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Comcast, Time Warner, And Cox Customers Have The Highest
Levels Of Awareness Concerning Their Companies Ability To

Offer Digital Cable.

% Of HH's Who Report Their Cable Provider Offers Digital Service:
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Slightly More Than One Quarter Of Cable Households
Report Subscribing To Digital Service.

% Of Cable Households Who Report Subscribing To Digital Service:
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Ameritech Americast's Customers Have The Highest
Reported Incidence Of Subscribing To Digital Service.

Cable One Customers Have The Lowest Incidence.

0/0 HH's That Report Subscribing To Digital Service:
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On Average, Three In Ten Households Are Interested In
Changing Their Service To Digital Within The Next Twelve

Months, With More Than Four In Ten Cablevision Users
Showing This Interest.

% "Definitely/Probably/Might Change" To Digital Service Among Households That Do Not Already
Subscribe To Digital:
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Digital Users Have Higher Levels Of Satisfaction Than Their
Analog Counterparts, Particularly Within The Program

Offerings And Equipment & Service Capabilities Factors.

Digital Vs. Analog Satisfaction Index
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Digital's Advantage In The Cost of Service Dimension
Can Be Attributed To Strong Performances In Almost

All Of The Related Attributes.

+/- Difference of Cosl of Service Attribute Scores: Digital Vs. Analog
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Digital's Significantly Higher Than Analog Scores In The
Credibility/Billing Factor Are Due In Part To A Significantly

Higher Score In The "Technicallnnovator Attribute.
+/- Difference of CredibilitV/Billing Attribute Scores: Digital Vs. Analog
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Digital Scores Significantly Above Analog In Four Of The
Attributes Contributing To The Program Offerings Factor

Including "Number Of Channels Available" And "Easy To Find
Something To Watch".

+/- Difference of Program Offerings Attribute Scores: Digital Vs. Analog
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Digital's Advantage In The Equipment and Service
Capabilities Dimension Can Be Attributed To Strong

Performances In Almost All Of The Related Attributes.

+/- Difference of Equipment and Service Capabilities Attribute Scores: Digital Vs. Analog
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Digital's Advantage In The Customer Service
Dimension Is Cumulative Across Most Attributes.

+f· Difference of Customer Service Attribute Scores: Digital Vs. Analog



Digital's Advantage In The Reception Quality Dimension
Can Be Attributed To Strong Performances In Both The
"Consistently Delivers Clear Reception" And "Clarity Of

Reception" Attributes.

+/- Difference of Reception Qualitv Attribute Scores: Digital Vs. Analog
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Digital Cable Performs Significantly Below The Satellite
Industry Average In Overall Satisfaction, As Well As In

Cost Of Service, Credibility/Billing And Reception Quality.
Digital Vs. Sateliite Satisfaction Index
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Digital Subscribers Are Slightly Younger Than Satellite
Users With Mean Yearly Incomes A Little Bit Higher Than

The Analog Average.
Digital Vs.Analog Demographic Differences
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The Majority Of The Satellite Users Customer Base Is
Comprised Of Former Cable Subscribers (47%).

Cable Satellite
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Five Times As Many Cable Subscribers Indicate A
Willingness To Move To Satellite TV In The Next Year

Versus Satellite Users Moving To Cable...
% Indicated Changes In The Next 12 Months
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... Cablevision Customers Have The Highest Levels Of
Switching Intent Among Cable Companies.
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Price And A Lack Of Local Channels Within The Current
Service Are The Two Reasons Satellite Users Cite Most Often
For Wanting To Switch Services, While Cable Users' Biggest

Concern Is Price.

% Top 3 Reasons Likely to Switch From Current Provider"
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Satellite Users Are Slightly More Likely Than Cable TV
Subscribers To Change To One Company For All Of Their

Telecommunication Needs.

Likelihood Of Switching Current Subscriptions To One Company That
Offers All Telecomm. Services
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Both Satellite And Cable Users Cited Convenience As The
Reason They Would Be Most Likely To Switch To One
Company For All Of Their Telecommunication Needs.

% Top 3 Reasons Likely To Switch All Telecomm Services To One Company'
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Among Cable And Satellite Users, Overall Satisfaction Is Highest For
Satellite Companies And lowest For Cable Companies.

% "Top 3 Box" Satisfied Overall With Current Carrier
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Among Cable And Satellite Users, Four In Ten Would Select
Their Cable Or Satellite Companies To Provide Them With All Of

Their Telecommunication Needs.

Carrier Type Most Likely To Select For All Telecomm. Needs'
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Average Monthly Expenditures Have Risen For Both Cable And
Satellite Users Over Last Year's Levels.

Average Monthly Expenditure on Cable/Satellite TV Service
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Cablevision Users Have The Highest Levels Of Monthly
Expenditures, Followed By DirecTV Customers.

Average Monthly Expenditure on Cable/Satellite TV Service By Provider:
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Cablevision Users Report The Highest Change In Average
Monthly Expenditures Since 2000.

Comparison Of Average Monthly Expenditure on Cable/Satellite TV Service By Provider Since '00:
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Seven Out Of Ten Cable Customers Subscribe To
Additional Channels For Which They Pay More. Nearly

Three Quarters Of All Satellite Subscribers Receive More
Than The Basic Package.

% Service/Package Currently Subscribe To

Cable Satellite
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Cablevision Customers Are More Likely To Subscribe To
More Than The Basic Channels. Cable One Users Have

The Lowest Incidence Of Subscribing To More Than Just
The Basic Channels.

% Subscribe To Basic Plus Additional and/or Premium Channels'
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On Average, Four Out Of Five Satellite Customers Subscribe To
Basic Plus Additional Channels.

% Subscribe To Basic Plus Additional and/or Premium Channels'
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