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_ subscriber was approximately two hours per week. The average U, S.

. television home now views approximately 38 hours of television per
week.” Therefore, it is obvious that 2 hours of subscription viewing
will not satiate the publie’s appetite for the 38 hours of television
~ programming which it now views, L e
. Indeed, two hours of subscription viewing a week represents only
- slightly more than 9% of the 38 hours of programs the public now o
~views on television, In terms of a nationwide audience, even this 5% 5
- loss of audience by conventional television could occur only in the

= unlikely circumstance that every U. S. television home was a subserip-
~ tion television ‘subscriber—a, 10% penetration by subseription tele-

~ .vision would result in maximum “‘siphoning”’ of only 14 of 19 of the
‘jgaudie,nce available f'tok ‘cobnventiOnal television.? ~This minimal Yo sofis
1% weekly “‘siphoning”’ would necessarily be decreased to whatever s
~extent subscription viewing becomes additive rather than subtractive - .
- of the time now devoted to viewing conventional television programs.
~ When one considers the fact that even during p:e'ak,l_fﬁrimékTeve_ﬁ/ingf .
~ viewing hours between 35 and 50 percent * of television homes do not
- have sets in use, it is not unreasonable to assume thatsubscmptwn
- viewing will have some additive effect by bringing back a portion of e
- those set owners who often ignore conventional television programs,
~ The de minimis effect which subscription television would have
‘upon conventional television program viewing may be further demon-
strated by individual program ratings developed during the Hartford s
‘trial. Thus, the 599 differen«tvprogramfea:tur‘és carried during the first
two years of the Hartford trial involved 1,776 separate program broad-
casts, because about 95% of the subseription programs were broadeast _
more than once. ‘The average pe -program-showing audience rating
- was 55%.% This means ‘that an average of only 55% of ‘all sub:

i 2 'A:Vera‘ge viewing per telev;lswn home;}per'déy‘for,f1964,‘iifs.f estlmatedat Lo

5 hours 25 minutes. Broadcasting Magazine, Vol. 67, No. 20, Nov. 16, 1964,
~ *The average network program has a rating (Nielsen) of 19 which means

- it delivers approximately 10 million television homes. A siphoning effect of

0.5% nationally, therefore, would decrease the 10 million viewing homes by

only 50,000, i T
' ,‘295‘Tal‘evi3ioﬁ Magaz’inve',’Vo'l, XXI, No. 2, Feb. 1964, p.43. SR
- *The only marked departures from this average were represented by the

- Phenomenally high audience rating achieved by championship ‘boxing ‘matches ;
- (63.3% rating), on the one hand, and the very low rating of educational and
instructive programs (0.8% rating). See Table1. -~ L e




