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Here’s to the Death of Broadcast




ernsehen war gestern

DERGPIEGEL




Der Niedergang des Mediums Fernsehen

The Broadcast Networks are Dead
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2010 - All Time High
TV Viewing Continues to Edge Up

By BRIAN STELTER

Historians may someday note with wonder that by the end of 2010, at least six cable television shows
were about auctioneers and pawnbrokers. And all were considered successes by their respective
channels.

Countless shows were about cops and robbers, too, and countless hours were devoted to competitive
singing, dancing and even figure skating, and they each found an audience, proving again that television
remains a refuge in the media revolution. (Except, perhaps, for figure skating. In December, ABC’s

“Skating With the Stars” struggled to keep a mere one million viewers ages 18 to 49.)

Americans watched more television than ever in 2010, according to the Nielsen Company. Total viewing
of broadcast networks and basic cable channels rose about 1 percent for the year, to an average of 34
hours per person per week. The generation-long shift to cable from broadcast continued, but subtly, as
the smallest of the big four broadcast networks, NBC, still retained more than twice as many viewers as
the largest basic cable channel, USA.

Ehe New Nork Times ;

Quelle: The New York Times / The Nielsen Company



Top primetime shows of the week
(Jan. 31-Feb. 6, 2011)

Adults 18-49 Overall aud
Rank Series (Network) rating/share in millions

. Super Bowl XLV (Fox) 39.9/77 111.01 . Bones (Fox) 3.3/09
. Super Bowl Post-game (Fox) 25.5/55 66.03 . The Biggest Loser (NBC) 3.3/08

. Glee special-Sun. (Fox) 11.1/29 26.80 . Two and a Half Men (CBS) 3.2/08
. American ldol-Wed. (Fox) 9.0/24 25.14 . The Bachelor (ABC) 3.2/08
. American ldol-Thu. (Fox) 7.5/20 21.89 . CSI (CBS) 3.0/08

. NCIS (CBS) 4.6/12 22.85 . Pawn Stars-10:30 p.m. (History) 3.0/08

. Jersey Shore (MTV) 4.5/12 8.26

. The Big Bang Theory (CBS) 4.3/12 13.83 )
. Law and Order: SVU (NBC 2.9/08
. Grey’s Anatomy (ABC) 4.3/11 11.18 : ( ) /

. NCIS: Los Angeles (CBS) 3.8/09 17.70 : IB)Ieep ;V:V Da1dOSays (CHSS*[) igig;
. The Office (NBC) 3.7/09 7 29 . Pawn Stars-10 p.m. (History) !

. Modern Family (ABC) 3.5/09 9.20 . Cougar Town (ABC) 2.7/07
. Human Target-Wed. (Fox) 2.6/07

. Rules of Engagement (CBS) 2.6/07

Each ratings point represents roughly 1.32 mil

. The Mentalist (CBS) 2.9/08

Quelle: Variety / The Nielsen Company



Top Ten Shows 2009-2010

Broadcast Season Cable Season

Program Originator | P18-49 Rating | Program Originator | P18-49 Rating

ﬁurnELr-'it.aﬂ ldol- FOX 97 H{'jfrlt.ja}f Night
Tuesday Football

ESPN 5.8

American ldol-
Wednesday

NBC Sunday
Night Football

Undercover Boss CBS 6.7/ Royal Pains USA 2.3

FOX 8.4 Jersey Shore 2 MTV 3.2

MNBC f.Z Burn Motice SA 2.4

The Big Bang

CBS 6.3 Covert Affairs USA 2.3
Theory

Grey's Anatomy- ABC 63 NFL Regular
Thursday @ 9pm Season Game

House FOX . Teen Mom 2 MTV 2.7l

NELM 2.2

Two and a Half CBS | Project
Men Runway
WWE

LOST ABC 5. . LSA
Entertainment

Lifetime 1.9

The Office NBC _ Top Chef Bravo

September 2009-August 2070 primetime programs, ranked on Live+7 rating. Repeats and specials excluded

Quelle: Variety / The Nielsen Company



Quelle: Variety / The Nielsen Company

Viewing by Genre
Percent of Audience

General Drama
General +
Participation

Variety (Reality)

Sports Event
Situation Comedy
Feature Film

News

Documentar Y

Evening Animation

Sports
Commentary
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DVR Live
Playback + DVR Actual Percent
Composite AA% Playback lift lift

DVR Live
Playback + DVR Actual Percent
DVR Households AA% Playback lift lift

Quelle: The Nielsen Company



Viewers do watch commercials on their
DVRs. Among DVR homes, playback
lifts commercial ratings by 44% among
18-49s after three days. Among all
18-49 year-old viewers, DVR playback
adds 16% to commercial ratings after
three days.

More than 38% of DVR users are over
age 45.

When DVR playback is included, DVR
households watch more primetime
programming than non-DVR households

Overall, 49% of time-shifted primetime
broadcast programming is played back
the same day it was recorded, and 88%
is played back within 3 days.

Quelle: The Nielsen Company



DVRsS Give More Shows a Lifeline

Che New HJork Times April 24, 2011

Where DVR Viewers Matter Most

Some television shows gain a significant share of their audience
from people using digital video recorders to watch a show days
after it was broadcast.

SHOWS WITH THE LARGEST PERCENTAGE GAINS IN RATINGS
Among viewers ages 18 to 49

ADDED RATING FROM
SHOW NETWORK SAME-DAY RATING 2.7 DAY VIEWERS INCREASE

Fringe Fox i e +47%
Parenthood NBC L | +41
Gossip Girl Cw = +39
The Event NBC | +38
Hawaii Five-0 CBS i +36

SHOWS WITH LARGEST GAINS IN NUMBER OF VIEWERS
Among viewers ages 18 to 49

ADDED RATING FROM
SHOW NETWORK SAME-DAY RATING 2.7 DAY VIEWERS INCREASE

Modern Family ABC ‘ B +33%
Grey's Anatomy ABC E— +34
House Fox ——i +33
The Office NBC JE=NeC | +32
Glee Fox B +25

Source: The Nielsen Company




Genre trends - 2009-2010 season (9/21/09 - 5/26/10)P18-49 - Primetime programming
on ABC, CBS, CW, FOX and NBC

Program Type Live Rating | Live+SDRating | Live +7 Rating L+5D Lift L+7 Lift
SCIENCE FICTION 2.19 2.70 3.49 0.51 1.30

SITUATION COMEDY 2.22 2.73 3.24 0.51 1.02

GENERAL DRAMA 212 2.51 3.09 0.39 0.97

VARIETY/REALITY™ 2.65 3.15 3.46 0.50 0.81

EVENING ANIMATION 2.92 3.30 3.67 0.38 0.75

AWARD CEREMOMNIES 5.50 6.02 6.21 0.51 0.71

SPORTS EVENT 5.55 5.80 5.85 0.25 0.30

COMEDY VARIETY 1.90 2.05 2.11 015 0.21

NEWS DOCUMENTARY 1.56 1.67 1.75 0.0 0.18

GENERAL DOCUMENTARY 1.57 1.64 1.70 0.08 0.13

SPORTS COMMENTARY 3.68 3.79 3.80 0.7 012

NEWS 1.36 1.42 1.47 0.06 0.11

FEATURE FILM 1.37 1.40 1.43 0.03 0.07

Quelle: The Nielsen Company



DVR Nutzung in Deutschland

A In Deutschland werden seit Juli 09 DVRs mit gemessen
A TV Nutzung (14-49) A +0.4%

S
=
»
=
(&)
©
=
=
N
»n
o))
c
=
2
98
[T}
o
2 o=
[}
(5]

0,3 0,3 0,3 0,3
0,2 0,2

Jul. 09 Aug. 09 Sep. 09 Okt. 09 Nov. 09 Dez. 09 Jan. 10 Feb. 10 Mrz 10 Apr. 10 Mai. 10 Jun. 10 Jul. 10 Aug. 10 Jahr 10
(Jan-

Aug)

Quelle: agf



Quelle: The Nielsen Company

Mobile Video Viewing

In Q4 2010, 301 million Americans used

a mobile phone; 24.7 million mobile

subscribers watched video on a mobile

phone, a 41% increase from last year.
he growing popularity of mobile video

is due, in part, to the rapid adoption of

media-friendly mobile devices, including
smartphones, which make up 30% of the
marketplace.

Mobile subscribers on average watched 4
hours 20 minutes of mobile video a month

(Q4 2010).




Online Video Viewing
143 .9 million Americans viewed video

online in January 2011, spending an average
of 4 hours 39 minutes viewing video on
PCs/laptops.

Quelle: The Nielsen Company



Online Videos
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Online Video Nutzung

ssionell produziert

mTV
Movies

User generated

Quelle: Sanford Bernstein Survey



Werbespendings

A Total Ad Spending 2010
USD 120 Milliarden

A plus 5.4% vs. Vorjahr
A 57% gehen ins TV

Quelle: The Nielsen Company



Google Takes to TV to Promote Browser

Sy CLAIRE CAIN MILLER
0 | shed ['-\.'l--j_' '| |

SAN FRANCISCO — Google is once again taking up arms in the

browser wars, in the belief that people who use its Chrome Web
browser will be more likely to keep using Google search.

@, Enlarge This Image The company is taking the battle to
B  mainstream America with an ad
campaign using the old-fashioned
medium of prime-time TV to talk
about the Web. The go-second ads,

which began Tuesday night, show oft

Une of Google's television ads, called  Chrome, which it introduced in 2008.

"Dear Sophie," shows a father B
creating a scrapbook in Gmail by As ]JEDP]E look for more cool and

sending his daughter notes, photos
and videos as she grows up.
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THE JOY LUCK CLUB

more interesting things on the Web, our business grows,”

said Andy Berndt, vice president of the Google Creative

= | Bartle Bogle Hegarty.

t('?l)c New York Times -

Lab, which created the campaign with the ad agency




Top 3 Coogle
Suchbegriffe

Blick

am Abend

Sieger der letzten 24 h:

1. 3plus
Privatsender

2. Jung, wild und sexy
Lauft auf «3plus»

3. Bauer, ledig, sucht
Auch «3plus»




Besten Dank fur lhre
Aufmerksamkeit



