32 .
'" to 88'Q ''. 0/ 100. 000 31.421 45.875 .. 788 '246. BD.67D; ., -..OOD'w0 ' 0. 0

'
0 .. 0 -

.
"

- —
'

. 00ll . OlOO .00~~0 ll0 .. Oll
WTSS I ATLANTA qhrs 10,745 1,360 8,80G 132 447 Q 0/ IDO'000 12'657 81'954 1.228 4. 160 .OOD .000—000 OW~~$0,240 OO'.O'PG~OC

r.
' 0'0 . 0 0 0 4. 997 89. 682 . 693. 4. 629..... Oaa .. Oob

MTJC I SPRINGFIELD .. qhr s 51414 I, 078 2,758 — 1,502 ': 76 -: ..' '4
vwq 0 0 0 0 0 0 0. 000 . 000 .OOD .000 .000 .000 .000

I

I

4

S

4

I

1$

II
It
1$

1$

00

19

I ~

)

$ 1

22
2$

24
2$

24
I

11

21

$$

I 'I

$2

$$

$$

1$

$2
1$

$9

~0

~ I

02

0$

$0

ld
~4
~9
~ I
09

~I

$2

1$

00

0$
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CALL T S CITY
SIGN Y T

1990 NIELSEN METER STUDY QUARTER-HOURS /VIEWING BY CATEGORYIc) Cable Data Corporation
Total Local Series/ Religious MajorMovies S orts Other

Page 17

Edu-
cationalI

m ) 5

4),
m

7

50

.) 09

01

93

)O.
15

I ~

)07

I ~

I

!50

50

)53
54

IJ 3 ~

m .'5
I

56

50

j6

$ 33

54

m)3

$ )49

) ~ 4

WIVE . N C TAIIPA qhr s
X

44208
100.000 1 844 '80312 '8... '003.68l' 64.943 . " t,l'll .,000 .000.'

.000 000 000 .000 .000 .000 .000WTVW N A EVANSVILLE qhr s 4,488

.'008
I I 008908~hos ~,590

100.000
vw~ 103,385

100.000

601 2,778 16D 83 090

000
..a

0'ha 000
0 ...'" ' 'all

..000 . -. .OOI!
I 83 70701.7PI 90.183
465 101,744.45a 98'.470

&72
7.301
I, 084
1. 049

719
32

03 'I

076
0

DOD

'.0
'0 DO

000
0

000. MTXF . I F f'HILADELPIII*, qhrs
If

vw)

WTZA I KINGSTON qhrs
X

MUAB. I 'ORAIN qhr s

vw)

100558 550 ' 9,102 ' 426'00.0005.818' 86.259 -; 4,037.39,638 . 1,624 34,949 .. 38.1999 809~.Fl 0~ 0 989.
8, 379 1,343 6,862 76100.000 IG.D28 81.895 .907

IOD.ODD

9,282-
87,291

100.000

12.520

2, 544
2.914

38
87.,480 .. 000
. 8, 267:.'' .

288',07

1.232
78,269
89.664

"474 '. '''0'::
.

- 04.198 ':'. -: ':.091 ...'.',090'8

I . 170

.Offo ...
'204

5,403
6. 190

0
000

aoa .
'-':.:-:.

.0

0
.000

D

000

=oaa

0
.000

'0/

vw)
I OD. OOO

D
.ODO

.Ooo
O.

.ODD

.000

. DO'0

. 0'00
.0

. 000.
. 000

0
.. 0'0.0

:OOO ": )DO,ODDO..- ... -'
. OOO ~ . —,. 00 O.MUSA N C WASHINGTON qhrs

X
vw

WVCY I NILWRU)IEE qhrs
X

.105
0

.Oi'f: I

0
. 000

0

I .olo
WVEU I ATLANTA qhrs 10,752

.ODD .000 .000 ,000
f0239 8,107 1,340 48

. 000

18

. 000

VI)P 0
. 0 O.D

0 . 0 ', 0 0. Doa . Doo
-'

—. 000 - .- .000
-0

-. 0 0 0 ,
'.- ....':: . Oa o .

3, SI G 2,0P6 1,666 180 0100. 000 53. 092 . 43. 658 3.145 . 000IG,920 14,964 1,956 0 0tt ll 'I lo .~81 tl O.ll.
50440 '9532 - 338 200566 ... 0100. 000 46.'544: 6..81'3." . "47. 169 "'.. 000

I

I

4

5

IO ')
00

IO

01

04

l5
If
07

I ~

09

30
Il
18

I'9

36

17

18

10

38

13
11

18 ")
35
36
'l7

18
lo
~5
OI

41
~1

8 ~

46

46
47

~ I

50

59

6\
'51

54
I

56



JAN 03 1996
NLMZCLIPP

CALL T S
SIGN Y T

CITY

1990 NIELSEN METER STUOY QUARTER-HouRS /VIEWING BY CATEGORY(c) Cable Data Corporation
Total Local Series/ Religious Ma) ot

Movies S orts Other

Page 18

Edu-
cational

os

~)0 WVIA . E 8CRANTON

D

qhts 9,176 .. 0 0
'

0 0 . 0 ..., 9,17&
tDO.QOO '000 .000... '..000 ......000 t,:DODD'. 100.000' I

8) 0

/ 0

.) 0

0

IS

)is
Il
11

) IS

I ~

10

)il
I ~

~ 0

)00
ll

04

j)0 .

00

0

0I

$
')ll

aj 00

~ 10 ~

~

' 0

40

D4

100. 000

hi s 4,752
.OQO

WWL N C NEW ORLEANS 2, 118

628
49.G05

1,266
100. 000VW) .

~RR=qttvs/
VV)

ttt,v 2~
100.000 17.132
529,481 64,8GS
100.000 12.251

.000
2I 526

573
45.261

79.427
421,667
79.638

.000

5.134
'3

.000

0- ..
.000

.000

12

.298 3.125 .019
283 42,513 150

.D53 8'.029 .028

100,000

0.. 000 I

0

I !

Il
IV

D4

IS

. 000
0

.000
WWSB N' SARASOTA qhrs 4, 122

X IOQ.OQO
V 02 0

WX I A N N ATLANTA

WX I X I. F "C INC INNAT I

qhrs 5,378
1 IDD.OOD

9.
100. 000

qhrs I0,464D

vIdo 68,769
100.000

I . ~UUUSUS qttv'4
.X

- V00)

9,
100.0000'

OOQ

WYLE I FLORENCE qhr s
X

VW

9,4DI
100.000

0

WZTV I'ASWILLE qhrs 7, S08.
100,000

776 ': ',3G4'"
18.826 S7.351

0 0
. ovid

54
1.310

0'. 0

1,706
31.722
59.528

94
326

.474

3,SOO 96
G5.08D 1.785

5'5 I O.40'.045"

......385'O,ISG '
. 100'3

68,078 152
98.995 .221

22 DL4.542 78.325 '

. DQO .000

6'7LBr
7.232

0
.DQQ

I, 296
13.786

0

236 .

3.023

7,104
75.566

0

'6,858'
87. 833 .

32.
.340

0
00

0
"" "928

. 000- 22..513
0 ''D

. OOV

0
. 000

I

70
1.302

G

112
0

000
0

..042. '.000 D:

SO '::' . 000

213
.310

0
.000

0
.000

. 430

.000
9,471: ..-'QQa

-'Q ''
. '0

.000 ''...000...'l
. 649

GQ
.7GS..

908
9.659

0

. 07'7

0
.000

0

'0
..000

'TO~IthttTER NOtt

TOTAL VIEWING

. 000 .000 .000 .000 ,000

. SV—.Did—.i~VIR —Vtq.mV—.ID-;SS/ 100. 000 11.886. 55.5?5 4.702 „.82894917O315 661&385'&2344536'G4145 .: 604i331.
X 100. 000'. 669 $3. 032 . 667'. 094

.000 .000

s,vqtt . Svs'll
4.341 ..: 22. 718

. 2 53OO 348,.388 . 0
. 026. ' 3.513

lv
I ~

10
1'I

t. 1

11

15
ld
17

25

15

10

11

'5 ~

ld,l
Sd

Sv
vs ~

)
40
4l

„')
~ 4

40

~7
4 ~

50
'51

51

54

92
55

iv



04 199G
~ 1ZCL12P

CALL T 8
SIGN Y T

P

CITY

1991

Total Local Ser ies/
Novrc s

NIELSEN l'1ETEP STUDY TER-HOURS(c) Cable Data Corporation /VIEWING BY

Religious

CATEGORY

Najor
~Sorts Other Edu-

cational

JSC.EXHIBIT NOQP+

KAAL N A AUSTIN qhr s/
VWQ/

10,
100.

o 36
000

0
.000

1,939 7,645 32617.911 70.G17 3.011
0

"' '0 """
0.000 .000 .000

4 91 12 0.037 8.4c4 .000'0 "
0

' " 0'000.000 .000
7

\''
4

KAID E BOISE qhrs"'/
Vwq/

8,139
100.000

0
. 000

.000
0

.000

0 0
. 000=.tl'0'0

0 0
. 000 .000

0
. 0 0'0

0
.000

0 8,139
. 01l~719. 000

0 0
. 000 .OQO„~ASN—I——P.I NE—BLUFF—— — — qhr s/

12

27
100.
87 0

100.

~ Qo
000

000

276
1.004

920
1.052

~ 4 '6'9 '3

89.753
84,641
9G.S08

2.815
~ 14

.931

3.484
79

. 090
2.945

978
1.119

9 ..;.10 779
.000

n
.000f3

14
10, 17

14

f9
t '''20

KATV

KBHK

338 01.908 .000498 0
. l4~90

I SAN FRANCISCO qhrs/ 6nn 32,86Q1.746 95.G23 66
2. c c'0

4,364
100.000

6,0 '7— 1, 46=1 4,003 37100.000 .'88 98.347 .458

10
029

28
OS1
190

.1S5 , .051

0
000

0
.000

N A LITTLE ROCK qhrs 17,717 6,110 10,342 G 124 303100.000 34.487 58.373 3.522 1.710vwfI 1 1 c 4 281 27, 159 77, 980 1,7G7 4,877'"/''100.000 " 24.1 /8 "" "'69'45'1 1".57'4 ""''.344

22

23

KBSI I F CAPE GIRAIDEAU qhrs 9,537-/ 10'O.OOQ'
w jI 0

/ .000

82 7,688 68S60 0 01 7 TO=
1 '119

0 0 0 0.000 .000 .000 .000 0
.000

0
00

0
.00024

29

L4 24

27

GAL I L-OS—ANGELES——qhrs— "33; SOG "'
100.000

vw~ 58,413
100.000

8 29G 24 '0'09
24.540 71. 02090705 43,92916.614 75.204

BS6 5772. 532 1. 7'07
1244 4, 432.418 7.587

. 201
103

.176
.000

0
.00024

29

30
'3 1

KCAU N A SIOUX CITY qhr s 3,623 513 1,947/ 100.000 14.160 53 740vwfl 880 79 74G—-/— 1'0'0-.0 0 0 8 977 84 77'3

133
3.G71

0
. 000

134
3.G99

55
'G. 2co

S96 024.731 .000
0 n

. tflll . Ott 0

33

3 ~

4 33

KCET E LOS ANGELES qhrs/
VWQ

/.

28, 119100.000
30,197

100.000

Q c2
.000 .185

0 '- "300
.000 93

0
000

0
000

0
.000

0
. 000

0
.000

0
.000

28,0G7
99.815

9 097
99.007

34 KCIT I F ANARILLO qhrs 9,509/ 100.000
vwjl 5G,975/ 100.000

1GS 7, 551"1 /767 79. 409
G

. 011 97.274

830 648. (29 .673959 455
.7991 683

896 09.493 .000-
133 0.233 .000

40

Q 4 ~

42

~ 3

(J 44
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CALL T 8 CITY
SIGN Y T Total Local Caries/

Nov t as

1991 NIELSEN NETEP. STUDY QUARTER«HOURS(c) Cable Data Corporation /V IEMING

Religious

CATEGORY

Iia j or
Spor ts Other

PGGge 2

Edu-cationall
KCPT E VANSAS CITY qhr s 8,5G7

/L 100.000"V
W O "I I I 0'72

7. 100.000

0
.000

0
.000

. 000
0

.000

0
000

.000

0
000

0
.000

0
.000
.000

8,5G7
100.000

11, 07~L
100.000KCRA N N SACPANENTO qhrs/ 18,454

100.000
SG,31G

100.000 28,874ci 271
24,230
43.02S

11,219 6,685
GG 7.71 C7l 8 534

0 3,210
. 000 5.700 2

.004 0
.000'CSN—E— — SAN NA'TEO— — qhr s/

vwo
7.

26;675
100.000

4,393
100.000

. 000
0

.000
052

0
000

.000
0

. 000

0
.000
.000

0 G,G81.000 99.948
0 4,393.000 100.000KDNL I F ST LOUIS qhrs/

Vwg/
33,885

100.000
G03,712
100.000

SGc.
.773

GSO
I'0 o

32,241 1,33895.148 3.949601,76S 573
32

. 094
305

12
. 035
416

0
.000

070. G78 =.0'18=
. 000—.0

I—.000—V.EET E EUREKA qhrs 7,714/ 100.000
'VW$

"" ' - ''
000

0
. 000

.000

0
.000'0
.000

0
.000

0
.000

0
000

.000

0
.000
.000

7,714
100.000

0
.000KERA E DALLAS qhrs/

VW9/ 27,318
100.000

'0
.000

29, 96G 0
I 0 0'. 0 0'0 . 0 0 0

38
Lj

. 015

0 0.000 .00
0 0.000 .000 .000

'3
27,314
99.985

0 29, 928

K
—

N N
—JACKSONVILLE qhr s '11;-401 — — — "3,4'69100.000 30.427

vw~ 1,797 322100.000 17.919

G, 398 27K56.118 2.38G134 1897.457 10.518

3 8 733.403 7.GGGI, 152 0G4.107 .000 0
. 000KFCB

I

KFVS

I R CONCORD qhr s

VW)

N C CAPE GIRARDEAU qhr s
Vwq/

8, 230
28.877

815

28,500
100.000

2,374

IO,G58
100.000'3,737
100.000

3, G98
34.697
'2,14G

'.994

'100.000 34.330
C'4

c I
Sc

,801
.429
,401
.653

288
2.702

79
. 147

,5GS 14,G20.007 SI . 298584 923
. 0'0 0

I'7
032 94

. 175

138 950.484 3.333
I 50

3G 835.338 7.834

0
.000

0

0
000

000KGNS N N LAREDO qhr s/
VW)

3,784
I 00.'0'00 '5

G
100.000 0

000 100
G

000 0
. 000

9G I I, 927 0
. 396 -'0.'92~~

. 000 0 896
. 000 03 ~

0 0.000 .000

0
.000

0
.000
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1991 NIELSEN 1'1ETER STUDY QUARTER-HOURS
(c) Cable Data Cor porat ion

/VIEWING CATEGORY Page 3

CALL T 8 CITY
SIGN Y T

P

Total Local Series/
Movies

Religious MajorSports Other Edu-
cational

~KGO N A SAN FRANCISCO qhrs 1 G, 039 4,213100.000 2G.2G7
vwo '5 401 1~,06G

100.QOO 27.194

11 & G3?
72.523
40,30T
72.744

0
. 000

0
. 000

0
000

'0
.000

194
1.210

.OG1

0
.000
.000

KGSW I F ALBUQUERQUE qhrs 9,848/ M 00.000
vwt1 35,787/ 10'0.000

97
90&

28
07o

8, 235
O &

35,477
99.134

564

1 0'0
. 27 9

33
. 09?.

149
.416

5G 89G
6

0
.000

I 8 HONOLULU qhrs "15;876 ''07'885
100.000 67.303

VW 0 0P.. ooo . 000

4, 053
25.529

0
.000

238
1.499

0
,000

0
.000

0
. 000

Ml 0
5.669

0
.000

.000
0

.000
KHET E HONOLULU qhr s

VWg/
8,?.1 G

100.000
27,943

100.000

0
. 000

0

0
.000

0
ono --- — — .ooo

0
. 000

0
0'0 0

.000
0

000 '

8,216
.000 100.000

0 27,943
.'000 100.000

KHSH I ALVIN qhr s 33, S52 28,940100.000 85.490
'vw) ' 33'. '' 33

1Q0.000 100.000

4,G30
13.677

0
.000

?.OG
. G09

0
.000

0
. 000

0
. 000

76
&'5

0
.000

0
.000

0
.000

KHTV I HOUSTON qhrs 33,647/ "100.000
vwg 4,517

1oo'.ono 1.

01G 27,177 3,372992- 80 '771 '0: 022
6G 3,742 0

4G1 82 843 .000

382
135
709

15 G9G

700
2.080

0
.000

0.0»
0

. 000
,,„K-ICU—I

2&
4

50, G97
100.000VW)

- SAN-JOSE—— —-qhrs — — 34;3G4- — 1-,/ 100.000 5.
720 ~~0, 364 ', 372
005 88.3GO 3.993
067 42,126 g7
077 83.094 . 112

'S'94
2.602
6, 433

1?..689
. 041

.028
.000

0
.000

KIXE E REDDING qhrs/
VW)

8, 081
100.000

0
.000

0
.000

0
.000

0 0 0.000 .000 .000
0 0 0

. 0'0~&0 . 00

0 S, 081
.000 100.000

0 0

) KKTV
$.

N C COLORADO SPRINGS qhrs/VW)'4&291100.000
0

.000

3,387
P3.700

0
.000 0

.000.000

9, 973 3G569.785 2.554
0

26
182

0
000

540
3.779

.000

0
.000
.000

1'MBC

N A KANSAS CITY qhrs/
VW)

15,351
100.0'00
45,317

100.000
7, 082

1&: GSP
3G,567
80.692

G,011 8,303
39.1 7 54 08

21G
1.407

68
. 150

1G7 G54 0
.2&0 .»&

1, 522 78 0
3 359 .172 .000
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1991 NIELSEN METER STUDY QUARTER-HOURS
!c) Cable Data Corporation

/VIEWING BY CATEGORY Page

CALL T 8 CITY
SIGN Y T

P

Total Local ~ ~ er' es/
Movies

Religious Major
S orts Other Edu-

cat ional

KMEB E MA ILUYU qhrs 8,21G 0/ 100.000 .000
vwo - ',082 -''0

100.000 .000

0
. 000

0
. 000

0
. 000

0
. 000

0
.000

0
.000

0
. 000

0
.000

8,216
00.000

1,082
00.000

KMSB I F TUCSON qhrs/
VW)

9,GOO
100.000

0
.000

78
813

0
.000

7, 844 708 747.700 7.375 .7
0 0 0

. 000 . 000 . 000

89G

0
.000

0
.000

5 ALEUEUEltqUE qhh 4 317 I 0'07 0 37'0/ 100.000 23.3c.'G 55.085 .834
vwp 67,961 34,75G 32,561 0/ 100. 000 51. 141 47.911 .000

0
000 c'.0. 755

0 644
000 . 948

.000
0

.000
KOKH I OKLAHOMA CITY qhrs/

vwq/
30,37G

100.000
1,244
4.095

13,118 1266
1 0'0 . 0'0 0' . 0 2 8

c'.7, 098
89.209
1P.,841
9'7 0oo

1, 16G
3.S39

11
. 0~~4

80
. 263

0
. 0'00

788 0
2.594 .000

0 0
0~00

VOLN N C LINCOLN qhr s

VW)

3 & 8 o 6
100.000
"10&837

'00.000

7 0 2 c, 09G
18.065 53.937

G59 I 0~&67
6.081 93.817

113
2.908

0
.000

79
2.033

11
. 102

89G
23.057

.. 000

0
.000
.000

KPBS E SAN DIEGO qhrs/
VW9/

2G,157
100.000

9,324
100.000

0
:000

0
.000

0
.000

0
. 000

30 0
115 000

0
. 000

0
. 000

0
.000

2G, 127
9.8S
9, 3c'.4

100.000
P-I1!—N ~AN FRANCISCO qhrs/

vw)

'1G;421
10'0.000
39,350

100.000

4, 333
2G.387
13,290
33.774

10,978
GG.853
21,140
53.723

232
1.413

75
. 191

773 ttl
4.707 .G39
4,330 515

11.004 1.309
.000

0
.000

KQED E SAN FRANCISCO qhr s 3'1,929 0
100.000 .ono . 1226

VWEI 205,P59 0 46G/" 100. 000 ';"000- ". 2&7-

0
.000

0
. 000

0 0 31,857
.oon .000 99.774

0 0 204,793
. 000 . 011~~73

KREG I GLENWOOD SPRINGS qhrs G,5 3 1,8G7/ 100.000 28.3G1vwp'" 0/ .000 .000

3, 503
53.213

0
.000

154
2.339

0
.000

0
000

0
000

1, 059 0
16.087 . 000

tl 0
.000.000

KRIV I F HOUSTON qhrs 33,452/ 1'00.000
vwq 122, 193/ 100.000

o 03G
6.086
5,298
4.33G

30,P50
90". 428

11G,567
95.396

328
.2GS

0
.000

1,022 0
; 054 . Otlq

144

0
.000

0
OO

0
.000
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I 991 NIELSEN HETER
(c) Cable

STUDY QUARTER-HOURS
Data Corpor at ion

/V IEIJING BY CATEGOPY Page 5

CALL
SIGN

T S CITY
Y T

Total Local . er ies/
Novies Religious Najor

Spo& ts Other Edu-
cational

OI

'KRON N N SAN FRANCISCO qhrs 17,377 G,394 I 0,678100.000 3G.79G 61.4490" '0 0'43 =
2 020 ~03

100. 00'0 22.587 77.413

21
121

0
. 000

023
0

.000

280I.GII
0

. 000

0
000

0
000

KRMG E LAS CRUCES

VW tI/ 0
.000

0
.000

qhr s 21,83G 0/ '"100.000 ' ;000 34 0.I 0 ,000
0 0

.000 .000

0 0 21, 802
.ODO .D110 JO.~I

0 0 0
.000 .000 .000

KSH I 8 SA'N BERNARDINO . -qhrs- "-
/ I

VW)

1734,31G
00.000 51
9,721 C'0.000 5G

81 0 '
1 I', 3'06', 1'9G

.900 32.94'7 15.142
,451 4, 146 124.074 42.G50 1.27G

.000
0

.000
.012

0
. 000

0
. 000

0
.000

KSDK N N ST LOUIS qhr s/
VW jI

IG,408
00.000

4
2841,203 6

no-'.-ono — -- -14
,707 10,485
.687 63.902
,050 34,543
.G83 e3.83G

GGO
4.022

239
.580

155
.945

17
:041

401
2.444 .000

354 0
.030 ~20

KSNO I KANSAS CITY qhr s/ 30,200
100.000

824
2. 7c.'e

vw~.— -41- 9eq- ——— eI I
100.0QO '.217

26,359
87.281¹j 7202
98.135

2., 070
G.S54

0
.000

308
1.020

.OG7

G39
2.116

0 4
581

0
.000
.000

KSTU I F SALT LAKE CITY qhrs/
Vw)

9,850 14
100:000 .142

0 0
.000 .000

8,739 28
T I 2 4

0 0
.000 .ono

173
I 1 0 0

0
. 000

89G

0
.Qoo

0
0

0
. 000

Kuftl I

VW) 38,488
100.000

11,713
30. AI33

24,257
63.025 I, 859

4.830

TACOMA— —— —qhr ~ =;1 4 =3;OT I
—0. 214,314/ 100.000 11.477 79.232 G.855

'77'0
2. 281

636
I.G52

. 154
23

. 060
.000

0
.000

KTAB N C ABILENE qhrs 3, GO I GSB 1,831/ 100.000 19.10G 50.847
vwrI I,S13 227 1,58G/" "100. 00'0 12 521'7 47'9'002.777

0
. 000

BG 896
2 3ee 24.882

0 0.000'110
0

.000
0
0

'; KTBN I R SANTA ANA qhrs 33,832 6, 139
100.000 18.1¹G

wtI' '61 '38/ 100.000 27.642

4,304
12.722

0
.000

23,313
G8.908

623
72.358

0
.000

0
.000

7G
.225
.000

0
000

0
.000

KTBO I P. OKLAHONA CITY qhr s 9,856 0"'/ I'00.'000 ' ': 000
Vw 0 0

.ooo .000

0 0 0 9,SSG."000 . 000' '. 000 I"00. F'OO
0 0 0 0.oon .000 .000.000

Onn
0

.000
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CALL T . CITY
SIGN Y T

P P

KT IN E FORT DODGE

Total Local Series/
Hovies

qhr s 8, 518/ 100.000
vwo 2 ,067

7. 100.000 0
.000 .000

1991 NIELSEN HETER STUDY QUARTEP.-HOURS(c) Cable Dat a Corporat ion
/VIEWING BY

Religious

0
.000

0
. 000

CATEGORY

Ita j or~Sort s

0
000

. 000

Other Edu-
cational

0
000

0
.000

A 6'ta
100.000
2 ~~'0'6 7

1 0 0 . 0 0 0

Page G

KTLA I LOS ANGELES qhrs 34,247 4,54S 27,767I 100. ttDO 13. 360 t . tt7
vwy 123,946 G,573 113,944/ 100,000 5,303 91.930

1, 062

414
.334

SGS2. 53
3, 015
2.433

0
.000

0
0

.000
ID

vw) 8,402
100.000

166
1.976 8,236

98.024

—
V'TRV

—I— F— NAMPA — " —qhrs --9, G45 ' 98 "" —87-449/ 10'0.000 1.016 87.600
1'4

1.472
0

. 000

60
. G22

0
.000

9.290
0

.000
.000

0
.000

I ~

16

16

KTSF I Q SAN FRANCISCO qhr s/ 1

vwg'/
1

32, 962 t 8, 202 5,956 8,55600.000 55.221 18.0G9 25.9573,357 I,'140 943 1,211200 '00 '33 9&9 'oo'91 '6 1'04

4
.012 0

000
244
740

0 G2 0'. 0tt0 =I . 'l7=.0ttO
17

16

10

60

KTTV I F LOS ANGELES qhrs/ 1

vw~
I

KTVT I FT LIORTH qhrs/ 1

vwg 1/ 1

34,220 2,192 P9,91200.000 6.406 87.4tt47040t" '1415 130,39300.000 5.030 88.461
34,364 ,489 28,24300'00-———7'24-3— - —82—'1-oo
G8,489 4,949 153,21300.000 2.937 90.934

1,514
4.424

71'o
.487

2,384
G. 937
2,4G7
1.4G4

577
1.GSG
8;-83 t
5. 991

1, 189
3:4GO
7,709
4.575

2L
. 073

44
. 030

59

151
. 090

0
.000

0
. 000

0
. 0-0-

0
.000

lD

l6

67

7770 I—0 0466711ID— Dh 0 34 3 6 = 4;S'I'0 87~7'6~,604100.000 t3.124 80.411 4.611
vw~ 1G1,975 1 7, 951 138, 104 1,117100.000 t1.083 85.263 .690

G35
1.848
4,802
2.965

.OOG
1

.001
.000

0
.000

10

KTVX N A SALT LAKE CITY qhrs tG,8G4 3,412 12,93G/ 100.000 20.232 76.708
vwrt 0 0 0'/ -- .000 '000 .000

22
. 130

0
. 0 0"0

3G 458 0.213 2.71G ,000
0 0 0.000 .tt'00 .OttD

I ~

KTXH I HOUSTON qhrs
vw)

32 "4
100. 000
1I 1,565
100.000

466
1.430''6t 0

. 547

28 94088.817
70,35
63.065

I, 492 14.579"378' 40
. 339 3G

, 359
. 171
,~07
.039

327
1.004

12
.011

0
.000

0
.000

36

\7

1 ~

KTXL I F SACPAHENTO qhrs 33,GSO t,904/ 1'00.000 5.653
vwp 232.,163/ 100.000 2.313

30,204
9M79

220, 507
94.979

1,466
4.353
6, 030
2.597

0
. Im'0

0
. 000

10G

256
.110

0
FO

0
. 000

61

Ol

~ 0
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1991 NIELSEN METER
(c) Cable

STUDY QUAPTER-HOURS
Data Corporation /VIEWING BY CATEGORY Page 7

CALL T 8 CITY
SIGN Y T

P P
7

'SISS„KTZZ I SEATTLE qhrs/

Total

33, 324
100. 000

0
.000

Local

1, 142
3.427

.000

Series/
Movies

2c ScL,
77.587

0
.000

Religious

G,242
18.731

0
. 000

MajorSports

24
072

0
.000

Other

61
. 183

.000

Edu-cational

0
.000
.000

KUTP I PHOENIX qhr s/
VW9/

32,016 847
1 0 0 . 0'0-0 2 . G 4 6
20, 143 4G

100.000 .228

28,GGG 302 478 I,7239. 30 .I I~.49~216,357 0 3,712 28ol 204 .000 o.428 . 139
0

.000
IO YOUTHEN N oRLT LAKE'MITY qhr s "'1'4,"71 7/ 100.000

vw~ 23,31G
100.000

173
35.150
4,579

19.G39

7, ~ 7G I,O 4
53.51G 6.958
17,754 Gl 1

7G.145 2.621
.870

6
.02G

3.506
366

1.570

12 ST
.000

0
.000

13

I ~

IS

Ia

KVVT I BARSTOM qhr s/
VWjl/

7,80G
79.507
19,331

9,S18
100.000
20,728

702
7. 150
1, 374

100. 000 — "6. G29 93.2GO

318
3.239

17
. 08'2

9G
. 978

6
029

S9G
9.126

0

0
.000

0.000'000
I ~

10

YMET E CHEYENNE qhr s/
VW)

o 778 0 0100.000 .000 .000--"-3, 194 --:— "- — -0— —— ----0
. 000100.000 .000

0
. 000

0
.000

0 0, 8,778.000 .000 100.000'"0' 9'4
.000 .000 100.000

13

20

KMGN I DENVER qhrs
vw jI/

34, 1 GO 2, 092 30, 177 1, G70 219
1 00 000 '6

1 o4 28~40 ' 889 641213,185 12,859 197,526 1,609 1,159100.000 6. 032 92.G55 7cC 44

2 0
. 11110 . 0071

32 0
. 015 .000

13

17

KMHY I~~LOS RNGELES ~hrs'W) 2o,914
100.000
142,433
100.000

18,043
62.402

117,57782'.549

'I 910 GG234.295 .90G
24,545 1717.233 . 012

TO 97
.623 1.774

2GG 28
. 187 . 020

.000
0

.000
2 ~

1D

30

31

N N PHILADELPHIA qhrs/
VWGI/

15,425 4,327100.000 28.052
13G,3G7 37,578
IDO:DOD 7.9 7

10,778
69.874
9G,SSO—71—.04.4

84 55 181 0.545 .357 1.173 .000c3 1, 525 3G1 0
. 0 I 7 "'I .II 1~.09 09.

31

30

MABC N A NEW YORY. qhrs/ 1

VW)

17,287
00.000 11 0 210

G4.84G
5, 5G7

32.2034I7t8 M',494 3, c1300.000 31.G6G 68.101

412
2.383

Ml
.233

78
.451

0

20
116

0
. 000 .000

0
. 000

.000
19

3 ~

39

00

~ I

~ 1

WAKC N A AKRON qhr s/
V W jl/

lG,110 5,309 7,377
00 000 " 32 95c " 45 79111,G49 S,G70 8,38400.000 22.920 71.972

3, 29S 0 1260.'172 .'Otlll . I
595 0 0

5 108 .000 .000
FO

0
. 000
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CALL T 8 CITY
SIGN Y T

P P

Total Local Series/
t'1 o v i e s

Rel igi0'Js tla j or
S orts Other Edu-

cational

WBAL N C BALT I NORE qhrs 14,971 5, 4G¹ 8, 682
X 100.000 3G.497 57.992

vw~- 35,GT9 5,389 2S,T¹4
100.000 15.130 79.014

310
2.071
1&79G
5.042

13
087

502
3.353

t7 7
. 031 . 783

0
. 000

0
.000

MBBN N C CHICAGO qhrs
% 1

vw) 7, 877
5P 0

14, 981
00.000

12,3G7 3,GGO
00 000 o9 59c 8, OG3

G5.198
6,47G

43.228

52
. 42'0

38
.254

0 592 0
. 0 0 0~07 . tt'09

0 590 0
. 000 3.938 .000

WBFF - I F 'ALTINORE 'hrs
X 1

vw~ 1

1

42,237
00.000

3,727
"". 620

136, 983
9G.30G

33, G72','94G '29, G02'0.000 5.779 87.913
1, 696
5. 037

834
.58G

32
.974

G2G
.440

.285
G2

.044
012

L,

004

WBGU E BOWLING GREEN qhr s/
vw9/

8,77G 0
100.000 .000

3,111 0
100. 000' -'"'; 000"-

0 0
.. 000 .000

0 0
.000 .00'0

0 0 8,77G
.000 .000 100.000

0 0 3, 111
.'000 .000 TOO.OO'0

MBSG I BRUNSMI CY. qhr s/
vw)

9, 042
100.000

0
.000

64G
7.144

0
. 000

7, 380
81. 619

0
, 000

o4
. 929

0
.000

36 896
.398 9.909

0 0
.000 .000

0
. 000

.000

MCAU N C PHILADELPHIA qhrs 11,080 3,251 7,43G 12-9 t&0000 9. 49 07&T9 .IO
vw9 7,GSO 2,107 5,092 5/ 100.000 27.435 GG.302 .OG5

0 381
. 000 3.

0 47G
.000 6.198

0
00

0
.000

0
.000

S,688
G1.713

0
.000

3,777
2G.829

vw~ 0

qhrs 14,078/ 100.000
MCCO N C MINNEAPOLIS

vwq 20G,949 71,186 97,727/ 100 000 " 34 39o'" 47 -23

MCAX 1'I C BURLINGTON — — qhrs '1,005 " 2,376 ',G93/ 100.000 21.590 G9.905 .781
0

.000

16
.145 7.578

0 0
.000 . 000.

220 G21 772
1.5G3 4.411 5.484

405 29,171 8,4GO
. I 9~4 . 0 '&~ .

.000
0

.000
0

. 000
0

MCFC I R CHICAGO qhrs 33,260/ 100.000-- --vw~" ., 052

"'00.000

11, 032
33.169

4',200
52.161

7,99024.023
1 6'1 6

c'. 0 . 0 7 0

14, 044
42.225
2,23G

27.769

0
.000

0
.000

194
.583
.000

0
.000
. 000

MCHS N A CHAPLESTON qhrs/
vw9/

12, 124
100.000

188
100.000

33
17.553

155
82.447

2, Gc.'4 7,740
21. G¹3 ''3.840 474 43G 850 0

. 970 9 . 9~0T~H
0 0 0 0

.000 .000 .000 .000
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HajorSports Other
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Edu-cationall

MCIA N C CHAHPA IGN qhrs 11.541
100.000

vw '3&81'7
P. 100.000

3, 545
30.717

8, 134
34.152

G,203 53053.748 4.592
I 5, ~TI 172
G5.12G ~ 722

307
2.GGO

0
.000

956
8.284

0
.000

0
000

0
.000

MCTI N A NEM BERN qhr s 5, 13G 8¹1 3,1G1 99 139 89GI ttt&.007 16.37~ 42~028 .70~.41
VWg 0 0 0 0 0 0.000 .000 .000 .000 . 000 .000

0
. 000

28
043

G5,370
100.000VW)

W'ASHIER(GTON — —qhr s— — -33-, BG4- "——1754
100.000 .455 9.7G3

1,785
2.731

86.301
57, 078
87.315

20 2 3 306 1; 175
3.470
6,449
9.8GS

. 012
30

. 046

.000
0

. 000
MDKY I F DANV ILLE qhrs/

VW9/

9,775
100.000
42,252

100.000

108 7,95G GGS 1471.105 81.391 6.834 1.504
17 42,118 12 105

040 — — -99. 683 -" .'028

89G
9. 1G6

0
. 0 0'0

0
.000

0
.000

MDSI I F CHATTANOOGA qhrs
VW)

9, 448
100.000

0
.000

274 7,47G2.900 79.12S
0 '0"

.000 .000

768
8.129

.000

34
3GO

0
. 000

896
9.483

0
0 0'0

0
.000

0
. 000

38,907
19.980

194,727
100.000

VW t1/
MEYI N C SAGINAM qhrs 12,42G 1, 070' 100.000 '8:G1T

8, S52
71.238 1

152,GG1
78.397

1, 934c—2"6-4
G97
358

. 7TG
1,110

570

481~077
1,352

.G94

0
00.r

0
.000

tl&1it I 6 Cll'ICA'00 — Chl'6 - 31,7 6 2,111 2 ,773/ 100.000 G.G54 90.G92
vwy 106, 004 3,925 100,770100.000 3.703 95.0G2

'396
1.248
1, 129
1.0G5

0
.000

0
.000

1.¹OG
180

. 170
. 000

0
. 000

MGBS I PHILADELPHIA qhrs
VWg/

33,754
100.000

8G, 182
100".000

574 30,497
1.701 90.351

777 82,26G
.902 95 45'6

2,292
6.790
1,557
1 . 8'07

383
1.135
1,582
1: 83'6

.024
0

0
. 000

0

.'GGB N A SPRINGFIELD qhr s

VW)

1¹,789
100.000

G
100.000

3, 513
23.754

0
. 000

8,875
60.011

G
100.000

908
G.140

0
. 000

433
2.92S

0
. 000

1, OGO
7.167

0
.000

0
.000

0
.000

MGGT I GREENSBORO qhrs/
VW)

9,534 479
100.000 "''.024

0 0
.OOO .000

7, 191
75.425

0
.000

85G
8.978

0
.000

110
1541.

0
.000

S98
9.4

0
.000

00
0

.000

th ~
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CALL
SIGN

T S CITY
Y T
P P

Total Local Series/
Movies

Religious Major
~Sort 5

Other Edu-
cat ional

MGN I CHICAGO

MGNX I ATLANTA

qhr s 2G, 80G
100.000 I

vw) 3,500,383' 29
100.000

qhrs 33,400/~ 00.000
vwcI 71, 189/ 100.000

3&572 191310 1&2GB 2,G023.325 72.036 4.730 9.7079,003" 2,387,862 32,102 774';"474
8.542 68.217 917 22 125

I, 915 30,4G4 772 201
4 734~~77 03
3, 44G G7,024 451 232
4.841 94.149 .634 .326

c4
. 201

'6, 942
. 198

3G
. 051

0
000

0
. 000

0

0
.000

vw) 8, 577
100.000

WHA -E— -MADISON - — — qhrs 27; 325/ 100. 000 .000
0

. 000

78
.285

70
.SIG

.000
0

.000
. 000

0
.000

.000
0

.000

47
99.715
8,507

99. 184

WHBQ N A MEMPHIS qhr s/
vw jl/

17,715
100.000

0
.000

3,273
18.476

0
.000'2,374G9.850

0
.000

0 3G2, 032
11.471 .000 .203

0 0 0
.000 " '.000 .000

0
. 000

0
. 0'0 0

MHDH N C BOSTON qhrs 13,872/ 100.000
"vw~ - 11,303

100.000

4,702
33.89G

POC- — ——

60.382

8 5cP
G I . G93

4 478
39.G18

286
2.062

0
.000

0
.000

0
.000

32G
2.350

0
.000

0
.000

0
.000

WHEC N C ROCHESTER qhrs/
vw9/

14,246
100.00'0

0
. 000

3, GG7
~~5-.741

0
.000

9,!7G 988 GS 347 0
44. 47 I 6. 03 . 477C7036 . 0ll'0

0 0 0 0 0
. 000 .000 .000 .000 .000

HIPS I F AS HEY It.LE q&lr~, 7 'I 3/ 100.000
vw~ 0

4 I

.432
0

. 000

8, 7 67
88.098 2.244

0 0
. 000 . 000

0 ~ '0 0
. 000 9.P25

0 0
.000 .000

. 000
0

.000
MHNT N C HUNTSVILLE qhrs/

vwjI/
10,4G2

100.000
7,'144

100.000

3, 199
30.577

6, 031
7 G47

573 G, 571
8.023 91.979

314
3.001

0
.000

0
. 000

0
.0

918
8.775

0

0
. 000

0

WHP N C HARRISBURG qhrs
vw)

3,804
100.000

6,503
100.000

707
18.58G

4
68.338

2, 051
53.917

I c6
3.312%7505 " I89

23. 143 2.90G

24 89G
.G31 23.554

0 &4
.000 5.613

0
.000
.000

MIPB E MUNCIE qhrs/
vw rI/

25,089 30
100: 000 . 000 ' 120

0 0 0
.000 .000 .000

0
.000

0
.000

0 0 25, 059
. 000 .07I& 60.380

0 0 0
.000 .000 .000
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CALL
SIGN

T 8 CITY
Y T

Total Local . eries/
Movies Religious tia j or

SJ3ort s
Other Edu-cational

«W I RB I MELBOURNE qhrs 9,596 Go o/ 100. 000 7. 170""vwo '" 52,937 1,4 0100.000 2.79G

G,207 1& 042 758G4.683 10.859 7.899
27& 376 " 'l'0 2&o& ZG051. 714 .58G .050

901
9.389
1,5112.854

.000
0

.000
MISC N C MADISON qhrs/

v W tt/
13,890 3,232100.000 — -23.2G'9
G5, 038 10,221100.000 15.715

9,9GZ 112
7T. 72~ 80653,692 194PO CCC .298

37 5470~~0
0 931

.000 1.431

0
. F00

0
.000

I'I G M'ILMAUKEE qhr s

vw) I, cno
100.000 107

7.133 I, 382
9P.. 133 . 000 .000 .733

IG, IG 'I 9
" 'I&,9 0 90 ' 'I 0'33100.000 ZG.393 G6.481 3.572 .932 Z.G22

'0
. 000

0
. 000

WJZ N A BALTIMORE qhr s/
vwg/

17,957 4,975100.000 27.705
SO,G38 9,47G100.000 ' ll;751

12,347 35868.759 1.994 .08970,993 G1 298o . 039 . 07'6; 0'3'G"

2G1 01.453 .000
79 0

. 09'8 ——.OW O
— ——

WKAR E EAST LANSING qhrs/
vw)
', 544 0100.000 .00015,747 0'00.000 .000

n
.000

0
.000

0
.000

0
.000

0
. 000

0
.000

n
.000
.000

0 c44
100.000

47
100.000

WKBD I F DETR0 I T qhrs/ 34, 154 2, 142100.000 6.272178,871 7,348100.000 4.108 155,351
06 oci 2, 431

1.359

30 60G 500
8 9 . ST2 1' 4'G 4

880
'Z".

577'3,5807'9
P.G

0
IGI

. 090

0
0
0

. 000
KBS—I—R

—ALTOON'A — — qhrs'I'&9

vw)

9", 736
100.000

0
.000

'2& EGG
ZG.356

0
.000

3, @AS
35.8PG

0
.000

2, 78G
28.G15

0
.000

0 09'000 9.203
0 0.000 .000

.000
0

. 000
MKBT N C LA CROSSE qhr s/

vw9/
11,3G6

100.000 2,094
0, 4o3

21,445 15,S42
100". 000 73'. 873

7,891
69.42G
5,463Zc 474

447 163.933 .141
140
GM

918
8.077

0

0
.000

0

WKCF I CLERMONT

MKEF N ti DAYTON

qhrs
'vw

)
qhrs/

vw9/

9,588
100.000

6;GC3
100.000

24n
2.503

0
.000

13,410 5,617
100 000 41 P7
57,931 G,205100.000 10.711

8, 334
SG.921

6. 6'42
99.S35
7, 126c3 1'39

51, 513
88.921

8
. 083

0
.000
284

2.118
191

.330

110
1. 147

0
. 000

89G
9.345

.1G5

0
.000
.000

0 383 0=.000 .85~00
0 22 0

. 000 .038 .000
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CALL T S CITY
SIGN Y T

P P

Total Loca Series/
Movies

Religio&as Major
Spor ts Other Edu-

cational

4IVOI I R RI CHMOND qhrs/
VW)

33,G48 G,
100.000 18.

3&300"
100.000 7.

290
694
257
788

4&348
12.922"'78
c'.0. 545

22, 926
GS. 135

1& 728 ''
5 .3G4

0 84
. 000 . 2500" " 637
.000 19.303

0
.0000""
. 000

MKPC E LOUISVILLE qhrs/
VW)

9, OG4
100.000

11
100.000

0 0
. I OII . IIIII

0 0
.000 .000

0
. OFO

0
. 000

0 0 9,0G4
. &0 4 . Dll~o, ooo

0 0 11
.000 .000 100.000

MVSO E8 SOMERSET — ' qhrs-
VW$

24;964
100.000
18,095

100.000
. 000

0
. 000

~4
.21G

40
rZr.

1

. 000
0

. 000

.000
0

.000
. 000

0
. 000

99.784
8 0cc

99.779

MLEX N N LEXINGTON qhrs/
Vwg/

11,704
1OO'.OOO
5G,41G

100.000

4,520
38.619
c.'1, 249
37;GGc5

6,212
53.076
34, 190

338
o 888

400

73
.G24

150
G0.603 " :709 .266

561
4.793

427—7c7—
0

.000
0

000

MLI0 N N LIMA qhrs 10,141
100.000

7 &
79'1'00.000

3, 056
30. 135

1, 195
15.338

5,711
5G.31G

4& 559

'8.516

48
.473

I 2
.282

414 912
4.082 8.993

"1,395 ' '620
17.905 7.. 958

0
.000

0
.000

MLIM E GARDEN CITY qhrs/
VW9/

33,415
100'.000
63, 907

100.000

0
.000

0
.000

49
. 147

11
. 017

0
.000

0
.000

0 0
.'0 0"0" . 0 0'0

0 33,3GG
: oo4 ~o';oo&—

0 63,89G
.000 99.983

MLMT—I HEMP HI S— ~hr s-'

VW)

9,7GG
100.000

14,756
100.000

437
4.475

39
.2G4

8, 22'4
84.211
14,700
99.GZO

11
4'.167

6
. 041

9~
.973

0
.000

9. 175
11

. 075

.000
0

.000

&0

MLTV I S MIAMI qhrs 29,9G4 8,745
X 100.000 29.18~

vwg 7,591 2,12G/ 'I 00. 00'0 " 28"."007

19,280
64.344
5,236

G8.97G

1, 120
3.738

173
2. 27'9

319 500
1.065 1.6G9

34 22
.44& .4

0
.000

0
0

os

oo

&4

MLUC N Q MARQUETTE qhrs/
'VW)

3& 140
100.000" '0

. 000

SP.P
28.089

0
.000

1, 352
43.057

0
.000

10
318

0
.000

0
. 000

0
. 000

89G
F'.S. 535

0
.000

0
.000

0
.000

$ 4

S&

S ~

Ml VI I CAMBRIDGE qhrs/
Vwg/ 1, 159

3. 250
35,657

100.000

c.9,GG4 2,149
100; 000 7.Z4'4

27,138
91 48~~
34,471
96.674

c'. G

. 0'88
0

.000

c.4 327 0
. OOI~&2 . & & &

27 0 0
.07G .000 .000

40
I
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CALL T 8 C I TY
SIGN Y I

P P

Total Local Series/ ReligiousMovies Major
~Sort s

Other Edu-cational
MLVT E ALLENTOWN qhrs/

vw)

25,943 0100.000 .0000' 0
. 000 . 000

0
000

'0
. 000

0
000

D
.000

0
000

25,915
99.892

0 =D
000 .000

MMAE E BOONEVILLE qhrs/
vw)

7,885
tO'0.000

0
.000

0 Q
. 00~00

Q 0.000 . 0'0 0

0
}t

0
.000 0

. 000
0

.000

7, 885
0

.000
MAO N N CHICAGO

vw) 34,Gc1
100. 000

11, 687
33.757 21,49962'098

qhr& I'I 39,. 40~1I47/ 100.000 4Q.570 55,901 1.362
D

. 000
. 27'8 1.890
294 1&141

.849 3.296
.000

0
.000

MMAR N N BALTIMORE qhr s/
vw9

17,861 4,713100.000 26.38730,606 6,680100.000 21.826

11,803
66.083 450

2.519
13
761

759
4.2491,459 23 1,9G9 47570.114" .075" G'.433 '.552"

0
.ODO

0
. O'OO

MMAZ N C MACON qhrs/'w)"
17,730

100.000',683
100.000

4,440
25.042 12,755

71.9401,450 "5,21121.697 77.974 . 000

2 0'8
1.173

11
. 1G5

193
1. 089

11
. 1G5

0
.000

0
.000

., WMCC I MARION qhr s
&4

vw9/
33,944

100:000
10,904

100.0QO
152

1.394 9, 147
83.887

2,347 29,143
6 "91 4- — ' "-oc'- POG-

}OG
.972 1,455

13.344 44
. 404

1,590 SOO 64-'I 4 4 ." 7 .ITI9
0

.000
0

. 000
tt00 II A DIIIDttAIITDN

}'

qhr s—1.0;.843/ 100.000
vw~ 0

'1, 1 65 8 & 53710.744 7S.733
0 0.000 .OQO

. 037
0

.000
.64G

0
.000

9.840
0

.000
.000

0
. 000

MMVS E MILWAUKEE qhrs/
VW9/

26, 624
100.000

0
: 0'00

30 D.113 .000
0 0

0
. 000

0
. I&00 . 01lll . 0'0

0
.000

0

26,594
99.S87

0

WNAL I F GADSDEN qhrs/ 9, 812
100. 000

~w~ -" --6'37
100. OOQ

37G
3.832

0

8,
S3.

100

237
948
6'37

262 402.67D .408
0 D.000 .000

897
9.142

.000

0
.000
.000

qhrs 11,021 4,062/ 100.000 '36'.857
vw~ 46,398 33,874100.000 73.007

5,
12,

607
876
229
357

498
4. ~»

50
.108

24
.I 18

0
.000

93D

245
.528

0
}} 0

0
.000



JA .14 199G 1991 NIELSEN METER STUDY QUARTER-HOURSNLMZCL12P (c) Cable Data Corpor at ion /VIEWING BY CATEGORY Page '14

CAI.L
SIGN

T 8
Y T
r r

CITY Total Local Series/
Movies Religious NajofSports Other Edu-

cational
OI WNET E NYC-NEWARK qhrs/

Vw)

32, 988
100.000
44&536

100.000

0 48 0 0 0.000 .14G .000 .000 .000
0

- T40 ' " '"
0 '0.000 .314 .000 .000 . 000

32,940
99.854
44.396
99.68G

WNJS E CAMDEN qhf s 20, 809 0100.000 .000
Vw 0 0.000 .000

32.i54
0

.000

0
. v'00

0
.000

0
.000

0
.000

0 20,777
. v'00 99. F4o

0 0
.000 .0009

I4

12

I ~

IO

LINUV I BALTIMORE qhrs

-WNJU —I S NY'C NEWARK 'qhrs/
VW)

'29, 428
100.000
54&458

100.000
9, 851

100.000
131,803-100.000

-8, 008 -"
I 3;"54627.212 4G.371

16,314 36&97229.957 67.891
162 8,1931.645 83.169

1,421 128,205
1:07S 97.27'0',

043
1. 9'I 5

600
6.091

14
.026

0
. 0001,235 0.937 .000

7, 158 '2
24.324 .109 584

1.985
115

.211
89G

9.096
942

. rT5

0-
.000

0
.000

0
.000

0
V 00

l9
20

WNYW I F NEW YORK qhrs 34,356 4, 437 28, 401 I, 518 0100.000 12.915 82.667 4.418 .000vw~" '6,755 .
" 3;401 62,9'62 392-' 0100.000 5.095 94.318 .587 . 000

0
.000

0
.000

0
000

'0
000

2l

22

LIOLF I F SCRANTON qhrs
X

VW)

9,787 3'I 0100:000 3.167
18,358 0100.000 .000

8,406 G6 10885.889 .874 "I.f 0418,325 0 099.820 .000 .000

897
33

.180

0
.OOO

0
.00024

22

~ 4

22

29

20

2'I

LIP BT E MIAMI qhrs
VWg

&A

OOOO .
N A OOLONBIA — - "

Oh o/
VW)

6,171 ' 84'0 4;384 183 " 132 832100.000 10.371 71.042 2.965 2.139 13.48223 0 23 0 0 0100.000 .000 100.000 .000 .000 .000
30,141 0 67 0 0 0100.000 .000 ~ 222 .000 .000 .00012,693 0 0 0 0 0100.000 " .000 .NTO .v00'OVV

.000
0

.000
30, 074
99.778
12,693

1VV.VVO

2 ~

WPCB I' GREENSBURG qhrs 9,736 2,56G/ 100.000 26.35G'vw~" 13, 150" ', 350'I00.000 33.080

3&488 2,78635.826 28.G15
47590 3,87234.905 29.445

0
.000

0
.000

89G
9.203

8342
2.570

0
. 000

0
. 0.00

24

22

2 ~

29

~0

OI

~2

LIP GH F PITTSBURGH qhr s 33,480 258100.000 .771
vwg G20,435 I, 253100.000 .202

31,898
V5.27&

615,878
99.266

I, 154
3.442
2,243

.362

13
. V39

101
.016

157
.Aov

9GO
.155

0
.VVQ

0
.000
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CALL T S
SIGN Y T

P P

CITY Total Local ,.sr 1 os/
Movies Religious Major

Sports Other Edu-
cat ional

WPHL I PHILADELPHIA qhrs 33,782 2,630/ 100.000 7.785
r/rUg" G8,537 8.,014100.000 2.939

2G&247
77.G956~
91.095

4,300
12.729

1, 759
2.5GG

G05
1.791
2,330
3.400

0
000

0
.000

0
000

.000MPIX I NEW YORK qhr s/
VW tI/ 5c'.,509

8.045
G52&G51
100.000

34,3GO 3,27G
100 000 ' 9"534 29,933 43407.11-0 1.283571, 601 3,90G87.581 .598

G83 34 01.980 .1799 . 0'0024,2G7 3GS 03.718 .056 .000
10

12

18

18

WPTV N N PALM BEACH qhrs
vw jI/'

MPR-I— N — A- PROV.IDENCE— .. — — qhr s/
VW)

"16,332
100.000
G7,950

100.000
14,249

100.000
1,527

100.000

6 "4P
39.72G
11&G30
17.11G

"8, 948' 540 " - -" 7254.78S 3.30G . 44155,1SI 335 65181. IG4 . 493 .9S8

~o 4
1.739

183
.2G9

0
. 000

0
.000

4,218 9,51529.G02 GG.777
822 70553 o31 'G 169

78 318 0.547 2 '32 .000
120
842

0 0 0 0'000 .00'0'000 .00019

110

WPTY I F MEMPHIS qhr s 9,848 IOS100.000 1.097
vw~ — 45, 787 .'-- — ..- --6.—

100.000 .013

8, 111
82.3G2 G40

G.49944 & 714 "— '1
& 01'5

97. G57 2.217

92
.934'40'
087

897
.9. 108

12
.02G

0
.000

0
.000

18

1 ~

27

9, 171-——c' —C63—
qhr s 17,

12c.''00:000
7,619-44':-498

ss4
146
oc'3—
117

2.765

N A PHILADELPHIA
102 84.59'6 .491

12 36op 4 oc
1

WPVI

3, 1837c C13
4, 232

100.000
vw jI/ or3 o,oo,I

8—
I ! TT 110288 Uh88 - 17; 0 ~, 87 llhl 0~08 '1 48=28100.000 3G.813 5G.847 3.954 .812 1.574vwg 13G, 154 28,302 9G&899 I, 77G 7,304 1, 873100. 000 20.787 71.1G9 1.304 5.365 1.37G

0
.000

0
.000

.000
0

. 00018

\8
30

MQOW N A EAU CLA I RE qhrs
vwjl

10,902 1,784 7100.000 16.3G4 7210,188 479 9100.000 4.702 95

, 90S
.537
,G9S
.190

104
.954

11
.108

170 936 0
1 cc9 8.58G .000

0 0 0.000~80 .0710
13

I ~

18

WRC N N WASHINGTON qhr s

VW)

13,485
100.000
48,212—

100.000

4,390 P.
32.555 64
1 6",'31 9 3'I

G533.848

,755
.924

-, 6S4-
.656

182
1.350

~05
425

030
O2o

. 058

154 01. 142 .000I 0
. 000.012

18

17

18

19

10

MRDC N N DURHAM-PALEIGH qhrs'

V W 21/ 0
.000 0

.000

3, S92 29G 2100.000'.G05 86
, GOO
.804

0
.000

84

C'Kl ~8
0

. 000

16
411

89G3.022 0
00.0

0 0 0.000 .000 .000

13
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CALL T S CITY
SIGN Y T

P P

Total Local Series/ Religious
t1ov i es Major

Sport s
Other Edu-

cational
WREG N C HEHPHIS qhr s 17, 594 3, 174 14I27G100.000 18.040 81.141

vwa 97, G03 — "'6,
1 05 71, 409100.000 26.74G 73.1G3

48
.273

0
000

0
000

0
000

96
.54G

89
. 091

0
000

0
.000

MSAM N C MAUSAU qhr s 3,42G G60 1, 735 123 12OO.OOD ID.EGl~ I~ED . 0
VWg 0 0 0 0 0/ .ono .000 .000 .000 .000

89G

0
.000

0

0
.000

MSBE E PROVIDENCE qhr s 22, 033/ 100.000
vw~ 16,049

100.000
.000

0
.000

.118
0

.000

0 EG
.000

0
. 000

0
. 000

0
.000

1I7
.000 99.882

0 1G,049.000 100.000
WSBK I BOSTON qhr s/

VWg/

33,414
100.000
319,592
100.000"

52S 30,764 4G81.580 92. 069 1.401 42, 984 284, 41 0 1, 977 29934 o8'92 " .'6'1'9 9

,539
.GOG
,692
.291

115
.344

592 9
. 1'G G'

. 000
0

00
WSEE N C ERIE qhr s

"VW)''
12,782

100.000
384,072"'00.000

2 625
20.537
94;940
24.719

9, 111 CP
71.280 .391

283,629 — "'GO"
73.848 .06S

7,4
266
2o4

.S47

962 07.526 .000"1 9o9 '

0518 .000
WTBS I ATLANTA qhrs 34,353 1,959 30, 175/ 100:000 '.703 " '87 838vwg14,542,254 395,403 13,130,549/ 100.000 2.719 90.292

390
13 51 o'7,G49 958

.396 G

,829
:"32 4
,G53
.592

0 0
.11'OD .OIIO

0 0
.000 .000~l"JC I PEINOFIELO ttEPD 90 960/ 100.000

vwy 0

9,190 2'PDIDtl IEO2G.G27 72.169 1.048
0 0 0

. 000 . 000 .000
000

0
000

.157
0

.000
.000

0
.000

WTOC N C SAVANNAH qhr s/
Vwg/', 045 1, 471100.000 29.158

0 0.000 .000

2,500
49.554

0
.000

142
2.815

0
.000

3G
.714

0
.000

89G
17.7GO

0

0
.000

0

MTSF I ASHLAND qhrs
Vw)

9 856
100.000
40,9GB

100.000

n
.000

0
.000

0
.000

0
.000

0 0 9,85G.000 .000 100.000" 0'" " " " 0' 40',9G"S
.000 .000 100.000

0
.OOO

0
.000

WTSG I F ALBANY qhr s

VWg/
9,85G 463100.000'-4.G98

48,20G 1, 745100.000 3.G20

8,226
83 4G2
45,497
94.3oo

240
2-. 435

609
1.263

31 89G.315 9.0'91'
355.000 .73G

0
oon"

0
000



JAN 04 199G
NLNZCL12P

CALL T 8 CITY
SIGN Y T

Total Local Ser les/
I'1ov i es
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Religious

CATEGORY

Major
Sports Other

Page 17

Edu-
cational

WTTE I F COLONBUS qhr s/
VW)

33, 604
100.000

0
. 000

186
.554'0
.000

31, 1GS
92.751

0
.000

I, 58G
4.720

.000

548
1. G31

0
.000

11G
345

0
.000

0
000

0
000

WTTG I F WASHINGTON qhrs 34,198/ 100:000
vw9 48,109/ 100.000

5,350
1'5. G4'4
5, GG2

11.769
41,7G8
SG.820

214
.445

28,170 5228'2. 37~5E6 14G 10
42~'F9
4G5

.9G7
. II00

0 0
.000 ,000

TTW
—E CHICAGO — "qhr s " 29, OGG/ 100.000

vw~ 44,018
100.000

. 000
0

.000
. 179

175
.398

. 000
0

.000

0
.000

0
. 000

0 '~14
. 000 99. Sc.i

0 43,843
.000 99.602

WTVE I PEADING qhrs
Vwtl

34,3G4
100.000

0
.000

33,840
0 3c 98.475

0 0
. (YOO . 000

51 c.
1.490

0
. 0'(IO

0
. 000

0
. 00%

0
.000

0
Oll

0
.000

MTVQ N A LEXINGTON qhrs/
VW)

116605 3 Io5 7,20G 308100.000 2.7.445 6 .094 2.G54
1 51', 480 2, 836 '-9'7; 943 506100.000 34.880 G4.G57 .334

0
000

0
. 000

90G
7.807

17
129

0
000

0
.000

MTMS' R NEW LONDON qhrs/
VW9/

32, 37G 555 29, 904 I, 102 734100.000' 1.714 92.365" 3:404 2'.2G722,423 332 20,70" GS 1,319100.000 1.481 92.325 .303 882

81 0
50 . 0170

2 0
.009 .000

lj',L'. jl
'~HILADDDPHIA HPq s

'I'j;,
VW)

33, 08'I~1 69 28, 770 I, 650 I, 344100.000 6.223 84.718 4.975 3.96G105, 100 4, 134 95, 131 I, 785 4, 050100.000 3.933 90.515 1.G98 3.853
.118

0
.000

0
.000

0
. 000

MUAB LORAIN qhrs
V W q/

3c.,154
100.000
25S,S19
100'.000

I, 974
G. 139
9,455
3 G53

28,P33 848o7 806 2.G37
231, "21 569-9." 7 .220

73G
2.289

17,291
6.681

363
1.129

283
0

.000
0

WVEC N A HANPTON qhr s/ 4,326
100.000

0
.000

I 6281
29.G12

0
.000

I, 982
45.S16

0
.000

167
3.8GO

.000

0
000

0
000

89G
20.712

.000

0
000

0
.000

IJVIA E SCRANTON qhrs/
VW II/

29,G2S
100.00'0 " " .000"
22,430 0

100.000 .000

24
. 081

49
.218

0 0
. 0 0'0 . 0 0 0

0 0
. 000 . 000

0 29,G04
. 01I~97'9

0 22, 381
000 99.782
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CALL T 8
SIGN Y T

P

CITY Total Local . ~ el' e5/
Mov i es

Religious Major
Spol t 5

Other Edu-
cational

MVLA N N BATON ROUGE qhrs 4, 540
100.000vw"'ZG,840
100.000

332
7.313

202
.753

3, 192
70.308
26,422
98.443

290
.104

0
. 000

'I 08 12
2.379 .264

896
19.73G

1
03o

700

0
000

0
.000

MVTM N N BIRMINGHAM qhrs/
VW)

13,G54 4,545
100.000 33.287

1, 148 50.'0
100.000 45.296

7, 735
5G.GS

G28
54.704

278 2 1,094
0.0'35 .Dl ~.070

0 0 0
. 000 . 000 .000

0
0lhl

0
.000

AMOR I NEll roor, Ohro- 0.,015 — 0,. 9 15,771 19
/ 100.000 22.071 71.G38 .899

vw~ 1,248,94G 194,214 920,059 3,350
100.000 15.550 73.667 .ZG8

1,117
5.074

127,392
10.200

.318
3,931

.315
.000

0
. 000

MMSB N A SARASOTA qhrs 4,034 714/ 100.000 17.700
vwo G,786 88G

7.
— 100.000 " 13'.056

2,2GZ
5G. 073
5,778Sc 146

74
1.834

0
000

984
24.393

0
000

0 0 122 0— —
—. 0 DO-— — —

—.OO O
——~95~ 00

MMUP N C SAULT STE MARIE qhrs 12,723
100. 000

vw~
'-- "0

.000

3, 099
24.357

0
.000

7,410
SS.241

0
.000

572
4.49G

0
.000

783
6.154

0
.000

859 0
6.752 .000

0 0
.000 .000

MXGZ I APPLETON qhrs . 9
1QO

vwg 13/ 100

278
.000 ' 3.00

100
722

,858
.000

8,043 24 0 89G 0
7 03G

= .050 .DDD 9 09G .090
13,758 0 0 0 0
99.278 . QOO . 000 .000 .000

X I A
—

N
—

N ATLANT'A " qhl's 1'7/ 100
vw) 37

.000
,051
.000

30.147
19,552
52.771

,159 5,1'73 11,016 512
64.200 2,984
16,5S1 252
44.752 .GSO

33P
1.387

2G7
. 72'1

2
1.282

399
1.077

. 000
0

. 000

MX I X I F CINCINNATI

MYCC E CHICAGO

qhrs
Vwg/

qhrs/
VW)

34,229
100. 000
1S5,241
1'00'.

000'6,

G92
100.000

1,99G
100.000

215
.GD8
271

.175
0

.000
0

.000

33,473
97.791

152,92S-'98. 51"0

'1 4
. 052

0'
000

308
.900
293

. 1~~9

0
.000
. 000

21G
.G31

1,749
1. 12

0
.000

0
. 000

17
0 0

0

0
.000

0
.000

0
.000

0
0

ZG,678
99.948~ 0

99G'00.000

MYED I GOLDSBORO qhl'5/
VW)

9,807 48G
100.0'00 4;956

0 0
.000 .000

7,633
77 P32

.000

628
6.404

0
. 000

1G3
1 . 66'2

0
. 000

897
0

. 000

0
FQ

0
.000



AL QUARTER-HOURS

TOTAL VIEWING

3,447,951
Z '00'. 000
28, 576,(GG/ 100.000

48 ( 234
14. 1311,939,r84
6.786

2, 19258 3c;9
23,661,811

8?.801

197,298 36,977
5.722 1.072

158, 701 r', 134, 6 14
chic; 7 47p

95, 121
2,759

84,587
.29G

619, 129
17.956

597,769
P9

IO

l3

14

I ~

I9

10

23

22

13

1 ~

29

10

3l

32

33

3l
33

36

33

39

40

4I

42

41

144 IA
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JSC BXIIIBIT NO ~5~
CALL T 8 CITY
SIGN Y T

P P

Total Local Series/
MOVieS

Religious Major
~Sort s Other Edu-

cational
KAET E PHOENIX qhrs

&/

VW)

33,719
100.000
105,736
100.000 .000

Q 0
.OQO .0'00"0 '"

P.000 .000

0 0 33&719.000 .000 100.000
0

" '" "O' ' Qc,73'G
.ODO .000 100.000

KARK N N LITTLE ROCK qhr s

VW)

12,24Q 4,160 6,523 623 920100.000 -33.987 " '53.292 " 5.09'0 "='';114'- '~~1692,3Q9 30&908 57,745 1,639 11 2,006100.000 33.483 6o 5c6 1.77G .012 2.173

0'000'
.000

KAVU '
N VICTORIA

KBHK I SAN FRANCISCO

qhrs/
VW)

qhrs/
VWg/

1 1 948
100.000

2,230
100.000
35,120

100.000
109,664
100.000

2, G05

QGc
25.336

616
1.754

972
ooG

8,980
75.159

1,665
74.664
33,634
95.769108,f!2
9 o QS&c5

1. 021

852
4oG
511

.466

174
1.456

0
.000

16
. 046

cS
. 053

'G7
.5G1

0
.000

2
. 006

11
:010

-- 0--
.000

0
. 0 0:0

0
. OPQ

0.000"
KCAL I LOS Al'lGELES qhr s/

VWq
7.

34,404
100.000
41; 224

100.000

6 fo1
17.966
7,820

18.970

26,
77.
30-,
73',

CCiw
767
333
581

oQ0
2.558

110"
.267

546
1.587
7.103

4o
. 122

33
0

.000
0'000

KCAU N A SIOUX CITY qhrs/
VWg/

11,584 T,70600:000 "14.727 — ',2581, 12100.000 13.575

8,
Tc

6,o3

777
TG8
913
713 224

2.713 0
. 000

832 2G9 07- 182——o—322——-0-00 0
:000

0
. 000=KCET E LOS ANGELES 'hr's/

VWg/

28 j'725
00. 000
39,607
00.000 .000

0
. 000

0
.000

.000
0

. 000

0
.000

0
. 000

0 '8,725
.000 100.000

0 39,G07.000 100.000
KCOP I LOS ANGELES qhrs

X

VW)

3¹,G23
00.000
59 441
00; 000

1, 734
QQO,

1, 428" 2:402

32, 334
93.389
56,656
95 315

. 196 1 o6o
74 1,283

124 2 '158

0
.000

0

48
. 139

0
.OP'0 .O'00

KCPM N N CHICO qhr s/
VWg

I

13,772
00.000
55,099
00.000

3, 003
21.805
7,997

14.514

9, 985
72 c02
4 6 Qc"o
83. 591

Q
. 000

0
. 000

16
. 1160"
. 000

7GS 05.577 .000
1&044 " - '

01.895 .000KCRA N N SACRAMENTO qhrs
VW9/

16,415
00.000
44,059
00.000

9, 144
5 705

2G,660
60.5'10

6,'40.
14,
33.

6S5
72 ~

692
346

8
. 049

0
.000

5c0 0"-3. 04G
2,390
5.425 317

.719 0
.000

78 0.475 ' .000
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CALL T 8 CITY
SIGN Y T

P P

199 I'JIELSEN METER(c) Cable
Total Local Series/

Movies

STUDY QUARTER"HOURSData Corporation /VIEWING

Religious Major
Sports

BY CATEGORY

Other

Page

Edu-
cat ional

+DF I DALLAS qhr s
vwo

33,304
100.000
14;032

'00'.000

1,020
3.0G3

33
235

28,31G
85.023
13,556
96 GPS

3,716
11,158

'443
3.157

.024
0

.000

244 0.733 .000
0 0'000 .000KDOC ANAHEIM qhrs/

vw9/
3P, G70 7,309 23,225 1,872 78100."000 -~~2. 372" 71 . 09'0 '5. 73'0

. 2391G5,214 21,844 141, 035 1, 849 48G100.000 365 1.119 .294
Ii9

0
OQO

0
.000

0
. 000

KERA E DALLAS qhrs
vw9/

—
KDTV

——I-— S —"OAN-FRANCISCO — qhrs/
vwo

O/

9 7o3
100.000

544
10u.ppp
30, 581

100.000
28,46c.'00.000

I-I I I

S.818
0

.Opu

0
. 000

0
.000

'5',
116'4.472

477
87.684

0
. 000

0
Opn

1;311
4.409

CG
1 U. 2'74

0
.000

0
.000

o, 6I

.794
11

2. 02c.'

Qpn
0

.000

'448
1.507

n
000

0
.000

0
.OQO

.OQU
0

.Ouu

30, 581
i00.000
26,4GS

100.000KETV. N N JACKSONVILLE qhrs/
vw9/

14,297
100.000

413
100.000

4, 245
29.692.

0
.000

8 919
62.384

413
100.000

246
1.721

Q

. 000

3Gc
2.553

0
.000

3.6c1
0

.000

0
. i700

Q

.000KETS E LITTLE ROCK qht s/ 26 237 0 0100.000 " - .000 ' " "" '.00013, 137 0 0100.000 .000 .000
"; QOQ'

.000
.00

00

0
0
0
p

0
.000

0
. 000

26,237
100.000'3,

137
100.000KEYT 'N A'ANTA BARBARA

KEZI N A EUGENE

qhrs/
vwq

//

qhrs
/.

vw9/

12,232
100.000

5,531
100.000
12,395

100.000
0

.000

2I 727
22.001

0
. 000

7I249
0"":000

2;427 o 5519.841 G9.9721,997 3,4833i.10i 62.972

198
1.G19

0
. 000

1, o84
13 coG

0
;000

.00
0-
0
0
0

04 ~

8.568c
1

.922

'0
.000

0
.Qpu

0
00

0

735
5.930

0

0
.Qpn

00-- ———.Op.p---————.np nKFCB I R CONCORD qhr s/
'vwq

r~

29,090
100.000

o25
100.000

10,922
37.546

307
37.212

3,7G4
12.939'2c
27.273

13,494
4G.387oo 9—

35.030
.0

0
00

0
00

910
3.12S

"4
.485

0
.000

0
.000VIGAN N C CEDAR RAPIDS qhr s'-/

vW9/

14,16G'00.000
0

.000

2, 974
20. 994"

0
.000

9, 561'67.'493
0

. 000

440
3.10G

0
. 000

06
60

0
00.0

SS5
6.247

0
.000

0
.000

0
.000
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CALL T S C I TY
SIGN Y T

P P"

Total Local Series/ Religious Major
Movies Sports

Other Edu-
cat ional

KGO N A SAN FRANCISCO qhrs/
VW O/

15 '5G 4, 248 11,24G
100.000 2G.791 70.926
90, G55 "'4", 250" G6','141" '00.00026.750 72.959

0
000

0
.000

24 338
151 2.13P .000

10
— — ——— 2.4— — ———— 0—

.280.011 .000

KHA I I S HONOLULU qhr s/

'Wq

/

19,510 13,450 4,792 354 0
100.000" -" '8.939 24.5G2 '. BT4 " " .'000

0 0 0 0 0
.000.000 .000 .000 .000

914
6 oL

0
.000

0
.'0 0 0

KITN I F MINNEAPOLIS

KICU ' ' ' SAN'OSE'hrs/
VW)

qhr s/
V W tl/

35,102
100.000
51,327

100.000
34,208

100'.nnn
596,G47
100.000

1', 957
5 575
1 09o
2.139

487
1.424
4,088

6 os

30; G51
87.3cn
43,955
85.637
3c, 083
93.788

571,442
95.776

1;312
3,738

3G1
.703

1, 090
3 lo6
2,3G1

. 3'9G

'1

3
5

11

lol
.364
,913
520

436
1.275

18,G89
3. 132'

.003
0

.000
112
327

G7
" .'0 1'1

.000
0

. 000

0
.000

0
.000

KLRU E AUSTIN qhr s
VWq

/r

24,310
100.000
100.000

0
.000

'

. 000

0
.000

—. 0
.000

0
.000''0
.000

0
.000
.000

.000

. 0000

24, 31 Q

00.000
00.000

KLST N C SAN ANGELO qhr s"/
VW9/

1 5, 048 5, c80 9, 127
'100; 000 '35' — - Gn". Gc'3- "

12,3GG 2,515 8, 624
100.000 69.74020.338

0
.000

C.C Isoo

104 213
6'91 " "'1

. 4'1~ 324

0
.000

0
.'000

0
.000

093-
000

0
.000VW)

MBH— E-— —HARL INGEN"-" — -- qhr s"- — 23,
100. .000

0
.000

'0-
'000

0
.000

0
. 000

0
.000

0
.000

0
.000

.000
0

. 000

23, 09'3"
00.000

0
.000

KMGH N C DENVER qhr s/
V W ti/

14,
100.
206,
100.

535
nnn
117
000

3,529
24.279
56,779
27'.547

9, 834
G7. (~57

144 753
70

396
7o 4

1,598
f7

11
. 07G

GQ5
. 29'4

7G5
cGD

cp 38c.
1 ic6

0
000

0
non- .—.-- .-

KMSB I F TUCSON qhrs/
'VW q/

27,932
100.000

0
.000

256
.917

0
.000

25 qo
90. 87 8

0
000

2, 012
7.203

0"

.000
BG6

0
000

30
. 1 3G

Q

. 000

0
000

Q

000

KOED E TULSA qhr s 25 430 0'/ '100 000 . 000 "
. 0'0

8G3
000

97,
100.

0
.000VW) .On

0
0

0
.000

0
.000

0
:000

0
. 000

0
.000

0
.Onn

25,430
00. Fn0
97,863
00.000
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CALL T S C I TYSIGN Y T Total Local Series/MOVieS

199c.'NIELSEN METER STUDY QUARTER-HOURS(c) Cable Data Corporation /VIEWING

Religious
CATEGORY

MajorSports Other
Page

Edu-catiollal
KOKOMO N A SEATTLE qhrs/

Vw9/
1G, 171100.00019,9G3100.000

6

ccrc

40.53G5,54327.7GG
9,01455.74214,34771.868

2 7 I1.G82
0"'000

0 330 0.000 c..041 /0000" 73 0.000 .3GG .000KPIX N C SAN FRANCISCO qhrs/
V W q/

15, 790100.00045,333100.000
4,42c"28. 00519,2144i. 384

10,0G4'G3.73721,32347.03G
1G51:045Sc.4

. '194
7GG4.8514,4709.8GO

37336 n
1 Oc.'2c

0.000
0.000KQED E "-AN FRANCISCO qhrs

VWq/
34,571100.00072,1i7100.000

0.000
0

. 000
0

. 000
0

. 000
0.000
Q.000

0.000
0.000

0000
0000

cil100,00lp72, '1 27100.0UOYRMA E DENVER

KRON N N AN FRANCI CO

qhrs
X

Vlrlq
/

qhl s/"VWq
/r

30,398
1QQ QQn129 884100'.000

1 c oo1100.00031,07oo100.000

0.npp
(I

, i'lpn
6,Q6338.17;13,72644.1GG

0npp
0Qnn

9, 450cg i=pc.17,n5454.875

0npn
UQl/0
Q.000
0.000

0nrin
0npp

li
U7 67023

c

0
. ripn
, Qnri

i56'='4 2291.936

30/398lpr.'(UOO129,884100.0np
0

. Up('"

.000KSCI I S SAN BERNARDINO qhrs/
Vwq/~SHB—I F—Y.ANSAS CI'TY -' qhr s/
vwg 1

35, 084100.00015,223100.000
'33, 992100.000,014,G49100.000

9,4GS6- 19c c Bo 134.69145c-" 33,311.3397" 9565
98.0081,006, 3099.200

19,596 11, 0185& o5~' 31'pc 4, 47012. 741'74
3.114

co.147
Q.000

0.000
0

i'l Q Q

'co
171n7n
c.'c'. 4

0000
0

. 000
"'i14.335118012

0000
0000
0000
0000KSLA N C SHREVEPORT qhr s/Vwq//

15 G17100.0001, 040100'. 000
3,06919.652171- 63c

10,785(9 pcq1, 02398.3Gc
1, 284Jn JI I I

0.000
1 2c5800

0000
354 .Onp

0 0"'".000 " — :000KSNT N N TOPEYA qhrs
I'vwq
r/

09n100.000183,956100.000
1,42514.40631;38717.0Gc.', 1 cl72. c.'91143 72n78.1PS

c.
nncI I275nc 0I

. 140
1.7 i3.

123243lo3905
968).786'1 /40G

. 764
n

. 000
n.000KSTM I TACOMA qhr s

VW)
34,584'100.000
1 c., 778100.000

3,3029.5483,631ii28.416
cn,82683 3cl8,759
(no 540

2, 0425.904705 ~

359038328567
CC;

953.415
0', QQn
0.000
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CALL T 8 CI TY
SIGN Y T'P- P

KTAB N C ABILENE qhr s

VW)

Total

11, 30
100.000

4,748
100.000

Local

2,4GO
20.795'1; 027
21.630

c'eries/
Movies

8,417
71.150

3,14G
6G.c.59

Re 1 191OUS

340
2.874'0

. 000

Major
Sports

2.9G7'7+
1c.. 110

Other

56 5
2. r'15

0'00

Edu-
cational

0
.000

0
.000

KTBO I R OKLAHOMA CITY qhrs 33,518 1,180 1,702/ 100 000 "' '3 c20 O'7'5
VWO 0 0 0

.noo .000 .noo

PG 156
7 0'3

6'oon

0".'000
0

.000

4, 480
1r".3GG

0
.000

0
.Qon

0
.Qon

KTFH " I = CONROE'-

KTLA I LOS ANGELES

KTRE N A LUFK IN

qhr s

VW)

qhr s

VW qI
qhr s

K
VWqI

~ o CGA
100.000
100.000
34,989

100.000
1 4c.', 723
100.000
16,124

100.000
16,963

100.000

14,632
51.P22

G
20.690
5,836

Gop
8,989
G.298

4 6'.636
OOQ

10.747

13,014
45 558
79.310
27,294
78.007

130,795
91.643
1 1,197
63. 4(13
1 c, 10i.
89.053

Goo
2.408

0
.000

1 0 2
3.092

854
c9 0

144
893

G
.035

535
812

n
000

773
5 rp9
2, 07'3
1 4c(

.Qou

.000

0
000

Q

000

.011

.004
3w I

Oc8
5 O

. 1G5

--
n

.000
n

.000
0

,nnn
0

. noo
n

.000
0

.000
KTRV I F NAMP A qhrs/

VW) 32, 183
100. 000

0
.000

28, 825r 31 4
100 000 '- '1 059

c7 8"
96. (29
31, 876
99.n46

4c'.4
1. 471'

.Qon

167
". 579

0
.noo

307
.954

0
. 0'pp'

.000

KTSF I Q SAN FRANCISCO qhr s/
VWg/

~TSC —
E PUEBLO=COEORADO'qhre-/

VW)

2G,4G1
100.000

0
.000

34,3.05
1oo'.noo
2'3, 075

100.000

0
.000

Q

.000
13,913
40.557
3,806-'13.090"

11
34

7

000
n

. 000

,730
. 193
, 18c'.
705

8,
18,
62.

512
513
087
Op p

0
.000

0
.000

.no
:00

0
Q

0
0

'000.000

0 ZG,
.000 100.

0
.000

000
0

000

150
437

0
oon

0 0;ooo--— — —;-noo--

KTTV I F LOS ANGELES qhr s/
VWQ

34,936
100.000
105,334
100.000

2,404
851

5', QGc
5 56 ~

30
p t

94
59

,516
.348
;741
943

c
~ (

099 1.G5
433 '" '4,29

.411 4.07
c;
5

5
014

0
. 000

0
.000

"Q

. 000
KTTW I F 8 IOUX FALLS qhrsI -8,024 1,413

100.000 ''5:042
45,153 I LO3

100.000 1.G01

c. rc

44
97

,794
. Q4 ~

, 184
Ac 4

0 )c
2. ='91

201
44c

CQ

.10

0
0
5
n

35
1
"5 c

0
.oon

0
.000

0
. 000
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CALL T S CITY
SIGN Y T-'P 'P

Total Local Set ies/
tiov les Religious Najor

Sports Other Edu-
cational

KTUU N N ANCHORAGE qht s/
VW(?/

12,407
100.000

0
. 000

1,540 10,64012.41c. 85,758'0 " ' "0
. 000 .000

0
000

0
.000

0
064

219
1.765'0 ''

000 .000
000

0
000

KTVT I FT WORTH qhr s/
VW tl/

35, 124 2, 428
100. 000 — G. 913
118 837 5, 14'I
100.000

c.8, 899 2, 27c.', 38082~~77'. ¹C'9 3. 929
1, 901 4,'I (290.243 1.616( 3'c,l I

145
. 413
3GI

.304
0

.QQQ
KTVU "'I F OAKLAND qhrs

X
VWq

35, 100
100.000
173,c53
100.000

-47 491
1 c.'. 79c
21, 256
12.248

20 60

0'44,

072
83.474

1";306
3.778
2, 142
1.234

C
(

65Q
OCVrl
271
037

1&
. 037

12
. 0.0 7

0
. 000

n
.000

KTWO N N CASPER qhrs/
VW9

I

11, 092r
10n, nQil
23,238

100.000

2(37
21.420

1,412
Gl. 076

'='

91

,02
.35
( c.'?

(: C

0
00

0
.000

0
nnn

GGc9c
39-
(l8 7

6 c.'4
5 Goo

13G
COC

.00
0
0
0
0

l&TXL I F SACRAMENTO

KUSA N A DENVER

qhi s
X

VWCI00

qhr s/
VWtl

II

34, '152
100.000
244,122
100.000
16,289

100.000
45c.,343
100'.000

1, 'i 22
'I. 127
c; c¹9
c.'. 437

5, 481
33 G¹8

228,613
50.540

31
ll

r3 I

?4

C

218
4 0,

, 'I
.21;'

M3

,¹I00
, 11
.21

7r
I

C.

9
4
G

9

, 5644.5¹0
2.798

668
4.101
2,737

60c

0
.Uuu

0
.000

12
.074

1(57(
.349

40
116

0
1

U33

709

1,300
OO f

00

.00

.00

Q

0
0
0
n

KWGN I DENVER qhrs/
V W tI"/

~VUE—N--A— AUST IN —"-" -- qhrs-
X

VW9/

'13,774
100.000

548
100.000
34,91G

100.000
1GS,G9G
100.000

2
23.G90

23¹.197
2, c.70
G.501

11,117
6.

90'530
07

147

, 17
57

.80
CC

.49
Oc

.64

C'

0
6
7

704

0
.000

I, 792
C
0, 103

803

0
000

0

'61 7
4. 479

0
.000000

6
017

c.'9 8
OC (

G18
959 ": 001

00

00

IJQ

0
0
0
0

0
I?

0
0

KWTX N C WACO qhrs
VWQ

10,7G7
100.000

0
. 000

3,819
35.¹G9

Q
.000

6, 60r
62.0G

00
0
0

44
409

0
. ()00

9
.084

0
.000

1.9G9—. n-.
.000

00
0
U

0
0

KXAN N N AUST IN qhrs/
V'Wg/

1G,50G
100.000

0
,00n

C . ~ OC'C.vr
32.019

0
.n00

10,42-"63.15
00

4
3
(?

0

1'. 175
0

.000

GQ
364

0
.000

543' 3. 290 —.-00

0
.000 00

0
0
0
0
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CALL T 8
SIGN Y T

P P

CITY Total Local Series/
Hov les Rel iqious Hajor

Sports
Other Edu-

cational

KXI I N R ARDMORE qhrs
V W g/

11,19Q
100.000

0
. 000

io, 2oi1 8,894 0 9 GG 019.848 79.48'000 .080 .590 .000-'0-. "-- -'--0 — — '
0

— -- — 0- — ""
0

' ' '-
.000 .000 .000 .000 .000 .000

VXTV N C SACRANENTO qhr s
V W q/

18, 743
100.000

G,G45
100.000

4, 3G9
23.310

697
10 489

14, 074jr'pop
5,887oo

87
.4G4

11
.IGG

24
1
oo
C P

752

I A9
Ppo

0
000

0
. 000" '

.000
KZ I A I

MABC N A

MABU

LOS 'CRUCECCS

NEM YORV.

BOSTON

qhrs/
VWq/

qhrs/
VWg/

qhr s

vw r)/

31,
201'00.000

n
. 000

'I 6, 411
100.000

13, 06G
100'.000

31, 3c.'4
100.000

16; 933
100.000

ZO

11. 343
0

.000
6, 090

37.109
G,256oon

24 I ~ 4
77.110'4; IGG
83.G59

20,660
GG.c.'1G

n
. OOC|

9I 08i
50 o9

G,590
O'.

Q

6,570
20.974

2;7C 7
16.341

C
I

O O '7

I ."-' 6 G 3
0

.000
420

126
. 9 6'4

600
'9 I L

0
.000

072I,
3. 436

n
.000

39.
O38

L 3
.40G

0
QQQ

0
.000

107 '

.343 .000
Q n

.000 .000
180
097

41
..14

0
.QQQ

0
Qnn

n n
.000 .0000' 0
.000 .000

MACH I F COLUHBIA qhrs
VWq/

31, 044
100.000
54,135

100.000

i 4 c'.9 346
.077 ' 94.530

0 53, 973
. 000 99 701

I, 622
OOC
I I

162
99

IG
QCO

0
000

36
'. 11G

0
. 000

0
. 000

0
.000

MAFF-' N
' HUNTSVILLE-DECATUqhr s/

V W q/

12,0GS
100.000

15,32G
100.000

2,919
c.4. 188

I, c18
7.947

'7, 591 '2.90c.
13, 443
87.714

I 7 8
r'. 304

G43
4.195

3oo-
r'. G68

0
.000

9co
7.938

.144

0
.000

0
.000

MAPT N A JACKSON qhrs
VW9/

15 2c3
100.000
49,124

100.000

11,792
77.462
42,042

2 I c.73
14. 931
6,361

'94cj ' oq co

c9G
91

0
.000

14
092

0
000

548
3.600

721
1.468

0
nQQ

0
ppp

MATE N A KNOXVILLE qhrs
"VW)

1G,44c
100.000'0

.000

3, 978
24.190'Q

.000

11,354
69. 042

0
.000

618
3.758

0"
.000

0
ippp

"0'000

495
3. 010'0"

.000

0
.000
.000

WAVY N N PORTSNOUTH qhr s/
VW)

15, c.'OG
100; 000

38,GGO
100.000

2, 787
7.209 35, 102

90.797

5 020 9, 30&3
33.013 'G1.-213 52'. 342"

4c
.IIG

3Gc.3ol
878

4G4
L,.0 I

0
.000

0
7rp 0

0
.000
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CALL T 8 CITY
SIGN Y T

P P

~WAMS I F JACKSONVILLE

Total

qhrs 29,442/ 100.000
'vw~ 113,325

100.0QO

Local

1,242
4.218
1.895

SEr'iE5/
Movies

27,162
92.P56

I I I ','071
98, 011

Religious

I, 004
3. 410

106
.094

Ma jot
Sports

0
.0000'

000

Other

34
. 115

0
.000

Fdu-
cat iona 1

0
.000

0
.000

MBAL N C BALTIMORE qhrs/
VW)

IG,550
100;QQO-
P2,G07

100.000

4,87c. t 0,853c9 430 GL, r7 i
4 p c.37 16,1508.742 71.438

c. 6 c'.rc3
I, S34
8.113

12
. 0'73

45
.199

551

341
I 0

0
OQO

0
00n

WBAY" "" N"' GREEN BAY

WBFF I F BALTIMORE

qhr s
v w cl

qhr s/
V i) g/

12,0G9
100.000

12,949
100.0QO

34,496
100.000
138,659
100'.000

,708
.723
430

.321
P.,814
8. 157
4, 3GS

.148',169
59i.40U
11,742
90.679
29,656

.969
i32,006
9S.cQP

2G6
'='. 204

749
5.784
1,684
I, 6 c.'c.'.

170

4 c-
39 e

0
000
: 86

Gr8
475

c,7 0,

7.275
Cr

'16

ri
e

00i

Q

00 U

A

00 C&

0
.000

U

. 0'0 0

WBRA E ROANOKE qhrs/
VWP/

100.
201
100.

2 4 I
0 0 0
3 2 0
0 0 0

Q

. 000
0

. 000
.000

0
. 000

.000

n
.000
.000

Q

. 00(i
0

.000

co
100
201

Q

,c41
.OUO
,320
.OUO

MCAU N C PHILADELPHIA qhrs
I

V W rt/
I I 594

100.000

'6,068

100'.000
'26

41

.609
,613
. 156

8, I c'.c
70. 053

9, 148
933

32
6a i
0

000

!2
. 104'.

. 012

...343'c sec
305
0'9 0

0
.000

0
. itAQ

CBS N C NEW YORK 'hrs '" "l 2; 343/ 100.000
vwq 2,000/ 100.000 S72

.600 1,4!7
70.850

, 149 7',770
,614 6c.951 .00

0
0
0
0

0
.000

11
.550

- — ~q —" —--- —386—
.308 3.1c7 .000

0
.000

MCHS N A CHARLESTON qhrs/
VW9/

13,
100.
100

707
000
2P.P
000

c

8 7

,Glt
.049

194
.387

, P.Q I

. 126
28

.G13 00

0
I

0
0

54 c.
9r4

0
.000

8436.1m
0

.000
.000

0
.000

WCTI N A NEM BERN qhr s/
VW)

19,
100.
100.

ee I
000
E7r,
000

3
I r , 038

.806"'
l

"

.484

15
78

P
99

,019
.138
,264
ciG

41
2.13

.00

0
3
0
0

376
1.95G

0
.000

378
t.967

0
.000

Q

.000
0

.000
MDBJ N C ROANOKE qhr s

/'W)

12,
100.
cc p

100.

343 3
QQO

' 26
34G C.

000 11

, c.49
3c3'528

.313

8
Gc;
19
PS

,047
"I 9r
,762
.436

14'I.1G
C.

ld

0
.000

0
.000

903
7.31G

28
I cc

0
.000

0
.00n
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CALI.
SoI GN

T 8 CITY
Y T
P P

Total Local Series/
Movies Religious Major~Sorts Other Ehu-

cat ional

I WASHINGTON qhrs
VW tl/

34,622
100.000
102,750
100.000

145 30,2G6
119 o7 41o
43 89,815

042 87.411

1, 294
'.411 3.738
2,530 ''0; 327

10.051c'.. 46c.'

014
3

. 034

Q

ppu

.000

WDEF N C CHATTANOOGA qhr s/
Vwq/

13,399
100.000

0
. 000

0
.000

u
.noo

0
. 000

2,827 9,473 454
1.099 '0.699 '3 3 o

154l.lll 3
0

.oon

491

0
.000

0
,oon

MEAD" E AYRON 'qhr s/
Vwg

/

31,590
100.0003cl
100.000

0
.000

n
.000

0
.000

n
.000

'

.000
0

. 000

0
.000

n
. 000

n
.000

'c I

I olu. 000

-n-- . 31;=.9n
000 100 000

WEAR N A PENSACOLA qhrs/
Vwq

/

18 313
IQQ.OQn

6,
44c.'oo'.noo

20
LJ

7o

,753
.494
,476

. c

13
74

3
61

C9C
J. «3 3

, 943
po

492
6o7

G
0'9 3

28

17
.264

445
2.430

0
.Qon

0
.nnn
nno

MEEY. N N PEORIA qhrs/
VW)

12,345
Ino.onu

0
. 000

27
,416
.671

0'000

oP J
5 099

n
.000

5.452
0

. 000

14

0
.000

I, 14O
9.235

0
.000

0
.unp

0
.000

43

c4

MEHT N C EVANSV'ILLE qhr s 16, 003'/- 100.000
vwq 27,7c'./I/ 100.000

5

3
13

,77G
. 093
, 873
.970

9
60
c',3
84

~
I

4

,554
.9 9

308— 1.-92C,
297

1.071

19
.119 '

.000
0

Qno
0

000

183 0
I.T44 " :000

'WEKM ' -' KEENE "qhr
S'W)

I 7
100

,244
.000

0
. 000

0
. 000

0
.000

"0-
.000

Q

.000

0
.000

0
. 000

.000

.000

0
.000

0
.000

«7,244
100.000

0
.000

WENH E DURHAM qhr s'/
I

VW tI/
100

15
100

, 714
'. Qnn
, 657':noo-

0
.ooo

0

0 0
Q Q io , 000

0 0
.. nnn..--...-oPQ-

0
, Qno

0npo-

c.'7, 71 4
100.000
15,657

0
.000
.Pno TPQ. 000 "

13

I3

MENY N A ELM I RA qhrs/
VWO

12,052
100.000

0
.000

1, 547
12.83G

'0'000

9,127
75 73u

Q

.000

4ns
3.385

0
. 000

0
.000'0
.000

970
S.048

0
.000

n
.0000''
. 000

META WASHINGTON qhrs/
VW9/

27,4G3
100.000
51,739

100.000

0
.000

0
.000

0
.000

0
.000

0'; 000
0

.000

0
0 0'0

0
.000

0 27,463
.PIMP 100.000

0 51,739
.000 100.000
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CALL 7 8 CITY
SIGN Y TP"'- P

~IIFAA N A DALLAS qhr s/
VWQ

r/

Total

16,432
100.000
lc8,875
100.000

Local

4, 911
29.887
43, 154
33.485

Set ies/
Movies

10, 075
61. 313
82 675
64 lcf

Religious

70G
4.296
2,342
1.817

Major
Spol" l'

110
.GG9

c7
.044

Other

630
3.834

647
. 50c.

E clU
cat I Dna I

0
.000"0
.000

MFLA N N TAMPA qhrs
vw jl/

16,192 6,537 8,729
100:OOQ -'40.'372 53.909-

c19 213 6100. OQO 97.260 2.740

518 20c
3.1"99 1.248

0 0
. QQA .ono

20Go7o
0

.000

0
. QQ'0

0
.Qnn

jjFL'D" '"' 'HICAGO qhr s/
VW9

/.

33, 701''
100.0QO
90,543

100.000

tc
4

O7i,
I 6 I

, 159
.593

'30 ; 993
. 965

598

C Q ir
1.50'I

(~04
. 667

0
,000

0

'co
.9G7

On
. 141

.000
0

.OUU
MFLX I F (IEST PALM BEACH qhrs

VI
VWQ/

34,138
100.0QO
654,c41
100.000

I

43
6

056
.437
,343

70

599
91

, I f6
Ol o,

794
, ii7O

I,
c;
13

958
736

66
4G2

194
C( O

1,213
oq

14
041

~ 'ar c. r
Il 5 0

0
nno

, iloil
IIF SB N C HARTFORD qhr s

VWQ/
14,346

100 000
339,399
100.00Q

4, 7(7
33. c.'c'.9

t29,677
38.208

63

59

, 127
.621

n6
599
383
407

16
. 112
464

. 137

C
Q

2.4 lnc 17(
f,525

0
.OOU

0
.000

MFSU E TALLAHASSEE

FTV N A" "'ORLANDO

qhrs
V W (IIi

qhl s/
VW)

c.G, 784
100.000

I,G85
100.000
''17,329
100.000
47,7nr3

100.00Q
31
16
34

.883
,679
.906

0
. 000

0
. Q(} i.l

— — — c'nq

0
Onn

0
Io A 0

'1 0, 987
63.402(
30,90
64.684

c.

0
. 000

0
in 0 0

360
.077

in O

.142

0
.noo

0
, nno

rn
. c.'OS

0
.000

0
.000

0
,Qnn

421
2.4c9nn

.268

26,784lon'.nno
IIG85

I i'Iol QQO

0
.000

Q

.000
MGN I CHICAGO qhrs

VWQ/
35, I c'.8

100.000
3, 649,803

100.000

4, 869
486, 653

'I 3. 334

74.
c.', 411,

66.

103
boa,
548
073

1,390
3.957

41, 064
"I". 125

I
I 1 0,
39:

760
330

no

46. — - "—;On
3
5
0

, A14
193c'IGNXI ATLANTA qhrs

VWQ

34,29G
100.000
72,76c.

100.000

r 79 A

8.135
4;864
6.685

30,
88,
G6,
91.

rn il
c90
4cl
3 I 7

I, 068
3.114'849
1.167

1
co

4GI
59 o

.00
0'

0
.000

00

n
0
n
0

fjGRB I CAMPBELLSVILLE qhr s/
VWg/

28,644
100.00Q

649
100.000

2,318
O 09n

17
2. 619

'On 3co
500
6 3c'ol

2 5r'

.oon .on

722
521 "

. 0'0
c,
~ I

(

0
0

. 000'

(U Q 0
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CALL T 8 CITYSIGN Y TP

Total Local Series/Movies Religious MajorS orts Other Edu-cat ional
WGVU E GRA'ND RAPIDS qhrs/ 28,0G1100.000GG,396100.000

0
OOO 0 0.000 .000'0" 0

. OQO . 000
0.000
0.Qou

'Q
000

28,061toin.ooo6'6, 396100.000
WHA E MADISON qhrs

/'WQ

27,874100.00012, 177100.00Q
0 0.000" " :0000 0

. 000 . Qoo 0
. 000 0.000 0.000 12,177tno'.ooo

0 0 0 27,874.000 ':000 .000 " 100.000
'MHFT I ' MIAMI" qhrs/

V W q/
34,428100.000

0
. Qoo

1,910c c48
0

. 000

o 06.623
Q.000

30, 14287 551
0.000

0.000
0.000

" '96
. 279

0.000
0

. 000
n.Onu

MHLT N C HATT IESBURG qhr s
I~/

VW9/
1 1,910100.000

0
. 000

3, 12c26 ""1 3
0

. 000
7, 39862.116

0oon
c. c 21.864

0nQQ

c. 01Go
0000

1,1489.639
0opn

0.pnn
0000MIFR N C FREEPORT qhrsI

VWf
11,100.

c'00.

7G4uoo
000

3,90 ~33. '="c.'0o41. o73
58 . 5c6oo l98.(08

191. 683-0.000
1 6136 7c76.435 QUuu0' '1' '

000 .219 .000I WIPB E MUNCIE qhrs
VW9/

c5100 526.oon
0.OQO

Q
. 0'00

0.000
0

. 000"
0,nno

0 c.'5, 5c.'G.000 ' :000 '" 100.000
0 0 0.000 .000 .000~ISN N ' MILWAUKEE " '"'JBK

N C DETROIT

853000702000
qhrs

I
YWg/

19, 931ioo'.noo
0.000

qht's- 1 G,/ 100.
VWP/ 100.

oc c'
31.1811,10240.785
4,36721.911

0-'"".'000 '

0", 43261. 900
46.373
14 90574.783

0; 000

"6023.57c
0000

1 o,o
0.000

"48-
c.o534712.842

5( 63. 062
0.000

'- Q 3

u.000
n.000
0070 1. 049 .ono0 0 0000'000 ' .000'JRT

N A FLINT qhrs/
VWO

7.

1 c;100.'G7,100.
195
OOO023
OOO

18.9736&89t0.288
10,26367 54cC;4,Sc.7955c

6844.501
0.000

56o, 7973.738 5.'c.'454;24G " 3905826. 335
n.000
0.000

MJM N C CLEVELAND qhrs
I

VW)
15 753100.00027,184100.000

4, 24626.9547, 66928.211
10, 47866.5T419,10170.26G

3382:146
6Qoo

6559~1
0 408.000 1 501

0000
0000
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CALL T 8 CITYSIGN Y TP 'P"

Total Local Series/Movies Religious MajorSports Other Edu-cational
WLTV 8 MIAMI qhrs/vwo

7.

31, 259100.000',575100.000
4,506 24, 91714.415 79.711130 '2;42o5.049 94.291

1,2103.871
0.ODO

178.56917
. 660

4481.433 00000" ''" 0.000 .000
WLTX N C COLUMBIA qhrs/"

VW9/
18,29710Q.OQO6100.000 0

. 0000 6.000 100.000
1, 13c. 16, 429 29c6 1S 7 o9 791 '"I ~9G

0.0000.noo
1 9P. c5c.1'. 049 " " 1'. 377

0.Onn

I ~

IS

"WLVI - I

WMC N N

CAMBRIDGE

'EMPHIS

qhrs
v w rf/

qhrs/
v we/

30,280100.000212,104100.000
15, 184100. OQQ35, 540100.000

310
r

,731fco,966OI

1 7 65.8985, 783c.7c6
Po92o0697
6125rn

, 11'3.843,153.f94
,364.670
, 07040

" 1'G053
0

. 000
0.ono
0.000

"40
13P.45021
3031.9J61,4G54.122

3o51.073123.058
7865. 17739.Ifn

0
. 000

0.000
0.oon
0:000

IS
IS
IS
30

WMCC I MARION qhrs'I
VWg

34,664100.000 1,3133.78822.,221 " " '04100.00Q 1.818
29,67785.61321,66197.480

2,0105.799123.554
5024.33333

. 149
162467

0.000
000

0.000
31

\4

WMEA E BI DDEFORD qhrs"/
VW)

24, P44 0
1 00. 000 ".'OQ 054,637 0100.000 .000

0
. Qnn- . 0'00 " ''0'00

0 0 0
. Doo .000 .ono

0 24,244
. 0'0'0' 100. OQQ

0 54,G37.000 100.000
MGM N N 'Wil:DWOOD — 'hrs

VW)
11'66 '' ' 1,920100. 000 16.60015,717 1,132100.0QO 7.202 1 4,43491. 837 33

c.1 0

8;476 59072.765 5.1D1 . c.42
0

. 000
51'~~5.P91118751

0000
0000

3 ~

19
30
39

WMVS E MILWAUKEE qhrs/vwrf/
27, c.99100.000

0.000
00

.00 0"
0.000
0.000

0
. 000

0';"000
0.non
0"';000

0 c.'7, 299.ooo foo'.ono
0 0

. 0'00 ' 000
3l
33
3 ~
39

WNCT N C GREENVILLE qhrs 11,/ 100.
VW9 37I/ 100.

163000To o'oo

4,3939.38
75'.c8

r3
0
1
C.

c,41048.464
c'.3. 706

5044.515
. C.C"2

12.107'0.000
8417.5341''c.490

. 000
0.000

39
3 ~

~ 9
I'

~ I

WNED E BUFFALO qhrs/
VW)

24,220100.00041,434100.000
.000

0.000
0

. 000
0.000

0.000
0.000

0 P. 4, 'c."c.'
. QOO'"'00. Qno

0 41,434.000 100.00Q
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CALL T 8 CITY
SIGN Y T

P
'P'otal Local Ser ies/

Movies
Religious Major

Sports
Other Edu-

cational
WNET E NYC-NEWARK qhrs

VW)

33,05G
100.000
50,913

100.000

0
. 000

0
. 000

0
. 000

0
. 000

0
. 000

0
.000

.000
0

.000

0 33,056
.000 100.000

P cp 91
.000 100.000

WNFT I JACKSONVILLE qhr s 34,/' 00.
vwq G2,/ 100.

416
0 0'0
c,4'9
000

4"
I,

402 29,074'6.
282 51,
059

817
637
775
174

c'., 316 843
G'. 72 9 2 . 4'4 9

90 9,102
14c 14 62o

38
.IIO

0
. 000

0
.Qon

0
.000

MNJU'' 'YC'-"NEMARK " — qhrs"/
VW)

WNMU E I'IARQUETTE qhr s/
V IIP

30,
100.

o 4
100.

530
000
4 0O
000

c'. 4,
100.

G82
nnn

0
. Qnn

os
21.
11,
13.

500
i 91c0 7
635

0
nnn

U

pnn

IG,c4
71,
o4

777
953
o70
c71

0
.nnp

0
., Qpn

Ji; 901
22.604

1,219
!.434

0
.000
.Qnn

'72
23G
3n3

.3S7
0

.nnn
0

.npn

3
.004

0
.npp

0". QQn

n
OPP

24,682
100.000

0
,'npn

OOQ '
Q

. 917 . 000

IJNYB I R BUFFALO qhrs/
vw9/

34,
I UO.

100.

020
000

000

C
I

13

714
796
"40
G99

4 nSA
'12.016

n
.000

24,
7

192
111
O COI I

301

0
.000

0
.000

2 Gi

.U76
0

.000

(I

. UUO-0

. 000
MNYC E NEW YORK qhr s/

VW9/

25 &

100,
34 p

100.

459
000
431
000

0
.000

0
.000

0
nnn

0
npn

0
.000

0
.000

0
. 000

0
pnn

0 25,459
. 000 " ''00. 000 "'

0 34,431
.000 Inp'.000

MNYW
'"

F NEW YORK qhrs
VW)

35, IIG
100.000
87,59I

100.000

C'
I c

G,
7

535
7G2
4G4
380

27,
79.
80
91

91c
494
209
57c.

', G24
4. Gc.5

854
.975

0
' " 42

000 .'120
n G4

.000 .073
00

00

0
0
0
0

WOI 0 I F SHAKER HEIGHTS qhrs 34,294
100.000

vw9 78,755/'100.000
cG6

1.650
6

:QOS

31,
90.
77
9

o'05701
no 8
64=

I, 983

461
c;oC"r

538
I c69

381': 484

I nc
r9
219
OTD

0
,npn

U

.OQQ
WPBT E MIAMI qhr s 30,

100.
10,

100.

858
000
521
000

0
. 000

0
. 000

0
. 000

.000

0
.000n.
.000

0
.000

"0
.000

0
.000

0
.000

3p oc;
IPU.OO' n,~rc
100.00

0
I
0

MPHL I PHILADELPHIA qhr s/
VW)

34,617
100.000
103,SIS
100.000

3
I '0

3

758
ocG

,117
.011

27 p'7 9'.
9G,
9o

CC
31

I'91

9 rO I, 184
1.144

'f cgc
3, 006
2.904

. 0'1~~ "
. 00

20
.019 .Qn

0
Q
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CALL
SIGN

7 8 CITY
Y T
P P

Total Local Series/
Movies

Re 1 igious Ha j or
Soon ts Other Edu-

cational
WP IX I NEW YORK qhr s

X
VWq/

35, 124
100.000
557,584
100.000

30,8588'. 889 87'. 89c'4
31 Oolh — —— c04 023

90.4305.718

438
1.247

600
1.942

125
G09

1,236 20 I
3.

24 0
OGS .000
115 0

.021 .000
WPTA N A FT WAYNE qhr s

I
vwrl/

17, 037
100.000
21,81G

100.000

4,PP7 11,762
24.811 — " "G9 0~8

Gcp 20,343
979 93 040

214
1 '2c6

739
0

.000
0

. 000
04 0

Onn

834 0.— —
—. 000—

19

la
la

I I ~

IS

— WPV I- N A PHIL'ADELPHI A

MPXI N N PITTSBURGH

qhrs/
VWP/

qhr s/~

v w rl/

17,156
100.000

4, 092
100.000
17,092

100.000
113,590
100.000

400 "
43.GOO

op 4
21.603

7s46Q
43.646
SS,P39cl 271

9,261
3, 197

78.128
8,743c
1 1

c
46 0814n'568

0
. 000

n
.000
S04
Ii 4 q

3,5163'9c

. c4
.315

0
.Ovp

157
.919

3,583
1c

6 I

2.104
11

.2G9

1.334
2, 17 1

1.911

.000

0
.Qpn

0
.000

119

IS

la
lao

WQPT E HOL I NE qhr s

VW)

067
100.0000''

. 000

n
.000

0"
.000

0
.000
.000

.vpp
0

.000

0
.000

0'000

Q 22,8G7
.Opu 100.upp

0
'' "

0
.000.000

al
aa

'al
aa

'aa
al

MQRF I F ROCKFORD

MRG'T I F DA'YTON—

qhrs/
VW)

qhrs/
VWO

30 (P7
100.000'

. 000

34,354
100.000

0
. 000

308-1: 002
0

.000

.850
0

. 000

27 52''90. 643'
.Qnp

'3,706
98.114

0
.vpp

1, 04G
.4Q4

0
. 000

14
. 041

0
.000

768
2: 499'

.Onp

190
.5S3

0
.000

753
4 L

0
Q 0 ip

CO
.442

0
.000

np

Qn

00

OQ

0
Q

0
n

0
0
0
0

aa

30

Sl

WRTV N A INDIAI'IAPOL IS qhr s/
V W jl/

14,493
100.000

1, 932
100.000'

l

12

4, 033
o27
241
474

9

1
0rD

, 039
360
608

73G
070

11

12
083

0
..000

G73
4.644

7
'='00

3.r27 '00 0
0
0
0

Sa

aa

WSB N A ATLANTA qhr s
"VWrl/

18,31G
100.000
132,709
100.000

Lr s

27
L,L

127
992
G23 "

914

12
667c
56 0&h c

0
0

rL C
i I
.90

443
2.419

2'9 G
PO3

19
1.054

463
.349

h9
1.G2

07
.GG

0
7 .00

.00

0
0

0

aa

39

39

IS

WSBK I BO TON qhrs/
VW)

34, 101
100.000

'8P.,599

1QO.OOO

525
I 40
3, 514

91o

31
90

345
90

54
. 4'9

r3

0
0
9

384
1'. 12G"
1,695

.443

1,640'4'. '8 0'9
32,032

o (2

12
. 03~

129
.034

.OQ 0
0

aa
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CALL T 8 CITY
SIGN Y T

P P

WTTO I F BIRMINGHAM qhrs/
VW {I/

Total

34,316
100.000

0
.000

Local

o9 0
.8G8

0
. 000

Series/
Movies

33,172
96.G66

0
.000

Religious

608
1.772

'0

'000

140
408 9 0

286
o

— --'
000 .000

Major Other
S oi ts Edu-

catior{al

0
000

'0

.000MTTM E CHICAGO qhrs/
VW)

29, 736 0 0T00.0II0'000 .00059,274 0 0100. 000 . 000 .000 0
.000 0

. 000

0 0.000 .000 0 29,73G
ooo —

I on-.ooo——--"-
0 S9,274

000 100.000
IS MTVM "N''OLUMBUS qhrs/

VW/I
/

12,
100.

G07
000

000

oo, I""
22.852

0
. 0000

73.6504co
Ion.uun

,6o
2.919

Q

UQU

0
. 000

'J U (I

7 ~

0

n
. 0{in

.000
I{

(IQIQ00

00

IS

MTVP E PEORIA qhr s
/

IJ {1 q//

24,566
100.00Q
34,(G9

100.000

0
.noo

0
.000

0
nnn

0
n {I 0

0
.nno

0
ono

0
.ooo

0
Oon

, onr!
0

oon

24,56G
100.000
34,669Ioo',006

IS
MTWS

MTXF

I R NEM LONDON

I F PHILADELPHIA

qhrs/
VW9/

qhrs
VW)

30,
100.

3
100.
34,

100.
142,
100.

129
000
119
000

G20
000
999
000

Gio I2.01c
'

8 Gi

.805
I, 908
5.511
C C

3.67G

25,60I
84.971Io 9!07
81.781
30,410
8'7 8 0.!

I 2 c'., 6 I 2
8C 74"

9

I-
3
I

71 /I
0~ 08
348
SCQS

860
484
101
1(9

91 I

3. (i 24
30643

15.758
I, 39'7
4. 035

12, 008

29(9
982
35

I c I

. 130
21

015

Q

.000
0

.000
0

. 0'00
0

.Qno
IS MUAB ''" L'DRAIN

MVCY I MILMAUI/0EE

qhrs
VW{I/

qhr s/
VW{1/

337708
100.000
2620371
100.000

18,6G4
100.000

0
; 000'

~ 068
21.79G

0
.000

3, 662
19.621

{I

.000

'2';OG'6 " "2'9; G99
G. 129 88.10713,523 238,4915.154 90.898

2. .379
700!

.301
2.192 1.193o c41 1,0273.2cS .391

10,
53.

Q38
7 ~ 3

0'0 0""

0
000

u
000

896
o01

u
. 0'0'0

'802 739 " '02
.000

n
.QQQ

0
ono

0
. 0'0'0

MVEU I ATLANTA qhrs/
VW)

35 I
100.
S2,

100.

132
000
G2G'00

6. 31G
3,"001 '"

5.703

2G,37
75.068
'47,(i67
9Q Cii

6,
17.
I;
3.

250
7909co
709

Bc7
.732

"(i'
. 011

.33
.094
.000

000

.000WVIA E SCRANTON qhrs/
VWQ

/.

30,
100.
33,

100.
225
000

0
.000

2G4 0
000 " — .000 .000

0
. 000

0
000

0
.000

0
. 000

0
.000 0

.ono 3
10

0 3
—.ooo —ro

0, Lo64
0'. 000
3,225o'.noo
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CALL T 8 CITY
SIGN Y T

P P

Tot e( I Local Series/
Movies

Religious Major
Sports Other Edu-

cat ional
WV IT N N NEW BRITAIN qhrs//

VWg

13,974
100.vno
173 o/3G
100.000

6c4
ci3.149
4G G9c
c.' . 8 G c.

0 995
G4.348'113,'Oll
65.010

3Qc
2.1S3'907.

5G8

408 6152.920 4.401
10,053 ' 3,090

5 783 1 .778

Q

000
0

.000
WVIZ E CLEVELAND qhr s/~

V W q/

27,
100.
23(

100.

856ono- .

156
000

0
.noo

0
.QQQ

Q— -:ono--- — -—. 000 -- —— 0 0 0 27,856': 00'0 " ' -"". 000 . 00'0 '0'0'. Qoo
0 0 0 c.'3, 15G.000 .non .OOQ 100.000

'WCP' I' JOHNSTOWN qhr s
v w ci/

415
100.000

1,0G4
100.000

1, 712
5.820

2G9

OC 0QC

7 /r c
74 71P

(J 0 0
3. GcJ9

0
.000

SOC
'c. 74 0

n
.000

.014
0

.000

0
.000

0
.000

MWOR I NEM YORY, qhr s/
VWq/

7C
ion.l,lrc(,
100.

132
oon
644
noo

4, 7c'.6
13 4

248,593
21.474

29,049
781,317

C 7. '192

. 011
137.01-

1,304
124, 831

C

.014
215

; 019

44
'C

220
WX I A N N ATLANTA qhr s'/

VWg
/

L, Goo
(00.0(JO

14,
14'00.000

453
34.759

5, iol
40.313

o,i 4 7
57.v31 4 9 ()

181
15

499

42
c. CQC

149
1. 054

366
c 333

1 4o
1. 047

.vpo
p

.000
WXIX I F CINCINNATI qhr' /

VW9/

35
100.
174,
100.

132
noo
752
000

193
.549
394

34,43i90'. n05
173,0G1
99.032

300oc4
549

.314

196
CCO
69rC
398

12
n34

53
nr30

0
.oon

0
non

WXYZ N- A" DETROI'T 'hr s/
VW cl

/

17,557
100.000
132,147
100.000

~ r cr

30.353
o9 110
67.432.

11'or9
G6.577 .137

0
.000

'135'
& C '"'1

.258

383
2. 181

39
.030

0
000

.000
MYED I GOLDSBORO qhrs/

VWg

35
100.

'1 00

126
000

11
oon

1,274
3.627

0
". 000

30, 90:-
07 cr 922/

11
100.000

Bpo
0npn""

34
QC

v

c.'4
p6

0

0
.QQn

0

r(
0

.000 .00'0 " .Oon
WYES E NEM ORLEANS qhrs/

VWg

2G,
inv.
100.

450
000
77,0
000

0
. 000— - --'-

n
----

.000

0
.Ovon-
.000

0
.000

0
.000

0
00

000
.000
000

26,450
100.00C&

7c 708 rc
10&0.000

WYLE I FLORENCE qhrs/
VW)

56
'00 549

000
0

. 000

1, 580
5;951

0
.000

21, 5c."c'.
orl: 065

v
. 000

82S
3 119'-

0
. ooo 0

00 =,519(r 9 48~
0 0

no .oon

0
. 0(FO

0
.000



TOTAL QUARTER-HOURS

TOTAL VIEWING

4, 282, 800 549, 053 2, 393, 702/ 100.000 12.820 5'.891
31,479,G83 2,G32,254 25,1G2,384100.000 8.3G2 79.93

243,394 41, 26G 66,697 988,GSS5.6S3 .9G4 1 557 23 08~
248,G79 2,112,715 69,854 1,253?797.790 G.7'11 983

10

I?
I 3

IS

IS

30

? I

I ?3

?

?0

?3

? I

11

13

SI



JSC EXHIBIT .NO.

c~aLE DATA
C 0 R P 0 R A T I 0 N

6704 Rannooh Road
Bethesda, MD 20817-5428
301/22BA400

January 29, 1996

Robert Alan Garrett, Bsq
Arnold Br. Porter
555 Twelfth Street, Kit
Nashington, D.C, 20004

Dear Bob:

You asked that I provide you with the number ofviewing minutes which the 1990-92

MPAA/Nielsen peoplemeter viewing studies attributed to (1) the Chicago Bulls (NBA)

telecasts on WGN; and (2) "Paid Programs" on all sample stations. The information is as

follows.'iewin Minute
1990 L991 1992

Bulls
Paid Programs

21,858
26,237

72,812
68,3 12

107,220
87,114

"Paid Programs" are dassified in each ofthe peoplemeter viewing studies as Category 2

programs {movies(movies and series). I believe that they represent "infomercials" which have

been identified with specific program titles in the studies (such as Deal A Meal), Viewing

to these titled infomercials are not included in the above viewing totals.

The above information is taken Rom the peoplemeter study database provided us by

Nielsen. Let me know if you need anything further.

omas A. Larson
President



JSC Exhibit No.

Top 25 Syndicated Series
According to 1991 MPAA/Nielsen Viewing Study

Svndicated Series Viewina Minutes Viewincr Share*

1. Tom and Jerry
2. Andy Griffith
3. Little House

4 ~ Perry Mason

770i234

622,489

483i088

437,615

2.594

2.104

1.634

1.474

5. National Geographic 436,291 1. 474

6 ~ Happy Days

7. WC Wrestling

8. Flintstones
9. Brady Bunch

10. Bewitched

11. Geraldo

12. Jeffersons
13. Beverly Hillbillies
14. Who's the Boss?

15. Magnum, P.I.
16. Cosby Show

17. Hunter

18. Goodtimes

19. Cheers

20. Bonanza

21. Tale Spin

22. Chips

23. Donahue

409,631

406,740

379,822

272,689

26'5,759

246,561

239,,861

236,'048

212i636

210i111

207,410

206,049

202,110

177,634

175i007

148,504

144,342

138'61

1.384

1.374

1. 284

. 924

.894

.834

. 814

.794

.724

.
714'704

.694

.684

.604

.594

.504

.494

.474

24. I Dream of Jeannie 127,080 .434

25. Leave Zt To Beaver '122.500 ~ 414

TOTAL 7~278~972 24 '24
* Represents share of all minutes of viewing reported in 1991

MPAA/Nielsen Viewing Study (preliminary analysis) .



JAI'I 27 1996 DAILY SCHEDULES OF SELECTED HOUSEHOLDS
RAGHHSKD (c) Cab1e Data Corporation

SPECIAL c'ELECTION HH-ID-CD's '74707 ~08084
dma: GA INESV ILLE

CALL NN-DD TIME TITLE

.. state:.... FL. co..:.....ALACH.UA

JBC EXHIBIT HO. /
PAGE

780936 753308 71 91
d(ria: GAINESVILLE

NV V I EM ING
YR NI NUTES

4 ~

6

7

5

10

12

13

$ 14

15

16

Q(7
15

(9

$ 20

21

24

25

P 26

27

25

P 25

30

31

P 32

33

34

tl 35

36

37

39

40

P 41

47.

43

encrypted hh- id 753308
~98. 3.1

MTBS 01
WTBS 01
WTBS '01

MTBS ..01
WTBS 01
WTBS 01WTBc'1

.WTB 'l
WTBS 01
WTBS 01
WTBS 01~BS~f
WTBS 01
WTBS 01
WTBS 01

~TBS .... Ol
MTBS 01

i,„. WTBS 01
MTBS 01

BS. II 1

MTBS 01
WTBS 01
MTBS 01

13
12
11

9

10
11

6
12
10

(3

79
79
79

15
13
15

;s,
I ifl,'.. '1 i i( 8

15
8

4
9

o7A

73 15
fg. I j 73 15

MTBS .. 017.0~ .. 10.00 .. ALL lHE K
MTBS 01/02 12.'45 'ERRY NASONI';.:'('';*.
WTBS Of/02 13: 00 WHITE LIGHT:'i
MTBS 01/02 13: 15 WHITE LIGHT:
MTBS...01 LQ.2.... 1 3:.3Q.~H.I T.
MTBS 01/02 13: 45 WHITE LI GHTNI G 15

7
10

73
73WTBS 01/02 14: 00 WHITE LIGHTNING

WTBS 01/02 16:30 BRADY BUNCH
JJTB8...01/02 16;EI5 .BRADY BUblCH
MTBS O'I/02 17:¹5 GOOD TIMES';:".::I,".".'..~("::4'"'TBS

01/02 23:00 DIAMOND HEAP..'II'~;..~.
WTBS 01/02 23:30 DIAMOND HEAD;"..',

~TBS ..01/'02. m5;(f5..THE...BI
MTBS 01/03 06:00 HEADLINE NEWS'TBS01/03 06:15 HEADLINE NEMESI "

MTBS 01/03 06:30 FLINTSTONES '&,",.'IB'~(ZB:~~ ",,&(Ill(f Ij

!

'" 63
63

10
15

EL
TOM 4 JERRY'.:,:UNHOUSE
TOM (ll JERRY.':;.:ykUNHOUSE
TON 4 JERRY'8::FUNHGUSE

GILLIGAN'8 ISLAND
NA CON COUNTY L INE
NACQN COUNTY LINE

01/03 07:00
01/03 07: 15
01/03 07:30
Q. 1 /II3 .0 7: EI5
01/03 08:00
Ol/03 13:00
01/03 13:'l5

WTBS
WTBS
WTBS

..WTBS
WTBc:
WTBSWTBc'714

7

5
7 I

74
14

4

L0 I .0 6.:.0.0 HE ADLI
/01 0.6: 15 HEADL. I NE NEMS,:I. I/01 06: 30 FL INTSTONES 1""'''0106:45 FLINTSTONES
/01 07(.00 .TON .(L.JERRY''LjJLNkUHJSE
/01 07:15 TQN 4 JERRY'8 FUNHOU"E
/01 Or:30 TON 4 JERRY'8 FUNHOUSE
/01 07~:45 TQI'1 4 JERRY'8 FUNHQU'='E
/01 14:15 THE JERK..
/01 14:30 THE JERK
/01 15:15 THE JERK/01'8: 00 THIRTY YEARS.:'. (ffr ANDY: A NAYBERRY REUNION

29:.00 ~A
/01 c'.9:15 HOGAN'8 HEROES
/01 "9:30 GOMER PYLE, USNC
/01 29:45 GONER PYLE, USNC
/02 ..06.: 00 ... HEAD.LI.NE
/02 06:15 HEADI INE NEW
/02 06:30 FLINTSTONES',!.'',(I&:
/02 06: 45 FL INTSTONES '.'":.(
LQZ ~ 7.-QQ MM.~DER '(r SE/02 07:'15 TOM 4 JERRY'8 FUNHQUSE
/02 07:30 TON 4 JERRY'S FUNHOUSE
!02 0(.45 TOM (I'ERRY'8 FUNHGUSE

CJ

!."!

K

!

j'a,„

l I

I 7, )
( I, I BI!

1
,=I
cr(, t1

. i'~!

4'('.!
j(E'I'*':j)

l(,i
I'

BI/,.

'1! 3i

1

+\

.'3&g
c Ix

N

.: Ifj

rz

'! 74-



JAN 27 1996 DAILY SCHEDULES OF SELECTED HOUSEHOLDS
RAGHHSKD (c) Cable Data Corpor ation

SPECIAL SELECTION HH-ID-CD's: 574707 508084
dma: GA INESV ILLE

CALL MM-DD TIME TITLE

P AGE 83
780936 753308 712918

dma: GA I NESV ILLE

MV VIEWING
YR MINUTES

~fi

'R

%

QIBS
WTBS
WTBS
MTBS
RIBS
WTBS
WTBS
MTBS
MTB.S
MTBS
WTBS
MTBS
MTBS
MTBS
WTBS
MTBS
WTBS
WTBS
WTBS
MTBS
WTBSgT88"
MTBS
MTBS
QJSS
WTBS
WTBS
MTBS
WTBS.
MTBS
MTBS
MTBS
MTBS
QTBS
MTBS
MTBS
MTQS
Qf BS
WTBS
WTBS
MTPS
MTBS
WTBS
MTBS
WTBS
MTBS
WTBS
WTBS
WT.Bk.
WTBS
WTBS
WTBS

9 I /22. 13: 30
13:4501/22

MURDER: BY RF-AS'3F ~SAhLLI.Y
MURDER: BY REASON OF INSANITY

Of/22 14:00 MURDER: BY REASON OF INSANITY01/22 'l4:15 MURDER: BY REASON OF INSANITY
Q f /PP, 1 $ , gQ MURDER: RY REASON OF INSANEOf/22 14:45 MURDER: BY:REASON OF INSANITY
01/22
01/22

15:00
15:15

TOM 6 JERRY'8 FUNHOUSE
TOM 4 JERRY'S FUNHOUSE

01/ZZ ...I 5:. 3Q
01/22 15:45
01/22 16:00
01/22 19:45

FL I NTSTOhlEB
FL INTSTONES
FL INTSTONES
SANFORD AND SON

Qf /2P
01/22

THE I EGACY
THE LEGACY

ZQ:.00
20: 15

.79
79
7901/22 20: 30 . THE LEGACY

01/22 20:45 THE LEGACY
9 f /RZ .. 2 1: 00... THE LEGACY01/22 21:15 THE LEGACY
01/22 21:30 THE LEGACY

79
79
79
7921: 45

22:. 00...28: f5"
01/22
01/22
6f /Kc[

THE LEGACY 79
DEI[fTH. QF,P CENTERFOLD: THE DQggTQQ ST345j'f
DEATH OF A CENTERFOLD: THE DGROTHY 8 RAT 81

81
81

DEATH OF A CENTERFOLD: THE DOROTHY STRAT
DEATH OF A CENTERFOLD: THE DOROTHY'TRAT

22:30
22:45
23: 99.

01/22
01/22
gf /g2
01/22
Of /22
01/22
01/ZZ
01/22
01/22
01/22
01/22

Sl
81
81
81

gg+TH OF A CENTERED: THE DOROTHY STRAT
DEATH OF A CENTERFOLD: THE DOROTHY STRAT
DEATH OF A CENTERFOLD: THE DOROTHY STRAT
DEATH OF A CENTERFOLD-'HE DOROTHY STRAT

23:15
23:30
23:45
24.:. OO24: 'l5 BQ~BODY .gILLE~ER. HUSBAND ..... 78

SOMEBODY KILLED HER HUSBAND '8
24:30
24:45
25:00
25:15
25:30

SOMEBODY KILLED HER HUSBAND
SOMEBODY KILLED HER HUSBAND
SOMEBODY K ILL~Fg HUSBAND
SOMEBODY KILLED HER HUSBAND
SOMEBODY KILLED HER HUSBAND
SOMEBODY KILLED HER HUSBAND

78
78
78
78
78Of /22

01/22
0! /Zg
01/22

25:45
26:QO
2G:15
2G:3001/22

0'I /22
Qf/RR
01 /22
01/22
01/22
Qf/ZZ
01/22
01 /22
01/22

THE FALL OF THE HOUSE OF USHER2G:45
..27.:. QQ27: 15
27:30
27:45

FILI OF THE HEBE OF USHER
82
82
82

THE FALL OF THE HOUSE OF USHER
THE FALL OF THE HOUSE OF USHER
THE FALL OF THE HOUSE OF USHER
LEAVE IT TO BEAVFR
LEAVE IT TO BEAVER
I LOVE LUCY
I LOVE LUCY
HOGAN'S HEROES
HOGAN'S HEROES
GOMER PYLE, USMC
GOMcR PYLE'SMC

28.: 09.28: 1c
28:30
28:45
Z9: 00
29: 15
29:30
29:45

,Q I /ZZ
01/22
0'I /22
01 /22

THE.. FALL. QE DI~QQRE OF USHEB ... . .82.
THE FALL OF THE HOUSE OF USHER 82
THE FALL OF THE HOUSE OF USHER 82

15
15
151r
15
15
15 n 0

di '-
i

F& [i,

I 5

15
15
15

['-1

[:4 n
..1%

15
15 Q p,

~ P~

n
F355

[- .8 B
m [-"[ g

g

15

15
15
f5
15
15
15
15

15
15
15
'I 5
15
'l5

...... 'I 5........ id. cn..
~~5

'l5 Pg
K ...... m~.~
f5
15 Cl

15
 

15
15fr
'I 5
15
'I5



0
1 ,~,
S~
4 ~

li

I

i S

 »
IS

IS

 24
21

22

21

IS

$ 24"
27 '-

2$

ASS
20

21

$ 42

I,

.I il

II

i II

&2

&4

JAN 27 1'996 DAILY SCHEDULES OF SELECTED HOU
RAGHHSKD (c) Cable Data Cot'poration

SPECIAL SELECTION HH-ID-CD's: 574707
data: GA INESVILLE

CALL MM-DD TIME TITLE
1

wrangIrec ai'i.". I ~.
HEADLINE NEWS
FL I NTSTONES
FL I NTSTONES

..TQH h JER~')t'' & EUblHQUSE
TOM JL JERRY'S FUNHOUSE
TOM 4 JERRY'S FUNHOUSE
TOM tL JERRY'S FUNHOUSE
GILLIGAN.'S LSLJLMD
G I LL I GAN '8 ISLAND
BEWITCHED
BEWITCHED
LITTLE HOUSE JlbL..THE PRA I RIE
LITTLE HOUSE ON THE PRAIRIE
LITTLE HOUSE ON THE PRAIRIE
LITTLE HOUSE ON THE P&RA I R IE

. SQME. K IbfD QE ~EKKQLE
SOME KIND OF MIRACLE
SOME KIND OF MIRACLE
SOME KIND OF M I RACLE
SOME KIND QF MLRACLE
SOME K IND OF~:f)M&IRACLE
SOME K IND OF:..;MIRACLE
SOME KIND OFljjf IRACLE
3'ERR.Y .5&A'Q& ''«
PERRY MASON
PERRY MASON
PERRY MASON

.SPEEDTRAP
. SPEEDTRAP

SPEEDTRAP
SPEEDTRAP

..SP E.EDTRhE
SPEEDTRAP
SPEEDTRAP
SPEEDTRAP
TOM JL JERRY'S FUblHOQSZ..
TOM IL JERRY'.cI& FUNHOUSE
FL INTSTONES
FL INTSTONES ''~
FL I NTSTONE8 -:
FL INTSTONES
BRADY BUNCH
BRADY BUNCH '-".
GQQD TINEA
GOOD T INES '~)P;-: "
JEFFERSONS
JEFFERSONS
BEVERLY H

ILLS &

LL I ES..
BEVERLY HILLBILLIES
ANDY GRIFFITH
ANDY GRIFFITH

Dr .Do
06: 15
06:30
06:45

.. JJTBS
MTBS
WTBS
WTBS...WTBS
WTBS
MTBS
MTBS
L'ITBS
MTBS
WTBS
MTBS
WTB5
MTBS
MTBS
WTBS

.MTBS
WTBS
MTBS
MTBS
WTBS
MTBS
WTBS
LIT 8S~BS
MTBS
WTBS
MTBS

.Jsl.T. B S
MTBS
WTBS
MTBS
RT.BS
WTBS
WTBS
WTBS
ATBS
LITBS
WTBS
WTBS

. JLTBS
WTBS
MTBS
MTBS

...3JTBS
MTBS
MTBS
WTBS
.MTBS
WTBS
WTB
MTBS

D I LR3
01/23
01/23
01/23
Of /23
01/23
01/23
Of /23
0'I /23
01/23
01/23
01/23
Ol/23
01/23
01/23
01/23

07:OQ
07: 15
07:30
07 '5
Oe:00
08: 'l5
08:30
0-8: 45
09:00
09:15
09:30
09:45
1 0'.00
10:15
10:30
10:45
11:00
11: 15
1 1:30
11:45
1.2 .00
12: 15
12:30
12:45
13:00'l3:15
13:30
13:45

.1 0:90
14:15
14: 30
14: 45
15: 00
15:15
15:30
15:45
16:00
16:15
'I 6:30
16:45
f 7:20
17: 'l5
17:30
17:45
f8'-00
18:15
18:30
18:45

.D 1/.23
01/23
01/23
01/23
01/23
01/23
01/23
0'I /23
O.f 223
01/23
01/23
01 /23
01/23
0'I /23
01/23
0'I /23
01 LR3.01/23
01/23
Of /23
01/c.3
01/23
01/23
01/23
01/c3
01/23
01/23

... 0.1 Z2.3
01/23
01/23
01/23
0 I /23
01/c.3
01/ 3
01/23

SEHOLDS PAGE 84

'MV
y

'«'YR

'V.'I &))

79
79
79
79
79
79'i. 79

. I j) 79
:~)4'8

78
78
78
78 ..
78
78
78

VIEMING.
MINUTES

15
15
15
15
1c
'l5
15
15
15
15
15
15
15
15
15
15

.15...
15
15
15
15
15
15
15

10
15
15
15
15
15
15
1 c&

15
15
15

15
15
15
f5

3
13
15

15
15
15

15
15
15

508084 780936 753308 712918
dma: GAINESVILLE

I

r=.

C.

l-&i

f:.j

a-)I

C'l

r1

f &

) Iq

l..
."'j

L-'')——

&:]
i.)
I,II

3
'

Fj ~ -'"

8 @@i.~:

Ii

'I

,i

&I



CALL Nl'1-DD

JAI'J .='7 1 996
R A G H ('3 S Y1 D

ima: GA I

PAGE ec
DAILY SCHEDULES OF -'ELECTED HOUSEHOLDS

(c) Cable Data Corporation
SPECIAL SELECTION HH-ID-CD's : ~74707 508084 780936 753308 71'18

NEc'VILL dma: GA I NESV I LLE

TINE TITLE NV VIEWING
YR MINUTES

I

NI"

.MTBS
MTBS
WTBS
WT8.

'TBc:

WTBS
WTBS
WTB"
WTBc:
WTBS
WTBS
MTBE
WTB

='T ':-

BM B!:.
MTBc
WTB.=:
MT B."..

WT B.=
WTBc
MT

B'='TB'=

MTBE
WTBc:

MTB':-'
WTB':-
WT8.":
WTBS
WTB:=

.. WTB'=
WTB".:
WTB

='TB

MTB".
MTBS
WT8"='T

E':='TB':-'TB"

WTBS
lJTE:.8
WTBS
WTB 'T

8"='TBS

WT E'-S
WTI-'
WTE:S
W T

F"='1/23

01/P3
01/23
01 /23
0 I !'23
0 'I /c.'3
01 /D~
01 r'23
01/23
01!=3
01/23
0'I /23
01/23 .

01/23
01/23
01/23
01/23
01/23
01/23
01/P3
01/23
01/P3
,01/23
01/23
01/23
01/23
0'I rr23
01/=3
01!" 3 .

0 'I!'c'.3
01/23
01/23
01/23
01/23
01!'I 3
01/23
01/23
01/='3
01/ 3
01/23
01/23
01!23
01/23
01/23
Ol/24
01/24
01/24
01 /c.'4
01/r 4
01 i'='4
01/Z4
01/= 4

19 OO
19'1
19:30
19:45
20:OO
cO:15
20:30
c'0 4
21:00
21 -'5
21:30
21:45
2~.;.0 0
c2 ~ 1 5
r, r&

r~ r,

23;00
23:15
23:3023:4c
24;.00
P4-15
~4:30
P4:45
25:00
25:15"5: 30
25:4 ~

6:00
c.'6: 15r6:30
c'.6: 45
27;00
27:15
=-7: 30
27:45
28:00
2.8: 15oo ~ 30

.=9; 00
='9: 15
o 9 ~ "2 0
=9:45
06:. 00
06: 15
06-30
06:45
07:00
07:15
07:30
07:45

HAPP Y .. DA.YS
HAPPy DAyc;
SANFORD AND SON
SANFORD AND SON
A DEATH.. Ibl.CAbIAAbl.
A DEATH IN CANAAN
A DEATH II'J CANAAN
A DEATH IN CANAAN
A DEATH IN .1:hblAAN.....
A DEATH IN CANAAN
A DEATH IN CANAAN
A DEATH IN CANAAN
A DEATH IN CANAAbl
A DEATH IN CANA'AN
VI CTINS
VICTIMS
VICTIMS
VICTIMS
VICTIM~S
VICTIMS
X.I C T. I M S
VICTIMS
ME'RE FIGHTING BACK
WE'E FIGHTING, BACK
WE.'RE FIGHTIbIQ BACK.
WE'E FIGHTING BACK
WE 'E FIGHTING BACY.
WE 'E F I GHT ING BACY.
WE 'E F I GHT.ING...BACK ....

ME'RE FIGHTING BACK
THE GLASS HOUSE
THE GLASS HOUSE
THE GLASS. MOUSE
THE GLASS HOUSE
THE Gl ASS HOUSE
THE GLASc'OUSE
LEAVE IT TG ELEANOR
LEAVE IT TO BEAVER
I LOVE LUCY
I LOVE LUCY

HOGAN'S HEROES
GONER PYLE, USMC
GONER PYLE, USMC

-HEADLINE-.blEMS
HEADLINE NEWSII.ij
FL I NTSTONES
FLINTSTONES
TOM ..6 JERRY 'S ~.blkLOUSE....
TOM A JERRY'S FUNHOUSE
TOM 4 JERRY'S FUNHOUSE
TOM 8; JERRY'S FUNHOUSE

D.j u
78

0Iv
78

... 78
78
7 D

~q
(

78
78
81
81

81
D I

81

81
81
81

D I
D I

81
o1—

81
7 o
7 c'.

7 C.

7
7'L

15.
15
I c
15
1 5
15
1
c

15
.15

1 5
1 5
I 5

15
1
c

15
I 5
15
I 5
15

15
15
15

— -15-..
15
15
15
15
15
15
15

15
15

c''I

5
15
15

15
1
c

15

15
15
15

15
c;

1
c

fj,(
f.

~,I
,(

I.. I

C3

(I'a '~
";-'~ Pg

r ~

I'3
(x j

pN

: 1
(-" &

p.
nZ

@
(q .,(1:)jI).

& 5 P.



JAN 27 1996 DAILY SCHEDULES OF SELECTED HOUSEH'OLDS
RAGHHSKD (c) Cable Data Corporat i on

SPECIAL SELECTION HH-ID-CD's: 574707 508084
diria: GA INESV ILLE

PAGE 86

780936 753308 71 918
diria: GA INESV I LLE

V
I CALL NN-DD TINE TITLE MV

YR
VIEWING
MINUTES

01/24
Of/24
01/24
01/24
01224
01/24
01/24
01/24
0'I /24
01/24
01/240i/24
01/24
01 /24
01/24
01/24
01/.'24
01/24
01/24
01/24
0 I l.2.401/24
01 /24
01/24
01 le
Of /24
01/24
01/24
01/24
01/24
0'I /24
01/24
01 /2.4
01/24
01/24
01/24
01 l24
01/24
01/240I/24
01/.24
01/24

1/24
1/24
.1dP01/24

01/24
Of/24
01l24
Of /24
01/24
01/24

W'TBS
MTBS

.. WTBS
W'T BS

y,, MTBS
MTBS
WTBS

is MTBS

Q iu WTBS
MTBS
Q.TBS
MTBS
WTBS
MTBSi MTBis, WTBS
MTBS
MTBS

'~TBS...
34 MTBS

WTBS
MTBS

.... MBS
MTBS
WTBS
MTBS

~TBS
MTBS34
WTBS 0
MTBS 0~BS.~
WTBS
MTBS
WTBS

33

LITBS
ni, MTBS

WTBS
WTBS

'in

..WTBS
4 MTBS 3 WTBS

MTBS... MTBS
WTBS
WTBS
MTBS
WTBS
MTBS

lh, I WT8 8
WTBS
WTBS
M'TB8

08:00
08:15
08:30
08:45
09: 15
09: 30
09:45
10i00
10:15
10:30
10:45
11:0011:'I5
ffi30
1 1: 45
12:.00
12:15
12:30
12:45
'l3 00'l3:15
13:30
'l3:45
14: 15
14:30
14:45
15:00
15:15
15:30
15:45

.16: 00'l6:15
16:30
16:45
17:00
17- 'l5
17:30
'l7: 45
18:. G.O20:45 ACT OF VENGEANCE
21: 00
21: 15~3~
23: 15
23:30
23:45
24: R)
24: 15
24:30
24:45

ACT OF VENGEANCE
ACT OF VENGEANCE
TFI FFAN
TELEFON
TELEFON
TELEFON

. BLUE KNI.GHT .
BLUE KNIGHT
BLUE KNIGHT
BLUE KNIGHT

GILLIGAN ' ISLAND
G ILL I GAN ' ISLAND
BEWITCHED
BEWITCHED
LITTLE.. HQU.SF Qbl T.HE 2RAIRI.E
LITTLE HOUSE ON THE PRAIRIE
LITTLE HOUSE ON THE PRAIRIE
LITTLE HOUSE ON THE PRAIRIE
NARR I AGE I S ..AL DLE AHD. DWELL
NARR I AGE IS ALIVE AND MELL
NARR I AGE IS ALIVE AND WELL
NARR I AGE IS ALIVE AND WELL
MARRIAGE IS ALIVE AhID MELL
NARR I AGE I S ALIVE AND WELL
NARR I AGE IS ALIVE AND MELL
MARR I AGE IS ALIVE AND WELL
PERRY.MASON ..
PERRY NASON
PERRY NASON
PERRY NASON
THE HUNTED. LADY.
THE HUNTED LADY
THE HUNTED LADY
THE HUNTED LADY

..THE HUNTED. LAD.Y
THE HUNTED LADY
THE HUNTED LADY
THE HUNTED LADY
TON 4 JERRY'S. EUNHOUSE
TOM 4 JERRY'S FUNHOUSE
FL INTSTONES
FL I NTSTONES
FL INTSTONES ..
FL INTSTONES
BRADY BUNCH
BRADY BUNCH
GOOD TINES..
GOOD T I MES
JEFFERSONS
JEFFERSONS

BEVERLY .HILLRI.LLI ES.

79
79
79
79
79
79
79
7-9

77
77
77
77
7.I
77
77
77

86
86
86
27
77
77
77

. 73
73
73
73

15
15
1

C

15
15
15
1

C

15
15
15
I c

I c
15
15
15
1

C

15
15
15
1

C

15
15
15

.. f5
15
15
15
1

C

15
1 5
15

'I 5
15
1

c
15
15
15

5
6

15
3

..3.
15
15
15
.15..

5
14

9



JAN 27 1 996 ILY SCHEDULES OF SELECTED HOUSEHOLDS

RAGHHSKD (c) Cable Data Corporation
SPECIAL SELECTION HH-ID-CD's : c74707 508084

dma: GA INESV I LLE

PAGE 226

780936 753308 712918
diria: GA INESV ILLE

CALL' MM-DD TIME TITLE

4

5

6

 6

9

10

W

is
 ,4 W

M

36

 20
2i

22

24

25

27

20 29

30

31

Q 32

34

Q» 35

36

37

(g in
i9

40

42

T B S— 09~3~.P~-1~-COl D—S ASS Y—T-REE-
WTBS 09/09 28: 30 ALL IN THE FAMILY
MTBS 09/09 2o: 45 ALL IN THE FAMILY
MTB5 09/09 29:00 HOGAN'8 HEROES

c~llLA5 'cHERO.
WTBS 09/09 29:30 HEADLII&E NEWS

MTBS 09/09. 29:45 HEADLINE NEWS,
MTBS 09/10 06:00 I LOVE LUCY
W T.B.S 0.9/1 0 0.6~5~LO V E LUG
IJTB '9/10 06:30 FLINTSTONES

TBS 09/10 06:45 FLINTSTONES
TBS 09/10 07:00 TOM k JERRY'8 FUNHOUSE
T.B~c~U 0~. 7—1~cT.O.MM~ ER ~ Y~~EUlkR
TBS 09/10 12:30 PERPY MASON
TBS 09/10 12i45 PERRY MASON
TBS 09/10 13:00 CRASH

W T B.~c09M1JL ~~ 0 {L~AF 0 TAER~c&I)E M~~GU.NT AJ N

MTBS 09/10 23:15 THE OTHER SIDE OF THE MOUNTAIN

WTBS 09/10 23:30 THE OTHER SIDE OF THE MOUNTAIN

WTBS 09/ I 0 23: 45 THE OTHER SIDE OF THE MOUNTAIN

MOBS ~) ~4 '0 0 T~TH ELLE
MTBS 09/10 24:15 :THE BLACKBOARD JUNGLE
WTBS 09/10 24:30 THE BLACKBOARD JUNGLE
MTBS 09/10 24:45 THE BLACKBOARD JUNG! E

WEBB 09MtO ~~c~ 0—THE BLA.CKBOA~JlNG.
MTBS 09/10 25:15 THE BLACKBOARD JUNGLE
WTBS 09/10 25:30 THE BLACKBOARD JUNGLE
MTBS 09/10 25:45 THE BlACKBOARD JUNGLE

ZB~~ IL) / 10) 26~..0—TA E—B LAC K BOARD~GL.
WTBS 09/10 26: 15 APACHE UPRISING
WTBS 09/1 0 26: 30 APACHE .UPP..ISING ''.'TBS09/1 0 26: 45 APACHE UPP. ISING
W.HM~~ 2T'LQ ARTCC.H~RR.
MTBS 09/10 27: 15 APACHE UPRISING
WTB. 09/1 0 7: 30 APACHE UPRISING
WTBS 09/1 0 27: 45 APACHE UPRISING
X.BS~ZZ1 Q ZB: 00 APACHE UPRL~LbLQ

MTBS 09/10 '"8:15 THPEE STOOGES.
MTBS 09/10 28:30 ALL IN THE FAMILY
WTBS 09/10 28:45 ALL IN THE FAMILY
'WTBS 0941 0 29: 00 HOGAN 'MERQ
WTBS 09/10 29'-15 HOGAN'8 HEROES
WTBS 09/10 29:30 HEADLINE NEWS
MTBS 09/10 29:45 HEADLINE NEWS
'WT..B.S 09./~l 06 '.0~ LO.V~U
MTBS 09/11 06:15 I LOVE LUCY
WTBS 09/11 06:30 FLINTSTONES
MTBS 09/11 0G:45 FLINTSTONES
WTBS k~1 1 .Q0: 00 TOM. 8. JFRR.Y 'UPtHQL)c
MTBS 09i/'I 1, 07: 15 TOM c% JERRY 8 FUNHOUSE
WTBS 09/11 07:30 TOM 4 JERRY'8 FUNHOUSE
O'TBS 09/11 07:45 TOM I JERRY'8 FUNHOU"-'E

MV
YR

78
C

75
7c
75

C'c

CC
55
C

C'5

c5
55
C''G

66
GG

VIEMING
MINUTES

1 5
1

c
15

C'5

I c
15

C

5
C

15

14
1c

no
0

15
15
15

C'5

I c
15
I c
15
1

c
15

C'5

15
15
I c
15
1 5
15

15

15
C

15
I c
15

C'5

1 5
15

15
1 5
15

0
I

I

t,

xf
I

C.i

i

Ir
3

I

I



11

12

13

WTBS 09/11 1 0: 00 THE TWO WORLDca OF JEAN& I E LOGANT8~~0&i7f I 1 0: 15 THE TL!0 IJotiLDS uF Ji=NrTIE LOtFAN
WTBS 09/ll 10:30 THE TWO WORLDS OF JENNIE LOGAN
MTBS 09/11 10: 45 THE T! JO WORLDS GF JENNIE LOGAN
WTBS '9/f I 11100 THE TWO WORLDS OF JENN,IE I OrAgWTBS'97f I Tl 15 THE TliO WQPI D QF JENNI E LGVAtJ
WTBS 09/11 11:30 THE TWO WORLDS OF JENNIE LOGAN
WTBS 09/11 11:45 THE TMO WURLDS OF JENNIE LOGAN

27"I"f 996 DAILY SCHEDUI ES OF ELECTED HOUSEHOLD.;i,, T „.';~'RAGHHSKD (c) Cable Data Corporal'ion
SPECIAL SELECTION HH-ID-CD's: 574707 50 084dll!a: GA I NESV I LLE

V CALL MM-DD T I ME TITLE1

3 TB. 09&I I OF: 00 I DREAM OF JEANNJE
WTBS 09/11 08: 15 I DREAM OF JEANNIE
WTBS 09/11 08:30 BEWITCHED
WTBS 09/11 08:45 BEWITCHED
WTB.~ 09/11 09:00 LITTLE HOUSE ON THE P'IRIE

B
I'I8~I 09/11 09: 15 LITTLE HOUSE QN THE PRAIRIE

WTBS 09/1 1 09: 30 LITTLE HOUSE ON THE PRAIRIE
MTBS 09/11 09:45 LITTLE HOUSE QN THE PRAIRIE

MV
YR

7'9
79
79
79
79
79
79
79

VIEMING
MINUTES

l c
15
1

C

15
C

15
I c
15

15

15
L ~

15lc
1

C
C

PAGE 227
7 ~ 0936 75330 712918

dma! GA I NESV I LLE

15

13

1S

ao

21

22

Q 23

24

25

25

27

28

ao

31

fast 35

40

41

42

43

 f 44

QTBS 09/11 12:15 PERRY MASON
WTBS 09/11 12:30 PERRY MASON
WTBS 09/il 12:45 PERPY MA5ON
NIBS 09/I I 13: OO~SAS~UONM~TER IAIF5~~9 II,:13:15 SMASH-UF ON INTERSTATE 5
WTBS 09/11 13:30 SMASH-.UP ON INTERSTATE 5
WTBS .09/fi 13:45 SMASH-UP ON INTERSTATE 5RID &9211 H!2LC~XFD
WTBS 09/ f 1 r'6: 00 THE HALLELUJAH TPA I L
WTBS 09/11 26:15 THE HALLELUJAH TRAIL
MTBS 09/11 26:30 THE HALLELUJAH TRAIL

TZ IL9 LLl ~c~iE ML.
WTBS . 09/11 27:00 THE HALLELUJAH TRAIL
WTBS 09/11 27:15 GUNSMOKEWTBS'9/ff 27:30 GUNSMOKE
NTB. 09/~127: AB~UJk liO.YE
WTBS 09/ff 28:00 GUNSMOKE
WTBS 09/11 28:15 THREE STOOGES
WTBS 09/11 28:30 ALL IN THE FAMILY

TB. ~9MB~.~5~1~~
WTBS 09/11 29:00 HOGAN'8 HEROES
WTBS 09/il 29:15 HOGAN'8 HEROES
WTBS 09/1 'I 29: 30 HEADLINE NEWS
MTBci 09/Ll .2914.5 HEADL.INF I'I.EMS
WTBS 09/I= 06:0o I LOVE LUCY
WTBS 09/12 06:15 I LOVE LUCY
WTBS 09/12 06: 30 FL INTSTQNES

TZP 09XL- 06: &ALII'JTS&GtJ.E.c
WTBS 09/12 07: 00 TGM 9f JERRY'8 FUtJ!HOUSE
WTBS 09/'I2 07015 TOM Et JERRY'8 FUNHOUSE
WTBS 09/lr'7:30 TGtI If JERRY'S FUNHOUSE
WT,BS 092 1 1 0i 0.0 THE...PP..OM.I SE&5 LOVE
lJTB~ 09/12 10: 15 THE PPutiISE OF LOVE
WTBS 09/12 I 0: 30 THE PROM I E GF LOVE
WTBS 09/12 f 0: 45 THE PROMISE QF LOVE

7'6

76
76

65
6c

Bn
8o
P 0
r& 0

15
C

15
L

15
1

C

7

13lc
15

15
15
15

C'5

lc
15

C'5

I c
15

L

15
I c
15

L

15
15
r

15
C

15
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ZAN':127'996 DAILY SCHEDULES OF SEL ED HOUc;EHGLDc;(f ~ 'iRAGHHSKD (c) Cable Data Co7 pot ationSPECIAL SELECTION HH ID CDis 574707 508084 780936 7c3308 712918dma: GA INESVILLE dma: GA I NESV ILLE

2

3

9

10

fop 11

12

~ 14

15

gy 17

15

19

20

22

24

 26

27

25

30

31

3 2

33

34

35

31i

37

Qg 35

39

40

41

42

43

44

45

CALL NM-DD TINE TITLE
'r

'TA

S 1 04 0~ 7—4~ O.M 6~ERR~ FMNH DijonMTBS 10/04 17:15 HAPPY DAYS
MTBS 1 0/04 17: 30 GOOD TINES
WTBS 10/04 17:45 GOOD TINES

LQJ 0~8~~TOO CLOS~~XBfEQWTBS 10/04 18:15 TOO CLOSE FGR COMFORTWTBS 1 0/04 18: 30 ANDY GRIFFITH
WTBS 1 0/04 18: 45 ANDY GRIFFITH
WTBS 1 0&0~~0 BZVERL~LLLBZLLLEc
WTBS 10/04 19: 15 BEVERLY HILLBILLIESWTBS 10/05 14:45 COLLEGE FGOTPALLWTBS 10/05 15:00 COLLEGE FOOTBALLW3&S~ OMO ~~5M ~c OLLEG.~ O.ORBALMTBS 10/05 15:30 COLLEGE FOOTBALLWTBS 10/05 19:45 NAJOR LEAGUE BASEBALLWTBS '10/05 20:00 IIAJOR LEAGUE BASEBALL~TJTO 1 OLOB 0:M MEJOIL LEOOiJ~BEBALLWTBS 10/05 24:30 DEATH VALLEYWTB~S 10/05 P4:45 DEATH VALLEYWTBS 10/05 25:00 DEATH VALLEY

T 5 '8~0 & 5~~& EAZ~JiLL EYWTBS 10/05 25:45 NIGHT TRACKSWTBS 10/05 26:00 NIGHT TRACKSWTBS 10/05 26:15 NIGHT TRACKSES ~0/OB~S~~NLGHT DIRACWTBS 10/05 P6:45 NIGHT TRACKS
WTBS 10/05 7:00 NIGHT TRACY,.:
WTBS 10/05 c'.7:15 NIGHT TRACKc'L~c'~QLOZ "~0~3 G.H T~RA.C.Kc'TBS

1 0/05 27: 45 NIGHT TRACKS,WTBS 10/05 '8: 00 NIGHT TRACKS.WTBS '10/05 28:15. NIGHT TRACKSW3'B~(F05'8~ 0 Ale GHX=ERACK
WTBS 10/05 28:45 NIGHT TRACKSWTBS 10/05 P9:00 NIGHT TRACKSWTBS 10/05 P9:15 NIGHT TRACKS.M.TBS M.O./0~29:%0 N.I G.HT T.RA.CYE~WTBS 10/05 29:45 .NIGHT TRACYSWTBS 10/06 .08:45 CAPTAIN PLANET 'AND THE PLANETEERSWTBS 10/06 09:00 ANDY GRIFFITH
M.TBS 1(L/06 Q9 ~ ANDY G.RLEF~T
WTBS 10/06 09:30 HAPPY DAYSWTBS 10/06 09:45 HAPPY DAYS
WTBS 10/06 f8:45 MCM NAIN EVENT WRESTLING
W T B c'~ Q/ Q6 M.~jl I~cT-HER.F LGM~F—TE~R.R-LA.WTBS 10/06 24:15 IS THERE LOVE AFTER MARRIAGE:WTBS 10/06 24:30 WORLD TGNGRRGWMTBS 10/06 c.4:45 MORLD TONORROWWTBS .Lp&06 2c:0.0. BEAUTY .BREAY~THRCLLLGHWTBS 10/06 -'5:'15 BEAUTY BREAKTHROUGHWTB"-'0/06 5:30 YOUR KIDS: TODAY'S SUCCESS GR TOMORROW'8WTBS 10/06 2'.'45 YOUR KIDS: TODAY'S SUCCESS OR TOMORROW'S

NV
YR

1

ir C.
0 ~a

L

82
0 ~a

VIEWING
MINUTES

2
6

1 5

15
1 L,

15
C

3
15

C
L

15

7
C

15
c'5

15
15

15
15
1

c
C

1 5
15
15

L

1
L

15
15

C

1 5
10
1515—
15

3

15
15
15

1 L
C

15

I

0

t

'
1

C„'r3

ri3



JAN 27 1996 DAILY SCHEDULES OF .= ELECTED HOUSEHOLDS PACE
RAGHHSYAD (c) Cable Data Corporation

SPECIAL SELECTION HH-ID-CD's: 574 7 07 508084 780936 753308 71 918
dma: GA INESVILLE dma: QA INESVI LLE

236

CALL NN-DD TINE TITLE NV VIEWING
YR NI NUTES

3

4

III 5

1M

12

17

14

15

16

(~ 17

1B

19
I'3 2o

21

22

nws 23

24

25

26

27

1'.: 23

30

31

..: 32

Bn

17

i,:1B

1

WAS 1 OJ0.6 ~~.6: 00.. SOLOF..LEX
WTBS 'IO/OG c.G:15 SOLOFLEX
WTBS 10/OG c.'6: 30 LARRY JONES
WTBS 10/06 26:45 LARRY JONES

..WTB:,,1 0/00 37: 00. DEAL=A=MEAI
7 WTBS 10/06 E7:15 DEAL-A-I'1EAL

WTBS 10/06 c7:30 NASTER WOY.
WTB+ 10/06 c07:4 MA:TER WOY,

.WTB. ...1.0/06....L8:0.0 .WCW MAIN EVENT WRESTLE,..NG.
WTBS 10/06 '28:15 WCW MAIN EVENT WRE 'TLING
WTBS 10/06 28:30 WCW MAIN EVENT WRESTLING
WTBS 10/06 -8:45 WCW MAIN EVENT WRESTLING
WTBS 1.0/06 ~9'=0.0 HOGAN'S. HEROES
WTBS 'I 0/06 'c'.9: 15 HOGAN'8 HEROES
WTBS 10/06 89:30 HEADLINE NEWS
WTBS '10/06 c,9:45 HEADLINE NEWS
.WTBS~ 0~7~6: M)~LOVE. LiIC
WTBS 10/07 06:f5 I LOVE LUCY
WTBS 10/07 06:30 FLINT:TONES
WTBS 1 0/07 06: 45 FL INTSTONES

TB ~QL97 JU MO M~IERRY ~Q

WTBS 10/07 07:15 TON 4 JERRY'8 FUNHOUSE
WTBS 10/07- 07:30 TON 4 JERRY'8 FUNHOUSE
WTBS 10/07 07:45 TON EI JERRY'8 FUNHOUSEBS~QZ9~~Q: LJ1REMl~F ZEAH.N.I
WTBS 1 0/07 08: 15 I DREAI'1 OF JEANN I E
WTBS 10/07 13:15 THE LONG HOT SUNNER
WTBS 10/07 '13:45 THE LONG HOT SUNI'1ER~0 LGZ ~4 ' 0~F LGN.G~ CLT ~c

WTB 10/07 P3 30 SCRUPLES
WTBS 10/07 3:45 SCRUPLES
WTBS 10/07 Z4: 00 NATIONAL GEOGRAPHIC EXPLORER

.. W,TB.8 .. 1.0./0.7 .....64.0.1 5 NA.T.I.ONAL ..GE.O.G.RAPALC~XPL.ORER
WTBS 10/08 06:00 I LOVE LUCY
WTBS 10/08 06:15 I LOVE LUCY
WTBS 10/08 06:30 FLINTSTONES
WTBQ 10/08 f~'L5 PERRY MASON
WTBS 1 0/08 f 'c" .'30 PERRY MASON
WTBS 10/08 12:45 PERRY NASON
WTBS 1 0/08 'I 3: 00 THE LONC HOT SUNI'1ER

.WTBS.. .10/.O.Q .13.'.1..5.. THE.. LONG HOT SUNDER
WTBS 10/08 c3:45 RAPE AND MARRIAGE: THE RIDEOUT CASEWTB"-'0/08 4:45 LIFEGUARD
WTBS 10/08 c5:00 LIFEGUARDWTBc'0/.08 c5..:.lc . LIFEGUARD
WTBS 'IO/08 c.5:30 LIFEGUARDWTB-'0/08 85:45 LIFEGUARDWTBc'0/08 c'.6:00 NILDRED PIERCE
W,T.BS~O/O~Q'.6: 15 M.I.LD.RE.D.. P I ERC.E
WTBS 1 0/08 '='6: 30 I'I I LDRED PIERCE
WTBS 10/08 c6: 45 MILDRED PIEP,CE
WTBS 10/08 c'.7:00 I'1ILDRED PIERCE

Oc
8c

C

81
81

85
QC
80
76
76

76
764c~C
4L,
4L
4L

1
C

15

1
C

1
C

15
1

L

C

1 c;
C

C

1 5

1 L
C

15

C

t5
C

3

7
1

C'

15
C

6
3

15
C

15

14
I

15
C

15
C
C

1 L,
C

1 L.

l"1
6 0

r
:..1

o'3

, L'& an

pj
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NO.
TO

JSC EXHIBIT NO.

JAH 26 1996
RAG10.QZS

(ct Cable Data Corp. Page 10

BH-IQ CALL BATE START UMG T TITLE
TINE tlIH Y

P

HH-IQ CALL DATE START UMG T TITLE
TIDE DIH Y

P

HH-ID CALL DATE START VQG T TITLE
TINE NIH 9

P

749568 MTBS 12/10 06230 1 2 FLIHTSTotlES
749568 MTD". 12/10 07:45 5 2 TOD 6 JERRY'S FVHHOUSE

749568 MTB" 12/10 12:15 1 2 PERRY NASotl

~568 MTaswLIo.iz ao .3 z 1.FRERY DASQM

749568 NTBS 12ho 13:30 1 2 BLODQ X ORCHIDS

749568 MTBS 12/10 13:45 li 2 BLOOD X ORCHIDS

levee uTas izno 14:oo 15 z DLooo x ORGHIDS

21LQDFEP MTDSDZLIQ 12L:.XD 15 2 BLOOD K ORCHIDS
749563 kia" 12h 0 14:30 15 2 BLQOQ e QRcHIDs
749568 MTBS 12/10 14:45 15 2 BLOOD & ORCHIDS

749568 MTBS 12/10 15:00 2 2 POPEYE

749568 MTB"; 12/10 24:45 8 2 THE BIG RED .OHE

749563 MTBS 12/10 25:00 10 2 TOO LATE THE HERO

749563 MTDS 12/10 25:15 15 2 TOO LATE THE HERio

749568 MTBS 12/10 25-'30 15 2 TOO LATE THK MERO

749568 NIBS 12/10 25:45 . 132 Too LATE THE HERO

7495e8 MTBS izifo 28:00 1 2 I.LL IH THE FhtlILY
749568r MTBS 12/11 06200 1 2 I LOVE LUCY
'/49568 MTBS 12/11 06:30 2 2 FLItlTSTOHES
7!l'9568 MTB'9 .12/1.1 09::lo. 10 Z LITTLLHOL!SK. OH .TKE.PREAIRixr
749568 kTBS 12/11 09:45 15 2 LITTLE HOUSE OM THE PRflIRIE
749568 MTBS 12/11 10:00 15 2 AHGEL DUSTED

749568 MTBS 12/11 10:15 13 2 htlGEL DUSTED

..7!l9568..MTBS 12/il 11 .OQ. 1 2 .AHGEL.OUSTED...
"7'49'Seo-MTBS izn 1 11':15 z z AHj'EL DosTED-

749568 MTCS 12/11 12:15 1 2 PERiRY tlASOH

749568 ltTBS 12/ll 12:30 15 2 PERRY tiASOH

745568 MTBS 12/11 12:.'l5 l5 2 PERRY tlASOH

749568 MTBS 12/11 13:Qo 3 2 HIUIAII FIUE-0
749568~ MTBS 12/11 13:30 4 2 HAWAII FIVE-0
749568 NTBS 12/11 20:45 2 2 THUHOKRBALL

749568 NTBS 12Lll 21:00..14 2 THUHDERBALL

749563 NIBS 12/11 21:15 3 2 THUNDERBALL

749568 MTBS 12/11 21:30 2 2 THUMDKRaflLL

7'19568 MTBS 12/11 Zl:45 4 2 THUHDERiDALL

... 789568 .MTBS 12Lil 22:00..11 2 THUNDERBALL..

749568 kTBS 12/11 22:15 15 2 THUHOERBALL

749568 MTDS 12/11 22:30 15 2 THUHDERBALL

749568 MTBS 12/11 22:45 15 2 FORCE 10 FRotl HAUAROHE

749568. MTDS 12/11 23:00, 15 2 FORCE 1Q FROM HAVAROHE.

749568 MTBS 12/11 23:15 8 2 FORCE 10 FRotl HAVAROME

749568 MTBS 12/12 07215 9 2 TQN X JERRY S FVHHOUSE

749568 MGH 12/12 14:30 1 2 AHOY GRIFFITH
749568 MTDS.TZ/JZ 14:30 . 4 Z THE.PflRADISE CotlHECTIOH
749568 kTDS 12/12 14:45 3 2 THE PARADISE COHHECTIotl

749568 NTDS 12/12 15:00 3 2 TOH AHD JERRY'S CHRISTMAS

749568 MTDS 12/12 15:15 3 2 Totl AHD JERfiY'S CHRISTMAS

D! 956fLMTDS 12/13 06-15 3 2 LLOVK LUCY

749568 MTBS 12/13 06:30 5 2 FLIMTSTOHES

749563 MTBS 12/13 06:45 1 2 FLIHTSTOHES

749568 MTD" 12/13 07:30 9 2 TDtl I JERRY'S FUMHOUSE

7au5('8 NIBS 12L13 07. l5 15 2. TOH Il.JERRY'S.FVIIOUSE

749867 MTBS 01/27 13:30 15 2 A DEATH IN CALIFORNIA
749867 MTBS 01/27 13:45 15 2 fl DEATH IH CALIFORNIA
749867 NIBS 01/27 14:00 15 2 A DEATH Itl CAL'IFORtlIA

~EI9862 kTBS Ol/27 TQ LIDM5..2. A..DEATHDM.CALIFORNIA
749867 NTBS 01/27 14:30 15 2 AHDV GRIFFITH MARATHON

749867 MTBS 01/27 TR:45 '12 2 AHOY GRIFFITH NARATMOH

749867 MTBS 01/27 21:00 1 2 NATIONAL GEOGRAPHIC EXPLORER

74986L.MTBS..QT/27 2145 1.2 HATIOHALGEOGRAPHIC EXPLOREI'49867

NIBS 01/28 17:15 1 2 GOOD TXDES

749867 MTBS 01/28 17:R5 15 2 JEFFERSotfs
749867..MTBS 01/28 18:00. 2.2 BEVERLV.HILLBILLIES
749867 NGM 01/28 21:45 1 4 COLLEGE BASKETBALL

749867 MGH 01/28 22200 7 4 COLLEGE BASNETDALL

749867 kGH 01/28 2Z:15 3 4 COLLEGE BASKETDAI.L

. 749867..NIBS.Ql/30 21.'-45 .1..1 NRESTLXHG

TOR

749867 kXGZ 01/31 20:15 83 2 SItlPSOHS-FOX
749867 MXGZ 01/31 20:30 6 2 BABES FOX

749867 MGH 01/31 21:45 2 4 BULLS DKDL

.749867 NGH .D1/31.22'30 ....5 4 BULLS DKBL

749867 MGH 01/31 22:45 15 4 DUL'LS QKBL

749367 MGH 01/31 23:00 5 1 9 OCLOCK HMS L

749367 MTBS 02/01 24200 7 2 MIGHT FLICKS

749367 MTBS 02/01 221:R5 9 2 MIGHT FLICKS
749867 NTBS 02/01 2520Q 1 2 HIGHT FLICPiS
749867 MTBS OZ/OZ 15:30 2 2 tloo PRES SA-2
749362..MXGZ.OZ/02.15:30 .. 6 2 STAR TREK=GEHERATIOH-flS.R
749867 NTBS 02/02 22:QD 11 4 HANKS BKBL

749867 NIBS OZ/02 23:00 1 1 HAMKS BPiaL

749867 MTBS 02/02 23:30 8 R HANKS BKBL'749867MTBS.02/02.23 l5. 9 'l.HAMKS DKBL

749867 MXGZ 02/03 23:45 33 2 ARSEHIO HALI. SHM MKMD JAH
749867 MGH 02/04 12:00 5 2 GERALOO

749867 MTBS D2/04 12:00 10 2 PERRY HASQM

7M9867. NIBS D2lDR 12:15. 15 2.PERRY MASON

749867 MTBS 02/04 12:30 15 2 PERRY tlhsoH
749867 MTBS 02/04 12:45 15 2 PERRY tlflSOH
7'19867 NTBS 02/04 13:00 8 2 tloU PRESHTTM Q

749867 MXGI 02/04 20:00 83 2 TU32 SPRSTR TH

749867 NXGZ 02/04 20:15 83 2 TV32 SPRSTR TH

749867 NXGZ 02/04 2D:30 83 2 TV32 SPRSTR TH

ILYBAX MXGZ OZIOR..ZDL45 .83.2 TV32 SPRSTRJH
749867 MXGI 02/04 21:00 83 2 TV32 SPRSTR TH

749867 MXGZ 02/04 21:15 83 2 TVXZ SPRSTR TH

749367 MXGI 02/04 21:30 83 2 TV32 SPRSTR TM

...749867 MXGZ 02/04. 21'45 56.2 .TU32.SPRSTILTH

749568 MTQS 12/13 03:QO 1
" I OREAtl OF JEAHHIE

74956S MTBS 1Z/13 13:15 1 2 8 CQVEHAHT WITH DEATH

749568 MGH 12/13 15200 4 2 HOHEYtlooHERS

7 BSSSJIIGSr2233 ESIJIS~,ZJGPE'49568

MTBS 12/13 16:15 1 2 Toit X JERRY'S FUHHOUSE

749568 MGH 12/13 16:45 3 2 CHIP H HALE 3 RESCUE RANGERS

749568 MTBS 12/13 17:15 1 2 GDOD TIDES
~956DJITBSUZLL3 17330 TD.Z JEFXERSOHS

749568 MTBS 12/13 17:45 5 2 JEFFERSOHS
749568 MTBS 12/13 22245 1 2 ICE CASTLES 7 l9r67 MTBS 01/28 17:30 15 2 JEFFERSOHS
749566 MTDS 12/14 06:45 1 2 BETMEEH THE LIMES
249568 MTQS 12/14.07:00... 2 2.GUHSDOKE.
749568 MTBS 12/14 07:15 2 2 GUHSDOKE

749568 MTDS 12/14 0920D 1 1 MRESTLIHG
249568 MTBS 12/14 11:30 '5 2 NATIONAL GEOCRAPHIC EXPLORER~~ 9867 MTDS Dl/01.2QJ 5 l. 2. YOUR CHEATXH'EART
749867 NIBS 01/01 22:00 2 2 LIUIHG PROOF: THE HARK MIl.LIAHS JR. 3 749867 itTQS 01/30 22200 1 1 MRESTLXHG

749867 MGH 01/02 11:30 2 2 JOAN RIVERS
749867 NGtl 01/03 20:00 2 1 BULL'S EYE

msua67 RGM. m/o3 zz':.15 ..z R.HBA..BASKETDAL
749867 MGH 01/0'5 22:00 2 4 Hafl BASKETBALL

749S67 MGH 01/08 22:30 3 1 HEWS

749867 MGH 01/09 22:15 3 1 HEMS~09992 Jlill 01/13.22:GGL..P.I SEIIS
749867 MGH 01/13 22:15 14 1 H[MS
7R9867 M M 01/13 22:30 5 1 MEWS

749o67 MGH 01/13 22:QD 15 1 IHSTAHT REPLAY

7'l9867. MTOS 01/14 13: l5 .1 2 THf{EE.DAYS OF THE ColuloR — .-..... ...—...... 749867 MTBS Q2/01 ZRi30 . .9 2 HIGHT .FLICPiS
749867 MGH Ol/14 22:OD 1 4 Haft BASKETBALL

749S67 MTBS 01/14 22:00 1 4 HBA BASKETBflLL
749867 MTDS 01/18 24:00 4 2 HAZES flHD HOMSTERS

799097 010".01/10 I'I:10.. 0.2.111IZESJISIIJIGIISIIIES
749867 MTDS ol/18 24:30 6 2 llAZESSAHD MONSTERS

749867 MTBS 01/19 15:45 1 2 DAQ tlhX
749867 MTBS 01/19 23:4'5 10 2 GOLQEH GLOBE AWARDS

749867 MGH..ol/22 19230 6.2 HIGMLCOURT.
'l49867 NTBS 01/25 12:00 3 2 PEGRRV MASON

749867 MGH D1/25 20:45 7 2 FIHISH LINE
749867 NGH 01/25 2'1:00 1 2 FIHISH LIME

H9867 MGtl OilZ5 21:15. 1.2 IIMISM.LIME
749867 MGH 01/25 21:30 7 2 FIMIsff LINE
749367 MGH 01/25 21: 1'5 13 2 FIHISH LIHE
749867 NGH 01/25 28:00 1 2 I DIED 3 THOUSAND TINES
249867 MGM. 01/25 28:15...3.22. DIED A THOUSAND TXDES .&49862 NXGZ.02/04.19:45 11 2 JOKERS MILD.
749867 MTQS 01/26 19:30 3 2 MORLO CHAtlPIOHSHIP MRESTLIHG
749867 MTBS Di/26 22:15 1 4 Hafl BASKETBALL
749867 MTBS 01/26 22:30 2 4 HBA BflSPETDALL

6&lIDSAIL2622:RQ~ 4 JiafLBADKKIDA
749867 MTDS 01/26 23:Do 1 4 HBA BASKETBALL
7l9867 MTQS 01/27 12230 1 2 8 DEATH IH CALIFORHIA
749867 MTBS 01/27 12:45 3 "

A DEATH IH CALIFORHXA

749867JIIQS .Ol/Z7 13:1'5.. 2.2 A DEATH XH CALIFOIIIA
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HH-ID CALL DATE START UNG T TITLE
TINE IfIN Y

P

HH-ID CALL BATE START VNG f fITLE
TItlE NItl Y

P

HH-ID CALL DATE START UNG I TITLE
TINE MIN Y

P

17

7 49867 NTQS 02/05 12:00 8 2 PERRY MASON
149s&7 MTQs oz/os iz515 15 z IERRY HasoN
749867 NTBS 02/05 12:30 15 2 PERRY MSOH

.. 749867 NTBS .02/05. 12:45 ..15.2 PERRY, MASON .
749867 MTBS 02/05 13:00 4 2 IIOU PRESHTTH D
749867 NCH 02/05 22:30 I I 9 OCLOCK HNS
749867 kXCZ 02/06 15:00 33 2 CIHEflh SHOCASE
749867. NXGZ 02/06..15,'15 .83 2 CINEIIA SBQCA&E

Q 749867 MXCZ 02/06 15:30 83 2 CIHEHA SHOCASE
749867 NXGZ 02/06 15:45 28 2 CINEMA SHOCASE
749867 NYGZ 02/06 23:45 11 2 ARSENIO HALL SWOM ORIGIHL
249867 MYGZ.QZ/07 10:.15....33. 2 JOAH.RIVERS SHOW. THE .
749867 MGH 02/07 11:00 14 2 JQAH RIVERS SHOW, THE
749867 NGN 02/07 11:15 4 Z JOAH RIUERS SHOW, THE
749867 NXGZ 02/D7 20:00 83 2 SIHPSONS-EOX

...749867 MXGZ 02/07 20:15 83 2 SINPSONS-FOX,..
5 749867 MXGZ 02/08 14:15 67 2 CINEMA SHOMSE

749867 NYGZ 02/08 14:30 83 2 CItiEIIA SHOCASE
749867 NXCZ 02/08 14345 83 2 CINEM SHOCASE
749867. NXCZ 02/08 15:00 83 2 CINEMA .SHOCASE .

9 749867 MXCZ 02/08 15:15 83 2 CINEMA SHOCASE
749861 MXCZ Ozlos 15:30 83 2 CINEYA SHOCASE
749867 MXGZ 02/08 15:45 17 2 CIHENA SROCASE
749867 MGZ 02/0822:.00. 28 2 STAR TREK-.CEHERATIOH-.JIS
749867 NXGZ 02/08 22:15 83 2 STAR TREY.-GENERATION-AS
749867 NXGZ 02/08 22:30 83 2 STAR TREK-GENERATIOH-AS
749861 NXGZ 02/08 22:45 61 2 STAR TREK-CEHERRTION-AS
749867 NXCZAZ/08 23:30 22 2 ARSENIQ.HALL SHON ORIGIHL
749867 MXCZ 02/08 23:45 22 2 ARSEHIO HALL SHOM ORICIHL
749867 NCN 02/08 27530 2 2 SOAP
749867 MTBS 02/09 20:00 3 2 NOU PRES SA-4
1498&ZJlGH. Qzlo'L21-'.45 .,2 T„DEPjftJL.QKBL..
14986? MTBS 02/To 12-15 2 2 AWARD THEATER
749867 kXGZ 02/10 16:15 39 2 NY-IDENTITY
749867 NXGZ 02/14 15:30 6 2 CINEMA SHOCASE

U'Bit&7 NXGI 02/14. 19:45 11.2 JOKERS MILD
749867 NXGZ 02/14 20800 83 2 SItlPSONS-FOX
749867 NXGZ 02/14 20:15 83 2 SIIIPSOHS-FOX
749867 NXGZ 02/14 20:30 6 2 BABES FOX
249867 NTBS 02/1'I 24 00 2 2.koft PRESHTTH 2
749867 NXGZ 02/15 ?2:00 17 2 STAR TREY,-GENERATION-AS
749867 MYGZ 02/'l5 23:45 39 2 ARSEHIO HALL SHOW ORIGIHL
749867 MTBS 02/16 12:30 I 2 HAPPY DAYS, AGAIN
7'l98&LMTBS OZLT 633too~ 2. NOV .PRES..SA-l
749867 kTDS 02/16 15:15 3 2 floit PRES SA-1
749867 MTBS 02/16 15:30 7 2 MOV PRES SA-1
749867 MXGZ 02/16 16:15 83 2 HEE HAM
.7'I9867 NXCZ 02/1.6 16'.30 83 2 HEE.BAM
749867 MXGI 02/16 16:45 72 2 HEE Hhk
149867 MCH 02/16 21:45 3 4 DULLS BKBL

!

749861 MGH 02/16 ZZ:00 8 4 BULLS BKSL
1.'f9867 MGN Ozll& ZZ:.15 8 EI.BULLS. BKBL

5

49867 NGH 03/09 15:Qo 9 4 PRESEASON BASEBAI.L
49867 MGH 03/09 22:30 1 I HEMS
49867 NTBS 03/10 12:00 6 2 THE LAST STARFIGHTEfi
49867 .MTBS .03/10.12: 15... 9 Z.THE..LAST.STARFIGHTER.
49867 NGH 03/10 22:30 3 I HENS
49867 MGH 03/10 22545 15 I IHSTAHT REPLA'I'9867

NIBS 03/12 21:45 2 4 HBA BASKETBALL
49867 NIBS .03/12 ZZ:00 7 4 HQA BASKETBALL
49867 NIBS 03/12 22:15 9 2 BULLITT
49867 NIBS 03/15 13:45 9 2 IH SEARCH OF NOAH'8 IMIY.
49867 kfBS 03/15 14:00 3 2 IH SEhRCH OF HOAR'S ARh
49867 NTBS. 03/15 2i:45 5 Z..SMOKEY.AHD.THE MtlDIT
49867 MTBS 03/15 22:00 3 2 MEATBALLS
49867 NTBS 03/16 12 30 6 2 HAPPY DAYS
49867 NTDS 03/16 12:45 15 2 HAPPY DAYS
498&7 NIBS.03/16..13:00 3 2 AtlOY..GRIFFITH .
49o67 MTBS 03/16 14:00 1 2 THE DOBERMAN Ghtlo
49867 MrN 03/Z2 12230 7 2 GERALOO
49867 NGH 03/22 13-'30 1 I HENS
49 67. NGN...03/25 21:00. 2 .4 HBA .BASKETBALL.
49867 kGH 03/25 21:45 1 4 HBA BASKETMLL
49867 ksk 03/25 22:00 9 4 HBA BASKETMLL
49867 NGN 03/25 22:15 1 4 HBA BASKETBALL
49867 NN,-03/25 22:30 12 .4..NBA..BASKETBALL
49867 NGN 03/25 22:45 4 4 HBA BASKETBALL
49867 NTBS 03/27 24:30 1 2 COLORADO TERRITORY
49867 NTBS Q3/28 19:00 5 2 HAPPY DAYS
49867-NTDS-03/28-19-'l5-—13-2-HAPPY-.DAYS .
49867 NTBS 03/28 19-30 5 2 SANFORD AND SOH
49'67 MTBS 03/28 22:15 1 2 THUNDER ROAD
49867 MTBS 03/28 22:30 4 2 THUNDER ROAD
498&2.MGH ..03/29..22:15. .2.1..HEWS..
49867 MTBS 03/31 14:15 1 2 THE GIIEATEST STORY EVER TOLD
49867 MGN 03/31 22:30 3 1 NEWS
49867 NGN 03/31 22:45 14 I IHSTANT REPLAY
49867 NIBS 04/01. 20:45 .2 2 SUPERMAN III
49867 NTBS 04/01 21:00 11 2 SUPERNAH III
49867 NGH 04/04 21:00 2 4 HBA BASKETBALL
49867 NGH 04/04 21:15 2 4 NBA BASKETMLL
49867 .NGH 04/04.21:30 I Q..4 NOILBASKETMLL...
49867 kGN 04/04 21:45 8 4 HQA BASKETBALL
49867 MGH 04/04 22:00 9 4 NBA BASKETBALL
49867 NGN 04/04 22:15 11 4 NBA BASKETBALL
49862 NIBS 04/05 20:30 2 .2 -THE.BEASTflhSTER
49867 NTBS 04/05 20:45 2 2 THE BEASTtlhSTEfi
49867 NTBS 04/05 21:00 6 2 THE DEASTMASTER
49867 NGH 04/06 14:45 4 4 PRESEASON BASEBALL
49867 NIBS 04/0& 21.;00 ..5 4 NBA.BASKETBALL
49867 MTDS 04/06 21:30 2 4 HM BASKETMLL
49867 NIBS 04/06 21:45 9 4 HBA OASKETMLL
19867 NIBS 04/06 2?:00 10 4 tIBA BASKETMLL

.49867 Xkok 04/11. 24a45 1 2..VELUET

749867 NXGZ 02/17 12:30 11 I ARTHUR MURRAY 7749867 LYGZ 02/17 21:00 61 2 MARRIED M-CHLD 7749867 NGtl 02/17 21:15 2 2 SUH PRIME tloU 7~69067 D/GLDZ/17 21,'15—61.-2 HRHCQEO-ILCSLII
. 7749867 NGH 02/17 Z2:30 4 I 9 OCLOCK HMS 7749867 MXCZ 02/IS 14:30 17 2 CINEM SHOCASE 77498&7 NTBS 02/18 22:45 2 2 NOV PRESHTTN 2 7749867 MXGL02/19. 2~el 5 11.2. STAR. TREK.-.GDIERATH, ....... 7749867 MTDS 02/20 14:15 2 2 tloo PRESHTTH D 7749S67 NXCZ 02/20 22:00 11 2 STAR TREY,-GENERATN 7749867 MXGZ 02/21 19:45 11 2 JOKERS NILD 7749:&7 MXrz .OZ/21. ZO;OO .83 Z .SIMP:ORB=FOX .7.749867 NXGZ 02/21 20:15 83 2 SIIIPSOHS-FOX 7749'.62 NXGZ OZ/ZZ 21:4'5 11 2 PRLO-STUNT Fo" 7749867 kXGZ 02/22 22:00 83 2 STAR TREK-GEHEftATIOH-AS 7749867. NXGI 02/22 2":15. 83 2 STAR TREK-..CEtlERATIOH=AS . 27'I'9867 WXGZ 02/22 22:30 83 2 STAR TREK-GEI'IEfiATION-AS 7749. 67 MXGZ 02/22 22:45 78 2 STAR TREK-GEI'IERATION-8S 77'l9867 NTBS 02/23 20:15 1 I Hhktfs BKBL 7749867 MOIL OZ/Z3 .ZZL30 2 4.BULLS IIYIBL 2749867 NIBS 02/24 14:30 2 2 SETH HASCAR RACING 7249s&7 Mfas oz/z4 14:45 5 z sETN tiaschk facntc 7749867 NTBS Q2/24 15:30 6 2 SETH NASCAR RIICIHC 7~II9867 MTBS 02/Z4 15'45 6. Z.BEIN JIASCAPLJIACIHC

7.749867 MTBS 02/24 IG:00 5 2 SETtf HASCAR RACIHC 7749867 NIBS 02/24 IG:15 9 2 SETN HASCAR RACING 7749867 NXGZ 02/24 18:00 & 2 STAR TREK-GENERATION-AS R 7I'19 RLBNG2.02/Z5 15:30 17 Z..CEIIERAMOCAO
749867 NIBS 02/26 14:00 3 2 tloV PRESHTTH D .

7749867 NICE 02/26 14:00 6 2 CINEMA SHOCASE 7749867 MGN 02/27 14:00 1 I tlIQOAY HNS 77 I'7%IELit rt 82/27 I'I QD ., 62 CZNEIIR SHDCRDI
749867 MGN 03/01 12:00 5 2 CERALDO 7749867 MGH 03/01 12:15 15 2 CERllLDO 7749867 MGH 03/01 12:30 15 2 GERRALQO

774986?ACR. 03/01. 12:.45 12 2 GERALDO
749867 NGN 03/01 14:15 2 2 ANDY GRIFFITfl 7749867 MTBS 03/02 12:30 11 2 HAPPY DAYS 7749867 NTBS 03/02 12 IS 15 2 HAPPY DAYS 77498&7 NIBS os/oz 13:oo .. 4 z TBE...LAST..DINOSAUR
749~867 NGN 03/02 20:15 7. 4 Hafi BllSKETDALL 7749867 NGH 03/OZ 21:00 2 4 HBA BPSKETBALL 7749867 BIGS 03/02 21:00 9 2 EARTBOUAKE 7.799807-SIDS D'/02-2'I:15..—I 2-ERRIHRHAZR—

?749867 NGN 03/02 21330 2 4 tlBA MSKETBALL 7749867 NGtl 03/02 21:45 5 4 NBA DASKETBIILL 7749867 MTDS 03/06 22:00 I 2 MAHOHDS ARE FOREUER 7~'I;IRIRSTZ S".Il 82/08 21:.3IL 2 'I.HD/LBARREZIIALL
7149867 MGH 03/08 21 l5 'I 'I HBA BASKETBALL 77498067 NGN 03/08 22:15 I 4 NBA BASKETMI.L 7749867 MGtl 03/08 22:30 1 4 tIBA BASKETBALL 7'!1976LIHII 0'l08,22 15 3 R-N88.80'IKTORLL—
7

~EBS IEATEBZAEB 8UMHGT TO A PROTECTI7~ OPDER QJ'OCKET HO.
644 CARPZDQO-Sc" - D"*HCLO"-UB."8 02, V2aLEPtBE PROHIBITED EXCEPT TO
AUTHORIZED REPRE -ETTA, ~L/". 8
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HR-ID CILLL DILTE STILRT VNG T TITLE
TINE NIH 9

P

KH-ID CILLL DILTE START VNC T TITLE
TINE DIK 9

P

749867 NN 05/10 24:15 10 1 9 OCLOCK KNS I.
749867 NTSS 05/11 Zli15 2 4 M BRPillES BSBL
749867 NCH 05/1'I 21:30 3 2 SILT PRIDE NOU

?49867&KGZ.OS/11 21.:30MO~OPe &

749867 MCH 05/11 21:45 13 2 SILT PRIME NOV

749867 NGH 05/11 22:OO 12 2 SAT PRIDE DOV

749867 MGH 05/11 22:15 14 2 SAT PRIME OOU

ND-ID CALL DILTE START VNG T TITLE
TINE NIH V

P

149867 MGH 06/10 21:45 7 4 NILJOR LEAGUE BASEBALL
749867 NTBS 06/10 21:45 1 4 DILJOR LEONE BASESILLL

749867 NGK 04/12 12:00 8 2 CERALDO

749867 NN 04/lZ 12i15 14 2 CERILLNO
. 749867 NN 04/12 12:30 10 2 GERILLDD

&49867 NN .04/12.20ilS. 4. 4 HSA BASKETOALI

749867 MN oR/12 20:3o 6 4 NQA BABKETBALK

749867 NCH 06/10 22:00 15 4 MAJOR LEAGUE BASEBALL
74986?-NQH-.06210-22-'15—5 4 DAJOR-LEILGUE-BASEBILLL— —— -- . —— ——
749867 NTSS 06/11 1'ZLRS 2 2 PERRV NILSOH

749861 MTBS 06/ll 13:00 6 2 MORLS NAR III749867 NN 04/12 20i45 2 4 HBA SASKETBILLI.

749861 NCR 04/12 21i15 2 4 HNA SILSKETSALL ?il9867 MN 06/11 20:00 1 1 DUGOUT

—— --74986?.-NN-. 06/11 20:15.— 1 1 DUGOUT— .-- — ..

749S61 NGH 06/13 21:00 9 4 MAJOR LEAGUE SASEBILLL
749861 MN 06/13 21:15 14 4 NILJOR LEILGUE BASEBALL

. 149867 NN 04/12..21:30. 1 R.HBA BASKETBALL . 149867 NIBS.QS/tl 22:30 8 1 US OLVDPLGOLB
749867 NXGZ OS/12 13:15 17 2 ILFTMHK NILTIHEE
749867 NXGI 05/12 23:30 17 2 ILRSEKIO HALL SNN'OID JAN
749867 MXGZ 05/12 23:45 44 2 ILRSEHIO HALL SNM NKHB JAD
74986?JtXG? 05/12.24:00—TL2 PILRTY-NACHHE60
749867 MXCZ 05/12 24:15 83 2 PARTV NILCNNE60

7R9867 NXGZ 05/12 24:30 11 2 PILRTY NACNHE60
749861 MGH 05/13 21:l5 13 4 CUSS DSSL PINIE

..749861 MGH 05/13 21:30 10 4 CUSS BSSL PRNE
749867 NGH 05/13 22:30 3 4 CUSS NSBL PRNE
749861 NXGZ 05/13 22:30 17 2 STAR TREK-CEHERATH
7R9867 MXGZ 05/13 23i30 11 2 ARSKNIO NILLL SHOD ORIGIHL
749867.NTBS 05/14 21:45 ... 1 .4 P.SRILVES DSSL.
74986T MTBS 0$/14 22ioo 1 4 P BRAVES HSDL
749867 NN 05/14 22:15 4 4 CVBS NSSL PRNE
749867 MGH 05/14 22:30 1 4 CUSS BOOL PRDE

749867 NTBS 04/13 22ioo 5 4 HBA BASKETNILLL

749867 NTBS 04/13 22:1$ 11 1 V.S. OLVDPIC COLD

749867 NTBS 04/22 12i15 2 2 PERRV NASON 749867 NN 06/13 21:30 10 4 NMOR LEILGUE BASEBILLL

749867- NGH-06/33-21-'45 —9 4 NMOR LEANE BILSKDALL-
749861 NGN 06/13 22:00 15 4 MAJOR LEAGUE BASEBALL

749867 NGK 06/13 22i15 15 4 MAJOR LEAGUE BASEBALL
74'f867 NGH 06/13 22:30 15 4 NILJOR LEAGUE NILSEDILLL

749867 NN 06/13 22i45 1 4 MAJOR LEAGUE SILSESALL

149867 NGH .04/ZZ Zoi30.. 1 4 MAJOR LEAGUE.BILSEBILLL

I

149867 NCN 04/22 2li45 6 4 NILTOR LEANE BASEBALL

749867 MQH 04/22 22ioo 7 4 HMOR LEILGUE BASEBALL
749867 NN 04/23 20:30 1 4 MAJOR LEANE BASEBALL
749867 MXCZ 04/25 15:45 33 2 JOAN RIVERS SNON, TNE

749867 MXGI 04/26 22:00 44 2 STAR TREK-GENERATION-ILS
749867 NXGZ 04/26 Z2 I5 61 2 STAR TREK-GENERATION-AS
749867 NXGE 04/26 22:30 61 2 STAR TREK-GENERATION-AS

749867 QXGI 04/26 22:45 72 2 STAR TREIC-GEHERATION-AS
749867 NXCI 04/26 2$ :00 6 2 ARSEHIO MALL SHUN ORICIHL
749867 DX62 04/27 19:45 11 2 HEE HAN

749867 MXCZ 04/27 20:00 22 2 HIDDII DIDO-SAT

7'l9867 NGH 06/15 20i30 8 4 DILJOR LEAGUE BASEBALL
749867 NTSS 06/15 20:30 1 4 RAJOR LEILCDE BASESILLL
749867 DCN 06/15 20:45 8 4 NILJOR LEACUK BASEBALL

. 749867 NN, Ofi/15 22:00 6 4 NAJOR LEANE SASESILLL
149867 MCH 06/15 22:JS 7 4 MAJOR LEANE BASENILLL
749867 NIBS 06/1$ 22i30 3 1 U.S. OLVNPIC GOLD

749867 MGH 06/19 12ioo 1 2 SERAI.BO
~49867 NIMS..05/14 22:30 1 4.P BRAVES HSDL

149867 NGH 05/14 22i45 5 4 CUSS SSNL PRNE
749867 NIBS 05/14 23:00 1 2 holt PREStlTTtl 2

——749867-MN—06/20 21i45 —2 1 HENS
749867 M6N 06/20 22:00 8 4 DILJOR LEAGUE SILSESALL

749867 NN. 04/27 22:30 3 4 N SOX.BSSL PRD
749867 NN 04/27 22:45 4 4 N SOR SSSL PRN

749867 MISS 04/28 18:30 5 2 NRESTUHC HETNORIC, THE

749867 NXCZ 04/28 21:00 6 2 NILRRIED M-CDLD
?49867 NCH 06/20 ZZ:15 3 R NILJOR LEILCVE NASKDALL

749867 NXGZ 0$/14 23:30 6 2 ARSEHIO HALL NON ORICIHL
749867 NXGZ. 05/15-19i30 —28.2.STAR .TRKIC...
749867 NXGZ 0$/15 19:45 56 2 STAR TREK
749867 NN 05/16 21ioo 2 1 CROSSTNH CLSSC

749867 NCH 06/22 20:00 3 4 NILJOR LEILGUE BASEOALL
— ——749867 NN-Ofi/22.20-15. 12 4 NILJOR LEAGUE NILSKNILLL- — — .

749867 MN 06/22 20:30 15 4 DILJOR LEILCUE BILSKBILLL

749861 NXGZ 04/29.15iTS 39 2.JOAN PiIUERS ODOM, TNE
749867 NXGZ 04/29 1$ :30 56 2 JOAN RIVERS SHOD, TRE

749867 NN 06/22 20i45 4 4 OAJOR LEANE BILSESILLL749867 MXQI 04/29 15i45 61 2 JOAN RIVERS SNON, TOE

?R9867 NTBS OR/29 21:45 2 4 P BRAVES BSBL 749867 NXGZ 05/17 1'Iioo 22 2 CERALNO 749867 NTBS 06/22 20:45 3 4 MAJOR LEACUE BILSEBALL
. 749867 NTBS 06/22.21i15... 1 4 NMOR LEILNE BASEBALL

149867 NCH 06/22 22ioo 1 4 MAJOR LEAGUE BASEBALL
749867 NTBS 06/22 22ioo 4 1 U.S. OLYMPIC GOLD

749867 DIBS 06/22 22:15 13 1 U.S. OLVNPIC GOLD

249867-NCH —06/2LZ2-'30--5. 4. MAJOR-LEAGUEZASEBALL—

. 749867 XNN 05/1?.25i00....1 2 NGH PRESENTS749867 NIBS 05/ot. 12i45. 9 2 PERRV.MASON
749867 NTOS 05/01 13:00 1 2 ANDY GRIFFITH SRON, TlfE 749867 NXCZ 05/19 16:30 39 2 OUT OF TNIS NORLN

749867 NXGZ 05/19 16i4S 83 2 OUT OF THIS MORLD

749867 NTBS 05/20 22:15 1 4 P BRAVES BOOL

249867 NXGZ-05/21-22i30~.2 STAR-TREF»CEHERATP

749867 MGN 05/03 20:00 3 4 CUSS SSOL PRHE
149867 NGN 05/04 20:00 7 1 CUS RAID DELAY

74986LNGH 05/QR 20:45 . 6 1 CUB..RfLIH BELAY .

149867 NN 05/23 ?Li15 3 4 MAJOR I.EANE MASEBILLL

749867 NN 05/23 Zli45 4 4 MAJOR LEANE BILSEBALL

749867 NGtl 05/23 22:00 3 4 DMOR LEANE BASEBALL
749867 NIBS 05/24 21:RS 9. 4 NAJOR LEAGUE BASEBALL

749867 NTSS 06/22 2Zi30 10 1 U.S. OLYMPIC 60LD
749867 MN 06/22 22:45 4 4 MAJOR LEILGUE BASEBALL

749867 MN 05/04 22:15 3 4 CUSS BOOL PRtlE
749867 MXCI 05/06 13:45 61 2 CIHEDA SDOCASE

749867 NIBS 06/22 ZZi45 9 1 HICNT TRILCKS———. - -749867-NGH -06/ZR-ZI ioo--1 4-MAJOR LEAGUE -BILSESALL
749867 MXGI 05/06 14:00 83 2 CINEMA SNOCILSE

'i. . .74986?.NXCI.05/D6.14i15 83 Z. CINEMA SHOCILSE .

749867 HGH 05/27 l1:15 7 2 JOAN RIVERS
749867 MN 06/03 21:15 6 4 NILJOR LEANE SASESILLL

749867 NXQI 05/06 14:30 83 2 CIHEDA SDOCASE 749867 NN 06/29 22:00 1 4 DAJOR LEILGUE BILSEBILLL

749867 NTNS 06/29 22i30 5 1 U.S. OLYMPIC COLD749867 MCN 0$/08 15i30 3 2 LKAVE IT TO BEAVER

749867 NQN 05/08 15:45 1 2 LEAVE IT TO DEAVKI

.749867 NXGI 05/08 15i45 11 2 JOSH RIVERS.SNN,-THE — - ———
74'f867 MXCI 05/09 15i30 17 2 JOAN RIVERS SHOD, THE

749861 BIDS 06/05 21i45 2 2 FAST TIhES AT RIDCEHOHT MICH
749867 NIBS 06/08 22:00 8 1 U.S. OLYMPIC GOLD

749867 N6H 05/09 20:45 3 4 M SOX BOOL PRN

749S67 DGN 05/09 21:15 3 4 N SOX BSSL PRD
749867 NN 07/01 20i45 2 4 hiLJOR LEILQUE SASKQILLL

749867 NTBS 07/01 20:45 13 2 DAVDAV AT 40,000 FEET
— —— -749867 NGH-07/01- 21:00- 3 4 HAJOR-LEILCVE BILSESILLL74986?.NTDS 06/08 22:15-- 2 1 U.S. OLYMPIC. COLD749861 NN 05/09.21i30 .. 7 4 M SOX BSBL PHD .

749867 NGH 06/03 21:30 4 4 HAJOR LEILGUE BILSESILLL 749867 NTSS 06/29 22:45 3 1 HINT TRILCKS—74986?..NCtt 06/03 21:RS---9 4 IULJOR-LEfiGUE-BfiSESfiLI —.—— —— -—749867- NN—07/ot. 20:00- . 1- 4 MAJOR-LEILCUE SASEDILLL
749867 NGH 06/03 22:15 6 4 MAJOR LEAGUE BASEBALL 749867 DIBS 07/01 20:30 4 2 NAVDAV ILT 40,000 FEET

749867 NN 05/10 Zl:45 1 4 N SOX BSBL PRM

749867 NN 0$/10 22:00 2 4 N SOX DSSL PRN

749861 MXCI 05/10 22:00 28 2 STAR TREK-GEHERATIOH-ILS

74986?.MN 05/10 24:00 .9 4 D SOX BSBL PRN

I(

749867 NN 06/09 14:00 1 I LEAD-OFF NAH

749867 MGH 06/10 21:00 2 4 HAJOR LEAGUE BASEBILLL

749867 MN Qe/lo 21-'15 1 4 hMOR LKANE BASEBALL
.769867 MCH-06/10 2'1-30 --9-4-BAJOILLEAGVEJMLSEBALL

749867 NIBS 07/01 21ioo 15 2 NILVDAV AT 40,000 FEET
749867 NN 07/01 21i15 3 4 HILJOR LEILCVE BILSKSALL

749867 DIBS 07/Ql 21:15 12 2 MAYDAY AT 4Q,OOO FEET
749867-MGH-07/01-21-30~-4.MMOR-LEAGUE-BASEBALL --—— .

CSTARS MCII,~~ ~4D9O Sa DZSCM

MCIIT8RMB SUBJECT TO A PROTECTIVE ORDPP. DT DOGK~3T R(
SUml Oa RFrmSZ PaOHXSrZZD ZXCnia TOMKED RLi'PBESL&'MTATDtLPS
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SH-ID CALL DATE START WC T TITLE
TIDE NIH V

P

749867 NTBS 07/01 21:30 12 2 NAVDAV AT 40,000 FEEl
749867 NTBS Ol/Ol 21:45 15 2 MAVDAV AT 40,000 FEET
749867 NN 07/01 22:00 3 4 MAJOR LEANE BASEBALL

MD9867&TSS.07/QI 22:00 . 4 2JIADLAHDS
749867 NCR 07/Ol 23:30 9 2 DACNUtl, P.I.
749867 NCK 07/01 23i45 5 2 HAGHUH, P.I.
749867 NTBS 07/02 07i15 1 2 NUKSTERS
149867. NTSS 07/02 Oli30 .. 4 2 LESUE .D TO DEAUER
749867 NIBS 07/02 21:45 2 4 MAJOR LEAGUE BASEBALL
749867 NTBS 01/03 18i15 1 2 BENITCRED
749867 MGH 07/06 16i45 1 2 COIHC BERSERK
149861 MGIL 01/06. 22:00 8 LKAJGR.LEANE BASEBALL
749867 NGN Ql/06 22i15 4 4 hAJOR LEAGUE SA$ESALL
749867 MN 07/06 22i30 14 4 MAJOR LEANE SASEBAI.L
749867 NN 07/06 22:45 12 4 MAJOR LEAGUE BASEBALL
749867 MTHS 07/07 JD'30 . .1 A DAJOR LEAGUE. DASEBALL
749861 HTBS 01/Dl 10:45 6 1 QRESTLIHC
749867 NTMS 07/10 22igg 3 2 THE CUDSALL RALLY
749867 NRCZ 07/11 14i45 17 2 CINEMA SHOCASE
.749867 NXGZ. 07/IL20:09 .83 2 SIDPSWStFOX
749867 NXGZ 07/11 20i15 72 2 SISPSOHS-FOX
749867 MXCZ 07/11 Zgi30 17 2 TRUE COLRS TMU
749867 NCN 07/11 21:30 8 4 CUSS BSSL PNE
749867 NGH .97/ll. ZIL45 1.A CUSS BSBLPRHE.
749867 NN 07/11 22:00 12 4 CUSS DSBL PRHE
749867 NN 07/ll 22:15 15 4 CUSS OSL PRDE
749867 MCH 07/11 22:30 15 4 CUBS DSBL PRKE~49867 N¹07/II 22:45 . 14 4 CUSS DSBL PRHE..
74'1867 NGN 07/12 21i00 3 4 N SOX BSBL PRN
749067 NCH 07/12 21:15 10 4 M SOX BSBL PRD
749867 IICK 07/12 22:15 1 4 N SOX BSSL PRM
7'I'9867 NN 07/12.22:30 15 4 N .SOX BSBL PRM .
749867 NN 07/12 22i45 15 4 M SOX BSSL PRh
749867 NN 07/12 23:00 1 4 N SOX BSDL PRN
749867 NCH 07/12 23:15 10 4 M SOX BSBL PRM

~49867 MN 07/1Z 23i30 lZ 4 R SOX DSDL PRD
749867 MTSS 07/12 24:15 2 2 RIGHT FLICKS 2
74'9867 NCK 07/13 Zt:45 1 4 N SOX DSBL PRM
749867 NCH 07/13 22:00 11 4 M SOX BSBL PRM

~49867 NN 01/13..22:15 12.A.N SOX BSBL PRh..
749867 NGH 01/13 22i30 8 4 N SOK BSOL PRN
749867 kGH 01/13 Z2i45 5 4 N SOX S$SL PRM
749867 NGN 07/13 23:00 7 4 N SOX SSSL PRM

~4986DICH 07/I343l15 2 4 k SOX SSBLPRM
749867 NN 07/14 15:00 3 4 CUSS BSSL NKHD
749867 NTBS 07/14 22i30 1 2 KTL CEO EXPLORER SANZIME
749067 NTSS 07/14 22:45 8 2 HTL CEO EXPLORER NCAZIKE

~49867 NXCZ.07/1'5 .15i15... 17. 2..JOAD RISERS. SKN. TSE .

749867 NXGZ 07/15 15:30 18 2 JOAN RIUERS SHOil, THK
149867 NXGI Ol/15 15:45 67 2 JOAK RIUERS SHOU, TNE
149867 NN 01/15 Zli15 4 4 CUSS DSDL PfiiYE

.~49867JICK. 07/15 ZI:30 ,9 4.CUSS DSBL PRDE

MR-ID CALL DATK START UMC T liTLE
TIDE MIN V

P

749867 NN 07/15 21i45 3 4 CUBA BSSL PNE
749867 NN 07/15 Z2iOQ 15 4 CUSS DSBL PNE
749867 NN 07/15 22il5 7 4 CUN SSBL PNE

MA9867 SN Ol/'16 22:30 2 4 CUSS RSSLPIN&
749867 OQ 07/16 22:30 6 2 STAR TREK=CEHKRATH
749861 OGZ 07/)6 22i45 17 2 STAR TREK-CEtiiATN
749867 RXCZ 07/ll 15i00 50 2 JOAN RISERS SIN, TME... 749867. NXGZ OV17 15:15. .6.2 JOAN RISERS.SKDN, THE
749867 QN 07/17 29i15 13 2 NN PRIME MOU
749867 kN 07/17 ZO:30 10 2 NGII PRIME HGU
749867 NCH 07/17 2Qi45 7 2 NN PRINE NOU
7A986K.HGIL.07/Il 21 00 .112 NN PRIQLDOU
149867 N6H 07/17 2'I:15 13 2 NN PRIME MN
749867 NN 07/17 21i3Q '13 2 MGH PRINE MGU
749867 DN 9?/17 21:45 15 2 HN PRIME IQl

M49867 KN. 91/23 ZZ:15.. 5.4.CUSSDSBL. PO&
749867 DCM 97/23 22i30 '1 4 CUIS SSSL PNME
749067 NXGZ 07/24 2Zigg 33 2 SBR 1REK-CEKERATM
749867 NXGZ 07/24 22:15 67 2 STAR TREK-CEHKmITM

289867..IIXQ Ql/24.2213Q IL 2.STAR TREILGEHERSIK
749867 SXGI Q7/25 Zli45 11 2 SEU SLLS 9021D
749867 XkN 07/26 14iQO 1 2 DICK UAM DYKE SBN, TMK
749067 XMGM 97/26 14:15 1 2 DICK UAM SVKE SSOk, BE
70986LDXGZ QZ/26 15i39 67 ZUGAILRIUERS.SNOi TH~
749867 NXQ 07/26 15:45 72 2 JOAN RIUERS SHN, TME
749867 MTBS Ol/26 24iOO 15 2 HINT FLICKS 2
749867 NIMS 07/26 24i15 9 2 MINT FLICKS 2~39867 KXGLOZ/26.24i45 1 Z..PARTY MSCDIK30
749867 NTHS 07/27 23i45 15 1 IS OLYMPC GOLD
749867 DN 07/29 21i39 5 4 N SOX BSBL PRB
749867 NN 0'//29 21:45 1 4 N SO DSSL PNI

.749867 NSQ 07229 2'I:45 6 2 TU32 SPRSTR.TH
749867 NN 07/29 22i00 6 4 k SDX BSSL PRN
749S67 MXQ 07/Z9 Z2:15 61 2 STAR TREF;CEtlERATN
749867 NXCI Q7/29 22:30 83 2 STAR TREKWEFENTll
749867 OQ DVZ'9 2Zi45 70 2 STAR.TREK-.GD!KRITH
749867 M1IS 07/30 20:00 2 4 P BRAVES BSRL
749867 NXCZ 07/30 22i15 78 2 STAR TREK-GEtlEtmTN
749867 kX62 OV30 22i30 28 2 $TAR TREK-60 BATH

DA9867.OGK.QS/06.22i45 50. 2 STAR TREK-.GKIIKRATN
749867 NXCZ QB/07 14:00 6 2 CINEMA SMOCASE
749867 PiXCZ 08/07 15'30 33 2 JOAN RIVERS SHGHi THK
749867 MXGI 08/07 15i45 $3 2 JOSH RIUERS SION, THE
v49DAZJMZ 98/DI.16i00 6.1JIOOIQLMOOBRECKHLSHGQ ISE
749867 NXQ 08/07 22i00 6 2 STIiR TREK-CEHERATR
749867 NIMS 00/10 15:45 ll 2 THK SEASBASTER
749867 MTBS 0&/10 'IAi00 15 2 TDE SEASTMASTER

&49867. kTDS.GB/10 16i15 . I5 2 THK SEASTNASTES
749867 NTO 08/10 16i30 1Z 2 TMK SKA$1DOTER
749867 RTBS 08/10 16:45 15 2 THK SKISTNASTER
749867 MTIS 08/10 17i00 7 2 TMK BEASTMASTKR~49867 MISS 08/LT .12.:00 2. 2 RGIL GOLF

DS-ID CALL BATE SBRT OMG T TITLE
TINE DIH V

P

749867 NN 08/13 22:15 1 4 DAJOR LEAGUE BASEBALL
749867 NGK 08/15 20:45 3 4 MAJOR LEAGUE BASEBALL
749867 kGH 08/15 21:00 7 4 SAJOR LEAGUE BASEBALL

.149067 NCH- 08/15 21:15 15 4 NAJOR LEACUK DASESALL—
749867 NN 08/15 21:30 8 4 MAJOR LEAGUE BASEBALL
749867 NN 00/15 Zl:45 12 4 MAJOR LEAGUE BASEBALL
749067 NGK 08/15 22:00 15 4 NJOR LEAGUE BASEBALL

..749867 .NCII 08/15 22:15 15 4 MAJOR LEAGUE BASEBALL
749867 NN 08/15 22:45 3 1 NENS
749867 NCK 08/15 23i00 1 1 NENS
749867 NGH 08/16 21:00 2 4 DAJOR LEAGUE BASEBALL
v49867. MTBS 0$/16 24i00 1.4 NAJOR LKA6UE BASESALL..—
749867'NTBS 00/17 14:00 3 2 JNHHV BELIKDA
749867 NN 08/17 21:15 2 4 MAJOR LEAGUE BASEBALL
749867 MN 08/17 21:30 5 4 MAJOR LEAGUE BASEBALL
v49867 NN 00/17. 21:45 . 6 4 MAJOR LEAGUE.BASEBALL.--
749867 MN 08/'l7 22:15 7 4 MAJOR LEAGUE SASKBALL
749867 NN 08/17 ZZi30 3 1 tIEMS
749867 NTBS 08/17 23i45 3 4 DAJOR LEACUE BASEBALL

2A9867..NTBBQD/18. 12:.15 .12 2 ADERICAILGRAFFITI.
7'l9867 RTBS 08/18 12i30 15 2 AMERICAN GRAFFITI
749861 NTSS 08/18 12:45 6 2 AMERICAN NAFFITI
749867 MN 08/23 24:30 1 2 SEOCH AHD DESTROY
7A9867 NIBS 08/24 .22:30 2 1 U.S. OLYMPIC GOLD..
74'1867 MTBS 08/24 22:45 1 2 BUGS BUNHY
749867 NCH 08/25 21i15 2 2 SUPERSODEL OF TME MORLD
749067 NN 08/25 21:30 9 2 NIPERMODEL OF 'FHE NORLD
7A9867 NGIL —08/25 2l:45.. 5.Z SUPERDOSEL OF TRE-MORLD .-..—
749867 NTSS 08/26 21i00 2 4 MAJOR LEAGUE BASEBALL
749867 NN 00/26 21:30 9 4 NAJOR LEANE BASEBALL
749867 N6H 08/26 21:45 2 4 MAJOR LKAGUE BASEBALL

.749867 NGN . 08/Z9 Zl:15 1 4 MAJOR LEANE BASEBALL
749S67 NTBS 08/29 21i15 7 4 NJOR LEAGUE BASEBALL
749S67 NN 08/29 21i30 5 4 MAJOR LEAGUE BASEBALL
749867 MTO 08/29 21:30 8 4 MAJOR LEAGUE BASEBALL

. 749867 RIBS 08/29 21:45 13 4 MAJOR LEAGUE DASEQALL
749867 NIBS OS/31 21:45 10 1 U.S. OLYMPIC GOLD
749067 NTBS 08/31 22i00 2 1 U.S. OLYMPIC COLD
749867 MN 08/31 22:45 6 4 MAJOR LEAGUE BASEBALL
.749861 MTSS 09/04. 1$ :00 1 2 TOO.CLOSE FOR COHFORT
749867 kTBS 09/04 18ilh 3 2 TOO CLOSE FOR COMFORT
749867 MCH 09/06 14:00 1 2 ANDY NIFFITH
749867 NTBS 09/06 14:00 1 2 PAKIC OK TME 5:22
v49067&TDS 09/OLZZ:.00~.2 .AUTO.RACING
749867 NTS$ 0'9/08 12:45 5 2 PERRY DASOH
749867 NTSS 09/08 13i00 15 2 PERRY DASOK
749067 NIBS 09/08 13:15 15 2 PERRY NASN
v4986LNTHS QV/0823:30. .0 4.NAJOR .LEAGUE BASEBALL..
749867 MGK 09/09 22:00 'I 4 MAJOR LEAGUE BASEBALL
749867 MGH 09/09 22:15 3 4 MAJOR LEA6UE BASEBALL
749867 NCH 09/14 22:30 4 4 DAJOR LEACUE BASEDALL~A9867 MTD$ 09/lb..23i00 1 A hAJOR LEAGUE.BASEBALL....

C3KfTAfm8 MATEMALS SUBJECT TO A PROTECTIVE ORDER IM DOCKET NO.
044 CAIPCMO-92 - DISCLOSURE OR RELEASE PROHIBITED PXOEIiT TO
AVPBORIRED 3'EPIKBEETATLVG&B
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DH-ID CALL DATE START UNC I TITLE
TIDE MIH 9

P

749867 NTDS 09/19 22:30 2 4 MAJOR LEAGUE BASEBALL

749861 NTSS 09/'19 2Z:45 12 4 DAJOR LEANE BASEBALL
749867 NN 09/21 21:30 1 4 NAJOR LEANE BASEBALL

74985UIGH 09/ZLZI:B5 12 4 MAJOR LEANE BASEBALL.
149867 NTBS 09/21 2$ :45 3 2 TNE BERMUDA TRIBHGLE
749867 NTBS 09/21 22:00 I 4 NSJOR LEANE BASEBALL
749867 NIBS 09/21 22:15 1 4 MAJOR LEANE SASEBAL'L

749861jfIBS 09/21 22:30.. 9 CJIAJOILLEAGUE.BASEBALL
749867 MISS 09/21 22:45 5 4 MAJOR LEAGUE BASEBALL

749867 NIBS 09/21 23:30 2 4 MAJOR LEANE BASEBALL
749867 NTBS 09/22 22-'l5 1 2 HATINAL GEOGRAPHIC EXPLORER

~49867&1MB 09/26 2$ :00 $ $4 MAJOR LEAGUE.BASEBALL
749867 MTBS 09/26 21:15 12 4 MAJOR LEAGUE BASEBALL
749867 MISS 09/26 21:30 9 4 MAJOR LEANE DASEDALL

749867 NTBS 09/26 2'I:45 13 R MAJOR LEAGUE BASEBALL

149867 BTBS 09/26 22;00. I 4 MAJOR LEAGUE. BASEBALL
749867 NTBS 09/26 22:15 11 2 TBIHCS CNAHGE

149867 NIBS 10/01 ZZ:15 1 2 REAL GENIUS
749867 NTSS 10/01 22:30 6 2 REAL GENIUS

749867 NTBS 10/01. 22I45 15 .2. REAL GENIUS
749867 NN 10/01 24:45 2 2 MASS APPEAL
749867 NN 10/02 11:00 5 2 JOAN RIUERS
149867 NIDS 10/02 24:30 1 2 ONCE UPOtl A TIME IH TNE NEST

~49867 NCk .10/03.11:15. 2.2 JOIMI RISERS.
749867 MGH 10/03 11:30 3 2 JOAN RIDERS
749867 NN 10/05 22:00 1 1 NENS
749867 NTSS 10/05 22:00 3 2 NORTH DALLAS FORTY

74985ZJIGH 10/05Z2$$ 5 4 LHENS
749867 NTBS 10/05 22:15 2 2 NORTH OACLAS FORTV
74'9867 NIBS 10/05 22:30 8 2 NORTH DALLAS FORTY

749867 NTSS 10/05 23:30 5 2 RORID DALLAS FORTV

749867 NTDS 10/06 17:00. 1 .2. BILL JERRY S FUHBOUSE.
749867 NTSS 10/06 17 15 15 2 TOll X JERRY'S FUHROUSE

749867 NTBS 10/06 17:30 14 2 CAPTAIN PLARET AHD TNK PLAHETEKRS
749867 NTDS 10/06 17:45 15 2 CAPTAIK PLANET AHD THE PLAHEIEERS
749867 NTSS.10/D6 18:OD . $ 5&NCH NAIH EUEHT NRESTLIHC
749867 NTBS 10/06 18:$ 5 15 2 NCN DAIH EOEHT MRESILIHC
749867 NTSS 10/06 1S:30 15 2 NCN BAIN EUEHT NRESTLIHG
749867 NTDS 10/06 18:45 13 2 NCM MAIN EUEHT NRESTLIHC

~4986?..NIBS 10/06 l9:45 $% G.IMLUES ..

749867 MTSS 10/06 20:00 8 2 Q.I. BLUES
749867 NTBS 10/06 20:15 8 2 C.I. BLUES
749867 NTDS 10/06 20:30 6 2 G.I. BLUES

~4986?NIBS 10/hlLZO'5~LE . BLUES
749867 NIBS 10/06 21:00 8 2 HATIOHAL CEOGRAPHIC EXPLORER

749867 NN 10/08 22:15 2 I HENS
749867 MCH 10/15 22:00 2 1 HENS

74986Z MN 10/11 1.460Q 1 2 HON IT CAll BE TOLD

7'l9867 DTSS 10/18 21:45 1 2 BREAKERI DRERKERI

749867 MTBS 10/20 20:00 10 2 THE LAST STARFINTER
749867 NIDS 10/20 20:15 15 2 THE LAST STARFIGHTER

7!l986LNTBS 10/20 Zgi'30.- $ 5D-THE-LAST STARFINIER

HD-ID CALL DATE START NC T TITLE
TIDE DIH V

P

749867 NIBS 10/20 20:45 $ 5 2 THE LAST STARFICNTER
749867 MTHS 10/20 21'-00 2 2 HATIOHAL GEOCRAPDIC EXPLORER
149867 BIDS 10/25 21:00 2 2 FAST TINES AT RIDGEHOHT NIGH
ZB9867 MTBS 10/27..18:30~LMCN BAIILEUEtIT NRESIUBC
749867 NGH 10/29 22:00 1 1 HENS

749867 kXCZ 10/31 22:00 78 2 STAR TRKK=CEHERATH
749867 NGH 10/31 22:15 3 1 9 OCLOCK HMS
749867 MXGLIQ/3$ 22 15 55 ZBIAILTREK=CEHKRBIH
749867 NXGZ )0/31 22:30 83 2 STAR IREN-GEHERATH
749867 NXCZ 10/31 22:45 61 2 STIik TREK-CEHERATH
149867 MTDS $ 0/31 27:00 2 2 TDE FEARLESS UADPIRE KILLERS

~49867 NXGZ.11/QL21 $ 5 $ ?PULI CHLLHG=EOX
749867 DXGZ 11/01 21:45 6 2 UI.T CHLLRG-FDX
749867 NXGZ 11/Ql 22:00 67 2 STAR TREK-GENERATION-AS
749867 MXGZ 11/01 22:15 72 2 Slhli TREK-GEHERATIOH-AS
?49867. NXGZ 11/01 22:30 722.STAR.TREK-.CEIIERATIOIL=AS
749867 DXGZ 11/Oi 22:45 83 2 STAR BEK"GEHERATIOH-AS
749867 NXQZ 11/02 11:00 44 2 NALLYS MOK

149867 NXQZ 11/02 1'I:15 44 2 NALLVS NOK

?B986LNXQLII/03 1'l:15. $ 12 BEE HAN

749867 NXQZ 11/03 20:00 6 2 IH-COLOR-FOX
749867 NXGZ 1-1/04 22:00 50 2 SBR TREK-GEtlERATH
749867 NXCZ 11/04 22:15 22 2 STAR TREK-GEHERATH
lh9867.NXGZ.TR/04.22:30 ..83 2 SBR..TREK=GEHERATH
749867 NXGZ 11/04 22:45 61 2 STAR TREK"GEHERATH
749867 NGH Il/06 20:15 2 4 DULLS DKBL

149867 NN 11/06 20:45 1 4 DULLS BKSL

749867&SR $ .$L0621'30~ R.SULLSJlKB&
149867 NXQZ 11/07 22:00 22 2 SBR TREK-CEtlERATN
749867 NXGZ 11/07 Z2:15 22 2 STAR IREK-CEtlERAIN
749867 NXGZ 11/07 22:30 6 2 SBR TREK-CEIIERATN
?B986?.NXGZ $ 1/07 22i45 .ZZ 2 STAR TREK=QEHERAIH
749867 MXCZ 1'I/07 24:00 6 2 HO EkCUSES
749867 NXCZ ll/08 21:45 11 2 NIDDH UDEO FOX
749867 NXGZ 11/08 23:30 17 2 ARSEtIIO BALL SNOM ORIGIHL

~49862 NXGL 11/08 23:RSMA 2..ARSEHIO HALLSHMLORICIIa
749867 MCH 11/09 21:45 1 4 DULLS SKBL
749867 NGH 11/09 22:00 '9 4 DULLS SKBL
749867 NN 1$ /09 22:15 3 4 DULLS BKBL

249867&OH 11/09.22'30 I 4JEULLRJlkh&
749867 NIBS 11/10 16:00 2 2 SOU PRES SU-2
749867 MTSS 11/10 16:45 3 2 HQU PPiES SU-2
749867 NIBS 11/13 21:45 1 1 PGA GRAND SLAB
14985LJIXGZ-11/13 22-'OOMA~TAR TRKKAEHERATP
749867 NXCZ 11/13 22:15 61 2 SThR TREK-GEHERATH
749867 NXGZ ll/13 22:30 '28 2 STAR BEK-CEHERATH
749867 NIBS 1'I/14 13-00 2 2 DOU PRESHITH D

14986ZJIISSJI/$ 427'45 ZX GOOD.TIDES
749867 kTBS 11/14 18:00 I 2 BEVERLY HILLBILLIES, THE
749867 NIBS 11/14 21:45 1 2 NOO PRESHTB 1

749867 NTBS 1$ /$ 4 22:00 9 2 DOU PRESHTTH 1

.~4986LNXGL1$ /LR 22:00 33MSIARDREK=GEHERATH

HH-ID CALL DATE START ONC T TITLE
TIME DIH V

P

749867 NIBS ll/14 22:15 15 2 NOU PRESHTTH 1

749867 NXCZ 11/14 22:30 83 2 STAN TREK-CEHERATN
749867 NXCZ 11/14 22:45 61 2 STAR TREK-GEHERATN
149867 kTSS $ $ /$ 522:30. JI.2.PERRV-MASON
749867 kTBS 11/15 $ 2:45 15 2 PERRY MASON

749867 NTBS 11/15 13:00 5 2 DOU PRESHTTH D

749867 MXCZ 11/15 20:30 ll 2 AMER-NAHTD-FOX
Z4986LNXGZ 11/15 22:00 IKLZABR-TREK-GENERATION-AS
749867 MXGZ ll/15 22:15 83 2 STAR TREK"GENERATION-IIS
749867 NXGZ 11/15 22:30 83 2 STAR TREK-GEHERATIOH-AS
749867 MXCZ 11/15 22:45 72 2 STAR TREK-GENERATION-AS

~4986?.-NN—11/16 2Z-'45—Z-l '1 OCLOCK HNS-— ——
749867 NCH 11/17 13:15 1 2 DOU GREATS
749867 NXCZ 11/17 13:15 $ 1 2 AFTRHN MATINEE
749867 MTBS 11/17 13:30 5 2 NOU PRES SU"I

—74986?..NXGL.1$ /$ 7-$390. 17 2 AFIRRH NATIHEE-.— .....--....-
749867 NXCZ 'l1/18 22:00 11 2 STAR TREK-CEHERATH
749867 NTBS 11/20 19:30 1 2 SANFORD 6 SOtl
749867 NXCZ 11/20 22:00 39 2 STAR IREK-QENERATH
749867.MXGZ..11/20 22:15 .56 2-STAR..TREK-.GEHERATN
749867 NCH $ $ /?I 11:00 3 2 JOAH RIUEliS SHOR, THE
749867 MTBS 11/21 11:00 2 2 DONNING DOU

749867 MN 1-1/21 11:15 15 2 JOAN RIUERS SHN, THE—-749867 MGH- 11/21 11-'30-15 2 JOAN RISERS SHUN, THE—-
749867 NCH $ -$ /2$ 11:45 12 2 JOAN RIUERS SNOB, THE

749867 NXCZ 11/21 22:00 72 2 STAR TREK-CEHERATH
749867 NXGZ 11/21 22:15 83 2 STAR TREK-CERERATH
14986?-.NCHM I/2$-22-'30~-IMOCLOCN-WIS—-
749867 NXGZ $ $ /2$ 22:30 28 Z STAR TREK-CEHERATH
749867 kXGZ 11/21 22:45 67 2 STAR TREK-GENERAIH
749867 MXQZ O'I/21 23:00 11 2 ARSEMIO HALL SHON ORICINL
749867 NXGZ..11/21.24:00 . 6 LHIIE LITE TNTR
749867 NGH 'l1/22 25:00 5 2 NGN PRESENTS
749867 NN 11/22 29:00 ? 2 SHUN JOS
749867 NN 11/22 29:$ 5 13 2 SHUN JOS
e49867. NCH $ $ /23-2Z:00—5-RAULLLBKDL
749867 NTBS 11/23 22:00 7 1 US OLVDPC GOLD

749867 NGH 11/23 22:15 2 4 DULLS mL
749867 NTBS 11/23 22 $ 5 1 1 US OLVHPC COLD

249867 NN -1 I/?LZZ-30~-4-SULLSAKSI —..
749867 NN 11/23 22:45 7 4 BULLS SKSL
749867 MXGZ 11/23 22:45 11 2 BEAUTV AHD IDE BEAST
749867 MN 1'I/24 06:30 6 2 LOU GRANT

34985?-MISS-.IJI25-IZED~-Z-PERRY-MASON—-
749867 NTBS 11/25 12:45 15 2 PERRY MASON

749867 MTBS 11/25 13:00 5 2 NOU PRESHTTH D

749867 MXGZ 11/25 13:00 56 2 CINEMA SDOCASE
&49867&XGZ 1$ /25J3-$5—834 JZHENAMOCASe
749867 NXCZ 11/25 13:30 83 2 CINEMA SDOCASE
149867 NXGZ ll/25 13:45 83 2 CINEMA SDOCASE
749857 NPCZ 11/25 14:00 83 2 CINEMA SHOCASE
149867 NXCLLI/25-L415~2JZHEBAMOCASE

COSTAQTS MATERIALS SUBJECT TO A PROTECT1VE ORDER IN DOCI&T 50.
944 CARP4990-93 - DISCLOSl3RE OR REIIAAAID PROHIBITED EXCEPT TO

AYMOa~ MPPRZSZNTATDm



'

JAM 26 I:&6
RAG)0.VZS

(c) Cable )ata Corp.
Page 15

HM-IM CALL DATE START VMG 1 TITLE
TIME DIH V

P

749867 NXGZ 11/25 14:30 83 2 CINEMA SMOCASE
749867 NXGZ 11/25 14:45 50 2 CINEMA SDOCASE
749867 NTSS 11/26 12:30 15 2 PERRV MASON
749867. NIBS 11/26 12:45 15 2 PERRV. hASOH
74')867 NTSS 11/26 13:00 4 2 DOU PRESHTTH D
149867 NXGZ 11/26 22:00 67 2 STAR TREK-CEHERATH
749867 MXCI 1.1/26 22:15 83 2 STAR TREK-6EHEPATH
7498&7 kXGI 11/26 22:30 83 2 STRM TREK-GEHERATH
749867 NXCZ 'll/26 22:45 61 2 STAR TREK-GEKERATH
749867 NXCZ 11/27 13:15 72 2 CIHEMA SHOCASE
749867 NXGZ 11/27 13:45 11 2 CIHEDA SSOCASE
749867 MTBS 11/Zl 22:00 3 2 hQQ PRESHTTH I
749867 NX62 11/27 22:00 50 2 STAR TREK-6EHERATH
749867 NXGZ 11/27 22:15 28 Z STAR TREK-CEHERATH
749867 MXGZ 11/27 22:30 33 2 STAR TREK-CEHERATH
149867 MX62 ll/21 22:45 56 2 STAR TREK-GEHERATH
74986/ NXGZ 11/27 23:45 33 2 ARSEMIO HALL AMON ORIGIHL
749867 kTSS 11/30 07:30 I Z GUHSDOYiE
749867 NCH 11/30 08:30 1 I PEOPLE TO PEOPLE
7498&7 NTDS. 11/30 21:00.. 1 4 IIBA BASKETBALL
749867 MTSS 11/30 21:45 2 4 HBA BASKETBALL
149867 NTQS il/30 2Z:00 3 1 U.s. OLYMPIC COLD
749867 QN 12/01 06:15 7 2 LOU GRANT
749861 NN ..12/01 06:30 15.2 LOU NANT.
749867 NN 12/01 06:45 15 2 LOU NAMT
149867 NCK 12/02 14:15 1 2 NOM IT CAH BE TOLD
749867 MTSS 12/03 13:00 2 2 DEADLY kARUEST
749867. NN. 12/D6 25:00. 3.2 DORK IHKOCEHT
749867 NN 12/07 22:30 2 I HENS
749867 NN 12/DS 06:30 10 2 LOU CHART
749867 NIBS 12/09 11:45 9 2 PERRV NSDH: THE CASE OF TME S

U49867 DIBS 12/09 12:00 3 2 PERRY DASOH
149867 MCH 12/09 12:30 10 2 GERALDO
749867 NGH 12/09 12:45 15 2 CERALDO
749867 NGH 12/09 13:00 1 1 HEMS

. 7498&7 NTHS 12/10 11&45. 3 2 DRS..R.S DADGNTER .
749867 MISS 12/10 12:00 15 2 PERRY MASOH
749867 MTDS 12/10 12:15 15 2 PERRY MASON
749867 NTSS 12/'IO 12:30 15 2 PERRY MASDH

249867 NTSS 12/10 lzi45 .14.2 PERRY. DASOD
149867 NTMS 'l2/10 22:00 2 2 TME DEVIL'8 BRIGADE
749867 MTBS 1Z/11 IZi00 12 Z PERRY DASOH
749867 NTBS TZ/II IZ:15 IZ Z PERRY HASOH

. 7498&7. NIBS. 12/11 12:30 . 15 .2 PERRY hASOH.....
749867 NTBS 't2/11 12:45 15 2 PERRV MASOM
749867 MCK 12/11 13:00 1 I HENS
749867 DISS 12/11 13:00 5 2 MANAII FIVE-0

IHISTER SP

Dh"ID CALL DATE START VQG T TITLE
IIME DIH V

P

749867 M1BS 12/ll 21:45 I 2 THUtlDERBALL
749867 MTDS 12/12 11:30 I 2 THK RULES Of MARRIAGE
749867 MGH 12/l2 11:45 1) 2 JOAN RIVERS
74986?.NTDS .I2/12 11:45 .. 3 2 TMK.RULES. OF..MARRIAGE
749867 kTDS 12/12 IZ:00 15 2 PERRY MASOH
749867 QTSS 12/12 12:15
749867 NIMS 12/'l2 12:30

14 2 PERRY MASQk
15 2 PERRY MASON

749867 .NIBS. 12/12 12:45...15 2 PERRY. NASOH
749867 NTSS 12/12 13:00 3 2 TME PARADISE COHHECTIOH
749867 NCH 12/12 22:45 2 I HENS
749867 NIBS 12/13 12:00 15 2 PERRY MASOH

. ?4986?..NTDS 12/13 12:15 . 15 2 PERRY MASOK.
749861 NIBS 12/13 12:30 15 2 PERRY MASON

15 2 PERRY MASON
12 2 8 COVEtlAHT NITM DEATH

1 2 SLEEPER
4 4 HBA DASKETBALL
1 4 HMA BASKETBALL

15 2 PERRY MASOH

749867 NTBS 12/13 12:45
749867 NTSS 12/13 13:00

..749861 QTSS 12/13 24:30
749867 MGH 12/14 21:15
749867 MISS 12/14 2'I&15
749867 MTMS 12/16 12:00

2%98&7 QTDS.12/T&.12:15 'l5 2 PERRV NASDH
749867'QTSS 12/')6 l2:30 15 2 PERRY DASOH
749867 MTMS 12/16 12:45 15 2 PERRV MASQH
749867 NTMS 12/16 13:00 8 2 CDATO'S CAHS
749867 MTBS .12/17 22:00 . 2 2 URBAtl CONBOY..
749867 NTBS 1Z/18 I'I:45 2 2 EINT IS EHOUGH
749867 NTNS 12/18 12:QO 15 2 PERRY MASOH
749867 NTSS 12/18 12:15 15 2 PERRY MASON
749867 NIBS 12/18 12:30 .15.2 PERRY MASOH
749867 NIBS 12/18 12:45 15 2 PERRY DASOH
749867 MGH lz/18 21:45 2 4 COLLKCE BASKETBALL
749867 NTHS 12/19 12:00 12 2 PERRY hASOH
749867.NTSS 12/19 12:15
749867 MISS 12/19 IZ:3D
749867 NTBS 12/19 12:45
749867 NTSS 12/19 13:00

....149867 NG)l 12/ZO ll:3Q
749861 MN 12/20 11:45
749867 NIBS 12/20 ll:45
749867 NIBS 12/20 12:00

15 2 PERRV.hASN
15 2 PERRY DASOH
15 2 PERMiV hASOH

4 2 BEI'ili ISLAHD
. 8 2 JQAH RIVERS
IZ 2 JOAN RIVERS
3 2 8 VUESTIOH OF LOVE

15 2 PERRY MASON
. ?49867 .NIBS 12/20 12&15. 1 2 PERRY.DADOS

5 2 TMK SEAST Of HOLLOD MOUHTAIH749867 kTMS 12/20 25:15
749867 MGH 12/22 2'I:30 2 2 LIFESTViLES OF 1HE RIN AHD FAMOUS
749867 NIBS 12/23 ll:30 1 2 MHERE TDE LILIES BLOOM
7498&7 NIBS 12/23 12:00 13 Z.PEmt&LDASOP
749867 NTBS 'lz/23 12&15 15 2 PERRV NASOH

15 2 PERRY MASOH
15 2 PERRY MASON

749861 NTMS 12/23 12&30
749867 NTDS 12/23 12:45

749867 NTBS 12/23 'l3:00
749867 MGtl 12/24 11:00
749867 NGH 12/24 11:15
749867 NGH 12/24-11:30
749867 NGH 12/24 11:45
749867 NTBS 12/24 11:45
ZII9867 NIBS 12/24 12:00

.749867 DTSS 12/24 )2:15
'49867 MTSS Iz/Zn 12.:30

749867 NTMS 12/24 12:45
749867 MTBS 12/24 13:00
.149867 NIBS 12/24 15:00 .

749867 NTBS 12/24 17:15
749867 NN 12/25 11:00
149867 NGH 12/25 11:15

.749867 NGH 12/25 11:30
74'9S67 kN 12/25 12:00
749867 kTBS 12/25 12:00
749867 NTSS &Z/25 21:15

. 7498&1 NIBS 12/25 21.:30
749867 NIBS 'l2/25 21:45
749867 NTDS 12/25 ZZ:00
749867 NTBS 12/26 12:00

. 7&I9867 NTSS 12/26 12:30
149867 NGtl 12/27 11:00
749867 NN 12/27 11:15
749867 NN 12/27 11:30
749867. NESS 12/27 .25:15
749867 NTSS 12/27 25:30
749867 NIBS 12/28 21&45
749867 NTSS 12/28 22:30

.. 749867 MTHS 12/29 20:00
749867 NTSS 12/29 21:45
749867 NTBS 12/29 22:30
749867 NTBS 12/29 22:45
7.'l9867 XNN 12/30.21:45
749867 XNGH '12/30 22:00
74986Z NTBS 12/31 ll:45
749867 NTBS 12/31 12:00

. ZAVB&7 QTBS 12/31 lz:15
749867 MTMS 12/31 12:30
749861 NTBS 1Z/31 12:45
749867 NTMS 12/31 22:00
149867.. O'TBS.12/31-22-'15.
749867 NIBS 12/31 22:30
ZRVS&7 MTBS IZ/31 22:45

9 2 TDE CMARGL AT FEATHER RIUER
1 2 JOAN RIVERS

15 2 JOAN RIVERS
— 15 2 JOAN RIVERS

13 2 JOAN RIUERS
1 2 Ah IHHOCEHT LOUE

15 2 PERRY HASOH
15 2 PERRY NASN
15 2 PERRV tlASON
15 2 PERRY NASOH
11 2 THE BANGED MAN

6 2 POPEYE
5 2 GOOD TINES

14 2 JOAN RIVERS
15 2 JOAN RIUKRS
12 2 JOAH RIUERS

1 2 GERALDO

2 2 THE PEOPLK THAT TIME FORGOT
15 2 OH, GODl
15 2 OM& GOBI..
15 2 Oh, CQDT

3 2 OH, GOD)
9 2 CHIPS
2 2 CHIPS
9 2 JOAN RIVERS

15 2 JOAH RIUERS
1 2 JOAH RIUERS

-4 2 CARRIE- ..
4 2 CARRIE
1 4 MSA SASKETSALL
3 1 U.S. OLYMPIC COLD
2 R COLLEGE FOOTBALL
7 4 COLLEGE FOOTBALL
3 4 COLLEGE FOOTBALL

13 4 COLLECE FOOTBALL
. 3 4 HSA BASKETBALL

11 I HEMS

1 2 AHDV CIGFFITM
15 2 PERRV MASOH

.15 2.PERRY. DASUH
15 2 PERRY MASON

4 2 PERRY HASOH
5 4 COLI.ECE FOOTBALL

15 R COLLEGE. FOOTBALL
15 4 COLLEGE FOOTBALL
14 4 COLLEGE FOOTBALL

HM-IQ CALL DATE START UMG 1 TITLE
TIDE MIH V

P

COETAIMH MJLTH1tIALS BUDJECT TO A PPA)TECTTY . ORDER IM DOCKET MO.

944 0AM'-CDM-Oc - DIBCLOBUItZ OR PWEABLP PROHIBITED EXCEPT TO

A'OTHOREPED REPRIPBEMTATIVEB



JSC EXHIBIT

DISTANT SPORTS VIEWING
IN HOUSEHOLD 749867

DATE

1/3/91

1/5/91

1/14/91

1/14/91

1/26/91

1/28/91

1/31/91

2/2/91

2/16/91

2/23/91.

2/23/91

3/2/91

3/8/91

3/9/91

3/12/91

3/25/91

4/4/91

4/6/91

4/6/91

TIME

9:15-9 30 PM

9:00-9:15 PM

9:00-9:15 PM

9:00-9:15 PM

PROGRAM

8:45-9:30 PM NCAA (Bk)

8:45-10:00 PM NBA

9:00-9:45 PM

8:45-9:30 PM

7:15-7:30 PM

9:30-9:45 PM

7: 15- 7. 30 PM
8:00-8:15 PM
8:30-9:00 PM

NBA
NBA
NBA

8:30-8:45 PM
9:15-9:45 PM

2:00-2:15 PM

8:45-9:15 PM

8:00-8:15 PM
8:45-10:00 PM

8:00-9:30 PM

1:45-2:00 PM

8:00-9:15 PM

9:15-10:15 PM NBA

STATION

WGN

WQN

WGN

WGN

WTBS

WQN

WGN
WGN
WGN

WQN
WGN

WGN

WQN
WQN

VIEWING
MINUTES

22

29

19

2
2
7

6
5

2
27

26



4/12/91

4/13/91

4/22/91

4/23/91

4/27/91

4/29/91

5/3/91

5/4/91

5/9/91

5/10/91

5/ii/91
5/i3/91
5/14/91

5/i4/91

5/20/91

5/23/9i

5/24/91

6/3/91

6/10/91

7:15-8:45 PM NBA

9:00-9:15 PM NBA

7:30-7 45 PM MLB
8:45-9:15 PM MLB

7:30-7 45 PM MLB

9:30-10:00 PM MLB

8:45-9:00 PM MLB

7:00-7:15 PM MLB

9:15-9:30 PM MLB

7:45-8:30 PM MLB

8:45-11:15 PM MLB

8:15-8:30 PM MLB

8:15-9:30 PM MLB

8:45-9:15 PM MLB
9:45-10:00 PM MLB

9:15-9:45 PM MLB
9:45-10:00 PM MLB

9:45-10:00 PM MLB

8:15-8:30 PM MLB
8:45-9:15 PM MLB

8:45-9:00 PM MLB

8:15-9:00 PM MLB
9:15-9:30 PM MLB

8:00-8:45 PM MLB
9:00-9:30 PM MLB

WGN
WQN

WQN

WGN

WTBS

WGN

WGN

WQN

WTBS

WGN

WTBS
WTBS

WGN
WGN

WGN
WGN

WGN
WGN

WGN
WQN

15

1
13

13

26

2
1

5
5

3
7

19
6

19
20

6/10/91

6/13/91

6/15/91

8:45-9:00 PM MLB

8:00-9:45 PM MLB

7:30-7:45 PM MLB
7:45-8:00 PM MLB
9:00-9:30 PM MLB

WTBS

WGN

WGN
WGN
WGN

88

8
8

13



6/15/91

6/20/9 1

6/22/9 1

6/22/91

6/24/91

6/29/91

7/1/91

7/2/91

7/6/91

7/7/91

7/11/91

7/12/91

7/13/91

7/14/9 1

7/15/91

7/16/91

7/23/91

7/29/91

7/30/9 1

8/13/91

8/15/91

7:45-8:00 PM
8:15-8:30 PM

8 00-8 15 PM

9:00-9:15 PM

5:00-5:15 PM
7:45-8:00 PM
8:00-8:30 PM
9:00-9:15 PM

8:45-9:00 PM

7:00-8:00 PM

4:30-4:45 PM

8:30-10:00 PM

8:00-8:30 PM
9:15-10:45 PM

8:45-10:30 PM

2:00-2:15

8:15-9:30 PM

9:30-9:45 PM

9:15-9:45 PM

8:30-8:45
9:00-9:15

PM
PM

7:00-7:15

9:15-9:30

7:45-9:30

PM

PM

PM

7:30-7:45 PM

9:00-9:30 PX

7:00-7:45 PM
9:00-9:15 PM
9:30-9:45 PM
9:45-10:00 PM

MLB
MLB
MLB
MLB

MLB
MLB

MLB
MLB
MLB
MLB

MLB
MLB

MLB
MLB

WTBS

WQN

WGN
WQN
WGN
WGN

WTBS
WTBS

WGN

WGN

WQN
WQN
WGN
WGN

WTBS

WGN

WTBS

WGN

WGN
WGN

WGN

WQN

WGN

WGN

WGN

WGN
WGN

WTBS

WGN

34
1
5
4

3
1

1
2
9
3

38

65

13
54

46

38

14

75



8/16/91

8/16/91

8/17/91

8:00-8:15 PM MLB

11:00-11:15 PM MLB

8:15-8:45 PM MLB
9:15-9:30 PM MLB

WGN

WQN
WGN

13
7

8/17/91 10:45-11:00 PM MLB WTBS

8/26/91 8:00-8:15 PM MLB

8/26/91 10:30-10:45 PM MLB

8/29/91

8/29/91

8/31/91

9/8/91

9/9/91

9/14/91

8:15-8:30 PM MLB
8:30-8:45 PM MLB

8:15-8:30 PM MLB
8:30-8:45 PM MLB

9:45-10:00 PM MLB

12:30-12:45 PM MLB

9:00-9:15 PM MLB

9:30-9:45 PM MLB

WQN
WGN

WTBS
WTBS

WGN

WQN

1
5

7
21

9/16/91 10:00-10:15 PM MLB

9/19/91 9:30-10:00 PM MLB 14

9/21/91

9/26/91

11/6/91

11/9/91

11/23/91

11/30/91

8:30-8:45 PM MLB
9:00-9:45 PM MLB
10:30-10:45 PM MLB

8:00-9:00 PM MLB

7:15-7:30 PM NBA
7:45-8:00 PM NBA
8:30-8:45 PM NBA

8:45-9:30 PM NBA

9:00-9:15 PM NBA
9:15-9:30 PM NBA
9:30-9:45 PM NBA

8:00-8:15 PM NBA
8:45-9:00 PM NBA

WQN
WGN
WGN

WGN
WGN
WGN

WGN

WQN
WGN
WQN

WTBS
WTBS

13
16

2

2
1
1

5
2

11

1
2



12/14/91 8: 15- 8: 30 PM NBA

12/14/91 8:15-8:30 PM NBA

12/18/91 8:45-9:00 PM NCAA (Bk)

12/28/91 8:45-9:00 PM NBA

WGN

WTBS

WGN

WTBS

12/29/91 7: 00- 7: 15 PM NCAA (Ft)
8: 45- 9: 00 PM NCAA (Ft)
9:30-9:45 PM NCAA (Ft)

WTBS
WTBS
WTBS

2
7

16

12/30/91 8:45-9: 00 PM NBA

12/31/91 9: 00- 10: 00 PM NCAA. (Ft)

WGN

WTBS .49

Total Viewing Minutes e 1306

Source: 1991 MPAA/Nielsen Peoplemeter Viewing Data
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RANK T I TLE

F~J -z-& ~1991 RANKING QF PROGRAM TIT~ S (Ser ies), NIELSEN I1ETERED distant DATA(c) Cab le Data Cat @or at ion PAGE I

V IELI IN G ACCUSE 'D
MINUTES -PERCENT1 z 1 TOM AND JERR Y

O'NDY'GRTFFTTH " " - "

0 3 l ITTI E HOUSE ON THE PRA I RIE

~RY -ttASON -- ——

5 NAT ION AL GEOQR&AP Ih I C EXPLORER

791,284
630&502
499,867

432&317

6.725
- 8:"273

HAQAI I F FKM-

-CI+I-I&-- hV---DAt.;E"-S---RFNCIJE--R AKGSRS----- ------

"""-'-'~WL IMTWTGNFS '

7 WCQ WRESTLING

„- . —— - — - 8—NAPPY-~%8
9 BRADY BUNCH

N 0 -~-TCHEW-
11 NIGHT COURT

-3t-—-CE&t1M—

13 BEVERLY HILLBILLIES
I 4'-~~'F~SOtt8

& 4 HE

15 MAGNuM, P . I

9~~~-THf -%08M'&s,'7 COSBY SHOCJ, THE

W8" -~0-W-HtES-
28 &9 19 SANFORD AND SON
&&&

- " F0---~NA%Z A
— — ——

& ~

J 32 ~ 2 I STAR TREK - THE NEXT GEMERAT ION
3 &.

&2 .~3&l&H-WMFRC Y —--
$ 4&

Q~~'3 JOAN RIVERS SHOU, THE
-24---

QsL 25 CHIPS
--- P6—.

27 DONAHUE

'- 3'71, 062 "''1 .084''
30' 't 15 12.142

273
&
'920 'I 4. OGO

— 257,445- —'1W-: &6 '60,63615.908

238,164 17.615
23'6;-6-01 ' 1'8; 4A'3

212,285 19.186
'4 9', 948 -19 . 9d

0'09&638

-- -243;-507

180 & 683
'75',951"
170, 020

20.654

21 .998

162,627 24.371
' 149 &

I'-M "-'M'4-,-893

148&245 25. 412
—— 14 0-; 781 — PB

140, 091

1%"P-;579- - — 83 . 802" "--
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1991 RANKING OF PROGRAM TITL 8 (Ser ies), NIELSEN METERED(c) Cable Data Carporatian PAGE
RANV. T I TLE VIEMTNG

MINUTES
ACCUSE'ED
PERCENT

28 HAPPY OAYS, AGAIN

2 9'" "C11A'RL'E~v XN CHARG'E

30 CHEERS
-"" 31 -L" EAVE "-I-T-TQ BEAVER

32 SALt Y JESSY RAPHAEL
— - 3"3 --D1ICKTALWS

34 MAMA ' FAMILY

35' DRKAlt 'CF "JEANNIE' --'6
M~A~S*H

3 f -CAPTAIN- PLW5ET - -- - - .--- '' 38 WHEEL OF F OR TUNE

NUNSMO~
40 WRESTLING NETWORK, THE

98(321 30.865
'98, 257 '30'. 808 "

96,864 31.547
J5,434 31.881--

137,977 26.878
130,705 Z7.'335
126,531 27.778
1 23, '483 %8. 210
121,170 28.634

.1 1 7, 415 29,-045
111,985
108,01~

'9.815'0'l,l?2

30.169
1 OO, $2434 .~2O

033
, C

4B CURRENT AFFA I R, A 94, 801 32. 213

3 'I

C

93'C

— 43 -MOURNE-~H IM;EY
44 HOGAN'S HEROES

— -45— —TEENAGE NVTWNT -Ni@94 TOR'TKX

46 I LOVE LUCY

TA~ ~P'TH

48 HONEYMOONERS
— --- 45-- HEAD': NE WEQS

50 FAMIi Y FEUD

9'0
3 627 32. 53|)

89,634 32.844
W8,125 '3. 1'52

87,947 33.460
86j648
84, 267 34. 058

- -- 83,"T73 -- 34.35$'2,16234.639

1
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RANK TITLE

&I!  
1992 RANKING OF PROGRAM TIT =S (Series), NIELSEN METERED distant DATA(c) Cable Data Corpor at ion PAGE 1

VIEWING ACCUN'ED
lel INUTES PERCENT

~ 'OM AND JE.RR Y

899iUT eete lf r l ill
3 PERRY MASON

i IT I i c~VSE vs TrfE PRAlRIS
5 NATIONAL GEOGRAPHIC EXPLORER

'llMI I 1 Levee 9 0

GERALDQ

G75,157
597;9D D

525,37'I

460,994

336,459

4. 455
6.293

-8. 115
9 729

1 0 . 93'0

12.108
I

13 UPI'Lfll I ill e-L-V L e L LEO '3&';WDD - t3.&8
0 14'- 9 STAR TREK: THE NEXT GENERATION

eeeeA ui 23MpiCii

293,3G7
27'7 . 498

'14.184
1S-. 1S5.-

I

16

 26'.
,I

22

11 OPRAH WINFREY

I I lee IQ IVI'» 6

1 3 SEMI TCHED

Shv'IED 92'I'HE eeEi i

269 I 192 16. 097

83 — 8N. 01 
249,961 17 B93

235428» 18. F1%

15 CHEERS 229,128 19.518
261 80NANZM R1N &%36 8~882

~ 36',

2FI

26

 32
30

17 LIKO IS THE BOSS?
A k ~ gA AA ~ ~

9MI%l UEC I1 Me%el 0 MIX

1 9 I LOVE LUCY

21 0, 077
-1 98~488-

186, 837

21. 017

22.365
31 ~ CV equi ri7 9 IDURT—

Q 32 P.1 CH I P S 1789376 23.616
34 BREA I Or MK~N'M N'73~8+ 84~23 *6.

36i

32

23 JOAN RIVERS SHOW, THE

Wf' 'I eeee YS I
'

t4

25 NARR IED... LIITH CHILDREN

1689873
1 59MN8
152, 855

24.814

25.906
'I 6 '

en C I3 ARSF'H ~NMSH@if-- 151—,9~ ~~S. 43M

4

27 COSBY SHOW, THE 150,774



FEB 15 )996
NL1'1ZT ITL

RANK TITLE

) 992 RANK ING OF PRQGR AN T I TLES ( Ser i es ), NIELSEN METERED di st ant DATA

(c) Cable Dat a Corpor ation PAGE 2

VIEWING ACCUM 'D
MTNUTES PER CENT

7

2

28 WRESTLING NETWORK, THE

30 HAWAII FIVE" 0

32 WCW MA IN EVENT WRESTLING

&3=FRRM &~ttP~Y

140,864 27.455
l 34,247
129j360 28.377
l&7, 435 2'8 . 823
1 26, 555 29. 266

1 1 9 M1 3 2 9'. % 8 21

25

 2e
27

22

 23

44 DONAHVE

46 ALL IN THE FAMILY
30

4T PA~ ~QCRAft
+ 32

33

34

 3;

48 DUCKTALES

50 SALLY MESSY RAPHAEL

~ » 34 M+A4 SeH

35=~~%80~; THE

36 MAGNUM, P.E.
37—~33471~71141t 1

38 WHEE'F FORTUNE

F'J—WVhlDND KS

 2D 40 HONEYMOONERS
21',22''2

WCW WRESTL I NG

108,141 30,063
— 1 N'-, 8%1 — "30;A"38

106, 913 30. 812

M OSM%2 31 1S1-

105,092 31.54'9
3~1 8 ——

102,354 32.274
96, 487 32 . S 1 2

94, 600 32 943

93,M9S ~ .N6W

9P., 405 33. 592
90~31 —33—,91 0

89,679 34.224
8Y,498— 34,534
86,861 34.834

— — — M,25$ — --95 '13k

84,643 35.432

 32

4D

42

43



JSC EXHIBIT 2-R

Share of Viewing Minutes
Movies vs. Svndicated. Series

Total Viewing
Minutes (4)

Movies Viewing
Minutes (4 of Total)

Syndicated Series
Viewing Minutes

(4 of Total)

1991

1992

28, 576, 766 (100%')

31, 479, 683 (100%')

8, 712, 454 (30 . 49%')

9, 630, 825 (30. 59%')

14,949,357 (52.31%')

15,531,559 (49.34%')



FEB i5 1996 COUNT
RAGO'1-UNQ-D

BY STATION OF NVNBER OF U IQUE HOUSEHOLDS, 8, VIEWING
1 c) Cable Data Co& por at ion PAGE

CALL T S STr
P P

CITY 1991 AUG F-7 Total gge~l~gDIST 8VBS 'IPs Nihutes axBXaxT 3-R 2

3'YEC
KSTU

MTJC

MYED

13

E NS

I F UT

BOONEV I LLE

HANP TON

SALT LAKE CI TY

OH SPRINGFIELD

NC GOLDSBORO

1,015
1, 196

1,378
8,398

3I

~ la

jG

 i7,
I 9i

0-,.'l

22

 23
2d

26

~ 26
I

27

26

P"
30

31

32

33

 33
36

37

 96
39.

a nO

n|'BSI

MKBS

K I XE

KEET

MLVT

MGGT

MN JS

KAID

WCTI

MSAM

MTVE

WBSG

MIPB

KRMG

MCAX

MHNS

MLUC

WPlGC

KAAL

47

13

39

48

R3

04

1B

07

51

81

49

10

06

N C CO

I F NO

I R PA

E CA

N A TN

E CA

E PA

I NC

E NJ

E ID

N A NC

N C MI

I PA

I GA

E IN

E NN

N C VT

I F NC

N C NY

N 0 NI

N A NY

COLORADO SPRINGS

CAPE G?RAIDEAU

ALTOONA

REDDING

MEMPHIS

EUREKA

ALLENTOWN

GREENSBORO

CAMDEN

BOISE

NEM BERN

MAUSAU

READING

BRVN$MI CK

NUNCIE

LAS CRUCES

BURLINGTON

ASHE VILLE

'ROCHESTER

NARQUETTE

8 I NG H ANT 0hl

AUSTIN

3,462

4,488
4,688
4,892
5,394
5,637
5, 869
5, 985
6, 108
6,664
6,771
7,584
7, 829
8 546 0

12, 057 0

12, 986
14, 959

0



)  .-

CALL CH T

KNSB

WTOC

MDSI

11 I

11 N

61 I

FEB 15 19'96
RAG01-UNQ-D

COUNTS

S ST

P

AZ TUCSON

SAVANNAH

CHATTANOOGA

15, 276
16,919
17,212

t
BY STATION OF NUMBER OF UNIQUE HOUSEHOLDS, 4 VIEWING(r) Cable Data Corporat ion PAGE

CITY 1991 AVG F-T Total Viewing— -DIST SUBS HH s — RIeuTw&

~ 14

15

KTBO

KTVX

KTZZ

LIR DC

MHVS

KHAI

14 I

04 N

22 I

28 N

10 E

20 I

OK

UT

OKLAHOMA CITY

SALT LAKE CITY

HI HONOLULU

MA SEATTLE

DURHAM-RALEIGH

MI M ILMAUKEE

17, 488
17„975
25,214
c?7, 173

29, 126
29,862

19,

 29'}~

22

24,

23'24

27j

29

 29
30;

31

C+ 32

33l

34

039

~„l
j} 39I

WGGB

MKPC

MOLD

KHSH

MCHS

MNAL

KCAU

KMEB

MVTM

KETK

KTAB

KHTV

WMNT

KTRV

10 N C

08 N N

40 N A

15 E

25 N A

67 I

08 N A

44 I F

09 N A

10 E

13 N N

56 N N

32 N C

39 I

18 I

19 N C

12 I F

18 N A

MI

TX

MA

KY

SC

TX

MV

AL

IA

HI

AL

Tx

TX

TX

FL

AL

SAULT STE MARIE

LAREDO

SPRINGFIELD

LOUISVILLE

COLUMBIA

ALVIN

CHARLESTON

GADSDEN

SIOUX CITY

MAJLUKU

BIRMINGHAM

JACKSONVILLE

AB ILENE

HOUSTON

CLERHONT

HUNTSV ILLE

NAMF}A

EAU CLA IRE

33,207
1, 938
3, 9g'8

10,893
12, 452
1,301

20,533
875
329

14,547
81, 132

6,407
5, 167

75,036
51,295
26,333
4,709.

188
637

880
1, 082

1, 148
1 1, 797

1, 813
4, 517

1 6,653
7,144
8& 402

10,188



FIO I 5 1996
RAG01-UNO-D

tCOUNTS BY STATION OF hlUNBER Of UNIQUE HOUSEHOLDS, lt VIEWING(c) Cable Data Compos at ion PA-GE
CALL CH T S ST C I TY

P P

l 991 AVG F-T Tot a 1 V 1 evt ~nSIST SOBS HH s htxniites

m+'O

6

O
I

4'2

l3,

~ la,
IIS,

16

'I 9

 2O
21

WOLF

ZITI
WPTV

WBGU

KWET

WLI 0

KOLN

KOKH

WKSO

WREG

38 I

06 N

05 N

27 E

12 E

35 N

25 I

29 E

11 E

62 I

03 N

F PA SCRANTON

C W I Nl LLlAUKEE

N Fl PALtt BEACH

OH BOWLING GREEN

OK CHEYENNE

C GA RACON

N OH L INA

C NE LINCOLN

OK OKLAHOMA CITY
KY SOMERSET

HI HONOLULU

NO KANSAS C I T Y

C TN ttENPHI S

I t l273
39,93t

587
28,600
8,219
4,330

29,572
1,727

l6,153
4, 770

15,838
18, 443
1, 405

1 'I8,358
1,500
I, 527

2 3, 111

3,194
6,683
7,791

2 10,837
2 13,'118
2 18, 095

27&943
2 41, 985
2 97, 603

2.2'"

24
O

26.

&Z 26!
CER
W 24

~m+ 2B

34!O
3 I .'L

G

(UQ 36,

8 -I

a,
~fy 4 ~ I
m

42

WYCC

KCSN

KUTP

KUTV

KT IN

MTSF

MDKY

WNCT

WIRB

KCIT

KTBN

KPBS

20 E

60 E

23 E

45 I

IL CHICAGO

CA SAN NATEO

tt I EAST LAhlS1 hlG

AZ PHOENIX
02 N N UT SALT LAKE CITY
21 E IA FORT DODGE

61 I K Y ASHL AND

56 I F KY DANV ILLE
09 hl C NC GREENV ILLE
31 I F GA ALBA hlY

56 I FL NELBOURhlE
'I 4 I F TX AHAR ILLO
40 I R CA SANTA ANA

15 E CA SAN DIEGO

405
I7, 783

10, 130

14,365
71,161
3. 900

9, 763
19,992
59,104
9,397
4,473
Gl962

11,835
184994

1, 996

4,393
15,747
20, 143

23, 316

28, 067

40,968
¹2,252
46, 398

48,206
3 52, 937
3 56, 975

861

r 44



F 15 'I996 COUNTS
RAGO'I-UNO-D

f
BY STATION OF NUMBER OF UNIQUE HOUSEHOLDS, 4

. (c) Cable Data Cor potation V IELI ING
PAGE

C

Ol
CD c.

0Z

CALL

MNCC

LIHP

MLMT

MKBT

LIC I A

LIP TY

23
25

30
08

03

P P

I

N C

I
N C

N C

I F

CH T S
r

IN

PA.

LI I

IL

TN

CITY

MARION

HARR I SBVRC

NEMPHI 8

LA CROSSE

CHANPAI GN

MEMPHIS

1991 AVG F-T TotalDIST SUBS HH" s

6, 255
24, 260
48,893
25,494
34, 203
38, 396

Viewing
Minus es

10, 904
6,503

14,756
21,445
23 817
45,787

~ O

 zo.

KMHY

MLISB

MXGZ

KVVT

22
40

KOB 04

KASN 38

S

N A

CA

FL

I MI

I CA

N N NM

I AR

ALBUQUERQUE

P I NE BLUFF

LOS ANGELES

SARASOTA

APPLETON

BARSTOLI

3, 725
8, 842

44, 401
124 i 526

5, 092
25 e 728

67, 961

87,432
142,433

Gg786
'I 3, 858
20,728

14

N N

I F

IL

NN

CHICAGO

ALBUQUERQUE
44'08
P7, 173

34, 621

35,787
KFVS

KRIV

MKO I

LISBN

MRC

43
07

02

04

NO

I R IN

N C MA

CAPE GIRARDEAU

HOUSTON

8 I CHNOND

BOSTO~

N C IL CHICAGO

N N DC LIASHINGTON

30&455

55,589
37i601
63, 013

234, 579
52, 6'I 1

6

6

53,737
522,193

3, 300
11p303
14, 981

48, 21iBE
0 a

NO ps

JG

~vOlO'0 ss

lA

III~~
L.

MISC 03

KTXH 20
LILTV 23
LIVLA

LITVQ 36
LIPGH 53

23

bl A

I F

KY LEXINGTON

PA PITTSBURGH

N A OH

N C MI

AKRON

NADI SON

N N BATON ROUGE

I TX HOUSTON

I S FL MIAMI

32,567
150,519
24,883
36, 020 8
69,243
87,682
38, 607

7

7

151,480
620,435

1 1,649
65,038

I I 5 &5G5

7, 591

26,840



F 'lc 1996 COUNTS
RAQ01-UNO-D

BY STATION OF NUNBER OF NIQUE HOUSEHOLDS, 4 VIEMINQ(c) Cable Data Corporation PAGE
V t

(L
a 6

m

1:
Oz,E e'

9,

CALL

KRON

MP CB

MLE.X

'SBE
KSDK

18

N N

I R

CH T S

PA

CITY

SAN FRANCISCO

GREENSBURG

LEXINGTON

PROVIDENCE

ST LOUIS

236,558
41,130
31,499
35,573
97, 3P9

10 8, 943
10

10

13,150
56,416

11 16,049
4'1, 203

1991 AVG F-T Total Viewing—1l I ST WUBS — HH" s — WMu~s——

10 ii
tk

KDNL

MCF C

KSTLJ

MABC

30 I F

38 I R

07

HO

IL
ST LOUI S

CHICAGO

WA TACOMA

NY NEM YORK

2'1, 727
118, 754
236, 918
3SO, 947

1 1 G03,712
1& S, 052
12 38,48S
13 ¹, 718

tt-
 u,

(3'6
I~ lQ t61

I—
Q t7]a

t6
LLIj t9:
CQ g
CE 96

33i

3 a(
(O

34.'UQ

96

36,

KCPT

MP X I

LJEY I

KATV

MCCO

MXIA

MPV I

MPBT

MGBS

MSEE

QNUV

KFCB

25

07

E NO

N N

N C

N A

PA

Hl

AR

GA

NO

FL

N C PA

I ND

E CA

I R

KANSAS C IT Y

P ITTSBURGH

SAG INAM

LITTLE'OCK
NI NNEAPOL I 8

ATLANTA

KANSAS CITY

PHILADELPHIA

NI AHI

PHILADELPHIA

ER IE

BALT IGNORE

SAN FRANCISCO

CONCORD

76,304
113,666

1, 987
1 02, 889
45,320

3803870
92,858

223, 327
222, 124
160, 912
12,333
'l 47 266

191,207
307,630

14 1 l, 072
'l4 136, 'l54

194,727
15 112,281
15 206,949
16 37,057
16 45,317
17 43 232
17 12,693
18 86, 182
19 384, 072
21 131,803
21 205,259
22 2, 374U3 97

03& 36

39

46

i~Q"
at'

63'Q

44

WNZU

MGNX

ML IM

I S

I
NY

GA

NY

CT

NY C-NELlARK

ATLANTA

GARDEN CITY

NEM LONDON

208& 388
221, 32G

145, 717
290 J 080

22 54,458
71, 189

24 63, 907
ZG 22,423



FEB 15 1596
RAGO'1-UNQ-D

CALL CH T S ST CIT'Y

P P

COUNTS BY STATION OF NUBBER OF UNIQUE HOUSEHOLDS, 4 VIEWINGf,c) Cable Data Ccv poraxion
1991 AUG F-T Total ViewingWIST SUBS HH's Ninutes

PAGE

3

&C

 :e
Q 22

O+:3
"4

3e.
CC
&=l+ 3e
l&j I

ze

"C

E
CL,(O~ 3Z
Kl

33

34

~ 33I 36IJl

LA~Q 38

39
LLl

4 &&

MDCA 20 I

WPHL 17

KTVT 11 I

KTLA 05 I

DC WASHINGTON

PA PHILADELPHIA

TX FT WORTH

CA LOS ANGELES

WLVI 56 I NA CANBR IDGE

KTSF 26 I Q CA SAN FRANCISCO

L1NYM 05 I F NY NELl YORK

lJHA 21 E MI HAD I SON

MPRI 12 N A RI PROVIDENCE

MCAU 10 N C PA PHILADELPHIA
KERA 13 E TX DALLAS

KGO 07 N A CA SAN FRANCISCO
MKEF 22 N N OH DAYTON

KCAL 09 I CA LOS ANGELES

MNET 13 E NY NYC-NELlARK

MXIX 19 I F OH CINCINNATI
KCET 28 E CA LOS ANGELES

KPIX 05 N C CA SAN FRANCISCO
MTTG 05 I F DC WASHINGTON

KYW 03 N N PA PHILADELPHIA
KMGN 02 I CO DENVER

KSCI 18 I S CA SAN BERhlARDINO

WFLD 32 I F IL CHICAGO

LINEAR 02 N N ND BALTIMORE

KTVU 02 I F CA OAKLAND

KICU 36 I CA SAN JOSE
KCRA 03 N N CA SACRANENTO

221,777
306, 273
371, 049
259, 278
23,308

289,834
237,308
297,644
171, 018
301, 909

462, 073
362, 604
215,798
180,427
218,738
70,519

260,652
249,523
449, 700

223,451
524, 667

345, 821

27

30

30

30

30

34
36
36
37

35, 657
3, 357

66, 755
8, 577

67,950
7,680

27,318
55,401
57, 931

58, 413
44,536

155,241
30,197
39,350
48& ] 05

136& 367
213,185

9,721
106, 004

30,606
161, 975
50,697
56,316
65,370
68&537

168&489

123, 946



FE 5'996 COUNTS BY STATION GF NUMBER OF IQUE HOUSEHOLDS, 6 VIEWINGRAG01-UNG-D (c) Cab le Oat a Co& por at ion PAGE
CALL

I

SI

KBHK

WBAL
S.

WJ7

KTXL
e

QTTW

CH T S ST
Y T
P P

CITY

44 I CA SAN FRANCISCO

11 N C MD BALT I NORE

13 N A MD BALTIMORE

40 I F CA SACRAMENTO

11 E IL CHICAGO

KTTV 11 I F CA LOS ANGELES I I.

WUAB 43 I OH LORA IN

443, '1 15

290,934
319,497

49 126, 087

35, 619
80, 638

397,584
503,161
698,691
557, 841

232, 163

44,018
58 147,401
58 258, 819

'1991 AVG F-T Total ViewingDIST SOBS HH's Nxnxtes

~ zo
MSBK 38 I NA BOSTON

WP I X 1'1 I NY NEW YORK

QTXF 29 I F PA PHILADELPHIA I4

MKBD 50 I F MI DETROIT
L1BFF 45 I F MD BALTIMORE11

WV IA 44 E PA SCRANTON

709, 196

489,820
5061737
696,731

2,204,541
24975,750

60 105, 10D

62 1787871
69 142,237
7¹ 22,430

172 319,592
234 652,651g.j . SS

K4

WLIOR 09 I
MGN 09

NY NEW YORK

IL CHICAGO

1 2, 605, 8¹6 1, P62 1, 248, 946
21,208,627 2, 242 37500,383

WTBS 17 I Gh ATLANTA~ S6

~ 26'0.

4'1 725 982 44 1 1 0 1475427254

8. Tfr, 744

r
) aSI

I

3SI

361

37

39

4CI



JSC EXHIBIT 4-R

VIEWING MINUTES
ATTRIBUTABLE TO

PEOPLEMETER HOUSEHOLDS
WITH THE HEAVIEST VIEWING - 1991

Top 10

Top 25

Top 50

SERIES/MOVIES

1,440,350 (5.04%')

2,445,171 (8.56%')

3,670,500 (12.84%')

SPORTS

26,731 (0.09%')

94,318 (0.33%')

189,694 (0.66%')

Percentages represent percentages of total viewing
minutes in 1991 study (28,576,766 viewing minutes).



JINN 23 1996 COUNTS BYRAGOI-UNQ2-N

No. of Total'.w~g U.ru qu.eIIonths H-Holds
12 G97

HH's

IO

254

270
253
2G7

G9G 487 6S9 23G 60
r'53 15S 246 G7 17
c'.69 157 261 GS r'6

295
310

235 ''93
301 308 172

283

297
55 25
54 32

289
3c'.9

271

310
c 39

328
153 2GG 45 29
156 -91 57 23

3 c.'0 296 318 134 279 43 29
41G 380 415 183 333 63 25
457
403

380 456 138 c96 38 35
307 400 100 199 c.'5 23

I 362 182 355 42 108 9 43

5

I

f

No. of VIEWING NONTHS OF UNIQUE HOUSEHOLDS, BY CATEGORY (~ .~ Q /~( c) Cab I e Data Corpor at I on
HH s HH c HH s HH s HH s

PAGE I

4
5

vl

9

ii{
12
13

1.7

16

)
20
21

22

g
24
26

20(
26
29

33
34

(
36
37
35

3,9
40
41

"-*a

4'1

46

4.g
46

45

~ 0
53

57



JAN 09 199G
RAG01

No. No.—Ho—.o f —HH
VWG

1991 VIEWING HOUSE-HOLDS ANALYZED BY NUMBER OF MONTHS VIEWING(c) Cable Data Corporation
VIEWING JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DECM-I-NUTE-

1P G97 10&307,993 G97 697 697 697 G97 697 G97 697 697 697 697 697
11 P54 2,38'1,87P. 163 245 249 P38 244 c.l3 c51 P43 P4G 246 r50 176
10 270 P.,557&437 141 159 P59 259 PG0 257 c.58 c59 c.65 c.55 173 155

9 295 2,54P.,019 158 '162 176 276 2S6 285 278 P79 27S 172 156 149
8 310 2,111,731 146 155 162 17'1 P96 P93 298 P99 1S5 167 154 154

289 2,137,189 132 144 148 15S 172 274 274 1G7 147 144 134 129
329 1,897,831 137 140 145 '157 1GO 173 200 184 178 1G7 1G7 166
320 1,'r95,595 155 159 167 182 185 G7 75 140 128 116 118 10S
41G 1,452,455 141 153 159 163 60 47 43 40 218 P.15 i 16 209

3 457 1,088,857 185 185 1SS 32 37 38 41 38 4G 201 193 187
2 403 G11,803 149 151 3 '3 4 15 10 14 16 26 183 173

3G2 191,984 150 !3 9 9 3 7 7 3 7 3 10 141

~NY—MONTH—4~02—2& 576- 76G—2—,354—2~-363—2-~394—2~—3~c~~ r424—2~396—2-&432—2-p—363 e-r4-1 1
—e-r409—2-3-454 2—44

12

"o

73

23
72

7

22

30
31

31

3H

3/

3'I

'3



FEB 15 1996 EXHIBIT 7-R
CABLE DATA CORP ORAT I ON

0
0

3
7 s

10

l9

Qis
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'FOX'TATIONS VIEWING, 1990
(c) Cable Data Corporat ion

TOTAL SERIES/MOVIES Ser ies/Movies
VIEWING VIEWING as X of

Viewing
. 000

page 1

EX&IgyT 8-R

KCIT I F .000

KCPQ I F 8,528 8,517 99.871

KDNL I F 126,270 126,249 99.983

K ITN I F 155,835 147,964 94.949

KRIV I F 110,544 108,409 98.0'69

KRRT I F .000

KTTV I F 86,271 75,340 87.329

KTVU I F 85,780 64,512 75.206

KTXL I F 80,095 76,628 95.671

WATL I F .000

WBFF I F 22,432 21,896 97.611

WDBD I F 2,613 2,207 84.462

WFFT I F 595 314 52.773
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'FOX'TATIONS VIEWING, 1990(c) Cable Data Corpor at ion page 2

CALL T S
Y T
P P

TOTAL SER IES/NOVIES
VIEWING VIEWING

Series/Movies
as X of
Viewing

WFLD I F 37,727 36,958 97.962

MFXT I F 112,935 108,423 96.005

MKBD I F 64,568 56,326 87.235

MNRM I F .000

MNYW I F 55,744 52,537 94.247

WOLF I F 723 701 96.957

WTTG I F 38,976 36,160 92.775

WTVZ I F 103,325 101,744 98.470

MTXF I F 39,638 34,949 88.170

MXIX I F 68,769 68,078 98.995

WXTX I F .000

1990 Total 1,201,368 1,127,912 93.886
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KBSI I F

'FOX'TATIONS VIEWING, 1991
(c) Cable Data Corporation
TOTAL SERIES/f10VIES Ser ies/Movies

VIEWING VIEWING as / of
Viewing

0 0 .000

page 3

KCIT I F 56,975 55,422 97.274

KDNL I F 603,712 601,768 99.678

KGSW I F 35,787 35,477 99.134

KNSB I F .000

KRIV I F 122,193 116,567 95.396

KSTU I F .000

KTRV I F 8,402 8,236 98.024

KTTV I F 147,401 130,393 88.461

KTVU I F 161,975 138,104 85.263

KTXL I F 232,163 220, 507 94.979

WBFF I F 142,237 136,983 96.3O6

WDKY I F 42,252 42,118 99.683

WDSI I F .OOO
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CALL T 8
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WFLD I F

'FOX'TATIONS VIEMING,ic) Cable Data Corporation
TOTAL SERIES/MOVIES

VIEWING VIEWING

106,004 100,770

1991

Series/Novies
as X of
Viewing
95.068

page 4

MHNS I F .000

MKBD I F 178,871 155,351 86.851

MNAL I F 637 637 'I00.000

MNYM I F 66,755 68,968 94.318

WOLF I F 18,358 18,385 99.820

MPGH I F 680,435 615,878 99.866

MPTY I F 45,787 44,7'14 97.657

MTSG I F 48,206 45,497 94.380

WTTE I F .000

WTTG I F 48,109 41, 768 86.880

WTXF I F 105, 100 95, 131 90.515

WXI X I F 155,841 158,988 98.510

1991 Total 8,946,600 8,819,536 95.688
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'FOX'TATIONS VIEWING, 1992
(c) Cable Data Corporation  

CALL T S
Y T
P P

TOTAL
VIEWING

SERIES/NOVIES
VIEWING

Series/Novies
as / of
Viewing

page 5

KITN I F 596,647 571, 442 95.776

KMSB I F .QQQ

KSHB I F 1,014,649 1,006,530 99.20Q

KTRV I F 32,183 31,876 99.046

KTTV I F 105,334 94,741

KTTW I F 45,153 44, 184 97.854

KTVU I F 173,553 144,872 83.474

KTXL I F 244,122 231, 262 94.732

WACH I F 54, 135 53,973

WAWS I F 113,325 111, 071 98.011

WBFF I F 138,659 132, 006 95.202

WFLD I F 90,543 85,652 94.598

WFLX I F 654,241 599,794 91.678

WKBD I F 172,849 150, 863 87.280
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'FOX'TATIONS VIEWING, 1992
(c) Cable Data Corporat ion page 6

CALL T S
Y T
P P

WNYW I F

TOTAL
VIEWING

87,591

SERIES/MOVIES
VIEWING

80,209

Series/Movies
as / or
Viewing
91.572

MO I 0 I F 78,755 77,688 98.645

WQRF I F .000

MRGT I F .000

MTTO I F .000

MTXF I F 142,999 122,612 85.743

MMCP I F 1,064 795 74.718

MX I X I F 174, 752 173, 061

1992 Total 3,920,554 3,712,631 94. 697

99.032
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Rebuttal Testimony of
Dr. Peter V. Miller

Northwestern University

I am submitting this testimony on behalf of the Joint Sports Claimants (Major League

Baseball, National Basketball Association, National Hockey League and National Collegiate

Athletic Association) in the 1990-92 cable royalty distribution proceeding. My testimony

responds to testimony presented by Paul Lindstrom of the A.C. Nielsen Company ("Nielsen" ) and

Allen Cooper of the Motion Picture Association of America ("MPAA").

Qualifications.

I am Associate Professor of Communication Studies and Journalism at Northwestern

University. I teach, research and write in the areas of survey methodology, mass communication

and public opinion. During my tenure at Northwestern, my research has focused primarily on

issues involving survey research.

In recent years, a considerable portion of my work has been devoted to analyzing

methods of measuring television audiences, including through Nielsen ratings data, by parties

inside and outside the electronic media industry.

Prior to coming to Northwestern in 1983, I was on the faculty of the University of

Michigan, where I served as Assistant Professor of Sociology and Communication. While there,

I also served as an Assistant Research Scientist in the Survey Research Center of the Institute for

Social Research, and participated in methodological reviews of the National Health Interview

Survey and the National Crime Survey.



Between 1985 and 1991, I consulted periodically with the A.C. Nielsen Company.

Some of the projects I worked on with Nielsen during that time period included developing

questionnaires, training interviewers for telephone surveys, and examining the Nielsen diary

methodology. I also conducted exit interviews with respondents in Nielsen's NTI people meter

sample, and worked with Nielsen for a time period during the Committee on National Television

Audience Measurement's analysis of Nielsen's people meter system. I also participated in a

NOVA documentary on television ratings (a portion of which was devoted to the Nielsen people

meter) that first aired on public television in February, 1992.

I have been active in professional associations in the area of survey research. I am a

member of the American Association for Public Opinion Research, and served the association as

Standards Chair. I am a member of the Research Quality Council of the Advertising Research

Foundation. In addition, I am on the editorial board of Public Opinion Quarterly, and serve as

editor of the "Poll Review" section, which is devoted to analysis and criticism of survey practice.

My resume, containing a list of my publications, awards and professional activities, is appended

as Attachment A.

Background.

In prior royalty distribution proceedings the MPAA sponsored studies of distant signal

"viewing" in cable households. The studies were based upon the Nielsen Station Index ("NSI")

database. NSI uses both diaries and meters to collect audience information in each of

approximately 200 markets, during the four "sweep" periods (February, May, July and

November). The MPAA studies relied upon diary (but not meter) data from NSI cable

households. According to Cooper, there were approximately 200,000 NSI cable households that

returned diaries underlying the MPAA's 1989 study (Copyright Royalty Tribunal, Final



Determination in the 1989 Cable Royalty Distribution Proceeding, Federal Register, vol. 57,

No 81, p. 15295 (1992)).

In the 1990-92 royalty distribution proceeding the MPAA has switched to a "viewing"

study based upon Nielsen Television Index ("NTI") data. The NTI uses people meters to collect

audience information on a continuous basis. During the 1990-92 period, the daily people meter

sample consisted of approximately 4000 households, 60 percent (or 2400) of which were cable

households. On any given day, about 3500 people meter households (and about 2100 cable meter

households) reported usable data.

According to Lindstrom, a total of approximately 4400 different people meter

households had some distant signal viewing during each of the years 1991 and 1992 (Lindstrom

written testimony at pp. 36-37). Some of these households, however, may have been in the 1991

or 1992 sample for as little as one day, while others may have been NTI households for the entire

year or for both years. Lindstrom presents only "sweeps" data for 1990. Those data indicate that

a total of approximately 3700 different people meter households had some distant signal viewing

during the 1990 "sweeps" (Lindstrom Written Testimony at p. 35). Again, some of these

households may have been in the 1990 NTI sample for as little as one day, while others may have

been NTI household during all four 1990 "sweep" periods.

According to Lindstrom, Nielsen recommended that MPAA switch to an NTI-based

study for these proceedings because: "We felt that all things considered, Nielsen People Meter

was a superior data collection method." (Lindstrom Written Testimony at p. 2). See also

Lindstrom Transcript at p. 8044 ("The best technique to use would be the meter.") Lindstrom

also testified that Nielsen's clients — "advertisers and their agencies, networks, TV stations,

program producers, cable systems and cable networks" — consider the 4000 household sample



"adequate." (Lindstrom Written Testimony at p. 4). He also testified that, "...measuring a

television audience is as simple in principle as counting beads." (Lindstrom Written Testimony at

p. 5).

The MPAA people meter studies measure the number of "household viewing minutes"

generated by different categories of distant signal programming during the years 1990-92. The

MPAA studies count each minute that a metered television set is tuned to one of the distant signal

programs, regardless of whether anyone in the people meter household actually watched that

program. Thus, the MPAA studies are properly considered "tuning" studies. Lindstrom

Transcript at p. 8187.

MPAA's Cooper testified that the studies show the value of the different categories of

distant signal programming. Cooper Written Testimony at p. 3. Lindstrom, however, testified

that, "we are not measuring value, we are measuring viewing." (Transcript at p. 8126).

Summary of Conclusions.

1) Lindstrom's testimony suggests that there is general satisfaction on the part of the

television industry with the people meter sample and that the task of measuring television

audiences is straightforward and simple with the people meter. Both of these suggestions are

erroneous. There are significant, industry-recognized problems with the Nielsen people meter

system. In particular, substantial concern has been expressed over whether the achieved people

meter household sample is representative of the nation's television households. While there are

significant problems with the NSI diary-based surveys as well, it cannot be said that the people

meter system is, on the whole, a better technique for providing information for this proceeding.



2) The "household/minutes" data presented by Lindstrom are not relied upon for

typical transactions involving audience information in the television industry. The "household/

minutes" measure is significantly different from the usual measures relied upon by the industry,

including "ratings" and "shares" for all households, and for different demographic groups.

3) The household/minutes data presented by Lindstrom do not measure the relative

values to cable operators of the different categories of distant signal programs. To obtain an

indirect measure of such values one would need audience data different from that which

Lindstrom has offered.

1. The People Meter Controversy

The Nielsen people meter system began as a response in the mid-1980s to a

competitive challenge (by Audits of Great Britain (AGB) to Nielsen's monopoly status in national

electronic audience measurement. After installing its people meter sample, Nielsen "unplugged"

its long-standing NTI meter-diary measurement system. AGB then went out of business and

Nielsen was left as the monopoly supplier of national audience information again, but this time as

a people meter service.

This major change in the method of television audience measurement caused an

unprecedented furor in the broadcasting industry, and the controversy continues to this day. The

broadcast networks, which relied upon the old NTI system for negotiating with advertisers,

adopted new criteria for estimating audiences for upcoming seasons (see Attachment B). The

abruptness of the change led broadcast networks to charge that Nielsen's people meter service was

more the result of commercial expediency than scientific judgment.



A significant outcome of major client dissatisfaction with the people meter service was

their sponsorship of a $ 1 million independent evaluation of the new system, completed in 1989.

The evaluation, conducted under the auspices of the Committee on Network Audience

Measurement (CONTAM), was put forward as methodological research that Nielsen should have

done prior to introducing the people meter system. The CONTAM report was a public vote of

"no confidence" in Nielsen's ability and motivation to scientifically evaluate its new product.

(See Attachment C).

The CONTAM review of sampling and recruitment, field, engineering, editing and

tabulation, and audience data pointed to some areas where the people meter system was

satisfactory (e.g., meter engineering), but also noted a number of areas of significant concern. In

particular, CONTAM reported that the people meter sample had a high nonresponse rate for

predesignated households, a fact that directly affected the representativeness and adequacy of the

sample. The CONTAM report estimated that in mid-1989, approximately 35 percent of

predesignated households were providing usable data. (See Attachment D). In his testimony for

this proceeding, Lindstrom reports that the predesignated household response rate for the people

meter surveys used in this proceeding was approximately 45 percent. Lindstrom Transcript at p.

8223. This response rate is about half of the response rate usually achieved in studies conducted

by the Bureau of the Census, and is well below the typical response rates achieved by major

academic survey organizations in household surveys. A response rate of this kind would normally

be unacceptable for surveys sponsored by the federal government. It raises significant concern

over the representativeness of the sample.

Subsequent telephone coincidental measurement sponsored by CONTAM in 1990 and

1991 further documented problems with the people meter sample. (See Attachment E).

Moreover, between 1990 and 1995, the people meter system has continued to suffer criticism by



major segments of the television industry. (See Attachment F). These studies and criticisms

highlight the fact that, as in any survey, the total error in a people meter survey is only partly

sampling error (the error calculated in "standard error" measures). The remaining portion of total

survey error includes such components as nonresponse error (e.g., refusal to participate in the

study).

Following the coincidental studies, CONTAM in 1994 began to sponsor the System

for Measuring and Reporting Television ("SMART" ) project, an ongoing research and

development operation that generates measurement alternatives to the Nielsen people meter

system. (See Attachment G). To date, the project has conducted a number of studies, has

developed new recruiting and training methods for people meter respondents, has developed a

new meter and has patented a new program identification method. A test market sample of

households are now recording their viewing with the SMART methods. Responding to criticism,

Nielsen has recently introduced a program to improve its recruiting methods for people meter

panel participation. (See attachment I). In addition, Nielsen has decided to increase the size of

the sample from 4000 to 5000.

In summary, from its inception, the Nielsen people meter has been a controversial

development. Major clients were opposed to its introduction, and viewed it as a fait accompli.

These clients independently evaluated it and found it wanting in several areas. They now

continue to critique the system by funding a research and development effort that generates

alternative methods of audience measurement. The Nielsen people meter has a monopoly status as

supplier of national audience information; this fact does not imply that clients of the service are

satisfied with it.



There is also substantial dissatisfaction in the industry with the diary-based NSI

survey. Serious problems of nonresponse and response error are well documented. Despite these

problems, however, NSI data have certain advantages. One advantage is the very large market-

based sample (around 200,000 cable households per year), that permits more reliable

measurement of small regional audiences. Another advantage is the fact that diary participants are

only in the panel for a week, as opposed to up to two years. In basing its viewing study on NTI

over NSI, MPAA has simply traded one set of problems for another.

Household/Minutes And The Audience Information On Which The Industry
Relies

The assumption underlying Lindstrom's testimony is that, since the television industry

relies on its data in making decisions about the purchase and sale of advertising and

programming, the Nielsen people meter survey is a good source of information for this

proceeding. But the data offered by Lindstrom here are unlike the data that Nielsen normally

supplies to the industry. And the valuation decisions made by cable operators with regard to

distant signals are quite different from the valuation decisions for which the television industry

relies on viewing data.

Viewing data are commonly relied on in the industry in connection with the sale of

advertising time or with the sale of programming on which advertising time will be sold.

Advertisers, naturally, are concerned about who will see their ads, and viewing data are thus

important. However, when cable operators purchase distant signals, they do not acquire the right

to sell advertising time on those signals. Cable operators are concerned with whether the distant

signal programs will help attract and retain subscribers.



Moreover, there are important differences between the household/minutes data

presented by Lindstrom and the viewing data used in the television industry. Lindstrom's data do

not differentiate among those who are viewing, how often they view, when they view, or even

which particular programs they view. Instead, Lindstrom offers an analysis that combines

household/minutes in broad program conglomerates and provides no information on audience

characteristics.

In contrast, the audience data used by buyers and sellers of television advertising time

include:

identification of the program source (e.g. station);

identification of the program and broadcast time;

audience size estimates (e.g. "ratings," "shares," average audience);

audience demographic information (e.g. sex, age); and

cumulative audience data (e.g. how many different people or households view a

program over time, and with what frequency).

This kind of detailed information is important to the utility of viewing data in the

industry. However this sort of information is not presented in Lindstrom's testimony and cannot

even be derived from the data produced by Lindstrom. To provide such information, the size of

the sample must be large enough to garner a sufficient number of observations of viewing within

desired audience categories. While the NTI sample is large enough to provide this kind of

information for many nationally distributed program offerings, it is not large enough to offer the

same sort of information for most distant signal programs, as Lindstrom acknowledges.

Lindstrom Transcript at pp. 8077-8086.



3. Household/Minutes and Program Values

As I understand it, the purpose of this proceeding is to determine the relative values of

different distant signal program categories to cable operators. I agree with Lindstrom that

household/minutes do not reflect those values. Lindstrom Transcript at pp. 8125-8128.

The sheer availability of programs in the syndicated program category insures that its

share of household/minutes will outstrip all other categories, regardless of its market worth.

Indeed, Cooper indicates that a factor in commissioning the "viewing studies" was that they

would produce a larger share of royalty payments for MPAA. Cooper Transcript at p. 2819.

No audience information directly gauges the relative values of program types. At

best, audience data might be useful as an indirect measure of value if it shed light on the factors

that make distant signal programming valuable to cable operators — the ability to attract and retain

subscribers. The types of data that one would consider include:

program level measures of audience size;

program audience characteristics that relate to cable subscribership (e.g. head of
household status);

"qualitative" assessments of the level of audience appreciation for programs;

measurement of program viewing over time to assess audience reach and repeat
viewing.

Lindstrom has not provided such data.
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I declare under penalty of perjury that the foregoing is true and
correct to the best of my knowledge and belief.

Peter V. Mil hD.
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Public Opinion Quarterly
Communication Research
Human Communication Research
Journal of Official Statistics
Journal of tbe American Statistical Association

Books

Lavrakas, P., Traugott, M. and Miller, P., eds.,
Presidential Polls and the News Media. Westview Press, 1995.

Protess, D., Cook, P., Doppelt, J., Ettema, J., Leff,
D.,Miller, P., The Journalism of Outrage, Guilford, 1991.

Hirscb, P., Miller, P., and Kline, P.G., eds., Stratecries
for Communication Research, Sage, 1977.

Chapters in Edited Volumes

Miller, P., "Tbe Industry of Public Opinion," in Glasser,
T., and Salmon, C., Public Opinion and the Communication of
Consent, Guilford, 1995.

Miller, P., "Made to Order and Standardized Audiences:
Forms of Reality in Audience Measurement." in Whitney, D.C., and
Ettema, J., (eds.) Audiencemakincr: Media Audiences as Industrial
Process, Sage, 1994.
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Miller, P., and Merkle, D., "Campaign Polls and. America'
Sense of Democratic Consensus," in Miller, A. and Gronbeck, B.,
Presidential Campaicrnina and. America.' Self Images, Westview, 1994.

Miller, P., "The 1992 Horserace in the Polls." in Crotty,
W., (ed.), America's Choice: The 1992 Elections. Dushkin. 1993.

Miller, P., Nerkle, D., and Wang, P., "Journalism with
Footnotes: Reporting the 'Technical Details'f Polls," in
Lavrakas, P., and Holley, J., Pollincr and Presidential Election
Coveracre. Sage, 1991.

Lavrakas, P., Holley, J., and Miller, P., "Public
Reactions to Polling News during the 1988 Presidential Election
Campaign," in Lavrakas, P., and Holley, J., Pollina and
Presidential Election Coverage. Sage, 1991.

Miller, P., and. Cannell, C., "Experimental Interviewing
Technigues." in Thornberry, Owen T., "An Experimental Comparison of
Telephone and. Personal Interviews." Vital and Health Statistics.
Series 2, No. 106. 1987.

Groves, R., Miller, P., and Cannell, C., "Differences
between, Telephone and Personal Interviews Data." in Thornberry,
Owen T., "An Experimental Comparison of Telephone and, Personal
Interviews." Vital and Health Statistics. Series 2, No. 106.
1987.

Cannell, C., Groves, R., Niller, P., and. Thornberry, O.,
"Study Design." in Thornberry, Owen T., "An Experimental Comparison
of Telephone and Personal Interviews." Vital and Health
Statistics. Series 2, No. 106. 1987.

Cannell, C., Miller, P., and Oksenberg, L., "Research on
Interviewing Techniques," in Leinbardt, S., ed., Sociological
Methodolocrv, 1981. Jossey-Bass, 1981.

Miller, P., "Issues in Education on Mass Communication in
the 1980s" in Friedrich, G., Ed., Education in the '80s: Speech
Communication. National Education. Association, 1981.

Miller, P. and Cannell, C., Communication of Neasurement
Objectives in the Survey Interview," in Hirsch, P., Miller, P., and
Kline, F.G., Stratecries for Communication Research, Sage, 1977.

Miller, P., "Themes of Measurement in Communication
Research'" in Hirsch, P., Miller, P., and Kline, F.G., Strateaies
for Communication Research, Sage, 1977.
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Kline, P.G., Niller, P., and Morrison, A., "Adolescents
and Family Planning Information: An Exploration of Audience Needs
and Media Effects," in Blumler, J., and Katz, E., Tbe Uses of Nass
Communications, Sage, 1974.

Morrison, Andrew J., P. Gerald Kline, and Peter V.
Niller, "Aspects of Adolescent Information Acquisition about Drugs
and Alcohol," in Ostman, R.E. and. H. Mowlana (eds), Communication
Research and Drua Education. Sage Publications, 1974.

Journal Articles
Niller, P., "They Said. It Couldn't Be Done: Tbe National

Health and Social Life Survey." Public Opinion Ouarterlv, Pall,
1995.

Miller, P., "Which Side Are You On? The 1990 Nicaraguan Poll
Debacle." Public Opinion Ouarterlv. 55:281-302. 1991.

Ettema, J.S., D. Protess, D. Leff, P.V. Miller, J.
Doppelt and P. Cook, "Agenda Setting as Politics: A Case Study of
tbe Press-Public-Policy Connection," Communication. 12:75-98.
1991.

Protess, D., Cook, F., Curtin, T., Gordon, M., Leff, D.,
McCombs, M., Miller, P., "Tbe Impact of Investigative Reporting on
Public Opinion and Policymaking: Targetting Toxic Waste." Public
Opinion Ouarterlv. 51:166-185. 1987.

Miller, P., and Groves, R., "Matching Survey Responses to
Official Records: An Exploration of Validity in Victimization
Reporting." Public Opinion Ouarterlv. 49:366-380. 1985.[Reprinted
in Singer, E., and Presser, S., Survev Research Methods: A Reader.
University of Chicago Press, 1989.]

Miller, P., "Alternative Questioning Procedures for
Attitude Neasurement in. Telephone Surveys." Public Opinion
Ouarterlv. 48:766-778. 1984.

Miller, P., and Cannell, C., "A Study of Experimental
Techniques for Telephone Interviewing." Public Opinion Ouarterlv.
46:250-269. 1982. tReprinted in Singer, E., and Presser, S.,
Survev Research Methods: A Reader. University of Chicago Press,
1989. ]

Selected Papers and Presentations

Miller, P., "Confessions of a Spielritter." Annual Van
Zelst Lecture, Northwestern University. Evanston, 1995.
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Miller, P ., "Utilities Reconsidered: A Comment on
Neuman's Parallel Content Analysis Proposal." Paper presented to
audience conference, Audie, 1992.

Miller, P., "The Business of Public Opinion." Paper
presented to tbe annual meeting, International Communication
Association, Chicago, 1991.

Niller, P., "Audience Construction by Commercial
Measurement Firms.« Paper presented to tbe annual meeting,
International Communication Association, Chicago, 1991.

Miller, P., and Nerkle, D. "More Informed Primary
Election Poll Coverage." Paper prepared for the Informed
Electorate Conference, Annenberg Washington Program, May 1990.

Miller, P., "Some Key Research Quality Issues for tbe
'90s.« Paper presented to tbe Research Quality Workshop,
Advertising Research Foundation, 1989.

Niller, P., «Approaches to Validity in Telephone
Surveys.« Biennial Bellcore Measurement and Operations Research
Symposium, 1988.

Miller, P., "Survey Pieldwork Quality: It's Your
Business." Paper presented to the Research Quality Workshop,
Advertising Research Foundation, 1988.

Miller, P., "Ratings Policy and Public Policy." Paper
presented to the Annual Telecommunications Policy Research
Conference, Airlie, Va., 1988.

Miller, P., and Windon, B., «Genesis of tbe 'Bear'ommercial."Paper presented to the annual meeting, American
Association for Public Opinion Research, Toronto, 1988.

Niller, P., «I am Single Source." Gannett Center
Journal, 2:1, Summer, 1988.

Miller, P,, "People Meters: An Historical Perspective.«
Panel presentation at tbe Gannett Center for Media Studies, 1987.

Cook, T., Curtin, T., Ettema, J., Miller, P., and Van
Camp, K., "Television in tbe Life of tbe Schools." Paper presented
to a conference on Assessing Television's Impacts on Education.
U.S. Office of Educational Research and Improvement. 1986.

Miller, P., "Interviewer Behavior as Response Context."
Conference on Contempt Effects in Surveys. MORC. 1986.

Miller, P., «Watching the Village Watchman.« Paper
presented to the Media Research Club of Chicago, 1985.
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Miller, P., "A Comparison of Telephone and Personal
Interviews in. the Health Interview Survey." Paper presented to the
Fourth Biennial Conference on Health Survey Research Methods, 1981.

Miller, P., "Applying Health Interview Techniques to Mass
Media Research." Paper presented to the Third Biennial Conference
on Health Survey Research Methods, 1979.

Miller, P., "On Television and Information." Paper
presented to the Annual Research Conference on Telecommunications
Policy, Airlie., Virginia, April, 1976.

Miller, P., F. Gerald Kline, and Andrew J. Morrison,
"Adolescents Learning about Military Occupations in. tbe Nass
Media." Paper presented to the Research Seminar on Social
Psychology of Military Service, University of Chicago, 1975.

Competitive Papers

Miller, P. and Roloff, M. "An Bxperiment on Journalistic
Treatment of Survey Methods," Paper presented to tbe Annual
Meeting, American Association for Public Opinion Research, Ft.
Lauderdale. 1995.

Rucinski, D., Miller, P., and Hotinski, D., "What tbe Sex
Survey Said: A Case Study." Paper presented to Annual Meeting,
American Association Public Opinion Research, Ft. Lauderdale. 1995.

Miller, P., "Press Coverage of the 1992 Polls: An
American- -British Comparison. " Paper presented to the Annual
Meeting, American Association. for Public Opinion Research. St.
Charles, IL. 1993.

Niller, P., "People Meters: Some Thoughts on the
Bvolution of New Measurement Technology." Paper presented to tbe
annual meeting of the International Communication Association, New
Orleans, 1988.

Niller, P., "Measuring Mass Media Use in Studies of Nedia
Bffects." Paper presented to the annual meeting of tbe
International Communication Association, Nontreal, 1987.

Miller, P. and. Paul Wang, "Social Class, Childrearing
Patterns and Control of Television." Paper presented to tbe annual
meeting of the International Communication Association, 1985.

Miller, P., Robert Groves and Velma Handlin.. "A Record
Check Bxperiment in tbe Study of Victimization Reporting." Paper
presented to tbe annual meeting of the American Statistical
Association, Cincinnati, 1982.
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Groves, Robert, Peter V. Niller and Charles P. Cannell.
"A. Nethodological Study of Telephone and Pace-to-Pace
Interviewing." Paper presented. to the annual meeting of the
American Association of Public Opinion Research, Nay, 1981.

Miller, Peter V. "Beyond Stereotypes: Adolescents
Learning Se~ Roles from Parents and the Nass Media." Paper
presented, to World Congress of Sociology, Uppsala, Sweden, 1978.

PaDe3. Discussions

"Comment on. Single Source Measurement Systems." Media
Research Club of Chicago. September, 1991.

"Single Source: Everything You Ever Wanted in a Survey,
and Less?" Roundtable discussion at the annual meeting, American
Association for Public Opinion Research, 1991.

"A Comparison of Magazine Readership Measureme~t
Techniques. " Panel discussion at the annual meeting, American
Association for Public Opinion Research, Toronto, 1988.

"Setting Survey Standards: A Necessary but Elusive
Goal." Panel discussion at the annual meeting of the American
Association for Public Opinion Research, 1986.

"Survey Standards in Theory and Practice." National
Opinion. Research Center, University of Chicago, March, 1986.

"The Folklore of Audience Neasurement." Panel discussion
at the annual meeting of the American Association for Public
Opinion Research, 1985.

"Making Sense of TV Ratings." Roundtable presentation at
the annual meeting of the American Association for Public Opinion
Research, 1985.

Doctoral Committees

Scott Deatherage, PhD., 1994.
Daniel Merkle, PhD., 1993. (Chair)
Gregory Nakoul, PhD., 1992.
Beth Barnes, PhD., 1990.
Lynn Thomson, PhD,, 1990. (Chair)
Martin Stoller, PhD., 1989.
Paul Wang, PhD., 1987. (Chair)
Hyo Song Lee, PhD., 1987.
Linda Wilier, PhD., 1985.



Petex Vincent Killer, Page 11.

Survey Research Consultation

Joint Sports Claimants, 1995-96.
Commonwealth Edison Company, 1990-1993.
A.C. Nielsen Company, 1985-1988; 1990-91.
American Bar Foundation, 1987-88.
Ciba Qeigy, 1987-88.
National Cancer Xnstitute, 1982.
National Coffee Association, 1982-83.
Michigan Bell Telephone Company, 1981-82.
American Dairy Council, 1981.
American Red Cross, 1981.
U.S. Department of Agriculture, 1980.
Minnesota Community Prevention Program for Cardiovascular
Diseases, 1980.
Department of Communication, Canada, 1975.



believe there is not a great gulf to be

bridged," said Association of Independent

Television Stations President Jim Hedlund.

"There has been a concerted effort to reach

a resolution," commented Thomas Good-

game, president of Westinghouse Broad-

casting's TV station group, who testified on

behalf of NAB. He noted, however, that

NAB's problems with cable extend beyond

must carry.
Cable, he said, competes unfairly with

broadcasters, and if Congress does not re-

store some form of rate regulation, cable

will continue to "siphon" valuable pro-

raming and major sports events away from

ree over-the-air television. He also pointed

out that cable systems enjoy two revenue

streams: subscriber fees and advertising.

"Any advertising they get is just gravy,"
said Goodgame, chairman of NAB's TV

board.
Broadcasters have complained for some

time that cable makes money off broadcast

signals they carry for free. Under NAB's

"if carry/must pay" proposal, cable opera-

tors would have to carry a complement of

local si[„nals and pay for them. But the

association put must pay on the back burner

after Senate leaders told them there was no

support,
Asked if he was advocating "must pay"

instead of "must carry„" Goodgame said

he was not. He thinks must carry should be

resolved; however, he wants lawmakers to

be aware that there are other inequities be-

tween the two competitors.
But that is not how Mooney sees it.

"What we are hearing the broadcasters say

is they don"t like having to pay more for

programing," he said. They are trying to

"brand cable as a kind of illegitimate com-

petitor in the hope that the government will

do something to give them a leg up in

getting back that 20% of audience share

they have lost entirely, and even more im-

portant, to help them keep from losing any
more," said the NCTA president.

Broadcasters still have 76% of the view-

ing audience, Mooney argued. Moreover„

he said, they still get 92 cents out of every
dollar spent on television advertising, and

total industry revenues are nearly $26 bil-

lion a year, while total cable revenues are

about $ 16 billion.
Goodgame told the congressmen that

NAB endorses H.R. 3826, a bill authored

by Jim Cooper (D-Tenn.) that would rere-

gulate rates, provide must carry and chan-

nel positioning protections and impose lim-

its on horizontal and vertical concentration

within the cable industry.
Still, the television executives made clear

that NAB opposes competition from the

telephone industry as a means of dealing

with cable. "The telcos, whether RBOC's

or independents, can only be permitted in

as overbuilds. If the telcos are permitted to

compete with cable, it should be as over-

builds and must be restricted to their histor-

ic role as common carriers. Nor can they be

program originators or suppliers," Good-

game told the congressmen.
"I will tell you that the quantity, quality

and diversity that people come to expect

from free TV will suffer if balance is not
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restored to the marketplace," said Hed-

lund, whose testimony was in line with

Goodgame's.
Several subcomminee members would

like the industries to reach a compromise.
"It's in your best interest to resolve this

now rather than have us resolve it," said

Matthew Rinaldo of New Jersey, the sub-

committee's ranking Republican. Both Ri-

naldo and Markey praised the must carry

agreement reached by NCTA and the Na-

tional Association of Public Television Sta-

tions. Markey said it will be included in any

cable package. It was introduced as a bill

(H.R. 4415) by House Commerce Commit-

tee Chairman John Dingell (D-Mich.),

Markey and Rinaldo among others.

George Miles, executive vice president

of noncommercial WNET(TV) New York,

urged passage of H.R. 4415 as an "insur-

ance policy guaranteeing that the system we

have built so painstakingly will continue to

be available on cable as well as over the

air." However, Sharon Ingraham, chairper-

son of the National Federation of Local

Cable Programers, was opposed to lan-

guage in the must carry bill that would

permit cable operators to put public TV

station signals on access channels that are

not being used.
And Lowell Paxson, president of the

Netwcrk guarantee ciuestlon may
delay start of upfront, due ter

get rolling after networks announce
fall schedules ln coming weeks

The $4 billion u|rfront market, expected to

begin in the next few weeks, may be de-

layed due to a disagreement over the terms

of negotiation. Specifically, as of last week

media buyers and network sales executives

were still debating whether audience ratings

data is accurate enough to serve as a barom-

eter of viewership.
There are oth'er major questions looming

before the upfront market as well. How

much market share will ABC take from

NBC? What effect, if any, will the new

NCAA college basketball contract that cuts

beer and wine advertising by 33% have on

CBS? If that's not enough, there is also

concern about how much automobile manu-

facturers will sIH:nd and what role a "slug-

gish economy'ill play.
Meanwhile, the networks have reported-

ly been considering getting rid of, or at

least cutting back on, offering guarantees
for audience delivery. One network that

may already be prepared to change the rules

a little bit is ABC. Sources inside ABC told

BRQADcAsTlNG that the network has come

up with an audience delivery guarantee sys-

tem that relies more on the homes using
television numbers (HUT) than on actual

shares per program. ABC plans to put it
"out on the street this week." The change
would, according to the network, attempt
to "isolate what might be any dropoffs
between progiam performance and prob-
lems with research methodology dro-
poffs."
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Home Shopping Network, asked the sub-

committee to pass a must carry law that

would mandate carriage of all local full-

power television stations within 35 miles of

a cable system's headend before carriage of

stations located 36-50 miles from the head-

end.
Although most of the hearing focused on

must carry, the issue of vertical and hori-

zontal concentration within the industry

also came under scrutiny, and opinions

were mixed. Daniel Brenner, director of the

communications law program, University

of California, saw no need for legislative

intervention. Brenner said vertical integra-

tion serves "all kinds of goals" and that the

burden of proof should rest with those call-

ing for limits.
Stanley M. Besen, senior economist with

Rand Corp., also cautioned against regulat-

ing vertical integration. Instead, he said,

Congress should remove regulatory barriers

barring the entry of competing media out-

lets. But Robert Picard, editor of the Jour-

nal of Media Economics, California State

University, held a completely different

view. He said the "unfettered vertical and

horizontal integration occurring in the cable

television industry poses the greatest threat

to the public interest that exists in any com-

munications industry today." -Kis

billion question
Doing away with guarantees is not the

advertising community's idea of a good so-

lution. One media buyer described the talk

of doinit, away with guarantees as "very

superficial." Another media buyer put it

this way: "The unfortunate thing is that

if—as we all suspect—there is something

wrong with the system of measurement,

why do the buyers and sellers have to take

the rap? Why do the advertisers have to

take a beating?" As for not relying on

Nielsen at all, the buyer asked whether

agencies are now "su[iposed to imagine

what the numbers are.

'lthoughit gets the most publicity, Niel-

sen numbers will not be the only issue in

negotiations. Commercial load and spot

length will also be a significant factor in the

upfront. NBC in particular logged more ads

in prime time, according to an unreleased

study. A media buyer told BRQADcAsTING

that there is concern about ad loads and that

"lately we have not been able to prevail on

the networks [about] the idea of limiting

expansion of commercial time. We'e get-

ting eaten away on every edge, including

[the idea ofj premiums for 15-second spots

and audience erosion."
It still may be too early to tell whether

this year's upfront will match last year's $4

billion marketplace. Robert Coen, senior

vice president and director of forecasting at

McCann-Erickson, told BRGADcAsTiNG

that improvement in the advertising market-

place may be delayed by a sluggish econo-

my. "There is a reluctance to commit to

higher prices," Coen said.
Usually film distributors are the first to

buy in the upfront. A Blair Television anal-

ysis of maJor domestic film distributors'
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sought from Time Warner, he said, making it hard for the compa- succeeds, it is difficult to tell what effect, lf any, the decision will

ny to answer unspecified demands. Aurelio also said that Tiine have on the cable franchises if they are renewed. -ewl

advertising expenditures shows that total
broadcast TV spending (spot, network and
syndication) by major film companies rose
19% in 1989 to $418 million. Network sd
spending, the report says, was up 14% to

$207 million.
Last year's top network tclcvision advcr-

tiscr by product classification was automo-

tive, with $ 1,490,623,000. Thc automobile
industry is also credited with driving last

4
car's record upfront of $4 billion.
cCsnn-Erickson s Coen said, "it is not

reasonable to expect auto to bc as strong as

last year," addmg that last year showed
"an extreme need for auto to reserve time

for new models." Shcarson Lchman Hutton
auto analyst Joc Phiilippi told BRoADcAsT-

INO that autos will probably be "flat to
down" in the upfront, with a Iot of adver-

tising spending based on summer auto
sales, which would also determine the

amount of auto manufacturers'pending in

the scatter market.
As for how'he networks individually

will do in the upfront, according to Mabon,
Nugent & Co. analyst Ray Katz, ABC cur-

icntly has the momentum. CBS, hc said,

may decide to hold back on its prime time

inventory in the hope that its new shows
will do well and scil better in the scatter
market. NBC, the firm said, will usc its

Thursday night lineup to "leverage its new
shows'ales potential." As for the battle

bctwccn NBC and.ABC, onc network exec-
utive said that there is s "whole lot of

icssurc on NBC based on audience loss."
n the February sweeps (won b)r NBC)

NBC was off 8% in rating and 6% in share.
"No one is predicting that NBC will be

surpassed by households," the network ob-

scrvcr said, "but [NBC) might possibly be
surpassed in demos."

Most fifth cstatcrs interviewed by
BROADCASTINO thought that last year's $4
billion upfmnt market could bc matched.
Last year wss an extremely high year, ac-

cording to John Mandcl, vice president,
director, national bmadcast, Grey Advertis-

ing, adding that if this year does not match

it, "$3.9 billion is still a lot of money."
0

Under fire from the networks, Nielsen
announced May 17 that it had received a
icqucst from the'ommittee on National
Television Audience Mcasuremcnt (CON-
TAM) to "cvsiustc a national audience
measurement system that would combine
existing household tuning and pcopicmctcr
viewing technologies with other method-
ologies." Nielsen said it has "agreed to
respond to CONTAM." Nielsen Executive
Vice PrcsiCcnt William Jacobi said that
"the objective would be to dctcrminc if a
combination of differen methodologies can
be used to supplement the Nielsen people-
meters in determining tcicvision viewing

S~ May 21 1220

N

and demographics." Test data on the pro-

ject, Nielsen said, will not be ready before

ihc cnd of 1990.
The Nielsen Icmcicrs show ihc num-

ber of adults 1849 viewing network prime
time pmgraming declining b 5.5% in March
and 3.6% in April. For the February swccps,
network prime time viewing was off some

8% company to a year a o, Howcvcr, net-

work icscsmhcrs attributed the February dro-

poff to the lack of "blockbuster" specials.
The current dmp has been a httlc bit

harder to pinpoint. Advertisers, for the
most part, have said that they are going
with the Nielsen figures. "The agency posi-
tion is that Niclscn is the most accurate
recording of viewing," said one media buy-
er, adding that the networks'own Com-
mittee on National Audience Measurement
and the American Association of Advertis-

ing Agencies confirm that there was noth-

in)I mechanically wmng with Nielsen. We
will continue to usc Nielsen to estimate
what we think program ratings will be."

One~ sales cxccutivc told BRohD-

chsTINo there is something "flawed" with
the curicnt [ratings] system snd that "no one
bclicvcs [vicwingj changes are as dramatic as
indicated." As for the possibility of abandon-

ing guarantees, the executive said "arrange-
mcnts will have to bc made to cccomniodatc
the unicslistic swings...people will be hard

put to ixkhess hard numbers."
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Fuzzy Picture: TV's NIELSEN Ratings, Long Unquestioned, Face Tough Challenges

Networks and Hopeful Rivals Say Surveys Are Flawed; 'PEOPLE METER's Fingered

Not an Easy Business to Enter
By Dennis Kneale

Staff Reporter of The Wall Street Journal

NEW YORK -- For 40 years, TV's NIELSEN ratings have been
the only show in town.

The data on television viewing gathered by A.C. NIELSEN
Co. have been the unquestioned currency of the business,
dictating how billions of advertising dollars are spent and
determining which shows survive and which ones falter.
Customers didn't mind the monopoly: One set of numbers from a
single supplier made things less complicated.

But now television has turned the tables: It is rating the
NIELSENS -- and it's not pleased with the result.

The company is under fire, its numbers are suspect, and
new rivals are lining up to exploit the tumult. A growing
number of television executives claim that the NIELSEN system

particularly the remote control "PEOPLE METER" device
NIELSEN families use to log who watches what -- has
fundamental flaws. New studies contend the ratings
significantly understate viewing in a number of ways,
especially by children and young adults and people in bars,
hotels and on vacation.

NIELSEN'S trouble began a few months ago, when its
numbers, based on 4,093 homes that are supposed to represent
92. 1 million households, showed millions of people suddenly
ceasing to watch TV. Network viewing had been slowly
declining for several years, but overall television viewing
had remained steady for decades. This sudden, severe falloff
in total TV viewing was unprecedented.

The networks went ballistic, rueful over having to give
Copr. (C) West 1995 No claim to orig. U. S. govt. works



7/19/90 WSJ A1 PAGE 2

sponsors $ 100 million in free commercials to cover the
ratings decline of the first quarter alone. Something had to
be wrong, they argued. They later imposed the first major
change in how ratings are guaranteed to advertisers, using
eight-year trends instead of just the current year'
NIELSENS.

"As a researcher, I'e got to have confidence in the
numbers, and I don'," says Alan Wurtzel, senior vice
president of research at Capital Cities/ABC Inc. "We continue
to do business based on numbers that are suspect, and we can
only do that for a short time."

NIELSEN officials defend their system as proven, accurate
and rigorously tested. John Dimling, executive vice president
at A.C. NIELSEN'S rating service, NIELSEN Media Research,
notes that despite network complaints, the ad industry's
major trade group has endorsed the system.

Nevertheless, would-be rivals see an opening.
Britain-based Pergamon AGB PLC says it will re-enter the U.S.
market soon; two years ago, it racked up losses of $ 67
million in an effort that NIELSEN soundly stomped. Arbitron
Co., NIELSEN'S only major rival in local-market TV ratings,
has set a fall start for a much-delayed system it wants to
take nationwide by late next year.

But any dive into NIELSEN'S domain may well belly-flop."It's anyone's prerogative to come into this market," says
William G. Jacobi, executive vice president of NIELSEN Media
Research.."But if they do, we are going to fight them tooth
and nail. This is a business we love, and we'e going to
defend it with every resource we have."

The sometimes sleepy giant is known for aggressive and
shrewd tactics when challenged. Acquired by Dun & Bradstreet
Corp. in 1984, NIELSEN has annual sales of more than $ 600
million. Yet only about $ 50 million comes from national
television ratings. (About two-thirds of the company's total
revenue is from tracking the sale of packaged goods at retail
stores.) So it is questionable whether the market can support
more than one major player.

After the networks screamed about the measured drop in
viewing, NIELSEN reviewed its procedures and pronounced the
system healthy. Maybe, the company said, the drop was due to
normally sedentary sofa spuds heading outside to enjoy
unusually warm winter weather. But anomalies kept cropping
up

Copr. (C) West 1995 No claim to orig. U.S. govt. works
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In some cases, curiously, the households watching
television held steady with a year ago, yet in specific age
groups the viewing fell sharply. In March, NIELSEN noted only
a 2; drop in households watching all channels in prime time,
but women aged 18 to 34 inexplicably had a deeper decline of
8%. In April, late-night viewing fell only 3% in homes, yet
plunged 13'; for men under age 35, the NIELSEN ratings showed.

How, the networks demanded, could overall viewing be about
the same yet decline so sharply in specific groups?

The national numbers, moreover, contradicted NIELSEN'S own
local-market ratings derived from 200, 000 diaries in the
nation's 200 television markets. 1n February, the local
markets saw no real change in TV viewing from a year before

but the national numbers logged a 5. drop.

In May, according to the local surveys, "NBC Nightly News"
was in second place among the three network newscasts, with
an audience of 9.2 million people. Yet in the national
numbers, NBC was mired in third place, with 1.7 million fewer
viewers.

Television executives and even some people in the ad
industry have been quick to take note. "There's some
suspicion the numbers are fl'awed," says Paul Isacsson,
executive vice president at Young 6 Rubicam Inc. He worries
that they make it look as if ad. agencies are paying higher
prices for fewer and fewer viewers.

If the numbers are flawed, the culprit may be the PEOPLE
METER, the newfangled device that NIELSEN introduced
reluctantly -- for national ratings in late 1987. Before
then, NIELSEN had used diaries. Diaries were a lot cheaper,
but they were prone to error,. especially as the number of
channels expanded with the rise of cable in the mid-1980s.
Viewers forgot what they had watched and simply guessed.

NIELSEN had tested the PEOPLE METER since 1977 without
ever using it. NIELSEN might have waited years more before
switching, but for a rare outbreak of competition in 1985.
British upstart AGB had entered the U.S brandishing the
PEOPLE METER as a major selling point.

The PEOPLE METER works like a remote control. Each viewer
presses some buttons when he or she starts or stops watching
TV. When the set is on, a separate meter automatically
records the channel the set is tuned to. But even if the set
is turned on, what matters most is that someone has pressed
buttons showing that there's really a viewer, or several
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viewers. Even the youngest tots are expected to use the gizmo
when they tumble out of bed at dawn for Saturday cartoons.

PAGE 4

For adults, too, this is an onerous burden of
button-pushing, especially when a NIELSEN home is expected to
do it diligently for up to two years. That may be why almost
half of homes refuse when NIELSEN asks them to join its
PEOPLE METER sample, and why only 47% stay on as members of
the NIELSEN system.

The rate of cooperation may distort the random nature that
the system needs to represent an entire nation's viewing.
Viewers who agree to use the PEOPLE METER may be
systematically different in their television habits from
those who refuse. "It's an enormous potential source of
bias," says Persi Diaconis, a statistician at the University
of Illinois.

NIELSEN'S Mr. Jacobi, however, says getting 47% of homes
to cooperate "is an admirable achievement."

NIELSEN still uses diaries alone in 175 of the 200 TV
markets for local ratings, because PEOPLE METERS would be too
costly to install everywhere. Critics say this might help
explain the difference between the national ratings and
figures derived from local reports.

For households that agree to use a PEOPLE METER in the
national sample, "user fatigue" may understate viewing.
NIELSEN data show the longer some viewers, particularly
younger ones, have the time-consuming device, the less they
use it.

Among men aged 18 to 34, for example, newcomers using the
PEOPLE METER only three months appear to watch 17% more
television than the NIELSEN sample overall, a new study by
the firm Statistical Research Inc. finds. At the one-year
point they watch about the same load as the overall sample, a
sign that they may have grown lax in their button-pushing
duties.

That argument is strengthened by a new phone survey the
firm did of 26,000 homes, says William Rubens, a longtime NBC
ratings executive who now consults to the networks. The
survey indicated that 26~ more men aged 18 to 34 and 33: more
kids were watching TV than NIELSEN showed for the same
period. "It's an inescapable conclusion," he says, that some
parts of the NIELSEN system are a biased representation of
the public's viewing.
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NIELSEN'S Mr. Dimling says that the phone survey, like any
survey, may have its own problems and adds that the survey
results closely followed NIELSEN figures for the broad
category of viewers aged two and above.

The phone survey also showed 52% more visitors watching
television in other people's homes than NIELSEN reported. And
NiELSEN appears to understate other "out-of-home" viewing.
Because its PEOPLE METERS are based only in homes,
TV-watching in bars, hotels and other public places isn'
counted. Nor does NIELSEN count viewing once a family turns
off the set and heads for a vacation. About 20-: of the U.S.
public is on vacation during any given week of the summer
months, and studies find 80% of people on vacation watch TV.

In addition to griping about NIELSEN'S numbers, some
customers are growing weary of dealing with a monopoly and
are looking for alternatives, such as AGB's failed effort two
years ago. "The real killer was aborting the competitive
process before it bore fruit," says CBS Inc. senior vice
president David Poltrack, who supported AGB's effort.

AGB failed in its first attempt partly because it didn'
anticipate the huge investment required and the complexity of
tracking thousands of hours of programs. But counter-moves by
NIELSEN hurt too. In October 1985, just as AGB was unveiling
the results of its first test, NIELSEN announced its own
PEOPLE METER plans -- though NIELSEN didn't switch to the
contraption for two years. The company dealt another blow by
hiring away AGB's U.S. president, Joseph Philport, months
before the AGB service was to go nationwide.

Last month, AGB announced plans to re-enter the
U.S.market, saying it had been "invited" by the three
networks. The fight could be nasty -- and petty. NIELSEN'S
Mr. Jacobi accused AGB of "false pretenses" because, he
notes, no formal invitation had been issued to the company.

"The attack is really quite ridiculous," says Robert
Maxwell, the Britain-based tabloid publisher and chairman of
Maxwell Communication Corp., who bought AGB 18 months ago. He
calls Mr. Jacobi a "monopolist" and adds: "We are in
discussions with the networks and continue to be."

Mr. Maxwell says AGB
investment of up to $ 40
million. But others say
start-up figure. And so
interested in AGB.

can set up in the U.S. on an
million and an annual budget of $ 30
$ 100 million is a more likely
far, only the three networks are
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"If AGB is considered the handmaiden of the networks, even
if they'e doing things right, the effort will be tainted,"
says consultant Norman Hecht, a former AGB executive.

It also raises revenue questions. The Big Three now pay
NIELSEN only $ 15 million combined, less than one-third of the
$ 50 million a year in revenue NIELSEN gets for its national
television ratings service. The rest comes from ad agencies,
advertisers and cable channels, which so far aren'
expressing much interest in AGB.

Nor are NIELSEN'S customers clamoring, as yet, for a new
service called ScanAmerica, from Arbitron. The service would
track both TV viewing and product purchases by the same
sample of families.

Arbitron plans to be in 1,000 homes in five major cities
by year-end and have a national sample of 2,000 homes by late
1991. That will take an investment of $ 125 million, and
Arbitron will lose money on the service well into the
mid-1990s, says Kenneth Wollenberg, executive vice president.

Bristol-Myers Squibb has signed up, eager to match TV
viewing to product purchases. The NIELSEN people "just aren'
moving fast enough for our purposes," says Marianna Reges, a
media manager for Bristol-Myers's in-house advertising.

Still, many television executives doubt that two ratings
services can survive. "It would be like having two monetary
systems," says John Hunt, a vice president at ad agency
Ogilvy 6 Mather. 1f two suppliers turned in different
numbers, it would raise conflicts as to which set was right.
Yet if the numbers were the same, he says, why pay for two
services?

Marshall Cohen, executive vice president at Viacom Inc.'s
MTV Networks subsidiary, says the networks would abandon a
new rival as soon as NIELSEN'S numbers got better. They
blamed a loss of audience two years ago on NIELSEN'S switch
to the PEOPLE METER; a year later they cited. the long strike
by script writers; now it's the PEOPLE METER again. "Next
year," says Mr. Cohen, "they'l blame it on the bossa nova."

But the networks say their complaints are legitimate and
that their desire for a new and better service is real. CBS's
Mr. Poltrack says when he first got into the television
business, he couldn't believe billions of dollars were based
on so fragile a system as NIELSEN'S. "I still can't believeit," he says. "The whole thing is crazy."

Copr. (C} Nest 1995 No claim to orig. U.S. govt. works
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NIELSEN Numbers: What to Believe?

A.C. NIELSEN'S national ratings conflict with its own
local ratings compiled in 200 television markets. Percent
change in ratings vs. a year ago, by group, for total day
7AM-1AM.

LOCAL NATIONAL

Households
Women 18 to 34
Women 35 to 49
Men 18 to 34
Men 35 to 49

1'o

change
4

No change
5

5'.
-10
-10

6
3

Source: A.C. NIELSEN
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A REVIEW QF THE REPORT BY THE

COMMITTEE ON NATIONWIDE TELEVISION

AUDIENCE MEASUREMENT

j. RONALD MILAVSKY

Although the volume and stridency of charges aud counterchargcs
in the pubhc and trade press have diminished recently. there is still

cotisidcrable dissatisfaction with the national television audience mmt-

surcincnt system produced by the A. C Nielsen Conapany The public

tiff between Nielsen and clients was instigated by drops in ratings
for all television in thc final quarter of 1990. which the three major
commercial networks bclievcd to be artifactually related to the peo-
ple-meter methodology etnployed in the attdicncc measurement sys-

tem. The ratings have rcbounded but not back to where some think

tliey ought to be.
No one knows whether these bounces in ratings are arlifactual nr

real, hut there is ample reason to suspect the system ts faulty thanks to
the publication of a remarkable study of national ratings methodology
conducted hy Statistical Research, Inc. {SR1). sponsored by the Com-

inittee on Nationwide Television Audience Measurement (CONTAM).
This rcport took about X years to prepare. htput for thc planning

and execution of thc studies attd for thc writing of the report was

provided not only by members of the three networks who form
Cohl l AM but also by the Association of National Advcrtjsers (ANA)
and ihc American Association of Advertising Agencies {the l'our
A'), the Committee on Nationwide Cable Audience Measurement
(CONCAM), and the American Syndicated Television Association
{ASTA). The A. C. Nielsen Company cooperated with the study by
supplying information and answering many of the questions posed by
SRl. However, all inlnrmation that they considered proprietary was
wilhheld. In addition, some relevant information was not provided
either because it was not available or because Nielsen did not choose
to share it. hlevertheless, many methotlological details werc provided
that have never before been made public:

i. onioobO it tbbvStcV iS Ptefeooor of conlaueiestians st the University of Connecticut.
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The study grew out of the changeover from one ratings system to a

very different one. The replaced system combined two methods. One

method used a "passive" household meter attached to every working
television set in a household sample to gather set-tuning data for the
household. The other method was s diary sent to a separate sample of
individuals to collect persons-viewing data and demographics. Thc data
from thc two separate samples werc then "fused" to report household
viewing data with persons demographic characteristics. The fusion

proces», still in use today in some local markers, weighted the house-

hold meter data for each program hy the average number of viewers
to that program per viewing household within demographic categories
as reported in the diary sample. Any differences between the overall
character of the meter sample and the diary sample were ignored.

The current system of gathering nationwide ratings data relies on
the "people meter." In this method. sample households are provided
"active" meters, meters that record thc same information the previous
"passive" meter collected but that also record the viewing of individ-
ual household members. individuals in the people-meter sample make
a commitment to do things that ordinary viewer«dn not do, When
their TY set is turned on, a rcd light on a device that rests on it goes
on. Each person watching then should press an assigned button on a
remote control or on the unit on top of the TV. Whcrr one or more
have pressed their buttons, a light flashes until an "OK" button rs

pressed to indicate that the individual buttons are registering correctly.
This light flashes and demands response again when channels are
changed and when the set stays tuned to the same»tation for 70 min-
utes to verify that a person is still watching. lurch individual is sup-
posed to push the button whenever he or «he stops watching—per-
manently, or even temporarily to answer the phone, usc the facilities.
or inspect the refrigerator. iiousehold mcmbcrs are asked to undertake
this cornrnitment for 2 years. Thus thc desrgn can be described as a
continuous measurement panel.

Evaluating ratiags methodology is not a cut-and-dried task because
many important details about thc process arc not described in print or
in writing, The CONTAM reporl is seven volumes of about l00 pages
each. One is a summary volume. which also treats subjects not covered
in other volumes. notably, the dif6culties in conducting a study of
nonresponse, and the effects participation over time have on thc qual-
ity of the data provided by panel participants. A scend volume reports
changes in thc data before-~er the changeover from thc household
system to the people-meter system Four volumes are devoled to spe-
cific aspects of the complex system that generates the ratings numbers.
The system reports cover; (I} sample selection, recruitment. and re-
placement, (2) contacts betwccn Nielsen rrtaff and people in the sarn-
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pie, (3) data editing and processing. and (4) an engineering report eval-

uating the hardware. A seventh volume is a report of exit intcrvicws

with people who h«d served as data providers and werc nn longer in

Lhc sample. (All seven volumes are available as a set froin SRi for

$50.00 )
This review will summarize the ma&or findings. For the most part,

attention will be on the Nielsen ratings data-gathering and pr»cessing

system, a» revealed by the SRl study, rather than on thc SRI study

itself. 'lhe SRl study is of high quality, is constructive about ways to

improve people-mctcr methodology. and offers enough suggcsiion» for

worthwhile methodological studies that need to be done io keep a small

army of methodologists busy for years. it is about as fine ii det«iled

description of this ratings ntethodology and its special problems as has

ever existed.

Volume". Review of National Televtsion Audience Datsi

CONTA M rnNDINGS

Thi» volume provides a detailed report of the changes in ratings data
that ui:curred in the changeover from the old to the new methodolo-
gies. that is, from 1986-87 to l987 —88. The main changes were a drop
in the percentage of homes using television and in household ratings
of the three broadcast networks. There was a gain in household ratings
for cable. Viewing data for persons indicated increased viewing in thc
late-night time period and decreased viewing in thc Saturday morning,
children's time period.

The rcport points out that without «n independent standard. there
is rio way of knowing whether thc data emerging from the ncw method
are more or less accurate than the data from the previous method.

Discu s»ion

The drop in television ratings was, ol course, of concern to the whole
industry because any drop in ratings could lead to a drop in adver tising
revenues

The CONTAM report concludes that the increase m persons viewing
in late night is most likely due to applying the so-called 70-minute

editing rule to persons'ata. This rule is that up to 70 minute» nf
viewing of the same channel gets credited to the person and thai, at
70 minutes. verification that the vicwcr is still watching is required. At
that piint a light llashcs on the nietcr and if the person does not press
the ()K button, the viewing stops bemg recorded. The late-night period

Neptodttced with permission af copyright armer. Further reproduction proldblted.
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is characterized by people lalling asleep while watching TY. When this
happened under the old system. only the set tuning counted for up io
70 minutes. l'he new system not only credits the set tuning. which the
old system also did, but additionally credits viewing to thc person or
persons who logged in bclore falling asleep. The increase in persons
vicwitig in late night tends to undermine the credibility of the system
because it indicates that the new systein can register more viewing
than is actually done. lt also points to thc key rotc played by thc rating
»ystem's editing rules.

t he remainder of this volume is addressed to probing lhe availablc
dala furthet'u scc if the observed ratings change between the old and
new systems can be explained through such mechanisms as sampling
error; changes in weighting thc sample to universe estimates of demo-
graphic or video «haracleristics; the increase in VC:R penetration that
occurred over the period; and changes in the makeup of the Nielsen
sample itself. The analyses reported are fragtnentary and often based
on assumptions about extreme case conditions. This is ttccessairy be-
cause data are not readily available that would allow empirical analysis
rather than deduction from assumed parameters. f'r example, per-
son»'ata classified by such household characteristic» n» YC'.lk owner-
ship werc not availablc to the LONTAM rc»carchers.

The report concluded that factors such a» sampling error, utiivcrse
estitnates, differences bctwccn sample and universe estimates.
changes in cable penetration, definitional ch;inges, and YCR use could
account for some, but not all, of the drop in the observed households
using television (HUT). ratings, and share. However, the rest was left
unexplained. Having exhausted the explanatory power of existing
data, the investigation turned tn a clos« examination of thc system
itself—sainpling procedure», contacts with the sample families. editing
and processing. and the hardware that collects thc basic dala.

Volume Satttpling and Field lrttplemeufation

l: I N t&1 8 G 5

The sampling plan uses standard area probability sainpling procedures
down to the household recruiting stage, at which point it departs '1 he
procedure i» to attempt to recruit the randomly selected household
units. called "Basic units." tf Basic units cannot be recruited, attempts
are made to recruit adjacent households matched on cahle status and
presence of children as Alternates. Another departure from random-
ness is that new housing units arc added to the sampling fraine in such
a way as io balance lhc installed saiuplc lo universe estimate» to try

Reproduced sttith yertnittsion af copyright owner. Further reproduction prohibited.
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to compens«lc for high refusal or turnover rates tn certain geographic

tire«a.
ln practice„ the field staff that docs thc recruiting is given consider-

able Ilexibility and more effort goes into recruiting Basic households

than Alternates, which results in ratings differences between the two.

lt is reported that Alternate households register morc television view-

ing than Basic. (Possibly because easier recruits are more interested

in television viewing?) Differences in their relative patterns of program

viewing arc ttot reported.
Ideally, thc recruited sample must be representative of the popula-

tion's ownership of television sets of all types, i:able subscription,

and other relevant television equipment such as VCRs and s«iellite

reception. The more complex the household's equipment, the harder

it is to recruit the household. the more difficult and time consuming il

is to install metering cquipincnt. and the niore, likely sorncthing will go

wrong with this cquipmcnt, either the meters or the monitored sets.

However representative of such factors the originally recruited sainple

is. such representativencss must also be maintained over time because

lhe sainple is maini«incd as a panel. Thus, changes in «household s

equipinent inventory and sttmplc tiirnover became important factors

in determining the probabilistic nature of the sample over time.

The survey industry in general has been experiencing dropping re-

spoiise rates «ttd so has the Nielsen Company. In July 1987 the installa-

tion rate drnpped tn about SS percent When people meters were intro-

duced, there was a clear step drop in thc tread line to SO percent, after
which the trend line continued to drop until June I989, where the line

stops at about 47 percent. The ttsahle data response rate is lower than

that, since those households installed in the s«ntplc have tn go through

editing checks before their data are considered usable, and some

households and persons fail to pass the checks The report estimates

the response rale for usable data from the initial installation to be about

3S percent, which is low enough to cttll into question the initial sam-

ple's rcpri.scntativeness.

SAMPLE TGttwovKR

IIousehokls are always heing added to mainlain a sample size of 4,000

in the face of planned and unplanned deactivation of households from

the sainple. It is thus «dynamic panel. Scheduled deactivation occurs
after a household has served for 2 years.'nscheduled turnover oc-

curs when «sample household moves, drops out, or is l'orced out.

l There arc those who believe ihnt 2 yc«rs is ioo long Poi the prcscnt system because
ur "panci Patiguc" (sce below).
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Total turnover, that is, scheduled and unscheduled deactiv«tions, is

high In one analysis, turnover was estimated at 62 percent in a year
with onc-third leaving on schedule and two-thirds leaving on an

unscheduled basis. Most of the unscheduled losses are duc to the

household moving to a new residence. and about one-third to drop-
out .

When households leave thc sample they are replaced Since the

housing unit is thc sarnphng unit. thc replacement rules are as follows.

if a Basic household moves. recruit thi; new occupants. If the new

occupants refuse, recruit an Alternate. If thc household remains va-

cant, recruit no one. If a Basic household leaves the sample but does

not move, recruit an Alternate. If an Alternate household moves. try
again to recruit the Basic household. lf this fails, recruit an Alternate
with Ihc same cable and child status as the original Basic household.

The above procedures of necessity imply a time lag, but once the

diffet'ence between Basics and Alternates aud the s«mple balancing hy
cable and child status are accepted. the procedures for replacement
arc st«ndard for good panel samples.

lNscussloa

Statistical Research, Inc.. describes the sampling procedures as "pro-
fessional," a judgment with which I generally agree. Ncvcrthe)ess, as
Skl also points out, implementation could be improved There are
several places where expediency and costs arc the driving force re-

sponsible for iindermining the probabilisiic nature of thc sample. In

this regard one would list the lesser effotts made to enlist Alternates.
the flexibility given the field staff that has an as yci unknown impact

on the sanipic, and. of course, thc rate of noncooperation and ihe
unscheduled turnover rate, which «rc both very high.

With a low initial response translating to 3s percent nf persons pro-

vidmg usable data and such high turnover rates, tbcrc is considerable
reason to question sample projectability both initially and as thr sam-

ple ages Without evidence of the comparability vf replacements to
the origina0v intended sample. there is reason to be skeptic«i of the
adequacy of such ratings tn characterize U.S. viewing. A basic ques-
tion is whether the response rate can be improved enough to provide
confidcncc m projections to thc universe.

Thc steep drop in response rate nt the introduction of the pcoplc-
metcr methodology is most probsihly traceable to the added burden this
inethodology places on household members compared to rhe previous
system. It is not discussed, but one wonders how inuch more effort
and resources have gone into recruitment procedures «nd respondent
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incentives in thc ncw methodology than was thc i:ase bclore and how

these levels werc dctcrnuned. Clearly, given the nature of the task. a

grcatcr expenditure of effort should be required. But thcrc is no evi-

dence presented in the CON'fAM report that thc effec of effort and
incentives on response rate ir known. There is therefore no reason
provided ln those pages to make one believe that rcspnnse iales can
bc improved.

maintaining the projectability of s sample over tinic is .always a

problem and the more turnover, the greater the problem. Onc-thol of
nonscheduled turnover is due simply to dropping out What are thc
viewing characteristics of those who do not want to cooperate anymore
compared to their replacements? If they are different, can anything
bc done to compensate? No data are provided on these questions be-

cause a sound study of nonresponsc and sample turnover has not been
done

Volume: Household Contacts

F)NDINGS

As far as household rnetnbers are concerned. the people meter consists
of a device that is pluccal nn top of the TV sct and one remote control
for each TV set. The unit on the top of thc TV contains taimbercd
buttons and red and green lights corresponding to those buttons, while

the remote only has numbered buttons. Each household member has
a mnnher assigned corresponding to the numbered button. Training
consists of instructions about when each household member is sup-

posed to push buttons
Degninon oj the ms'. There is considcrablc inconsistency and ambi-

guity in the definitio of the task provided to household members at
different pomls during the recruilment and training process. In the
recruitmcnt stage, there is a script that can be used by thc field repre-
sentative in thc personal recruitment visit that describes the task as

pushing the button every time "yo«enter thc room to view televisiori.
Nt'hcn vou leave the rootn we ask that you log y&uirself o«t." ln other
materials instructions rcfcr to "watching" generally.

1 he instructional booklet lef1 in the home introtluccs another ambi-

guity—this one about who should press the button. It stresses the need
lor everyone who watches TV to press the button assigned tn them
but also states, that olher members of the family who neglect the task
should have their buttons pressed lor them whenever they start or
stop watching. This is an atteinpt to give each household member ihc
responsibility of providing viewing data for othci members.
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Although they arc giver& thc responsibility. an operational definition
of "watching" is not provided to anyone in the household. Qucstioi)s
That deal with what to do when viewing is intermittent or transitory.
or done as a secondary or even tertiary task, are not addressed. Thus.
by default, "watching" is left for each individual to define and to apply
not only to themselves but possibly also to neglec1ful Incmbers of the
household.

As described above, the task involves more than simply pushing
buttons at the unset and cessation of viewing. Household members
must )earn about thc prompting role of ihc red and green lights associ-
ated with each household menibei's number and of the OK huttoii.
which must be pressed to verify that ihc registered audience is correct.
The (3K button must be pressed on four different occasions. al'ter
checking in. after any channel change (think of what remote control
tuning does to this task), after any one person checks oui, leaving
others watching, and after the same channel has been tuned for 70
minutes.

Pinally there Irc instructions that deal with how thc people-meter
remote works and how to register visitors. Fach 1V watching visitor
must be assigned a separate number and must register viewing jusi like
any niembcr of the family except that visitors also must enter agc and
sex using buttons provided. Each visitor to the home, including any
cable coinpany workers, represents a potential breach m system secu-
rity. The device that rests atop the 'l Y sct. with iis red and green
fiILshing lights, would attract attention on its own. But since visitors
must log in and oui when the TV sei is on during a visit, they are in
fact actively informed that they arc visiting a Nielsen household

CIIildrrn. All children 2 years of agc and older arc supposed to bc
data providers, and special niatcrials—which include an instructional
videotape, a coloring book. and ammal stickers to aid button identif-
icatio—are provided tn make thc task easier or less onerous for chil-
dren. Parents and older siblings are asked to monitnr their children'
performance and to lake special responsibility io see thai children s
buttons are pressed when required.

AMOUNT Of'ONTherS

Atl contacts between Nielsen staff and household members have the
po1cntial of in0uencing viewing rneasvremcnts In both intended and
unintended ways This system requires many contacts betwern Niel-
sen office and field statT during rccruiimcnt installation, and training
and throughout the sample household's tenure in the sample Many
contacts revolve around the compensation system consisting of money
and gifts designed to motivate household peifoi &nance The rcport esti-
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mates that thcrc «rc over three contacts per month foi each household

excluding recruitment, instaHation, and cancellation. Siich a large vol-

ume heightens concerns about the possibility of in5ucncc

o&soiJ sslo N

Thc task required of household mcmbcrs is made burdensome by the

rcd and green light system, the OK button, and the requirement to

push buttons whenever a channel is changed. lt is not clear from the
CONTAM report how this particular system was developed and settled
upon. Considering its intrusiveness, and until it becomes possible to

detect people's viewing without their own active participation in the
process. there is reason to rethink ihc present system. Perhaps re-

search can help develop a simplified task structure that might lead to
greater compliance with little loss of ilata accuracy.

Children pose particular problems for the system and raise social
issues as weil. There are commercial interests and social needs and

sometimes they arc not the same. Given the task load, it strains credu-

lity tn believe that the people-meter system is producing accurate chil-
dren's data. And indeed data from other sorts of studies conducted by
CONTAM, for example from so-called telephone coincidental studies,
indicate problems with children's data.

ln spite of calling attention to the need to do more methodological
research in general and more particularly on using the opportunity to
inliuence programming as a recruitment cnticcmcnt, the CONTAM

report is fairly critical of the practice. it assumes that the net effect

on the data will bc negative, moving thc ratings data more toward a

pref'erence measure and away from a strictly behavioral viewmg mea-

sure. Even though thc report suggested testing alternate appeals, arid

noted the possible beneficia effect on response rate of asking people to
vote for their favorites. it was critical enough for Nielsen to announce a
cessation of ihc prmtice alinost immediately after the CONTAM re-

port was published. Here is an example of SR1 making a judgment
without data in a manner very similar to the way Nielsen made their
many judgments in the process oi developing the systcin «nd possibly
with sitnilar negative consequences for the overall effort. Thc ques-
tions are: How much does the tneasure become a preference measure?
How much of an iniprovement in response rates results from offering
prospective respondents thc chance to influence programming? And,
arc there opportunities to usc the same kind of appeal m recruiting
while also using language that inakcs it clear that a viewing behavior
measure rather than a preference measure is required? All these ques-
tions are researchahlc.
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Volume. Editing aud Processing

Thc new viewing data are collected in a central Inicroproccssing unit
in the household, and these data are retricvcd by an automaied phone
call from the household's microprocessor unit to the central compiiter.
Once they reside in thc central computer. the data are chcckcd for
consistency and accuracy. Nielsen has a complex set of rules that
govern datii editing and processing. They determine which data are
complete and accurate enough to tabulate as ls and how to 'process"
incofnpletc and imperfect data so that they can bc included in tabula-
tions withoiit distorting results. If these editing rules are drawr very
tightly. only households and pains providing perfect data are al-

lowed through, and the in-tab rate, that is. the percent of the whole
installed sample whose data are tabulated on Ir given day, is low.Il'he

rules are loosened, the consequence is high in-iah rates i

lt should be clear from the above discussion that any changes in the
editing ru)es over time will have a direct impact on the data if these
changes are associated with letting through or restricting particular
kinds of households. there will bc an impact on thc viewing measures.

Editing checks are done al the household level first and then on lbc
persons level. Thus in-tab rates for persons are always lower than for
households. The CDNTAM repoit demonstrates that ifi-tab rates vary
considerably both by the number of adults and children in the house
hokl and by the complexity of the household's equipment. For exam.
pie, the household type with the highest in-tab rates (94 percent lor
the hoLisctiold, 92 percent I'r persons) had no children and have only
adults 55 or over with two television acts or fewer; the households
with thc poorest rates (93 percent for the household, 79 percenl lor
persons) had children and three or more lelevision sets. This means
that lhc heavier viewing households contribute less than they ought to
the daily ratings number. It also shows that the rntuigs systein has
more difficulty in measuring viewing as household makeup and equip-
menl iitcrease in complexity.

The rcport provides data showing that In-tab rates improved over
time. However, the improvements werc not attributed to greater effort
or efficiency on Nielsen's part but to liberalizatioii of editing rules.

VOLLIbiF: ENGINEPRINO RI:.VIEW

Onc of the voliimcs is an evaluation of the metering equipment con-
ducted by an engineering firm to which this task was subcontracted.

2 Nielsen ia hckl io perforniancc standards by coniract to dain i»bicribcrc and these
pertorrnancc standards specify a minimum level of data in-iah Hrnrc there ia always a
icnainn between ihc quality or accuracy of data and ibc lcvcl of tbe m-lab rotc
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Their conclusion was thai the metering equipmcnt was accurate and

met high standards of reliability. However. Since no equipment is l00

percent reliable, the more household equipmcnt monitored, the more

unreliability in lhe total set of monitoring attachments. Once again.

the result is undcrstatcment of viewing in multiequipnient households,

which is where viewing levels ar» highest

VOLUME: KxiT )NTERVIEWS

This volume is based on interviews with 197 people living in l21 house

holds whu had participated but na longer participate in the Nielsen

people-meter sample. ln general. the exit interview» tend lo support

concerns that thc viewing data produced by the people-meter sy»tcni

are undcrrepvricd, inaccurate, and biased toward socially dc»i&.able

programs, and that children's viewing data are in worse shape than

adult data These are suggestive, not conclusive, pieces of evidence.

Deticiencics in thc design of this exit interview study da nat allow

Slrarigcr stateincnts.

Volume: Final Report

Much of this volume is devoted to summarizing the finding». implies

tions, and reconimerulations reported in thc other voluincs. Twa sub-

jects are treated for thc first time in it and are wotthy nf reporting.

slUDY OF NQNRESPONSE

Because nonresponse in thc people-meter sample is high, there is

ample reason to determine what i.-auses it so that strategies may be

developed ta iinpravc response. However, the COhlTAM rcport points

out that thus far, none of the possible ways uf conducting a study of

nonresponsc has been coinpleted.
The discussion of nonresponse clearly indicates that good studies of

nanresponse are extremely difficult ta do Statistical Research, inc..

argues rightly that. therefore. more than one of these studic» ought lo

bc done. Doing so would increase thc chances of gleaning some useful

knowledge.

ANAL YSlS VF AGE FFI'ECTS

The current practice of keeping a fainily in the sample for 2 years is

niore a function ol the economic costs of recruiting. installing, and

training tluin af pood methodological practice. 1n fact, the original plan
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called for keeping people; in the s«mple f&» 5 years, This was cur bac:k
to 2 because of worries by network researchers thai a process of
fatigue may lead 1o less and less button pushing the longer a household
is part of the system. As was scen in thc exit interviews, there was
some suggestive evidence that corrrpliancc to 1he task diminished as
time in service progressed.

To test this more rigorously. SRI conducted a special study io dcter-
rnine what happens to households'nd persons'sage levels as tcnirre
irr thc sample increases. A separate database was used. the NPM Infor-
rnation System, which was designed «rrd maintained by SRI on behalf
of'hc televisiiin networks.

'I he analysis converted hours of viewing tn index numbers, which
rcvcrrted that tlicrc is a small decline in reported viewing from the
initial rn ihc final point at the household level, and a similar sm«ll
decline in persons'iewing. The overall slight pattern nf decline in
persons'iewing hides much larger declines tn visitors viewing «nd
in children's viewing and the very cconornically important 18-34-
year-old women {10 percent) and lg-34-year-old men {2 percent). On
the other hand, mcn and women aged % and carver, who are audiences
not especially sought by niost advertisers, actually irr«reuse 1heir re-
ported viewing over time.

Statistical Research. inc., reports percentages of declines. but since
these are in index numbers not hours. it ic not possible to tell exactly
how much viewing declines in units of time

Conclusions

Precision measur crncnt of television viewmg among masses of people
always has been dit%cult to do. Different systems werc used over thc
years as flaws werc found in each and new systems were developed
tv correct them. But in their time each system held sway by consensual
agreerneni among the diffcrcnt parries rnvolvcd in thc buying «nd sell-
ing of 1elevision commercials and progranis and was changed only
when it no longer could maintain its credibility among the key players.
Thc prcscnt system of rncasurerncnt is nnw in a time of eroding conti-
dence among the users.

But this historic;ri time is different from «II the past times. {.ondrtrons
«re such now that it may not hc;is c«sy as before to develop an
alternate system that serves all masters. The proliferation of television
signals and the consequent splintering of the audierrce require larger
sanrplcs of drrtrr providcrs than ever before, and looking ahead to direct
bro«dcast satellite systems, we can anticipate the need for even larger
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samples in the future. This is because sinall audience seginenis are

increasingly important to some of thc ad-supported program networks,

and the smaller the audience scgnienls for which stable measuremcnts

arc required, the larger thc sample sixes needed. Hut prograui net-

works with small audiences are not as apt to pay for large samples as

are large audience networks Technological changes that have led to

portability of equipment, remote controls. and YCRs have both m-

creased people's ability to view and lcd to increasingly idiosyncratic

viewing "styles" from one individual lo «nother. Hach individual can

customize viewing by different ways of flitting about the channels,

going back and forth between tape and TV. or broadcast and cable

All this increasing complexity of choice makes it harder and harder

tor lhe individual tu keep track of and record what was viewed.

There are as yei no high-tech solutions to audience measurement

in this low commitment, niultisignal. complex equipment. fragmented

viewing agc of television. Unobtrusive systems that can accurately

relate specific viewers lo their viewing without the active participa-

tion of the viewers do not yet exist. These have been and are being

developed. hut so far «re nol foolproof. And one should not fall inlo

the trap of thinking tliat this could bc the solution even if such systems

were shown to work technically. There is no guarantee that anything

approaching a random samph: of pcoplc would let such systems into

their homes. Rather, it is more likely that the sort of people who would

invite in an electronic system that can detect who is in the room with

the TV set would be very atypical in some ways that might be related

to particular viewing patterns. Thus any system that really works might

suffer froin nonprojectibility to all viewerc. It is necescary to keep

these factors in mind as context ih cvalualing the Nielsen people-meter

system as it is revealed in the CONTAM report.
It is clear that tlirt Nielsen paop)c-inctcr system has severe faults.

Many of these problems have been addressed by Nielsen and changes

reportedly have been uiade. But there has been no publicly circulated

report describing the changes or the rationale behind them or thc evi-

dence that suggests that the changes are in fact iniprovcments Such

a rcport might go a iong way toward increasing confutcnce that the

system is indeed providing better data.
without such a rcpot%, the CONTAM study supplies a valuable rec

ord of a complex system of audience measurement, a record that casts
considerable doubt on the system's ability to reflect data that is pro-

jcctablc lo u«tional television viewing behavior.
The description of the people-meter systein in the CONTAM report

raises a nuniber of methodological questions that are worth discussing;

I. Can the biases identified in this CONTAM report bc ixiinpens«ted

for by weighting?

Ea ~
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2. Do thc arguments in f'avor ol'eeping a panel design outweigh
those against?

3. Can one judge whether there is in reality more viewing or less
viewing than is being recorded. Given the complexity of the system
described, ihcrc probably is no way to make a precise estimate overall.
There arc many compensating sources of error in thc samp'ling, main-
tenance, editing, and processing system. and the amount frnin each
source is not known. If forced to judge, probably lale-night viewing is
overestimated. children's viewing is underestimated. and households
with inany people and with complex video equipnicnt are also underes-
timated. How it all nets out is anybody's guess

4. Does thc rcport provide insight into whether thc acros,~-thc-board
drop in ratings that occuried last year was real or an artifact of the
ratings methodology? There is no snioking gun in tins CON'I AM report
thai points to any particular feature nf the ratings system as responsi-
ble. However, the report surely describes a system that coiisists of
any number of features that could lead to artifactual changes in re-
ported viewing levels.

The key question thc CAFTAN rcport raises but docs not answer
is, if all the corrections to the system that are possible wein done.
would that system provide valid data of viewing levels for all the diH'er-
ent television signals and be representative ot the U.S. population
including children?

ln the past we have lived with ratings systems designed to serve the
inteiests of the buyers and sellers of advertising time. But there was
widespread, if not universal, confidence that these systems also mea-
sured what people actually were watching Broadcast television uses
public airwaves and. despite the inroads in viewing made by other
television delivery forms, broadcast television is still thc largest part
of thc industry. It is important that the industry provide a ratings
system that can help assess whether thc "'public mtercst. convenience.
and necessity" is being served by the television industry. Thc
CONTAM report indicates to ine that we probably do nol have such
a ratings system. %hat requires more debate is whether an adequate
system is possible in this hicreasing)y complex television world. I look
forward to the A. C. Nielsen Company taking a leadership position in
that debate.
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Nonresponse refers to the possibility that information sought in a
survey, in full or in part., is not. collected from some of the
units that were predesignated for the sample. This may result
from failure to contact the predesignated unit,, or the unit's
refusal to cooperate, or the cooperator's submission of unusable
dat,a.

No»esponse leads to bias based on (I) the extent, to which nonre-
spondents exist and (2) the extent to which they differ from re-
spondents with respect, to the characteristics of interest in the
survey, in this case, television behavior. It was reported earli-
er that the recruitment/installation rate in the national ratings
measurement may be estimated to be slightly over 40 percent, and
that., when the tabulation rate is factored in, the response rateis about 35 percent,. The remaining 65 percent are not providinginformation on an average day. A response rate in that range istroubling.
It, is important. to point out, that declining response rates have
become a general problem in survey research; the problem is not,confined to the national television ratings system. Moreover, thedecline in response rate with the introduction of the people meter
was to be expected; when you increase the burden on survey respon-dents, cooperation is less easily achieved. That. does not meanthat, the problem should not, be addressed to every extent possi-ble.
In fact., these additional downward pressures on the response rate
suggest the wisdom of a careful review of the procedures that. arecurrently in place and creative thought about how they might be
enhanced to meet, the new challenges.
Conceptually, a researcher should never give up in the effort to
obtain information from a predesignated sample. In the extreme,
one could enlist the aid of influential intermediaries or resortto other extraordinary measures to convert. refusals. At, the other
extreme of attempt structure, one could accept a "no answer" or a"not interested" and move on to the next. household on the list..
Usually, practice is somewhere between these extremes.

A question is whether or not Nielsen is extending enough effort. to
recruit. a rigidly defined predesignated sample. For example,
should the field representative initially be given the address of
only the predesignated housing unit? When Alternates are to be
given, should they be doled out sparingly? Both actions might be
taken in order to exert pressure to try harder to recruit the
predesignated unit,, or if that, fails, the first or second
Alternate.
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Substitution: Basics and Alternates

The Nielsen sample design provides for substitution, that is,
replacement of the predesignated sample (Basic) household with
another household (Alternate) selected from the same sampling
point. Effort is made to match the Alternate to the Basic with
respect to presence of a child under 18 and cable/noncable status.

Substitution is one of several procedures that may be adopted to
compensate for nonresponse. It has been the subject, of debate for
decades. Nielsen s major argument for employing substitution in
the sample is "that the substitute (Alternate) household is re-
cruited from the same area, perhaps in the same building or an
adjacent building, to take advantage of the homogeneity of house-
holds located in the area. This homogeneity can increase the
probability" that. the predesignated and substitute households have
the "same over-the-air television reception capability, access to
the same cable system" and cable services, if any, "and demograph-
ic characteristics, especially income, race, ethnic origin and
renter/owner status." However, matching in this way does not
necessarily insure that you are matching on television usage by
household members, which is, in the final analysis, of paramount
importance.

The renowned statistician, W. Edwards Deming, has stated that
"substitution does not solve the problem of nonresponse."* The
major argument advanced by Professor Deming and other statisti-
cians in opposition to substitution is that it, is likely to in-
clude "more of the same" in a survey. That is, the procedure is
likely to recruit only a larger sample of those in the population
who are inclined to participate in the study. It leaves untouched
those who are disinclined to participate, the nonrespondents. In
practice, there is a danger associated with substitution proce-
dures: they make it easier for survey personnel to give up on a
predesignated sample, and go on to substitutes. So substitution
may worsen the bias of nonresponse.

This classic argument. against substitution seems particularly
relevant to the differential effort expended in recruitment of
Basics and Alternates. In the standard recruitment process,
Basics, the predesignated sample units, are the subjects of a
five-step recruitment, effort, followed by a minimum of two addi-
tional procedures if they initially refuse. Alternates, on the
other hand, in the standard recruitment process, receive a tele-
phoned or personal request for participation; if they refuse, the
telephone interviewer or field representative moves on to the next

* Deming, W. Edwards. Sample Desian in Business Research,
John Wiley & Sons, Inc., New York, 1960, p. 67.
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specified Alternate. This represents a remarkably different
attempt structure for a group that now constitutes over three-
fifths of the daily reporting sample.

One result is that. while about two-fifths of predesignated house-
holds are recruited, about, one-fourth of the first eligible Alter-
nates are recruited, and a similar proportion of each successive
group of eligible Alternates. It should be noted, however, that a
somewhat lower recruitment. rate is to be expected for Alternates
than Basics. This is so because, in areas where recruitment is
difficult, it will be difficult for both Alternates and Basics.

It was pointed out in the report on Household Contacts that, Alter-
nate households have the potential to remain in the sample as long
as Basics, and their viewing behavior has the same impact on audi-
ence data. However, their experience with recruitment differs
substantially from the experience of Basic households, a circum-
stance that may or may not be related to their continued coopera-
tion and performance accuracy.

Moreover, despite the fact, that, they match the Basic household on

cable and child status, their willingness to participate after one
or two contacts suggests that they could differ from refusing
Basic and Alternate households in other characteristics or atti-
tudes, in paxticular, theix viewing behavior.

Data that were presented on the effect of substitution on the
composition of the sample suggest that. Alternates are similar to
Basics. Does this indicate that they are "more of the same" ?

Theix presence, however, brings the composition of the installed
and tabulated samples slightly closer to universe estimates. Does

this mean that they are helping to compensate for nonresponse?

Data on HUT levels for prime time and total day indicate that. the
presence of Alternates tends to increase HOT slightly over what it
would be with Basics alone. Does this mean that Alternates are
compensating for nonxesponse, or does it mean that the truncated
process that is applied to Alternates yields more people who are
heavy television viewers?

There is no practical way currently to answer these questions.
Neither is there information relating to the effect of Alternates
on program ratings. As compared to Basics, Alternate households
tend less often to be large households, to include children, to
have a young lady of house. Such households are likely to exhibit
different patterns of television usage than their counterparts;
these differences would be reflected in program ratings.

In considering the data in this report on the effect of substitu-
tion, it is important to maintain perspective on their limita-
tions. They relate only to sample composition and HUT; they do
not address other aspects of television behavior, such as programs
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or dayparts viewed. More importantly, they do not compare coopera-
tozs to noncooperators; they compare cooperators among the predes-
ignated sample to cooperators among those who are professed to be
proxies for noncooperators.

There is an additional troublesome detail relating to recruitment,
as was noted previously in the Household Contacts report. There
is no formal audit to confirm that. households, Alternate or Basic,
that. are classified as refusals have actually refused, nor is
there an audit to verify that Alternate households classified as
"ineligible" by the field representative do not match the Basic
household in child/cable status. Should there be such audits?
Under the pressure to recruit by a target, date, some field repre-
sentative at. some time might be tempted to recruit. the most readi-
ly available household.

Nielsen reports that the child/cable status of Basic households is
unknown in fewer than one-tenth of one percent, of households. In
view of the fact. that over half of Basic households refuse to be
recruited, it appears remarkable that almost none of them refuse
to give, or cannot be reached to give, information about, presence
of children and cable. It is possible that a field representative
might, assume the status or obtain information from a neighbor.
This is another appropriate subject for an audit.

Particularly of concern is the fact that field representatives may
use third-party information, or their own observation, to deter-
mine whether a listed Alternate receives cable. As has been point-
ed out, a household may receive cable by some irregular means
without, the presence of an identifiable cable. On the other hand,
a cable wire may be left connected to the home long after the
household has discontinued subscription. The SRI/CONTAM Televi-
sion Ownership Study indicated, in 1989, that four percent of
households had previously received cable at their current. address
but. no longer did so. It may be assumed that, for many of these
households, a cable was still visible.
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CONTAM Continues Criticism of Nielsen

Studies show a pattern that's "becoming painfully familiar"

Appropriately enough for October, Nielsen Media Research and the Committee
on Nationwide Audience Measurement are haunted by lingering doubts over national
TV ratings and methods used to validate numbers. CONTAM is critical about what
it considers serious flaws in NTI's people-meter methodology. And Nielsen
appears skeptical about the telephone coincidental technique used by CONTAM to
verify Nielsen's ratings.

These issues surfaced at a recent meeting at which CONTAM presented results
of its Coincidental Study conducted by Statistical Research Inc. on the Spring
1991 primetime. The study was designed to establish a benchmark against which to
compare actual people-meter data provided by Nielsen.

CONTAM's Coincidental Study was conducted in cooperation with Nielsen. SRI
conducted the study between March 18 and April 14 of this year, during primetime
over 28 evenings between 8 and 10 p.m. on a Monday-through-Sunday basis.

The study findings followed a pattern that didn't surprise media
researchers--data indicated that viewing was understated in the younger demos
and over-represented by older viewers. However, Nick Schiavone, CONTAM chairman
and vice president of media and marketing research for NBC, certainly doesn'
applaud Nielsen's consistency. "We'e seeing a pattern that's becoming painfully
familiar, and things are not getting better," he says.

Compared with the information on primetime viewing collected by SRI,
Nielsen's people-meter data for that same period appears to be off 9 percent
overall in VPVH estimates. This number compares with the 6 percent overall
decline in VPVH estimates revealed by a previous coincidental study conducted in
1990.

But of greater concern to the networks are the greater differences in VPVH
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estimates in a number of key demographic groups. For example, children 6-11 are
off by 15 percent and children 12-17 are off by 20 percent. Furthermore, men
18-34 are off by 23 percent and men 35-49 are short 4 percent. Women 18-34
reported shortfalls in VpVH estimates of 18 percent; women 35-49 are off by 8
percent.

At the same meeting, SRI discussed another project undertaken as part of its
long-term contract with CONTAM: it plans to form an industry task force to
explore universal program encoding.

Barry Cook, senior vice president, chief research officer at Nielsen, also
discussed some ideas presented at client forum meetings held this summer to get
clients involved in the planning of three upcoming studies. The studies are
considered the first step toward completing the 19 objectives outlined by Cook
in an ambitious research plan mailed to clients this past summer.

One of the studies happens to be on developing a pilot test for a platinum
standard for telephone coincidental study design. Telephone coincidental studies
are considered good techniques for validating research results. Nielsen
frequently uses the method to validate findings in its local and national
measurements. It also happens to be a method used by SRI on behalf of CONTAM as
a benchmark against which to verify Nielsen numbers.

Cook also presented client feedback from other meetings, discussing the
development of two additional studies dealing with the ongoing problems of
non-cooperation and measuring children and teen viewing.

Also noted by the CONTAM coincidental study were differences in rates of
cooperation of individual household members, especially among young adults
living at home with their parents and those living independently. The study
indicated that young adults living on their own were more likely to push
people-meter buttons than those living en famille. This has caused CONTAM to
question Nielsen's ability to manage the people-meter panel and train each
household member to understand the task of pushing people-meter buttons.

Jack Loftus, vice president of communications at Nielsen, says that Nielsen
makes every effort to go back into the households for additional training whenit spots lagging cooperation. But he asks, "Where do you draw the line between
interfering with ratings? If you go back into the household, and members still
don't want to do it push buttons , what do you do? How do you factor that into
the equation?" Loftus says these are some of the issues that Nielsen and the
industry have to decide.

"Nielsen cooperated with measurement and analysis. They are open to
learning. But the confounding factor," says Schiavone, "is that they have known
and appear to do nothing. It has a dramatic impact on viewing levels and
dramatic downside for the advertiser."

How does Nielsen react? "What you'e got is you'e taken one methodology and
used it to take a snapshot in time and compare it to another methodology. You
can't assume that because the results are different, one method is right or
wrong," says Loftus. "The coincidental done by SRI is a substantive piece of
research, which can lead to a better understanding of how people watch TV. We
have the same objectives to provide the best possible TV audience measurement."
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Loftus says that Nielsen is still analyzing the study findings and has some
uspecific questions concerning the methodology."

These concerns reference Nielsen's interest in designing a pilot test for a
platinum standard for doing telephone coincidentals.

"There has to be agreement within the industry about what methodology you'e
using," says Loftus. For example, a consensus is needed on such issues as how to
count telephone answering machines.

"The dilemma that we have," says Joe Philport, senior vice president,
worldwide media research director, Young & Rubicam. "is that we don't know which
of the numbers are truly correct. Zn spite of the rigors SRZ uses, it'
difficult to conduct coincidentals and for that method to be 100 percent
accurate

"But the most meaningful part of the meeting," says Philport, "was the shift
away from the coincidental study and the discussion of the issue to enhance
program clearances." Philport is referring to the next SRI project: a push to
develop universal program encoding. "We'e been focusing too much on people, and
less on the complexities of the channel environment."

SRZ and CONTAM are in the process of developing an industrywide task force
made up of agencies, cable, network, advertisers and syndicators to develop a
universal encoding system. George Hooper, senior associate at SRZ, is
coordinating the effort. "If we can get a program code, it will be simpler to
determine what people are watching for audience measurement," he says. It will
be up to the committee to decide the method of encoding, which company should
undertake the procedure and placement of the code.

While most media researchers are in favor of devising universal program
encoding, some are wondering about CONTAM's timing. Some have suggested that the
networks anticipate the rules change that will allow them to syndicate more oftheir programming and want to iron out the wrinkles of tracking syndicated
programming'ooner, rather than later.

But Schiavone says, "We see this as something needed to measure television
in the year 2000; now is the time to begin research and development.'"

While Nielsen's Automated Measurement of Lineup system, which monitors shows
by tracking codes embedded in a program, does a good job tracing network
programs, AMOL's track record for monitoring syndicated shows is not nearly as
good. Syndicated shows are often shifted around by stations looking to fill gaps
in programming and so are more difficult to monitor. Nielsen has been working to
improve AMOL's accuracy and is in favor of universal program encoding. But
Nielsen's Loftus underlines the need for agreement. "Zt impacts reporting
issues. Who will set the ZD codes and what happens if not everybody cooperates?"

PHOTO : America's watching, but how good is the measurement?

GRAPHIC: Photograph

SIC: 8732 Commercial nonphysical research; 3669 Communications equipment, not
elsewhere classified ; 8748 Business consulting, not elsewhere classified
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People meter rerun: doubts about its accuracy linger as TV season opens.
(television ratings)

Lynn G. Coleman

People meter rerun: Doubts about its accuracy linger as TV season opens

The network are mad as hell, and they'e not going to take it anymore
ratings screwups, that is.
A.C. Nielsen's people meter system has been under fire from the Big

Three TV networks for more than a year and a half, but little progress
has been made toward solving the problems, said Nicholas P. Schiavone,
vice president of media and marketing research, National Broadcasting
Co., New York.

With the new TV .season approaching, NBC is doing business "as usual,"
he said, and offering its normal upfront guarantees, "but that doesn'
mean we'e happy with Nielsen."

In his opinion, Nielsen still has failed to adequately explain the
dramatic decline in viewership it reported for the first quarter of
1990 (Marketing News, Sept. 17, 1990). And because that same rating
system is still in place today, Schiavone sees it as "an accident
waiting to happen."

The most recent "accident" occurred in the Washington, D.C., market,
where ratings were credited to the wrong stations because of procedure
used by cable companies called channel mapping, according to
Advertising Age.

Channel mapping, or switching a station to a different frequency, has
added "one more layer of complexity" to the ratings game, Schiavone
said. "It's a substantial measurement challenge."

But it's a challenge Nielsen thinks it has met "better than our
competitors," said Jack Loftus, vice president of public relations for
Nielsen Media Research in New York.

He admits there have been errors, but they have been human errors,
not system errors. And Nielsen's position on the missing viewers of

Copr. (C) West 1996 No claim to orig. U.S. govt. works
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early '90 is that viewership did indeed drop during that time period.

In December 1989, the network group CONTAM (Committee on Nationwide
TV Audience Measurement) — of which Schiavone is chairman — issued a
seven-volume study report airing the network's gripes and recommending
actions Nielsen should take to improve ratings data collection.

Last year CONTAM released its Principles of Nationwide Television
Audience Measurement which suggests, among other things, increased
expenditures on research to maintain accuracy levels.

Because the measurement task has become so complex, Schiavone said
more and different elements may be required to ensure accuracy. This
may mean using a combination of traditional diaries and people-meter
technology, or some other combination of elements, depending on the
situation.

He sees two alternatives to the current system that could improve
accuracy right now: Cut a household's participation time from two years
to one to address the problems of fatigue, and return to a good tuning
system.

To get viewing data, Nielsen has sacrificed tuning measurement,
Schiavone said. "What we need is a high-quality tuning measure and then
the viewing data on top of it.

"The people meter is not a quantum leap, by any means; it's just an
electronic diary."-

With that in mind, Schiavone said the notion of using
paper-and-pencil diaries in some instances doesn't seem that
outrageous.

He said Nielsen should take a more intelligent, principles-oriented
approach to the problem, rather than being technology-centered.
Regarding the missing viewers of '90, for example, Sciavone said, "My
feeling is that they didn't have the right proportion of multiset
households" in the panel.

CONTAM also has charged that Nielsen no longer measures all of the
sets in a household and is violating the basic principles that govern
research effectiveness.

Nielsen has cooperated with CONTAM in every way possible, Loftus
said, including participating in the '89 study and contributing to the
report. "We opened ourselves up to inspection like no one in this
business ever has," Loftus said. The CONTAM report did not find. that
the system was flawed, only that it needed improvements.

The problem is not that Nielsen doesn't want to improve the system,
Copr. (C) West 1996 No claim to orig. U.S. govt. works
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he said, but that CONTAM's recommended dual-system measurement — people
meters, tuning, and telephone coincidentals — did not sit well with all
of Nielsen's customers.

"We brought all of our customers [cable networks, independents, etc.]
into the discussion," Loftus said, to address all of their differing
needs.

Implementing CONTAM's proposals will cost everyone more, but may not
be useful to everyone. The picture looks a lot different if you "put on
your cable TV hat," he said.

In addressing some of the "principles" charges, he maintains that
Nielsen does have a good tuning system and meters all usable sets in a
household.

Loftus said the people meter is a tremendous advance over traditional
diaries because it reflects the changes in the way people watch TV.

"1f you look at the [television] pie, clearly there are more slices
today than there were 10 years ago." The people meter shows how the
slices of that pie "are shaping up," he said. Since the advent of this
technology, advertisers have been able to buy commercial time more
intelligently.

While Nielsen and the networks agree to disagree, the passive people
meter is looming in the horizon. Will this put the issue to rest?
Schiavone doesn't .think so.

First, he doesn't believe it is a "truly passive device." Even the
fact that people know it's in their home violates passivity, he said.

Second, Schiavone doesn't think the ratings companies will get better
cooperation rates than they'e getting now, particularly with such an
intrusive device. He's waiting to see if Nielsen can get people to
agree to having passive meters installed in their bedrooms and other
private areas.

"Talk about Big Brother," he said. "Would you want a seeing device in
your bathroom?"
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Nielsen identifies 'Voyager'litch. (Nielsen Media Research; United Paramount
Network's 'Star Trek: Voyager'atings)

Wayne Friedman

Nielsen Media Research says it has uncovered the cause of a ratings
snafu that boosted ratings of the United Paramount Network show, "Star
Trek: Voyager." The glitch, according to Nielsen, occurred when homes
from the Nielsen Hispanic Television Index were inadvertently added in,
resulting in household ratings being inflated by 11 percent rate. (IM,
Aug. 2, p. 4).

From the shows debut on Jan. 16 through July 23, Nielsen has been
overstating the ratings that UPN provides to national advertisers.
"Voyager's" ratings, under a special Gross Average Audience
classification of the Nielsen Television Index, was released as a 10.3
household rating during that period, but it really should have been
recorded as a 9.3..

Nielsen made the error, according to Jack Loftus, vice president of
communications, because a data processing mistake had mixed the two
national TV samples together — data from NTI and NHTI.

While the mistake is relatively small, executives at UPN and the
agency community are concerned that the nature of the error could lead
to similar problems.

"I was upset with them," says Brian Fiori, vice president of research
for UPN. "It doesn't inspire confidence. I have no idea why [the NTI
and NHTI samples] were even sitting on the same computer."

Fiori adds: "I was joking with them [because in the past] when I ask
them to compare certain things, they say, for instance, 'NSI [Nielsen
Station Index, a local station service] doesn't know what NTI is doing.
They are different services; we couldn't possibly put those thingstogether.'et, look at this. They are sitting on the same computer."

Nielsen says the mistake only occurred in "Voyager" and just in the
GAA category. GAA ratings are the sum of two airings within a week.
(AA, or average audience, covers a single airing.) Before the launch of
"Voyager," UPN made a special request to Nielsen that the show get not
just an AA, but a GAA, rating as well. By airing the show twice in a
given week, UPN can charge national advertisers more. Prior to UPN's

Copr. (C) West 1996 No claim to orig. U.S. govt. works
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request, all network shows had been calculated under the AA grouping.
"Voyager's" AA rating for the season was a 5.8 rating/9 share.

GAA is used extensively in measuring syndication programming.
Paramount Television Group, for instance, a partner in UPN, regularly
uses GAA ratings for its syndicated sister "Star Trek" shows, "Star
Trek: The Next Generation" and "Star Trek: Deep Space Nine," to sell to
national advertisers.

Fiori says Nielsen caught the problem after tweaking the new GAA
programming software. While household ratings were overestimated, he
says, demographic ratings yielded higher, as well as lower, results.
Fiori says the discrepancy is being corrected via make-goods to
advertisers.

"What worries me is that people from one sample could inadvertently
or accidentally be placed into the other sample," says Jon Swallen,
senior vice president and director of media research at Oglivy &

Mather." Somewhere, column B got mixed up with column A. Their data
processing is supposed to be set up in a way that column A never gets
mixed up with column B. It raises the obvious question, Gee, if it
happened once, couldn't it happen again?"'It

turned out to be not a big deal," says Fiori. "It could have been
a lot worse. I wanted them to go to an audit of everything else they
do." Nielsen says the glitch did not affect any ratings of other TV
programming.
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Nielsen snafu ties up TBS. (Nielsen Media Research; TBS Superstation)
Wayne Friedman

Sales executives at Turner Broadcasting's TBS Superstation are irate
over a ratings glitch that may have cost them millions of dollars. An
error by Nielsen Media Research appears to be at the root of the
problem that has seen Turner deliver makegoods that it may not have
really owed to advertisers, resulting in an attendant depletion of its
upfront and scatter inventory.

The exact nature and extent of the problem isn't completely known.
But according to executives, Nielsen has been inadvertently placing
home satellite coverage in with WTBS local Atlanta ratings, when it
should have gone into TBS Superstation numbers. Mike Proper, senior
vice president of research at Turner Broadcasting Sales, won't comment.

"It doesn't impact any of the syndicated reports," says Jack Loftus,
vice president of communications for Nielsen Media Research. "Whateverit is may impact the special report we provide to Turner. Apparently,it affects some satellite homes, not cable homes. I don't know the
extent. It was not a significant increase or decrease in the numbers,
but define significant. I don't know." Loftus says Nielsen is
continuing to investigate.

"They have been underreporting Turner by tremendous amounts," says
one source. "Turner [executives are] nuts because the numbers have been
wrong for a couple of quarters." This source believes the problem
started about March of this year.

Sources say some TBS programs have been underdelivering by 125,000
homes. For a TBS show that gets 600,000 homes, that amounts to a 21
percent shortfall. Even if the underdelivery is small, say 2-3 percent,
advertising executives say it could be significant in terms of dollars
given that the error has occurred over many months. Usually, national
TV sellers provide makegoods or bonus units to advertisers almost
immediately after the shortfall has been revealed.

Since Turner has been handing out makegoods all along, it turns out
the company has given advertisers too many units because Nielsen was
underreporting the network. For Turner sales executives, this amounts
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to lost money.

One advertising agency staffer believes the problem extends beyond
Turner. "Nielsen is sitting there saying, "This is only a Turnerissue.'ut if they say [Turner's] viewing is off by a million homes,it has to be coming from somewhere else. Maybe Lifetime's down, maybe
NBC

"[Nielsen] is saying the HUT [Home Using Television] levels didn'
change, [but] all of a sudden they are going to give [TBS] hundreds of
thousands of more homes," this person continues. "[This means] the HUTs
had to go up. If the HUTs didn',t go up, then every number that Nielsen
has reported since March has been wrong."

For years, Turner has had two feeds: one local for WTBS-TV in
Atlanta, and another for TBS Superstation, which covers all markets
outside Atlanta. Being excluded from Atlanta doesn't concern most
national advertisers. They can buy WTBS locally to complete their
national buy, but they generally don't because they can't compete with
local sponsors that can pay the station higher rates. Additionally,
national advertisers aren't too upset in not getting Atlanta because
the channel already skews heavily in Southern markets.

~ ~

~ ~ ~ ~

~ ~

Until this year, the measurement company, in its Nielsen HomeVideo
Index, combined TBS Superstation ratings and the local WTBS station
ratings into a single number. (WTBS also has its own separate listing;its local ratings in Nielsen's Station Index.) To give national

~

~

~

~ ~

advertisers what they pay for, Turner executives had factored out local
WTBS ratings from the NHI number. But this formula, however, has never
been very accurate in determining exact viewership per program.

Earlier this year, Nielsen helped TBS clear up the confusion. TBS
Superstation would have its own national ratings without its local
station, called TBS-C (the 'C'tands for cable). But sources say
Nielsen did this incorrectly. Advertising sources and those close to
the company say home satellite coverage was put into local WTBS
ratings, not into the TBS-C numbers.

There are around 2 million satellite homes in the U.S., almost all of
which receive TBS Superstation, which reaches 67 million U.S. homes.
That would represent about 3 percent of its total audience.
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amattlcasters lash out at Nielsen
Ratings company comes under attack at TVB; Pappas organizing industry-owned alternative
By Steve McClellan

nger and frustration at Nielsen
Media Research for questionable
accuracy and poor customer ser-

vice bubbled over last week at a con-
ference sponsored by the Television
Bureau of Advertising in New York.

At one session, TVB Senior Vice
President Tom Conway told Nielsen
executives that many local broadcast-
ers are fed up with the service and feelit's time for a palace revolt against the
research firm, which holds a monopoly
on the local TV ratings business.

Enter Harry Pappas, the Visalia,
Calif.-based TV group owner, who out-
lined plans for an industrywide coopera-
tive to develop a competing service.

A chorus ofNielsen executives attend-
ing the ratings conference, including
Ronald Meyer, senior vice president and
director of marketing for Nielsen's local
TV ratings service, said they understood
the concerns, but called for patience as
Nielsen sorts through problems and
adapts new techniques to measure ratings
in an era ofmedia convergence.

"Broadcasters are your customers,"
Conway told Meyer in one exchange,
"and they are not happy with the way
things are going right now. It's in our
best interests as an industry to control
our own destiny" as to how best to do
business in the future. "That may
include another ratings service [orj it
may include no ratings service at all."

Conway and others at the conference
criticized Nielsen for the many dis-
crepancies in its many ratings services,
including the local and national
indices, the cable index and the new
Hispanic service.

He also charged Nielsen with failing
to correct inaccurate interpretations of
Nielsen ratings by some of its clients
and the press.

Television stations represent
Nielsen's largest single revenue
stream, Conway said, and if stations
decide "that this system is not the sys-
tem we want to work with in the future
because it is not in our best interest,
that's a situation you have to address."

Although Meyer was sympathetic to
~ some broadcaster concerns, particular-

ly the discrepancies between different
sample bases, he stressed that Nielsen
thinks "the current approach we'e
using is the best approach to address
the needs of our entire client base, rec-
ognizing that no matter what we do it is
not going to be perfect."

Pappas charged Meyer and other
Nielsen executives with using the
"mushroom method of client relations:
keep them in the dark and feed them a
lot of bovine excrement."

Pappas said that Nielsen undermea-
sures most broadcast dayparts at a cost
ofhundreds ofmillions ofdollars to the
industry. As a result, he is spearhead-
ing the Coalition for Accurate Audi-
ence Measurement, a broadcaster-
funded cooperative to develop altemn-
tives to the Nielsen ratings system.

Initial members, he said, include
Fox, TVB, Malrite, River City Broad-
casting, LIN Television and Pappas
Telecasting. The cooperative, he said,
would be busy in the coming months
hiring researchers and developing stan-

,
dards, specifications and the technolo-

~ gy to be employed in the new system. ~

October 16 1995 Broadcasting & Cable



!

@ y the end of the year, Nielsen may

gabe
forced to drastically change

the way it gathers ratings infor-
mation or it may see a new entity take
over the television-ratings-measure-
ment business.

A coalition led by Harry Pappas,
president, Pappas Telecasting, is look-
ing for a Nielsen alternative. The coali-
tion has 100 members and is growing,
says Pappas, adding that most are Fox'ffiliates,but more than 25 are affiliat-
ed with other networks or are indepen-
dent. Several station groups, including
Malrite Communications, also are rep-
resented. Pappas says the "immense"
response from Fox stems from his pre-
sentation at the recent Fox affiliates
meeting.

Coalition members hope that by the
end of the year or in early 1996 they
will solicit proposals from a number of .

entities for a new measurement system.
"A lot of broadcasters in the country

have had serious concerns about the
accuracy of the measurement system
for years," Pappas says. "Not just [con-
cerns] that we have a monopoly
provider...but concerns about the
methodology and technology of the

current system....
"If Nielsen chooses to respond, then

that's yet. If another company does,
that's fine as well." At stake, Pappas
says, "is a $35 billion industry that is
relying on one service that offers three
services—and all are under question."

One alternative being considered is a
cooperative that would be operated by
the as-yet-unnamed coalition, Pappas
says. "One option might be to design a
stand-alone, nonprofit organization
with pristine standards and integrity.
This is a service that needs to be relied
upon by everyone in the industry."

According to Pappas, the coalition
was formed more than a month ago
when he was approached by a group
owner. The owner used the example of
the success of the Fox Children's Net-
work, a cooperative ofaffiliates, to sug-
gest "that we develop an industry-wide
cooperative to look at the overall mea-
surement system," Pappas says.

The Television Bureau of Advertis-
ing (TVB) soon may join in the coali-
tion's activities. "IfHarry [Pappas) is at
the forefront of a venture, we'd certain-
ly be interested and will talk with him,"
TVB President Ave Butensky says.

Butensky says that the Electronic

TOP OF THE WEEK-

Amtieke ~up consillers
np:acing Nielsen
Sy Steve Coe

Media Ratings Council, of which TVB
is a pan, has been meeting with Nielsen
to discuss its service: 'Our meetings
have run the gamut from A to Z on how
Nielsen does its business. Our last
meeting with them was a week or so
ago and they recognized our concerns."

At the Fox affiliates meeting two
weeks ago, Fox TV Chairman Chase
Carey chided some non-metered-mar-
ket affiliates for their performance. He
later acknowledged that some of those
markets may have been experiencing
difficulties as a result of Nielsen's
diary system.

A coalition council will be formed in
the next few weeks, and a complete
membership list will be made public at
the end of this month or early next
month. 8

Spot spotter
Competitive Media Reports,
which monitors TV commercials
and advertising expenditures,
has signed NBC and its Og.Os to
a five-year contract. The net-
work's previous CMR contract
expired earlier this year. CMR
recently signed Fox to a similar
deal and has contracts with CBS,
ABC, station, cable, print and ad
clients. The company measures
ad exposures and expenditures
for more than 90,000 brands
across 14 differen media. ~M
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BIG 4 CALL RATINGS POWWOW. (BROADCAST TELEVISION NETWORKS CALL MEETING TO
DEVELOP NEW RATINGS MEASUREMENT AND REPORTING SYSTEM)

By Michael Freeman

The broadcast TV networks have summoned cable networks,
syndication companies and advertising agencies to a meeting in New
York this week designed to accelerate their efforts to develop an
alternative to NIELSEN Media Research's system for measuring and
reporting ratings.

Looking for feedback on what kinds of new methodology will more
effectively measure audiences, the networks have also invited
NIELSEN and Arbitron to the April 5 meeting. A lot is on the line
for NIELSEN, whose ratings research takes in an estimated $ 50
million per year.

The networks announced in February that they will develop an
experimental ratings lab (called SMART, for System for Measuring and
Reporting Television) designed to improve ratings research. Gale
Metzger, president of Statistical Research Inc., retained by the
networks to develop SMART, said that the meeting will cover how a
planned 1995 lab test will develop methodology for tracking what
programming audiences are watching and in what venue the programs
are airing.

"[SMART's] first concern is what program is being tuned in by
viewers," Metzger said. "Then, using independently compiled research
material and having it encoded creates a more efficient one-step
rather than the two-step process under the current system." The
networks are seeking better verification of which members of the
"NIELSEN family" are using the "active" PEOPLE METERS and watching a
specific program and channel.

When asked if the invitation to NIELSEN to this week's meeting
indicates an opportunity for NIELSEN to partner on the project,
Metzger said: "There are no plans for joint ventures."

NIELSEN spokesman Jack Loftus said the research giant is "going
to the meeting with an. open mind." Loftus said NIELSEN will
continue its won research and plans to invest "millions of dollars"
toi introduce a passive PEOPLE METER system and encoding of
programming.
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NIELSEN has been developing several versions of passive PEOPLE
METER boxes, but network and syndication executives have become
increasingly vociferous about what they see as foot-dragging by
NIELSEN in not immediately addressingg alleged undercounting of
viewers, particularly on children's programming. Lotus said NIELSEN
plans to begin field testing on a passive PEOPLE METER box within a
year.

Nicholas Schiavione, NBC vp/media and marketing research, said:"SRI's version for a working research lab is closer to what we'e
looking for an offers us a tool to break into this multi-channel
environment."
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New recraitlng method
enlarges Nielsen family
New recruitment technique boosts acceptances
By Steve McClellan

ore families
,

are saying yes
to Nielsen Me-

dia Research when
asked if they'd like to
become "Nielsen fam-

The ratings compa-
pjejSenrS Saggp(e ny has been criticized

for having an initialhas been expanded cooperation rate of
by 3PP househojds. ' —'ha's. ev«y

other household ini-
tially contacted in the'lies."After two years of research,

Nielsen has developed a new method
for recruiting peoplemeter households
that it says boosts the cooperation rate
for the national household sample by
almost 20 percentage points.

4,000 national peoplemeter sample
declines to participate.

Network researchers have ques-
tioned whether a sample with such a
high refusal rate truly represents all
viewers. But during the past six

months, the company has expanded
the sample by more than 300 house-
holds (with plans to expand to 5,000
homes by year's end) using a recruit-
ment method with a cooperation rate
of 68.5%. Nielsen is vague about the
details of the new recruitment train-
ing program, even to clients, who say
they'e impressed with the results but
nervous at the same time.

"They'e changing this sample of
5,000 homes that dictates the view-

ing habits of 200 million viewers,"
says one network researcher. "And
they'e not telling us what they'e
doing. Yeah, we'e a little nervous."

Nielsen says it wants to keep the
recruiting method proprietary,

. although it might consider licensing
it to others. Generally, the new pitch
tries to get viewers to think of their
participation as a voluntary "mem-
bership," rather than an incentive-
based situation.

John Dimling, president and CEO,
Nielsen Media Research, says:
"While it is too early to fully evaluate
the ongoing [cooperation] rate in the
expansion sample, signs are encour-
aging." Meanwhile, Nielsen will
meet with clients next month to brief
them on the new recruitment method
as well as advancements in its com-
mercial verification technolgy and
progress in the development of its
passive meter system.
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Television (A Special Report): What We Watch

Keeping Track: If measuring TV audiences is inaccurate today, critics Ask, what
happens when things get really complicated?

By Thomas R. King

It's 1999, a little before 8 p.m., and the multimedia, interactive
big-screen television in the Smith house has just been turned on. The
Smiths are a "NIELSEN family," one of a few thousand nationwide whose
tastes in programming still dictate which shows get renewed and how
billions of advertising dollars are spent.

But unlike NIELSEN families of the mid-l990s, who had to keep track
of their choices by laboriously pushing buttons or making entries in a
viewing diary; the Smiths need do nothing but vegetate in front of the
set. They have a "passive PEOPLE METER," which has a sensor buried
inside that takes "pictures" of all those watching. If Junior stays
tuned for all of "The Brides of Beverly Hills, 90210," the system
knows. If Dad leaves during a commercial of "The Tonight Show Starring
Martin Lawrence," the system notes that, too.

The TV-ratings gurus at A.C. NIELSEN Co. say this may be one of the
main ways to track viewing in the future. NIELSEN'S critics, however,
argue that the concept has serious flaws. They say that it raises
alarming privacy issues that will keep consumers from accepting it, and
that it falls far short of what will be needed to track viewing as the
audience splinters among new kinds of viewing choices in the
500-channel age.

The search for a more reliable ratings system is a serious quest.
Advertisers buy more than $ 30 billion of television time annually based
on NIELSEN'S national and local ratings. They, along with TV stations
and ad agencies, have criticized NIELSEN'S methods for years, but now
their complaints are reaching a feverish pitch. Their longtime worries

that NIELSEN has faulty sampling methods and flawed recruitment
procedures that produce defective data that doesn't accurately report
who' watching TV -- are now being replaced with what may be a far more
dire concern:

If NIELSEN can't accurately track TV viewing today, its critics ask,
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how will it be able to keep pace as the nature of television changes
rapidly tomorrow?

NIELSEN rejects the premise of the criticism. "Our data isn't perfect
and probably never will be," says John Dimling, president and chief
operating officer at NIELSEN Media Research U.S.A., the New York-based
unit that runs the company's ratings operation. "But it's better than
any commercial data that ' available, and we'e working to make it
better and better." As for the 500-channel future, he adds, "certainly
the technology will change, but not the fundamentals" of audience
measurement.

NIELSEN'S harshest critics say the multimedia age may enable other
companies to provide better audience information. The builders of the
information superhighway promise technology that will report exactly
who watched what programs when. Supersmart set-top boxes might be able
to spit out information that could be used to produce a complete census
of precisely who watched what -- not simply a sample of the audience,
as NIELSEN has done for so long.

But executives of NIELSEN, a unit of Dun &: Bradstreet Corp. of
Westport, Conn., say they fully expect to be the principal assessors of
TU audiences well into the future. Their current system is already
compatible with the superhighway, they claim, pointing to NIELSEN'S
tracking of a Time Warner Inc. 150-channel Quantum system in New York.
That system is a "near video-on-demand" service in which subscribers
can "access" movies and special-events programs -- and NIELSEN meters
connected to set-top boxes record each request as it's made.

That doesn't mean NIELSEN won't have to make some adjustments. Mr.
Dimling says the company is making significant improvements in its
current methodology. Over the next several months, it will expand the
number of households it uses for national ratings by 25%, to 5,000. It
says it has also improved training of NIELSEN families to get more
accurate data from them.

For the customers that buy its information, NIELSEN is investing
heavily in a state-of-the-art system to deliver ratings data faster and
in more detail. Mr. Dimling also says NIELSEN is "sharing information"
with an assortment of companies that are designing tomorrow's program
pipelines, with an eye toward hooking up to viewers'et-top boxes or
other equipment.

Still, many industry officials are skeptical of NIELSEN'S promises.
Nicholas Schiavone, vice president of media and marketing research at
General Electric Co.'s NBC television unit, says: "I hate to invoke my
mother here, but she used to say to me, 'Actions speak louder than
words. And you know, Nick, talk is cheap."'he

problem, Mr. Schiavone says, is that NIELSEN has been doing
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business the same way for decades. And since Britain's AGB Television
Research, its only competitor, folded its U.S. operations in 1988,
NIELSEN has had a monopoly on the business and little incentive to make
improvements.

In 1989, the Committee on Nationwide Television Audience Measurement,
or Contam, whose members include the three major TV networks and the
National Association of Broadcasters, concluded in a study that the
company's "PEOPLE METER" was producing seriously flawed data. The
committee said the PEOPLE METER, which requires each viewer to press
some buttons when he or she starts or stops watching television,
demanded too much effort to be accurate.

But NIELSEN, members of Contam say, didn't bat an eyelash. "Nothing
of significance or substance has.changed," says NBC's Mr. Schiavone,
who also serves as Contam's current chairman. "There was no midcourse
correction on their part, and we have the same measure we had four
years ago. There's one difference: The TV environment is much more
complex now than it was in 1989, and it's only going to get more so."

NIELSEN executives are betting that the information highway's
developers -- perhaps ventures between cable-TV companies and telephone
companies or engineers of two-way cable systems -- won't elect to
plunge into the business of audience measurement. Beware the hype, they
say; there may be so few people hooked up for many years that it would
be hard to get a legitimate sample just from the superhighway. In which
case, who would measure homes that choose to stay off the superhighway?
And even if every home is wired, what about TV sets that aren't wired
within those homes?

NIELSEN executives see other basic problems if huge
cable-telephone-studio ventures try to create a measuring service. "Why
would advertisers and their agencies want to have audience data
supplied to them by the very same companies who are selling the time?"
Mr. Dimling asks. "I think there is an implied conflict of interest in
that arrangement."

NIELSEN believes the cable-telephone ventures will instead be a
provider of data to NIELSEN, which in turn will crunch the numbers and
come up with the census. This would make manipulation of data by
program providers less likely, Mr. Dimling argues. NIELSEN, he says, is
uniquely positioned to decipher information from multiple sources and
present it to its customers in a meaningful way.

For now, the many companies scrambling to design the television
set-top boxes say they aren't interested in getting into audience
measurement -- but suggest that their expertise might help NIELSEN do a
better job. "Our boxes are going to give NIELSEN a vastly improved tool
set," says Geoff Roman, vice president of technology and business
development at General Instrument Corp. of Chicago, a leading maker of
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cable-converter boxes. "But I wouldn't see us as a competitor to them."

NIELSEN may face new competition anyway. Contam executives, undaunted
by NIELSEN'S snub in 1989, are returning with another effort. They
recently hired Statistical Research Inc., a research company in
Westfield, N.J., to run a "laboratory" that late next year will test a
ratings system the networks believe will produce more-accurate data.
Contam says the lab will be open to NIELSEN and hopes the research
giant will adopt some of the techniques it tests. Though Contam
officials say they know it will be costly and complicated to start a
rival system, they add that they'e prepared to do so if NIELSEN
doesn't adopt some of the strategies they plan to showcased

At least publicly,
threats. Instead, it
created to tell more
audience measurement
Grail.

NIELSEN doesn't profess to be concerned about such
prefers to talk about the passive PEOPLE METER,
about who is watching television, the aspect of
that NIELSEN regards as something akin to the Holy

The passive PEOPLE METER, which NIELSEN plans to test in a small
market at the end of the year, has an imaging system that takes
digitized "photographs" of all those watching. The meter's memory is
programmed to recognize the faces of everyone in a household and to
record what each person watches.

Many media executives, however, say the passive meter will be sunk by
privacy concerns. Critics say consumers won't go for a system that
takes pictures of them in their bedrooms -- where, statistics show,
Americans do a significant amount of TV viewing.

"Could they get 4,000 homes to sign up to try it?" Mr. Schiavone
asks. "Probably. But what you'd end up with is a sample of
exhibitionists. I'm simply saying they'e not representative." Calling
the passive PEOPLE METER "a Faustian bargain, a deal with the devil,"
he adds: "NIELSEN just doesn't seem to understand that this is a
measurement system that amounts to a wholesale invasion of privacy."

NIELSEN says the critics are overreacting. "Any kind of Big Brother
intrusion is really far beyond the passive meter's capability or
purpose," Mr. Dimling says. "The only information collected and
transmitted is that 'person No. 1's watching television." Mr. Dimling
says the passive meter represents an advance because it eliminates the
effort NIELSEN families now must make to record what they watch.

The information gathered and reported by the passive PEOPLE METER
will be completely different from the data NIELSEN currently reports.
Because of the continuous nature of the meter's data -- it tracks
images of the viewers on a second-by-second basis -- NIELSEN says it
will finally be possible to see whether viewers stay in the room or
turn the channel when, say, "Seinfeld" goes to a commercial break.
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NIELSEN says the passive meter will represent a particular advance in
tracking viewing by children and teenagers, who have been the most
difficult to measure because they aren't as reliable as adults in
filling out diaries or working the traditional PEOPLE METER. What'
more, NIELSEN says, the passive meter should erase any lingering
concerns on the part of broadcasters that "button-pushing fatigue" from
the traditional PEOPLE METER skews ratings.

Says Mr. Dimling, "It doesn't require that people in the sample wear
a badge, a wristwatch or wrap an antenna around their head."

Mr. King is a staff reporter in The Wall Street Journal's Los Angeles
bureau.
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