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INDUSTRY STRTISTICS

Home> Industry Statistics

Send Page To a Friend
Top 25 Cable Systems I Top 25 MSOs I Top 20 Cable Program Netwol

State Data

Industry Statistics

Basic Cable Households IFebruarv. 2002)1 73,147,600

US Television Households IFebruarv. 2002)1 105,444,330

Cable Penetration of TV Households (February, 69.4"10
2002)1

Homes Passed bv Cable !December. 2001)6 98,600,000

Homes Passed as a Percent of TV Households 96.7"10
(December 2001)6

Basic Cable/Homes Passed (December 2001)2 69.9"10

Cable Headends (Februarv. 2002)1 10,613

Premium Cable Units6 51,610,000

Cable Svstems3 9,947

Cable Emnlovees (199914 130,953

Annual Cable Revenue 1200116 $48,150,000,000

Total Advertisino Revenue (2001,6 $14,455,000,000

Cable's Private Investment

Cable Industry Construction/Upgrade Expenditures $14,290,000,000
in 20016

Schools Served by Cable in the Classroom Bl,654
I (December 2001)7

Students Served by Cable in the Classroom, 43,676,577
(December, 200117

Broadband Deployment

Diaital Cable Subscribers CDecember 31, 2001)s 15,200,000

Cabie Modem Subscribers (December 31 2001)s 7,200,000

Homes Passed by Cable Modem Service (December 70,000,000
31, 2001)s

Cable-Delivered Residential Telephone Subscribers 1,500,000
!December 31, 2001\5

Value and Prices

I
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National Cable & Telecommunications Association Page .I. 01 i.

National Video Programming Services/Networks
287

: [December, 2001)4

Maior Awards Won bv Cable Proarams in 20014 40

Average Monthly Price for Basic Cable (December, $31.58
2001)6

Competition

Subscribers to Non-Cable Multichannel Video 21.66 million
Prooram Distributors (MVPD) (December 2001\5

lNielsen Media Research
2 Cable iV Financial Databoak, 2000, p. 10
3 Warren Communications News, Inc. The Television & Cable Factbook, Volume'
200l.
4 Federal Communications Commission
5 National Cable & Telecommunications Association
6 Kagan World Media, a Media Central!Primedia Company
7 Cable in the Classroom
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.1.1). Pewerad AasDdate. Reperra:

DIaIa Nctwe.... a.alll a .....OvenU ClIStolMr SlItiafladloD

AmMilPay TV Co"pAII.

~ TV Pnwiden are ........1 to IIIlDeIII rna.. Exll!llded B....dbaad 08'eriDp

FOR IMMEDIATEJlELEASE: Sep....ber I, .",

AGOURAJDL~ Cali£·Dish Network tanked highest in Cl'Slorner satisw:lion in the
Pay TV iDdlllllY. foUowed closely by DirecTV.lICCOIdiJJa 10 the 1.D. Power IIIlI
AuociltCll 1999~TV Cn.......... SatimcdoD Stndl.'" re/Qse4 tDday.11Ie
two ....lIile pnMdrn rece.iw: sipi6c:aatfy hiabcr c:lIIlDIIIel' _sfilction scares than allY
cable TV c:omptIIIY iDcllllled indie IlUIly doe to 111m Iln:Dglbs in dte two IIIOlIl iDtporUt
drivers ofnlib .. l"tis&etioa3l4 COlt of8cnice aad J'm&I- omrit!p3I4 die
grealeIl dilrell- 'jekn ..... CIIbleIsatdlite"tV providers. 0lbcr-1iIdon ma.-cu,S
c:onsumer ".;sfecliaa, in order of impol1lllCe; include lmIaeICredibilitylBiDilllo
Customcr Service, Equipmellt lIIld SCrvice cap.bilities llIllRi:c:eptioD Quality.

COII1p8Rd 10 1998. Ialc1Iile c:ompanja cqjoyed a 22 peR:alt growth in household
p"l&lJatioa wbiIe t:8bIe compllDies m-ea Bide c:baDp ill tbeir IIIUket 1bIrl:. However,
cable comJl8llies lItiIl account fDr die -;ority ofdie Pay TV 1IUIrbtJ/4 there are lOYal
cab\e CUSlOi_S fDr t:very 01& lIlleIIite custevner in the Unitedsaaa.
"eo-eajoy 1be breedth ofJIIOtlI'lIIl offeriDp DoI1l sateI\i1ic providers IIRd in
general~~~ !bat1hey =:e.~..-::. fNd ·...alue (uf ii.. 1IIGDiiaiy service ice, .. .taid
l<.irk ParsoDS. dinlc:tor. telecommUDic:abDll5 studies at J.D. Power llIId Associlltel. "1'biI
trend bas been evidcat in Olll" studies for the put lbree ycen. with INIloIIite c:ompmies
clearly wiDning the hearts and miDds ofc:otlSUlDCIlI.·

Amon& cable TV providers. oaly 11IlerMedia, Cox and Adelphia perform above iDdlIstry
averase. In &d, tm.Media emerges 8S a significant player this year. SllIlIdng j»lt ahead
ofCox, which bald maintaiDed the lead IIItOII& cable carriers for the put thRe yatS.

Even tho. the CQIlomcr satisfaction pcrfomwIl:e lAP between satellite aod cable
providers -ms siZeable, there is evidenc:e that cable cOlllpllllies arebe~ to
strengtllCII their competitive positioas tbro"lb consolidation and cnbutced scmccs sucJ:
lIS telephony IIIIlIlntemet access. Fot instam:e:

o The top 13 cable TV providers included in the study rqwescnl70 pc:rtCIlt of the total Pay
TV nWltet share vt:mIS a 55 pen:ent share level shown in the initial study concbH:tccl in
1996.

o While overall satellite satisfaction nmains stable, cable satisfaction shows its largest
improvement since the study's iru:cplion in 1996. Adelphia, Century. Comcast IIId

http://www.jdpower.com/jdpowcrlreleastsicabletv090\99.hlm
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1999 CoblclSatellile TV Customer Satista\;lion Study <lP><Dllt> <OIR> PlI&e 2 of3

Cablevision made the IIlO$t JIIOJRSS over the lut year IS a resIl1t of signi6canrly higbee
ratings on most fxtoJS driviJIaovenII_ wisflClion.

o In CODlJaSI, Jones, Man:us lIDd CIwter cxperiCllClld erosion ia mosl ueas, especially on
issues reIaIcd to pro.- otreriJlp. 11IlaatiD&Iy,Ibea_ponies wen: UIIOII& the firlIt
to experience IlIIRpIIIOIIt _lidRillD ISa RSU1t ofmergers.

o Cunendy•.-Iy 40 perecnt oflaoulebol. wi1Ia ClIbIe also subscribe to aa IntemCl
service. Among tIIeIe bouaeholds,~y 3 perccat are alrudy teeeiving Inla'l1e!
~ee &om their cable provicIer.lCjiC ltia& lIPPIOximuely SISO million ill
inc_ental RVCIlUe tbr c:able c:oJII,.ai- from new InterDet services.

"One of the reuona tar die contjmwl coasoIiduioa in tbc Pay TV industry has beeu the
allure ofoffaina a fitII anae ofblwdbnd servioes tome- the lIJDOIIIIIof_
pIICI'BIed &om ilIe _ hOauhold IIIllto eDUIIICDCtlbe iDc:Ruin& compelition from
the sateltite providen,0 said."-s.

The SlUdy also nveals 1IIat appIOlCimateIy halfofaU Pay TV IIousddda WOlI1d lUIIidtlr
subscribiDa to all of tbair teIec ,m'DieNions IleI'¥ices &om 0Dll eomplIli(. AmclQc tboA
bouseboIds 1IIat would co.....aliDale provider1ilrb..adJed telecoIIImUDiclliolls
services, 40 pen:em -wei dIoose Ibeir Ioeal t=kpll_ COOlpIIlY while :M percent prefer
their lona-dl-- provider. A1tbouah only 13 percent would select lbeir cable TV
provider. the -.epau1llC Ieve1 has iDc:rcucd *iIdiIy from tbm: yCIUS ago, wheD only 3
pen:ent pret'eued Iheir CIIble CClIDP&y.

It is evident tIIlIl cable complI..... _ allady balefi1illa from their UDique ability to
provide a filiI peekav ofbmadbMd ICrvioeI. ial:blIIiDI PayTV,~ .... hiBb
sr-d 1DIcnxt-. IIIe-.-.lIloa..... 'olds 1IIIt have nditioaa! diaI.up
latmlllt-.more tbuI two ill tiw (42.-:ent)__ tbcy wwJd be either
"extremely, vr:ry or 1ibIy 10 lllbscrlbe to lIIIIimital hiP-sJlClOClln-
-=:so throu&h th<oU cable provider ifit beo:8tnc available within tbc II&lXt year (lISIUIIIiog
lUI averqe price oC$35 permoath).

"Por lJDW, CYC:D tbouah aaIellite service JlIOvideft bave eojoyed n:celIt sucees.s, the fian=
CODtiDIICI to be brIrrbt for the JIIlliOl cabfe TV providels tIlat have the potential to deiiva'
man: value for custotass tbroqh die bcnefIlS ofconvClgc:IIC:C." .

Tboo 1999 Cable/SateUite TV CUIIIlIIICI" Satis&ction StIIdv is baed 011 direct GlIItDnM!r
feedbeck ftom a .cpceseatltive sample ofl0,266lJou1ebD1d&MilOllWlde.

HelldqUlllteied in Agoura Hills. Calif., J.D. Power IIIICl Associates is a globllllllllteting
iDfOilil&lion services fum opmting ill key busiIIcss sectors incluelin& II1Iiket reseM:b,
fOl'CCosting and cUIlomer SlitisfIlCtioa. The finn's qualityaDCl..udiu:tionli\CllSlftiilel
_ bued on ao:tuaJ CUSlOiIICI' iIllIpOIIICS 110m more !ban 0Iill minion COiISIIIilln lIIIiIIIIIIy.

J.D. Power and AsIoc:istes aut be ICCessed lIIrouab the WoiId Wide Web at
wwwJcIpower.com. Media e-mail COIlIIl:tpeter.dresch@jdpower.COItI.This press
rek:ue is provided for editorillllllC oaly.

No advertising or olber pIlImotional \IIC cen be made ofthe iilfOrmatioll in this release or
J.D. Power ancl~istes survey resullI_wi.th~~1 the expl'l;!S pri!lr written CO_I of
J.D. Power and Associaw. .

Chart 1: C~9.m.er Saiisfaction Index WeiR!IIS~CableiSllellile TV

Chart 2: G~omer Sitisfaction IndexS~
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Customer Satisfaction Index Weights:
Cable/Satellite TV

Cost of Service and Program aferings Have the Most Impact on
Overall Customer Satisfaction With Cable/Satellite TV Service.

Reception
Quality

n.
EquIpment &

service
Capablllles

t%

Customer
Service

1?OL.- ...

Image1
CredlblDtyl

Billing
16%

Clwla_....._ ...........-II!I__ _.,.._
I¥•• I • idoilll)lo.. J.IL '-'..u and
......."- MIacI_ I'" '$ ••1Vaa-w
.., n 1- _U. IIo................"'U"".dlllll........... ____"' .._in__arJJl. _

_ -".-.......-""",_•.-<6JJl.P_",.......
.......... 1/..._._•• ; __ /"0_,._ /00 _, r

CONFIDENTIAL ES 00804279



'. •
Page) of:Z

Customer Satisfaction Index Scores
In 1999, Satellite service Providers Have a Dramatic Lead in Over

Satisfaction Over All Cable Competitors in the Pay TV Industry, Wi
Dish Network Ranking Highest OVerall, Followed Closelyby One·

• P1._
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Date: september 09, 1998

To: EchoStar COllllllunications

Fax: 13037231999

J.D. Power and ASsociates 1998 Cable/satellite TV
Customer Satisiaction Study Ranking Charts
BrOAdcAst

It you preter to receive press releases Via e-mail. please iax
your e-mail address to 818-707-9566.

YoU Will be receivinl 2 pale/s exc1udinl thiS cover sheet.
Ii you dO not receive all pages, please call Tar~a Little
at 18181 707-9549. Please also call Tarja it the name of the
recipient of this release needs to be changed.
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J.D. Power and Associates 1998
Cable/Satellite TV Customer Satisfaction StudySM

Qy§tomer Sati§1actjon Index Weights: Cable/Satellite lV
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Customer Satisfaction Index Scores
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Key Objectives

* Determine key drivers of customer satisfaction for
residential cable/satellite TV service

* Determine the performance of the major players in the
Cable/Satellite TV industry, including:

. CABLE: Adelphia, AT&T Cable, Cable One, Cablevision,
Charter, Comcast, Cox, MediaOne and Time Warner

.. SATELLITE: DirecTV and Dish Network

* Identify areas of strength and weakness for each major
provider

* Recognize future trends which could have an impact on
the market

* Gauge the impact new services/issues may have on the
cable/satellite industry

* Track performance on an annual basis
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Methodology

* Survey Technique

., Mail panel of representative sample of U.S. households

Initially screened 200,000 households to

;.. Establish cable/satellite TV usage, and;

;.. Identify the primary provider of cable and/or satellite
service

'" Mailed a twelve page survey to a random sample of households
for each carrier based on the information obtained from the
screener

A total of 6,505 surveys were mailed at the end of March 2000

. Received 4,883 usable completed surveys - 75% response rate

~TnKNIFA
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Methodology (Can't)

* Sampling Frame

Survey completed by the key household decision maker
regarding cable/satellite services

Each group of households was balanced demographically
to represent the universe of each provider, as obtained in
the screener

Sample weighted, using the results from the screener, to
reflect:

~ the 80 million households that use either cable
or satellite*

, the share of each cable and satellite provider within
the total customer base

. SolRe: Fednl Cclmmunicdlnl CCn'ImiUicln !1lUPC1W'ER.
L.......,;==:....:.=====:..:::===-~7-----.,..copy----m:-.lllht=2000=- :. ......., ..111:1
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Return Sample Size By Major Cable TV And
Satellite TV Service Providers

Cable TV Service Satellite TV
Providers Provi$lers

Charter Communications+ 822 DirecTV- 751

Time Warner 444 Dish Network 427

Adelphia Cable Cornms.++ 410

AT&T Cable+++ 399

Corneast Cable Comms.· 395

MediaOne 391

Cox Communications- 367

Cablevision Systems 345

Cable One 276

• Cl.w~ ~._.CaIII, endF_~

- AdolpIlio C81110 _ c.nuy~

- AUT CoIl4lI in_ Tel COIIIo

·CGmcuI~_~c-.endJa ...I_
- Cox Conwnnicationa iI'IdudIlI TeA ca.... end MullirNda CaDte
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Executive Summary
Market Overview:

* Over the past year, dramatic changes have taken place
throughout the cable and satellite TV industry. A proliferation of
mergers and an expansion of the bundled services that cable
companies are able to offer have made way for an exciting year in
the cable and satellite TV industry.

Mergers: Over the past few years there has been an increase in
the number of mergers and property trades among the major
cable and satellite TV companies. AT&T Cable continued to have
the largest impact on the field of cable providers edging past TIme
Warner as the largest cable provider. Among satellite companies.
DirecTV, recently merged with both USSB and Primestar, has a
market share on par with most of the cable companies. As the J.D.
Power and Associates Syndicated StUdy shows, both cable and
satellite TV subscribers are willing to embrace the merged
companies more readily when the company keeps its subscribers
well informed of its merger activities.

* Bundling: With the entry of AT&T into the cable and satellite TV
marketplace, wide-scale bundling of telecommunications services
is quickly becoming the hot issue within the industry. The
prospect of receiving cable, high-speed Internet access and
telephone service from one provider presents an exciting
opportunity. After four years, consumers, albeit on a small scale,
finally have choices for almost all their services. Increased
competition has put the pressure on companies to try and recruit
and retain customers by presenting innovative products and
technologies, while employing initiatives designed to boost overall
customer satisfaction.

fln~'ffi
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Executive Summary (Con't)

Market Penetration:

* Cable/satellite TV market penetration now reaches 81 % of the
population, continuing its steady rate of growth since 1996. The
penetration rate for satellite companies increased by almost 50%
in the past year, while cable households maintained their levels
from the previous year. Cable still accounts for a majority of the
households with approximately five cable households for every
satellite household, nationwide.

Customer Satisfaction

* As in past years, the major satellite providers (Dish Network and
DirecTV) outperformed the traditional cable providers by a
significant margin. Qish Network is the top performer this year,
edging out DirecTV and the rest of the competitive field in overall
customer satisfaction. Satisfaction index scores are as follows:

. ,
"-'"'". i,Jf-_._----- ----._--_._-_... - - _._---_.-

•i
i,

\,

-- Dish Network

- DirecTV

--- Cable One

Cox

-- Industry Average

Adelphia

121

117

101

100

100

99

- AT&T Cable

- MediaOne

-. Time Warner

Comcast

Cablevision
.. Charter

97
97
97
96

93
92

J
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Executive Summary (Can't)
Customer Satisfaction (can't.}

* Overall Satisfaction differs significantly between cable and satellite
providers. Households report being much more satisfied with their
respective satellite companies. No cable provider scores
significantly above the industry average in Overall Satisfaction.

* Cable One barely edges past Cox to gamer the highest score
among cable providers, followed by Adelphia. All three. score on
par with the industry average in Overall Satisfaction and above the
cable industry average (97).

* As in 1999, the main factors driving overall customer satisfaction
with cable/satellite TV service in 2000 include:

,. Cost of Service

:;.. Credibility/Billing

;.. Program Offerings

;.. Equipment & Service Capabilities

,. Customer Service

;.. Reception Quality

24% 'I Highest
230A PredictorsOJ Of Overall
21 % Satisfaction

14%

10%

8%

* Dish NetWork achieves top scores in across all six key drivers of
overall satisfaction. DirecTV has strong scores in several factors
including Customer Service' and Program Offerings.

* Both major satellite service providers-Dish Network and DireclV
significantly outperform the cable field on all factors of Overall
customer Satisfaction.

!lnIm/ER
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Executive Summary (Con't)

Customer Satisfaction (con't.l

* Despite being at a large disadvantage versus the satellite
companies, Cable One, Cox and Adelphia do score above the
cable industry average.

Cable One scores above both the industry average and cable
average in Cost Of Service, Credibility/Billing, Equipment &
Services Capabilities, and Customer Service. It performs on
par with the industry average on Program Offerings and at the
Cable average in Reception Quality.
Cox scores above the cable average in all six of the
dimensions of Overall Satisfaction and outscores the industry
average in Credibility/Billing, Equipment & Services
Capabilities and Reception Quality.
Adelphia outscores the cable average in five of the six key
drivers of customer satisfaction.

* Compared to other cable companies, Cable One holds the top
score in four of the six dimensions of customer satisfaction .

Cox outscores Cable One in Equipment & Services
Capabilities and Reception Quality, and matches Cable One's
scores in both Credibility/Billing and Program Offerings.

* AT&T Cable, TIme Warner, MediaOne and Comeast all score on
par with the cable industry average.

* Cablevision and Charter perform significantly below the industry
average. Charter also performs significantly below the cable
industry score.

CopyrIght2000 ......., "Tl~:13

Charter receives the lowest scores in five of the six factors of
Overall customer Satisfaction. t-·mlUYJERL..- ~____,..,.....,=_
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Executive Summary (Con't)

Qjgital Vs. Analog

* On average, almost eight out of ten subscribers report that their
cable company offers digital cable service. Overall, 11 % say they
currently subscribe to digital service. AT&T Cable has the highest
reported incidence of digital subscribers with almost one out of
every five users (19%) subscribing to digital service.

Digital subscribers have much higher levels of overall
satisfaction versus analog users. Digital subscribers rate their
provider significantly higher in fIVe of the six dimensions of
Overall Customer Satisfaction.

-. Digital technology's greatest advantage is within the Program
Offerings dimension, followed by higher satisfaction levels in
Credibility/Billing, Equipment & Services Capabilities, Cost Of
Service and Reception Quality.

* On average, two in fIVe analog households (39%) say they
definitely/ probably/might change to digital service in the future.

* Though still significantly lower than the satisfaction levels achieved
by satellite companies. digital users are closing the distance,
particularly in Customer Service and Program Offerings.
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Executive Summary (Can't)

ImPact of Switching,

* Nearly one in ten households report considering switching TV
providers, either to cable or satellite providers. within the next 12
months.

* Of those considering switching, almost three times as many cable
users would consider satellite TV compared to satellite users that
would consider cable.

The top three reasons for switching common to both cable
and satellite users include price, features/services offered and
general unhappiness.

Local programming was a major consideration for people
looking to switch from satellite as well, with more than half of
the satellite users citing it as their reason for switching.

!!!!pact of Bundling

... Approximately half (45%) of all cable/satellite TV users are
favorable toward the idea of having one company supply all of
their ·telecommunications needs.

... Among cable and satellite customers who are likely to
bundle*, about one third (31% and 30%, respectively) are
likely to select their cable or satellite company to supply
them with all of their telecommunications services.

,. An overwhelming majority of those likely to bundle*
mention "convenience" and "receiving a single bill" as the
reasons they would be most likely to bundle.

• EDwmolyN-.y_1IoIfy to _no lllIIIcom__on• .........." ~·TnPC»IER.
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Executive Summary (Con't)
Usag,e Patterns

* Nearly, seven out of ten cable subscribers report having premium
or additional channels above the basic package. Eight out of ten
satellite users report having more than the basic package.

Among cable companies, Cox subscribers report the highest incidence
of additional channels (78%).

The average cost of cable service remains slightly lower than the
average satellite cost, both cable and satellite users report the highest
average cost of service over the past five years.

Internet Usap'!

* On average, half of the cable/satellite households have Internet
access, with little difference between the two segments.

... Among cable households, 7% are currently subscribing to high-speed
access from their current cable company, more than double the rate
from 1999.

Among households without high speed access, if high-speed access is
available through their cable company for approximately $45/month, in
the next 12 months. 33% would be at least somewhat likely to switch
their Internet service to their local cable company.

Web-Based Customer Service

* One in six satellite users have visited their satellite provider's
website compared to less than one in ten cable users.

... Dish Network has the highest reported incidence of website visits
(20%).

* Both Satellite and cable users cite information on other services
as the reason they visited their provider's website.
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Executive Summary (Can't)

Effects Of Meram

* On average, one third of cable and satellite subscribers (34%) are
aware of mergers involving·their cable/satellite providers. AT&T
Cable and DirecTV subscribers have the highest levels of
awareness (59% and 40%, respectively).

In Sum

* The satellite TV industry continues its steady growth within the
cable/satellite market TV, while the cable TV industry saw no
significant change in market share from last year. With customer
satisfaction among cable users still below satellite TV levels, the
cable industry must leverage its positive results from digital users.

* With the proliferation of mergers within the marketplace and the
recent legal rulings concerning satellite TV companies and local
programming, the cable/satellite TV industry is poised for an
explosive year of change and growth.
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