Program Appeal and Program
Impact: A New Approach to
(Jualitative Ratings

by Elizabeth J. Roberts

Do not quote without the permission of the author,
1984 Columbia Institute for Tele-Information

Columbia Tnstiute [or Tele-Information
Graduate School of Business
Columbia University
809 Uris Hall
MNew York, NY 10027
(2123854-4222



PROGRAM APPEAL AHD PROGRAM IMPACT:
A NEW APTROACIE

TO QUAETTATIVE RATTHGH

Biizabeth J. Roberts

President
Television Audience Assessment, Taec.

Dotober 1984

Research Working Paper Scries., Not for cltation,
quotatinn, reproduction, or distriburion without
written pommission.,

This paper was prefented to the Columbia University
Craduate School of Business Conference: "Beyond
Batings: New DivecEions in Audience Measurcment
Research"

AF f..i q.






THE CHANGING TELEVISTON/ADVERTISING MARKETPLAGE

Traditional televisfion ratings that measure the size and
demographic characteristics of a program's audience do not
necessarily indicate the degree to which viewers are involved in
and receptive to what thay are ﬁatching. These issues had little
retevance in the 19505 when the traditional ratings systems were
adopted and televiston was scoring fts first wave of spectacular
sUccess as a mass-market advertising mediﬁm. The nature of fhe
televisinn1mediu% and the viewing habits of the American public
at that time me&ﬁt that estimating the number of people tuned
tnte a program gave a satisfactory indication of how valuable it

wasz a2 an advertising vehicle,

Consider the capacity of the television sat and its role in the
American home thirty years ago. A typical household felt
privileged to have one set, with three or four channels
avaitable., Even in areas where poor reception reduced the
options to only one or two stations, the signals of these
stations were beamed to households that had received nothing of -
the kind ever before, When they watched television, family
members gathered around the wonderful invention in rapt attention
for a program they had planned ahead to see and would probably
watch again the next week, The limited number of program
alternatives coupled with the navelty of the medium enabied

industry executives to take it for granted that tetevision



viewers were involved with and loyal to the programs they
watched, People who had tuned in a program, it could be assumed,

would aTso see the advertiser's message.

In American homes today, telavision is a commonplace, not a
wondar. Most families now have two sets: many have three or
four. Furthermore, the television ;Ets themsalyes have a gﬁeat1y
attered capacity. Within a few years, over half of all American
households will be wired for cable, offering viewers a choice of
20 or 30 programs at any one time. Hand in hand with
technalogical changes have come changes in people's viewing
patterns--changes that call into questien the wisdom of relying
heavily on traditional television ratings when making marketplace

decistons,

In the first place, the television set has now become as Tamiitar
a5 a member of the family., In the average home, a set is turned
on in one room or another for over seven hours a day, every day
af the week.l With sets playing for so much lenger than they
ance were, televizion programmming asnd fts advertising must
compete with dozens of other demands on people's time and
attention. Viewers, of necessity, often engage in other
activities while programs and commercials play awdy in the
background., Research conducted by Television Auvdience Asspssment
{TAAY in 1981 and 1982 established that nearly 40 percent of

audience members are reading, talking on the telephone, eating



dinner, washing dishes, paying bills, doing homework, or actively
pursuing some other distracting activity while “watching” the
average television show. Furthermore, fully half the audieﬁce
leaves the room at some time during the show, and most of these
peapte leave not once but repeatedly during both the program and

z But the audience 15 not always so

its commercial breaks.
distracted. For some programs, research makes plain, viewers set

aside distractions and pay close attention.

Second, with s0 many programs to choose among, today's viewers
evidence tittle program Yayalty and switch channels often. Qur
earlier research found that fewer than two-thirds of the audience
for an average hour-long program actﬁaily ttays with it to the
end, and only one-third of the viewers of one week'g episode are
likely to be in the audience for the same program the following
week.> Viewers' restlessness is 2150 apparent when commercials
come gn, Almost 15 percent of viewers without cable and 40
percent of cable subscribers report that they "always"” or "aften"
change channels durfng commercial breaks.4 The growing use of
remote=control units makes "commercizl-zapping” easier all the -
time, and the availability of continuous special-formal programs
such as CHN, MTV, and The Weather Channel makes it more tempting.
The growing array of alternative programming apparently has
become s0 seductive that one out of ten cable subscribers reports
frequently watching two programs &t once, switching back and

forth between them.5 But once again, research shows that some



programs are markedly better than others at holding their

audiences.

Changes on this scale suggest that new market strategies are
needad. There is clearly room for innovative programming, new
promational approaches, and new media planming and advertising
practices {n the television industry, However, in order to plan,
produca, program, and advertfse in this market, industry
executives need sensitive measures of a television pragram's

abitity to perform.

Today program performance is evaluated primarily on the basis of
the syndicated ratings data supplied by A.C. Nielsen and
Arbitron., These companies count the house., Pure énd simple.
They answer basic circutation guestions: - How big is the
audience? Who is in 7t by age and sex? How are viewers dfvided
among the available channels at a particuTar time on & particular
day? But whether viewers are involved with or are enjoying what
they see, whether they find the program they are watching worth
planning ahead far, whether thay will set aside other activities
to watch it or remember either the program or the commercials
shown in it, are vftal pleces of Information these traditional
ratings do not provide, As a result, traditional appreoaches to
tetevision ratings make no distinction between those pragrams
which have an audience of distracted restless viewers and those
programs which are more effective at capturing an attentive,

involved, statisfied and Toyal audience.



Atthough in the past it was possible to ignore such variations in
the way audiences responded to programs, today treating viewers
&s an undifferentiated mass is & costly anachronism. Al tﬁe new
factors in the marketplace have led many observers to suggest
that traditional quantitative television ratfngs could be
usefully suppiemented by more déscriptive measures gf the
audiences reactions to prugrams.ﬁ Such emerging approaches have
bacome known within the televisian industry as “"gualitative"
program ratings, although it should be noted tht none of the
various systems, either proposed or in use, actually measures the
"quality" of programming. What they attempt to measure are .
viewers attitudes toward programming, defining quality solely in

terms of the audience’s opinion.

Today, almost a dozen countries around the world are involved in
qualitative audience research desigﬁed to gather information
about the degree tg which viewers like, appreciate, enjoy or
otherwise react to the television programs they view.? In the
Unfted States, however, no system has emerged as an agreed-upon
standard of qualitative ratings that American televisfon and
advertising axecutives can rely on to supplement the Nielsen and
Arbitron data. & review of the available gualitative audience
ratings studies, both domestic and international, suggests that
there are several reasons.8 first, research often is done on &
proprietary basis, and the results of such studies are not widely

available for industry use. Second, many of the qualftative
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ratings research studies suffer from inadequate sample size or
other methodological 1im1tapions, making it diffifcult to trust
their conclusions. Third, the measures of audience involvement
and satisfaction used in many studies have not been adequately
tested for their validity and reliability. Fourth, and mast
important, most research efforts have not éxamfned the
relationship between viewers' reactions to programs and
commercially relevant viewer behaviors such as planning ahead to
watch specific programs, repeat viewing, levels of attention and
distraction, camméfc1aT axposure, and commercial effectiveness.
As 2 result, the tmplications of gualitative program ratings fnr
ecanomic decision-making have not been apparent to most Tndustry

decision-makers in the United 3tates.

TELEVISION AUDIENCE ASSESSMENT UNDERTAKES EXTENSIVE RESEARCH
PROGRAM TO TEST NEW QUALITATIVE RATINGS SYSTEM

Television Audience Assessment {TAA) was established in 1980 to
devalop and test a new qualitative ratings system for regular use
by the Amarican television and advertising industries. Following
extansive discussions with leading executives from all aspects of
the television business, Television Audience Assessment launched
a major four-year research and development program. A series of
studies (including a special prototype ratings study) were

undertaken to: (1) gain insight 1nto how the changing



communications environment is affecting the way people use
televisian; (2) explore the variations in viewers' reactions to
the programs they watch on both cable and broadcast te1eufsfun;
{3) test different methods for coliecting qualitative program
data; and {4} examine the relationship between viewers
qualitative response ta prngramé and thelr exposure and
receptivity to commercial messages. (See Appendix A for full
descriptfon of 211 studies.} The extensive data base created
through this four year research effort provided information not
only on viewers invelvement with programs }nd comercials, but on
their selection patterns and thair behavfﬁf while watching
television, [t enabled us to analyze different gualitative
ratings indexes and to rate hundreds of different programs on tha

bas{s of these prototypes.
The new quantatfve rating system that emerged from these studies
is based on two indexes which measure how enjoyable and involving

a program is for its viewers:

The Program Appeal Index measures viewers evaluation of the.

sverill entertainment value of 2z television program.

The Program Impact Index measures the degree of intellectual

and emotional stimulation a program provides its viewers.
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Using data from our prototype ratings study we tested the Appeal
and Impact Indexes for thelr relfability, stability and utitity
in predicting audience behavior., Both hald up well under |
scrutiny and both were found to correlate with all the audience
behaviars examined through the different studies--program
ptanning, lovalty, behavioral distraction, attention and

commercial exposyre and effectiveness,

The fmplications of this research are extremely significant for
the commercial development and long term acceptance of an
industry-wide standard of qualitative ratings. If certain
programs are mora desirable advertising vehicles than cthers, not
simply because of the size of their audience but because they
involve viewers more, sustain their attention and 16ya1ty, and
improve their response to the commercials placed within it, then
tn the future, optimal programming and advertising decisions will
benafit from the systematic assessment of both the quantitative

and the gualitative performance of programming.

The follewing sections of this report are based on the data that
emerged form this research, Taken together the findings
demonstrate that a qualitative ratings system that regularly
delivers broad-based and reliable statistics on how the audience
rates the Appeal and Impact of television programming shows
remarkable promise as a source of commercially valuable

and methodically sound informatton that fs now available to the



television and advertising Industries, The new information
provided by Appeal and Impagt ratings could greatly enhance
general understanding about viewers use of television -- -
undarstanding that is critica)l for efficient mediz planning,
affective use of narrow casting, and the development of
programming to suit diverse canéumer preferences fn the

‘televisfon market of the 1980s and beyond.

PROGRAM APPEAL: A MEASURE QF YIEWER'S EMJOYMENT

#11 programs are not equally appealing to the audience

frerfcans enjoy telayision. Each evening miltions of viewers
seek relaxation, companionship, and distractions frﬁm thair
evaryday problems by watching it. How much enjoyment they find
varies from program to program but, overall, most viewers find
television an appealing way to pass the time, Rating programs on
a scale equivalent to 0-100, the average Appeal Score of over 250
programs rated in our 1982 prototype ratings study was 73, and 90

percent of all shows were scored at 50 or above by thelr viewers,

Whila thenretical]y_a program that an audience finds extremely
unappealing might score as low as zero on the Appeal Index, in
practice most people don't sit through a program they don't enjoy
at a71. Clearly, unless viewers are watching a show that someone

else has chosen, most people witl switch channels, Teave the
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room, or turn off tha set rather than continue to watch a show

they find totally unsatisfying.

AItHuugh peaple enjoy what they watch on television encugh to
rate most programs above 50 on the Prngrém Appeal Index, thay
reqister a variety of upfniuns-within that upper range of the
scala. The highest-rated show from our two-week study in the
spring of 1982 recefved an Appeal score of 91, while the lowest
Appeal rating for the same period was a6. Llearly, the audience
perceives sharp differences between programs and registers its

reactions accordingly.

By and large, the viewers within our studies appeared to enjoy 2
program for reasons specific to the program 1tseTf; not simply
because it was a program of & particular type. Public affairs
programs, dramas, and nighttime serfals all received somewhat
higher average Appea! scores than cther program types. However,
comady programs, actionfadventure shows, and variety shows, were
not without thetir fans. One of the more significant findings in
our program analysis was how 1ittle a program's type influenced a
show's Appeal and different pragraﬁs, even within the same genra,
varied widely in the amguni of enjoyment they offered theip

audience.g

Different programs appeal to different audience subgroups

Qualitative ratings are based on a belief that the television

yiewing audience is not an undifferentiated mass but rather a
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composite ¢f individuals whoe respond to individual programs
d1fferent1y.lu The appeal of some programs n our studies varied
noticeahbly for different age groups of men and women within the

audience, while others had a more universal appezl.

th1e age and sex are nbviﬂusTy-facturs in how much subgroups of
the audience like a program, their effects changed with each
program. By contrast, the educational background of viewers
exerted the only systematic influence on ﬁppea1 scores that we
found in the demographics of the audience, In general, adults
with 1ess than a2 high school education tend to enjoy all the
programs they watch somewhat more than viewers with more forma)
education, While college-educated viewers are clearly capable of
deriving sfgnificant enjoyment from television prngfams, it
appears, however, that most programs hold somewhat less appeal

for these more educated yiewers.

We were also interested in what effect access to cable television
had on viewers' satisfaction with the programs they watch. Does
a greater choice of channels mean that viewers living in cable .
homes are ultimately more satisfied with the programs they end up
watching? Not necessa}11y. USuaTﬁy thera was little difference
batween the Appeal scores given by cable subscribers and scores
given by broadcastwonly viewers who were watching the same
program. While cable subscribers, particularly those with access

to pay services, watch considerably fewar programs on network



-12-

television, their opinians of the network programs they do watch
generally are similar to those of the broadcast-only viewers,
Whether people have access to eight channels ar 30, whether.they
sebscribe to one ar more pay services or ngt, it is the inherent
appeal of the indfvidual programs they view, not how many nétfnns
they have to choose from, that influences their evaluation of

television.

Thus we see that the audience'’s reactions to specific television
programs, and, therefore, the Appeal scores that various
subgroups give these programs, can vary noticeably with Gertafn
features of the audience--age and sex, education level, and media
access, But perhaps thé most interesting feature of these
variations is haw difficuit it is to generalize abuﬁt them by
features of the audfence., In 311 the demographic uaria51es wWe
studfed, we found it possible to make only one broad conglusion
based on the audience: viewers with more education Tike
teTevision somewhat less than do viewers who have less schooling.
A1l the rest of the variation we find among audience subgroups in
their reactions to the same program is idiosyncratic to the show.
Such differential appeal suggests that, program by program,
industry decision-makers will find Appeal scores useful {in
establishing a afghtly schedule) by assessing how much a program
satisfies different segments of the audience, and in determining
the potential for audience flow from one appealing program to the

following one. Likewise, Appeal scoraes offer useful information
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to advertisers interested in targeting their commercials to

specific demographic groups.

A program’'s Appeal is stable from episode ta episode

ﬂver.?q percent of the 45 weekly series we examined showed no
statistically significant variation in the level of enjoyment
they provided viewers from one episode to the next. This | L
stability in the Appeal score is pa}ticuﬁar1y striking in 1ight
of the high audience turnover we found; an _average of 68 percent {ﬁgf - ?;2'-i

e 1'| l:

of the audience for the first episode did not reurn te view the pl by __H,

— — _ Y

second, yet thes Appeal score remained similar from week to week.

We found the same pattern of stable Appeal scores to be equally ﬁ:;iﬂ ﬁ

true of syndicated "strip" programs {programs shown nightly}, o

e

L h
with one night's viewers of a syndicated series evaluating the \: ot
appeal of a program at about the same Yevel as the previous

night's viewers.

Furthermore, whan we compared the Appeal scores for all programs
in our sample currently appearing in both a first-run network and
syndicated strip format, we again found little significant
difference. This was true despite the fact that the programs
ware shown #n different time pericods on different days of the

week and had a substantially different audience, (See Figure 1,}

Finally, we pursued this investigation of episode variability in

qgreater detail by looking at another potential source of
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varfation in appeal: diffarences in Appeal scores between reruns
and new episodes of established series. For only a few programs
was there a significant differance betwean the Appeal score for a
rnew episode of the same series, In the majority of cases,

whether an episode was new or 2 rerun had Tittla effect on the

program's perceived appeal.

It appears, then that the appeal of mast programs is a relatively

stable feature of the show, and the Appeal Index 7s a consistent,

retiable measure of a show's intrinsic entertainment value. This

retiability is of more than theoretical interest. It indicates
that a functional qualitative ratings system need not sampie the
audience every weak in order to provide useful data for first-run
or syﬁdfcatian programming decisions, The rating for one episode
generally predicts the rating for the serfes, at least over é

timited period of time.

Both our own evidence and what has been gathered in research
abroad thus assures us that it 3 possibie to measure the
aurdience appeal of teleyision programs, that programs differ
widely in their appeal, and that Television Audience Assessment's
fppeal Index §s & re113h1e measyre because it does not vary
substantially with program genre or even with different episodes
of & series. In other words, the audience perceives that a

particular program has a particutar level of appeal, regardless

of 1ts type and regardless of which episode of the program is
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being shown. From this we can infer that the audience 1ikes &
program it rates 80 better than it does a program it rates 70 or
60. But the question is, dées this make any difference? What
might it mean to the {ndustry that one program is more appealing

than another?

Program Appeal predfcts viewer planning and Toyalty

One of the useful features of the Program Bppeal Index and, as we
see in the next section, the Program Impact Index is how closely
they carrelate with certain aspects of the audience's behavior,
The Appeal Index in paﬁficu!ar was found to be useful in gaugfng
how Toyal viewers will be to a specific program. It helps
predict the likelihood that viewers will plan in advance to watch

a particular show and will watch other episodas of the serfes.

Planning. Most pecple do not plan in advance to watch television
programs. They generally turn on the set and then chogse a
program for the available option, often settiing for what has
become known in ;he industry as the "least objectionable” program
choice. In many homas, people appear to turn Dn~tha television,
set the way they turn an a light when they walk intoc a room,
without thought or planning. Frequently, television serves as
Tittle more than a talking tamp, carrying on a monoiogue in one
corner of the 1iving room while family members go about the
business of thair daily lives, When asked to indicate why thay

selected a particular program to view, approximately 75 percent
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of the respondents in our prototype ratimgs study replied, "The

first few moments caught my interest."

Unplanned selection was particuTarl} true for tess freguent
viewers of television. Our study provides 1ittle support for the
theory that 1ight viewers of television are more selective
viewars. In fact, it is the heaviest users of television who are
most Tikely to plan in advance to watch a program, with 73
percent of people who watch more than two hours of television an
evening planning ahead to see a program, compared. to 42 percent
of viewers who watch less than one hour a night.? The more
television that people watch, the more 1ikely they &re to know

ahead of time what they want to see.

While viewers are somewhat more 1ikely to plan ahead to watch
information programs, inciuding news and pubiic affairs shows,
than they are for standard entertainment fare, there was a
consistently strong correlation across all the programs studies
batween planning ahead and viewers' enjoyment as measured by the
Appeal Index. {See Figure 2.) In the case of individual ongotng
programs, these patterns of advance ptanning usually lead to

increased viewer loyalty adn repeat viewing.

Loyalty, The far greater choice afforded hy cable television has
meant a reduction in overall program loyalty. With more programs

to choose from, many viewers are less apt to "tune in next week"
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to see a subsequent episode of a show they watched the previous
week, We found in our prototype Eatings study, which
intentionally inctuded a Ta;ge proportion of cable subscribers,
that only zhout BD.percent of the audience of one week's episode
returned to watch the next week's episode of the same series.
Howeyer, programs differed widely in the.prupart+ﬂn of the
audience that they were able to carry forward from one week to
the next. When we compared viewers' ﬁppea! scaras with their
repeat viewing pafterns for a saﬁpTE pf series programs, we found
that, in the great majority of cases, viewers who watched both
episodes of the series reported finding the show more appealing
than viewers who watched only one of the two episodes. ~The most
satisfied viewers of the show were also the most loyal viewers.
This finding was further substantiated in a later laboratory
study by the finding that those participants who rated a program
high on the Appeal Index were more likely to say they “usually
made a special effort to watch the show" and that they “had
frequently watched the series before". Since series programs
succeed by developing a following of people who wilil tune in to
the prodram week after week, the Appeal Index offers an important
tool for gauging a serfes' potential for buflding an audience of

Taval viewers,

The size of the audience does not indicate the Appeal of a

progran

Having found the Appeal Index useful in predicting what

proportion of an audience will pTan ahead to watch a program and
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remain toyal to 1t, we might expect_that programs with the most
enthusfastic viewers would &1so develop the targest audiences.
However, the s5ize of & prug}am‘s audience is affected by many
circumstances other than a show's appeai -- factors suych as the
time of day, the season of the year, the availablity aof viewers,
and tha appeal of competitive ufferings.. A relatively
unappealing program can still receive a high share of the tota)
audience if it is aired on a night with weak competition.
Conversely, a strong program up 3against strong competition may

register a small share despite its high-audience appeal.

We found no significant relationship between the size of a
program's audience and the amount of satisfaction viewers
reported deriving from the show. When we plot the relationship
between the size of the audience and the average Appeal scores
for the prime-time programs in our prototype rating study, we can
see how widely Program Appeal scores varied among programs with
simiiar size audiences. (The size ratings from our study are
based on "person" rather than “household” viewing estimates.)

{5ee Fiqure 1.}

For example, programs with audience size ratings of 12 had Appeal
scores that ranged from the low 505 to above B0, and some of the
programs with the smallest audiences in our study received the
highest Appeal scores. [If audience size were a ref1ectfﬂn.ﬂf

Program Appeal, we would see almost all points on this chart
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clustering around a rising diagonal that showed higher scores
correlating with higher ratings. Instead we see & dispersed

mass, with naither factor related to the other.

The traditional 47ze ratings are not intended as measures of
audience satisfaction. The uft;repeated.adage "If they watch it,
they 1ike it" ignores the remarkable amount of varfation in
viewers' appreciation of programs. The Appeal Index, on the
other hand, because it is not subject to éxternal variables such
as .the competing menu of programs, provides a more reliable
measure of a programs' intrinsic entertainment value, This ind;x
in turn is a more useful predictor of how likely audiences are to
watch the program again and how 1ikely they are to plan zhead to

da so0,

PROGRAM TMPACT: A MEASURE OF YIEWERS' INVOLVEMENT

Jur second audience response measure, the Program Impact Index,
~indicates the degrgf of emotional and intelTectual stimulation

that a program provides jts audience. As the other major

component of our qualitative ratings system, it offers a means of

assessing haw involved or distracted viewers are while they watch

teltevision.
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1t is not necessary to discuss the Impact Index at the length
devoted to Appeal because Impaét shares many of the sama
characteristics. Impact scores also vary by audience subgroup;
they discriminate ﬁmung pragrams regardless of genre, and they
remain stable from episode to episode for the majority of

programs .

However, the [mpact Index i3 more sénsitive the the Appeal Index
in assessing the effect a program has on its viewers and
carrelates marei;tranglf.w1th peaples' behavior while viewing and
with cunmerciaT?expnsure and effactivenass measures. Before we
consider the relationship between Program Impact and viewer
hehavior, however, we look at the derivation of the Impact Index

and then at how Impact and Appeal are related.

Basis of Program Impact scale: "I learned something from it" and

"It touched my feelings”

Different television programs appeal to their viewers for
different reasons, but the most commonty stated reason in our
research was that they offered a "pleasant way to pass the time,"
Sevent; percent of the participants in ome of our preliminary
studies placed the program they were watching in this category.
Like relaxing with an old friend, people watch certain shows
confident about what to expect and generally pleased with what

they find.
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We learned that other programs, however, satisfy their viewers
because they give them "something mere" than this; these programs
stimulate, compel, inform, or attract their audience more
intensely. Thirty percent of the viewers in our preTfminarﬁ
study said that the program they had just seen was more than a
way to pass the time. [ was this indication aof an added
dimension to some people's viewing experience that led us to
explore a second characteristic of a program's qualitative effect
-~ fts emotional and intellectual impact on its audience.ll

In cur prototype ratings study;we asked our panelfsts to rate | ot
pach program they viewed on the basis of how strongly it touched E'i

12

their feelings and how much they iearned from it. The vast ' 55?.

majority of pruérams in our sample, either scored high on both “f; ;q{{LZl }:gt;'
these valuation scales -- or they received relatively Tow marks o WETﬁﬂfh

on both scales. Occasionally, a program scored higher in one ;::- - y
dimension than the othar, but by and large, we found the ﬁiifl P
emot{onal and intellectua) impact scales sufficiently correlated e
for all programs to permit us to combine them into a single 0-100

fndex.13

High Impact programs are highly appealing

Whan we compare a program’s Impact score with its Appeal score we
find & strong relationship between the two for mest programs. In xxf'ff
. i

general, the higher a show's emotional and intellectual impact,

1 Vo
the more the audience reparts enjoying 1t, and programs with - o I
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retatively low Impact scores generally receive lower Appeal

scores as well,

Howeyar, Program [mpact has a considerably wider range than
Program Appeal, making it a more sensitive measure of the

diversity of viewers' responses to different programs. Impact

scores in our prototype ratings study raﬁged from a low of 15 to {;U¢ikﬂ. _L£ ]
a high of 86 and the Impact sceres for all programs we anaiyzed ; iﬁi ; &
averaged only 44 compared with the much higher average Appeal .\ 1 iﬁjjlﬂ? |
score of 73, In general, then, we can state that most of the }fpfvj4\a{ﬁf”
time pegple watch programs they enjoy =- hEﬂFE, the high average | *i?ﬁ; r;%iﬁ
Appeal score, but they den't always demand fﬁat those programs be \#f LIUE*T‘ ,
tnvolving =~ hence, the wide range and lower average of Impact hvﬂng f"' y
sCores. { 1:\1__ fk_ \,{\UI’”

The Impact Index, 1ike Appeat, distinguishes among programs

regardless of genre

The Impact Index, we found in our analysis, holds up well as 2
measure of the fnherent qualitites of individual programs. While
certain genres may be intrinsically more invelving than others ~-
dramas, for instance, often rate above comedies and variety shows
an the Impact scaTe -- the scale is fully capable of registering
wide-ranging distinctions in the audience response te programs
regardless of type. In many cases Impact scores had a wider
range within a program tyﬁe than did Appeal scores. Clearly,
programs of many different types canm invalve as well as capture

viawars,
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The wider range of Impact scores is an indfcation that the Impact
Index.is more sensitive than the Appeal Index to differences in
programs' can;eﬁt. This sensit%vity caused the index to vary
somewhat more often than Appeal scores did from episode to
episade, as well. As with the Program Appeal Index, these
differences were not caused by differing reactions to new
episodes versus reruns, nor were thay significantly affected by
whather the program was an established series ar a newly
introduced one. Program Impact seeﬁs to reflect specific

features of the program itself.

The fact that Program Impact is both more sensitive to episode
content than Program Appeal and still strongly related to Appeal
suggests that the measure may be useful in predicting the
potential long-term appeal of new series. For sxample, Canadian
and British researchers have found that it usually takes many
weeks before the appeal of newly fmirodeced series can be
accurately estimated, because new shows generally have a
heterogeneous audience comprised of many “experimentars" who are
trying the show aut for the First time. Some of these people
undoubtedly will decide that the show is not for them and will
not watch future episodes, but their presence in the audience for
the first few telecasts may bring down & program’s average score
on an Appeal index. Several weeks usually are required for & new
program to find jts audieﬁce; the same period is needed for the

program's appeal measure to find its level, Judging how much
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emotional and intellectual impact & program has on fts viewers
requires ng such wait, however; a programmer can measure this
from the Impact score ¢n the first showing, 3Since Impact
corralates with Appeal for established series, new serfes
episodes that are perceived as offering unusually high emotional
or inteltectual stimulation should generats increasing levels of
audience enjoyment aver time -- provided, of course, that they

maintatn their high Yevels of impact.

It seems ¢lear from our analysis that despite the strong
correlation between a program's Impact and its audience Appeal,

the Impact Index measures a quatitative aspect of television

b
programming that is distinet and separate from its entertainment L.

value, It registers the level of a show's emotional and
intellectual” impact and offers important diagnostic information
to cable and broadcast programmers interested in determining or

improving the basts of a program's appesal.

As with the Appeal Index, however, the question then arises, what
makes this separate measure worth recording? What useful
information is there in the Impact Index of the television and

advartising industries? Agafn the answer lies in the correlation

of the measure with yiewars' behaviors while watching. In };
addition, the Impact Index provides ¢ritical new information f_w
about the value of different programs as environments for Hk :
advertising. \:
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High~Impact programs captura more of viewers' attention

Today's television viewers are notoriously restless. Busy with
home, scheal, or job and bombarded with an increasing array of
media stimuli, many viewers go right on with their chores or
amusements while & television program is on. In our prototype
ratings study, we asked viewers to report how much attention they
paid to the programs they watched. We found that, by their awn
report, television commanded peoples’ undivided attention only 37
percent of the time, and almost 2% percent of our respondents
reparted giving “hardly any" or only "soma" attention to the
programs they were watching. Comparable findings were evident

from all our other studies.

For an industry that spends millions of dollars developing
advertising to persuade viewers to buy something, these low
attention rates are cause for concern. However, even these
self-reparted attention rates may underestimate the distractions
that the audience is subject to. In order to gain & clearar
ntcture of viewers' actual attention while viewing, we
interviewed participants in ogur prototype ratings study by
teltephone, asking them about their behavior during the course of
the program they had just watched-specifically, whether they had
left the room during the program or its commercials and what else
they were doing while the set was on, The results of this survey
confirmed findings from our earlier preliminary studies: over 50

percent of the respondents "watching" television reported that
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they left the room at least once during the course of the show,
and most of these people reported leaving repeatedly during both
the show and the commercials. Furthermore, during the time when
they were in front of the set, many "viewers" were engaged in
conversation, household tasks, school work, reading and other
lefsure activities; in fact, many were doing several of these
thirgs at once, In all, approximately one-half of the viewing
aundience Was engaged in other activities while watching
television, and of these people aver 40 percent safd they were
substantially distracted from television viewing by the other

things they were doing.

Such high levals of viewer distraction tell us a great deal about
television and how most people use it. Think how hard it is to
read the sparts page in the morning newspaper and carry on a
conversation with your spouse about vacation plans; how difficuit
it would be to audit the business accounts while seated in a
theater; how virtually impessibTe it is to read a novael or listen
to a concert while talking to your mother on the phone, But
apparently television is suffering from this kind of competfifon
most the time. The question is, what, if anything, can the
tndustry do about it? Yiewers' attention to pregrams is
influenced by a number of factors outside advertisers' and
producers® control. Our study showed that the lTength of the
program, the presence of young children in the home, and the age

of the respondent all had a direct bearing on how much attention
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a viewer could give to a specific show. Attentfon levels alse
varied somewhat accarding to the time of evening when the show
was telecast, Programs scheduled early in the evening tended to
recelve less attention than those shown later at night in the
hours when younger children are finally in bed and the demands of

Family 1ife have slowed down,

But viewers' attentiveness to televisfon pgrograms is also
influenced by the programs themselves. ﬂg;qjge_the genaral
findings of typically high levels of distraction and
rﬁﬂm-leav1ng, we also found that these behaviors were
consistently lTower among viewers wﬁu reparted on their Telgyisan
Viewing Monitors, for the same time_period, substantial levels of
emotional or intellectual stimulation as measured by the Impact
Index. The higher the Impact s<ore given to a program, the.mnre /

likely the viewers of that program are to set aside distracting |

activities, to remain in the room, and to give the show their

pndivided attention. j

Figure 4 shows notable differences in the behavior of people who
find 2 program stimutating. While 44 percent of the viewers whe
scared the program they ware watching low in Impact were daing
something distracting while it was on, only 18 percent of those
who rated a program high in Impact were distracted by something
alsa, In the laboratory study, viewers who rated the program

they watched high in Impact reported watching closely for 3 times
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as many minutes as viewers who rated the show low in Impact.
Furthermora, viewers rating a program high in Impact are more
ttkely to remain in the room th}uughbut the entireg show, The
significance of these findings for marketplace decisions is.
substantial, for not only do high-Impact programs capture more

attentive and less distracted viewers, they deliver more of these

yiewers to the adyvertiser. ' ]ﬁ

High Program Impact means greater commercial EXpOsure

Standard television ratings teli advertisers and programmers how
many sets are tuned to thefr program, but they do not tell
whether anyone-is in the room to watch or, 1f they are, whether
anyone s actually lecking and }istening. Advertisers naturally
want a wide audience, and the Nialsen and Arbitron ratings of
apdience size provide the basic information as to how large a
viewership they are -« potentially -- reaching. Within that
basic estimate of the audience, however, fhere exists for every
tetevision show another, smaller, more realistic and more
effective market -~ peaple who are actually present when the

commercial is broadcast.

The Program Impact Index provides advertisers with a basis for -
estimating the size and composition of this second market. When
external influences are controlled for, we find a strong
corretation consistent across aill program types between how

emotionally and intellectually involved viewars are and the

il

I
._.]I..—'-"

D

—
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probability of their being present in the room during the : ’f .Jﬂﬁ f f? /
1 II' g b
commercial, (See Figure 5.) v ﬁLfl P

These findings suggest that estimates of audience size alone do

not give a true picture of a program's abtlity to deliver viewers

for the commercial messages and that commercials placed within i {,;;’;
programs offering greater emotional or intellectual stimulation, U | |
as measured by the Program Impact Index, will be seen by a larger

fraction of their nominal audiences.

High Program Impact increases commercial affectivenass

Enhanced exposure of the audience to advertising is not the only
commereial benefit of programs that are highty involying, Using

i,
. copt r,ll"
a special experimental laboratory design we tested the Impact and ihj\Jﬁw

Appeal Indexes for their influence on how viewars perceive h$ﬁﬁi}ﬂ1 %

commercials. We found that the Impact measure, in particular, ré?ifi_;{\

was & good predictor of viewers' reactions to a program's ;Hiﬁ?lﬁ 1Eiﬂ

commercial. Significant carrelations show that viewers generally f}%@#\{”%}

find commercials more memorabie, likable, credible and persuasive 1, . §£¢?:§.?
i

when placed in a show they rate high in Impact than when placed

in a show they rate low in Impact.



-- Deleted Material --

This section of the paper draws on materials from
Television Audience Assessment's forthcoming
pubiication, Program Impact and Program Appeal:
Jualitative Ratings and Commercial Effectiveness,
which will be publicly released on October 29, 1984.

Figures 6-10 have similarly been deleted from
this draft.
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programs affering greater emotional or intellectual stimulation, ¥ b

as measured by the Program Impact Iﬁdex, will be seen by a larger

Fraction of their nominal audiences.

Migh Program Impact increases commercia) effectiveness

Inhanced exposure of the audience to advertising is not the only

commercial benefit of programs that are highly invelving. Using

2 special experimental laboratory design we tested the Impact aﬁd %
hﬂ

Appeal Indexes for their influence on how viewers percelve

commercials, We found that the Impact measure, in particular, h?f L }{

was a good predictor of viewers' reactions to a program's IT? } |Ehﬂ
commercial. Significant correlations show that viewers generally % &iﬂk ﬂ{fh
find commercials more memorable, Tikable, credible and persuasive {?f,;l}ﬁf
when placed in a show they rate high in Impact than when placed ﬁ‘ﬁ] T.,_fk 7

in a show they rate low in Impact. St \;' h
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THE USES OF QUALITATIVE RATINGS

With the development and testinﬁ of ihe Appeal and Impact
Indoxas, Taleyision Audience Assessment concludes its research
and developmental wark in creating a new qua]itatfﬁe ratings
system for the American televison industry. This research has

established a number of propositions basfc to the system:

s People do hold identifiabie ap1ﬁTons abgut the television
programs they watch, and their opinfons vary from program to
~ program because of perceived differences in how much

anjoyment and stimulation programs provide.

# These audience apinions can be systematically measured and
quantified 1n valid and relfable indexes, permitting an
gbserver to rate and compare programs on the basis of their

appeal and impact.

# Contrasts in the audience's response to television programs
translate into differences in audience behaviors. The

audiance is more involved with and mare layal tao soma shows
e

S

than to others, and the programs most likely tn inspire {

Lol
viewars to plan ahead, to watch again, to set aside _ff’ £

’ ;}V,J} I W

. o 4
distracting activities, and to remain in the rgom-and respond 6Z
positively ta the commercials can be identified by their ,Lf* :

Appeal and Impact ratings.
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» These qualitative program ratings can be collected in an

econamical and methodoTogically sound manner.

These are provocative observations. They tell us that a naw
qualitative ratings systsem based an measures of Program Appeal
and Program Impact is sound and viable. And they tell us that 1t

halds substantizl commercial promise.

A new tool for the changing televisian market

One simple rule applies to the marketing of consumer products:
know your customers == what they want, what they like, how and
when they use your product. Our research into what is going on
in front of American television sets underlines the importance aof

applying this principle te today's television consumer.

The synﬂfcated ratings of audience size, which at present are the
primary tool for consumer analysis in the television business,
give the {ndustry sales data on how much televisfon is consumed
and by whom, but they tell nothing about the consumers'
evaluation of the product or their real use of it. As any good
marketer knows, sates data alone are not sufficient to frack anﬁ
maintain the viability of a product in an inereasingly

compet ftive marketplace.
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The financtal success of the television industry over the past _P
decades demonstrates that traditional size ratings were a fljffl?Jit
sufficient markétp1ace toel din ; era.uf a mass audience choosing .f?ﬁ WLEH{E'"- )
among a faw channe]s, watching a madast amount of television, and i ;;17;&;:ﬁ{”
paying close attention., With only a few program offerings for i_. Y :LjﬂA{
the audience to choose from at any time, aradations in the tﬁ# oo

audience's taste and behavioral response were targely irre]avant?_jﬂsj_.? !J’f,’r
but today, choices for the television consumer are multiplying 7
dramatically, and understanding the1diuers1ty of audience tastes
and preferences has hecome more thar pertinent; it has becoms

essentfal for survival,

Qualitative television ratings begin to provide this
understanding. They tell us in considerable detail what the
‘audience thinks and feels about programs; and give us insight
fnto differences in people's viewing behavior. The new

information provided by Appeal and Impact ratings will greatly

enhance general understanding about viewers' use of talevision -«
understanding that is critical for efficient media planning,
affective use of narrowcasting, and the development of
programuing to suit diverse censumer preferances in the

teTevision market of the 19805 and beyond,

Potential applications of Appeal and Impéct Indexes

The full import of qua1itétive ratings for commercial

decfsion-making will he apparent only when Appeal and Impact
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ratings are regularly collected, reported, and used, but the
broad outline of thelr expected utility has been suggested by the
many tndustry executives we haﬁe spoken with over the course of

pur davelopmental work.

s Broadcast and cable programmers, for example, should find in
viewars' evaTuations of a show's appeal and impact
information useful for their development, selectfon,
scheduITﬁg, and promational dec%sions, In general, the
system will tell them what programs are most satisfying to
different audience segments and will enhance their ability to
davelop competitive counterprogramming. Likewise, the use of
gquatitative ratings should help in the vertical scheduling of
nrogramming by identifying unserved audiences or servad
audiences that can be reta?ﬂed from one program to the next,
The ability to understand the elements of Program Appeal and
Impact and to locate audiences elsewhere in the schedule who
are most 1ikely to find a2 given program highly enjoyable and
stimuiating can also aid with decisions about program

promotion.

Extensive research from England, wipée qualitative ratings |
have been collected and used for many years, suggests other
potential applications for these data. In analyzing
gqualitative and quantitative program ratings, British

resgarchers have found that an upward-trending appeal score
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generally predicts a rise in that show's audience share over
time. Conversely, a drop in appeal score 1s an early warning

15 These

indicating "wearout" and eventual audience decline,
same researchers have found that for new shows, several weeks
usually are reﬁuired before a true reading of a program's
appeal can be judged. Our research suggest that, unlike
Appeal, the Impact Index may require.nﬂ such wait, so an

unusually high Impact rating for an otherwise slaw startar

could help programmers make mare reliable tactical decisions.

Cable and broadcast operators will be able to use qualitative
data to demonstrate the relative value of their audiences ‘to
advertisers, due to the positive reiationship between
gualitative ratings and audience attentiveness and commarcial
exposure. Sales forces may find in these ratings a new and
usaful framework for pricing specific parts of their schedule
based on each program's ability to satisfy and involve Tis
audiences, And with this new resource, cabte operators will
nave a reliabie basis for determining the relative value of
specific programs or program services in attracting and

keeping subscribers,

Program syndicators and distributors should find the Impact
and Appeal data useful in forecasting the syndication
performance of off-network programming. The data could help

establish the value of syndication rights and help in selling
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both off-network and first-run syndication properties to
stations and cable operators, To the extent that syndicators
and distributors produce first-run syndication programs,
qualitative data will also hkelp them to tailor their products

To maximize audience enjoyment and involvement,

Finally, advertisers and agencies seéking greater
aeffectiveness for their advertising will find Television
Audience Assessment's qua!itati;e ratings system helpful,
Since two programs with audiences of squal size and
composition can differ in their Appeal and Impact and in the
gubsequent loyalty they inspire and attention they command,
they can alse vary in their efficiency as vehicles for
commercial messages. Use of the new system will aid
advertisers and agencies in determining which program
environments hold the most promise for ensuring commercial
axposure and improving effectiveness among target market
segments, Careful examination of each program's Appeal and
Impact scores can produce & road map for advertisers leading
to those programs that can better retain viewership and
heighten receptivity during commercial breaks. Qualitative
ratings will aisoc enable them to avaluate the afficiency of
placing commercials in programs with relatively small or
narrawly defined aydiences, Furthermore, since qualitative
ratings can aid in predicting audience planning and loyalty,

advertisers may find it useful to advertise in highly
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appealing programs regardless of their audience size when the
goal 1s repeated exposures. Only gualitative ratings can
provide the systematic means for asssessing these differences

in pragrams' performancé.

In a highly competitive media environment where it is no Tonger
possible to tell from the traditional ratings numbers who is
actually watching and noticing and Eeactfng to advertisers'
messages, reliable and consistent gualitative program ratings can
make an {mportant contribution to sound market degisions.

Frogram Impact and Program Appeal ratings, having been rigorously
tested and consistently tied to commercially relevant audience
behaviors, affer new promise for more incisive and
better-informed judgments about how different programs perform n

todays changing communications marketplace.
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Limited, 1980, This study, undertaken in Great Britain,
concluded that differences in their Appreciation Index scores
largely reflect differing responses tao programs by viewers,
rather than some kind of audience segmentation with high and
Tow scoring viewers watching different programs.

Other audignce research2rs also attempt to measura this added
dimension of programming. For example, the Canadian
Broadcasting Corporation uses 2 seven-item scale as the basis
for a "relaxing/demanding" index on which they rate all
television programs broadcast in Camadian markets. 3ee, for
example: "Some Insights from Canada," Studies in Television,
preparad for the Independent Broadcasting Authority by Aske
Reszarch Ltd,, November 1981, With few exceptions, in this
system, fnformation pragrams score high in the "demanding"
direction, while entertalnment programs receive higher
"relaxing" scores. While this relaxing/demanding index may
be useful in gauging the Tevel of effort different programs
require from thefr viewers, it does not permit analysis of
the varfatfons in the impact of the whole range of
entertainment programs. Our specially designed Impact Index,
howaver, measures differences in audience invglvement
regardless of what kind of program is being considered.

The Impact Index is bhased on summing viewers' responses to
two four-point scales in the Television Viewing Monitar:
"This program touched my feelings" {not at all, only a
Tittle, some, and very much); and "I learned something from
this program” (not at all, only a little, some, and very

much}. For purposes of this analysis, the scale points were

treated as equal Intervals and values were assigned to result
in another 0-100 scale.

There 5 a strong positive correlation between viewer's
ratings of a program's intellectual and emotional impact; for
example, of all the respondents who gave a scale rating of
"not at all" when asked if & program touched their feelings,
70 percent gave the same rating whan asked if they learned
something from that program. Similarly, of atl those who
repaorted a program "touched my feelings very much," 61
percent reported they also "learned very much" from that
program.

“Program touched my feetings”

Mot Dinly Suame Very

al ukl a littbe much
“Learned MNat g =1 Tig 3% | 3% 3%
something  Oaby z like 18 4] 4 i
Fram Some L 4 53 30
program” Very much H 1 11 Gl
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14, The constant-sum method asks respondents to estimate the
proportion of past and fuiure purchases given to specific
brands. Im our study, the pre-exposure question was: "Qut of
the last 10 times you made a purchase in each of the product
categories, please tell how many times you purchased each
brand. Mote that the numbers have to add up to 10." The
post-exposure question was: “Thinking about the next 10 times
you will make & purchase in each of these categories, please
tell how many times you think you might purchase each brand.
Note that the numbers have to add wp to 10,

Far a discussion of the advantages of the constant-sum
technigue in predicting purchasing behavior, see Axelrod,
Joel N,., "Attitude Measures that Predict Purchase," Journal
of Advertising Research, ¥ol. 8, No. 1, pp. 3-17.

15, Maneer, P,, "Towards TY Qualitative Research: The BBC
Yiewpoint," BBC Broadcasting Research. Depariment, March 1581.
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Figure 1

Appeal of programs is: consistent whetfer=
showir ior prime-time or*strip!” format=z:: .

Program Format ~ Appeal
Segre

Harpay Miller strip
112 midnight, Monday - Friday} 17

prime
(9pm, Thursday} 13
Happy Days strip
{Gpm, Manday - Friday) 72
prime
[Bpm, Tussday} B8 -
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[8pm, Monday - Friday] - B
[7 pm, Monday - Friday} 73
prirme
{9:30pm, Sunday) 74
Laverna & strip
Shiriey {7 pm, Monday - Friday) 57
prime
(8:30pm, Tuesday} (1
M ATSTH Strp
{7 pm, Morday. Friday 79
{11:30pm, Monday - Friday) &1
prime - ’
{9pm, Monday) a1
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Figure 3

_There is no refationship hetweer audience:
size ratings and Progranr Appeal scores=”
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Figure 4

H_igh-lm.‘pa::! programming raduges viawer
distractions.
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