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.. .audiences__was__usually

FOREWORD

In the Foreword to the report of the -last major
audience research project undertaken by Planning Studizs in
1972-73 (Seguin, Lindsay, Southworth and Mezack), we noted
that <the three successive reports summarizing the audience.
research conducted for WPSX-TV had been getting bigger if
not better. Three years later, at the conclusion of Phase .1
of <the Pennsylvania Public Television Network (PPTN)
Audience Research Project, we feel confident in stating that
the research is getting better and the reports are getting
smaller. .

. Public television (PTV) audience research is getting
better, not because of any significant breakthroughs or
advances in the state of <the art, but because we are
beginning to understand, adapt, and use the services
developed by commercial audience rating €firms such as
Arbitron and Nielsen. Just a few years ago, the use of
commercially developed audience information <to define and
estimate +the audiences of PTV would have been considered
heretical behavior by many in che public telecommunications
community. What curiosity PTV station managers had about the
program preferences, size, cliaracteristics, etc., of their
survey," conducted by their staff or commissioned to another
agency. A large number of these studies were .conducted
during the late ?60°'s and early °*70's by locai stations and
by the Corporation for Public Broadcasting. Relying usually
on a questionnaire administered by telephone or mail to a
sample of TV households within a station®s Grade A or B
signal coverage area, these studies were perceived, and
perhaps rightly so, as having limited utility.

Reports describing general audience survey research
tended also to be long on methodology and short on results,
a practice which contributed in large part to their 1length.
We at Planning Studies plead guilty to this practice in
previous reports. Fortunately, since the present project
relies on audience data provided by Arbitron, a lengthy
description of sampling methods, return rates, etc., is
unnecessaryY. It should be pointed out, however, that the
thrust of the present report is primarily definitional and
descriptive, outlining what could be <called the pre-:
ascertainment phase of audience research for the seven
public television stations in Pennsylvania.

Ascertainment procedures for public television

licensees are a recent requirement, and certainly at this
time their impact con public broadcasting is irdeterminate.

. N3
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However, we believe that the implementation of the FCC
reguirements, without first asking and answering some basic
questions about the audiences a station is attempting to
serve, would be a rather meaningless exercise. Hence the
notion of pre-ascertainment research to define and assess
the audiences presently being served by a station. . Such
research should make it possible to put formal and informal
ascertainment procedures into a meaningful context.

As indicated previously, no audience data were
collected specifically for this study; instead data from
extant sources were used. Indeed, it would have been
impossible, even if the budget for this project had been
doubled or tripled, to collect via audience surveys, within
the six-nmonth research period, the audience estimation
information developed by this study. U.S. Census data were
used o0 provide estimates of the size and characteristics of
the potential audiences within each of the seven PPTN
station's service areas, and Arbitron's data bases were used
to develop estimates of the size of general audiences and
specific program audiences.

This report is intended to be an overall summary of how
Phase 1 of the PPTN Audience Research Project was carried
out, and to provide a description of the products and
audience information developed for each of the seven PPTN

..stations_taken individually as well as collectively.: Since

this report is addressed to three primary audiences, the
PPTN Commission and the general public telecommunications
community, the General Manager of the PPTN, and the seven
PPTN stations, it is being published in three slightly
different versions. The text of all three versions is
identical but the physical size of the reports and the
project products included with each version differs. Version
one is a standard 8 1/2" x 11" in size and contains only
descriptions of the project products. The second version is
15" x 11" and includes a state-wide demographic profile.
There are seven separate reports of version three, one for
each of the PPTN stations. They are 15" x 11" and contain
the products developed specifically for each station.

A final note about the appearance of +this report: it
was produced on the University?s IBM 370/168 computer using
the text processing .program, FORMAT. Notes, rather than
being placed at the foot of the pages, are indicated by
numbers in brackets and are found at the end of the report.

Carl A. Lindsay
Head, Planning Studies in Continuing Education
Director, PPTN Audience Research Project
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SUMMARY

In order to provide the Pennsylvania Public Television
Network (PPTN) and its seven component stations with basic
information and procedures for defining and estimating
audiences, characterizing PPTN andiences, developing
programs, and assessing aundience reactions to programs, a
projected +three--  phase audience .research project has been

undertaken by Planning Studies in Continuing Education, The:

Pennsylvania State University. Phase 1. of the project,
reported on here, provides the basis for audience definition
and audience size estimation as well as demographic profiles
For the PPTKN and the seven individual statioms.. Using 1970
U.S. Census data and television audience data  bases
maintained by Arbitron, six principal products vere
generated for each of the seven stations and the PPTN: (a)
service area designation printouts, (b) service area maps,
(c) general audience profiles, (d) demographic profiles, (e)
specified "PIC", and (f) specified "FLOW" outputs from the
Arbitron Information on Demand (AID) system.

Analyses of Arbitron and other television audience data
sources revealed the following information about the size
and characteristics of PPTN station audiences. During May
1976, 126 of the more than 200 public television (PTV)
_stations in the U.S. were "reportable" according to A. C.

Nielsen standards. DUring the average week in Hay 1976, the

net weekly reach of these 126 stations was 18,450,000 TV
households, approximately 26.5% of the more than 70 million
TV households in the U.S. Also during the average broadcast
week in May, the seven PPTN stations reached about 35% of
the TV households in Pennsylvania. During this same period,
the total (in-: and out-of-state) net weekly reach of the
seven PPTN stations was 1,715,000 TV households, slightly
less than 10% of the total U.S. PTV audience. .During the
average broadcast week in February 1976, more than one out
of four (27%) of the nearly 12 million persons in
Pennsylvania viewed one of the seven PPTN statioms. Also
during +this period, over 1,500,000 Pennsylvania households
were reached by the seven PPTN stations, or 38% of the
nearly four million Pennsylvania TV households. During this
same period, 80% of the children aged 2-5 in Pennsylvania
were reached by the seven PPTN stations. Persons over 65
years of age were next in terms of reach (30%), followed Dby
persons 6-17 (26%). The reach figures for females and males
aged 18-64 were 23% and 19%, respectively. It is estimated
that about 80% of <the total (both in-‘'and out-of- -state)
audience reached by the seven PPTN stations during an
average broadcast week are Pennsylvanians.

No
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INTRODUCTIOR
Background

"The People's Business," published by the Pennsylvania
Public Television Network Commission in 1974 (PPTN
Commission, 1974), is a comprehensive report on (a) the
needs of the Commonwealth's citizens that can be served by
public television and (b) recommended ways of meeting. the
jdentified needs. Much of the report makes for interesting
reading, particularly the ascertainment heariays, -and it is
safe to conclude that it was successful in achieving its
twin goals of finding out what people want £from public
television and how public television can respond to the
challenge.

However, there is an equally important aspect of the
toval public television picture in the .Commonwealth that is
beyond the. scope of "The People's Business."™ This aspect
could be called "The People Who Look at Public Television,"
for indeed the identification. of public television's
audiences is necessary to complete the cycle begun by "The
Peoplets Business." In a sense, then, the gquestion of who
watches public television is the unfinished business of "The
People's Business" and frames the broad problem to which the
present research is addressed.. "

... The pPennsylvania Public Television Network (PPTN)

Audience Research Project began in March, 1974. At that
time, the VNetwork Operations Comqi*tee of PPTN asked
Planning Studies in Contiauing Education, The Penasylvania
State University, to prepare for them a prospectus for a
public television audience research prosposal. The requested
prospectus was written by Planning Studies and approved by
the Network Operations Committee, who funded a proposal
development project for the period April 11, 1975 to ~July
31, 1975. '

The proposal, which provided the rationale: for and
described the first phase of a projected three-phase
audience research project, was approved by the PPTN
Commission at their September 11, 1975 meeting. The proposal
was based primarily on information received by the. Planning

_Studies proposal development team from interviews held with
PPTN station managers or their representatives, one: meeting
with an advisory group, several meetings with the Network
Operations Committee, and two meetings with Dorothy Stein,
Director of Marketing Research Services, Arbitron. 1In
addition, it depended upon several basic assumptions about
public television audience research, which, since they frame
the approach taken by this project, should be reiterated
here.

¢
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1. The scope and objectives of any research
project on the public television audience of
Pennsylvania are constrained by costs. Therefore,
the present research has attempted to address and
answer audience research questions in a cost-:
feasible manner.

2. The state of the art with regard to research on
the audiences of public television in general, as
well as currently available PPTN audience
information, can best be described as primitive.
It follows from this assumption that this research
project must begin at the beginning and adopt an
evolutionary stance. Basic questions such as what
are the size, location, and demographic
characteristics of the audiences of public
television in general,  and PPTF in particular,
must be answered before more complex ones, such as
what is the impact of a specific program on its
intended audience, can be addressed. . '

3. This next assumption is a corollary of the
preceding one. The use of, and/or the secondary
analyses of, television audience: data that have
been collected in a systematic and reliable
fashion is preferred to the 'collection of fresh
data. The commercial television rating services,

~esgsy Nielsen—and-Arbitron;-collect-regularly—and - -

publish a 1large amount of information that is
adaptable to a public television research project,
especially with TrTeoard to establishing the basic
parameters cof the pubiic television audience. It
is almost axiomat:~ xiat the collection of fresh,
comparably reliabi¢ public television audience
data 1is prohibitively costly and wasteful of
resources.

The broad, long-range goal of the overall PPTN audience
research project 1is to desiga, test, and implement an
interacting, feedback-oriented system which systematically
uses the results.. of audience ascertainment studies to {(a)
de..ine target audiences, (b) develop programs, and (c)
define and assess program impact. It is recognized that the
development and use, even on a limited basis, of the systen
envisioned by this goal will require, at a minimum, time,
resources, and significant advances in the state of the
art for ’‘television research. Neverthz2less, this goal has
been -adopted as the eventual outcome tcocward which PPTN
audience research efforts are directed.

. (el 3
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1.

To meet the overall project goal, a three-phase
~research and demonstration effort has been planned. A
descriptive title for Phase 1 is "counting the House:
Defining and Estimating the Scope and Size of PPTN
Audiences." The title emphasizes that the main thrust : of
Phase 1 involves the definition and estimation of
audiences, a necessary prelude. to Phase 2, - labeled,
wCharacterizing and Analyzing the Attitudinal and Viewing
Behavior of Viewers and Non-Viewers of Public Television."
Given the successful completion of the first two phases, a
third, and as yet untitled phase is seen: to design and
test the audience ascertainment, programming, and feedback
system envisioned by the overall project goal.

The two basic objectives of Phase 1 of the project were
to (a) establish parameters and conventions for defining the.
audiences of PPTN and its seven individual stations, and (b)
collect, summarize, interpret, and distribute ¢to PPTN
station managers, information which provides estimates of
the geographical scope and size of the defined audiences.
The overriding comcern in carrying out these objectives was
to develop definitions and conventions which were acceptable
to all of the seven PPTN station managers and which, once
established, could be systematically applied to each
station. :

Audience__Definitiop. The basic audience definition
objective involved several tasks. First was the definition
of service areas for each of the seven stations taken
jndividually, and collectively as the PPTN. The county vas
taken as the basic building block for this task, and it was
used in the definition of Dotk Pennsylvanis and non-:
Pennsylvania service areas. Once the service. areas vere
defined on a county basis, the next task was to select those
variables (e.g., age, sex, race, income) which could be used
to demographically characterize the potential audiences
within the geographical service areas and to develop
audience profiles. The third and f£inal audience definition
task included the selection and modification of general and
specific audience definitions which could be used to
estimate audience sizes.

Audience_ _Estimation. Carrying out the audience
estimation objective involved the development and

gsummarization of a number of audience size estimates.
melevision audience rating data bases maintained by Arbitron
were used as the sources for these estimates. The specific
audience size estimates vhich vere developed, and their data
bases, are described in subsequent sections of this report.

|2
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Audience Definitiop and Research Terams

In defining audiences a number of specialized terms are.
either used in this report or an implied understanding of
them is assumed. Key terms are briefly defined as they are
introduced in the report; more complete definitions can be
found in Appendix A.

Project Organization

The first phase of the PPTN Audience. Research Project
wvas directed and carried out by a research team from
Planning Studies in Continuing Education under a contract
betveen the Pennsylvania Public Television Network
Comnission and The Pennsylvania State University. However,
the project actually involved a ¢tripartite relationship
among Planning Studies, the seven PPTN stations, represented
by an Advisory Group, and Arbitron, Inc. of Beltsville,
Maryland. ‘

Advisory Group. At the beginning of the project, a
five~-person group was formed ¢to advise and actively work
wvith the Penn State audience research team. Members of the
Advisory Group were: David Leonard (PPTN); Sheldon Siegel
(WLVT) ; David Phillips (WPSX); David Menair (WQED): and Mike
Zeigler (WITF). During the six-month period of this project
the group met five times (January 29th, February 26th, March
10th, April 8th, and May 27th). In addition, the Penn State
research team made progress reports ¢to the £full FNetwork
Operations Committee on two occasions.

Arbitron _Contract. The third member of the PPTN
Audience Research Project organization was Arbitron, Inc.,

Beltsville, Maryland. Access to Arbitron's various TV
audience data bases (subsequently described) was secured
through a subcontract between Arbitron and The Pennsylvania
State University. Arbitron wvwas represented principally by
David Grigsby, Arbitron, New York, and by Dorothy Stein,
Claire Kummer, and Pat Duggan, Arbitron, Beltsville,
Maryland.
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DATA SOURCES AND METHODS

No audience rating or demographic information was
collected specifically for +this study by the Penn State
research team. Instead, extant data sources, described in
the next section of +this report, vwere used. Readers
interested in sampling methods and other technical details
for the audience rating data described in this report are
referred to Arbitron's "Description of Methodology" (1975)
as a general source and to Arbitron's "Local Market Books"
and "County Coverage Books" for specific references. A
description of the U.S. Census data employed for the.
audience demographic profiles can be found in a technical
document published by the National Data Use and Access
Laboratories (DUAlLabs, 1971).

U.S._Census_Data -

The 1970 U.S. Census data tapes for Pennsylvania and
jts contiguous states were used for developing potential
audience profiles. Several sources for more recent
population estimates, such as the updated census information
maintained by Westat, Inc., vere explored. However, it was
felt by the project research team and the Advisory Group
that the timeliness of this wupdated information vas
outweighed by three factors: (a) the. number of recent
estimates of the demographic characteristics of the
population is limited, (b) their availability is confined to
hard-copy, pre-categorized 1lists, and (c) the variables
cannot be disaggregated and re-combined easily. Thus it was
decided that the completeness and flexibility of the 1970
g.S. Census data tapes in developing audience profiles for
the seven PPTN stations compensated for their age.

Arbitropn_Audience Information

Under the contract between Arbitron and The
Pennsylvania State University, the PPTN Audience Research
project purchased the use of three sources of audience
rating information: (a) County Coverage Books for 1975, (b)
Local Market Books for the six Pennsylvania television
markets, and (c) Arbitron Information on Demand (AID).

County Coverade Books for_1975. In the fall of each
year, Arbitron publishes estinmates of television usage for
gach county in the United States. The estimates are averages
for three '"sweep" or diary placement periods, May and
November of the preceding year, and February of the current
year. Two types of TV usage are presented: (a) county
circulation, or the unduplicated number of households

ST
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viewing a station in the average week, and (b) share of
viewing hours, or the percent of the total viewing hours

(generated by the "in-tab"™ or placed and returned diaries) -

that are attributable to a given station. .In those: counties

wvhich have a CATV penetration of from 10% to 90%, separate.

estimates are calculated for CATV and non-CATV households.
Circulation and share of viewing estimates are provided for
all TV stations that achieve 0.5% (one-half of one percent)
of the total viewing generated by the in-tab diaries. Data
from the 1975 Arbitron County Coverage Books for
Pennsylvania and its contiguous counties were: used to

develop what are termed "General Audience Profiles"™ for the:

seven PPTN stations.

Local _Market_._ Books_ __for_ --1975-76. . Arbitron has
established six commercial TV market areas for the :state of
Pennsylvania. Por each of the three primary survey dates, or
sweeps, {(November, February, and May), Arbitron publishes
audience rating information for all reportable stations in
each of the six markets. The essential requirement for
reportability in the Local Market Books 1is that a given
station must reach a minimum of 1% (as opposed to the 0.5%
criterion for County Coverage Books) of the TV households in
its assigned market area during the average week of the

survey period. Arbitron publishes audience ratings for day-:

part, or day and time period (e.g., 7:30-8:00 ‘p.m.) and
specific program audiences for commercial stations, but only
day-part ratings for public television stations. Local
Market Books for November 1975, February and May 1976 were
purchased as part of the agreement to use the AID system and
were employed primarily to provide net weekly reach or
"Cume" audiences for the three survey periods. .

Arbitron  Inforpation _on__Demand__(AIB). AID is an
audience rating and research capability developed recently
by Arbitron. Basically, it is a computer-accessible file of
the TV viewing behavior recorded by the in-tab diaries from
a given Arbitron market area. Rlthough AID contains the same
information used to ©produce ¢the Local Market Books, its
flexibility was of interest to the present project. First,
it allows &a service area to be defined by taking any
combination of counties within an Arbitron Total Survey
Area, or the largest of three market area definitions. {1}
There has been some concern that Arbitron's and Nielsen's
commercially defined markets do not, in general, represent
the service areas of public 7Tv stotions within these
markets. Thus, the flexibility of the AID system was used to
define and provide audience ratings for service areas which
vere tailor-made for each of the seven PPTN stations. ’

AN

il



15

AID provides two principal kinds of audience
information, People Instant Cume: {PIC), and Audience Flow
{FLOW) . PIC provides information, both for (a) tailor-made
service areas and for (b)) up to six 'user-specified
combinations of audience sex and age categories, estimates
of average gquarter-hour audiences and cumulative audiences
for a specified number of gquarter-hours (from one: to a
maximum of 560). '

PLOW provides, for tailor-made service areas and one
user-specified age-sex category of the audience, a means for
tracking the flow or movement of the average: audience
between TV stations for any combination of  contiguous
quarter-hours. The reader can better appreciate and
understand both the PIC and FLOW capabilities by examining
the examples and their explanations shown in the Project
Products section of this report. Use of AID wvas purchased
for the February and May 1976 survey periods.

Audience-Definition

In estimating the size and penetration of a television
station's viewing audience, it is axiomatic that one must
first define the geographical context in which the viewing
takes place and obtain estimates of the population in the
defined geographical area. The PPTN RAudience. Research
Project adopted the notion of service areas to indicate
those geographical areas and respective populations that the
PPTN stations are attempting to serve and used the county as
the geographical unit to construct them. Five: such service
area definitions were arrived at as the first step in
audience definition.

Service Area Definitions.

1. Total Service Area (Service Area A). This is a
station's maximum or largest service area,
including both in- - and out-of-state. counties..
Counties vithin, or partially covered by a
station's Grade B signal coverage were typically
assigned to its Total Service Area, although
counties beyond the signal coverage were included
if they had reportable viewing attributable to the
station and were within the Arbitron Total Survey
Area.

2. Effective Viewing Area (Service Area B). This
is the geographical area defined by those counties
(both in- -and out-of-state) for which a station
has reportable viewing (either . CATV, direct
signal, or both), according to Arbitron's County

5
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Coverage Books.{2} To be reportable in a given
county, a station must have achieved one half of
one percent of the total viewing generated by the -
in-tab diaries. . Effective . Viewing Area .
designations were made by reviewing Arbitromn's’
County Coverage Books for 197S5.

3. cCore Viewing Area (Service Area C). This is a
subset 'of those. counties from the Effective
Viewing Area, generally those contiguous to the
county in which the transmitter is located. .Core
Viewing Area designations were made by inpection
of a mnap showing counties and PPTN station
transmitter sites.

4., FCC Ascertainment Area (Service Area D)., This
service area comprises those counties which define
a station's "community" for FCC ascertainment
purposes. In general, FCC AR designations were
nade, as recommended by the "PFPCC Ascertainment .
Primer,"™ by matching the. standard Metropolitan
Statistical Areas (SMSA's) to a given station's
location. However, there were some: minor
departures from this practice based on other
considerations for defining a given station's
"community."

5. Pennsylvania Total Service Area (Service Area
P). The PTSA includes those in-state counties
within a given station's Total Service Area.. This
last service area was established to allow the
definition and estimation of state-wide: or PPTN
audiences.

A total of 100 counties{3}, 67 from Pennsylvania and 33
from the six states surrounding Pennsylvania are in the
Total Service Areas for the seven PPTN stations. PPTN
service area designation information is summarized in two
formats, computer printouts and maps.

Printouts. A two-part computer printout was prepared to
display the counties which were assigned to the five service
areas of each of the seven PPTN stations. Part A lists each
of the 100 counties arranged alphabetically by state. For
each county it shows (a) total TV and CATV household
pentration, and (b) the station service. area(s) - and
station(s) to which the county was assigned. Part B provides
for each of the seven PPTN stations individual lists of
counties and their service area designations.
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Maps. For the visually minded, two sets of maps were
prepared which display service area designations for (a) the:
total state and (b) each PPTN station.

From the vast amount of . demographic information
contained in the 1970 U.S.Census, 10 variables were selected
by the Advisory Group to provide a description of the
populations residing in <the various PPTN service areas.
Counts of the following categorized demographic variables
wvere obtained from the populations residing in each of the
100 counties comprising the Total Service Areas of the seven
PPTN stations.

1. Age
. 2. Sex
3. Race
4. Mother tongue
5. Family income .
6. Families with children under 25
. 7. Years of school completed by age and sex
8. Persons aged 3-34 in school, by level and type
9. Employed persons over 16 by occupation
10. Employed persons over 16 by industry
Using a series of computer programs written for this
project, the 10 demographic variables were combined into
sets of nine tables for each of the 100 counties. Finally,
individual station audience demographic profiles were
prepared by (a) aggregating data from the counties found in
each of the five service area designations and (b) listing

the nine tables for each of the individual counties in a
given station's Total Service Area.
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Two primary types of audience-size information were-
developed for the PPTN Audience .Research Project: general
and specific. General estimates, taken from Arbitron County
Coverage Books,- are:  available only for TV households, and
are not based on a specific program. Instead,  general
estimates are averages, based on three audience measurement
periods (November, February, May), and thus tend to smooth
out the known fluctuations in audience size and amount of TV
viewing that occur between the fall and spring., Specific
audience estimates, on the other hand, are tied to a
particular audience measurement period and to programs or
time periods within it, and can be given for individuals
within TV households as well as for households alone.,

General -Audience Estimates._for._1974-75., Selected TV
viewing estimates, taken from Arbitron County Coverage Books
for 1975, were adapted, re-worked, and combined to form what
are called General Audience Profiles. These profiles were
developed for each of the seven PPTN stations, using a
presentation format similar to that for the Demographic
Profiles. The following viewing estimates, given for both
CATY and non-CATV households, are found 4in the General
Audiénce Profiles. {Uu}

1. Total TV viewing hours for an average week
2. PPTN station's share of total viewing hours
3.. PPTN station's net weekly circulation

4. PPTN station's net daytime (6 a.m.. to 4:30
p.m.) circulation, Monday through Friday

5. PPTN station's net early~fringe (4:30 p.m. to
7:30 p.m.) circulation, Monday through Friday

6. PPTN station's net prime=time {7:30 p.m. to 11
p-.m.) circulation, Monday through Sunday

7. PPTN station's average daily circulation
8. PPTN station's average weekly maintenance

The above audience estimates are self-explanatory with
the exception of "maintenance," defined in Appendix A.

specific _Audience _Estimates._for. -1975-76. Specific

audience estimates vere obtained for two audience
measurement periods (February and May 1976) , using

ERIC © 9




19

Arbitron's lLocal Market Books and AID for the 'six commercial

TV markets in Pennsylvania. Arbitron Local Market '‘Books are.”

of limited utility for most public television stations
because audience estimates are given | for commercially
defined market areas, which may not correspond to .a given
PTV station's service areas. In addition, audience ‘estimates
are given only for various day-parts or selected time
periods, and not for specific programs. . Since purchase . of
Local Market Books is a condition for using AID, -they were
received as part of the ‘Arbitron Contract.. The chief use
made of these books by the Penn State research team was to
obtain sign-on to sign-off net weekly reach estimates (see
Selected Audience Estimates section) for each of the seven
PPTN stations for February and May 1976. The books were then
forwarded to the individual stations for their use.,

AID, as contrasted with the Local Market Books, was
used extensively by the PPTN Rudience Research Project. To
adapt AID for this project, each of the: five service area
designations for the seven PPTN stations was programmed into
the AID system. Using AID then became a matter, first of
all, of defining audiences, using households or
combinations of age and sex categories for persons in
households, and then of defining programs, using
combinations of time(s) and day(s) of week, and in each case
specifying the service area and *ype of AID output (.IC or
FLOW) desired.

Specific PIC or FLOW requests, received from each of
the seven PPTN stations by the Penn State research teanm,
were entered into the AID system computer via a remote data
terminal 1located at University Park. AID runs were produced
by the Arbitron computer on an overnight basis and the PIC
and FLOW printouts were mailed to the Penn State research
team for distribution to the individual stations.

To provide station managers with estimates of the
average dquarter-hour audiences for the total broadcast week
and to provide estimates of the PPTN state-wide audiences,
two routine PIC requests were run for the February and May
1976 measurement periods. Using each station's ®"pP®", or in-

-

state service area designation and six sex-age audience

definitions, sign~-on to sign-off PIC's were run for each
station. State~wide audience estimates based on these runs
are provided under Selected Audience Estinmates.

Having introduced and used the capability of AID for
inexpensively producing large amounts of audience rating
data tailored to each of the PPTN station's specifications,

the problem of interpreting the information and exploring

its utility remained. Rather than attempting to interpret on

" P

[
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an individual basis the considerable number of PIC and FLOW
printouts generated by each station, it vas decided instead
to address the problem on a PPTN-wide basis. Accordingly, a
workshop, entitled "Using Commercial Audience Ratng
Information for PTV Programming and Promotion,"™ was held at.
Hershey on August 4-5, 1976. It was attended by over 20
representatives from the seven PPTN stations wvho shared
their experiences with AID data, and heard presentations by
David LeRoy of CPB and Natan Katzman, ‘a2 consultant..
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PROJECT PRODUCTS

This section describes the six principal produacts
generated by the PPTN Audience Research Project: {a) Service
Area Designation Printouts, (b) Service Area Haps, (c)
General Audience Profiles, (d) Demographic Profiles, {(e) PIC
Printouts, and (f) FLOW Printouts., Since this. report is
addressed to each of the :seven PPTN stations as well as to
the PPTN Netwerk Commission, a complete list of Service Area
Designations as well as state-wide and individual station
maps are included for the latter audience. Sample ‘pages and
a description of the Radience and Demographic Profiles and
PIC and FLOW printouts are given for both audiences. No
specific’' PIC and PLOW printouts are shown in this report.
However, a complete, state-wide Audience and Demographic
Profile printout 1is included with the report  prepared
specifically for the PPTN General Manager and complete
Audience and Demographic Profiles are included in the
reports prepared specifically for each of the PPTN stations.

— —— - S S — — - S— G S S s S G - - =

A complete copy of the seven PPTN station service. area
designations is shown in Exhibit A (page 23 through 34).
Individual station service area designations for each of the
100 counties are shown first, followed by a summary of the
five service areas for each of the seven stations.. An
estimated 5,762,400 TV households are :found within the 100
in- and out-of-state counties that form the Total Service
Area for the seven PPTN stations. Approximately 3,965,000,
or 69% of the total TV households, are. in the 67
Pennsylvania counties. It 1is of interest to note that the.
size of the Total Service Areas for each of the seven PPTN
stations 1is quite varied, ranging from 225,500 for WQLN to
2,581,200 for WHYY, a magnitude on the order of one to ten.
In commercial TV terms, WHYY and WQED are located in markets
ranked fourth and tenth in size nation-wide, while WQLN 1is
ranked 137th.

¥aps

A map of the PPTN-wide service areas is shown in
FPigure 1 (page 35). It portrays the in-state Total Service
Areas and indicates, by shaded areas on the map, the
counties served by one or more of the PPTN stations. The
reader will note the omission of indications of signal
coverage areas on these figures. They are not shown because
they have limited utility in defining service areas on a
county~-by-county basis and because they would tend to make
the maps more difficult to read. Individual station service

2)
W
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area maps, displaying the five service area designaticns,
are shown in Figures 2 through 8 (pages 25 through 31). .

-—.———————.-- - e e S s S s e

Sample pages of the General Audience Profile prepared
for WHYY are shown in Exhibit B (pages 32 through 35). The
first part summarizes audience information for the: counties
found in each of WHYY's five service areas. The second part
lJ:sts the same informztion for each county found in WHYY's
Total Service Area. With the exception of "Total TV Viewing
Hours/Week" and ~mPelevision Households Available," all
information shown is for WHYY. WHYY's share of the total TV
hours viewed in an average week is followed by five. average
weekly reach and circulation rates. "Station Averace Weekly
Maintenance-QH" is an estimate of the nunber of -Tuarter-:
hours WHYY is watched by the average PTV household. .It
should be strongly enmphnsized that the zeros found in these
profiles do not imply that no viewing has taken place.
Rather they are tused to indicate that the station failed to
achieve an average of 0.5% of the total TV viewing in a
given county during the May and “ovember 1974 and February
1975 audience measurement periods.

The same data presentation format employed in the
General RAudience . Profiles is also used for the Demographic
Profiles. That is, demographic data are shown for each:
county in a station's Total Service Area and then aggregated
by service area, A sample page from WHYY's Age-Sex profile
ijs shown as Exhibit C (pages 36 and 37). Since these"
profiles are straightforward presentations of census data,:
no interpretive or summary remarks are necessary.

(text continued on page 49)

Lan.
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CAMEPON PR dNepL? 2000 97 1800 75 ) S X X
~CENTNE PRONSALT 29500 9% 15000 54 X X X X X
CLAPION PAOPITTS 12200 95 2900 24 X X X
CLEARFIELD oA J¥-AL? 24700 9% 13100 53 X X X X !
CLINTON PAOJNALT 12700 96 8500 ) X X ¢ X
ELK PAJM-ALT 10800 9 7100 46 X - X
PORFST P JheALT 1700 97 500 29 X X I
PULTON PA JHepL? 100 90 700 21 X : X
HINTINSDON  Ph JN-3L™ 12300 9% 5300 43 X X X
INDZAUA A PITTS 25900 96 ug00 18 X X X X
JEFEEDSON  0A JweRLT 14800 96 4700 45 X X X X
LcexIN PhOWR-SCR 36000 96 9100 83 X X
Y PR MUFL 16300 95 9500 58 X X "3
MIPFLIN PhJE-ALT 15100 93 10000 64 X X Y
POT75R oL BUFL 6200 94 1500 24 X X X
SOMERSET PhJMALT 25500 95 4500 1 X X X
YENANGO PRI 19900 9% 11800 59 X X X
TARE RN PA BUFL 13800 93 9000 6 { X X
T0TAL COMNTIES==) 23 20 1 2 23

TOTAL 7V BOUSBHOLDS==> 468700, 388000, 213200, 59200, 468700,

TOTAL CABLP TV HOUSEHOLDS==> 226460, 192900, 116600, 29100, 229400

* CABLE TV HOUSEROLDS== 48,94 49,72 54,69 53.69 48,94

(P,3a02) Vv 3IFQrUxH
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33) SEPVICE RN ST4MARY 7908 WVIA (o=

¥3% SRRVICE AREAS s

Coar"y TPTAVIOMET VAN RTVHN CATVAN SCATVHR  A=TOTAL  R<EPFECTIVE VIEWING  CsCORE COUNTY  DePCC PrIN=STATR
BIRYS WML M50 97 38100 i 1 X
BPANOCRD Py TG W00 68 9000 5D ! t X X
CARBY O)  WHeSCP 1400 9% 14390 80 Y { 14
(AN Py JNelT 1200 9% 8500 ] ! X
COLUYATA PhknecCt 20090 96 5600 7 X 1 4 X
LACFAWANRY A Wp-sC® 40700 97 17200 ) Y X X 1 !
Lozsaup PAWReSCY 117000 97 37700 N X X X X 1
LYCOvIBe Pa WPeSCT 36100 9 29100 89 ! X X
1INFIF PL AT X 16900 96  S600 13 X X
H0Y* 1R Py WReSCR W00 o 2700 66 X { X 1
NORTUMBPRLYD Ph Whegro W500 9y 25200 13 1 1 ! X
PIKE . PAMEW YK 4700 9 1600 34 1 X
SCHUYLKILL P4 wa-§(o 55200 96 41800 74 i X X X
SHYN2P PAOERGYK . 8300 99 1M 20 ! 1 X
SOLLIVAN PhODING . 1300 95 100 b ! X { X
SUSQUEHANNA  PA PING 11500 9% 3500 30 X X X {
1004 PL SYReL] 1200 93 5800 4B { 1
K10y PA WHeSCH MO0 91 4200 52 Y X I
WATN? Ph o WResCs 90 93 00 39 X X X
VIONTHG Ph hheSCE 7300 95 1200 16 X ¢ 1 X
BROC YR KY IR A30N0 97 35500 51 !
DELAYAPE N OATNG W90 93 6300 uS !
1904 NORTYG 14700 96 5700 39 X
. TOTAL COUNTIES==d 23 15 10 2 2
TOTAL SV HOUSEHOLDS==d 677400, 429800, 350200, 197700, 579600,
TOTAL CABLE TV HOOSEHOLDSe=> 303800, 196700, 143800, 54900, 256300,
' © CADLE TV HOUSEHOLDS=sd 4y, 85 5.7 41,06 7.1 44,22

(P,3T0o2) VvV JITQFErUxla
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=) STRVICY 52) SUMYARY F9R: WITP (==

$¥% STRVICE APEAS #«

conTy BDISHETSIT TG ATVIY CATVEN KAV hDONL  BeERPECIIVE VINING  SeCORE COMMY  perce PaINestATE
ADANS Pl OERReYK 139200 98 N0 1 ¢ ¢ X
BEPKS PAOPHTL 1080 97 ) ) X X Y Y
COMMEPLAND P WGV 51900 % 21100 &1 Y X 1 Y X
DAUPSTN - ph mmevk M0 95 3300 43 X Y X I 1
BAELIN  BhoWsH 300 9 100 gy { Y X 1
JUSTATA PA HSSTK 3000 91 00 g , { X
LANCASTER Ph HRG-YK 121500 93 46200 46 1 1 X X )
LBRNCK  pLHMer 1400 35 qp100 3 X Y Y Y 1
NIPFLIN PhODALT 15100 93 0000 kg X 1
NORTIMBERLND D Wi=5(® 38500 a 25200 1 X ) § X
PERRY PLKIG-X 10200 95 100 19 Y X I X Y
SCHOYLKILL  PA 'SeeSCE 53200 95 uiagp  7¢ y X X
SK1DZR PLOMK 8300 91 mo g X X X
UNZCN PAWBSSCY 8100 91 g0 & Y 1
Y0¥ PRSI 9300 % 2900 o X g ! X 1
BALTINOBE WD BMD o100 9 0 0 X
CABPOLL WD Byt 2900 9 0 X
PREDITICK WD KasH 800 98 wyg 1 X
HARE 9D 0BT W0 %8 S0 1 {
| TOTAL CODNTIES==> 19 13 B’ B 15
TOTAL TV HOUSENOLDS==> 1230600,  §25400, 68400, 504200, gudgoo,
TOTAL CABLE TV fOUSEYOLDS==> 282000, 35400, 135100, 186400, 272600,
§ CABLE TV HOUSEHOLDS=ed 22,75 41,32 6.6 .97 403
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2> SLAV.CE APTA SOMMARY FOP: WLVT o=

. WEY STRVICE AREAS wee Ce
com~y ADI-MARKIT  TVHE TVHW Cavig SCATVEE  A=TOTAL  B=EPFECTIVE VIEWING  C=CORE COUNTY  pspCC PaIN=SMATE
~ BE®KS PAPIILA 103800 97 38100 37 X X X X I
" BUCKS PAPRTIA 11R00 98 10500 R X !
CARRON Ph WReSCP 17300 95 14300 ] S X X X X
LEHIGH PA PHTLA 89900 97 MM 81 X X X X ) {
H0NPOE PhOSTW Yk 16900 9 5600 3 X X X ¢
NORTHANBTON P pHTLY 12900 97 500 h1 X X X X I
SCHUYLKILL  PA wRescH 55200 96 41800 7 X X
WARP 2N N PHILR 28900 97 11600 47 X
TOTAL COUNTIRS== 8 5 U 5 1
TOTAL TV HOUSEHOLDS==> 512500, 300600, 283800, 300600, 487600,
TOTAL CABLE TV HOUSEHOLDS==> 239500, 175600, 170000, 175600, 227900,
¥ CiBLE TV HOUSEHOLDSa=) 6,73 58,42 ' 59.90 58,42 46,74
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==> SEPVICE A™7A SUMMARY POR: WHYY <==

*%% SERVICE AREAS ##s

ccorly ADI=M2EKET TYHH TVHY CATVHH ¥CATVHH A=TOTAL R-T¢FECTIVE VIEWING C=CORE ¢
BERKS PA THTLA 153400 " 97 38100 37 X X ;
BUCTKS PA PHTLA 131800 98 10500 8 X X X
CARRON PE  WPR~SCP 17300 96 14300 80 X X
CHEST= Pa PHILA R6100 97 3400 u X X X
DELAWAPE PA  PHILA 134400 98 0 0 X X X
LANCASTEP PA  HDG-YK 101500 93 46200 46 X X
LEHIA PA  PRILA 894190 97 73100 81 X X
HONTSOMNERY P2 DPHTILA 201500 a8 0 0 X X X
NORTYAMPTON PA  FHILA 72300 97 44500 61 X X
NOPTHMDPERIND PA WE-SCR 34590 9y 25200 73 . X X
PRILADELPHIR PA [:TILA 6293800 97 0 0 X X X
SCHUYLKTILL PA  WR=SCF 55200 96 41800 76 X X
KENT DF PHTLA 27100 27 7200 27 X X X
NEV CMSTLE DF PHILA 131100 99 40000 3 X X X
SUSSTX DE SALSAY 23990 96 9200 32 X X X
CECIL MD  paLT 15400 98 2400 16 X X
ATLANTIC X¥J  RUILS 66700 96 44100 66 X X
BOPLINGTON NJ  PITLA 94600 98 4700 5 X X
CAMDZN NJ  PHTLA 152290 98 1500 1 X X
CAPZ MAY NJ PHILA - 24800 96 24600 99 X X
CU¥RSRYIAND NJ  FHILA 41500 97 13600 33 X X
' GLOMC=ZSTEP NJ  PHTLA 54900 98 0 0 X X
HEPCTR NJ  PHTLA 1024n0 97 3100 3 X X
OCEAYN NI NEW YK 19300 98 18700 21 X X
SALFY %J  PHILRA 20700 97 2100 10 X X
WAPPEN NJ PHILA 24900 37 11600 47 X X
TOTAL COUNTIFS==> 26 26 8
TOTAL TV HOUSEHOLDS== 2581200. 2581200. 142040
TOTAL CABLE TV HOUSFHOLDS==)> 479900. 479900. 703¢

% CABLE TV ROUSEHOLDS==> 18.59 18.59% 8.9
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Service Area

A - Total Service

7 /// B - Effective Viewing
_.§SS§>:\ C - Core Viewing

D - FCC Ascertainment

Figure 2. Service Areas for Station WQLN
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GENERAL AUDIENCE TRNPILE « wHYY ADGOST 1976

TITAL TV VIRNING STATION VIEWING TELEVISION STATION WET ~3TATION N3 AsP
HIURS/NEER HOURS/WEEK HOUSEHOLDS AVAILABLE  WEEKLY CIRCULATION _.DAYTIAE CIRCUIATION
NON- NON- NOK- NON= §OR-

‘ TOTAL ATV CATV TOTAL  CATV  CATV  TOTAL CATY CAIY  TOTAL CATV  CADV  TOTAL MV CATY
COUNTY/SERVICE ARSA  TVHH  HH HE TVHH  RH HA TVHE R HH IVHR  HA L TVAR  HH R

WL AL L L T T R L 1L) LI PR R A PP LT YT LLAR LA U TL IR R LT T Ty e Ty e e a Tl T T I

TOTAL SEPVICE ¥(D0) 999999 201594 62498 27905 1610 26295 25812 4799 21013 7556 544 6972 3606 206 3360
$ OF COUNTIES=26 % 100 19 81 ] 1 3 100 19 81 29 12 3 5 16

EPPCTVE VIEWNG #(00) 999399 201594 862438 27905 1610 26295 23812 4799 21013 7856 S84 6972 3606 246 3360
¥ OF COUNTIES=26 ¥ 100 19 81 3 1 3 100 19 81 29 12 33 14 5 16

COIF COUNTY  9(00) 569943 24333 545610 18484 627 17857 14 04 703 13501 5011 187 4824 AN %0 2N
¢ OF CCONTIES= & ¢ 100 4 56 3 3 3 100 5 9 35 N 36 16 13 16

PC ASCERTMNNT 4(00) W9S630 0 4380 15042 0 15042 12333 130 1219 431 0 w1 97 0 1978
POPCOMNTIES= S ' 100 ¢ 100 3 0 3 100 1 99 3% 0 3% 15 0 1
’
IN-STATE SERV. #(20) 691366 126013 537353 17708 526 17182 17083 2971 W12 4917 208 4209 232 0 2163
bOFCOMMTIZS=24 100 18 &2 3 0 3 w0 17 8 ¥ 1 3% 13 2 1

NOTES:

SHAPE.ewcusus THE PTV STATIONS PORTION, HOURS AKD PERCENTAGE, OF 7HE TOTAL TV
VIEWING DUPING THE AVERAGY WEEK, KOTE: ZEROS (0) FOR VIEWING
ESTINATES INDICATE LESS THAK A 0.5% SHARE. IT DOES NO™ INPLY
THAT XO VIINING TCOK PLACE,

CIRCOLATICN,.. THE UNDUPLICATED (CUMZ) NUNBEZR OP PTV HOUSEZHOLDS FOR THE
FOLLCWING TINE PERICDS:

NET WEEKLY = SONDAY TO SATURDAY, SIGN=ON 70 SIG¥-QPF m
MeF DAYTINE = NONDAY TO FRID2Y, SIGN-ON TO 4:30 PN ”
H-F EAFLY PRINGE « NONDAY T0 PRIDAT, 4:30 70 7:30 by E
WEEKLY PRIKZ-TIME = SUNDAY TO SATURDAY, 7:30-11:00 PK E
AVERAGE DAILY = AVZEAGE DAY, SIGN-CN 70 SIGN-QPF ft
w
]
W




GENZRAL AUDTENCE PROFILE « WHYY ‘ AUGUST 1976

STATION NID ¥e? STATION NET wEEKLY STATION AVERAGE STATIJN AVG,WEEZRLY
EAPLY-PRINGE CIRC, PRIME-TIME CIRC, "DAILY CIRCULATION HATNTENANCE = QH

Ney- KON~ NOj- NON-
TOTAL ATV CATV  TCTAL  CATV CATV  TOTAL CATY  CATY T0TAL  CATY  CATY
COUNTY/SERVICE APSh  TVHH WA i TWHE  BH i TV HH 1| TVRH  HA L

t""U"N!NNNNN"N"N“*U"""iHHU""I*"NN“M“I"ﬂ““"l"lt"l"ﬂ"‘““““"“‘"i‘

TOTAL SERVICE #(00) 2370 156 2212 39 229 2999 2972 204 2768 15 1 15
¢ OF COUNTIES=26 % § ] 1 12 5 14 12 4 13 ‘

EPECTVE VITWNG #(00) 2370 158 2212 3219 229 2091 2972 ‘ 200 2768 15 1 15
b OF COUNTIZS=26 & 9 3 1A 12 5 14 12 4 13

CORE COUNTY  H(0O) 1536 42 1904 2268 74 2193 1994 3192 5 13 1
B OP COUNTIES= & % " 61 1 1% w10 1

PCC ASCERTUNNT #{20) 1291 0 1291 1M 0 1977 1M8 0 18 15 0 15
$ OF CONTIES= 5% . 10 0 1 16 0 16 14 0 14

IN=STATE SERV. o(00) 1479 67 W04 2195 9 208 1929 W 1855 14 10 15
# OF COUR?IES=12 ¢ 9 2 10 13 3 15 N 2 13

#AIYTENANCE... THE ESTIMATED NUNDER OP QUAKTER HOURS VIEWED PER WEEX,
BY TPE AVERAGE PTV HOUSEHOLD
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Yo kel ATUTEEST LROGLLE « WEYY MGUST 1976

TOTAL TV “IE4ING ML T, TELEVISION © STATION NPT STATION HET Hep
HOURS/NEEX MCURS/E BOUSESOTDS AVAILABLE  WEEKLY CIACULATION  DAYTINZ CIBCULATION
NON- EON~ oy HON §0Ye

TOTAL  CATV ATV S0A0 CRtT ATV mOTL CATY  CATV ML CAY  CIY oL G oy
COUNTY/SERVICE AREA  IVHY  Hi i TVEE  HA BY e Ay iR RALU LB | I ||

AL I I AL L L T T T T T T e LLLLLLE L LT L T T Y g ] WL LLLLL L T e e R T

BERRS RA #(00) 29376 164C6 22968  yo1 028689 0w W 63 M " W v
s

n
3P

100 42 58 3 2 ] L[ | A 2 I 1 1 L

© BOCKS PA #(00) 58002 0 56002° 1740 0 170 1318 105 1213 509 0 - 509 30 0 30
ABCOP ' 100 0 100 ] 0 I 0 8 9 kL R ¥ ¥ 0 "2

CARBON PAH(00) 8429 6913 1516 15 0 15 LLE I [k | 3 2 0 2 2 0 2
~AB P X 100 82 18 0 0 1 100 80 2 1 0 6 ! 0 5

CHESTZR PA #(00) 31052 0 31052 242 0 142 861 S VY 293 0 23 14 0 1
ABCDP X 100 0 100 4 0 4 100 4 9 k] 0 35 16 0 17

DELARARE  PA #(00) 76058 0 76058 3042 0 3042 1845 0 1846 181 0 789 351 0 354
ABCDP 1 100 0 100 4 0 4 100 0 100 82 0 N 19 0 19

LASCASTER  PA #(00) 39531 19163 20368 - 204 0 206 1015 462 583 58
5

O - B PR T ¥
AB P

00 48 52 | 0 1 00 46 54 b g 4 2 §

LERIGH PA H(00) 38811 32351 6u60 129 0 129 0% 11 e N 0 . 0 28
\B P 1 100 83 17 0 0 2 100 81 19 4 0 2 3 0 17

RONTGOMERY PX $(00) 79504 0 79504 2385 0 2385 2010 0 2010 198 0 798 302 0 30
_hBCDP v 100 0 100 3 0 ] 100 0 100 40 0 40 15 0 15

NOBTHAMPTON PA #{00) 29435 18387 11048 10 0 M0 18 w5 283 89 AU 65 43 9 k]|
AB P % 00 62 38 0 0 1 100 61 39 12 3 23 6 2 12

{ORTUXBRLND PA #(00) 14837 11008 3829 . 38 0 38 5 282 9 4 0 4 § 0 §
A8 P ! 100 U % 0 0 1 100 n 2 1 0 4 1 0 '

PRILADLPHIA PA #(00) 251064 0 251064 9532 0 7532 629 0 6298 199 0 1996 - 882 0 882
ABCDP ' 100 0 100 3 0 ] 100 0 100 LY 0 kY w0 14

SCHOTLKILL PA #(0C) 25267 19783  S5ugy 253 198 55 552 w18 13 n 5 16 E{ L 3
\B P 1 100 78 2 1 1 1 100 76 ] 13 1% 12 6 § 4
KEN? DE #(00) 9891 2617 7mam 198 52 W5 1219 % 20 % 10 2
ABC 1 00 22 N 2 2 2 100 2 n 7] 820 12 14 i
NEW CASTLE DE #(00) 53259 17858 35401 2306 S8 1Mo 3 w0 91 89 151 w08 306 16 228
18C 1 100 66 4 3 5 100 3 89 0 48 45 3 19 25
SUSSEX DE #(00) 11113 3858 7255 » 0 289 2 9 16 16 0 4 6. 0
A8C L} 100 65 0 1 0 100 R 68 6 17 0 1 4 0

(P,3Uu0cd) 9 IFQFUXHA
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GENERAL A" THCE PROFILE = WHIY L amner e

¢

STRTINN NET der o ATIG" WET WEEKLY STATION AVERAGE STATION AVS,WEENLY
EARLY-FAINGRE CIRC, PRINE-TINE CIRC, DAILY CIRCULATION -~ MAINTENANCE = QR

NOy- -KON- NON= ¥ON-
TOTAL  CATY  CATV  TOTAL CATV CATY  TOTAL CATV CATV JOTAL CARV  CATV
COUNTT/SERVICE AREA  TVHH  HH i TVHR A i TVER B HE TYER  HA B

LLLLALL LU LU S DL LT ELL e LA L L L L I L T Lt Lttt

BEBKS PA H00) 101 42 59 142 §1 63 1 42 15 15 1 17
B P { 5 1 9 14 15 [FE " 1 1

BUCKS PA #{00) 182 0 182 133 0 13 X} 0 2 14 0 14
ABCDP ) 0 0 15 10 0 N 18 0 19

CARBOK PA #(00) 2 0 2 2 0 2 1 0 1 30 0 30

B P % 0 0 5 1 0 5 ’ 0 3

CHESTER DA #(00) 99 0 99 108 0 108 125 0 125 17 ¢ 1
ABCDP % 0 0 12 12 0 13 15 0 15 '

DELAWARE A #(00) 222 0 222 369 0 369 2 0 281 16 0 16 !
ABCER $ 0 0 12 20 0 2 15 0 15

LANCASTEE  PAR(00) 22 0 2 n 0 Ll 3 2 2 14 0 17
B P 5 1 0 4 1 0 2 2

LERIGH PA $(00) 10 0 10 8 0 8 14 0 14 14 0 L]
A P '

NONTGCMERY PA #(00) 221 0 221 422 0 &2 % 0 % 12 0 1

ABCDP < 0 0 M A0 2 5 0 15
HOBTHAHPT)N‘ PA 0(00) 16 4 N 22. 13 8 21 10 1 5 0 1
AP g 1 1 ! 33 3 b2 g
YORTUZBRLND PA 4{00) $ 0 0 0 0 20 2 % 0 B
P ( 0 0 4 5 0 0 10 2
o]
PEILADLPHIA PA #(00) 567 0 567 %45 0 %45 T 0 787 5 0 15 A
ABCDP < 0 0 9 5 0 15 12 0 1 i
")
SCRUYLKILL BA #(00) 26 21 5 3 A 17 B W 5w W w ot
TR .5 5§ 9 5 5 y
KENT DE #(00) 14 2 127w 1 % % 8 B 1 10 15 A
1BC $ 236 9 10 8 W 1M 9 9
t
NEW CASILE DE #(00) 227 36 191 25 56 200 6 61 185 % 1 1 N
1BC $ 192 0 0w 2 w1520 &
SUSSEX  DE #(00) "I 0 NN 0 "R 0 10 0
ADC \ 2 %0 § 120 1 40
o
o)]

W



DEMOGRAPEIC PROPILE « WHYY ADGUST 1976
SELECTED PORULATION COUNTS, REPORTED BY SERVICE ARE) 4D COUNTY
(SOURCE: 1970 (.5, CcRNSDS TAPES)

T0TAL T0TAL  ToTAL  tomAL TOTAL  TOTAL 10TAL  TOTAL NIAL  70TL

MALES  NALBS  mALES mALlS
COUNTY/SERVICE ARZA  ppo, 0«5 6=17 1820 25.34

3544 45e54 55464 g5e MALES 05 617 1824 2534
tmmmmtmmummummmmnmamnummmmmumnnmnmmm"mm"muu
TOTAL SERVICE 4 817539 781093 1822092 83u48)

915905 917467 973312 7672137805970 3771020 397818 920134 ®037173 auuony
¢ OF COUNTIES=26 % 10 10 3 L} 12 12 12 10 10 48 5 12 5 6

EPPECTIVE VISWNG # 781759 781093 1822092 834487 915905 917467 973312 67213 805970 317020 397818 920134 403773 LT
b OP CCONTIES=26 & 100 10 2 1 12 1 12 10 10 48 5 12 5 * 6
COBE COUNTY AREA # 4413911 442339 1035452 476503 524230 516493 351000 428599 439215 2116096 225118 526314 224166 253666
¢ OP COUNTIES= B ¥ 109 10 A " 12 12 12 10 10 48 5 12 5 6

FCC ASCERTAINNNT ¢ 3865810 3872687 897955 413026 452946 51771 488042 383784 395599 1848842 194524 456389 194052 218702
b OF COUNTIES= 5% 100 10 A 1 12 12 13 10 10 48 5 12 5 6
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DENOGRAPHIC PROPILE = WHYY ‘ MIGUST 1976

SELECTED POPULATICN CCUNTS, REPORTED BY SEEVICE AREA AND COUNTY
(SOURCE: 1970 U.S. CENSUS TAPES)
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Sample PIC_Printout

A brief example of the capability ¢:£ the PIC option for
AID. is shown in Exhibits D-1 and D-2 (pages 40 and 41,
which are copies of an actual run made for WHYY. It displays
audience information for only two quarter-hours, but a PIC
consisting of up to 560 gquarter-hours can be generated in
one run. :

The heading information shows that the source data are-
for the March 1976 Survey period in the Philadelphia market.
The notation, "WHYY A &€ B", above each column of audience
information, indicates that the data are for WHYY's service
areas A and B, which happen to be identical.

Audience _Columns. The standard PIC or Reach and
Fregquency Report allows for six columns of audience
information, defined by the user. An audience column may be
defined on the basis of
1. a household, which can be delineated by
specifying the viewing of a male or female head--

of-house

2. combinations of sex/age characteristics

3. geographical location, which includes standard
market areas or custom areas defined as a group of
counties within a market

4. number of survey veeks to averaged

.

The six audience columns for WHYY's A and B service
areas reported in Exhibit D-1 are:
1. Households with any person aged 2-99 (total
households) viewing
2. Persons aged 2-99 (total persons) viewing
3. Persons aged 2-5
4, Persons aged 18-64
5. Females aged 18-64

6. Persons aged 65-99
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For each audience column the size of the audience
{expressed in thousands) an. as a percentage of the audience
populaticn are presented.

It should be noted that audience data may differ
marginally from published Arbitro. reports due to computer
rounding, and percentages will be marginally overstated
-since AID does not account for "not at home" people:in its
population estimates. This population is in a small segment
of households "not available" during +the survey and -
considered to be non-viewing. ’

Individual Quarter-Hour _Audiences. For each run or
schedule submitted, <the system first produces the .audience
estimates for each gquarter~hour included in the schedule.
The first line of audience information in Exhibit B-1 reads

as follows:

The station-quarter-hour--WHYY on Tuesday, 10:00
p.m. to 10:15 p.m.--was viewed in an estimated
93,000 Tv households, which is 3.5% of the total
households in WHYY's A and B service area.

Reach_and Frequency_ _Recap. Following the individual

quarter-hour audiences is a "Schedule Summary" which recaps
the entire schedule as follows:

1. Gross_ Exposures: the sum of the households or

people viewing each quarter-hour in the schedule

2. Average Audience: gross exposures divided by

3. Net_Reach: the number of households or people

exposed to at 1least one quarter-hour in the
schedule

4. Average__Freguency: the average  number of
quarter-hours the households or people reached
vere exposed to, calculated by dividing net reach
into gross exposures.

Accordingly, the information in +the first audience
column, regarding WHYY A and B households in Exhibit 0-1
reads that

The two quarter-hours deliver 179,000 gross
exposures. The average quarter-hour delivers an
average audience of 90,000, or a rating of 3.4.
The net reach of the schedule is 94,000 or 3.5% of
the population, and their average frequency of

73 .
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viewing is 1.9 quarter-hours.

The other columns provide similar information for the
types of audience indicated.

Frequency_-Distribution. The last section of the PIC
report 1is the frequency distribution (see Exhibit D-2). The: -
section presents the number of households and people that
were exposed to a specific number (1, 2, 3, 2tc.) of
quarter~-hours in the schedule. For example, frcm tke first
audience column in Exhibit D-1:

10,000 WHYY A and B Service area housekolds vwere
exposed ¢to 1 of the 2 quarter-hours; 85,000 were
exposed to both gquarter-hours.

Due to the large number of pages generated by a typical
FLOW problem, samples of actual output are not shown.
Instead, a general explanation of FLOW, prepared by
Arbitron, has been reproduced and 1is shown as Exhibit E
{page 42).




RUN AP26WHYY
SCHEOULE A
DATE 04/21/76

ARBITRON SOURCE DATA = MAR 1976

POPULATION

~ WHYY TUE 1000P-1915P

WHYY TUE 1015P=1030p

949 GCHEDULE SUMMARY wes
GROSS EXPOSURES
AVERAGE AUDIENCE

NET REACH OF 2 5POTS
AVERAGE FREQUENCY
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 WHERE DOES LEAD-IN AUDIENCE G0? o
__WHAT IS THE SIZE AND SOURCE OF AUDIENCE IN THE OBJECT TIME PERIOD?

Artitron Information on Demend Audience Fiow LEADAN STATION AUDIENCE (0001 FROM LEADN TO LEADOUT
In Your City AUDIENCE 9
TATON _%0 TR B ¢ 0 & F oA on
Woman 1849 0 R T N I
. 8 I S T R N 7
Fcbmwl 1975 (Mon-Fri) c 15 8 0 0 o 3 ‘
0 2 1 0 K 0 0 1 1
Lead-In 5:45PH/Lead-Out 6:00PM £ o 00 0 0 o 0
F 0 0 0 0 0 o g 0
Dther i 5 7 0 0 1 118 4
ot 162 4 2 3 0 0 o gy
TOTAL 38 8 i ] 5 2 8 138
(0 Line  across shows exch station'seacin udience at 5:45-6pm, and whers the sudiance want PERCENT OF AUDIENCE FLOW FOR EACH STATION,
4t 6:8:15pm. For example, Station A had 8 lead-in audience at 5:45pm of 84,000 ADI PERCENT OF AUDIENCE LOYALTY FOR EACH STATION,
Women 1849, 60,000 stayed with Station A, 8,000 went to Station 8, 1,000 went ta ,
1,000 went to D. None of Station A's audience went to either E or F: 4,000 went to Other LEAD-N PERCENT OF LEAD-IN AUOIENCE TO LEAD.OUT
stations (other than the six which can be reparted), and 10,000 tuned out at Bpm, AUDIENCE
STATION (%) A B L 0 & FoomR o
© Column 2 shows  total audience to Station A of 124,000 Women 18-4y, Reading down, you | @ W On 0 1 4 9y g 1
set the contribution to this total from each source; .2, 60,000 from A, 19,000 from 8, et B 100 | I T T T
‘ ¢ 100 O R S A I R T
© Diagonal fine 3 ilustrates the net change in sudience from the leadin quarter hour to the g :gg f; I;- g 4: 00 1
e 0 . 70 B B
object time period of 6-6:15pm, Station A increased from 84,000 to 124,000, ‘ o B9 0 0 o % s
o Other 100 I N 1
(0 Line 4 across shows,in terms o percants, what happens to Station A leac i audienc: ot 10 B2 1 2 g g 69
72% stayed tuned to A, 10% switched to B, 1% switched to C, etc. )
@ The dlagonal shaded area 5 provides you with an overview of the holding power of each COMPOSITION OF EACH STATION'S AUDIENCE AS A PERCENT,
ftation in the market, At aglance you can readly see that Station A (with 72%) has the LEADIN PERCENT OF LEAD-OUT AUDIENCE FROM LEAD-IN
greatest loyalty, and C {with 32%) has the poorest loyalty, AUDIENCE 0
. STATION _ (ool A8 € D E F oM g_F_F—\
© Column 6 shows the composition of Station A's 66:15pm audience in terms of percents, A " @ 6 8 M 3 7 Ne
For example, 48% of A's 6-6:15 audiencasame from its leackin sudience; 1% from B; 8 62 5 60 6 & 3 w 5
5% from C, etc, ¢ 3 5 10 6 0 5 1 5 3
0 B 1 2 1 4 0 0 2 1 .
. , ARt et 1 E 5 00 0 & oy 2 1 M
€ This sammarizes the audience to Station A from 6:6:150m in terms of tsorign. It i shown ‘ l 0 0 0 o0 o 1§ o 0 el
858 M-F average and by individual days, Other % U4 3 Y n o ow 3 ; '
. ot 182 2% T W N 158 80 r":
Line 7 shows that from 6:6:15m Station A has 124,000 viewers: 60,000 or 72% came from TOTAL m 00 100 100 10 10 10 10 19
its own lead-in audience, 28,000 or 27% came from the competition, 36,000 or 19% from — o
jewers, The ! rsh t Station A had a gain of 40,000
Othermtlonf or frqm non-viewers 1'he ast number shows tha g  STATION "A” SUMMARY REPORT
vigwers over its audience in the lead-in quarter hour, NETGAIN
o . NUMBER AND PERCENT OF LEADIN OR LOSS
The same information is also shown for each individual day, STATION AUDIENCE GAINED BY STATION __ FROM PRIOR
LEADOUT AUDIENCE  STATION  COMPETITION OYHERIOFF  QTR.HR.
DAY  TIME (oon) (ool (%) foco) (%) (o0l () ]
Mo M 120 6 7 uou 0w i)
T g™ " 6 N %5 o N
W e 134 5 76 1Y %2 5 "
Th 6P 130 66 70 ha KX N >
Q F BPM " 8 8 H W n 0 N
- Gwe o wm ww wmw w UO




55

SELECTED AUDIENCE ESTIMATES

In presenting and discussing PPTH audience size.
estimates, it is useful and instructive to place them in a
context of .other PTV stations. However, establishing a
context involves a selection of audience rating definitions
for appropriate  geographical service areas and f£finding
comparable data for the ratings. The context decisions made
for the present purposes are not optimum because there is no
one best method for reporting audience .rating estimates and
it is difficult to locate comparable data for a large number
of PTV stations. Fortunately, Allen Cooper of the Public
Broadcasting Service (PBS) has begun recently to compile ‘and
report audience size for PTV stations based on A. C. Nielse-
VIP or Local Market Report books. The data in his July 12,
1976 memo to PTV stations are the source used for the
context chosen for this report (Cooper, 1976).

From a national perspective, during May 1976 there were
126 "reportable" stations out of the more than 200 PTV
stations in the U.S. These 126 stations were viewed during
the average week (Sign-on to Sign-off) in 18,450,000
households, approximately 26.5% of the more ‘than 70 million
TV households in the U.S. During ¢this same period,
approximately 1,400,000 Pennsylvania households viewed the
seven PPTN stations, representing about 35% of the 4,600,000
TV households in the Commonwealth. If PPTN station viewers
from the states surrounding Pennsylvania are included in the
average weekly cumulative audience, the total rises to
1,715,000 TV households, or slightly less than 10% of the
U.S. total PTV audience generated by the 126 reportable
stations.

An individual station context is provided by the data
in Table 1. It shcws the average weekly reach (Cumulative TV
households) for the top ten PTV stations and for the seven
PPTN stations. Table 1 illustrates some of the problems
ancountered in attempting to develop "ccmparable® data for
PTV stations. First, the data are based on PTV station
andiences found in commercially-defined market areas, a
practice which the Pen: State research team avoided by
developing tailor-made service areas for the seven PPTN
stations. Second, the geographical areas for the reach data
are A. C. Nielsen's "Metro" market definition, a  useful
service area for stations located within metropolitan areas,
but not for stations 1located ontside population centers.
This problem is quite apparent for two of the PPTN stations,
WPSX and WLVT, since their "Metro" audience is not
reportable by A. C. Nielsen. WPSX is approximately 50 miles
from its commercial metropolitan market, Johnstown-Altoona,

o
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vhile WLVT's "Metro" area 1is Philadelphia. Given those
caveats, it is still of interest to examine the average
veekly reach data shown in Table 1.

The first point to be noted is that individual station
audience ratings are dynamic. There are <ubstantial
differences in the net weekly reach between May 1975 and May
1976, for most of the 17 stations shown in Table 1. We
cannot speculate as to the reasons for the differences but
can point out that ratings can both increase and decrease
from one year to the next.

Second, while none of the seven PPTN stations are in
“he top 10 PTV statioés ranked according to net weekly reach
in the "Metro" market area, four of the seven are well above
the natiocnal average of 27%. And in fact, the seven PPTN
stations collectively reached 35% of Pennsylvania TV
houserolds during May 1976. From our examination of the data
for the 17 stations shown in Table 1 and €for other PTV
stations (not shown), it can be observed that four of the
seven PPTN stations have a net weekly reach at or above the
average ' for all reportable TV stations and that the
collective reach of the PPTN stations 1is also above the
national average. More definitive and precise observations
about the audiences of the. PPTN stations vis-a-vis the other
PTV stations must . await the development of commonly accepted
service area and audience size definitions on the part of
the public telecommunications community.

A comparison of the total (in- ' and out-of-state) and
in-state PP™N net weekly reach estimates is giyen in Table
2. The vwell-known seasonal fluctuations in the viewing of
television are illustrated €for the seven PPTN stations in
this table. Based on Arbitron TSA eStimates, there is an
increase between November and February of almost 10% in the
number of TV households reached by the seven PPTN stations
during the average week, followed by an almost identical

decrease between February and ;May. The amount of ‘charnge " .
differs for each of the stations, ranging from an increase - |
of 2.0% for WOLN to 30.1% for WLVT. But the increase- °

decrease pattern 1is common +to all stations except WITF,
which showed a net increase between November and May, and
WLVT, .which pmaintained the same audience for February and
May.

In-state net weekly reach data were available only for
FPebruary and May. During this period, ¢two of the PPTN
stations, WITF and WLVT, showed increases of 1.6% and 8.2%,
respectively, while the other four showed decreases.

I
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August, 1976

Table 1

Top Ten FT' Stations and Ocher PPIN Stations
Showing Cumu' :tive Househoclds Reached
During Average Weelk in May, Sign-on to Sign-off

Metropolitan Area
Households (%)

Location Station/Channel
May May
1976 1975
Chicago WITW 11 59 38
New York WNET 13 50 49
Tucson KUAT 6 48 42
Madison WHA 21 48 42
Boise KAED 4 47 50
Honolulu KHET 11 A 46 37
Albugquergue KNME 5 46 37
Phoenix KAET 8 45 40
Boston WGBH 2 45 44
Milwaukee WMVS 10 45 36
Wilkes-Barre/Scranton WVIA* 44 39 42
Erie WQLN* 54 36 36
Pittsburgh WQED* 13 35 .33
Philadelphia © WHYY* 12 34 36
Hershey WITF* 33 22 21
Clearfield/
University Park WPSX* 3 a7n (17)
Allentown/Bethlehem WLVT* 39 (16) (16)
PPTN Total (State-wide Service Area) 35 NA
U.S. PTV Total (126 Stations) 27 26

* PPTN Station
( ) Estimated
NA -- Not ava‘’able because PPTN Audience Research Project not
initiated until January 1976.
Source: A. C. Nielsen via Allen Cooper of PBS, except for PPTN
total which is based on Arbitron's AID for May 1976.
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Tabie 2

PPTH Total N.t Weekly Reach Trends

Arbitron TSA PPTN In-State WH ]

Market Area - Service Area Net Weekly Reach ' Change (%) -

Station TVHE | TV HH November | February| May

Name Number | Number | % Arbitron TSA | 1975 1976 | 1976 |Nov-Feb | Feb-May
(000) | (000) (000) (000) | (000)| % A

WYY ' PHIL 3,362 1 1,756 53 193 865 151 91 | -10.4
NA L (576) | (498)| -- | -13.5
W | m | L2 1,168 67 T TR R B R
NA (410) | (363)| == | -IL.5
WIA | WB-SCR 1,122 604 54 171 191 170 | 1.7 | -11.0
' NA (185) | (167)] == | =9.7
VITF | HB-¥K 2,816 676 ! 116 123 128 | 6.0 4.1
NA (126) | (126)] . ~-- 1.6
WSk | JN-AD | 1,80 491 21 19 B | 5| 63 | -0
‘ NA (86) | (78)] =~ | -1L9
WLV | PHIL 3,342 508 15 13 95 951 30.1 0.0
NA (851 (92) == 8.2
W | ERIE |1 19 st 50 S| L9 | -1
NA (4N (85) = | =43
TOTALS: | 3,965 -- L7 L8109 | L7115 9.4 | - 8.7
NA | (1,511) | (1,365)] == | -9

? Source: Arb.tron Local Market Books (flrst number) and Arbitror AID (mumbey in parentheses below

first) for survey perlods.

b Averége veekly reach (unduplicated) la Arbitron TSA anC in-state service areas.

by ERIC

IQ:E(;A Not available because PPTN Audience Research Project u:t iultiated uatil January 1976.
E |
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Table 2 also displays for each station the number of TV
households in its Arbitron Total Survey Area Market and in
its in-state Total Service Area. Not surprisingly, the
per~:mntage of in-state to Arbitron Total Sample Area TV
households varies mavkedly for the PPTN stations, ranging
from 67% for WQED to 15% for WLVT. '

The net weekly reach data shown in Table 2 are
astimates of ¢the total number of households (both in- and
out-of-state) which view the seven PPTN stations during an
average week. But since this study is concerned primarily
with Pennsylvania audiences, it is of inter~st to note what
percentage of the total PPTN audience 1is from in-state
households. Two comparisons are possible =-- -for February and
May. An extimated 80.5% of the February and 79.6% of the May
total PPTN audience were Pennsylvanians. Given the two data
points and the large numbers invulved, it is unlikely that
this percentage (about 80% Pennsylvanians) would £fluctuate
very much during other periods of the year.
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PPTN _In-State Net Weekly Circulation

The net weekly reach estimates for Pennsylvania
househclds shown in Table 2 are graphically portrayed in
Figure 9. In addition, Figure 9 displays the number of TV
households in each station's in-statz Total Seorvice Area and
net weekly reach data for February and May %976.. The net
weekly circulation rate, or percentage of hoasrhclds reached
during an average week, is also graphicall: shown. . The
slight decrease in PPTN weekly reach between ~ :»ruary and
May 1976, shown in Table 2, is also seen €for +t:2 [n-state
audience. In terms of percentages, the state< ' .& net
circulation was 38% and **" for February SN Hay,
respectively.

The data for Figure 9 were c¢i: ined from Artitrerts 41D
system using each station's in--:tate Total S=z:viie Area
definition. -

PPTN _In-State Audience Profile

To give the reader an understanding cf the composition
of the average weekly PPTN andience, net. .weekly circulation
ratings are shown in Figure 10 for eight age  and s=2x
categories. These categories, selected by the PPTN Advisory
Group, are representative of major target groups for DPPTN
programming. Figure 10 shows both the state-wide estimated
number for each +target group and the estimated number
reached, or circulation, during the =zverage we«k. For
example, during the average broadcast week in February 1976,
over 1,500,000 househcids were reached by the seven PPTN
stations, or 38% of the to-al TV honseholds in Pennsylvania.
Similarly, slightly uscre thsn one out of four (27%) of the
nearly 12,000,000 persous in Pennsylvania vieved the seven
PPTN stations. The best penetration by fzr of the eight
target groups ~nown in Figure 19 is for young «hildren (2-5)
with an estimated 80% reached during the average weck.
Persons over ¢:Z are next in penetration with an estimated
30%, while adult males (18-64) have the lowest penetraticn
(21%) .

'
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Demographic Units, in Thousands
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Figure 10.

PPTN iIn—state audience profile for February 1976 showing
the average weekly circulation for each demographic
category.
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NOTES

1. An Arbitron Total Survey Area is a geographic area
comprising those counties in which approximately 98% of the
net weekly circulation of commercial home market statioms
occurs.

2. Since the viewing of a given television statjon in a
particular county is a dynamic and changing phenomenon, it
is recognized that the Effective Viewing Area  counties can
change from year to year.

3. Due to a technical problem in using AID, six out-of-
state counties which were reportable for 1975 are not
included in this total. However, their absence has no effect
on in-state audience size estimates and very little effect
on the out-of-state estimates for the two stations (WPSX and
WVIA) affected.

4. All County Coverage viewing estimates are given for
TV households within counties.
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APPENDIX R
GLOSSARY OF TERMS AND ABBREVIATIONS

AID - Arbitron Information on Demand. AID is a computer-:
based interactive system of in-tab diary files which
allows customers to query the files for specified
audience/program time/geographic combinations for
a particular sweep period.

AID provides two principal kinds cf audience
information, People Instant Cume (PIC), and Audience
Flow (FLOW). PIC provides information, both for
(a) tailor-made service areas and for (b) up to
six user-specified combinations of audience sex
and age categories, estimates of average
guarter-hour audiences, and cumulative audiences
for a specif_ed number of gquarter-hours (from one
to a maximum of 560).

! .
FLOW provides, for tailor-made service areas and
one user-specified age-sex category of the audience,
a means for tracking the flow or movement of the
average audience between TV stations for any
combination of contiguous quarter-hours.

ADI - Area of Dominant Influence. An exclusive geographic
area defined by Arbitron consisting of those counties
in which the home market stations receive a -
preponderance of total viewing hours. The
comparable Nielsen arza is the De51gnated Market
Area {(DMA).

Average Daily Circulaticn - (See Circulation).
Average Fregquency - (See Maintenance).

Average Quarter-Hour Audience -~ (See Quarter-Hour
Audience)- L

CATV HH - Cable Television Household. 2Any Television
Household (TVHH) that receives its television
signal from a commercial or other group cable
service.

Circulation - The estimated number of urduplicated
(Qifferent) television households which viewed a
station for at least five continuous minutes
in a given time period, such as a week (Net
Weekly Circulation), a day {Average Daily
Circulation), or a day part (e.g. Prime-Time

9



Circulation). (cf. "CUME" and "REACH").

Cume - Generally synonymous with "Circulation™ and
"Reach", but specifically used by Arbitron to
mean the total number of different viewing
households viewing a station in the Total Survey
Area (TSA).

Cumulative Audience - Nielsen's term for the unduplicated
count of television households viewing a station
for one or more quarter hours during a given time
period. (cf. "Circulation").

DMA - (See "ADIM).

Early Fringe, Early Evening - The Monday to Friday day
part from 4:30 to 7:30.

Exposure - A quarter hour of viewing by a given audience.
FLOW - (See "AID")

Gross Expisures - The total number of quarter hours
generated by an audience in a given period of time.

In-Tab Diaries, In-Tab Sample - The number of household
survey returns (diaries) used to project audience
estimates.

Lead-In - In Arbitron's description of FLOW, the quarter
hoat out of which the audience flows into the
"object time" guarter hour.

Maintenance - In this report, the estimated number of
station guarter hours viewed in a giver time
pericd (often a week) by a given audieace. The
ccmparable Arbitron term for this is
"Average Freguency."

Market - The specific geographic area, defined in terms
of counties, for which audience estimates are
presented. Standard Markets used by Arbitron
and Nielsen are METRO, ADI, and TSA, and METRO,
DMA, and NSI, respectively. Arbitron AID ;
customers may define additional geographical
areas ca.led Trading Areas (TAR) within
existing TSA's.

METRO - The market area comprising counties within the
Standard Metropolitan Statistical Area (SMSRh)
as defined by the Office of Management and

99




Budget.
NSI Area =~ (See "TSAM).
Net Weekly Circulation - (See "Circulation")

Object Time - In arbitron's description of FLOW, the
quarter-hour into which the audience flows.

PIC -~ (See "AID").

Prime Time -~ The Monday to strday day part from
7:30 to 11:00.

QH - Quarter Hour. The standard time unit used in
collecting and reporting television viewing
data.

Quarter-Hour Rudience - A projected estimate of the.
unduplicated audience having viewed a station
for a minimum of five continuous minutes within
a specific quarter hour. These quarter-hour
audiences, when combined in time, become
Average Quarter-Hour Audiences.

Rating (RTG) - Generally, any ratio, usually expressed
as a percentage. Audience reports use a more
restrictive definition: the estimated audience
(TVHH or Persons) viewing a station for at least
five-continuous minutes-during-a-given-time—- - - -
period, expressed as a percentage of the total
potential audience (Total TVHH or Total Persons).

Reach - Synonymous with "Circulation™ and "Cume"; an
unduplicated count of a station audience in a
given geographic area, for a given time period.

Service Area - A term used in this report for the
individual coverage areas established for each
of the PPTN affiliate stations (See "Market").

Share - A ratio of the unduplicated station audience
to the total audience viewing television during
a given time period, usually expressed as a
percentage. (cf. "Rating").

Spot - A specific quarter-hour.
Sweep - The time period during which television viewing

data are collected by the rating services. For
most markets there are three sweeps each year

935



TSA

(Peb-Mar., May, Nov.) each lasting fcur weeks.
fach sample television household reports only

one week's viewing out of the four, thus viewing
estimates for each sweep are limited to a
so-called average week (i.e. a four-week average).

Total Survey Area; the geographic area defined by
Arbitron comprising those counties in which an
estimated 98% of the net weekly circulation of

a commercial market occurs. Roughly equivalent
to the NSI Area of Nielsen, which is estimated

to contain 95% of the circulation.

TVHH - Television Households. An occupied dwelling unit

having one or more television sets.

Weekly Reach - (See Reach).

For additional information the reader is directed to
"Standard Definitions of Broadcast Research Terms,"
published by The National Association of Broadcasters,
1771 N Street, N.W., Washington, p.C. 20036.

o
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august, 15/0

PENNSYLVANIA
STATEWIDE PPTN AUDIENCE PROFILE

(Source, Arbitron 1975 County Coverage Books)

Total CATV NON-CATV
TV i HH B

Total TV Viewing Hours/Week --4(00) 1,628,314 427,95 1,200,360
? 100,0 26,3 73,7
PPIN Viewing Hours/Week #(00) 44,515 10,579 33,956
: 2.7 2, 2.8
Television Housebolds Avatlable  §(00) 39440 9,604 28,836
; 100,0 25,0 75.0
PPTN Net Weekly Circ, H00) 12,40 3,103 9,320
A 32.3 32,3 32,3
PPTN Net M~F Daytime Circ, o §00) 5,204 1,263 4,021
7 13.8 13,2 13.9

PPTN Net M-F Early Fringe Circ,  #(00) 4,943 1,427 3,516
. 7 12,9 14.9 1.2
PPTN Net Weekly Prime Time Circ. #(00) 5,541 1,352 4,189
h 14.4 14,1 14,3
PPTN Net Average Daily Circ. #(00) 4,680 1,129 3,551
! : 12,2 11,8 12,3
PPTN Average Weekly Maintenance (QH/wK) # 14,3 13.6 14,6

NOTES:

Sharesvvevassas v+ The PIV statdons' portion, hours and peccentage, of the total TV viewing during

ehe avetage week, Note: Zecos (0) for viewdng estinates fndteate less thana
e 5k -gharey Tt does ot “inply that no viewing took place,

number of PTV households for the folloving time periods:
Net Weekly = Sunday to Saturday, Sign-on to Sign-off

M-F Daytime = Monday to Friday, Sign-on to 4130 Py

M-F Early Fringe Monday to Friday, 4:30 to 7:30 PN

Weekly Prime-Time Sunday to Saturday, 7:30-11:00 pH

Average Dafly = Average Day, Sign-on to Sign-off 10

l:llj?:‘ Maintenance....... The estinated nuzber of quarter hours viewed per week, by the average PIV hougefold,

Full Tt Provided by ERIC.



PENNSYLVANIA August, 1976
STATFWIDE DEMOGRAPHIC PROFILE

Selected Census Counts. Source: 1970 U.S. Census Tapes

able 1 - Persons by Sex and Age

Total Hale Female
Total Persons. . . . ... ... .. 11,793,907 . . .. . . 5,664,066 . .. ... 6,129,863
0-5 e 1,133,505 . ., . ... 577,525 .« .. 555,980
6-17 . e 2,727,851 . .. ... 1,390,453 . .. ... 1,337,398
1826 ... Cee e 1,262,613 ... ... 583,215 . . . .. 659,338
2536 .. 1,316,740 ., . ... 636,995 . . . ... 677,745
I=bh v 1,367,777 . .. ... 655,053 . .. ... 712,724
45-54 . Lo 1,517,064 . .. ... 722,093 ... ... 794,971
5564 ... 1,217,410 . .. ... 571,595 . . ... . 645,815
65+ ... L., 1,272,947 ... ... 522,055 . .. ... 745,892
ble 2 - Persons by Race
Total Persons., . . .. ..., .... 11,793,907
Total Whites. . . . ... ... 10,744,513
Total Blacks., . . . ... ... 1,016,551
Total Spanish Americans . , . , ™" 44,535

ble 3 - Persons by Nativity and Mother Tongue

Total Persons. . . . ... ..... 11,793,864 Hungarian. . . ..., .. . 46,182
English . . . ., .., .. .. 9,272,459 Yiddish., . . . ..., . « « 120,962
Fremeh, e I3 Irabame e CTUTT633S60
~A~<_Swédish e e e 14,412 : Spanish. . . . ... ... 74,819
German. . . . . .. ... ... 454,583 Portuguese . . ., .. . .. 3,337
Polish. . . ., ... ..... 273,094 All Other. . . .., ... 497,477
Reggian . . . ... ... .., 43,117 Not Reported . . .. . , ., 526,039 102
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PENNSYLVANIA August, 1976
STATEWIDE DENOGRAPRIC PROFILE

&MWNWWWMmSmw:mmmwmmhm

Table 4 - Family Income

Total Familes, . .. ..,...... 3,011,130
o0 4999, ., ..., ., 510,178

$5,000- 7,99.,.,.,.,.... 609,556 8 0- 9,999, . .. 1,610,453
58,000~ 9,99, ,.,..,..,. 490,719

$10,000 - 14,999, . ., . . ., . 848,781 §10,000 - 14,999, . . , 848,781
$15,000 - 2,999, . . .. ... v 434,007
$25,000 - 49,999, . ., ... .. 96,779 $15,000 and wp. . . . , 551,896

$50,000 and wp, v v, .. .., . 21,110

Table J - Selected Fauilies by Presence of Children

Total Familes:
With children wnder 3., ..., . 422,75
With children under 12, . . , ., 1,194,932
With children 13-19 years . . . , 868,301
With children 18-24 years . . , . 474,835

With children under 25. , , . ., 1,799,409

103 ‘ B
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PENNSYLVANIA
STATEWIDE DEMOGRAPHIC PROFILE

Selected Census Counts. Source: 1970 U.S. Census Tapes

Table 6 - Persons 25 Years + by Sex and Years of School

August, 1976

Total _Yale female
Fopulation 25 Years + L G608 L. L L, g o ST
Yo School . . ..., T 0,0 ... .., s
1-4 Years Elementary, . , ., ., 184,069 ., .. ., 91,545 , , . 92,524'\mﬁ?
6 Years Eleventary, . ...,y ... COA6 L 199,097
7 Yoars Elementary, |, |, . | | WLl0 L 0T L 153,408
8 Years Elementary, . . . . . 986,276 . ... .. Y R 523,515 |
-3 Years High School . ... 1y, L. ... B37,3% ... 730,905
leas o Sehul I L A L g |
13 Years College . | , ., . . | 9,256 .. ... s L 24,508 é’f_fj
4 Years College . . . , . . . X! 5K R 182,411 , . . . 151,242
5+ Years College . . | . , | 11287 176,905 . . . 1,672
Table 7 - In-School Population
| = Jotal o _Pwblle  Parochial [rivate
Total Population fa School . .\ . 3,298,810 . - . -
Population'3-34 Years in School 3,257,288 , , 2,849,510 . , 466,767 293,951
Nursery School , . . . ., , 41,610 , , 13,80 .. 2,000 ., 25,719
Kindesparten . o o , 6152 o 156,783 , 7,612 9,757
Elementary . , , ... ., 1,826,141 , . LA30,793 L 349,343 e 26,005
e Mg Seheol L 00 L L Ty L 07,50 ., 3,054
College: oo 303 L 05 . L 200,726
| Population 35 Years + In School 41,522 ., - - o -
108
145
ERIC
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PENNSYLVANIA

STATEWIDE DEMOGRAPHIC PROFILE

‘Selected Census Counts, Source: 1970 U.S. Census Tapes

Table B = Employed Persons by Occupation

Total Employed Perscns, 16 years + . . . 4,536,903

Professional, Technical, Kindred . . . 625,823

Engineers, Technical . . .. .. .. 67,114
Doctors, Dentists, etc. ... ... 32,513
Other Medical Workers, + v v v v v v 76,707
Elementary' & Secondary Teachers. . . 137,089
Terhuicians, except Health . . ... 58,903
Other Professional Workets . . . . . 253,431

Managers, Administrators, Non-Farm . . 315,763

Salaried Managers & Administrators . 260,749
Manufacturing, v v o v v v v v v s 59,585
Retail Trade + v v v v v W v 98,336
Other Industries . . v v 4 o o 4 142,828

Self-Employed Managers &
Administrators « o« v v 0 0 4 s S 55,0367
Retail Trade « o v v v v v v o v v 29,649
Other Industries « v v v v v o ; 29,387

Sales Workers, « v v o v v v v oo’y 316,610
Manufecturing, Wholesale . . . . .30 67,109
Retail Trade v v v v v v v v 0 s s 191,974
Other Sales; ..... T L 11

Clerical & Kindred Workers . , 4 . . . 786,80
Bookkeepers, + v v v v v v w0000 19,24)
Secretaries, Stenos, Typists . ., . 229,493
Other Clerfeal + v v v v v v v v v 478,161

Ctaftsmen, Foremen, Kindred, . . .. . 675,478

Auto Mechanics, Repairmen, . . ., . 35,638

Non-Auto Mechanics, Repairmen, . ., . 92,411

Machindsts . « v v v v v v v v v w2108

| Metal Craftsmen. o o« v v v v v v v v 34,951
107 Carpenters RN 45,410
%) Constryction Craftemen . . . . . ., 117,63
‘EC Other Craftsmen, + v o ¢ v v v v 0 282,321

Full Tt Provided by ERIC.

Operatives, except Transport, , . . .
Durable Goods Manufacturing . . . .
Non-Durable Coods Manufacturing . .

Non-Nanufacturing Industries, .

Transport Equipment Operatives. . .

Truck Drivers . v v v v 4 Ve
Other Transport Operatives. . . . .

Laborers, Non-Farm, . . .. . v 4
Construction Laborers . , . ., . .
Freight & Stock flandlers. , , . ,

Other Non=Farm Laborers + + + + +

Farmers & Farm Managers . , ., .,

Foremen & Farn Laborers . . ., . , .

Unpatd Family Workers . . .. ., .

Other Farm Laborers . + + + + +

Service Workers v v v v vy vy
Cleaning Service, . .« .
Food Service, + v v v v v v s
Health Service, « v v v v v v v s
Personal Service, + + v 4 ..
Protective Setvice, . . . .

805,039
347,781
316,932
140,326

184,910
83,049
101,861

220,286
37,508
19,006

103,112

37,831

21,429
23,278

. 492,427

112,916

. 159,621

Other Service « v v v v v v v 0 4

Private Household Workers : . + » .
{

61,449
59,250
56,272
42,919

48,388

108
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& MAVMIV A M Y RRAYSES

STATEWIDE DEMOGRAPHIC PROFILE

Selected Census Counts. Source: 1970 U.S. Census Tapes

Table 9 - Employed Persons by Industry

Total Employed Persons, 16 years +. . . 4,536,903 Consumer Services + v v v o v v v v s 478,566
Banking & Credit Agencies « + . « 68,722

Agriculture, Forestry, Figheries . . . 80,184 Insurance, Real Estate, + o« o v o 121,807

| Business Services « v v ¢ v 0w v o 62,290

Hindng .« v e oo Pt 41,708 Repair Services » + v 4 v v 62,458
Construction + v v v e e e v w0 207,095 Private Households, + + « 4+ o oo 45,104
MUEZCEUEge o v e e e e e 1,547,806 Other Persqnal Services v v v v o ;11§,185
Furniture, Lumber, Wood. + » v v v 4 39,661  FEntertainment & Recreation., . . . C,330
Primaty Metal Industries . . .« .. 231,375 ,
Fabricated Metal Industries, . . .. 114,406 Health Services « oo vv e v s 230,538
, Hospital Services « v v ¢ v v v v 168,112
Machinery, except Flectrical « v 1959 “"Other Medlcal Services 82,426
Electrical Machinery » v v v v v 4 146,700 - oo o SR B
Motor Vehicles, Transportation Education .+ v v v v v oo 328,603
Equipnents o o o v v v o ow o 86,448 Public Schools & Colleges e 199,761
Other Durable Goods, + + + oo 168,887 Private Schools & Colleges. . . . + 112,536

16,286

~ Food & Kindred Products. + + » v v o 87,996 Other Educational Services. . .

. Textile Products o o v o v o v v oo 224,010 .
; Welfare, Religious, NonProfit
- Printing, Publishing » v v v v v oo T30 Organzations « + v o oo v oo 68,80

Chemical Products, + v o v o v o 4 s 57,138
Other Non-Durable Goods. « + + 4 v+ 178,931  Legal, Engineering, Miscellaneous
Trangportation Services. .+ « . c . 164,216 Projessional Services .+ . v oo 100,28
Railroad, Railway Express. . . . . . 53,286 Public Administration . . .0 0. 214,184
Trucking, Warehousing, « v v v v v o 08,098
Other Transport Services , .., » ., 42,832
Utilities, o v v o o Ce e e 124,209

Communications o v v o v v o w v oo 50,722
Utility & Sanitary Services, . . . . 73,487

Wholesale Trade. + v v v v 4 c e 161,107

Retall Trade o v v v v v o v v w0 o 693,257
Food, Bakery, Dairy Stores » + + « » 118,216
Eating/Drinking Places o v v o v v o 123,174
Ceneral Merchanidise Retailing . . . 131,470
Motor Vehicle, Service Station . . . 85,443
Other Retall Trade « v+ v oo o 230,954 110
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