
Putting The FiDger On
Yellow Pales Advertising

The Size OfThe Industry

Accordinl to the Yellow Papa PubUaben
Aaaociation (YPPA>, • Troy, MI-bued JI'OUP
repreeentinr the publishers that produce
more than96'5 orall the U.s. YellowPapa
di.rectoriea and pnerate.lmoat9Koftbe
medium'. revenue, Yellow PalM .dyer­
ti~D' reveaae. wiD total $8.S blW01l
!D 1888. Of thll amount, "'.8 blWon
(88%) are local advertflm, doUan.

YeDowPa,e.
Ad Revenuea

RDBWlo.)

T... Natloul ~ Total

1989(~1L) $1.0 '7.3 $8.8
1988 .9 6.8 7.7
1988 .8 6.7 6.6
19M .6 4.S 4.9
1982 '.4 3.3 8.1
1980 .S 2.6 2.8

YellowPacupublilherahaveallbutabaD­
doned foraya into one another'. territory.
Tboush thert II ati1l aipificant competi­
tion inabout 25 marketa aDlOne the tradi­
tional utility, iDclependenti and -mvad­
iDs" rqional Bell operatinl oompaDi_,
the ReBOCI, reaponsible for about 7a,. or
aDDual revenull. are DOW turninI their
attention to their core buamlll. AI Ed
Schenk, senior vice president, Wablatom
.. Co. <Foote, Cone A Beldint. Yellow­
Papa unit},.tate.: -COmpetitioDbetween
publiahera is de8nite1y dJini down and
publish8l'l are tumiDg their attel1tiOD ....
where. It wu • tree-tor-all, with 'Let'. 10
here and let's10there.' I think they've had
some tough timea in the market. There
seema to be moreor. rOC\ll now onenhanc­
ing their product within their own re­
tiona.,.
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Yellow Pal. Revenue
And Number Of Directories

The nine l_clingYenow p....aompaniel,
which include the .evln Baby BeDI and
two independents, are reapoDlibll far ttI.2
billioD+· in Yellow Papa revenue aDd ac­
count for 4,803 of the 6,200 pubJJ.thecl ell-
rectori... !·=!!!..~c.~..!!.,.!L_--:!~~...~....~-~.~.~Ot~,..!!....~
A total of 0618 million copi.. of Yellow
Pee" cliNctoriea were produced In 1988
by 206 publiahel'l.

1 QTB 11,300 1,000
2 BellSoutb 1,000 611
8 Bell Atlantic 830 300
• Pacific '1eleeia'

Pacift.c BeU Dir. 789 108
6 Southwestern Bell 722 1,100
6 U.S.Wut '100 aC)Ot.
7 Amerit.ch 496 600
8 Dun It BroadstreetJ

R.H.DonneDey 442 650
9 NYNEX* If/A aD

Tota1J $6,278 4,808

"'ImCIZ ....".,........., .., ..
___MN.-...""Jt..-..1111:~"* ......"""1_
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Yellow Page. U.age
.OfAIWtt 'Of.w.l..
JI_--1Ir Net ......y.a..:-r .,.,.............. laP_SI

AlmoIt half of all adulta Ca"~ ... .......
(48.8Wt) 18,earI and OYer

AppU."CH~ SmaJI 7.ft 92.4111
have DOt looked at the A"tot.New 4.6 86.&
Yellow PapI bl the put A"te JDterI 4.0 96.0
month. Wream Pumltun 2.0 ..0

"t,~tboard .7 •.8
Han iI the percent ofadUlta CarIattaieI 1.8 ..,.•
who have nat u.eed the Yel. Carl.·... .J 91.1

Car..... 8.1 H.8low Papa In the put 11 Car Telephon. 1.0 99.0montha at home or at b\18i. Carpecm, 8.5 98.6
neu to purcbue any ortha CMin. Jtec1iD.n 1.4 98.8
rollowing item or aervic.. 0a1OllDe. Branded 1.6 98.4
.. RolpltllUlNUI'Iia&

Ilea. U 96.2
Hot.et.'Mote11 7.0 93.0
In·home Health

ear.Semcu 2.1 91.8
1Dauruee.

IWica1 5.8 94.2
~Eatate

Loau 2.1 91.8
Mum.. U 91.2
Pet.... ..1 96.8
Bea111ta.

Bl'Obri 2.3 87.7
Te1.vlaiaD Seta U 87.&
TayBtoru 1.9 97.1
Trudlor

VmRaDtU 1.6 98.6
'1YPewrit.or

Wont ProceeIOl" 1.6 98.4
Vacuum CINDer

BaJ.&niCII 2.'1 9'7.3
VIdeo c...ett. 8.4 96.8
aou.:...... J..
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The Late.t Developments

A. a rwult or the ATilt diYeltitun on Tbtre are two categories oftalking Yellow
January 1. 1984. the MVtD"lionel BeU Pagea aervicea:
telephone compani81 <Baby Belli) ltatted
producine their own directoriea. Tba new (1) ProDt ofthe book: These comprise a
competitive atmospherehal had cIirec:tory con group of free information and enter­
publiaMre aU vyina for a larpr abate of taiDmeot .rvicea lupplied by the direc­
the market. 'nUl baa led to more "uHr. tDry pubBahlr to pun in additional nave­
friendlY- directon. with product enhance- Due. Tapicl may include new. and sporta
mentl. AmoOi tb8M new developmenta upclatea, weather, hol'08copel, lottery ,.
are: lUlu, trivia 'ame8 and health tip•. For a

lee, advertisers can sponsor these aerv--ralIdD, YeUow P.,...
By iNertinl • Ipeeial telephone number
in their ada, advertiaeracanhave PJ'Olpec­
tive euatomera call ancl hear more about
their producta or "mea. The coat can
raDIe from $16 to$150 a month depending
on the lize of the market in which the di­
rectory is publiahed. Advertiaeza pay for
apace--80••5 to 60 IeCOnda of digitally
•toted .peach on an audiotu computer',
memory disk. The advertlMr pl"OII'&IDI •
.pecificmeuapandupclatuitaoftenII
deeme4neceuary.Anaudlotes')'Item ita
type of voice reapoD88. Touch tone callen
can acceaa inf'ormationby punchin, a few
buttona on their phonea.

ic:ea.

(2) Back otthe book:These are~Ddq
ada" provided by participating advertis­
ell. Companiel with talldnr ads display
their four-c:Ueit code beneath a talking ad
icon in theirliatinga. Callers use thia num­
bertoptmore informationona particular
advertiaer•

CoupoDlD,
RecentlJ, aevera! Yellow Pares publiahen
have .tarted insertinl eoupona for local
buain8ll81 at the back oflocal directorlea.
But a brand new aervice called ·Speciel
Delivery"waa atarted this year. This a8rv­
lee de1ivara coupons, product .amplu and
other marketing meseagea. wrapped in
pol)'bap. along with the direetoriea. Tbia
is the first time lree..atAndiq coupons for
national diatributore havE. been offered.

(over)



111, ftrat two "Bab)' SelJalll involved inthis
new coupon diatl'ibution propam are
NYNEX and BeUSoutb. In the Altwe. the
moV8 could make phon. eomp'n'. formi­
dable competitol'l to local and ftIlooal
new.papere and natioul~ meo..
auch u DonneD" MarkedDP Carol
Wricbt.

EDI Yellow Pap.
EDIiIcomputer-to<omputercommuniea­
tim using highly atandardizecl eleetnmic
veniona orcommon busineu dOCUD18D....
The technoJoty can be used to par biDe.
Bend invoices, monitor inventory and d.al
with other formerly work-intensive tuka.
EDI Yellow Paces enables UHra to deter­
mine who else ia equipped with the tech­
nolol)".

EDI Yellow Papa wdivided into two leO­
tiona. The first attempts toprovide a com­
plete list ofcompanies that UH the tech­
nology. Tbeaecondacta as • regularYellow
Pap. Provldtnaa liltofEDI-related pda
and HrYicee. complete with ad"ertiM­
menta. Tou:ploitthetechnoJolya corpora­
tlon must deal with another firm that ia
alao equipped to 1188 it. Companies uaine
ED! to do buaineu toeether are called
trading putDera, which malt.. th, EDl
Yellow Pac- IIOmethine of a (iant, high.
tech datinc .emce.

lucrea.eel Use Of Color
D1rectoriea have lOne from whita pa..
with black ink to two-eolor and now four·
color. In 1989, .lmoet every major diJ'ec­
tol')' producer revamped the front of the
book with ti:Jur.color and coated atock p8pL
Spot color throqhout directoriu i. u­
pected to IJ'OW by low, in the eomfna year.

ror the talevilion aaleaperaon iDtereated
in aeDinc .,ainat the Yellow Papa, the
Consumer Review Syatema-haa publiahed
-rile YeUow P.,. Report: AComprehen­
sive Guide Por Adverti5ers.- '1'hbI report
details whyamaBerYellow Pare. adamq
well draw better than lar,erads as wen 81
the fact that the addition ofa second color
toa large adoftendecrea&e8thechancethe
ad will draw more NlpoDM.
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When The Yellow Pale.
Needa 1b Beach Out

For New Adv.rtl.en And New Users··
They Reach Out On 'Ieleviaion

TheYellow PapsboWl no mediumhal tbt eaturationcoyerap oCteleviaion. When it
com.. tQatt.mptiDi toexpandadvertiainlcUrectoryHatinporCOD8'W!lerusage,Yellow
Paps publilhera do it on tel.vUion.

In1988,theYellowPacesinvested$69.'1 miWonin televilionadvert1Bin«.·. rainot12'S
over the previoUi year.

Top 10 -reno", p....Advent......
OD Tel.vlaloa··l••

001DpUQ' Will............ Co.,.. 'IV IaftlClDea"

U aeUAdaaUo '17.'11I,'1'00 I) BeUIo... ......
WAd.... .1_,100 800. c..JIl8.U It,""
BtUtiPtUQ1YUJa 14"11._ SfttJMrD JeD t.\Wl,lOO
~•• r.t.olDae '1'Ik. M.4I6.IOO
N••...,W ...tu.OOO I) OTBCorp. "'-l1UOO

om M.1I2.OOO
I) Jma:I .....,.

M." 1""&114 Ne. 111,100 7) U...... ..,'....N..Yn"I'tle. "l.100 Pa6ltWltO .-NY2fU "."100 USW.- MoUUOO

S) Aa.fttlGlt .,,1.... 8) ......,.... ......
.......W 1'1)12.100 PldAtStD U.....
DUulaBtl MOO
JDcUaDaW •11." ., Uldt.e. 'N'D_-ualc.tIo.. _1,000
MIcWpDJeI1 tlt.lOO c.na.,... UN.eoo
ObioN .... UNtlll'l'll'" '"'......IiaBeD .,100

4) ....a....Bell eo.... 10)..~N.-....•..
tl.MlAOO 1'e&Iao_...... fM4,looH." York 1711.100 seuca.na New eo..... 10'14,100

IoudlwutmlltU ~

""'1Wl
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How 4 Television Stations
Are Conver:tiJ;lg'

Yellow Page Dollars
On To Televisio~

'l'81nWaD t.ImR'Pmat tIM .'nb7
anbdI"' ~Iorl~ adftrtialal
NftDQII bToo:DGIAtratiDctbelrMlel dbrtI
OIl ......... tD tWr 1aca1 YIIJow Papa
4inctorieI. MUJ .tatlODlft'POlt tUtu'...
poriuttolumumucbu1OUouaboultbe
YeUowP IDdub7udbawit...Won
,.. pt to OODr8lt .... uwrtUen t.e
We'" . " ":'

Ben 1a • report &om four ItdDDa caD" ..
.tn"'aDd,uCCM...Ia~YeDow.
PIpe cloDan to tbefr atatiGDL

.' .

.... .'

.t·- ," ,... " ••

..... ,.. ' ..

.~. .
.... ~'.- .. ",...... ..
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WLOX·TV, Biloxi, MS
rqorl•.•.

Bobbr Edwarda,pDeI'U me.,.., WLOX-
TV. BiJozi. MS.,.porta that &tirectnav.ltor
hit ,tatlQIl', eftbn. tD .. after 10ClJ YeUow
Papa clollan. ,qUOD NVGlU iDereuecl
111I,O()C)-«'which 805 n ..... _.,.- 1D
.ddftjOD, there....70-..,.dropiaJi.ttiDpiD
the local YlUow P.,.. c:Iindor1.

-Btatlonmuapm.Dt.mUltbecolDlDiUtcl to
m.k i ", tbbeWortwork.- reponaMr. BcJwucIJ.
-ADdo.~tpI:IOD IllUltbe _pM
to Yellow p.... conftmau run·dme to ..we
it work•• The efJ'Oft nqui..- trem'Dclou &1­
)ow-throUlb OD U2e part of &be al" ItaItwho
mUli be ou&' th,,.. continually m,mna aaJ..
call....

WLOX aAd the ftperti.. ofAmerican CoD­
IUltinc Service., Vaocouver, WA (1-800-265­
9784). to train ite we. ,taft'OD YeUow Pap.
connnion.

11J. Nl ta1f' leamed 'how to 8\11'"' &0
YellowP., elverUlen that the)" redirt~ &h.
.....y they bUJ Yellow P.....dv.rtiliDl. The
Nle..t.afFpoiDt.oulth.t.itdoean'tmatterwhat
,u. ad you have iD the Yellow P.... becau.ae
PMpl. are lookinl tor a phone number. So, •
Yellow Papa ad••rtiaer .hawd buy an alpha­
betica11iaUD,. perhapa in bold t.ype, in.teed or
.pendiDralarae amount ormone)' each month
em alarpr ad.

M". Edwarda allO point. oaL that the aaJ"
.taff'mentiol1 to. Yellow Pare••et".rtiaer that
1DOIf.~ge cu.atomera thumb tbro••
p&r'ticWarcat.eeOI')' tram back to fraDt. Y~1DOIt.
ofthe1arcerad. ill.pargeularcetelOl'f.ppear
in the front of tba~ cat.ecory Ii'De' The tint
UItiDp thla cuatom.r ... are th. amaJlli,'"
lap ill the back of th. catelOt')'. Tbb 11 an
ezc::eUcmt roucm tor. Vollo", p.... advl1'tiMl'
tG reduce the aiM oltbe ad.

-U', important to bow the doainrdate. ror
the local Yellow Papa.·NtuMr. Edwarda."1t
~ tal.&6. out there eeUinlthree monUu
before lobe book clDHa, )'ou have the OppoRu.
Dit.y to OODvm • lot of mone, to tele¥iltcm
becau.ae a y.Uow Paco. advertiser mUl~ com­
mJt to • 12-monib Yellow PII,"~w..•

WVUE, New Orleans, LA
report,••.

WVUB lete Itl fiDce1'l do the walki.,.. ADd
wba••yluu! on Ulaclverdaer in the V.Uow
Pq... the _U. putl ita Ial•• team to wOZ'k.

RoDJ....WYUE'I eenerall8l..manqw,
tMJa W. lOt • man reali,tic chane. of eaUDc
iDto the $38 million Yellow Pa,•• market ill
New Ori..... tban makinr. dent in the SUO
miWOD ba.d IWVeDUI that aew.pap.1'I take infNW1,.....

Mr. J-- hir.. Oreeawood Performance
871 N ... to help bim pt.1IOID8 ar c.hoee
YeDow p doUan. Gnenwoocl PafCll'!DADt8
s,..... IJ)IIlt a tl.q traiD.ina WVUE .....
pIOPI. on the be an at ..Uinllelevi8ian to
Yellow Papa .cmrd....

• ....PD".tedwell over$100,000 mOOD­
venia mome.,· .tatea Mr. Jon.., ~ut t.ha~.

DOt the re&IOZ1 W, took on the YeJ10w p.....
Rather, w. wanted to take another ltep in
eltabUlbiDC our aalu people al proteeaiow
conewtanta.OD. orth.~rhOlpltall in Ne.
Orl.au wu in the proceea of renewiDI iu
venow Pal_ contract. We met with them and
••• I'e.ult th.y down·tiled their y.now )).._
adverdsiq and pve u•• cood ICh.dull.

-yo\l've lOt torealiz.e that convettinrYellow
P.rN doDara to televSlian take. tim•. ll)"OU'J'tl

pitcbinc DOW, the rewau••tre&m will colDe in
four to .iz mGn&ba. We'vebe.npitchiDlqainst.
YellowP....1iDcem14.July: the book c1.... in
January ADd i.publilbecl inMarch. SocIcm't be
cliecou.raCed if'youdon't Me iJnmedi.te reeu1tl.

-rake • look at what. a Yellow Papa.dver­
dNria doizlcaDd tI7 tomake .ome llnae outof'
it. ttyou can abowanadvertiaer the te8lOn. for
buyinJ • amaller apace in the Vellow Pac..
&hat mean. there', more of that advertiaer'.
budaet e• .u.bl. Cor tel.vi.ioD. Yellow Pa,..
eeI.,people set • verJ ame1l pen:entap OD a
limple NMWal. But if the)' can ineru.. the
..olaDa~'ad~iDcreue the zLntb1¥
iuvettmellt bJ the addition orcolor-the, let •
1a1ler oammluioD. W. find the.. adverti••n
appnoate the ract that we can help them .av.
mone,. S• .m,IDOM,."cb monthhelpa til.m­
aDd that moe.)' they put into ...Ievi.ion help.
oW" ....t:i....

TOTFl.. P.21



~1·~ ~m.l~acoma, WA
report,.••

DeMi. McConIdck.locaJ MI• ....,er. KCPQ.
s..~tJ•.TaCD'D·, ftpona hi, .tadOD rICIIld,
coavertedovert100.000GfY,no"P....Mve,.
U'lncon to the-.aUOD.11l. ltadon UMdAlMri·
CUI CouultiQrer.-.VUCOUVW'. WI.. whida
provided twoeta,. alii....ee tniDirllu well
u a comprell"'.,. 'rideotaIM-allchliped to
"pmn .clverti.inI doDara fnnD the Vellow
Pac...

-It'. tmpor&ant to let VIDG. p. ~
enbow that t.he11i:mplycu·Uncr ..
aMI (or their comp&ni.. 01' ..rriC:U-oDQ maU.
how J&lYe the Ii.. or their Yellow Pap ad­
becaUM anyy.uow ' .....d l.notupervul~e
or ifttnlatve u it fII11¥i.ioD ad.,rdli.". IIJOa.
commUDicate the ~alue or televilion-how ita
eD01'lDO\I.I reachucJ impactcaD ettabll.bD....
awarea.. ··theD you can propoae a reriAcl
Yellow P.,•• lCheclul. (baud OIl ,maller Yel­
low P.,.,· .elI) and lupp).ment it with tel,ft­
tion.- .tatu Mr. McCormick.

"'Befbre ),ou punuo 8 particular adverdaar
cate,ory.1O tbI'oup th. y,lIow Pa,_cH~17
and make DO_ of those adveRiNn by Ii.. or
ad, number of'locatiou in the dlreetAJ'7, by u..
or oolor. and u)'tJaiAc ahle the .c1".rtiaar i.
~ extra doDan for. With nta information
publithed b)' the YeUow PaiN PubUwn A..
IOCiatiOD in the Pablither'. Director)' Rate Book,
we caD..dmate the amoWlto(mooey an aelv.­
tiler hal oommitted annually to the Yanow
Pep••

"'With the utra moDe, theM aclverti..n
..v. hm dOWDIiziAc their ad, w. pre,.,. a
t.eJm1i0D lChedulethatwiD live the advertiler
that criticaU1 impaztant IWD. nqnitioD-a.
weD •• reacb-bef'on. euatomer ,tarta lookiDI
throueb pap after pace oreatelOtY UItiAp in
• dlrectol7-

-vI,IaIn. CODUDerc:iaJ arti.t to deIip N­
duced 'don. biD' JiaecI.dt Cor larse-unit YIl·
low Pap aclverdMn. Yellow P.,. ul.1D*1
.lmply don't ha.. the exparti.. to etelip an
Itreed.,. ael.·

WMBB.TV, Panama (;Ity, FL
reports...

~:;;;;:-==;.;;;-.~---

-na. Yellow ' ..... it not aD aclvertiliDl ...
hiel••- nporta!Cay H\&Dd1ey. account executi~••
WMBB-TV. PanUDa Cl~. -No matter bow muda
apace aD acll'lrdMr UI•• it .dn co... down to
_ alpbalMticaJ liltlftl Us 8 directol')". We teB
VeDow PlpaadwrtiNnthat it'. fine to hay. a
Itltinl. butJOU've lOt to build name a"&reneu
foraprocS.....rYioe JO tba~wh.ftaCOIlaWUf

illookialtbnuch...after Pace in 8 partiCUe
JareatelW7tbatClDDlu.rurwiD remember,OV
......ADel, ofcoarM, we..11 them tbeonl,wa,
they ecalnaiW tltat IWD......are.... ie with a
media aU with Ylll¥iaion the dominm' IDfo
dium NeaUlt of itt IiIht. IOWld. mODDn and
emoden.

-V., ott. w. bel • YelloYt Par- uvv­
tIIlJ' clOHD't"ali.. the annual COlt ofthat .eI­
vertili.., becaUH the .paOl COItt cume Oft sh.
phon. bill lAd. tIM.. chlJ'Pl are aubmitW
eYII')'..tIl lor the duration orth. book and
IYll7lUb1equat book that i. printed. y.Uow
,.,•• c:ODtraetl aN aa.tom&ucal17 nnewtel at.
thedotda,ye.unJ... ~he.clverti"l'I.akto
canct1 or chup them. So W. important to ft·
miDd Yellow PII" ad.98l1i..n how IIllich or
their moal, iI ,., iDto the cUrectory each
year. Thlt obn com•• a. Quite an unpleasant
IUrpriN.

-WI uteel AmericaD Col1lultinr SomCII to
deta.Urorulbow th, Y.UowPapa.Uand what.
i. the bitt "1 to ,.t ac:lv,rtiIen to connn
thoae monie. to tel.YilioA.

-We uk a poteatial clieDt.: orryou looked ill
th. YeJlowPap.lIDd..w8lar1.adfrom &611II
you dida't bow IDCl • emalIer ad from • arm
you ctid NCDJDize, which one would )'OU uu?'

-rbeD we teD Ut, client that thebyi. to UN

the dollan ..~" by reducinc the ad in the
ytUow Pap'_.and puttine that !!lone)' mto aa
efftctiveDame awann...campaip. •.OD tA1cYi­
tiOD.-
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TVB/BRUSKIN/GOLDRING RESEARCH
1990 MEDIA COMPARISONS STUDY

The Television Bureau of Advertising (TVB)
and Bruskin/Goldring Research, a highly re­
spected market research firm, have worked
together on various projects since the late
1950s. One particular project, first commis­
sioned by TVB in 1970, measured the media
preferences of American adults with four
major media.

This benchmark study inquired of adults if
they had spent time with television, newspa­
pers, radio and magazines over the course
of a given day, and if so, how much time.

Updated on a periodic basis for the last 20
years, the TVB/Bruskin/Goldring Research
Media Comparisons Study, along with the
NAB-NTAIRoper Survey, continues to show
the tremendous advantage television enjoys
both in the number of adults reached each
day and the amount of time adults spend with
the medium each day.

This survey also confirms, once again, that
the public's perception of television advertis­
ing as the most "authoritative," "exciting," and
"influential" advertising medium.

It is clear from this study that no other me­
dium can match the impact of television.

--_... ~ ~------------------



BRUSKINIGOLDRING RESEARCH

BruskiniGoldring Research is a leader in the field of
market research. It has conducted research studies for
hundreds of America's largest corporations for over 25
years. Included in its client roster are AT&T, American
Express. J. Walter Thompson and all three television
networks. Of the Fortune 500 companies. 70 of the top
100 used Bruskin in the past year.

BruskiniGoldring's staff is comprised of professional
researchers specializing in both quantitative and quali­
tative techniques. In addition, the company has a staff
of about 300 interviewers working through an internal
central telephone operation.

Bruskin/Goldring develops custom-designed studies for
clients in national, regional and local areas. These stud­
ies are conducted mainly through telephone and
personal face-to-face interviews. Bruskin/Goldring Re­
search is located at Metroplex Corporate Center I, 100
Metroplex Drive, Edison. NJ 08817 (908) 572·7300

THE MEDHODOLOGY

The study was done In two parts

The percentage reached and the time spent data were based
on personal, in-the-home interviews with 957 men and 1,050
women (18 years of age and older). Viewers were questioned
on the time spent yesterday with various media. Questions
were asked about the four media (television, radio, newspa­
pers, magazines) and the four dayparts (6am-12 noon, noon·
6pm, Spm-midnight, after midnight). The media questions were
rotated to prevent bias. All interviewing was conducted be­
tween February 15. and March 5. 1990.

The image of advertising in the major media section and the
section on readership of newspaper inserts, catalogs and gen­
eral mailers comes from a national telephone interview con­
ducted January 19-21, 1990. A total of 1,003 interviews were
completed: 503 women and 500 men.



The Question: Thinking about yesterday between
(6am-noon. n00n-6pm, 6pm-midnight, and after
midnight) did you (watch or look at any TV, listen
to any radio, read any newspaper. or read any
magazine) at home or away from home?
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PERCENT REACHED YeSTERDAY
89% ADULTS

ADULTS: PERCENT REACHED YESTERDAY BY MAJOR MEDIA

TELEVISION NEWSPAPERS RADIO MAGAZINES

Adults 89 61 63 28

Age
18-34 89 49 71 25
35-64 89 68 63 29

55+ 94 73 52 28
18-49 88 55 69 26
25-54 88 59 67 28

Household Income
Under $20,000 92 52 60 22

$20,000-$39,999 90 60 66 26
$40,000+ 86 71 69 38
$50,000+ 86 71 72 38

Education
Less than High School 95 44 50 11

High School Grad 91 58 61 26
Some College 86 66 71 32
College Grad 85 75 69 38

Occupation
ProffTech 85 68 66 37

Mgr/OfflProp 82 66 74 33
ClericaVSales 87 61 68 29

Non-white Collar 87 64 67 31

Source: BruskinIGoIdring Research, 1990
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PERCENT REACHED YESTERDA"

89% WOMEN

,-------------------The Question: Thinking about yesterday between
(6am-noon, n00n-6pm, 6pm-midnight, and after
midnight) did you (watch or look at any TV; listen
to any radio, read any newspaper, or read any
magazine) at home or away from home?
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WOMEN: PERCENT REACHED YESTERDAY BY MAJOR MEDIA

Television Newspapers Radio Magazines

Women 89 59 63 30

Age
18-34 87 47 70 28
35·64 89 67 61 30

55+ 95 70 55 29
18-49 87 53 66 29
25-54 87 58 64 31

Household Income
Under $20,000 94 53 61 24

$20,000-$39,999 88 58 65 29
$40,000+ 84 66 69 35
$50,000+ 81 63 70 38

Education
less than High School 94 42 47 7

High School Grad 92 58 58 28
Some College 86 60 74 35
College Grad 84 69 67 35

Occupation
Working Women 86 58 67 30

Profffech 80 62 63 32
Mgr/Off/Prop 78 63 73 33

ClericaVSales 88 57 67 32
Non-white Collar 87 61 67 32

Housewives 93 57 60 29

Source: BruskinlGoldring Resean:h. 1990
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The Question: Thinking about yesterday between
(6am-noon, n00n-6pm, 6pm-midnight, and after
midnight) did you (watch or look at any TV; listen
to any radio. read any newspaper, or read any
magazine) at home or away from home?
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PERCENT REACHED YESTERDAY

89% MEN

26%

MEN: PERCENT REACHED YESTERDAY BY MAJOR MEDIA

Television Newspapers Radio Magazines

Men 89 63 64 26

Age
18-34 90 50 71 21
35-64 88 69 66 27

55+ 92 77 48 28
18-49 88 57 72 24
25-54 88 60 70 25

Household Income
Under $20,000 90 51 60 19

$20,000-$39,999 91 63 67 23
$40,000+ 89 77 69 40
$50,000+ 90 79 74 38

Education
Less than High School 96 45 52 14

High School Grad 90 57 63 22
Some College 86 74 68 27
Co"ege Grad 86 81 70 42

Occupation
ProffTech 91 76 68 42

Mgr/Off/Prop 86 69 75 33
Clerical/Sales 85 72 70 23

Non-white Collar 87 68 66 30

Souroe: BruskinIGoidring Research, 1990
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The Question: What were the actual times be·
tween (6am-noon, n00n-6pm, 6pm-midnight, and
after midnight) that you (watched TV, listened to
the radio, read a newspaper, or read a magazine)?

,------------._-_ ....

TIME SPENT YESTERDAY

ADULTS (IN MINUTES)
245

126

ADULTS: TIME SPENT YESTERDAY IN MINUTES WITH MAJOR MEDIA

Television Newspapers Radio Magazines

Adults 245 34 126 15

Age
18-34 239 23 142 13
35-64 236 37 124 16

55+ 289 48 90 16
18-49 227 27 138 14
25-54 225 29 134 15

Household Income
Under $20,000 298 30 137 11

$20,000-$39,999 240 33 127 14
$40,000+ 198 39 125 20
$50.00,0+ 191 41 135 21

Education
Less than High School 272 22 93 4

High School Grad 273 31 132 14
Some College 208 34 123 16
College Grad 184 46 115 22

Occupation
ProffTech 186 35 105 18

Mgr/Off/P rap 156 33 129 15
ClericaVSales 221 30 125 15

Non-white Collar 211 35 124 17
Housewives

Source: BruskinlGoidring Research, 1990



The Question: What were the actual times be­
tween (Bam-noon, n00n-6pm, Bpm-midnight, and
after midnight) that you (watched TV, listened to
the radio, read a newspaper, or read a magazine)?
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TIME SPENT YESTERDAY

WOMEN (IN MINUTES)

256

121

WOMEN: TIME SPENT YESTERDAY IN MINUTES WITH MAJOR MEDIA

Television Newspapers Radio Magazines

Women 256 33 121 16

Age
18-34 242 24 133 15
35-64 247 35 118 16

55+ 312 42 97 15
18-49 231 26 127 15
25-54 232 29 127 17

Household Income
Under $20,000 323 31 135 12

$20,000-$39,999 242 29 126 14
$40,000+ 191 34 122 19
$50,000+ 180 35 129 22

Education
Less than High School 322 21 83 3

High School Grad 287 31 122 15
Some College 212 32 126 19
College Grad 188 44 118 20

Occupation
Working Women 206 28 131 15

ProffTech 180 31 99 15
Mgr/Off/Prop 141 28 136 16

ClericaVSales 225 28 129 18
Non-white Collar 215 34 127 17

Housewives 312 31 106 15

Source: Bruskin/Galdring Research. 1990
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The Question: W1Jat were the actual times be­
tween (6am-noon. noon·6pm, 6pm-midnight, and
sher midnight) that you (watched TV, listened to
the radio, read s newspaper or read a magazine)?

r----------...----..-- ..
TIME SPENT YESTERDA'I'

MEN (IN MINIJTES)

234

131

MEN: TIME SPENT YESTERDAY IN MINUTES WITH MAJOR MEDIA

Television Newspapers Radio Magazines

Men 234 35 131 14

Age
18·34 236 22 152 11
35·64 223 38 130 15

55+ 262 55 82 17
18·49 223 27 150 12
25·54 218 29 143 12

Household Income
Under $20,000 266 28 139 10

$20,000-$39,999 239 36 127 15
$40,000+ 205 44 128 21
$50,000+ 202 45 141 19

Education
Less than High School 238 23 101 6

High School Grad 258 32 142 13
Some College 203 38 120 13
College Grad 181 49 112 23

Occupation
ProffTech 194 39 113 22

Mgr/OfflProp 169 38 123 14
ClericaVSales 211 35 117 9

Non-white Collar 206 37 122 16

Source: BNskinlGoidringResearch.l990
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The Question: Which of these kinds of advertising
(1) is the most authoritative. (2) is the most
exciting. (3) has the most influence on people?

IMAGE OF ADVERTISING

WOMEN

751ft
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WOMEN: IMAGE OF ADVERTISING IN MAJOR MEDIA (0/0)
MOST AUTHORITATIVE MOST EXCITING MOST INFLUENTIAL

TV Nwsp Radio Mag TV Nwsp Radio Mag TV Nwsp Radio Mag

Women 59 21 9 9 75 3 7 9 81 10 4 3

Age
18-34 56 20 16 7 71 2 14 12 77 12 8 3
35-64 63 23 4 8 78 4 3 10 87 7 2 3

55+ 60 21 5 10 76 4 1 5 79 13 4
18-49 58 20 11 9 75 1 10 12 81 9 6 3
25-54 58 23 7 10 75 4 8 11 83 9 4 3

Household Income

Under $20,000 61 19 10 8 77 6 5 4 79 11 3 5
$20,000-$39,999 60 20 8 8 74 2 9 12 86 6 5 2

$40,000+ 52 22 9 14 73 1 7 14 81 10 4 4
$50,000+ 52 19 6 18 71 1 4 18 82 13 2 3

Education
less than High School 74 11 8 5 68 8 6 6 67 15 4 8

High School Grad 60 19 11 9 82 4 5 6 82 13 2 3
Some College 56 24 11 8 74 3 11 8 86 6 6
College Grad 48 25 3 16 68 6 18 81 9 5 4

Occupation

Working Women 58 20 10 8 75 3 9 10 83 9 5 2
ProffTech 51 23 4 15 68 2 6 18 85 10 3 2

Mgr/OfflProp 54 20 4 18 81 8 9 82 16
ClericaVSales 60 21 15 2 76 2 10 11 78 7 11

Non-white Collar 68 15 11 6 82 5 7 4 88 7 2
Housewives 61 19 10 9 82 3 9 7 82 7 4 4

Source: Bruskirv'GoIdring Research, 1990
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The Question: Which of these kinds of advertising
(1) is the most authoritative, (2) is the most

_exciting, (3) has the most influence on people?

r - --.- - -----------

IMAGE OF AOVERnSING

AOULTS
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ADULTS: IMAGE OF ADVERTISING IN MAJOR MEDIA (%)
MOST AUTHORITATIVE MOST EXCITING MOST INFLUENTIAL

TV Nwsp Radio Mag TV Nwsp Radio Mag TV Nwsp Radio Mag

Adults 57 20 9 11 76 3 7 9 81 9 5 3

Age
18-34 58 19 13 7 74 2 13 10 82 9 6 2
35-64 59 20 6 12 79 4 3 9 82 7 4 4

55+ 55 19 5 14 75 4 1 6 78 11 2 5
18-49 57 20 11 10 77 2 9 10 82 9 6 3
25·54 57 22 8 10 77 4 7 10 83 8 4 3

Household Income
Under $20,000 63 17 10 9 76 6 6 5 80 10 3 4

$20,000-$39,999 61 18 8 10 78 2 8 10 82 8 6 2
$40,000+ 50 24 9 14 77 3 6 11 81 9 4 5
$50,000+ 50 21 7 18 77 3 4 11 80 10 3 6

Education
Less than High School 67 14 8 6 70 9 4 6 72 11 5 6

High School Grad 63 16 10 10 82 3 6 7 80 13 3 3
Some College 54 25 12 8 75 4 9 7 85 6 6 2
College Grad 46 23 5 19 73 1 5 14 83 6 5 4

Occupation
ProflTech 51 24 4 14 77 2 5 12 90 7 2 2

Mgr/Off/Prop 51 25 9 11 78 4 7 9 85 9 3
ClericaVSales 61 19 13 5 76 1 10 10 n 9 9 4

Non-white Collar 61 14 12 11 79 5 7 6 81 8 7 2

Source: Bl\lskinIGoIdring Reseatch. 1990
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The Question: Which of these kinds of advertising
(1) is the most authoritative, (2) is the most
excfting. (3) has the most influence on people?

IMAGE OF AOVERT1SING

MEN
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MEN: IMAGE OF ADVERTISING IN MAJOR MEDIA (%)
MOST AUTHORITATIVE MOST ExcmNG MOST INFLUENTlAL

TV Nwsp Radio Mag TV Nwsp Radio Mag TV Nwsp Radio Mag

Men 56 19 9 13 77 4 6 8 81 8 6 4

Age
18·34 60 19 11 7 77 3 11 8 86 7 5 2
35-64 54 18 8 16 80 4 4 9 76 8 8 6

55+ 48 17 4 19 73 5 1 8 77 9 5 6
18·49 57 21 11 10 79 3 9 7 82 8 6 3
25-54 56 21 9 11 79 3 6 8 83 8 5 3

Household Income
Under $20.000 66 13 8 10 72 7 8 7 83 9 4 1

$20.0<>0-$39,999 61 16 8 12 81 2 7 7 78 10 8 3
$40.000+ 49 25 9 14 80 4 5 9 81 8 4 6
$50,000+ 48 23 7 17 82 4 4 6 79 8 3 8

Education
Less than High School 59 17 9 8 73 10 3 7 78 6 7 4

High School Grad 67 11 8 12 82 2 7 8 77 13 6 3
Some College 51 26 12 8 75 5 7 5 85 6 6 4
College Grad 45 23 6 20 77 2 5 11 85 3 5 4

Occupation
Profrrech 51 26 4 14 86 1 4 6 94 4

Mgr/Off/Prop 50 28 12 7 77 6 7 8 87 5 5
ClericaVSales 63 15 10 10 75 8 7 77 13 5 5

Non-white Collar 57 14 13 12 78 5 7 7 78 8 10 3

Source: BI1Jsl<inIGoIdring Research. 1990
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TRENDS IN MEDIA
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NETWORK TELEVISION COST AND CPM TRENDS

DAYTIME (M-Fl

........... ···A VERAGE PROGRAM·········

HOUSEHOLDS
VIEWING COST PER COST PER

AVG. MIN. 30 SEC. 1000 HOMES

1965 4,130,000 $2,400 $058

1966 4,080,000 3,000 0.74

1967 4,280.000 3,500 0.82

1968 4,750.000 3.800 0.80

1969 4,820,000 3,700 0.77

1970 4.880,000 4,000 0.82

1971 5,040,000 3,600 071

1972 5,220,000 3.700 071

1973 5.260,000 4.300 082

1974 5.180,000 4500 087

1975 5,550,000 5,200 0.94

1976 5.180,000 5,800 1 12

1977 5,390,000 7.500 1 38

1978 5,400,000 7.900 1 45

1979 5.650,000 9.000 158

1980 5.530,000 10,000 1.81

1981 5,390,000 10,000 1 86

1982 5,330,000 10,500 197

1983 5,200,000 11.000 2.1 1

1984 5.600,000 12,500 222

1985 5,460,000 14.700 2.69

1986 5,430,000 14,000 2.57

1987 5,100.000 12,400 2.43

1988 5,230,000 11,800 2.26

1989 4.930,000 10,100 2.04

1990 4,340.000 10,700 2.46

1991 4,350,000 10,400 2.39

1992 4,210,000 10,400 2.45

1993 4,420,000 11.100 250
1994 4.420,000 13,800 3 12

SOURCE, A.C. NIELSEN

FEBRUARY EACH YEAR
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NETWORK TELEVISION COST AND CPM TRENDS

NIGHTTIME fM-Sl

-· ... -·-.-.--AVERAGE PROGRAM········-·

HOUSEHOLDS
VIEWING COST PER COST PER

AVG. MIN. 30 SEC. 1000 HOMES

1965 9.968.000 $ 19.700 $1.98

1966 9.873.000 19.400 1.96

1967 10,007.000 20.400 2.04

1968 11.260,000 22.200 1.97

1969 11.040,000 22,800 207

1970 11.430.000 24,000 2.10

1971 12.000,000 21.700 181

1972 12.790,000 25,100 1 96

1973 12,600,000 28,900 2.29

1974 13.380,000 30.400 227

1975 13,500.000 32.200 2.39

1976 13,720.000 33.000 2.41

1977 14.380.000 42.300 2.94

1978 14,620.000 45.700 3.12

1979 14.910.000 58 100 3.89

1980 15,240.000 57900 379

1981 14.720.000 60.700 4.12

1982 14,140,000 69.900 4.94

1983 15.150.000 81 300 536

1984 14.530.000 107 500 739

1985 14.510.000 94.700 6.52

1986 14.460,000 98.500 6.81

1987 14.290,000 100.100 7.00

1988 13.250.000 109.000 8.22
1989 13.060.000 109.400 8.37

1990 12.540.000 122.200 9.74
1991 11.810.000 106,400 9.00
1992 12.020.000 93.700 7.79
1993 11.070.000 92,700 8.37

1994 12 71 0.000 97.200 7.64

• Regujllr and Specla~1 SOURCE. A C NIELSEN

FEBRUARY EACH YEAR
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