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1 Research question 

1.1 Research objectives 

This dissertation presents an analysis of the effects of switching on the ratings of 

commercial breaks. With the growing number of channels available on television, 

the rising penetration of the remote control, and the growing importance of rat

ings for the marketing of television channels and the selling of time, channel 

switching during commercial breaks has become a major concern for channels, 

their sales houses, media agencies and advertisers. 

This dissertation focuses on the reasons why viewers zap during a commercial 

break. The objective of the research is to determine: 

• the actual extent of channel switching before, during and after commercial breaks 

• the effect of this behaviour on the ratings for commercial breaks; 

• the causes of this form of channel switching. 

The aim of this study is to provide advertisers with more information con

cerning this phenomenon and to make an inventory of the potential strategies 

channels could employ in order to reduce switching during (their) breaks. The 

study described is based upon a research project set up in 1995 at the instigation 

of STER and IP, the two principal sales houses for television advertising in the 

Netherlands. The immediate reason for their initiative was a debate on the grow

ing irritation towards television advertising among viewers, and viewers zapping 

or switching away during commercial breaks. The debate flared up in the industry 

journals1 at the end of 1994 among producers of commercials, advertisers, media 

agencies and television channel sales houses. A summary of this debate follows in 

the next section. Also, the issues that led to the research on switching during 

commercial breaks are highlighted. The objectives and organisational framework 

of the research are further discussed in section 1.1.2. 

Apart from practical implications, this study can also provide a more theoretical 

understanding of the behaviour of the television audience and the selection proc

esses involved. The relevance of this study for these themes, and for other areas of 

research in communication science concerned with the analysis of the medium 

television, is discussed in section 1.2. 

The journals for professionals in the Dutch media industry, including Adformatie, Nieuwstribune and 
Reclameiveek. 
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1.1.1 Debate on television advertising 

In the autumn of 1994, Van der Mee, an influential advertising executive, publicly 

expressed his concerns about the effectiveness of advertising on television in the 

Netherlands (Initiatief Vea, 1994). At that time, a number of major advertisers 

were running "burst" campaigns. These campaigns involved a single, not particu

larly witty or original commercial that was frequently rebroadcast over a short pe

riod of time. Van der Mee expressed the opinion/expected that a majority of tele

vision viewers would reach for the remote control out of irritation and zap away 

to another channel when confronted with these commercials. And, that this would 

happen increasingly in the case of television advertising in general. Shortly thereaf

ter, a provocative special report was published that included the disturbing results 

of a series of opinion polls showing a growing irritation among viewers towards 

television commercials (Zal reclame overleven, 1994). 

These publications ignited a debate in the industry journals after the New Year 

break. Advertising agencies, advertisers, media agencies and sales houses blamed 

each other for growing irritation among viewers and its supposed effects (Adfor-

matie, issues 3, 4 and 5, 1995). Advertisers and the producers of their commercials 

criticised the media agencies and the sales houses of airing their wonderful com

mercials at inappropriate times, confronting the wrong target groups or sand

wiching them between the irritating ads of other advertisers. The media agencies 

blamed the advertisers for producing inappropriate commercials and the sales 

houses for placing them in unsuitable breaks. The sales houses in turn blamed the 

advertisers and the media agencies, citing their non-selective media purchasing and 

the lack of variation in their media targets. 

The debate served to remove the taboo surrounding the discussion of a number 

of aspects of television advertising. For the first time, the parties involved with 

television advertising were talking about the undesirable factors that increase irri

tation. These included the high broadcast frequencies of some commercials and the 

discrepancy between the target group profiles of commercials and those of the 

programmes that surround it. Given the involuntary nature of viewers' exposure 

to it, television advertising was never popular, but it was felt that irritation to

wards it may well grow with the increase in the number of commercial breaks and 

the introduction of programme-interrupting advertising (Franzen, 1995). 

Reactions to the debate were mixed. Some compared it to a high school debate, 

others characterised it as incestuous or as media hype (Van Os, 1995b). Other 

media specialists were less perturbed about the increase in irritation and its sup

posed consequences for switching. Two media agency executives, Van Niekerk 

and Bohlander, commented that while it was the case that irritation towards ad

vertising had increased in the past few years, there had been no substantial in

crease in zapping. They went on to note that the distinction between irritation and 

actual zapping was demonstrated by the fact that programme-interrupting adver-
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tising generated irritation, but did not result in zapping (Van Os, 1995a). Another 

media agency executive, Van Zaanen, asserted that zapping was not as negative a 

phenomenon as presented in most discussions. On the contrary, he felt that if peo

ple did not switch we would have to question their intelligence. He went on to 

note that electronic registration of viewing behaviour (as carried out by Intomart) 

means that switching is accurately registered. As a result, advertisers do not have 

to pay for zapping (Van Os, 1995a). 

In response Levi, a major advertiser, commented that while everyone expressed 

an opinion on the subject, no one really knew very much (Analyse, 1995). In fact, 

much of the opinion expressed was not substantiated by actual data. It soon be

came clear to everyone concerned that the debate lacked an empirical foundation. 

No hard data was available on the extent of switching away during television ad

vertising, let alone on the reasons for this behaviour. The only available informa

tion came from a number of surveys on advertising irritation and avoidance2. 

These studies, frequently cited during the debate, painted a very sombre picture. 

Television viewers declared en masse that they did not continue watching a chan

nel during commercial breaks, but switched to another channel, made themselves 

a cup of coffee, or went to the toilet. However, the authors of these studies them

selves made a point of putting the alarming results in perspective by drawing at

tention to the effect of social desirability, the tendency of respondents in surveys to 

give what they perceive to be the socially desirable or acceptable response. As they 

noted, in contrast to a few years earlier, it is now "not done" to admit to enjoying 

watching advertising (Zal reclame overleven, 1994). 

A second major benefit of the debate in the industry journals, then, was to de

monstrate the general need for fundamental research on switching behaviour. 

When a large scale research project on switching during commercial breaks (see 

below) was announced, the debate quickly abated as the participants in the debate 

awaited the results of this study. 

1.1.2 The SPOT research project 

In the summer of 1995, the Foundation for the Promotion and Optimisation of 

Television Advertising (SPOT) took the initiative in setting up research on channel 

switching. The aims of this research were to determine the actual extent of channel 

switching before, after, and during commercial breaks, the effect of this behaviour 

on the ratings for commercial breaks, and the causes of this type of channel 

switching (Intomart, 1996a). This study is a result of that initiative3. Representa

tives of all parties in the advertising process, including advertisers, advertising 

These included surveys by Trendbox ('Zal reclame overleven, 1994), by the Weekbladpers (Bakker, 
1995), and by The Media Partnership and Intomart (TV-irritatie, 1995). 
The SPOT research project has resulted in a number of different publications. The results have been 
published in Dutch (Intomart, 1996a; Intomart, 1996b; SPOT, 1996a), in English (Van Meurs, 1998d; 
Van Meurs & Ligthart, 1996), and in German (Van Meurs, 1998e). 
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agencies, media agencies and sales houses, were involved in setting up this research 

project. Together with independent experts in communication science and statis

tics, they formed a body to supervise the research (see section acknowledgements). 

The SPOT research was intended to provide the participants in the advertising 

process (including sales houses, advertisers and media agencies) with the means to 

make television advertising more effective. An understanding of the background 

and causes of switching can aid the developing of forecasts for audience behaviour 

during commercial breaks. These forecasts can be used by channel managers in es

tablishing the commercial rates for commercial breaks, while media agencies can 

use them as a basis for their purchasing policies. Additionally, the research results 

can provide a basis for practical recommendations for channel managers con

cerning measures aimed at counteracting switching during commercial breaks. As 

vendors of advertising time, television channels and sales houses benefit from as 

large an audience as possible during their commercial breaks. They have a direct 

interest in measures which counteract audience loss during commercial breaks and 

which increase the number of new viewers during the commercial breaks. 

Not all switching is advertising-avoidance behaviour. Viewers not only switch 

away from commercials (and/or stop watching), but also switch in during com

mercials (and/or start to watch). Switching in may be influenced by factors other 

than those that influence switching away. For this reason, in the formulation of 

this research the decision was made to deal with these two types of switching sepa

rately. This allows for recommendations to be made both for stimulating switch

ing in to commercials as well as for discouraging switching away. 

In some instances, switching away and switching in may cancel each other out, 

leaving the total number of viewers unchanged. However, even when the net num

ber of viewers is not affected, channel managers and media agencies may still 

benefit from a minimisation of switching. Reducing the flow in and out during 

commercial breaks of specific target groups results in a more stable viewer profile, 

making these breaks more attractive to advertisers who want to reach (or avoid) a 

specific target group with their commercials. 

In the end, even viewers may also benefit from improvements in the efficiency of 

advertising purchasing resulting from a reduction in switching as well as from bet

ter forecasting of switching. As a result of a reduction in "waste" (the broadcast of 

commercials for the wrong target group), viewers could be confronted less often 

by advertising not relevant to their interests. More efficient channel programming, 

a better placement of commercial breaks and a more effective purchasing policy 

with respect to advertising time might even lead to a decrease in the amount of ad

vertising on television. 

Despite the ambitious design of this research on switching, it must be noted that 

there are limits to its objectives. The study is limited to a description and explana

tion of switching behaviour; other aspects of television advertising that could in-
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fluence consumer behaviour and attitudes, such as the effectiveness of the message 

or viewer attention during reception, lie beyond the scope of the research. 

1.2 Theoretical framework 
In the preparation for this research, a survey of the relevant research literature was 

carried out. Previous studies of switching are reviewed and their relevance for this 

study of switching during commercial breaks in the Netherlands is examined in 

chapters 2 and 3. Although this study has been generated by practical commercial 

concerns, it also bears relevance for various areas of research in communication 

science concerned with the analysis of the medium television. In this section, a 

number of more general theoretical approaches in communication science applica

ble to this research are discussed. The relevance of specific results from this re

search for communication science is discussed in section 7.1. 

Ever since communication science research turned its attention to the television 

audience, a central question has been whether audience viewing and selection be

haviour can be considered active. The theoretical models and research that have 

tried to answer this question can be divided into two approaches. One approach 

focuses on the non-active or non-selective aspects of television viewing, while the 

other emphasises the active or selective role of the television viewer. These ap

proaches are discussed in the following two sections. A third set of theoretical is

sues dealing with a number of changes in technology and in the available supply of 

television that have taken place over the past decades is discussed in section 1.2.3. 

1.2.1 Television viewing as a non-selective activity 
The first studies on the effect of television on its viewing audience emphasised the 

potentially addictive nature of this new medium and the passivity and emptiness of 

television viewing in comparison to the consumption of other types of mass media. 

Examples of this early theoretical approach include studies of the negative influ

ence of television on children (e.g., Himmelweit, Vince & Oppenheim, 1958; Stei

ner, 1963; both cited in McQuail, 1997). Children were not the only potential vic

tims of the harmful influence of the new medium, the entire television audience 

was seen as passive and open to exploitation and to cultural damage. This vision 

of the harmful influence of television is derived from earlier theories about the ef

fects of other media, where these effects were compared to hypodermic needles, 

injecting their messages directly and relatively intact into the passive audience. Ac

cording to McQuail (1997), this pessimism about the power of the media can be 

traced back to publications by the Frankfurter Schule and C. Wright Mills, both of 

whom stressed the vulnerability of the media audience to exploitation. In their 

view, the presumed susceptibility of the television audience to the influence of the 

medium is a consequence of their passivity. Viewers were regarded as passive re

ceivers, ready and able to receive nearly all messages. A direct relationship was as-
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sumed between the content of the message and the effect on its recipients (Stap

pers, 1983). 

In this approach viewers are seen as non-selective. Barwise and Ehrenberg 

(1988) described watching television as an easy activity that costs very little effort 

and is frequently a way of killing time when the viewer has nothing better to do. 

The fact that we are little involved in most of what we watch explains, for 

example, the low use of VCRs relative to the total amount of television 

viewing, the steady day to day size of the total television audience regard

less of what is being shown, the low repeat-viewing of all program series, 

the often fairly moderate levels of audience attention and appreciation, 

and the tendency for people to avoid watching demanding programs 

(Barwise & Ehrenberg, 1988, p. 124). 

They argue that, as a consequence of their low degree of involvement with tele

vision, viewers watch programmes out of habit, without making properly moti

vated choices based on programme content. 

Many other authors presuppose the passivity of the television audience. The 

non-involving, secondary nature of television viewing was demonstrated in a time-

use study by Kubey (1986). Analyses of viewers' own reports of viewing behaviour 

showed that watching television was not so much the result of a desire to see a 

specific programme but rather a distraction and a means of passing the time dur

ing periods of unstructured time and in solitary situations. Goodhardt, Ehrenberg 

and Collins (1975) asserted that the time of the broadcast was a more important 

factor for predicting audience size than programme content. Watching television 

was seen as a relatively trivial endeavour, in which viewers flowed passively from 

one programme to the next. On the basis of experiments carried out in Britain and 

the United States, they claimed that viewing behaviour was so non-selective that it 

could easily be predicted using a formula based on audience duplication and re

peat viewing. In this model, viewing behaviour was a fixed pattern based on chan

nel loyalty and the inheritance effect, whereby viewers of a specific programme 

will have also seen the preceding programme. Similarly, Gerbner noted that "most 

viewers watch by the clock and not by the program" (1979, p. 216). For the Neth

erlands, Hendriksen (1979; 1993) gave as reasons for the non-selectivity of view

ers the non-specific nature of the medium, the relative non-transparency of the 

programmes, the lack of repeats, and the influence of the family context which 

prevents viewers from making individual choices. 

This study of switching provides an opportunity to test the assertion that televi

sion viewing is primarily a non-selective activity. If viewers watch television non-

selectively and out of habit, it should not make much of a difference to them 

whether they are watching either a programme or commercials during a break, 

and they will not readily switch channels when advertising is broadcast. 
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1.2.2 Television viewing as active behaviour 
In contrast to the image held of the television audience as being passive and non

selective, a second approach in communication science emphasises the selective na

ture of viewing behaviour. One of the earliest studies to assign a selective role to 

the audience is that of Katz and Lazersfeld (1955). Their "two-step-flow" model 

was based on individuals operating rationally in a selective use of media. A dis

tinction was made between two types of media users: non-active and active (opin

ion leaders); it was assumed that this latter group would be very selective in their 

use of media. 

Similarly, in later "uses and gratifications" studies, the public was regarded as 

being active, selective and motivated. In this approach, it was assumed that the 

audience selected media while following a rational process, motivated by the ex

pectation of need gratification: "media choice is rational, directed towards specific 

goals" (Rosengren, 1985, cited in McQuail, 1997). It can be assumed that rational 

television viewers are not likely to turn on the set in order to watch commercials, 

but to watch programmes. Based on the assumptions of the uses and gratifications 

model, viewers motivated by rational need gratification could be expected to avoid 

television advertising as much as possible, with the exception of those viewers who 

consciously chose to watch commercials because they enjoyed them or found they 

provided some other benefit. Bauer (1964) introduced the term "obstinate audi

ence" to describe the avoidance of undesired influence, an excellent description of 

an audience that switches from channel to channel and tries to avoid as much ad

vertising as possible. This study of switching during commercial breaks offers the 

opportunity of determining to what extent this behaviour actually takes place. 

A general critique of the uses and gratifications approach is that it overestimates 

the selectivity and rationality of the public. Elliot (1973) argued that, as far as 

television is concerned, the public was much less active than the uses and gratifica

tions approach suggested. For television, he asserted, the most important reason 

programmes were watched was their availability. Elliot's argument lends support 

to the non-selective approach discussed in the previous section. 

In a related approach, the expectancy-value theory, the audience is also seen as 

selective, rational and even calculating. The audience makes choices based on the 

perception of benefits and their value. Channel switching occurs if the gratification 

sought outweighs the gratification obtained (Palmgreen & Rayburn, 1985). The 

majority of television viewers do not expect gratification from watching television 

advertising (Intomart, 1995a; Smit, 1998), so this portion of the audience can be 

expected to switch away during commercials. 

Levy and Windahl (1984; 1985) distinguish three phases in the selectivity proc

ess, depending on the moment in relation to exposure to the medium. The first 

phase is selectivity before the exposure. Here selectivity means: 
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... in the time prior to the exposure, individuals make decisions about a 

given set of communications, and that such goal-oriented choices are the 

outcome of the interplay between the individual's desire to gratify certain 

social and psychological needs, the individual's learned expectations about 

media qualities and settings, and the individual's continuing experiences 

with a given medium. (1984, p. 54-55) 

In the second phase, selective activity takes place during the experience. Here 

selective behaviour is not limited to avoidance through switching, but may also be 

involved in the way in which the media is consumed; an example of this would be 

paying attention to selected messages only. 

The third phase of selectivity takes place after the exposure. Selective recall is an 

example of post-exposure selectivity. It is arguable whether the third phase repre

sents a form of audience activity. Levy and Windahl describe a person without re

call as "the quintessential image of a passive audience member" (1985, p. 114), 

but fail to take into account the many other factors that determine recall or the 

lack thereof. This study cannot provide information on this third phase of viewer 

selectivity. Because of the design of the research, selectivity can only be gauged by 

whether viewers watch a commercial break or switch away. 

The point at which viewers switch away during a commercial break can serve as 

an indication of whether the selective behaviour represents first or second phase 

selectivity. Switching away before or at the very start of the break could indicate 

selectivity before the exposure, based on prior expectations. However, if the con

tents of a break are a major factor in selectivity, then a great deal of switching 

away during the course of the break can be expected. 

In a critique of Goodhardt et al. (1975, see section 1.2.1), Webster asserted that 

programme content is a major factor for viewers in selecting what they are going 

to watch. "The work of Goodhardt et al. is noteworthy for its failure to find any 

program-type effects. A considerable body of theory holds that program content 

should be the principal determinant of program choice" (Webster, 1985, p. 122). 

Based on an analysis of viewing behaviour, Webster concluded that "... this re

search demonstrates the additional impact of scheduling and program type vari

ables on audience inheritance. Contrary to the findings of Goodhardt et al., pro

gram type does have a significant, albeit limited, effect on audience duplication 

patterns" (Webster, 1985, p. 130). 

The role of programme content in the process of selection among television 

viewers was demonstrated in a study by Hawkins, Reynolds and Pingree (1991). 

In a study of the viewing behaviour of 377 students, they were able to distinguish 

five different kinds of viewing styles. Of these, only one corresponded with the 

stereotyped image of viewers exercising little choice and just watching what was 

available. The remaining four styles were much more active and viewers used (a 
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lot of) switching in seeking out diversity or their favourite programmes. 

This study provides an excellent opportunity to examine the effects of various 

aspects of programming on switching. 

1.2.3 Changing media, new theories 
The last decade has seen a radical transformation of the television landscape. The 

increase in the number of television sets per household and the reduction in the 

average size of households have increased the opportunity for viewers to individu

alise their viewing behaviour. Two other developments of particular relevance for 

switching are the growing penetration of the remote control (see figure 5 in section 

3.4.14) and the increase in the number of Dutch and foreign channels viewers can 

receive in the Netherlands. 

Technical developments such as cable and satellite, together with increased op

portunities for commercial television in the Netherlands, have lead to a rapid in

crease in the number of channels available. In 1988, television viewers received, on 

average, 11 channels while 23 hours of programming were broadcast daily on 

channels specifically intended for the Dutch audience. Ten years later it was possi

ble to receive an average of around 23 channels. In 1998, total programming on 

all Dutch channels had increased to around 157 hours per day, almost seven times 

more than in 1988 (figure 1 and appendix 2). 

Figure 1 Daily viewing time and television offered (index 1988 = 100) 
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Despite the large increase in programmes, the amount of time people spend 

watching television has increased only slightly. In 1988, people watched an aver

age of 2 hours of television per day. This figure increased by 30 minutes in the 

early 1990s; thereafter the increase in viewing time grew at a much slower rate. It 
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can be said that the supply of television available has increased dramatically over 

the last few years, but demand has almost stagnated. The production and con

sumption of television provides a striking example of the failure of the consump

tion of information to keep up with an ever-increasing supply (Van Cuilenburg, 

1998b). 

This increase in supply and stagnation in demand forms the basis for a new 

theoretical approach in communication science that is relevant to the study of 

switching behaviour. In this approach, a possible consequence of this supply and 

demand situation is a decrease in the willingness of consumers to invest effort in 

the medium. Television is seen more as a commodity and the bond between the 

public and the medium is becoming weaker (Van Cuilenburg, 1998a). Franzen 

(1994) stated that, as a result of the overload on the medium, viewers will in

creasingly avoid communication that is not interesting or relevant enough. An

other consequence may be that people pay less and less attention to messages. 

They break off contact increasingly earlier or they process the communication at 

an increasingly superficial level. Neumann and Pool (1986) also predicted a de

cline in the quality of attention as a consequence of an overexposure to the me

dium. 

If the audience's willingness to direct effort at the medium (the willingness to ac

cept unwanted information e.g.) decreases as a result of an increase in the amount 

of television on offer, and their bond with the medium becomes weaker, Van 

Cuilenburg and Neumann and Pool predict a shorter period of attention given to 

the medium and a quicker breaking off contact with the medium. This decrease in 

attention paid to the medium and the willingness to break off of contact more 

quickly can be expressed in two forms of viewer behaviour: they quickly switch 

away to another channel, or they engage in a kind of mental switching away by 

paying less attention to what is being broadcast. Reduced attention to television 

has been examined in a number of studies, including Gullen (1994) and a study in 

the Netherlands by Van Meurs and Sijtsma (1994)4. While this issue cannot be di

rectly addressed in this study, research on switching during commercial breaks can 

provide insight into the willingness of viewers to switch channels and the speed 

with which they switch. 

A similar development can be seen in the supply and demand situation for tele

vision advertising. Here, there has been an explosive increase in the number of 

broadcast minutes but a relatively small increase in the amount of viewing time 

(see figure 2 and appendix 2). In 1988, on average, 61 minutes of advertising were 

broadcast daily on Dutch channels. Ten years later, the figure was 846 minutes, 

almost fourteen times as much. In this same period, the average viewing time for 

commercials on the same channels increased from 4.4 minutes per day in 1988 to 

12.5 minutes per day in 1998. 

4 See Smit (1998) for amove comprehensive review of research on the attention paid to television. 
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Figure 2 Development of television advertising (index 1988 = 100) 
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Television is typically an allocution medium; contact of viewers with advertising 

is dependent on forced exposure. After all, there are very few viewers who turn on 

their television with the purpose of watching commercials. With the increase in 

selection and the increased ease of switching thanks to the remote control, televi

sion is rapidly changing from being an allocution medium into becoming a consul

tation medium (McQuail, 1997). The increase in material available on the medium 

means that the audience is split and broken up into small groups (fragmentation). 

At the same time, the audience for any particular broadcast is becoming internally 

more homogenous (segmentation) because of the increased variety of programmes 

available on various channels (for example, the increase in special interest broad

casts and target group directed programming). Both the fragmentation and seg

mentation of the audience have important consequences for television as an adver

tising medium. They reflect consumer selection behaviour, and switching away 

when confronted with television advertising is an important component of that 

behaviour. 

As a result of the changes in the medium of television, the role of the viewer has 

changed from that of target, consumer and receiver to that of seeker and browser. 

In the early days of mass communication research, the audience concept 

stood for the body of actual or intended (often simultaneous) receivers of 

messages at the end of a linear process of information transmission. These 

usually constituted the paying media public for news and entertainment or 

the target for advertising and influence. This version has been gradually 

replaced by a view of the media receiver as more or less active, resistant to 

influence, and guided by his or her own concerns, depending on the par

ticular social and cultural context. The communication process itself has 
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been reconceptualized as essentially consultative, interactive, and transac
tional (McQuail, 1997, p. 142). 

However, this new and stronger influence of the audience on the medium should 

be put into perspective. While the way in which viewers make choices has 

changed, this has not resulted in fundamentally different behaviour. Most of the 

influence of the audience on television content is based on their role as a market 

segment. Not only does the audience determine to a large extent the composition 

of the supply, it also determines how the communication process operates (Van 

Cuilenburg, 1998a). This being the case, theory formulation and research in com

munication science should focus (even) more on the audience. The process by 

which the audience makes its choices is a decisive factor for the future of the me

dia and for the opportunities as well as the threats to television as an advertising 

medium. The switching behaviour of viewers during commercial breaks in par

ticular is an area of research in which the selection process used by television 

viewers as consumers of channels and their programmes is central. Hopefully, this 

study will improve understanding of this selection process. 

1.2.4 Is switching selective? 

For some authors, switching is always an expression of selective behaviour. Every 

switch is regarded as a conscious choice and the avoidance of advertising by 

switching away is seen as a form of selection. However, this view is not shared by 

everyone. The low threshold involved in switching and the uniformity of pro

gramming means that choice-making behaviour, including switching, does not ne

cessarily imply selective behaviour. As a medium, television seems to be particu

larly suited to a-selective use. A person who is too restless to become involved in a 

demanding activity can always, with a minimum of effort, find something on tele

vision to kill time. Some viewers are so restless or indifferent that they zap through 

channels without really paying attention to the programming on the various chan

nels. People may watch television because they have no interest in any other activ

ity, but are still unable to find any interesting or suitable programme. And, after 

haphazardly switching back and forth for some time, they remain tuned to a ran

dom channel. In either case, it is difficult to argue that their switching is an expres

sion of selective behaviour. 

On the other hand, to assume that this kind of behaviour is the norm is to ig

nore the diversity of viewers' motives and of the selections they make. The sup

posed uniformity of programmes is an illusion. As any soap-addicted viewer will 

be able to explain, an in-depth examination of the contents reveals not only fixed 

regularities but also many subtle differences (e.g., Ang, 1985). The "pulp fiction" 

television provided in bulk is served up in very many different flavours. There are 

probably very few viewers who really do not care what they watch and will watch 

anything, "as long as it is moving". 
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According to McQuail (1997), "channel switching and grazing with a remote 

control appear to indicate selectivity, although they also imply indecision" (p. 60). 

In contrast to television viewing, he argues, many other forms of media use are 

selective by definition. Making a choice by grazing and hopping through cultur

ally" superior" media is generally considered selective behaviour. Anyone who 

makes the effort to go to a video rental store or library can be expected to be selec

tive when making their final choice. No one will argue that grazing and hopping 

through magazines in a waiting room by glancing at them and leafing through a 

few pages before'making a final choice is not selective behaviour. If grazing and 

hopping through newspapers or magazines is an expression of selective behaviour, 

then this must also be the case with respect to television. Ultimately, there is no 

real difference between zapping when watching television or grazing and hopping 

through other forms of media. 

Readers have been zipping, zapping, flipping and grazing for years, al

though nobody called it that. A typical person does not read a newspaper 

from cover-to-cover. He or she grazes pages, sampling headlines, photos, 

advertising, and tables of contents, making decisions to read further or 

not based on the sample of cues At the magazine stand, potential 

readers graze titles and covers, and may even flip pages in several. When 

they select one, they may open it to every page, but zip, zap, flip, and 

graze the articles and ads (Feinberg, 1989, p.17). 

The assertion that switching during a commercial break is non-selective behav

iour can also be used to make a different argument. Weibull (1985) argues that 

when a viewer is a highly motivated media user, he or she will be less affected by 

the media structure. Individuals who are less interested, on the other hand, will be 

more influenced by the composition of the medium. From this perspective, not 

switching away during commercial breaks is an expression of selectivity; highly 

motivated viewers are not put off by the commercials and remain tuned to the 

channel. In contrast, switching away during a break is non-selective behaviour: 

viewers who switch away have allowed themselves to be influenced by the compo

sition of the media structure. 

Channel changing is still theoretically ambiguous. On the one hand, high 

levels of flipping could reflect an active viewer who is constantly re

evaluating program offerings during television exposure .... Alternately, 

channel changing is a part of a distracted use of television marked by 

lower levels of attention .... (Ferguson & Perse, 1993, p. 36). 

It would seem that both switching and not switching can be considered selective 

behaviour in certain situations and non-selective behaviour in others. Simply 

keeping a tally of the number of switches is not sufficient to determine whether or 
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not switching is selective behaviour. In order to be able to correctly interpret 

switching, it is necessary to examine the factors that give rise to this behaviour. 

That is what this study hopes to achieve. A large number of explanatory factors 

that can be used to interpret switching behaviour are presented in chapter 3. In the 

interpretation of the results presented in chapter 6, it will be seen that, in general, 

switching during commercial breaks can be considered selective behaviour, while 

not switching away can, under certain circumstances, also be an expression of se

lectivity (see section 7.1.1). 

1.3 Research strategy 
The aim of this research is to provide insight into switching during commercial 

breaks or, to be more precise, to determine the following: what is the actual extent 

of channel switching occurring before, after and during commercial breaks; what 

is the effect of this behaviour on the ratings for commercial breaks; and what are 

the causes for this behaviour? In addition to the theoretical value of the research, it 

is the intention that the results will have practical value for television broadcasters, 

media agencies, advertisers and other interested parties involved in media plan

ning. 

Initially, a thorough survey of the literature was carried out in order to examine 

the ways in which switching had been operationalised in previous studies and to 

determine all relevant explanatory variables (Intomart, 1995b). On the basis of 

this survey, it was concluded that there was no previous empirical study, either 

Dutch or foreign, that could provide satisfactory responses to the research ques

tions posited above, and that new research was necessary. A large set of research 

hypotheses were drawn up on the basis of the literature review and recommenda

tions from the supervisory commission (see acknowledgements). 

It was felt that the hypotheses and the underlying research questions could only 

be answered if the study was set up as empirical observational research, with ob

servations that corresponded as closely as possible to the actual behaviour of tele

vision viewers. A purely theoretical study or experimental "laboratory" research 

was not sufficient. The research should provide a realistic approximation of the 

amount of switching in the general population and of the possible relationships be

tween this behaviour and the explanatory variables. 

The operationalisation of the dependent switching variables is discussed in sec

tion 2.6 and in appendix 3. In this study, a distinction is made between two types 

of switching during commercial breaks: switching away and switching in. In order 

to account for both types of switching as completely as possible, a large number of 

explanatory variables were defined. Within practical limits, an effort was made to 

achieve as complete and exhaustive an inventory of possible explanatory variables 

as possible. Overviews of all of these explanatory variables are provided in chapter 

3 and appendix 4. 
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The two dependent variables are each explained in a separate model. Both mod

els are constructed in similar fashion so that switching away and switching in can 

be compared. Each model should contain all explanatory variables causing one of 

the two types of switching behaviour. In contrast to the majority of studies of 

switching found in the literature which are limited to bivariate analyses, the model 

should be multivariate. In this way spurious relationships, relationships between 

sets of two variables which are due, totally or partially, to a common cause of the 

two variables, can be avoided. The explanatory model includes all of the relation

ships between the explanatory variables. This is represented schematically in fig

ure 3. 

Figure 3 Explanatory model 

fc 

Dependent 
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(chapter 2) 

Explanatory 
variables 
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In this study, all of the effects are assumed to be causal; if a relationship between 

an explanatory variable and switching is found, it is assumed the switching is 

caused by the explanatory variable, and not the other way around. In the explana

tory model selected, only variables with a significant direct effect on the dependent 

switching variable are included. 

However, it is possible that a variable has no direct effect on the dependent 

variable, but may have an indirect causal effect through other variables. In this 

sense, the model is inadequate. To include indirect causal effects, more complex 

multivariate models are needed than the relatively simple explanatory model rep

resented in figure 3. In a structural Lisrel model, for example, the relations be

tween the explanatory variables are also tested, thus allowing the inclusion of in

direct effects into the model (Saris & Stronkhorst, 1984). In this kind of model, it 

would not only be possible to determine the direct effect of variables such as the 
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sex of the viewer and the time of the broadcast on switching behaviour, but indi

rect effects due to the influence of the explanatory variables on each other would 

also be made apparent. 

This kind of modelling was not used in this study. The selected explanatory 

model can be seen as a first phase in accounting for switching during commercial 

breaks and creating an inventory of possible relevant explanatory factors. Only 

then can a start be made in defining a structural, causal model in which the rela

tionships between the explanatory variables can be tested. As far as could be de

termined and with the exception of several studies with a more limited scope (e.g., 

Verwey, 1986), no complete structural equation model for the explanation of 

audience behaviour, including switching, has yet been specified and tested. Due to 

practical considerations, the defining and developing of such a model lies beyond 

the scope of this research. 
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behaviour" 
There appear to be as many ways of defining and researching switching behaviour 

as there are ways'of watching television. There are many different definitions of 

the concept "zapping" or switching in use in the research literature. In this chap

ter, the various terms applied to switching and other forms of television advertis

ing avoidance behaviour are discussed. This is followed by a review of various 

studies of switching and a differentiation of the definitions and methods of opera-

tionalising the concept of switching found in the research literature. Finally, in sec

tion 2.6, the definition selected for use in this study is discussed. 

In examining various studies of switching, it soon becomes clear that the way in 

which switching is defined and the theories based on a definition often reflect the 

constraints that the research methodology imposes on the operationalisation of 

switching. Differences in the definition and operationalisation of switching not 

only reflect disagreement about the content of this concept, but are also often the 

consequence of differences in the methods of measurement and treatment of the 

data. These differences directly affect the difference in reported levels of switching. 

A close look at the definition and operationalisation of switching is therefore nec

essary to interpret differing outcomes. In this chapter, the reported levels in the 

studies examined will be discussed with reference to the definitions used in these 

studies. 

Because of the impact of methodology on the definition and reported level of 

switching, the studies reviewed below have been classified into three types of re

search: recall surveys, observational research and research using "people meter"5 

data. A separate category of research on switching concerns "zipping" or fast-

forwarding through commercials during the playback of video tapes. 

The discussion of various definitions and methods of operationalising switching 

that follows is based on a study of the relevant research literature carried out in 

preparation of the research phase of this study (Intomart, 1995b), as well as a re

view of more recent publications carried out in preparation of this report. A listing 

of 94 different switching studies is presented in appendix 1, grouped according to 

research methodology, providing a global summary of the definitions of switching 

and the registered levels of switching. 

The people meter is a device for the electronic registration of viewing behaviour (see section 2.4 and 
4.1). 
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2.1 Terminology 
In addition to the various ways in which switching is defined, various terms are 

used to refer to this behaviour. One of the most frequently used terms for switch

ing is zapping. In a 1985 review of switching studies, Kaplan noted: 

During the past few years, a new buzzword has been inserted in our lexi

con of media jargon, and that word is - zapping. According to the learned 

sages of our industry (i.e. anyone over 40), the term originated in the old 

Buck Rogers comic strip as the written description of the sound of a "ray 

gun" made when the bad guys were being "vaporized" - or, to put it in 

another way, Buck made them disappear. (Kaplan, 1985, p. 9) 

In an article intriguingly titled "Zapping is just a new zip to an old flip", Fein-

berg defined a number of switching terms: 

Zapping: Using a TV remote to switch to another channel when a com

mercial comes on. 

Muting: A less aggressive form of zapping is muting: killing the sound by 

pressing the appropriate button on the remote. 

Zipping: Using a VCR remote to fast-forward through a commercial on a 

videotape made of a TV programme, or through a commercial on a pre

recorded videotape. 

Flipping: Using a TV remote to change from one channel to another and 

back again, regardless of whether there is a commercial in the air. This 

allows a viewer to "watch" more than one programme at a time. 

Grazing: An even more frenetic use of the remote, referring to a viewer 

sampling or watching more than two channels by flipping. Grazing in

cludes a viewer who watches all the channels by starting on a channel, say 

2, and flipping to the next channel in ascending numerical order and so on 

until all channels on the set or the cable have been sampled. Then, like a 

pianist playing a descending scale, the viewer works his or her way down. 

(Feinberg, 1989, p. 17) 

Audience behaviour during commercials is not limited to the use of the remote. 

Danaher (1995, p. 38) listed the following number of choices available to viewers 

once a commercial break starts: 
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• leave the room; 

• switch to another channel; 

• switch the set off; 

• watch the ads; 

• mute the sound; 

• read a book, newspaper, etc.; 

• talk with other people in the room, etc. 

For many authors, all of the actions listed by Danaher constitute switching be

haviour, with the exception, of course, of "watch the ads". Roper (1985, cited in 

Bozell, 1992) distinguished between three types of zapping: electronic zapping 

(switching off or switching channels), physical zapping (leave the room or stop 

watching the set) and mental zapping (pay no attention to the breaks). Other 

authors who make this distinction use the term "mechanical zapping" instead of 

"electronic zapping". An attractive but infrequently used term for mental zapping 

is "napping" (Van Zaanen, cited by Van Os, 1995a). The terms switching and 

zapping are frequently used interchangeably, and few seem to have objections to 

this practice. In this study, however, the terms switching and zapping are only 

used to refer to electronic and physical zapping as defined above. 

Authors who group mental zapping together with electronic and physical zap

ping sometimes refer to this as switching behaviour but may also use the more 

general term "advertising avoidance behaviour". However, this is not always an 

appropriate label. While much channel switching done during commercials is un

doubtedly intended to avoid commercial advertising, this does not always have to 

be the case. Switching can occur for other, positive reasons, such as the fact that 

another programme is starting on another channel. 

The effect of switching on the registered number of viewers of a commercial 

break is frequently referred to as a loss in audience ratings. In fact, as is pointed 

out in section 2.6, there are two distinct effects: a decrease in audience ratings and 

an increase in audience ratings. 

2.2 Recall surveys 

In recall surveys, questionnaires or interviews are used to examine switching be

haviour. Respondents are questioned about the way they watch television and 

about their switching habits. The assumption is made that people remember and 

can reflect on their own behaviour, hence the name recall survey. More than half 

of the studies of switching found in the survey of the literature are based on inter

views. 

Interviews can be carried out face to face or via the telephone. Both methods 

have their advantages and disadvantages, but these are not an issue here. The issue 

is rather the advantages and limitations of recall research in the study of switch

ing. All interview techniques have in common the fact that viewers are asked to es-
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timate how much switching they do. They can also be asked about other relevant 

aspects of viewing behaviour, such as the level of attention with which the televi

sion is watched or about other activities carried out while watching. In most inter

views, questions about viewing behaviour in general, and switching in particular, 

are only a relatively small part of the interview. 

The great advantage of using interviews is the possibility of relatively easily 

combining the measurement of many different aspects of audience behaviour, for 

example, in a single investigation. However, as we shall see in the following sec

tions, the simple but limited possibilities the interview offers can also create prob

lems for a precise defining and registering of switching. 

2.2.1 Differences in recall research 
There are considerable differences among the various studies in the definition of 

switching and in the questions used in the interview. It is possible to differentiate a 

number of different aspects. 

Commercial breaks or programmes 
Questions may concern viewing behaviour during programmes or during commer

cial breaks. While this is an obvious distinction, it is not always precisely clear 

which of these forms of switching is being investigated in a given study. The sur

vey of the literature focused on studies of switching during commercial breaks, so 

it is not surprising that most of the studies listed in appendix 1 are concerned with 

this form of switching. 

Normal behaviour or specific moment 
In most interviews, respondents are asked to give a general estimate of what they 

"normally" do while watching television. This form of questioning is more suscep

tible to the effects of social desirability (see section 2.2.2) than are questions con

cerning viewing behaviour or switching at a specific moment, such as the day or 

the hour before the interview. In a series of split-sample experiments, Price and 

Zaller (1993) demonstrated that respondents reported more biased and higher 

rates of media use when asked about an average or typical week than when asked 

specifically about last week. In discussing a similar study, Smit noted: 

According to Clancey (1992) average viewing is more subject to over-

estimation of actual behaviour than recent or "last time viewing". The 

reason is that "average" allows people to express an idealised view of 

themselves. In her study, a higher proportion of respondents reported that 

they, on average, switch channels more often than they actually did the 

last evening they viewed. (Smit, 1999, p. 43) 
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One method of obtaining a very specific registration of viewing behaviour is to 

ask respondents to keep a diary, as was the case in switching research carried out 

by Nielsen (1984, cited in Kaplan, 1985). 

Response categories 

In many interview studies, it is not clear how respondents interpret the available 

answer categories used in the interview (Saris, 1988). This is especially true for 

questions concerning behaviour. In some studies, for example Behaviour and Atti

tudes Ltd. (1987), Greene (1988) and Mittal (1994), response categories such as 

"frequently" or "sometimes" are used without a clear definition of precisely what 

is meant by these terms. Similarly, Kitchen and Yorke (1986) use the option 

"likely to switch" without indicating exactly what they mean by this answer. 

When a certain percentage of those questioned admit to "frequently" switching 

away during commercial breaks, it is not clear precisely to which extent switching 

away occurs. 

Relative response categories can be useful, for example, in sorting respondents 

into groups for crossing with other characteristics, or in research intended to pro

vide an initial inventory of switching. But if the aim is to establish the level of 

switching during advertising and determine the commercial consequences of this 

audience behaviour, then these relative categories are not suitable. The exact 

amount of the decrease in audience ratings during commercial breaks cannot be 

established in most of the studies based on interviews. 

In a number of interview-based studies, however, the questioning concerning 

viewing behaviour was specific enough to allow a good assessment of switching. 

These include the log book research carried out by Nielsen (1984, cited in Kaplan, 

1985) and a study by Rakshit (1990), in which interviews in 7,600 households in 

India were used to register the loss in audience ratings during 20 different pro

grammes and commercial breaks. 

Different types of viewer behaviour 

In the studies surveyed, the different types of electronic, physical and mental zap

ping are defined in various ways and combined under the cover term switching 

behaviour. Nuttall (1962, cited in Abernethy, 1990) included only people who left 

the room. In many other interview-based studies, distinctions are made between 

various forms of audience behaviour such as leaving the room during breaks, 

stopping watching during breaks, stopping paying attention to the television dur

ing breaks, or changing channels. In a number of studies, including Ehrenberg and 

Twyman (1967, cited in Abernethy, 1990), Rich, Owens and Ellenboge (1978), 

and Roper (1985, cited in Bozell, 1992), types of viewer behaviour are separately 

and explicitly indicated in the interview. Wichers (1996), for example, distin

guished four categories of viewer behaviour: switching, walking away, doing 

something else and watching all commercials. 
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Moment of switching 

A weakness in many definitions of switching in recall research is the failure to dis

tinguish the moment of switching from the break. Viewers are identified as having 

switched away, but no indication is given of the number of commercial spots they 

saw before switching away. This means that it is not possible to determine pre

cisely the decrease in the number of viewers during a commercial break. 

Registered levels 

Among the studies based on interviews, there are considerable differences in the 

levels of switching registered. Sometimes the level of switching is low, as in the 

study by Greene (1988), in which 8% "often" and 16% "sometimes" switched, 

indicating that the loss in audience ratings for a break was never more than 2 4 % . 

In a British study, Ehrenberg and Twyman (1967, cited in Abernethy, 1990) re

ported switching levels during commercial breaks of 3 0 % (20% leave the room 

and 10% stop watching). A much higher level of viewer loss was reported in a 

Canadian study by Van Rich, Owens and Ellenboge (1978): 2 2 % leave the room 

and 4 8 % stop watching. A high level was also registered in interviews carried out 

in the Netherlands by Research International (1994); here 12% of the viewers 

stated that they always zap away during advertising, 2 8 % often and 2 8 % some

times. 

There are a number of possible explanations for the disparities in the various 

outcomes in recall studies. Leaving aside possible internal causes, such as changes 

over time or cultural differences between countries, one explanation may lie in the 

differences in the definitions of switching used. In addition, the results may be af

fected by memory effects and social desirability. These effects are discussed in the 

following section. 

2.2.2 Memory effects and social desirability 

The reliability of the results of recall surveys is dependent on the reliability of re

spondents' recollection. This memory effect may not be a serious problem when 

research deals with events that are significant and that only happen once in a 

while, such as buying a car, having a baby or perhaps voting behaviour at national 

elections. However, television viewing, and especially channel switching, is a very 

frequently recurring activity that can generally be considered non-salient. It is un

likely that many people are able to observe their own viewing behaviour with the 

accuracy and objectivity needed for reliable outcomes in switching research and 

can recall it during an interview a few hours or later, perhaps even the next day. 

Recall surveys are also likely to be affected by social desirability, the tendency 

among respondents to give what they perceive to be the socially appropriate in

stead of the accurate response to questions. If switching away during commercial 

breaks can be caused by irritation, then the results of recall surveys on this be-
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haviour may be strongly influenced by the social desirability of certain answers. 

According to York and Kitchen (1985), the claim to be engaged in other activities 

during a commercial may be intended to convey the impression that the viewer is 

intelligent or that they engage in useful and productive activities during commer

cial breaks. A respondent may feel the need to come across as an assertive, clever 

viewer who can always avoid unwanted commercials. Not everyone will admit 

during an interview that they enjoy commercials once in a while, or that they are 

sometimes so lazy when watching television that they cannot be bothered to 

switch away during advertising. When irritation with television advertising is a 

frequently discussed topic, as it was in the Netherlands in 1994 and 1995, respon

dents may be especially unwilling to admit that they do not always switch away 

when they find a commercial irritating (Jongeren zeggen, 1997). 

2.3 Observational research 

The second type of research used in the studies of switching surveyed is observa

tional research, which is carried out in a laboratory or in a household setting. In 

laboratory research, television viewing is observed in a controlled environment in 

which the effect of certain factors on switching can be demonstrated by experi

mental manipulation (e.g., Olney, Holbrook & Batra, 1991). The principle advan

tage of this kind of research compared to recall surveys is that the possible effects 

of respondent memory lapses and the giving of socially desirable answers can be 

eliminated, although possible distortion resulting from socially desirability in other 

aspects of respondent behaviour remains a problem. A clear disadvantage of ob

servational research in a laboratory setting is that the observed behaviour often 

differs from "normal" viewing behaviour. This can be much less of a problem 

during observations in a home setting (e.g., Van den Berg & Rüster, 1992; Capo-

casa, Denon & Lucchi, 1985; Horsley, 1986), depending on how much the act of 

observation itself disturbs the normal viewing pattern. To overcome this problem, 

cameras were used in a number of studies to observe a household (Compagnon 

Marktforschung, 1988, cited in Media data, 1995; Allen, 1965; Anderson et al., 

1995, Bechtel et al., 1972; Bogart, 1986: all cited in Abernethy, 1990). 

Various definitions of switching behaviour are used in the studies based on ob

servational research. In a study of German households in which the television set 

was tuned to ARD or ZDF during commercial breaks, Compagnon Marktfor

schung (1988, cited in Media data, 1995) registered the percentages of all those 

present in the house who were not present in the room, those who left the room 

and those who remained in the room but engaged in other activities such as read

ing a newspaper, magazine or book, or conversing with each other. This unusually 

broad definition of switching or advertising avoidance can be summarised as "be

ing at home with the set on and not watching". In this definition, people who have 

seen a portion of an advertising break are also counted as either switchers or 

avoiders. 
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Using a definition analogous to that of audience rating in a number of countries, 

Bogart (1986, cited in Abernethy, 1990) registered the presence of a person in the 

room when the television set is on, regardless of whether or not the person was ac

tually watching the television. A more refined measurement is produced by regis

tering the actual watching of television, as in the study by Anderson et al. (1995, 

cited in Abernethy, 1990) or by registering the exact amount of time spent watch

ing commercials, as in the study by Olney, Holbrook and Batra (1991). 

As with recall survey results, the reported levels of switching or stopping 

viewing during commercials vary in the observational studies. The lowest level of 

loss is found in Bogart (1986, cited in Abernethy, 1990), who reported that 15% 

of viewers left the room during commercials. On the other hand, Steiner (1966, 

cited in Abernethy, 1990) registered 5 3 % leaving the room. In both of these stud

ies, it is not clear whether changes in the behaviour of persons remaining in the 

room with the television set were registered. Allen (1965) and Bechtel et al. (1972, 

both cited in Abernethy, 1990) reported decreases in audience ratings during 

commercials of 4 6 % and 4 0 % respectively, and Capocasa, Denon and Lucchi of 

2 0 % (1985). Compagnon Marktforschung (1988, cited in Media data, 1995), 

reported figures of 6 8 % (ARD) and 6 4 % (ZDF) for persons who did not see the 

advertising on television, although, as previously noted, in this study, everyone 

present in a household who was not watching was counted. In a study of house

holds with remote control devices, Horsley (1986) registered a 2 2 % loss in audi

ence ratings for end breaks and a 17% loss for centre breaks. 

A potential drawback of observational research is the fact that sample sizes are 

relatively small. In addition, the quantification of results may be a problem. 

2.4 People meter research 

To a certain extent, people meter research can be regarded as an ideal form of ob

servational research. Here, respondents are accustomed to the fact that their be

haviour is being registered and the observer is replaced by unobtrusive electronics 

that register viewing behaviour exactly and flawlessly at all times. The only human 

action required for the registration of this behaviour is that viewers log on (when 

they turn on the set or join others who are already watching) and off (when they 

stop watching) using the people meter's remote control. The people meter provides 

the ideal instrument for registering switching, provided panel members log on and 

off reliably. This issue and other determinants of the reliability and validity of 

people meter research are discussed in chapter 4. 

In people meter research, switching during commercial breaks can be broadly 

defined in two ways. The first of these, discussed in the following section, consists 

of counting the actual number of switches. In most people meter-based research, 

however, switching is related to its effect on ratings. The definition of these rela

tive measures is discussed from section 2.4.2 on. Examples of each type of 

switching analysis using people meter data will be discussed in detail. 

36 



Defining "switching behaviour" 

2.4.1 Counting the number of switches: length of tune 
One of the earliest analyses of switching using people meter data is the 1985 study 

by AGB, commissioned by BARB and extended with further analysis by Aitchison, 

commissioned by the IPA (AGB, 1985; Aitchison, 1985). This study focused on 

switching in 200 homes in the British people meter panel (of which 100 had a re

mote-control). The study included a special experiment in which the meter's per

sistence threshold (see also section 4.5) was set to 3 seconds instead of the usual 

15 seconds, providing an opportunity for a detailed registration and investigation 

of switches. The result of this registration was presented as the length of tune, 

which is defined as the average number of minutes viewed before any changes take 

place (switching to another channel or stopping watching). In the AGB study, 

switching was reported in two different ways: 

• the average length of tune was 35 minutes in the homes with a remote and 16 

minutes in the homes without one; 

• there was 7 0 % more switching in homes having a remote control. 

In addition to these findings, a more qualitative analysis of the switching in 9 

heavy zapping households was also carried out, based on a detailed examination 

of all logged events. The detailed qualitative analyses were not specifically con

cerned with switching during commercials, but with describing the overall 

switching during all television viewing. This kind of analysis of viewing data has 

become known as "navigation analysis". It was found that switching at the start 

and finish of viewing sessions (a session is the period from when the television is 

turned on until it is turned off) was over double the rate of switching within ses

sions. 

There is usually a burst of switching activity at the start of a viewing ses

sion and often another burst at the end, especially the last session of the 

day ... a desultory search towards the end of viewing for the day to see if 

there is anything worth watching before switching off. (Aitchison, 1985, 

p. 13) 

Ten examples were found of a switching pattern the researchers labelled "the 

butterfly syndrome", marked by switching activity lasting from 7 to 38 minutes, 

during which the viewer did not watch any single channel continuously for more 

than a few minutes. 

The conclusions to be drawn from an examination of these switching pat

terns among "butterfly" homes is that the main reason for switching is 

programme based. There are periods when none of the programmes avail

able are sufficiently interesting to hold the viewers attention and he flits 

from channel to channel in search for a programme that he considers 
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worth viewing continuously. Even when he is watching a channel consis

tently there is a tendency to keep an eye on what is going on on another 

channel by flicking over from time to time. (Aitchison, 1985, p. 15) 

In the 9 heavy zapping homes, 52 out of 76 breaks were watched uninterrupted. 

Of the 24 interruptions, 9 were the results of switches into the breaks and 3 by 

viewers coming back to the break6. 

In a later study in the United States, Cunningham (1992) registered a length of 

tune of 24 minutes in prime time, with a shorter length of tune earlier in the day 

and, in general, the shortest for young men. He also defined a second measure, the 

turnover factor, which is the number of switches per viewing household . He re

ported a turnover factor of 1.2 in prime time, with a lower factor earlier in the day 

and, in general, the highest factor for young men. In a second American study, 

Mane (1993) investigated grazing, which was defined as part of the process of de

ciding what to watch, consisting of rapid channel scanning for an effective search 

and sampling of programme content. This was operationalised based on short du

ration tuning (a length of tune of 1 to 4 minutes). When a viewer remained tuned 

for a longer length of time to one channel continuously, resulting in a longer 

length of tune, this was referred to as settling in. Mane divided viewing behaviour 

in three types: 

settling in without prior grazing: 64%; 

settling in after grazing 3 1 % ; 

grazing without settling in: 5 % . 

Other examples of people meter based research in which the number of switches 

is calculated included studies by Nielsen (1985, cited in Kaplan, 1985) and Zufry-

den, Pedrick and Sankaralingam (1993). 

An advantage in this type of research is the detailed level of description of 

switching that is possible, as is illustrated in the AGB study discussed above. One 

drawback is that the results can only be used in comparison with other results, 

without giving information on the actual level of switching. For example, the 

number of switches per day or per hour does not provide an indication of the ef

fect of viewer loss on audience ratings. The reporting of these measures is only 

useful when comparisons between them can be made. In a German study by GfK 

(MGM, 1994), a comparison of the number of switches per 60 minutes of viewing 

time was made between total prime time and advertising (2.3 versus 6.0). Other 

comparisons made include comparisons between different household types (AGB, 

1985; Aitchison, 1985) and between time periods or programme types (Nielsen, 

6 The definition of switching in this early study is not limited to the counting of the number of switches. 
In fact, the differentiation used by Aitchison is closely related to the definitions used in the current re
search, including the distinction between switching in and out, coming back and nipping in and out. 

7 The number of tuning sessions divided by the number of households tuning. 
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1985, cited in Kaplan, 1985). In table 1, various measures of switching behaviour 

in the Netherlands in three separate years are compared, showing an increase in 

the amount of switching over time. 

Table 1 Number of switches in the Netherlands 
Viewers 3+, first week of March, daily average  

1988 1992 1996 

Number of switches 4.0 7.0 9.0 
Viewing time (minutes) 124 120 120 
Length of tune 31.0 17.1 13.3 

Switches per 60 minutes 1.9 3.5 4.5 

Source: Van Meurs (1998c) 

2.4.2 Effects of switching on ratings 
The majority of switching studies examine the effect of switching on the number 

of viewers during commercial breaks. This effect can be defined by relating the 

number of viewers during these commercial breaks in some way with the number 

of viewers at the start of the break or during the surrounding programming. The 

definitions of this relationship in the various switching studies surveyed can be di

vided into seven categories: 

• difference in ratings; 

• inheritance; 

• loyalty index; 

• break flow; 

• relative loss of viewers during commercials; 

• net fraction (see section 2.4.3); 

• block factor (see section 2.4.4). 

Difference in ratings 
The difference in ratings can be defined as the difference between the audience 

ratings for the break and ratings for the programmes preceding or following it 

(Van den Berg & Rüster, 1992; McCann-Ericson, 1983, cited in McSherry, 1985), 

or as the difference in ratings between the break and the last minute of the pre

ceding programme (Billet Consultancy Ltd, 1992). This measure provides a good 

indication of whether audience ratings rise or fall in relation to the surrounding 

programming. A drawback of this measure, however, is that the absolute level of 

difference is directly dependent on the total number of viewers at that moment. A 

difference of 2 % is more dramatic by an audience rating of 4 % than by one of 

10%. When this measure is adjusted relative to the total number of viewers it is 

the equivalent of a one-sided block factor (see section 2.4.4). 
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inheritance 

Inheritance is defined as the percentage of people who watched at least a specified 
portion of the broadcast in question (standard 50%) as well as a specified portion 
of the preceding broadcast. In the Continu Kijkonderzoek (CKO), the continuous 
television audience research in the Netherlands, inheritance is calculated for all 
programmes on a daily basis. On the basis of an analysis of inheritance between 
programmes, Dronkers (1993) concluded that commercial breaks can profit from 
a high degree of inheritance between programmes. This measure was primarily de
veloped to describe the flow of viewers between programmes or time periods, but 
it is also suitable for an analysis of switching between programmes and advertis
ing. However, no examples of such an analysis were found in the literature sur
veyed. 

Loyalty index 

The loyalty index, as used in a study by IP Belgium (1994, cited in Boelé & Van 
Niekerk, 1995) and by ITV Network Centre (1993), is defined as the percentage 
of viewers of a break8 who watched the entire break. With this index, all viewers 
who have only seen a portion of the break are grouped together, regardless of 
whether they had only seen or had only missed a small fraction of that break9. 

Break flow 

Break flow is defined as the audience rating for each spot within a commercial 
break divided by the average audience rating for the break. It can be used to fol
low the change in the number of viewers during a commercial break. This meas
urement was used in studies carried out by GfK Fernsehforschung (AGF, 1997), 
Gehner (1993) and Harderwijk (1993). 

The more switching occurring directly at the end or the start of a programme, 
the greater the differences in break flow among the spots in the adjacent break. 
The break flow of the first and last spots in a break provides a good measure of 
the number of viewers switching away and switching in during a commercial 
break. Break flow is especially relevant for media purchasers when deciding 
whether to select a spot at the beginning or end of an advertising break as the pre
ferred position for placing advertising. 

Relative loss of viewers during commercials 

Frank (1984) cites two early switching studies from Nielsen and IRI-Media Serv
ices, both of which were carried out using set meters10. In both studies, switching 

In the study of IP Belgium viewers are defined as those who watched a minimum of 15 seconds of the 
break. 
This measure is related to the net fraction (see section 2.4.3), but instead of the average fraction, the 
percentage of viewers is calculated as a fraction of 1. 
A meter which electronically registers viewing and switching behaviour per television set, without 
registering the type or number of viewers watching the set. 
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was defined as the number of television sets that switched in or away in relation to 

the total number of sets tuned in during commercials. It is notable that the loss of 

sets was relatively low (2.6% en 2 .9%, respectively) in both studies. The relative 

loss of sets was so small because a very short unit of observation was used. In con

trast to the majority of switching studies, the observation unit or the percentage 

base was not the entire commercial break, but only one minute in the Nielsen 

study and 30 second commercials in the IRI-Media Services study. Additionally, in 

the latter study, only those switches occurring after the first 5 seconds of a com

mercial were counted. This made these measures very suitable for those who 

wanted to argue that viewer loss during advertising was not as bad as expected. 

2.4.3 Net fraction 
The net fraction is defined as the average portion of a broadcast seen by viewers 

who watched at least a specified portion of the broadcast (programme or time pe

riod). In the CKO, the net fraction is calculated daily for all programmes". Ottler 

(1998)12 refers to the net fraction as the "stick-value". Very closely related is the 

concept "hold factor" (ITV Network Centre, 1993), defined as the portion of a 

broadcast seen by viewers who watched the first minute of the broadcast. 

Despite differences in patterns of viewing behaviour in the various countries in 

which the net fraction is used in research on switching, the reported averages for 

this measure are very similar: 8 5 % in the United Kingdom (ITV Network Centre, 

1993), 87% in the USA (Siddarth & Chattopadhyay, 1998), 82% in Germany 

(Ottler, 1998) and 84% for the public channels in the Netherlands (Vioen, 1995). 

An exception is the very high net fraction of 94% reported by Vioen for the com

mercial channel, RTL4. The low level of switching away indicated by this high net 

fraction may be an artefact of the large number of short programmes on this 

channel, which are a result of programme-interrupting advertising13. The net frac

tion is strongly influenced by the length of the broadcast: the shorter the pro

gramme, the greater the chance that a viewer will see all of it. Broadcasts of a mi

nute have a net fraction of 100% by definition. The effect of programme length is 

a complicating factor in the use of this measure; this is illustrated in the example 

below. 

Comparing switching during programmes and breaks: an example 
One advantage of the net fraction is that it allows a comparison of switching dur-

" In the Netherlands, as a standard rule, viewers are required to have seen a minimum of 31 seconds of a 
programme before they are included in the calculation of the net fraction. 

12 Also published in Ottler and Baldauf (1997) and Ottler and Schenk (1998). 
13 At the time of the study, it was the practice in the CKO (in contrast to many other countries) to count 

segments of programmes separated by advertising as separate broadcasts. This definition of pro
gramme was a consequence of restrictions in the programme files used in the calculations during the 
time of the research. These restrictions have since been removed. 
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ing programmes with switching during commercial breaks. In March 1995, televi

sion viewers in the Netherlands watched, on average, 63% of a programme (on 

NL123 and RTL45) and 90%, on average, of a commercial break. It appears that 

less switching occurred during commercial breaks than during programmes. How

ever, commercial breaks are almost always shorter than programmes; for a more 

realistic comparison of the net fraction for commercial breaks with that of pro

grammes, a correction needs to be made for the length of broadcast. In table 2, the 

average net fractions for broadcasts are given according to the length of the 

broadcast. 

Table 2 Average net fraction by length of broadcast 
March 1995, NL123 and RTL45 

Programmes Commercials breaks 
Net fraction n Net fraction n 

1 - 5 minutes 86.3% 880 89.8% 3,314 
6 - 1 0 minutes 71.6% 661 -

11-20 minutes 66.8% 1,126 -
21-30 minutes 55.9% 1,920 -
30+ minutes 42.9% 737 -
Total 63.4% 5,324 89.8% 3,314 

Source: Intomart (1996a) 

The net fraction for programmes varies considerably with the length of the 

broadcast; the longer the broadcast, the smaller the net fraction. A relatively 

smaller portion of longer programmes was seen by viewers than is the case for 

shorter programmes. Viewers saw, on average, 4 3 % of a programme lasting half 

an hour or longer; for programmes lasting five minutes or less, the figure is 86% 

and for commercial breaks, which also last five minutes or less, 90%. From the 

data in table 2, it would appear that viewers switched away less often during 

commercial breaks than during short programmes. In order to be certain this is the 

case, it is necessary to compare the net fraction for programmes and commercial 

breaks in more detail in relation to the length of each broadcast. This can be ac

complished using a regression model in which the net fraction is explained in 

terms of the length and type of broadcast (commercial break versus programme). 

The parameters of such a model are presented in table 3. 
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Table 3 Net fraction regression model 

Breaks and programmes of five minutes long or less. March 1995, NL123 and RTL45, n = 

4,194 

B 

Length (1, 2, 3, 4 or 5 minutes) 

Advertising breaks (1 = break, 0 = programme) 

Constant 

R2 

-5.70 -0.71 
-0.79 -0.03 

05.53 
49.97 

Source: Intomart (1996a) 

In this example, broadcasts of five minutes long or less were chosen for analysis. 

In addition to all commercial breaks, this includes such programmes as short news 

programmes, weather reports, previews, video clips, a great many children's pro

grammes such as cartoons and animated features, and short broadcasts for chari

ties. From the model, it can be seen that for short broadcasts there is a strong rela

tionship between net fraction and length. The net fraction decreases 5.7 percentage 

points for each minute of a broadcast. After correcting for differences in length, 

there was slightly more switching away during commercial breaks than during 

programmes. However, the net fraction for blocks is only 0.8 percentage points 

lower than that for programmes. This difference is so small that it can be con

cluded that only slightly less switching away occurred during commercial breaks 

than during programmes of comparable length. 

2.4.4 Block factors 

The block factor can be defined as the relative loss of viewers during a commercial 

break when compared to the surrounding programming. It can be calculated as 

the audience rating of the break relative to the audience rating of the programmes 

preceding and/or following it. A distinction can be made between one-sided and 

two-sided block factors. 

In a one-sided block factor, the audience rating of the break is related to that of 

the programming preceding or following the break. In the studies by Percy and 

Co. (1988, cited in Danaher, 1995; Kneale, 1988; Nakra, 1991), the Network 

Television Association (1992, cited in Danaher, 1995) and Danaher (1995), the 

block factor was determined on the basis of the audience rating for the commercial 

break and the programme preceding it. A variant on this, a block factor based on 

the audience rating of the break and that of the second minute before the start of 

the break, was used in the studies by Breemhaar (1992) and Van der Laar and 

Breemhaar (1991). A drawback of the one-sided block factor is that the flow in 

audience rating is only measured in relation to the preceding programme. For ex

ample, it cannot account for a strong increase in audience rating during a break 

preceding a major sports event. Because of decreasing ratings, a one-sided block 
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factor will usually be lower for a late evening programme than a two-sided block 
factor, which takes into account the audience ratings of the programme following 
the break as well as the programme preceding it. 

Figure 4 Calculation of a two-sided block facto for a commercial break with three different 
ratings 

If rating = 10% 
block factor = 143% 

If rating = 10% 
block factor = 143% 

Rating 8% 

Following programme 

If rating = 7% 
block factor = 100% 

Rating 8% 

Following programme 

Rating 6% 

Preceding programme 

If rating = 7% 
block factor = 100% 

Rating 8% 

Following programme 

Rating 6% 

Preceding programme 

If rating = 4% 
block factor = 57% 

Break 

Rating 8% 

Following programme 

Two-sided block factors, as illustrated in figure 4, are defined by the following 
formula: 

b f = 2 * r b / ( r p + rf) 

where 

bf : the block factor; 

the rating of the commercial break; 

the rating of the preceding programme; 

the rating of the following programme. 

The two-sided block factor is used in Dutch studies by Van den Berg and Rüster 

(1992), Oomens, Roest and Vaessen (1993), Van Meurs (1995), and in the Ger

man study by Sat.l SatellitenFernsehen GmbH (1997). Unless otherwise stated, the 

block factors referred to in this study are two-sided. 

The block factor is an easy to use measurement of the net loss of viewers during 

a commercial break. It can be used to compare channels or break types, or to fol

low viewer loss during commercial breaks. Changes in the block factor since 1990 

for all Dutch channels14 are shown in table 4, with totals for all breaks, end breaks 

and centre breaks. The block factor for centre breaks, which interrupt program

ming, is clearly higher than that of breaks that are placed between two different 

programmes. The level of the block factor does not remain constant, but drops 

NL123, RTL45, Veronica, SBS6, KinderNet, The Music Factor»; Cartoon Netivork, TV10/FOX, Net5 
and Sport7. The start date of each channel is given in appendix 2. 
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from almost 8 8 % in 1992 to just under 85% in 1993. The increase in viewers loss 

during this period was especially evident on the public channels NL123. From 

1995 (when this research was carried out) on, block factors have shown a rise for 

all channels and type of breaks. 

Table 4 Block factor Dutch channels 
Persons 6+, January-March 

All Dutch channels NL123 
All breaks End Centre End 

RTL45+Veronica 
End Centre 

1990 87.7% 86.9% 96.5% 84.5% 93.7% 96.5% 
1992 87.6% 86.5% 95.8% 81.7% 91.0% 95.9% 
1993 84.8% 82.8% 94.9% 77.8% 90.6% 95.5% 
1994 84.5% 80.6% 95.0% 77.2% 87.4% 95.3% 
1995 85.1% 82.4% 93.4% 78.7% 86.8% 93.5% 
1996 87.4% 84.8% 92.2% 80.9% 88.7% 92.3% 
1997 88.8% 85.9% 93.9% 84.8% 88.8% 94.2% 
1998 89.1% 85.9% 93.9% 83.5% 89.8% 94.5% 
1999 89.0% 85.2% 94.1% 81.4% 91.2% 94.3% 

Because of its simplicity, the block factor is a useful measure of the effect of 

switching during commercial breaks. An additional practical advantage is that the 

block factor can be calculated per target group on the basis of the audience ratings 

for programmes and breaks, data which is usually readily available11. The often 

complex calculations at the respondent level are not necessary for the calculation 

of the block factor. This makes the block factor a very useful measure for exam

ining the effect of switching during commercial breaks. For example, it can be ap

plied in automated models for forecasting the ratings of commercial breaks (e.g., 

Van Meurs, 1994). 

Despite its advantages, the block factor was not an appropriate measurement for 

use in this study of switching during commercial breaks. This is because the block 

factor does not allow for a distinction to be made between switching in and 

switching away. A definition of switching suitable for this study will be discussed 

When ratings are low, the block factor of individual breaks can reach very high levels. Distortion of 
the average value of block factors by these extreme values can be prevented by weighting the breaks by 
their rating. This method is used in table 4. An alternative is to ignore the block factor when the rat
ings of the programmes before and after a break add up to less than 0.1%, and by applying a maxi
mum of 400% for the block factor. The following recommendations can be made for the calculation of 
block factors: 

ignore "continuity" between programmes and commercial breaks, such as programme schedule 
information or other general announcements, fragments of music, clocks, et cetera; 
do not calculate the block factor if the continuity exceeds 10 minutes; 
do not calculate the block factor if no programme is broadcast within 10 minutes before or after the 
commercial break. 
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in section 2.6. First, however, two special types of switching research are exam

ined in the following section. 

2.5 Other types of switching research 
Two types of studies of switching behaviour differ radically from those examined 

in the previous sections. The first of these involves research that makes use of an 

unusual data set, here referred to as "external data sources". The second concerns 

research into a form of advertising avoidance that is closely related to switching, 

namely, fast forward winding during the viewing of a video tape. 

2.5.1 External data sources 
A very remarkable category of switching research involves research that is not 

based on interviews with or observations of viewers, but which relates viewer loss 

during commercial breaks to external data, such as the use of water or electricity. 

Following television broadcasts of major public events, such as the finals of the 

football World Cup, reports regularly emerge of marked increases in water, elec

tricity and telephone use after each game half. The flow of viewers can be derived 

from such measures in much the same way as from graphs of audience ratings. A 

sharp fall in the number of viewers during commercial breaks following each game 

half is often observed, coinciding with an increase in water, electricity and tele

phone use. These studies are interesting because they form an objectively measur

able alternative confirmation for the results of people meter research. 

Comparisons of water, electricity and telephone use with people meter results 

seldom appear in the literature. Nakra (1991, p. 217) cites two American refer

ences of the so-called "flush-factor", respectively: 

In 1952 the water commissioner in Toledo, Ohio, noticed whenever "I 

Love Lucy" was shown on the city's only television channel, each adver

tising break was marked by a huge drop in water pressure as thousands of 

toilets flushed at once (Kneale, 1988) More than 25 years later during 

the telecast of a blockbuster programme - a mini-series "Roots", the first 

showing of "The Godfather" or "Jaws" - water consumption would fluc

tuate dramatically to coincide with commercial breaks (Whalan, 1986). 

Another example of this type of research is a study by Bunn (1982), in which he 

presented a model for deriving a decrease in the number of television viewers be

tween programmes and commercial breaks based on electricity use. One advantage 

of this kind of research method is that it provides an alternative form of confirma

tion of people meter research findings concerning the start and end of television 

viewing and as well as a control for panel members' logging on and off by panel 

members. However, studies such as Bunn's analysis of electricity do not provide 
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information on switching between channels; in these instances switchers remain 

watching television and there is no increase in the use of utilities. With the increase 

in the number of channels, programming on any single channel will have less and 

less of an effect and this effect will only be discernible in special circumstances. 

2.5.2 Zipping 
One type of switching research frequently found in the literature is that dealing 

with "zipping" or fast forwarding through advertising. Of the 94 different 

switching studies listed in appendix 1, ten are studies of zipping. They involve re

search using diaries, interviews and observation. 

Watching a video tape recording of a programme recorded earlier gives the 

viewer the freedom to stop the tape in the middle of the recording, to rewind and 

to fast forward through certain segments. Zipping through advertising can be con

sidered a form of switching and research on it can provide information on the ex

tent of which advertising is considered a disrupting element during television 

viewing. After all, a person viewing a video recording who objects to advertising 

has the ability to avoid commercials with a minimum of effort. 

Most of the research on zipping was carried out in the late 80s and early 90s, 

when the video recorder was winning a place in the living room. The producers of 

advertising saw the video recorder as a threat. They expected that soon most tele

vision viewers would no longer watch television in real time, but would primarily 

watch programmes via the video recorder at a time more convenient for them 

(time shifting). It was further expected that during this delayed viewing, viewers 

would zip through the blocks of advertising en masse. 

It has since become evident that the influence of the video recorder on viewing 

behaviour has remained marginal. In the CKO, audience behaviour during the 

viewing of video recordings is registered separately. It has been found that house

holds with a video recorder spend, on average, 7% of their viewing time watching 

their video16. When playing video tapes, about 7 0 % of this time is spent watching 

broadcasts that were recorded on the same video recorder, and the rest is spent 

watching pre-recorded tapes which, in general, contain no advertising other than 

previews of other films. 

It would appear from the various studies of zipping that the average video 

viewer fast forwards through approximately two-thirds of the recorded advertis

ing, watching only a third (see appendix 1). From this, it can be concluded that, 

In the period January-March 1995. 
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given the choice, television viewers would prefer to skip advertising when watch
ing television1 . 

2.6 Choosing a definition of switching 

Because of the many possibilities of defining switching behaviour and the differ

ences between the various definitions, it was necessary to make careful choices 

when defining and operationalising switching for this study. Various internal as

pects of the definition and operationalisation are discussed in this section; they are 

described in greater detail in appendix 3. 

Electronic and physical zapping 

In this study, the distinction between electronic zapping (switching away) and 

physical zapping (walking away, see also section 2.1) is not relevant because both 

types of switching will have the same influence on the audience ratings of com

mercial breaks, assuming panel members correctly log on and off (the reliability of 

logging on and off by panel members in the CKO is discussed in detail in section 

4.6.1). 

Distinguishing between switching away and switching in 

As discussed in section 1.1, in defining switching for the purposes of this study, a 

distinction is made between switching away(and/or stopping viewing) and switch

ing in (and/or starting viewing) during commercial breaks. Switching away may be 

caused and influenced by completely different factors than those that affect 

switching in. This study seeks to provide explanations for both types of switching, 

and to make recommendations to discourage switching away and stimulate 

switching in to commercial breaks. Consequently, two distinct switching variables 

must be defined: the decrease in audience ratings and the increase in audience rat

ings. 

Rates of increase and decrease 

In determining the net gain or loss of viewers during a commercial break, it is im

portant to note whether viewers zap away at the start of a break or just before the 

end of the break. In fact, the decrease and increase in audience ratings are prod

ucts of two movements: the number of persons switching and the moment during 

the break when this switching occurs. These two movements can be influenced by 

Two studies, Gilmore and Secunda (1993) and Metzger (1986), argue that zipping does not reduce the 
effectiveness of television advertising. They argue that vieivers pay increased attention to the visual 
aspects of commercials during zipping in order to avoid fast winding too far forward. They claim this 
actually increases the effectiveness of commercials. The sound portion of an ad is lost during zipping 
but, depending on the quality of the video recorder, the visual images are clearly recognisable. 
However, other studies indicate that the recall and recognition of commercials strongly declines with 
zipping (Abernethy, 1990). 
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different factors and are defined separately. In addition to the two major meas

ures, the increase and the decrease in ratings, four other switching measures are 

calculated in this study. These are: 

the decrease in viewers; 

the rate of decrease; 

the increase in viewers; 

the rate of increase. 

Definitions of these measures are given in appendix 3. The rates of decrease and 

increase can be used to determine in what part of the break the loss or gain of 

viewers from switching occurs. 

Nipping in and out 

The behaviour of viewers who nip in and then out during a commercial break falls 

outside the parameters of the two switching measures. Although the behaviour of 

these "hit and run" viewers might be expected to have a positive effect on the rat

ings of the commercial break, the effect proved to be marginal (see section 5.3). 

Basis for the decline 

A point two minutes before the start of the break was chosen as the basis for the 

decline. At this point in many programmes it becomes apparent that the pro

gramme is drawing to a close. This may be indicated by the leave-taking rituals in 

game shows, by the end titles of a film or a series, et cetera. When viewers become 

aware that the programme is about to end, they may start looking for another 

programme. Consequently, switching that takes place during the last two minutes 

of a programme will be considered as switching away from the commercial break 

following that programme18. 

People meter data 

The decision was made to base this study on data from the CKO people meter re

search. While this research method provides a high degree of validity and offers 

many possibilities of analysis of the results, there are also limitations this research 

method that affect the operationalisation of switching behaviour. Tying this re

search to the results of the meter research meant that it was not possible to incor

porate differences in attention levels during viewing. The registration of switching 

on or off of the volume ("muting"), also a form of behaviour possibly intended to 

avoid advertising, was not technically possible1 '. An overview of some of the tech

nical limitations of the audience research that are relevant to the definition of 

switching behaviour is presented in section 4 .1 . 

The switching between the end of a programme and the beginning of the following break is examined 
in detail in the study of ITV Network Centre (1993). 
Recent research (Smit, 1999) indicates that this kind of advertisement avoidance is seldom used. 
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3 Explanatory 
variables: hypotheses 
The purpose of this study is to determine the factors responsible for the leakage 

and influx of viewers during commercial breaks (see section 1.1). For this research 

an inventory of variables used to account for switching was developed, based on a 

review of the research literature20. In addition, several new variables are defined 

whose effect on switching has not previously been investigated. The explanatory 

variables are presented in this chapter, grouped in the following categories: 

• placement of the break; 

• channel programming; 

• programming on the other channels; 

• the audience; 

• content of the break. 

The research hypotheses used in this study are also formulated in this chapter. 

These hypotheses deal with the expected effect of the explanatory variables on 

switching during commercial breaks. In this chapter, reference is generally made to 

switching without distinguishing between switching away and switching in during 

commercial breaks. This distinction is only made in hypotheses when relevant. If a 

variable is expected to affect only one of the two forms of switching, then only this 

effect is expressed in the hypothesis; no reference is made to the absence of an ef

fect on the other form of switching. Hypotheses have been formulated only for 

those variables that could be included in the research. All the hypotheses are 

summarised in section 3.6. 

For all hypotheses, it is assumed that the formulated effects refer to a causal re

lationship with the amount of switching. In contrast to most previous studies, in 

this study multivariate analysis is used to control for possible spurious relation

ships with other variables. This is illustrated in the following discussion about the 

effects of the time of day on switching behaviour in relation to programming. 

The decision to watch a commercial break or to switch away can vary through

out the day. Viewers of the morning news programme on a particular channel may 

find the commercial breaks in and around it difficult to avoid. In the afternoon, 

television is dominated by light programming, and the most popular programmes 

20 In selecting the articles referred to in this chapter, preference was given to studies dealing with 
switching behaviour during commercial breaks that are recent, based on people meter data, concerning 
the Netherlands and/or using multivariate analysis. An overview of these 31 "key studies" referred to 
is provided in appendix 1. This list also includes a number of relevant studies carried out and/or pub
lished after this study was completed. 
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have a magazine format. Watching these programmes is like flipping through a 

pile of magazines, and it is easy to switch away during the commercial breaks that 

interrupt them. During prime time, all channels are on the air, offering viewers 

many choices. Commercial breaks offer the viewer the chance to start switching to 

see what is on other channels. 

Any of these factors can influence switching during commercial breaks. How

ever, none of the possible effects mentioned above are specifically linked to the 

time of day, but to the type of programming, and should not be attributed to the 

time of the day. As with all the explanatory variables, in formulating a hypothesis 

on the effect of time of day on switching, it is necessary to bear in mind that the 

effect of other variables, such as programming, will be controlled by testing the 

presumed causal relationship. The relationship assumed in the hypotheses and 

then tested deals only with a direct effect from the variable on switching, filtered 

of all the other effects in the model. Hypotheses for the direct relationship of time 

of day and programming characteristics to switching are discussed in section 3.1.1 

and 3.2.3, respectively. 

3.1 Placement of the break 
The placement characteristics of a commercial break form the first set of explana

tory variables will be discussed in this chapter. The sales houses for advertising 

time in the Netherlands determine broadcast times for commercial breaks in con

sultation with television channels. Media agencies then select blocks in which to 

place their commercials. Placement characteristics can be separated into time of 

day, day of the week, and placement in programmes or between them. 

3.1.1 Time of day 
The direct effects of time of day on switching are linked to the rhythm of the day. 

For instance, in the early morning people may find commercials more annoying, 

and late at night, people may wait for a break until they switch off the set and go 

to bed. The expected direct effects of time of day on switching are that audience 

loss during commercial breaks will be higher in the morning and late at night than 

at other times of the day. 

Most studies surveying the relationship between switching and time of day indi

cated that more switching occurs in the evening. However, the results of three 

studies differed with this finding. McSherry (1985) reported finding channel 

switching to be least prevalent during prime time. Contrary to expectation, Vioen 

(1995) found that switching did not occur more often during prime time. Horsley 

(1986) found that switching occurred less often between 19.00 and 22.00 hrs. An 

explanation for the increase in switching after 22.00 hrs., Horsley suggested, was 

that viewers became bored around this time and began switching. Despite the di

vergent findings in these three studies, there is considerable evidence for an in

crease in switching in the evening. 
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The moment in time when switching increases (and decreases) varies by country. 

In Italy switching increases after 21.30 hrs. (Capocasa, Denon & Lucchi, 1985), 

while in Spain there appears to be an increase in switching after the morning hours 

(Asociación Espanola de Anunciantes, 1995). These divergent results can perhaps 

be explained by differences in viewing patterns. Due, in part, to differences in daily 

routines and channel programming, patterns of television viewing in Southern 

European countries are very different from those in western European countries 

(IP, 1996). 

The results of research in the Netherlands and Belgium are fairly consistent. 

Dronkers (1993) found an increase in switching after 17.00 hrs. In the studies by 

Van Meurs (1995), Van den Berg and Rüster (1992) and Oomens, Roest and 

Vaessen (1993), an increase in switching was reported for the period after 18.00 

hrs. 

Hypothesis 1 

There will be more switching away during a commercial break in the morning and 

late at night than during breaks at other times of the day. 

3.1.2 Part of the week 

Leisure activity during the weekend is generally different from that during the rest 

of week, and this may have an effect on switching. Only four of the studies sur

veyed include the placement characteristic "part of the week" in the set of ex

planatory variables. Two of these studies divided the week into two parts and dis

tinguished between weekend and weekdays. In their study, Billet Consultancy Ltd. 

(1992) found an increase in switching during commercial breaks in the weekend. 

Furthermore, they reported a greater increase for commercial breaks between pro

grammes than for breaks during a programme (see section 3.1.3 below). The 

Dutch researchers Oomens, Roest and Vaessen (1993) divided the week into seven 

days. They reported that the greatest amount of switching occurs on Saturday. 

Horsley (1986) found no direct effect from the factor "part of the week" on 

switching in the UK21. In a German GfK-study (AGF, 1997) no effect on switching 

was found for the day of the week. 

Hypothesis 2 

There will be more switching during commercial breaks in the weekend than dur
ing the week. 

Horsley only found an effect after bringing this variable into relation to the variable "sex ". Men switch 
more often in the weekend than during the rest of the week, while women switch more often on week
days than at the weekend. As an explanation for this result, Horsley noted that women watch more 
television during the week and that they then control the remote control during this viewing. Men are 
more often at work during the week and are more likely to control the remote control in the weekend. 
This intervening effect was not included in this study. 
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3.1.3 Breaks between programmes and programme categories 
Commercial breaks occurring during a programme (centre breaks) may be more 

irritating than breaks placed between different programmes (shoulder or end 

breaks), but there may be less switching away if the break interrupts an interesting 

story line. On the other hand, the amount of new viewers coming in to a break can 

be expected to be less during centre breaks. In the studies that deal with the causal 

effect of the placement of commercial breaks on switching, it is generally agreed 

that significantly more switching occurs during end breaks than during centre 

breaks. This difference varies in the studies from 7% (Horsley, 1986) to more than 

2 0 % (ITV Network Centre, 1993). Behaviour and Attitudes Ltd. (1987) and 

Kitchen and Yorke (1986) both reported finding that the difference between the 

amount of switching during end breaks and centre breaks is even greater for view

ers who use a remote control. The largest difference was reported by ITV Network 

Centre (1993); this finding reflects the small amount of switching registered during 

centre breaks. According to this study, 9 3 % of viewers did not switch away, but 

watched the entire commercial break. Van den Berg and Rüster (1992) examined 

the difference in switching between commercial breaks during a programme and 

the breaks that occur between a review of previous episodes and the new episode 

of a series. Here, also, there was significantly less switching during commercial 

breaks in the programme. Apparently, the eagerness not to miss anything of the 

scene following the break is often more pressing than the eventual urge to switch 

away during the advertising. 

Breaks can also be placed between two programmes of the same type. In this 

case an effect on switching similar to that of centre breaks can be expected. 

Dronkers (1993) and Van Meurs (1995) found that relatively little switching oc

curred during commercial breaks broadcast between two programmes belonging 

to the same programme category. 

Hypothesis 3 

There will be more switching during end breaks than during centre breaks. 

Hypothesis 4 

There will be more switching during a break between two programmes belonging 

to different programme categories than during a break between two programmes 

in the same programme category. 

3.1.4 Time elapsed since previous break on the channel 

The number of viewers switching away during a break may be related to the 

amount of time elapsed since the previous break on the channel. The faster com

mercial breaks follow each other, the more irritated the viewer may become. This 

characteristic of programming and commercial break placement has not been in-

54 



Explanatory variables: hypotheses 

eluded in previous switching research. The amount of time elapsed since the previ

ous break on the channel is linked to two other kinds of variables included in the 

current study. The first of these is the length of the programme preceding and fol

lowing the break; this is discussed in section 3.2.2. The shorter the length of a 

programme, the greater the chance of a commercial break preceding or following 

the programme. This factor is related to the overload variables. Many breaks in 

short succession may create a feeling of overload with the viewers similar to that 

linked to campaigns as discussed in section 3.5.8. 

Hypothesis 5 

There will be less switching away during a break when a long time has elapsed 

since the previous break on the channel than when a short time has elapsed since 

the previous break on the channel. 

3.2 Channel programming 

The characteristics of the programming on the channel preceding and following a 

commercial break can be expected to affect switching during the break. In building 

a programme schedule, channels operators can manipulate some programming 

characteristics, such as the length of the continuity pause between a programme 

and the following break. Other aspects of the schedule, such as the length and con

tent of purchased series or programmes, cannot be directly manipulated. A better 

understanding of switching behaviour may enable channel managers and other 

persons or agencies responsible for programming to combine available material in 

an optimal schedule designed for the highest possible audience ratings, as well as 

the lowest level of audience loss during blocks advertising. 

An awareness of the effect of programming on switching is also relevant for me

dia planners. While they may not have all of the details of a programme schedule 

when planning a campaign (the length of the continuity pause between a pro

gramme and a break, for example, is not known until the day of the broadcast it

self), information about many programming characteristics that could have a deci

sive effect on switching during advertising can be obtained beforehand. 

3.2.1 Channel characteristics 

Differences between channels may have an effect on the amount of switching dur

ing the breaks. Of the six studies that deal with the effect of channel type on 

switching, five were carried out in the Netherlands. In the Netherlands, program

ming on the three public channels (Nederland 1, 2 and 3) is provided by various 

broadcasting organisations (see also section 3.2.7). In the Dutch studies, an effect 

on switching was found for differences between broadcasting organisations as well 

as differences between channels. 

In an Italian study, Capocasa, Denon and Lucchi (1985) reported no relation-
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ship between channel type and switching during commercial breaks. Similar re

sults were reported by Research International (1994). Regarding the Dutch public-

broadcasting organisations, Dronkers (1993) found that switching occurred most 

often during commercial breaks on Nederland 2 and least often on Nederland 3. 

Van Meurs (1995), Oomens, Roest and Vaessen (1993) and Vioen (1995) reported 

finding more switching occurring during commercial breaks on the public chan

nels than during breaks on the commercial channels. This finding may be ex

plained by the fact that shifts in the target groups between two consecutive pro

grammes more often occur on the public channels. The percentage of the audience 

of the preceding programme retained by the commercial break may decline as a 

result. The effect of a change in target group on switching is discussed in section 

3.2.2 below. 

The effects of many of the channel characteristics on switching are not autono

mous effects, but related to other explanatory variables, such as the programme 

schedule, the viewer profile, the amount of commercials, the duration of the break, 

the existence of centre breaks et cetera. These channel-related factors will be dis

cussed separately below. Autonomous channel effects can only be expected in 

cases where channels have a very special and narrowly defined format, such as 

MTV. This is not the case for the five channels included in this study. They may 

all have their own style, but all five have programming consisting of traditional 

material of various genres and are, generally speaking, aimed at a broad audience. 

For this reason differences between channels have not been included as separate 

explanatory variables in this study. 

3.2.2 Programme length 

The lengths of the programmes preceding and following a commercial break are 

likely to affect the amount of switching during the break. The longer the pro

gramme preceding a break lasts, the more likely it becomes that television viewers 

will take a break instead of watching one. An increase in switching can be ex

pected before a long programme as viewers check out what is being shown on 

other channels, before deciding to commit themselves to watching this pro

gramme. 

The length of the programme preceding a commercial break was tested as an 

explanatory factor in six of the studies surveyed. Of these, only Billet Consultancy 

Ltd. (1992) reported finding no effect. According to the remaining five studies", it 

was generally the case that the longer the programme, the more switching occur

ring during the following commercial break. In their study, Oomens, Roest and 

Vaessen (1993) reported a "critical limit" for programme length. An increase in 

switching can be expected in commercial breaks that follow a programme that 

'- These are Van den Berg and Rüster (1992), Dronkers (1993), Van Meurs (1995), Oomens, Roest and 
Vaessen (1995) and Vioen (1995). 
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runs longer than 20 minutes, with more switching as the length of the programme 

increases further. They noted that these results are particularly relevant for com

mercial breaks on the public channels. Because of the absence of commercial inter

ruptions during programmes, programmes on the public channels are longer than 

programmes on the commercial channels21. 

Hypothesis 6 

There will be more switching during a commercial break following or preceding a 

long programme than during a break following or preceding a short programme. 

3.2.3 Programme category 

The types of programmes broadcast preceding and following a commercial break 

are likely to have an effect on the viewing behaviour of the audience of the break. 

Every programme category attracts a specific kind of audience. These can differ in 

social demographic characteristics and each may have specific viewing habits, in

cluding switching. Certain types of programmes could also attract viewers who are 

in a specific mood, or who are put in to that mood by the programme. Viewers of 

a "slow" programme which produces a passive mood with its viewers may be less 

likely to switch channels than they would be after watching an informative pro

gramme that stimulates decisive behaviour, also with regard to channel selection. 

Each of the fourteen studies that tested this variable as an explanation for 

switching during commercial breaks used a different set of programme categories. 

Nonetheless, some common results can be drawn from these studies. Switching oc

curs least often during commercial breaks placed before news programmes and 

those interrupting a film. Oomens, Roest and Vaessen (1993) reported more 

switching in commercial breaks following a film. However, this is likely to be a re

sult of the length of the film; after one and a half to two hours of film, viewers not 

only frequently switch channels, they also frequently turn the television off. In this 

study, programme length is treated as a separate variable (see section 3.2.2). Fi

nally, it was found that switching occurs most often during commercial breaks 

preceding, following or during sports programmes, soaps, series and quiz pro

grammes. 

The last set of finding has been challenged in two recent German studies. Ottler 

(1998) reported less switching during breaks that interrupt sports programmes, se

ries and magazines and major amusement programmes. In a study by the German 

channel Sat.l (1997), less switching occurred during soccer broadcasts and series 

they themselves produced. 

At the time of the study, it is the practice in the CKO (in contrast to many other countries) to count the 
length of programme segments divided by advertising separately (see also footnote 13 on page 41). 
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Hypothesis 7 

There will be less switching during a break preceding or following news and in

formation programmes and more switching during a break preceding or following 

drama, amusement and sports programmes. 

3.2.4 Series 

In addition to length and programme type, a third programme characteristic that 

may affect switching during adjacent commercial breaks is a programme's "epi

sodic structure". The narrative structure of serials, especially soaps, whose princi

ple story lines are played out over several episodes, is likely to affect the viewing 

behaviour of its audience, captivating it with an ongoing story line. Viewers who 

are glued to the screen will not want to switch away to another channel shortly be

fore such a programme begins or recommences. This effect is not limited to centre 

breaks, but may occur during end breaks preceding and following a programme. 

Short summaries of the pervious episodes of a series are often broadcast preceding 

the beginning of a series, and an episode may be followed by a preview of the 

coming episode. Faithful viewers of the series will not want to miss these short 

segments either. Commercial breaks are programmed between these segments24. 

Only one of the studies surveyed deals with episodic structure as an explanatory 

variable. In a Dutch study, Van den Berg and Rüster (1992) found that less 

switching occurred during commercial breaks following programmes that have an 

episodic structure or are part of a series. In contrast, more switching occurred 

during commercial breaks preceding these kinds of programmes. Their general 

conclusion was that less switching away occurs during commercial breaks adjacent 

to programmes broadcast daily than during breaks adjacent to programmes with a 

lower broadcast frequency. 

Hypothesis 8 

There will be less switching during a break preceding or following a programme 
with an episodic character than during a break preceding or following other kinds 
of programmes. 

3.2.5 Programme appreciation 

If viewers enjoy watching a programme, this may have an effect on their switching 

behaviour during adjacent commercial breaks. Based on the assumption that pro

grammes that are highly appreciated attract a selective audience, it could be ex

pected that a high appreciation score is associated with a high level of switching. 

Dronkers (1993) is the only study found to have tested the influence of viewers' 

evaluation of programmes on switching behaviour during adjacent commercial 

The short summaries and previews are not coded as separate programmes, so that the intervening 
blocks are not coded as centre breaks but as end breaks. 
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breaks. He concluded that higher appreciation scores do not result in less switch
ing. 

Hypothesis 9 

There will be more switching during a break preceding or following a programme 
with a high appreciation score than during a break preceding or following a pro
gramme with a low appreciation score. 

3.2.6 Non-programme items 

Channels can schedule non-programme items between the actual end of a pro

gramme and the start of the following commercial break. This material is gener

ally referred to as "continuity", although the terms "punctuation" (ITV Network 

Centre, 1993) and "clutter"2'' are sometimes used as well. It can include such items 

as announcer's messages, programme schedule information, previews of upcoming 

programmes or channel calls. The greater the amount of continuity broadcast be

tween the end of a programme and the beginning of following commercial break, 

the greater the risk of losing viewers who want to avoid the break or who consider 

the continuity itself as an unwanted break. Long continuity following a break can 

catch new viewers who tune in for the following programme but avoid seeing any 

part of the preceding break. 

The British channel ITV defined "non-programme editorial" as all material 

broadcast that is neither programme nor commercial (ITV Network Centre, 

1993). They found no effect from this on switching during commercial breaks. In 

contrast, Van Meurs (1995) reports a significant positive effect on switching from 

continuity preceding and following a commercial break. More switching occurs 

when "fill-in" (for example, a schedule overview or an announcer) is broadcast for 

a minute or longer between a commercial break and the adjacent programming 

than when there is an uninterrupted changeover between programmes and adver

tising. 

Hypothesis 10 

There will be more switching away during a commercial break preceded by 

non-programme material than during a break without non-programme material 

preceding it. There will be less switching in during a commercial break followed by 

non-programme items than during a break without non-programme items following 
it. 

There is some confusion about the use of the term "clutter" in the literature. It is sometimes used to 
refer to programme promos within a commercial block (see section 3.5.4), but it may also be used to 
refer to a large amount of advertising on television, "too many commercial messages lumped together 
in a block" (Read, 1993). 
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3.2.7 Shifts in broadcasting organisation 
Programming on the three Dutch public channels is provided by various broad
casting organisations2'1. They provide different types of programmes usually aimed 
at attracting a specific audience. On any given night several broadcasting organi
sations may alternate on a single public channel. In particular, the change that 
takes place on Nederland 2 between the narrowly focused Christian broadcasting 
organisation EO and the TROS, whose programming is popular in style and is 
aimed at a broad audience, is often cited as a moment at which large audience 
shifts take place. The resulting shifts in types of programmes and/or types of audi
ences may have an effect on switching in the intervening commercial breaks. 

In a previous study, Van Meurs (1995) examined the effect of shifts in broad
casting organisations on switching. An unexpected and not directly explainable 
positive effect of broadcasting organisation changes on the switching during com
mercial breaks was found. Despite this outcome, the hypothesis has been formu
lated in the theoretically predicted direction. 

Hypothesis 11 
There will be more switching during a commercial break between two pro
grammes from different broadcast organisations than during a break between two 
programmes of the same broadcasting organisation. 

3.2.8 Shifts in audience profile 
In addition to the shifts in broadcasting organisation discussed in the previous sec
tion, it seems reasonable to expect that switching during commercial breaks will 
also be influenced by more general shifts in the viewer profiles of the programmes 
preceding and following the break. For example, a large influx and outflow of 
viewers could be expected during a commercial break between a programme with 
predominantly young viewers and one intended for an older audience. 

In the only study dealing with this factor, Van Meurs (1995) reported a signifi
cant effect for changes in audience profile with respect to the variables sex, age 
and social class. A major shift in audience profile of programmes preceding and 
following a commercial break resulted in a drop in audience rating for that break. 

Hypothesis 12 
There will be more switching during a break between programmes with differing 
audience profiles than during a break between programmes with similar audience 
profiles. 

A general description of the Dutch broadcasting system, the broadcasting organisations and their 
history is found in Van der Haak and Van Snippenburg (1998). Hendriksen (1998) provides a brief 
history of the Dutch broadcasting organisations. 
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3.3 Programming on the other channels 
Programming on other channels that is broadcast at the same time as a commer

cial break may have an effect on switching during that break. In theory, sales 

houses such as STER and IP, that deal with more than one channel, are in a posi

tion to adjust the programming on their various channels to take advantage of the 

potential effect of programming opposite a break on switching during their com

mercial breaks. Single channel operators are not able to do this, but they can ad

just their programming in line with programming on the other channels. Media 

buyers also need to take programming on other channels into consideration when 

selecting a commercial break and be aware of the effect of this programming on 

switching in the breaks they choose. 

In addition to variables included in previous research, several new variables that 

deal with programming on other channels have been defined in this study; their ef

fect on switching does not appear to have been investigated previously. These are: 

• number of programmes ending on other channels during a commercial break; 

• the size of the audience of these programmes; 

• amount of commercial time on the other channels; 

• the size of the audience of these breaks. 

3.3.1 Combined ratings and market share 
Commercial breaks are vulnerable moments for keeping an audience. There is less 

danger of losing viewers when there is not much to see on the other channels, but 

popular programmes on other channels are likely to lure viewers away. In an ear

lier study (Van Meurs, 1995), it was shown that the combined ratings of the other 

channels had a marked effect on the audience loss during commercial breaks. In 

this study, it was found that the combined ratings for programmes on the other 

channels caused the block factor of a break to drop by 2 percent for each 10% of 

the total audience watching. 

Hypothesis 13 
There will be more switching away during a break when the combined ratings for 

other channels are high than when the combined ratings for other channels are 

low. There will be less switching in during a break when the combined ratings for 

other channels are high than when the combined ratings for other channels are 

low. 

Hypothesis 14 
There will be more switching away during a break when the combined market 

share for all other channels is high than when the combined market share for all 

other channels is low. There will be less switching in during a break when the 

combined market share for all other channels is high than when the combined 

market share for all other channels is low. 
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3.3.2 Number of programmes ending 
Both the number of programmes ending on other channels during a commercial 

break and the size of their audiences may influence the number of viewers switch

ing in to that break. The ending of programmes on another channels could result 

in viewers switching in to a commercial break. On the other hand, the end of one 

programme signals the start of another. Viewers might switch away from the 

break in order to catch the start of a new programme on another channel. 

Hypothesis 15 
The greater the number of programmes ending on other channels during a com

mercial break, the more switching will occur during the break. 

Hypothesis 16 

The larger the audiences of programmes ending on other channels during a com

mercial break, the more switching will occur during the break. 

3.3.3 Amount of advertising on other channels 
To reduce viewer loss as a result of advertising, channel operators controlling a 

number of channels sometimes co-ordinate the transmission of commercial breaks 

on those channels so that commercial breaks are broadcast simultaneously. Such 

moments are referred to as "switching moments", where channel switching is in 

fact stimulated and the audience channelled by promoting the programmes on the 

other channel, to prevent viewers from switching to other, unrelated channels. 

Another term for the simultaneous broadcast of commercial breaks on various 

channels is "roadblock". The intention is to confront viewers with advertising re

gardless of their switching. 

If it is the case that more switching away than switching in occurs during com

mercial breaks, then advertising on other channels could result in more viewers 

tuning in during a commercial break. On the other hand, a commercial break on 

another channel frequently is a signal that a new programme is about to start, and 

this can result in viewers switching away from the break in order to watch the new 

programme starting on the other channel. The amount of advertising on the other 

channels can be expressed in minutes as well as in the number of viewers. 

Hypothesis 17 
The larger the amount of advertising on other channels during a commercial break, 

the more switching will occur during the break. 

Hypothesis 18 
The larger the audiences for advertising on other channels during a commercial 

break, the more switching will occur during the break. 
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3.4 The audience 
Patterns of viewing behaviour, including switching behaviour, are likely to vary 

for different target groups. The influence of audience characteristics on media con

sumption in general, and television viewing behaviour in particular is probably 

one of the most researched topics in communications research and in modern me

dia planning. The personal and household characteristics of viewers can be ex

pected to have a strong influence on switching behaviour and most of the research 

on switching has focused on the influence of these factors. 

The characteristics of the viewers of a commercial break can only be determined 

after this break is broadcast and are only partially predictable. It is not likely that 

channel operators and media buyers have access to such sophisticated prognoses 

for each target group that they are able to take detailed account of the viewers' 

characteristics discussed below. Nonetheless, a general awareness of the potential 

effects of audiences' personal characteristics on switching can be useful for pro

gramming a channel as well as for purchasing advertising time. 

3.4.1 Sex 
Most of the studies reviewed that examine the relationship between the sex of the 

viewer and switching conclude that men switch channels more often than women. 

Only Danaher (1995) reported finding no relationship. Horsley (1986) initially 

found no effect. However, when this variable was crossed with the variable "part 

of the week", a relationship was established: men switch more in the weekend 

than during the week, while women switch more during the week than on week

ends, (see also section 3.1.2). Van Meurs (1995) related the variable sex with other 

personal characteristics such as age and social class. He concluded that an interac

tive effect is indicated: young men between the ages of 20 and 34 and men be

tween the ages of 20 and 49 in social class ABl switch more often than the aver

age. Studies of switching during programmes have also shown that young males 

again switch more than other groups defined by sex and age (Mane, 1993; Van 

Meurs, 1995). 

One explanation for the fact that women switch less often than men during 

commercial breaks may be that the majority of commercials on television are 

aimed at the target group "women". Because they are confronted more often with 

advertising that is relevant to their shopping behaviour, women are less likely to 

switch away during commercial breaks. Because this advertising speaks less to 

them, men are more likely to switch away from it. However, this is not an effect 

that is specific to women versus men. Some commercial breaks may contain more 

advertising specifically aimed at men or at other target groups such as young peo

ple or people in a higher social class. The effect of target group specific commer

cials on switching is discussed in section 3.5.6. 
In addition to the indirect effects of factors such as target group, time period and 
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programme categories, an autonomous effect from the sex of the viewer on 
switching can also be expected. 

Hypothesis 19 

During a commercial break, men will switch more than women. 

3.4.2 Age 

No one can question the influence of age on television viewing behaviour. Most 
researchers expect and find that young people switch more during breaks than 
older people or very young viewers. There are several possible explanations for 
this. Young people may be more restless or have a shorter attention span while 
watching television. With the ever increasing tempo of video clips and other pro
grammes aimed at the youth, "older" and more traditional programmes may be 
boring for young viewers expecting more variation. Younger viewers may also be 
more interested in checking out programmes on other channels. Furthermore, 
young people have very specific viewing preferences. Because of inconsistent pro
gramming on a channel, "their" programme may be followed by a programme 
aimed at an older audience, making it likely that young people will switch away. 
However, this is not only true for youths; it also applies to other age groups and 
other target groups. The effect of a shift in audience profile was discussed in sec
tion 3.2.8. In addition to this effect, an autonomous effect of age on switching is 
likely. 

Very young children are likely to demonstrate very different switching behav
iour. The difference between programme material and commercials may be less 
clear for very young viewers. A second reason to expect less switching during 
commercial breaks for this group is that young children are less likely to control 
the remote control. Finally, the success rate of switching might be much lower for 
them than for older people because, generally speaking, only a few channels 
broadcast children's programmes in the same time slot. 

All of the studies that included age as an explanatory variable concluded that 
young people switch more often than older persons, although the age ranges in
volved varied. Breemhaar (1992), Van der Laar and Breemhaar (1991) and Van 
Meurs (1995) found that youngsters in the age range 13-19 years switch the most. 
The majority of researchers who gave explicit age categories reported the same 
general results. In a German study, Ottler (1998) reported the highest rate of audi
ence loss during commercial breaks among 14-19 year olds. In their study Billet 
Consultancy Ltd. (1992) found that the people in the age range 16-34 years switch 
the most. Moreover, according to this study, people in this age group are the most 
efficient switchers; they know precisely how to avoid commercial breaks. They 
generally switch away sooner at the end of a programme and switch back later. 
Finally, in an Israeli study, Weiman (1995) found that the most frequent switchers 
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are people in the age range 6-25 years and people above the age of 66. 

However, a recent study reported a contradictory result. In a study on the aver

age loss of viewers during breaks Ligthart (1998) found that young people switch 

less during breaks than do older viewers. For very young viewers 3-5 years of age, 

commercial breaks were even more popular than the programmes preceding or 

following it. 

Hypothesis 20 

During a commercial break, young people will switch more than older people or 
very young children. 

3.4.3 Education 

There is some controversy over the effect of education on switching behaviour. Of 

the six studies that test the effect of this variable, four report a positive relation

ship. Breemhaar (1992), Van der Laar and Breemhaar (1991), Ottler (1998) and 

Zufryden, Pedrick and Sankaralingam (1993) found that people with a higher 

level of education switch more often. In the remaining two studies, Heeter and 

Greenberg (1985) and Weiman (1995), no relationship was found. 

Because of the availability of ratings per target group, the social class of the re

spondent rather than the educational attainment level has been selected as the 

background characteristic for examination in this study. 

3.4.4 Position in the household 

"Shoppers""' is one of the most frequently used target groups in the planning and 

evaluation of advertising campaigns in the Netherlands (SPOT, 1996b). Of the 

studies surveyed, only the British researchers from Behaviour and Attitudes Ltd. 

(1987) report finding a relationship between this target group and switching. They 

found that housewives switch less than other adults. This holds true even when the 

variable sex is controlled for. The target group "shoppers" adds little additional 

value to the variables "sex" and "size of household", as the majority of male 

shoppers come from one or two person households. Therefore, this target group 

has not been included as a separate variable in this study. 

3.4.5 Marital status 

Of the studies survey, only the American researchers Heeter and Greenberg (1985) 

included the marital status of the respondent as an explanatory variable for 

switching and reported finding no relationship. This factor is not included as a 

separate variable in this study. 

The shopper in a household is defined in the CKO as the "housewife" or the person who is both 
principle wage earner and housewife in a household (Intomart, 1998b). The houseivife in a household 
is the person primarily responsible for household related activities such as shopping, meal preparation, 
cleaning, ivashing, etc. and who is not the principle wage earner. Both shoppers and housewives may 
be either male or female. 
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3.4.6 Ethnicity 
In a study carried out in New Zealand, Danaher (1995) reported that respondents 

who originally came from Europe generally switched less than other New Zea-

landers. This result may be explained by the fact that only three channels were 

available in New Zealand at the time of the study. The number of channels was 

much higher in most European countries. People who had come from Europe were 

accustomed to selecting from many channels and, when faced with only three al

ternatives, could more easily make a definitive choice. Ethnicity is not included in 

the present study as an explanatory characteristic, as it was not included in the 

demographics available in the CKO at the time of the research. 

3.4.7 Household size 
There is some disagreement in the findings of the studies that test household size 

as an explanatory factor. In their study, Heeter and Greenberg (1985) found no 

relationship. Smit (1999) found a negative relationship between the size of the 

household and switching: the more members in a household, the less the amount 

of switching was reported. In contrast, Danaher (1995) and Zufryden, Pedrick and 

Sankaralingam (1993) reported finding a positive relation between household size 

and switching: people in larger households switch more often. 

The conflicting findings may be explained as the indirect effects of other vari

ables. Firstly, an indirect age effect is likely. Larger households are more likely to 

contain children and young people, and it is expected that young people switch 

more frequently than adults (see section 3.4.2). Two other factors that could ne

gate the effect of household size on switching are collective viewing behaviour, 

which is more common in larger households (see section 3.4.20), and the presence 

in the household of additional television sets (see section 3.4.18). In contrast to the 

indirect effect of age, the expected indirect effects of collective viewing behaviour 

and the presence of additional television sets are not taken into account in the 

studies mentioned above. 

When these related factors are filtered out, household size can be expected to 

have a small negative effect on switching during commercial breaks. 

Hypothesis 21 
More switching during commercial breaks will occur in small households than in 

large households. 

3.4.8 Social class 
In addition to age, sex and position in the household, social class is one of the 

most frequently used target group characteristics in media planning in the Neth

erlands. Social class is also an important explanatory variable in analyses of 

viewing behaviour (Vierkant, 1987). Nevertheless, the influence of social class on 
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switching during commercial breaks is examined in only two of the studies sur

veyed. Weiman (1995) found no relation between switching and social class. On 

the other hand, in a study in the Netherlands, Van Meurs (1995) reported an ef

fect on switching during commercial breaks from social class in interaction with 

other variables. He reported that women from lower social classes switch the least 

and males 20 to 49 year of age from the more prosperous class ABl switch the 

most. 

Hypothesis 22 
During commercial breaks, more switching will occur in high social class house

holds than in low social class households. 

3.4.9 Income 
Of the five studies that examine income level as an explanation for switching, two 

reported no relationship, two found a positive relationship and one, a negative 

relationship. Two studies carried out in the United States reported of a positive 

relationship: people with higher incomes switched more often than people with 

lower incomes (Nakra, 1991; Zufryden, Pedrick & Sankaralingam, 1993). In a 

New Zealand study, Danaher (1995) found a negative relationship: people with a 

higher income switched less than people with a lower income. No relationship be

tween level of income and switching was found in the studies by Heeter and 

Greenberg (1985), carried out in the United Kingdom, and Koorstra (cited in 

Stockmann, 1991), carried out in the United States. Given the considerable agree

ment between household income and social class, income has not been included as 

a separate variable in this study. 

3.4.10 Residential environment 
Weiman (1995) found no influence on switching from what he labelled the socio

economic status of the residential environment of the respondent. As used in this 

study, this characteristic is closely related to the variable "social class" discussed 

above, which "Weiman also reported as having no influence on switching. Danaher 

(1995) used the degree of urbanisation to categorise the residential environment. 

In his study, he compared respondents living outside of urban areas in New Zea

land with respondents from an earlier study carried out in New York City. Dana

her found that people who live in a city or urban area switch less frequently than 

people who do not live in a city. This result may be due to the fact that respon

dents in New York could receive many more, and more varied, channels than the 

New Zealanders in Danaher's study. Residential environment has not been in

cluded as an explanatory variable in this study. 
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3.4.11 Attitude towards advertising 
Advertising has its fans and its critics. A viewer's attitude towards advertising has 

a clear relationship with efforts to avoid advertising. Some cinema goers, for in

stance, will attempt to time their arrival so as to avoid as much of the advertising 

shown before the main feature as possible, while others see this advertising as part 

of the outing. Many magazine readers make a habit of flipping past pages of ad

verts without reading them, while for others, these pages are an important aspect 

of the magazine's content. In fact, some readers of fashion magazines pay more at

tention to the advertisements than to the editorial content, which, even in terms of 

the number of pages, sometimes plays a secondary role in this type of magazine. 

Where advertising is concerned, television is a confrontational medium, one in 

which viewers are "assaulted" by commercials. It is primarily because of the un

solicited nature of commercials that television advertising has so many vociferous 

critics. In a study by Research & Marketing (Brounts, 1996) among 2,500 princi

ple wage earners and housewives, it was concluded that around a third of those 

questioned could be characterised as TV-Ad-rejectors, people who were negatively 

predisposed to television advertising as such. In a comparison in the Netherlands 

of advertising on four types of media (television, radio, newspapers and maga

zines), Smit (1999) reported that people found television advertising the most irri

tating. Attitudes towards television advertising accounted for 1 5 % of the avoid

ance of commercials, including zapping. In a second Dutch study (Platform '95, 

1998), attitudes towards television advertising were compared with attitudes to

wards advertising in seven other types of media (radio, newspapers, magazines, 

cinema, billboard advertising, free advertising weeklies and advertising circulars 

spread door to door). Television advertising was ranked the most irritating and re

ceived the least positive ranking on a number of other characteristics28. 

In another Dutch study, the 1998 Life Style Survey commissioned by the maga

zine publisher Weekbladpers (Interview, 1998), some 40% of those interviewed 

expressed a negative opinion of television advertising. There was also a clear rela

tionship between attitudes expressed towards television advertising and behaviour 

during commercials. Over half of those interviewed who expressed a positive 

opinion of television advertising kept watching during commercial breaks, com

pared to only 5% of those who expressed a negative opinion (see table 5). 

While the relationship between attitude towards advertising and switching away 

during television commercials demonstrated in the 1998 Life Style Survey and 

other studies appears to be a logical and credible one, a caveat is in order. This 

relationship may be affected by the phenomenon of the "socially desirable re

sponse" (see section 2.2.2). Someone who admits to being a TV-Ad-rejector in a 

questionnaire or interview may find it difficult to admit that they sometimes watch 

commercials because they lack the energy to do something else or simply do not 

" New information, useful information, does not annoy me, original, unique. 
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feel like switching channels at that moment. In a recent study by Ottler (1998), 

this problem was avoided by using people meter data. In this study, based on peo

ple meter data for 94 commercial breaks, it was found that people who said they 

liked commercials manifested a lower switching rate during breaks than other 

viewers. 

Table 5 Attitude towards and reaction to television advertising ^___ 
Keeps watching Looks for Does Total 

Another channel something else (n = 4,101) 

Positive 54% 14% 32% 11% (100%) 

Neutral 24% 22% 54% 47% (100%) 

Negative 5% 36% 60% 41% (100%) 

Total 20% 27% 54% 100% 

Source: Interview, 1998 

Restrictions in the timing of the research and the design of the data meant it was 

not possible to include attitude towards advertising as an explanatory variable in 

the SPOT study2". 

3.4.12 Number of channels 

In a previously cited study, Danaher (1995) concluded that the number of chan

nels that can be received has an influence on switching. Three of the studies sur

veyed examined the relationship between the number of channels a household can 

receive and channel switching during commercial breaks. In a British study, re

searchers from Behaviour and Attitudes Ltd. (1987) found no relationship, but this 

result may have been due to the fact that this study was carried out in 1987, be

fore the explosive growth in television channels in the United Kingdom. A rela

tionship was reported in a 1992 study carried out by the British research bureau 

Billet Consultancy Ltd. They found that switching occurs more often in house

holds that receive many channels, especially during commercial breaks. In a Dutch 

study by Research International (1994), a comparison was made between 1984, 

when respondents could receive seven channels, and 1994, when they could re

ceive an average of 22 channels. This study concluded that this increase was par

tially responsible for the increase in switching during commercial breaks. 

For technical reasons, the number of channels received could not be included as 

an explanatory variable for switching in the Netherlands. However, because of the 

high degree of cable cover (91% of the households: Intomart, 1994™), the number 

29 In order to include attitude toward advertising as a variable in this study, it would have been necessary 
to question all members of the CKO panel on this subject. Because the study is based on historical 
data, it was not possible to carry out a such a survey in the panel prior to or during the research. 

30 The Intomart Radio Establishment Survey is carried out every year in September and October. The 
survey of 1994 provides the best representation of the situation in the Netherlands at the time this re
search on switching behaviour was carried out (January-April 1995). 
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of channels received throughout the Netherlands is relatively homogenous. Given 

this lack of variation, it can be expected that this variable will have little effect on 

viewing behaviour. Moreover, any likely effect from the number of channels avail

able on switching may also be explained in large part by the audience ratings for 

other channels during the break (see section 3.3.1). 

3.4.13 Cable 

Four of the studies surveyed conclude that a cable connection leads to an increase 

in switching. In this case, however, the number of channels received very likely is 

to be an intervening variable. As with the number of channels available, cable 

connection is not included as a variable in this study. 

3.4.14 Remote control 

By far the most investigated cause of increased switching, and the factor over 

which there is the most agreement, is the use of a remote control. For example, an 

AGB study (AGB, 1985; Aitchison, 1985) reported that homes with remote con

trol have more switches logged by the people meter than homes in which channels 

have to be changed using the tuner on the television set. Other studies that tested 

the use of a remote control as an explanatory factor also concluded that people 

with a remote control switch more than those without one. Some of these studies 

also reported that this effect was much more pronounced during commercial 

breaks. 

The penetration of the remote control has increased at a very stable rate over the 

last 15 years (see figure 5). During the period investigated in this research (begin

ning of 1995) 1 1 % of households the Netherlands did not have a remote control 

for the principle television (Intomart, 1994). Given the major effect on switching 

that can expected from the use of a remote control, this factor may have an effect 

on switching during commercial breaks despite the small number of households 

without remote control. People in households without a remote control may differ 

from viewers with a remote control in other aspects of their viewing behaviour, 

and may sometimes have a distinctive programme preference. It is expected that if 

a relatively large proportion of the audience of a commercial break do not have a 

remote control, there will be less switching during the break. 

Hypothesis 23 

During a commercial break, more switching occurs in households with a remote 
control than in households without a remote control. 
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Figure 5 Possession of a remote control (persons 13+) 

Source: Intomart, 1998a and NOS KLO, 1998 

3.4.15 VCR 

The possession and use of a video recorder may also have a marked effect on 

viewing behaviour. Video recorder users are likely to feel that they can exercise 

more control over the use of television than people in households without a video 

recorder". If it is assumed that people with a video recorder are less dependent on 

the programming on the various channels, and are able to watch television more 

selectively (or that they have acquired a video recorder because they already watch 

television selectively), it can be expected that this selective behaviour will carry 

over whenever they watch television in "real time". 

Lee and Lumpkin (1992) found no difference between owners and non-owners 

of VCRs in their attitudes towards zapping. However, two other studies that in

cluded the possession of a video recorder in the set of explanatory variables re

ported a relationship with switching during commercial breaks. At the household 

level, Danaher (1995) found that more switching occurred in households with a 

video recorder than in those without. Similar results were reported by Zufryden, 

Pedrick and Sankaralingam (1993) in a study at the individual viewer level. They 

also noted that this effect was even stronger for households that made frequent use 

of their video recorder. 

Hypothesis 24 

During a commercial break, more switching occurs in households with a VCR 
than in households without a VCR. 

3.4.16 Viewing time 

In an analysis of 100 households with remote control from the British people me

ter panel, a correlation was found between viewing hours and switching, although 

The perceived control over the medium is also referred to as "pacing" (Neijens & Smit, 1998). 
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it was not a very strong one (Aitchison, 1985). Van der Laar and Breemhaar 

(1991) grouped respondents by the amount of television they watch. They re

ported that "light viewers", those watching on average less than nine hours of 

television a week, switched the least. Frissen (1992) also found that viewers who 

very frequently switched were also often "heavy" television viewers. An explana

tion for this may be that light viewers watch television more selectively and only 

turn on the television if they actually want to watch a specific programme. Com

mercial breaks will not deter them from watching the channel they have selected. 

On the other hand, heavy viewers may routinely try to avoid commercial breaks 

by switching. 

Hypothesis 25 
During a commercial break, heavy viewers will switch more than light viewers. 

3.4.17 Reading a television guide 
The use of a television guide has been included as a new personal characteristic in 

this study in order to test whether the planning of viewing using broadcasting 

schedules affects switching. The assumption here is that the planning of viewing 

will result in more switching because people will have selected programmes be

forehand and so will not stay tuned during a commercial break in order to see 

what programme follows. Of course, the expected effect is mitigated by the fact 

that programmes schedules also appear in daily newspapers. 

It could be the case that people who do not consult a television guide are no less 

selective in their viewing; they may use frequent switching to gather information 

about programmes in order to make their selections. 

Hypothesis 26 

During a commercial break, viewers who do not read a television guide will switch 

more than viewers who do. 

3.4.18 Number of sets in the home 
The number of television sets in a household can have an effect on viewing be

haviour, including switching. The presence of other members of the household in 

the same room who are not watching television can have a restraining effect on 

switching. Changes in the sound from the television, present in the background in 

the living room, could disturb other members of the household when switching 

occurs. This effect, which is likely to occur more often if there is only one set in 

the house, has not been examined in any of the studies surveyed. 
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Hypothesis 27 
During a commercial break, more switching will occur in households with several 

television sets than in households with only one television set. 

3.4.19 Rating of the break 
In addition to the effects of various viewer characteristics (see sections 3.4.1 

through 3.4.18), there may be a relationship between the size of the audience and 

switching during commercial breaks. The fact that many people are watching a 

channel may indicate programming of particular interest from which viewers may 

be less likely to switch away. Moreover, popular programming may attract new 

viewers. As an exploratory variable, the rating of the break is closely linked to the 

break's market share and to the combined ratings of the other channels during the 

break (see section 3.3.1). Because the number of viewers per day part remains 

fairly steady, the rating of the break may also be related to the time of day. In the 

GfK-study (AGF, 1997) it was found that there was less switching during day 

parts with high ratings. Nonetheless, the size of the audience watching a break 

may have an independent role in explaining the switching. 

Hypothesis 28 
There will be less switching away during a break with high ratings than during a 

break with low ratings. There will be more switching in during a commercial 

break with high ratings than during a break with low ratings. 

3.4.20 Shared viewing 
It is easier for individual viewers to switch channels than it is for groups of people 

sharing the same television set, especially if they consult one another before 

switching channels. Groups of viewers watching a particular programme together 

can be expected to be relatively slow in deciding to switch to a new channel when 

a commercial break starts, unless the "couch commander" supervising the remote 

control takes action before consulting with other people present. In a series of in

terviews in the Netherlands about switching during commercial breaks, people 

claimed that they switched less when watching with others: "you're less inclined to 

use your remote control, because you're together. And when watching with the 

others, we're making jokes about the commercials. Then it's more fun to watch" 

(Smit, 1999, p. 136). This effect of social viewing on switching may only be ap

parent when there is a variance in the number of people per television set watching 

a break. More shared viewing could be expected for some programmes, such as 

family programmes, while others are more likely to be watched primarily by indi

viduals. 

Despite the likelihood of an effect on switching during commercial breaks, the 

number of people watching the same television set at the same time was not in-
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eluded as an explanatory variable in any of the studies survey. A few studies ex

amine the effect of shared viewing on switching during programmes. In a small 

scale Nielsen study (Cunningham, 1992), the amount of channel switching during 

four network programmes in 1990 proved less as the number of people watching 

per set increased. In a study on the number of switches per viewer, Von Hasebrink 

and Krotz (1993) found that viewers who watch television by themselves switched 

channels every 11.3 minutes, while those who watched with others switched every 

15.8 minutes. Young people in the Netherlands claimed they switched more when 

they watched television alone. For example, in a telephone survey conducted by 

Interview, 34% of young people 12-19 years of age claimed that they frequently 

switched away from commercials when watching alone and 2 2 % , when watching 

with others (Stockmann, 1993). 

For the purposes of this study, the instances in which more than one person was 

watching television during a commercial break were separately registered. 

Hypothesis 29 
During a commercial break, viewers watching alone will switch more than viewers 

watching with others. 

3.5 Content of the break 
As stated in section 1.1, this research on switching behaviour grew out of a debate 

the Netherlands about whether the increasing loss of viewers during commercial 

breaks was caused by an increase in the level of irritation with television advertis

ing. The question advertisers were asking themselves was whether this irritation 

represented a general antipathy to television advertising or was evoked by specific 

characteristics of commercials. If advertising of any kind irritates viewers, then 

advertisers' efforts to retain more viewers with more entertaining and attractive 

advertising or with commercials more focused on specific target groups will not 

succeed. On the other hand, if it can be shown that the level of irritation elicited is 

related to specific features of commercials, this information can be used to try and 

reduce the tendency among viewers to switch away from advertising. 

In the debate on irritation, the high frequency with which some commercials are 

broadcast is often cited as a possible cause of the increasing irritation with adver

tising. However, an analysis by McNeill and Sterrenburg (1995) of Dutch televi

sion commercials broadcast in 1994 demonstrated that broadcast frequency alone 

cannot account for irritation with television advertising. In the study, commercials 

for the feminine hygiene product Always and Sanex shower gel, which were felt to 

be irritating, were broadcast less often than popular commercials for Heineken 

beer and Calvé peanut butter. 

The debate on irritation caused by advertising was brought into focus by adver

tising for feminine hygiene products such as Always. There are several possible 
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explanations why commercials for this type of product in particular are often cited 

as examples of irritating television advertising: 

• broadcast frequency or overload: irritation develops because commercials for 

feminine hygiene are repeated so often on television; 

• product characteristics: the explicit attention directed towards this product evokes 

negative reactions in viewers, they resent being unexpectedly confronted with a 

commercial for this type of product; 

• target group specific: advertising for this product is only relevant to a well-defined 

group of viewers; 

• likeability: the creative factors that determine whether people like a commercial, 

e.g. humour (DuPlessis, 1994), are usually absent in commercials for feminine hy

giene. 

In light of this debate, one of the principle aims of this research is to determine 

to what extent switching away during commercial breaks is linked to characteris

tics of commercials such as those mentioned above. The effect that these charac

teristics have on switching in to a break will also be examined. While it is highly 

unlikely that new viewers will switch in to a commercial break on the basis of 

some prior knowledge of its contents, once they have switched in to the break they 

can decide to continue watching or resume switching. This will also have an effect 

on the increase in ratings, the measure for switching in to a commercial break, as 

discussed in section 2.6. 

In addition to variables examined in the studies surveyed, the current study also 

includes a number of variables related to commercial content that have not been 

included in previous research. Because the break was chosen as the level of analy

sis, these variables refer to the content of the break as a whole (expressed as the 

average value of the spots contained in the break) rather than to the characteristics 

of individual commercials. These are: 

• product type; 

• average profile of the product target group; 

• variation in profile of the product target group; 

• the discrepancy between the profile of the product target group and the viewer 

profile; 

• overload. 

Unfortunately, not all of the potentially relevant commercial characteristics 

could be included in this study. The variables that could not be included are dis

cussed in section 3.5.10. 

3.5.1 Length of the break 

Of the eleven studies surveyed that test the length of a commercial break as an ex

planatory variable, nine reach the same conclusion. The longer the break, the 

greater the likelihood that switching will occur. In contrast, in an GfK-study 
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(AGF, 1997), no direct relationship was found between the length of the break 

and the amount of switching, except in the case of some extremely short or long 

breaks. Breemhaar (1992) also reported finding no effect from break length on 

switching, but it is not clear from this study whether no relationship was found or 

whether it was ultimately decided not to include length of break as an explanatory 

factor. 

In any case, the remaining nine studies are unanimous in their conclusion. The 

only variation in these studies is whether a critical length is indicated. In a British 

study by the ITV Network Centre (1993), the critical limit was set at five minutes; 

the possibility of switching increased significantly for breaks that run longer. In 

their study, the Dutch researchers Oomens, Roest and Vaessen (1993) concluded 

that the critical limit was reached much sooner, at three minutes. Van Meurs 

(1995) proposed that viewer loss during commercial breaks followed a linear pro

gression. Every extra minute that a commercial break lasted resulted in a relative 

audience loss of 1% compared to the audience ratings of adjacent programmes. 

Hypothesis 30 
There will be more switching during long commercial breaks than during short 

ones. 

3.5.2 Number of commercials in the break 
Danaher (1995), Gehner (1993) and Harderwijk (1993) found that, in general, 

switching increases during a commercial break as the number of commercials in 

the break increases. However, in these studies there is no control for the possible 

intervening effect of the length of the commercial break. Danaher carried out his 

study at the level of the individual, the household and the break itself. At the break 

level, he uses the measure "adratio", which is the audience rating of a commercial 

compared to the average audience rating of the preceding programme. Using this 

measure, Danaher found that, on average, more viewers switch away than switch 

in until the seventh commercial, after which the reverse is true. In graphic repre

sentation, the adratio forms a parabola which peaks at seven commercials. A pos

sible explanation for this result is that many people who switch away in the first 

part of the commercial break switch back after seven commercials (approximately 

3 minutes) because they expect the commercial break to be ending. 

The number of commercials in a break has not been included as a separate ex

planatory variable in this study. This is because both the length of the break and 

the lengths of the commercials in the break are also potential explanatory vari

ables. The interrelationships between these three variables is such that, for techni

cal reasons, it was not possible to include all together in an explanatory model (see 

appendix 6, section 6.2.2). In designing this study, the decision was made to use 

length of break and length of commercial as explanatory variables. 
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3.5.3 Length of the commercial 
Only two studies (Danaher, 1995; Siddarth & Chattopadhyay, 1998) examined 

the length of a commercial as an explanatory factor for switching. However, it is 

generally assumed that switching away occurs more often during longer commer

cials than during shorter ones. A trend towards shorter commercials has been re

ported in a number of studies. Faced with an increase in switching during com

mercial breaks in comparison to programmes, advertisers are being forced to pres

ent their message to consumers in as brief and concise a form as possible. Al

though short commercials provide greater scheduling flexibility and greater effi

ciency because of their lower cost, they have the potential of creating a "graphic 

gridlock" when several commercials are lumped together in one break (Cobb-

Walgren, 1990). 

Danaher (1995) concluded that the chance that a commercial will be seen in its 

entirety is greater for a short commercial than for a long commercial. Moreover, 

he found that as the number of short commercials (15 seconds or less) increased in 

a commercial break, the amount of switching during that break decreased. The 

greater the number of short commercials in a commercial break, the less likely 

people are to switch away. Danaher suggested that with a series of short commer

cials, viewers may have the feeling that the commercial break will be over at any 

minute. Or it may be that short commercials are generally less irritating. Siddarth 

and Chattopadhyay reached a similar conclusion: 30-second ads have a higher 

probability of being zapped than 15-second ads. However, they warned that short 

commercials carry a higher risk of causing overload by overexposure than long 

commercials (see also section 3.5.8). 

Hypothesis 31 
There will be more switching away during breaks with long commercials than 

during breaks with short commercials. There will be less switching in during 

breaks with long commercials than during breaks with short commercials. 

3.5.4 Programme promotion 
Viewers have a negative overall attitude towards television advertising (Alwitt & 

Prabhaker, 1992; Mittal, 1994; Smit, 1999: see also section 3.4.11). If viewers 

dislike commercials in general, then switching away during commercial breaks 

could perhaps be reduced by adding more programme material to commercial 

breaks. Promos (short excerpts from upcoming programmes) could be used to de

ter switching. Danaher (1995) reports that switching occurs less frequently when 

programme promos are broadcast at the beginning and end of a commercial 

break. 
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Hypothesis 32 
There will be more switching away during breaks without promos than during 

breaks with promos. There will be less switching in during breaks without promos 

than during breaks with promos. 

3.5.5 Product types 
The avoidance of television advertising may be dependent on the type of products 

advertised during the commercial break. Commercials dealing with feminine hy

giene products, in particular, are often cited as a reason for immediately switching 

away. In the telephone survey "Quality and television viewing behaviour", con

ducted for The Media Partnership (Intomart, 1995a), respondents were asked 

what ads they found the most irritating. More than 50% of those surveyed named 

advertisements for feminine hygiene products and washing detergents, and a quar

ter named advertisements for diapers. In 1997, the Dutch satirical consumer pro

gramme "Ook dat nog!" awarded prizes for the most irritating television advert. 

Based on the reaction of 2,000 viewers the first prize went to a commercial for 

washing detergent; the second prize went to a commercial advertising sanitary 

napkins (Blikken Braakbal, 1997). In a Trendbox telephone survey, commercials 

for washing detergents, feminine hygiene products and diapers were cited as the 

three most irritating categories of commercials. They were also mentioned most 

frequently as products whose commercials should be banned from television, to

gether with cigarette ads which were already banned at the time (Reclame-

vermijdend gedrag, 1995). 

Hypothesis 33 
There will be more switching away during breaks containing commercials for 

feminine hygiene products, washing detergents and diapers than during breaks 

without commercials for these products. There will be less switching in during 

breaks containing commercials for feminine hygiene products, washing detergents 

and diapers than during breaks without commercials for these products. 

3.5.6 Profile of the product target group 
The character of the commercials in a break can be described in terms of the in

tended target groups. A commercial break that is largely composed of commercials 

intended for young people may produce switching behaviour that is different from 

that produced by a commercial break with largely "older" products. In this study, 

the target group characteristics age, sex and social class were tested as explanatory 

variables for switching. In formulating the hypotheses, it was assumed that prod

ucts for the young, women or those in a higher social class make commercial 

breaks relatively more interesting. This could reduce the amount of switching 

away, as well as making the break more interesting for new viewers. In addition to 
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the average profile of the advertised products in a break, shifting between products 
aimed at different groups could also be expected to have a positive effect on 
switching. 

The target groups that purchased or used the products advertised were estab

lished for all of the commercials broadcast during the period in which the research 

took place. This was done on the basis of purchase details (SUMMO, 1995), 

itemised according to a number of age categories, social class and sex. The proce

dure for operationalising these characteristics is discussed in appendix 5. 

Hypothesis 34 

There will be less switching away during breaks with relatively many commercials 

of products for young people, women or those in a higher social class than during 

breaks with relatively few of such commercials. There will be more switching in 

during breaks with relatively many commercials of products for young people, 

women or those in a higher social class than during breaks with relatively few of 

such commercials. 

Hypothesis 35 

There will be more switching away during breaks with considerable variation in 

the commercial product target group profiles than during breaks with little varia

tion. There will be less switching in during breaks with considerable variation in 

the commercial product target group profiles than during breaks with little varia

tion. 

3.5.7 Discrepancy product versus viewer profile 

A viewer could become especially irritated and switch away when confronted by 

an advertising spot in which he or she has no interest as a consumer. For example, 

filling a commercial break between two sport programmes with predominantly 

male audiences with advertisements for female products could irritate viewers and 

result in increased switching. In a Dutch survey on this subject, it was clear that 

men were particularly irritated by advertising concerning feminine hygiene prod

ucts (Intomart, 1995a). On the other hand, commercials about some product cate

gories might be appreciated by consumers who buy these products (Kent, 1995), 

or for whom the commercials have a specific relevance (Alwitt & Prabhaker, 

1992). Using single source data research, Siddarth and Chattopadhyay (1998) 

linked switching with purchasing history of spaghetti sauce and glass cleaner. 

They found that heavy users of the two products investigated switch away less 

during commercials for these products than other viewers. In contrast, after ana

lysing similar data, Zufryden, Pedrick and Sankaralingam (1993) found that zap

pers of yoghurt commercials buy more yoghurt and buy it more often than non-

zappers. 

79 



Switching during commercial breaks 

To evaluate whether viewer profiles have an effect on switching during a com

mercial break, the discrepancy between the average profile of product target 

groups of spots in a break and the viewer profiles of the programme preceding and 

following the break was calculated and brought into relation with switching (see 

appendix 5, section 5.6 for the operationalisation of these variables). 

Hypothesis 36 

There will be more switching away during breaks with a discrepancy between the 

average profile of spot target groups and the viewer profile than during breaks 

with little or no discrepancy. There will be less switching in during breaks with a 

discrepancy between the average profile of spot target groups and the viewer pro

file than during breaks with little or no discrepancy. 

3.5.8 Wear out and overload 
In the debate in the Netherlands on advertising irritation (see section 1.1.1), fre

quent mention is made of the annoyance people feel about the increased amount 

of advertising. It is assumed that viewers will become bored or irritated when con

fronted with commercials that have been shown too many times before (wear out) 

or are frequently repeated within a short space of time (overload)12. Siddarth and 

Chattopadhyay (1998) found that, on average, viewers start switching away from 

a commercial after seeing the commercial 14.5 times. In research in the Nether

lands, Boelé and Van Niekerk (1995) cited overload as a possible cause of irrita

tion with advertising and avoidance of commercials. They determined that com

mercials in all the advertising campaigns from 1994 were broadcast 40 times on 

average. The maximum number of broadcasts for a single commercial rose from 

206 in 1991 to 442 in 1994. 

In this study, overload has been operationalised in relation to the commercials in 

each break and, in particular, to the number of times commercials have been 

broadcast in previous breaks. In this way, overload is by definition limited to the 

effects of an excessive exposure to a specific campaign and not to television adver

tising in general. 

Period of time since the last broadcast 

Overload can result when viewers are confronted with a commercial that was 

broadcast a short time before. This can be expressed as the period of time past 

since the last broadcast of a commercial on the channel15. 

In this study, no distinction is made between "overload" and "wear out". The term "overload" is used 
to cover both concepts as defined above. 
In principle, "overload" as defined here and below could have been operationalised on an individual 
level as a personal characteristic; in this instance, for example, as the period of time that has elapsed 
since each viewer last saw the commercial in question, regardless of which channel it was broadcast 
on. However, practical considerations made this kind of operationalisation impossible (see section 4.2 
and appendix 5, section 5.8). 
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Frequency of broadcasting 

A second form of overload can occur when a viewer is repeatedly confronted with 

a specific commercial within a specific period of time, as in the case of campaigns 

with a high average contact frequency. It is not know what the specific period is 

within which repeated contact with a campaign leads to irritation. No unambigu

ous answer to this question is to be found in the considerable amount of literature 

dealing with overload. 

In this study the frequency of broadcast frequency is determined for broadcasts 

within two separate periods of time of differing lengths: one week and eight weeks 

(see also appendix 5, section 5.8). 

It can be assumed that switching away during a break because of overload may 

not be determined so much by the average overload, but by an exceptional com

mercial with a very high broadcast frequency that perhaps elicits extra irritation. 

A new commercial in a break, on the other hand, could interest viewers and dis

suade them from switching away. In determining the effect of broadcast frequency 

per commercial break, it is necessary to determine the minimum and maximum as 

well as the average broadcast frequency for the commercials in the break. 

Probability of confrontation 

Overload is determined above by the frequency of broadcast, the number of times 

a given commercial is broadcast. However, this does not take into account the 

number of viewers during these broadcasts. There can be a considerable difference 

in overload between a commercial that is frequently broadcast in the late evening 

and during the day and one that is frequently broadcast during prime time. Over

load can be determined by the probability of confrontation based on the number 

of Gross Rating Points (GRPs14) the commercial concerned has received. 

Separate hypothesis could be formulated for each of the various measures of 

overload discussed above. However, because the same kind of effect can be ex

pected for each of these forms of overload, a single hypothesis which holds for all 

forms is sufficient. The expected effect applies to the increase in ratings as well as 

to the decrease in ratings. A high level of overload could be expected to discourage 

new viewers, who may nip in to a break and leave before it ends, limiting the po

tential increase in ratings. 

Hypothesis 37 

There will be more switching away during breaks with a high degree of overload 

than during breaks without overload. There will be less switching in during breaks 

with a high degree of overload than during breaks without overload. 

The ratings of a break totalled over all of the minutes in that break, calculated by the sum of the 
ratings of each minute. In this study, the term GRPs refers to GRPs per minute, instead of GRPs per 
30 seconds, which is more commonly used in the commercial use of GRPs. 
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3.5.9 Twin commercials 
A special form of overload can develop when viewers are confronted twice in the 

same break with commercials from the same campaign. It is not the custom to 

broadcast the same commercial more than once within the same commercial 

break, but it is common to broadcast twin commercials within a break. This usu

ally involves one long commercial and one or more short reminders (Faasse, 

1994). It is not directly clear to what extent repeated confrontations with this form 

of advertising will result in more, or perhaps less, overload in the break. 

Hypothesis 38 
There will be more switching away during breaks with twin commercials than 

during breaks without twin commercials. There will be less switching in during 

breaks with twin commercials than during breaks without twin commercials. 

3.5.10 Commercial content: not included 
Some commercials seems to be solidly zap-proof. In 1988 Kneale reported: "Zap

ping does not have to be inevitable. In the Grammy music awards show of March 

2, the first ad in each of 11 sets of commercials was zapped by an average 10% of 

the audience, but Pepsi ads featuring singer Michael Jackson were zapped by only 

1% to 2 % of viewers". What is Michael's secret? 

Describing the findings of a McCann-Erickson study on switching levels based 

on Arbitron data, McSherry (1985) noted that 'entertaining' commercials perform 

about 10% better than 'non-entertaining' commercials" (p. 146). An extensive 

laboratory study focusing specifically on commercial content as an explanatory 

factor for switching was carried out in the United States by Olney, Holbrook and 

Batra (1991). They concluded that the content of a commercial does not directly 

determine whether viewers switch away during a commercial. Viewer attitudes 

towards the commercial and the emotions it calls up are intermediate variables. 

The least amount of switching occurs for commercials in which the content is 

made up of "facts" and "feelings", and is felt to be "interesting" and "useful". 

The very lowest frequency of switching occurs for commercials that evoke feelings 

of excitement or pleasure. 

Siddarth and Chattopadhyay (1998) assert that the attitude towards a commer

cial is based on its ability to provide new and useful information. In a large field 

study using set meter data, they found a small but significant effect, with less zap

ping occurring when a commercial contains a brand differentiating message. Con

sumers use information, such as an explicit claim that only the advertised product 

provides a particular benefit or performs a particular function, in order to differ

entiate between brands. Brand differentiating messages not only result in a higher 

recall, but also in an increased appreciation of the commercial (Biel, 1986; Stew

ard & Furse, 1986: both cited in Siddarth & Chattopadhyay, 1998). 
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The lack of a comprehensive database with characteristics of commercial con

tent like those mentioned above, and related characteristics such as "likeability" 

or the creative aspects of the commercial, meant that these could not be incor

porated in the research. 

3.6 Summary 

The hypotheses presented in this chapter are summarised below in table 6. In this 

table, they are presented as positive and negative effects on the decrease and in

crease of viewers during commercial breaks. Although 38 different hypotheses 

were postulated in this chapter, a number of these can be subdivided based on a 

further elaboration of the effects. This results in a total of 56 hypotheses'5. 

The hypotheses can be farther refined using a detailed operationalisation of the explanatory variables. 
In table 17 in appendix 9 separate hypotheses for all 225 explanatory variables are presented. 
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Table 6 Overview of the hypotheses 
Switching away Switching in to 
from the break the break 

Placement of the break 

l a Morning + 

lb Late at night + 

2 The weekend + + 

3 Centre breaks 

Channel programming 

4 Shift in programme categories + + 

5 Time elapsed since previous break on 

the channel 

6a Length of the programme before the + + 

break 

6b Length of the programme after the break + + 

7a Break after news 

7b Break before news 

7c Break after information programmes 

7d Break before information programmes 

7e Break after drama + + 

7f Break before drama + + 

7g Break after amusement + + 

7h Break before amusement + + 

7i Break after sports programmes + + 

7j Break before sports programmes + + 

8a Break after an episodic programme 

8b Break before an episodic programme 

9a Preceded by a programme with a high + + 

appreciation score 

9b Followed by a programme with a high + + 

appreciation score 

10a Preceded by non-programme material + 

10b Followed by non-programme items 

11 Shift in broadcast organisations + 

12 Shift in audience profile + + 

Programming on the other channels 

13 Combined ratings of the other channels + 

during the break 

14 Break's market share - + 

15 Number of programmes ending on other + + 

channels during the break  
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Switching away 
from the break 

Switching in to 
the break 

16 Number of viewers of programmes 

ending on other channels during the 

break 

+ + 

17 Commercials on the other channels + + 

18 Audience size for commercials on other 

channels during the break 

+ + 

The audience 

19 Male viewers + + 

20 Young people + + 

21 Viewers in large households + + 

22 Viewers with a high social class + + 

23 Viewers with a remote control + + 

24 Viewers with a VCR + + 

25 Heavy viewers + + 

26 Viewers reading a TV guide + + 

27 Viewers with more TV sets + + 

28 Rating of the break - + 

29 Shared viewing - -
Content of the break 

30 Length of the break + + 

31 Length of the commercials + -
32 Promos + -
33a Commercials for feminine hygiene + -
33b Commercials for washing detergents + -
33c Commercials for diapers + -
34a Commercials of products for young 

people 

• + 

34b Commercials of products for men + -
34c Commercials of products for those in a - + 

higher social class 

35 Variation in the commercials' target + 

group profiles 

36 Discrepancy between the profile of the + 

product target group and the viewer 

profile 

37 Overload + 

38 Twin commercials +_ 

+: positive effect -: negative effect 
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4 Data 

4.1 People meter data 

In designing the research on switching during commercial breaks, the decision was 

made to base the study on people meter data. In the Netherlands, people meter 

data are collected in the Continu Kijkonderzoek (CKO), the continuous television 

audience research commissioned by NOS, STER and IP, and carried out by Into-

mart '6 . The data are taken from a Dutch television panel consisting of a national 

sample of 1,000 households, holding approximately 2,400 persons of 6 years of 

age and older. 

The people meter unobtrusively registers viewing behaviour, including switching, 

automatically on a per second basis. Using people meter data avoids the distortion 

of the results caused by lapses in respondents' memory or by the effects of socially 

desirable responses (see section 2.2.2). 

The technique used to register viewing behaviour makes it possible to distin

guish between several different kinds of switching, including: 

• turning the television the set on or off; 

• interim logging in or logging off by a viewer; 

• changing channels; 

• switching between Teletext and regular programming. 

In this study, all switches that are included in the calculation of audience ratings 

are treated as channel changes. Switching channels and turning the television set 

off, for example, are considered the same for the purposes of this research'7. 

The use of people meter data imposed certain limitations the research. As noted 

in section 2.6, the avoidance of commercials by not paying attention ("mental 

zapping" ) or switching off the volume ("muting") has not been included in this 

research. In the CKO, the calculations of the viewing data are based on individual, 

minute by minute ratings, in which each viewer per minute is assigned to a chan

nel. The analysis of viewing behaviour on a per minute basis is dictated in part by 

A detailed description of the design and methodology of the CKO is available elsewhere (Intomart, 
1998b; Ligthart & Van Meurs, 1997; Van Meurs, 1998a). 
A change to Teletext is considered switching when it results in a change in the reported ratings of a 
commercial break. Turning on Teletext in full display mode is considered switching since this viewing 
behaviour is not included in the ratings for the broadcast in progress. At the time this study was car
ried out, turning on Teletext in overlay mode does not affect the ratings for the broadcast in progress 
and is thus not treated as switching. 
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the fact that the starting and ending times for programmes and commercial breaks 

are given in whole minutes. Because of this, an analysis of viewing behaviour on a 

per second level is not feasible. This limits the cases of viewing behaviour available 

for analyses. 

4.2 Unit of analysis 

Several levels of analysis were considered for this research, including: 

• respondents only; 

• commercial breaks; 

• minutes; 

• commercial spots; 

• a combination of the respondent level with other levels. 

Analyses of viewing behaviour on the respondent level are comparable to the 

traditional questionnaire research, in which the variable to be explained (in this 

case switching) is analysed on the basis of respondent background characteristics 

only38. Analyses on the respondent level can provide a good indication of differ

ences between individuals related to background characteristics, including socio-

demographic variables, attitudes and behavioural variables. In this approach, it is 

assumed that the effect to be explained differs per person, and it is assumed that 

viewers watch television or switch channels in patterns consistent with those of 

others who share the same demographic profile. Their behaviour is assumed to be 

independent of non-personal factors, such as the moment of viewing or the sur

rounding programming. However, the exclusion of non-personal factors from an 

analysis at the respondent level places too great a limitation on the explanatory 

power of the analysis, and is unlikely to result in a useful satisfactory explanatory 

model for viewing or switching behaviour. 

Programmes and/or commercial breaks are more useful units of analysis of 

viewing behaviour. In this case, viewing behaviour is registered per programme 

and is related to the characteristics of these programmes. Because of the large 

number of programmes registered in the CKO (from January through April 1995 

32,870 programmes, including 12,400 commercial breaks, were registered) this 

level of analysis offers a much larger number of observations than an analysis at 

the respondent level. 

Two distinct but closely related units of analysis, the commercial spot and the 

commercial minute, offer yet more detailed levels of analysis. The advertising mi

nute is the minute within which a commercial is broadcast. A total of 32,506 ad

vertising minutes and 70,702 spots were registered in the CKO in the period from 

January to April 1995. However, because of technical limitations at the time this 

study was carried out, it was not possible to calculate switching on a per second 

Because of the size of the Dutch television panel, the number of respondents in such an analysis is 
limited to about 2,400 persons. 
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basis. As a result, it was not possible to analyse switching behaviour for each indi

vidual spot. 

The most complete level of analysis would have been one in which personal 

characteristics can be directly combined with programming, so that each viewer 

per commercial break, minute or spot counts as a separate observation. For the 

selected research period (January through April 1995), with around 2,400 respon

dents, this would have resulted in approximately 30 million, 78 million or 170 

million observations for commercial breaks, minutes or spots, respectively. The 

construction of the data set and the subsequent analysis of switching behaviour 

would not have been feasible with such quantities of observations. 

The commercial break was chosen as the unit of analysis for this study of 

switching. It was not possible to directly include data from other levels of analysis, 

such as commercial spot and audience characteristics, in the same data set. In or

der to include characteristics of the audience or the commercials that could influ

ence switching behaviour, such as the age of the viewers or the length of spots, 

these characteristics had to be assigned to the unit of analysis, the commercial 

break. For instance, this involved calculating the average length of the spots for 

each break. Similarly, audience characteristics that could be related to switching 

behaviour were included in the data set by defining them as the proportion of a 

break's total audience that shares that characteristic. 

For a number of explanatory variables, a distinction is made between the begin

ning, middle and end of each commercial break (see appendix 5, section 5.3), al

lowing for a more precise level of measurement. For these variables, analysis at the 

block level (n = 12,278) is comparable to analysis at the level of the number of ad

vertising minutes (n = 32,506). 

4.3 Commercial breaks 

The data set for the research project included all commercial breaks broadcast 

from January to April 1995 on the five main channels in the Netherlands. This 

provided a wide range of commercial breaks. Because lead-in/lead-out effects were 

an important element in the design of the research, all breaks not preceded or fol

lowed by a programme (within ten minutes of the start or end of break) were ex

cluded from the analysis. After this selection, 12,278 of the 12,400 commercial 

breaks remained in the data set. 

Many commercial breaks have a relatively low audience rating. With a panel 

size of 2,400, the registration of switching behaviour around many breaks was 

based on a very small number of observations. As a result, the reliability of the re

sults for each break could be very low (see also section 4.6.2). Initially, the deci

sion was made to exclude commercial breaks with few viewers in order to avoid 

peak effects in the results due to small samples. However, it soon became apparent 

that such a criterion would exclude too many breaks. This was especially true for 
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breaks broadcast on RTL5 and those broadcast during the day or late at night. 

Using a criterion of a less than 2% audience rating (less than 50 viewers in the 

television panel) would have excluded half of all the advertising; even a selection 

based on a 1% audience rating would have eliminated more than a quarter of all 

commercial breaks. In order to have a sample that was representative for all 

breaks, the decision was made not to exclude breaks because of their low audience 

rating or, alternatively, because they were broadcast during the day or late at 

night. 

As a result of this decision, a number of breaks in the analysis had unexpected 

scores for variables or combinations of variables. This would have been the case, 

for example, for a very long and unattractive break whose one or two viewers de

cided by chance not to switch away. Because of the large number of observations, 

extreme examples of this kind had very little effect on the outcomes registered. By 

not excluding breaks with very few viewers the study remained representative for 

all commercial breaks broadcast during the period of study. However, this did in

troduce some distortion into the data, resulting in some reduction in the amount 

of variation accounted for in the analysis. 

4.4 Respondents 
In the CKO, respondents are selected on a household basis to form a panel that is 

representative for characteristics such as region, province and degree of urbanisa

tion, household size, the educational level of the principle breadwinner, social 

class, viewing time for housewife, cable, number and types of television sets, pos

session of a satellite antenna, and membership of a broadcasting organisation. The 

representativeness of the CKO panel regarding these characteristics is controlled 

every two months. If the panel appears skewed with respect to one or more of these 

characteristics, new households are selected whose composition will correct the 

skewing. 

In principle, a household can take part in the research for a maximum of four 

years. During this period, a household is included in the CKO as long as all members 

of the household continue to co-operate with the research. When one or more mem

bers of a household are no longer willing to take part in the research, a replacement 

household is recruited. 

In addition to the voluntary withdrawal of households, Intomart can remove 

households from the panel. In order to guarantee the quality of the data collected, 

daily controls are carried out on the reporting behaviour of the panel members. If 

problems appear, contact is made with the panel members concerned in order to dis

cuss their participation. If repeated discussions do not produce improvement, then 

the entire household involved is removed from the panel. In actual fact, this does not 

occur very often; experience has shown that in such cases the panel household with

draws beforehand on its own initiative. 
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Whenever a household withdraws or is withdrawn from the television panel, a new 

household is recruited to replace it. A household of similar composition may be 

sought, or one with a different composition may be needed, depending on the com

position of the total audience panel. 

4.5 Validity 
One of the main reasons for choosing to base the analysis of switching behaviour 

on data from the people meter is the high degree of validity of this data. This is 

due, in part, to the electronic registration of viewing behaviour. The high degree of 

validity of the electronic registration, as well as other methodological aspects of 

the CKO, was recently confirmed in an independent audit". 

In the CKO, viewing behaviour is electronically registered on a per second basis. 

One of the few areas of debate about the validity of the electronic measurement 

concerns the use of a 15 second persistence threshold. This means that channel 

changes lasting less than 15 seconds are ignored in this registration. For example, 

when a viewer switches from RTL5 to NL1 at 20:09:10 (time notation in hours, 

minutes, seconds), then to NL2 at 20:09:15 and then switches to RTL4 at 

20:09:20 and continues to watch for longer than 15 seconds, the meter registers a 

change from RTL5 to RTL4 at 20:09:20; the ten seconds of viewing of NL1 and 

NL2 are assigned to RTL5. 

The persistence threshold is designed to prevent the meter's memory from filling 

up during a measurement day as a result of a large number of channel switches. A 

similar cut-off point is used in many other countries in which the people meter sys

tem is used. 

Because of the persistence threshold, the exact total of the number of switches 

per viewer cannot be determined, because some rapid switches will not be regis

tered. However, for the purposes of this study, it is not the exact number of 

switches that needs to be determined, but the gain and loss of advertising audience 

ratings and the relationship of the gain and loss to characteristics of the break. 

Experimental research on switching behaviour in the United Kingdom has indi

cated that a threshold of 15 seconds has no effect on the analysis of switching. 

While more switches were registered in measurements made without this limit, 

similar levels of gain and loss of advertising audience ratings due to switching 

were found in measurements with and without the 15 second threshold (ITV Net

work Centre, 1993). A Dutch validation study found that the 15 second rule had 

no effect on the relationship between audience ratings for commercial breaks and 

those for programmes (Van Meurs, 1998b). 

This audit was commissioned by the media commission of the BVA Associatie van Nederlandse Ad
verteerders, the association of Dutch advertisers, and carried out by a team of independent experts 
(Den Boon & Wedel, 1997). 
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4.6 Reliability 

4.6.1 Discipline of the panel members 
One of the most important factors influencing the reliability and validity of the 

measurement is the discipline that panel members exercise in logging in and off. 

The only thing panel members have to do to register their viewing behaviour is 

push a button on the meter's remote control each time they start or stop watching 

television. If panel members are negligent in doing this, the reliability of the results 

of the people meter research is placed in jeopardy. In order to prevent this, quality 

controls are carried out to identify irregularities in logging in and off. When ir

regularities are found, the data from the household or households involved are ex

cluded from the daily calculations of results. If the irregularities continue, the 

households are removed from the panel and replaced by new households with 

similar or different demographic profiles, as required to maintain the panel's rep

resentativeness (see section 4.4). 

Coincidental checks are regularly carried out in order to determine whether the 

results measured in the CKO are a reflection of the actual viewing situation. In these 

studies, panel members are contacted by telephone and asked about the viewing 

situation in the household at that moment. This information is later checked against 

the information registered by the people meter for the same moment. A total of four 

coincidental checks were carried out during the trial period for the people meter 

system (January through June 1987), and subsequent coincidental checks were 

carried out in 1989, 1991, 1992, 1995 and 1996. In each instance, a high degree of 

agreement was found between the information reported during the telephone 

interview and the data recorded by the people meter. At the level of the individual 

viewer, the level of agreement in all of these studies was between 96% and 9 8 % 

(Den Boon & Wedel, 1997, Ligthart & Van Meurs, 1997). When sorted by 

different analysis groups, the results did not produce any great variation from the 

average for the total sample. The percentages of agreement for various programme 

categories, including advertising, also varied little from the total. These results 

indicate a high level of discipline among panel members when it comes to logging 

in and logging off40. 

The coincidental checks demonstrated that a high level of reliability could be 

expected of the audience data. With respect to switching, the reliability is even 

higher. The majority of switches involve changing channels. Unlike switching off 

of the television set, which requires viewers to log off, channel changes are 

registered electronically. The viewer is not required to take any action involving 

the people meter. 

Den Boon and Wedel (1997, see footnote 39) recommended extending these coincidental check with 
additional checks on the use of the meter's remote control buttons during commercial breaks. 
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4.6.2 Panel size 
In addition to the reliability of the electronic registration of behaviour, the quality 

of measurement for each of the 12,278 breaks observed in this study was affected 

by the size of the sample, the people meter panel. During the research, the CKO 

panel held approximately 2,400 people six years of age and older. This panel size 

was adequate to obtain reliable results concerning the general patterns of viewing 

behaviour. However, it was too small to allow reliable statements about the audi

ence rating and switching behaviour for individual commercial breaks when very 

few viewers when involved (Den Boon, 1994). This problem is particularly rele

vant for the commercial breaks in this study, because, for around half of the 

breaks, the analysis of switching is based on less than 50 viewers (audience rating 

lower than 2%) and, for around a quarter, less than 25 viewers (audience rating 

lower than 1%). Given an average rating of 3.2%, the levels of switching in the 

12,278 breaks observed were measured in samples containing an average of 76 

viewers. 

However, the effect of the sample size on the quality of the measurement of 

switching for each individual break should not be confused with the overall reli

ability of the research. The analysis of switching behaviour is not based on one 

day's viewing behaviour, as in a one-time sampling, but on panel results over a pe

riod of four months involving a great many different breaks. The reliability of the 

current study is positively affected by the period of time and the number of breaks 

observed within the people meter panel. The resulting reliability is affected by a 

number of factors, including the consistent composition of the panel41 and the cor

relation between the viewing behaviour of each observed break (Den Boon, 1994; 

Den Boon & Wedel, 1997; Twyman & Wilcox, 1996). 

Because of the complexity of determining levels of reliability42 it is difficult to 

make an exact statement about the margins of reliability in this research. How

ever, because of the large number of observed breaks in the study, it can be as

sumed that the reliability of the observed level of switching (the average levels of 

both measures of switching and the levels of significance of the parameters of both 

explanatory models) in this study is adequate. 

In the CKO the turnover rate is approximately 25% a year (Intomart, 1998b). 
In addition to the issues of panel size and the period of observation, this complexity is increased by 
the fact that the validity of the CKO data is also affected by weighting, clustering and stratification. 
The reliability is negatively influenced by the weighting applied and by the fact that the CKO panel is 
not a sample of individuals, but is clustered on the household level. On the other hand, the reliability 
of the CKO is higher than in normal random sample research because the panel is not selected ran
domly, but is made up of a group of households carefully selected on the basis of several stratification 
variables (Den Boon & Wedel, 1997; Intomart, 1998b). 
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5 Results: switching 
behaviour assessed 
The aim of the SPOT study was to establish the amount of switching that occurs 

during television advertising, and determine the factors responsible for it. This 

chapter deals with determining the amount of switching that occurs during com

mercial breaks. In section 5.1 and 5.2, the distributions of switching away from 

and switching in to commercial breaks are examined. The relationship between 

these two measures of switching, and their use in determining the net number of 

viewers per break, are discussed in section 5.3. Because of the complexity in de

fining switching, the question of how much switching takes place during commer

cial breaks cannot be easily or directly answered. Nonetheless, an attempt is made 

to provide an answer in the fourth section of this chapter. The level of switching 

found in this study is also compared with the results of other studies reported in 

the literature. 

5.1 Decrease in ratings 

In this study, the decrease in audience ratings is defined as the relative loss of 

GRPs during a commercial break within the group of viewers that had been 

watching the channel in question two minutes prior to the start of the break (see 

appendix 3). Within that group, an average loss of 28 .6% was found for the 

12,278 commercial breaks registered during the research period. This means that, 

for example, if two minutes before the beginning of a break the audience rating 

was 5 % , a two minute break would have achieved 10 GRPs within the original 

group of viewers if no one switched away. However, because the average loss per 

break was 28.6% of GRPs due to viewers switching away, the break in this exam

ple would have lost 2.9 GRPs of its potential of 10 GRPs, retaining 7.1 GRPs. 

While the average decrease in audience rating is 28 .6%, there is a wide spread of 

values among all of the breaks; the standard deviation (the average variation from 

the average) is 18.6%. The proportional distribution of the decreases in audience 

rating for all 12,278 breaks is shown in figure 6. 

From this chart, it can be seen that there are considerable differences between 

breaks in the amount of decrease. Some 1 8 % showed a decrease of 10% or less; 

for these breaks audience loss as a result of switching away is very small. In 1% of 

95 



Switching during commercial breaks 

Figure 6 Proportional distribution of the decrease in ratings 

30 40 50 
Decrease in ratings 

the 12,278 breaks, the decrease was greater than 7 5 % , meaning that less than a 

quarter of the viewers4' remained watching. 

In addition to the decrease and the increase in audience ratings, a number of 

supplementary switching measurements have been calculated. The first of these is 

the decrease in viewers, a relative measure of the number of persons that switched 

away during the break. It is defined as the number of persons in the group of 

viewers watching the channel two minutes before the start of the break, who were 

not watching that channel in the first minute following the end of that break. A 

second switching measurement is the rate of decrease, which indicates the point in 

a break at which the greatest loss of viewers as a result of switching occurred. A 

rate of 0.5 means that the relative loss of GRPs (the decrease in audience ratings) 

is equal to half of the decrease in viewers, for example, because all viewers who 

switched away did so halfway through the break. A rate of 1.0 means that viewers 

who switched away did so at the beginning of the break. The average rate of de

crease for all breaks in the study is 0.88. The proportional distribution of the rate 

of decrease shown in figure 7 indicates that the majority of viewers who switched 

away from a break did so at the beginning of the break or just before the start of 

the break, in the last two minutes of the previous programme. 

In 2 .8% of the 12,278 breaks, the rate of decrease is zero. In these instances, ei

ther no one was watching the channel in the two minutes before the break in ques

tion, or no one switched away during the break. The rate was greater than 1.0 in 

14% of the breaks, meaning that the decrease in audience ratings was greater than 

In discussing the two measures of switching in this chapter, the terms loss and gain of viewers are used 
for convenience. However, what is meant is the loss or gain of GRPs: the audience ratings achieved 
and lost during the break, within the group ofvieivers who were watching the channel two minutes be
fore the start of the break. 

96 



Results: switching behaviour assessed 

the decrease in viewers. This may seem odd at first glance, but can occur, for ex

ample, when a substantial portion of the viewers who switched away during the 

break return before the end of the break. The calculation of the decrease in audi

ence ratings, the principle measure of switching away during commercial breaks, 

takes into account the loss of ratings during commercial breaks that results from 

the switching behaviour of these returning viewers. 

Figure 7 Proportional distribution of the rate of decrease 

0.4 0.5 0.6 

Rate of decrease 

5.2 Increase in ratings 
The increase in audience ratings is the relative gain in GRPs achieved during a 

commercial break as a result of new viewers switching in. This group is defined as 

the group of viewers who were watching the channel one minute following the end 

of a break, but who had not been watching in the minute before the start of the 

break. The average increase in audience ratings for all the breaks is 7 . 1 % . 

The distribution of the increase in audience ratings is shown in figure 8. It 

should be noted that a large number of breaks showed no increase in audience 

ratings. The increase in audience ratings is zero in 17.8% of the 12,278 breaks, 

which means that these breaks received no new viewers who watched up to and 

including the first minute following the end of the break. These breaks were 

mainly ones that interrupted programmes and that had low audience ratings. Half 

of the breaks showed an increase of 5 % or more, while a quarter showed an in

crease of 10% or more. 

An increase in audience ratings of 7 . 1 % compensates, in part, for the decrease in 

audience ratings (28.6%) resulting from the loss of viewers during commercial 

breaks. The relationship between these two results is discussed in the next section. 
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Figure 8 Proportional distribution of the increase in ratings 
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5.3 The net effect of switching on the break ratings 
The net effect of switching on audience ratings for commercial breaks can be de
termined by comparing the measures of switching. The net loss of viewers during 
commercial breaks can be approximately determined by subtracting the increase in 
audience ratings (7.1%) from the decrease in audience ratings (28.6%), resulting 
in a net loss of 21.5 %44. In principle, however, this method of determining the net 
effect of switching on the audience rating of commercial breaks is flawed, because 
the bases for calculating the percentages of the decrease in audience ratings (the 
number of viewers in the second minute before the start of a break) and the in
crease in audience ratings (the number of viewers in the first minute after a break) 
are not the same. 

Moreover, this calculation does not provide a complete picture of the net effect 
from switching. In this study, the definition of switching only takes into account a 
decrease in audience ratings as a result of viewers switching away (including those 
who switch back again), and an increase in audience ratings as a result of new 
viewers switching in. In addition to these, however, a third form of switching be
haviour can affect the audience ratings of commercial breaks. This refers to view
ers who were not watching a channel in the second minute before the start of the 
break and in the first minute following the end of a break, but who switched into 
a break and then switched away between these two moments. These hit and run 
viewers fall outside the definitions of both the decrease in audience ratings and the 

The estimated net loss of21.5% is more or less in agreement with the unweighted block factor (see 
section 2.4.4) of 78% in the first quarter of1995 (NL123 and RTL45). However, the net results of the 
two switching measures and the block factor are not directly comparable. The block factor is calcu
lated as the decrease in audience ratings during advertising in relation to the programmes preceding 
and following the break. The decrease in audience ratings and increase in audience ratings are calcu
lated on the basis of the second minute before the break and the first minute following the break, re
spectively. 
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increase in audience ratings, and form a separate third factor that should be taken 

into account in determining the net effect of switching on the audience ratings of 

commercial breaks. It is not necessary to calculate the effect of this behaviour 

separately per break; it can be derived from the information available. In table 7, 

the effect of hit and run viewers on audience ratings for commercial breaks is cal

culated on the basis of the total registered advertising GRPs. The results of this 

calculation are illustrated in graphic form in figure 9. 

Table 7 The effect of switching behaviour: registered and potential GRPs 

Rating 2nd minute before the break 4.0% 

Rating 1s t minute after the break 3.3% 

Rating of the break 3.2% 

Commercial minutes 32,506 

GRPs (rating x minutes) 104,019 

Decrease in ratings 28.6% 

Increase in ratings 7.1% 

Registered GRPs 104,019 100.0% 

a. Stayers: no switching 92,837 89.3% 

b. New viewers: switching in 7,616 7.3% 

c. Hit and run viewers: switching in and out 3,566 3.4% 

Potential GRPs (registred1 + lost potential2) 141,206 135.8% 

Potential GRPs lost by decrease in ratings2 -37,187 -35.8% 

GRPs from increase in ratings 7,616 7.3% 

GRPs from switching in and out 3,566 3.4% 

Net effect of switching on potential GRPs3 -26,005 -25.0% 

Explanation of table 7 

In the research period from January through April 1995, there were a total of 

32,506 minutes of advertising broadcast on the five channels NL123 and RTL45. 

With an average break audience rating of 3.2%, this resulted in a total of 104,019 

GRPs (target group 6+). The GRPs were the product of three kinds of viewing be

haviour: 

a. Stayers: people who were watching a channel two minutes before the start of a 

break and were still watching at the end of the break (including people who 

switched away during the break but returned to the channel before the end of 

the break). 
b. New viewers: people who were not watching a channel two minutes before the 
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start of a break, but did watch at least one minute of the break and were still 

watching the same channel during the first minute following the end of the 

break, 

c. Hit and run viewers: people who were not watching a channel two minutes be

fore the start of a break and were not watching in the first minute following 

the end of the break, but who did watch some portion of the break. 

Calculating the registered GRPs 

a. Of the total of 104,019 GRPs, 28.6% were lost as a result of the decrease in 

audience ratings. The remaining 71.4% of audience ratings retained from the 

group of stayers yields 71.4% x 32,506 x 4.0% = 92,837 GRPs. 

b. Of the total GRPs, 7 . 1 % are due to the increase in audience ratings. The group 

of new viewers yields 7 . 1 % x 32,506 x 3 .3% = 7,616 GRPs. 

c. If 92,837 GRPs of the total of 104,019 GRPs are as a result of stayers (89.3% 

of the total), and 7,616 as a result of new viewers (7 .3% of the total), there 

remain 3,566 GRPs that could only be the result of hit and run viewers (3.4% 

of the total). 

Calculating the potential GRPs 

The potential GRPs can serve as a basis for calculating the net effect of switching. 

The potential GRPs are the sum total of: 

1. all registered GRPs including new viewers (104,019 GRPs), plus 

2. lost GRPs that would have been registered if no one had switched away 

(28.6% x 32,506 x 4.0% = 37,187 GRPs, 35 .8% of the total of registered 

GRPs). 

3. The net effect of the switching behaviour on the total number of registered 

GRP is thus 7 .3% + 3.4% - 35.8% = -25.0%. 

The following conclusions can be drawn from table 7 and figure 9: 

• 89% of advertising GRPs were a result of viewers who do not switch, but contin

ued watching through the entire break45; 

• the gain as a result of new viewers switching in to the break was 7% of the total of 

advertising GRPs; 

• 3 6 % more advertising GRPs would have been achieved if there had been no 
switching away; 

• if no switching had occurred during commercial breaks, 2 5 % more GRPs would 
have been achieved. 

Given the definition of decrease in audience ratings, it should be noted that the 89% of advertising 
GRPs are not only the result of viewers who do not switch but watch the entire break, but also of 
viewers who briefly switch away but then switch back before the end of the break. 
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Figure 9 Effects of switching on GRPs 

7% Coming In 

36% Leaving 

89% Staying 

The majority of new viewers continued to watch the entire break up to and in

cluding the first minute after the break; only 3 % of new viewers switched away 

before the end of the break. The group of viewers who switched in and then out of 

breaks was small and their influence on advertising ratings was almost negligible. 

In chapters 6 and 7, it will be assumed, for the sake of convenience, that a com

parison of the decrease and the increase in audience ratings is sufficient to deter

mine the net effect of switching on the audience ratings of commercial breaks. 

5.4 Interpretation 
The studies of switching behaviour during commercial breaks previously discussed 

have limited themselves to the net effect of switching on the number of viewers. In 

these studies switching referred only to switching away; none of these studies dis

tinguished the positive effect of switching in on the number of viewers of commer

cial breaks46. This study has shown that 7% of advertising GRPs were the result of 

switching in (see section 5.3), indicating that switching in is also an important as

pect of switching behaviour during commercial breaks. 

More switching away than switching in occurred for most commercial breaks. 

With the exception of a qualitative study by Aitchison (1985). 
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Against an average increase in audience ratings of 7% there was an average de

crease in ratings of 2 9 % . The resulting net loss of 2 2 % is only an average, how

ever. Both the decrease and increase in ratings exhibited a wide distribution and 

there were considerable differences between breaks in the effect of switching be

haviour on audience ratings. In the following chapter, the factors responsible for 

the levels of switching away and switching in during these breaks are discussed. In 

section 5.1, the conclusion was drawn that most viewers switch away at the be

ginning of a commercial break or even just before the start of a break. The next 

chapter examines whether this is an indication that switching away is not the re

sult of characteristics of the break itself but reflects a general aversion to advertis

ing, or whether this behaviour is influenced by other factors such as channel pro

gramming. 

The findings discussed in this chapter indicate the importance of a better under

standing of the background of switching behaviour. If switching away can in some 

way be limited and switching in maintained or even increased, this can lead to a 

large increase in advertising GRPs. 
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In the previous chapter the extent of switching during commercial breaks was es

tablished. The average decrease and increase in audience ratings per break were 

found to be 28 .6% and 7 . 1 % , respectively. It was apparent that the two forms of 

switching, switching away during a break and switching in to a break, had a sig

nificant influence on the audience ratings of commercial breaks. Moreover, con

siderable differences in levels of switching were found among the breaks. 

This chapter examines the reasons why some breaks suffer a considerable loss in 

GRPs because of switching behaviour while others lose few or, in some cases, even 

gain GRPs. All of the factors addressed in the hypotheses and found to be respon

sible for the increase and decrease in audience ratings during commercial breaks 

are included in two explanatory models. These models provide a basis for the dis

cussion of the results of the research and the relationship or lack of relationship 

between these factors and switching during commercial breaks. 

An overview of both models and of the results per group of explanatory vari

ables is presented in section 6.1. In section 6.2, the effect of each explanatory vari

able on switching away during breaks is presented in order of size of the effect; 

this is done for switching in to breaks in section 6.3. Finally, in section 6.4, the re

sults are placed in a theoretical perspective, indicating which of the hypotheses can 

be accepted and which should be rejected on the basis of the analyses. For all of 

the relationships described in this chapter, the relationship expressed holds when 

all other factors are constant. 

Regression was selected as the method of multivariate analysis for this study. In 

appendix 7, background information is provided concerning the statistical meth

ods used in the calculation of the regression models. In section 7.1.4 of the same 

appendix, a brief explanation of the various coefficients used in this chapter in in

terpreting the results of the two regression models is provided. 

6.1 Overview of the models 
The findings of the switching research are summarised in the two models pre

sented in table 8. These models include the factors that influenced the decrease and 

the increase in audience ratings during commercial breaks. Factors that had no 

demonstrable effect on switching are not included in the model. The amount of 

variation explained by the model for the increase in audience ratings is satisfactory 

(adjusted R2 = 31.7) and that accounted for by the model for the decrease in audi

ence ratings is high (adjusted R2 = 57.0). 
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Table 8 Summarisation of the models 
Decrease in Increase in 
ratings (ß) ratings (ß) 

1. Placement of the break 

Centre break 

Time of day: 22.00-24.00 hrs. 

2. Channel programming47 

Shift in age of audience before and after the break 

Break after children's and youth programmes 

Break before news 

Length of the programme before the break 

Non-programme items after the break 

Shift in proportion of ABl in audience before and after the 

break 

Break after light information 

Break after other programmes 

Time elapsed since previous break 

Break after culture 

Length of the programme after the break 

Break before culture 

Broadcast of the preceding programme in previous week 

3. Programming on the other channels 

Commercial GRPs on the other channels 

Ratings of the other channels 

Break's market share 

Audience size programmes ending on the other channels 

4. Programming of the break 

Length of the break 

Discrepancy in age between the target group and the viewer 

profile for the following programme 

5. Audience 

Rating of the break 

Number of viewers per set 

Audience before the break: VCR in the house 

Audience after the break: 35-49 years - -0.06 

Audience before the break: men 0.05 

-0.34 -0.16 
0.17 -

0.17 0.26 
-0.17 -

- 0.16 
0.15 -
0.08 -
0.07 -

-0.07 -

-0.07 -
- 0.07 

-0.06 -
0.05 -
0.05 -
0.04 -

0.05 0.20 
0.17 -
-0.15 -

- 0.08 

0.09 0.20 
- 0.05 

-0.11 
-0.09 -
-0.07 -

The effect on switching during commercial breaks of programme appreciation for the programmes 
preceding and following breaks on NL123 was tested in four separate models (see appendix 6, section 
6.1.4). No significant effect on switching was found for these factors. 
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Table 9 Unique explained variance (adjusted R2) per variable group4* 

Decrease in ratings Increase in ratings 

1. Placement of the break 24.2 9.4 

2. Channel programming 33.8 15.4 

3. Programming on the other channels 22.9 10.9 

4. Programming of the break 4.5 7.5 

5. Audience 15.7 1.6 

6. Products 

7. Campaigns 

Total 5_7_0 31.7 

The unique explained variance per group of variables is shown in table 9. The 

most striking feature of this summary is not the variables that appear in the mod

els, but the ones that are absent. There is no demonstrable direct effect from prod

uct categories or from campaign characteristics on the decrease or increase in 

audience ratings during the breaks. The inclusion of commercials from specific 

product categories or commercials with a high degree of overload has no direct ef

fect on switching during a commercial break, regardless of their position in the 

break. The absence of any significant direct effect from these two factors is par

ticularly noteworthy because, in the debate on television advertising and zapping, 

they are very frequently cited as major sources of irritation with television adver

tising and as causes of switching (see section 1.1.1). It seems, however, that view

ers generally did not switch away when confronted by commercials for such noto

rious product categories as feminine hygiene or laundry detergents or commercials 

that had already been frequently broadcast, even when these commercials were lo

cated at the start of a break. 

Switching behaviour is best accounted for by the characteristics of the pro

grammes broadcast preceding and following a commercial break (channel pro

gramming). A shift in age in the audience profiles for these programmes produced 

the greatest amount of explained variance. Programme type and programme 

length had an effect on switching in and away during commercial breaks, as did 

the placement of the break. Considerably more switching occurred during end 

breaks than during centre breaks. The length of the break itself only had a minor 

effect on switching: viewers were generally not driven away by long commercial 

breaks. However, the larger the net, the greater the catch, and a long break does 

receive more new viewers than a short one. 

Programming broadcast on other channels during the break can also exercise 

considerable influence on switching away and in. When viewers to other channels 

were confronted with advertising, a portion of those switching away ended 

The adjusted R2 in this table is based on a separate model per variable group. Because of overlap in 
explained variance the results cannot be summarised. 
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switching in to the break in question. To a considerable extent, the appeal of pro

grammes broadcast opposite a break determined the amount of viewers who 

switched away from the break. The smaller the market share of the channel 

broadcasting the break and the higher the ratings for channels opposite the break, 

the more switching away occurred. 

Switching was only slightly influenced by viewers' characteristics. Audience rat

ing for the break and the amount of social viewing had an effect on switching be

haviour, but the viewer demographics played only a marginal role. 

In summary, it can be said that viewers' switching behaviour during commercial 

breaks was largely influenced by programming. They selected programmes to 

watch and, once they began watching, they were not easily driven away by com

mercial breaks, regardless of the types of commercials included in the break. 

Viewers may have stopped watching or switched away when a commercial break 

Table 10 Explanatory model "decrease in ratings" 

Centre break 

Break after children's and youth programmes 

Time of day: 22.00-24.00 hrs. 

Ratings of the other channels 

Shift in age of audience before and after the break 

Break's market share 

Length of the programme before the break 

Rating of the break 

Number of viewers per set* 

Length of the break* 

Non-programme items after the break* 

Break after other programmes* 

Break after light information* 

Audience before the break: VCR in the house* 

Shift in proportion of ABl in audience before and after the break* 

Break after culture * 

Break before culture* 

Commercial GRPs on other channels* 

Audience before the break: men* 

Length of the programme after the break* 

Broadcast of the preceding programme in previous week* 

Constant 

Adjusted R2  

*: Weak effect, ß< 0.1 

14.27 -0.34 
•10.49 -0.17 

8.71 0.17 
0.26 0.17 
0.15 0.17 
-0.21 -0.15 
0.19 0.15 
-0.69 -0.11 
-4.91 -0.09 
1.31 0.09 
2.71 0.08 

-14.34 -0.07 
-3.34 -0.07 
-0.11 -0.07 
0.07 0.07 
-7.33 -0.06 
6.28 0.05 
0.13 0.05 
0.07 0.05 
0.06 0.05 
2.30 0.04 

30.32 
57.0 
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began, but this was more a reflection of a general avoidance of advertising. 

Changes in the composition of the break had little or no effect on switching. Ad

vertising generally follows the end of a programme and, for many viewers, this 

was a signal to begin switching, regardless of the content of the break that follows. 

The factors that influence switching away and switching in to commercial 

breaks are discussed in detail in sections 6.2 and 6.3 below. In these sections, the 

effects of the various factors on the decrease in audience ratings are expressed in 

percentage points, as illustrated in the discussion of centre breaks in section 6.2.1. 

Measures for reducing switching suggested by the research results are discussed in 

chapter 7. 

6.2 Factors causing a decrease in ratings 

The model explaining the decrease in ratings is presented in table 10 and includes 

only those variables that had a positive or negative effect on the decrease in audi

ence ratings. It can be seen from this model that various factors are responsible for 

switching away during commercial breaks. However, not all of these factors have 

the same level of influence. The factors are listed in table 10 in order of explained 

variance. An asterisk (*) indicates those factors which have only a weak effect (ß < 

0.1). The model is presented in schematic form in figure 10. 

6.2.1 Placement of the break 

Centre breaks (ß = -0.34) 

The most significant factor in accounting for differences in the decrease in audi

ence ratings between commercial breaks was the difference between centre and 

end breaks. In the explanatory model, the B-factor for centre breaks is -14.3, indi

cating that the decrease in audience ratings for a centre break was 14.3 percentage 

points lower than for other commercial breaks, all other factors being equal. The 

average decrease in audience ratings was 28.6%. This means that enough of those 

viewers who were tuned to the channel two minutes before the start of the break 

switched away to produce a 28.6% loss of the total GRPs (average audience rating 

times break length). The decrease in audience ratings for a centre break was 14.3 

percentage points lower than the loss during end breaks, half of the average loss in 

GRPs. 

Time of day: 22.00-24.00 hrs. Iß =0.17) 

The decrease in audience ratings for breaks during the period 22.00-24.00 hrs. 

was 8.7 percentage points higher than during the rest of the day. In the late even

ing, when it is time to go to bed, many viewers turn their television sets off when 

the programme they have been watching ends. The start of the following break is 

a natural moment for this to happen. 
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Figure 10 Explanatory model "decrease in ratings" 

1 Placement of the break 
Centre break 
Time of day: 22.00-24.00 hrs 

2 Channel programming 
Length of the programme before the break 
Length of the programme after the break' 
Break after light information* 
Break after culture* 
Break before culture* 
Break after children's and youth programmes 
Break after other programmes* 
Broadcast of the preceding programme in previous week* 
Non-programme items after the break' 
Shift in age of audience before and after the break 
Shift in proportion of ABl in audience before and after the break" 

3 Programming on the other channels 
Ratings of the other channels 
Breaks market share 
Commercial GRPs on the other channels* 

4 Programming of the break 
Length of the break* 

5 Audience 
Audience before the break: men* 
Audience before the break: VCR in the house* 
Rating of the break 
Number of viewers per set* 

6 Products 
No effect 

7 Campaigns 
No effect 

*: Weak effect, ß< 0.1 

6.2.2 Channel programming 

Length of the programme preceding the break {ß= 0.15) 

The longer the previous programme lasted, the greater the amount of switching 

that occurred during the break. The decrease in audience ratings increased 1.9 

percentage points for every 10 minutes of programme length. After a relatively 

long time of watching one channel, viewers seem to feel a need to check what is 

available on other channels. 

Length of the programme following the break (ß= 0.05) 

When a long programme was scheduled following a break, the decrease in audi-
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ence ratings was 0.6 percentage points higher for each 10 minutes of programme 

time. It may be that viewers become concerned when they note that a commercial 

break is to be followed by a programme of long duration, such as a film. They 

may prefer to switch to see what is on offer on other channels before they commit 

themselves to the long programme. 

Non-programme items following the break (ß = 0.08) 

The decrease in audience ratings increased 2.7 percentage points for every minute 

of continuity following a commercial break. It is not immediately clear why this 

effect occurred for non-programme items following the break while no effect was 

found for non-programme items before the break. This may be an instance of an 

effect that occurred by chance (see section 6.4.4). 

Break preceding cultural programme (ß = 0.05) 

When a cultural programme was scheduled to follow a commercial break, the de

crease in audience ratings increased 6.3 percentage points. Cultural programmes 

are among the least popular types of programmes, with the lowest audience rat

ings. A break that is to be followed by this kind of programme catering to a very 

specific audience is a natural moment for viewers to switch away to a channel 

broadcasting programmes aimed at a broader public. 

Break following children's and youth programmes (ß = -0.17) 

When a commercial break was preceded by a programme for children or young 

people, the decrease in audience ratings dropped 10.5 percentage points. Viewers 

of these programmes appeared to be more interested in advertising than viewers of 

other types of programmes. Another possible explanation of this result is that the 

commercials in these breaks appealed more to the audience of the programmes 

preceding them. This effect is more closely examined in section 6.4.4. 

Break following cultural (ß = -0.06), light information (ß = -0.07) or "other" programmes 

(ß = -0.07) 

The type of programme preceding a break can also affect the decrease in audience 

ratings. The decrease in audience ratings was 3.3 percentage points lower follow

ing light information programmes, 14.3 percentage points following programmes 

in the category "others" and 7.3 percentage points following a cultural pro

gramme. 

Shift in age of the audience of the programmes preceding and following the break Iß = 0.17) 

More switching away occurred during a break when the audience age profile for 

the programmes preceding and following a break were different. The less the con-

gruency between the age composition of the programme audiences, the more the 
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amount of switching that can be expected during the intervening commercial 
break. 

Shift in social class of the audience of the programmes preceding and following the break 
Iß =0.07) 

There was an increase in the decrease in audience ratings when there was a shift in 
the social class profile of the audiences for the programmes preceding and follow
ing the break. 

Broadcast of the programme preceding the break in previous week (ß = 0.04) 

When one or more programmes with the same title as the programme preceding 
the break were broadcast in the previous week, the decrease in ratings during the 
break was 2.3 percentage points higher. This result was contrary to the formulated 
hypothesis. Apparently programmes with an episodic structure attract a steady 
audience that more often switches away directly after the programme ends than is 
the case for other programmes (see also section 6.4). 

6.2.3 Programming on the other channels 

Break's market share (ß = -0.15) 

The decrease in audience ratings for a commercial break was 2.1 percentage points 
lower than the average for every 10% market share for the break. It is clear that 
the loss of viewers to the other channels can be checked by relatively strong com
petitive programming. The attraction of these programmes can be seen in the 
market share. The effect of the market share on the decrease in audience ratings is 
illustrated in figure 11. In this figure, the difference can also be seen between the 
actual observed switching behaviour and the factor derived from the model, which 
has been corrected for effects on the decrease in audience ratings from factors 
other than market share. 

Combined ratings of the other channels during the break (ß= 0.17) 

The decrease in audience ratings increased by 2.6 percentage points for every 10 
percentage points of audience ratings for other channels during the break (see also 
figure 12). The more popular the programming on the other channels, the more 
switching away will occur. 
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Figure 11 Decrease in ratings for breaks with different market shares 

10-20 20-30 30-40 

Marketshare of the break 

| Decrease observed 

Decrease model 

Figure 12 Decrease and increase in ratings for breaks with different ratings of the other 
channels 

0-10% 10-20% 20-30% 30-40% 

Rating of the other channels 

H H Decrease observed 

Increase observed 

Decrease model 

Audience size for commercials on other channels during the break (ß= 0.05) 

The larger the audience was for commercials on other channels broadcast during 
the break, the larger the increase in switching away during the break was. Adver
tising on another channel indicates the beginning of a new programme on that 
channel, resulting in a larger decrease in audience ratings for the break. 
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6.2.4 Programming of the break 

Length of the break (ß = 0.09) 

More switching away occurred during longer commercial breaks than during 

shorter ones. The decrease in audience ratings for a break increased with 1.3 per

centage points for each extra minute that the break lasted (see also figure 15 in 

section 6.3.4). 

6.2.5 Audience 

Rating of the break (ß = -0.11) 

For each 10% of audience ratings, the decrease in audience ratings was 6.9 per

centage points lower than the average. Relatively less switching occurred during 

commercial breaks with a high audience rating than during breaks with a low 

audience rating. As in the case of the market share discussed above (relative num

ber of viewers), the effect of audience rating (absolute number of viewers) demon

strates the power of strong programming in reducing switching away. 

Shared viewing: number of viewers per set (ß = -0.09) 

Social viewing had an effect on switching during commercial breaks. The more 

people that watched a programme together, the less the amount of switching dur

ing breaks that took place. An increase of one person in the average size of the 

group of viewers per set resulted in a decrease in audience ratings of 4.9 percent

age points. 

Audience composition: VCR in the house (ß = -0.07) 

Viewers with a video recorder switched away during advertising less often when 

watching television in real time than viewers without a video recorder. A break 

that was only watched by viewers with videos had 11 percentage points less de

crease in audience ratings than a break only watched by viewers without videos. It 

is not directly obvious what was responsible for this effect. In fact, based on previ

ous research, an effect in the opposite direction was expected (see section 3.4.15). 

A possible explanation for this surprising result is offered in section 6.4.4. 

Audience composition: males (ß= 0.05) 

Men switch away during commercials more often than women do. The decrease in 

audience ratings increased by 0.7 percentage points for every 1 0 % extra of men in 

the group of viewers at the beginning of the break. A break that was watched ex

clusively by men had 7 percentage points more decrease in audience ratings than a 

similar break watched exclusively by women. 
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6.3 Factors causing an increase in ratings 

In section 6.2, a model for switching away during commercial breaks was pre
sented. A comparable model for the increase in audience rating is discussed in this 
section. The model provides a good explanation for the increase in ratings, al
though it accounts for less variation than the model for the decrease in audience 
ratings. The difference in the predictive power of the models may reflect the fact 
that switching in to a break may be a more random form of behaviour than 
switching away and is more difficult to account for or, at any rate, cannot be suf
ficiently explained on the basis of the variables used in this study. Viewers are less 
likely to be influenced by the characteristics of a break when switching in than 
when switching away, because as they are not always aware beforehand what is 
being shown on the channel they are switching to. 

Despite this, a number of definite patterns can be demonstrated that can be used 
to make reasonable predictions about the extent of switching in. All of the vari
ables that have an effect on the increase in audience ratings are shown in table 11, 
ranked according to the magnitude of their effect. The model is presented in sche
matic form in figure 13. 

Table 11 Explanatory model "increase in ratings"  

B ( 

Shift in age of audience before and after the break 

Length of the break 

Commercial GRPs on the other channels 

Break before news 

Centre break 

Audience size programmes ending on other channels* 

Time elapsed since previous break on the channel* 

Audience after the break: 35-49 years* 

Discrepancy in age between the target group and the viewer 

profile for the following programme* 

Constant 

Adjusted R2  

*: Weak effect, ß< 0.1 

0.10 0.26 
1.21 0.20 
0.19 0.20 
3.60 0.16 
2.65 -0.16 
0.06 0.08 
0.00 0.07 
•0.04 -0.06 
0.10 0.05 

0.73 
31.7 
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Figure 13 Explanatory model "increase in ratings" 

1 Placement of the break 
Centre break 

2 Channel programming 
Break before news 
Time elapsed since previous break* 
Shift in age of audience before and after the break 

3 Programming on the other channels 
Audience size programmes ending on the other channels' 
Commercial GRPs on the other channels 

4 Programming of the break 
Length of the break 
Discrepancy in age between the target group and the viewer 
profile for the following programme' 

5 Audience 
Audience after the break: 35-49 years* 

6 Products 
No effect 

7 Campaigns 
No effect 

Increase in ratings 

*: Weak effect, ß< 0.1 

6.3.1 Placement of the break 

Centre breaks (ß = -0.16) 
Fewer viewers switched in during a centre break than during an end break. The 
small increase in audience rating of -2.7 percentage points actually only slightly 
reduced the effect of the -14% decrease in ratings during centre breaks (see figure 
14). The net decrease in audience rating during centre breaks was 11.6 percentage 
points less than for other breaks, all other factors being equal. 

6.3.2 Channel programming 

Break preceding news (ß =0.16) 
Commercial breaks that preceded a news programme had an increase in ratings 
3.6 percentage points greater than other breaks. Many new viewers switch to the 
channel on which the news programme is broadcast early, so as not to miss any 
portion of the programme. Because they switch in early, they see a portion of the 
break broadcast preceding the news programme. 
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Figure 14 Decrease and increase in ratings for centre and end breaks 

Type of break 

Decrease observed 

Increase observed 

Decrease model 

Increase model 

Shift in age of the audience of the programmes preceding and following the break (ß = 0.26) 

More new viewers switched in during a break when the age composition of the 

audiences of the programmes preceding and following the break were different. 

The positive effect of an increase in audience ratings (B = 0.10) only partially 

compensated for the negative effect of the decrease in ratings (B = 0.15). 

Time elapsed since previous break on the channel (ß = 0.07) 
The time elapsed since the previous commercial break on a channel had a small 

but significant effect on the increase in ratings. More new viewers switched in 

during a break when a longer than average amount of time had passed since the 

broadcast of the previous break. No hypothesis was postulated for this unexpected 

and unusual outcome. This may be an instance of an effect that occurred by 

chance. 

6.3.3 Programming on the other channels 

Audience size for commercials on other channels during the break (ß = 0.20) 

The more advertising that was being broadcast on other channels during a com

mercial break, the more new viewers who switched in to the break. An increase of 

1.9 GRPs occurred for every 10 advertising GRPs per minute on other channels 

during the break. 

Audience size for programmes ending on other channels during the break (ß = 0.08) 

Programmes ending on other channels during a break had a positive effect on the 

increase in the ratings of the break. So much switching took place when a pro

gramme ended that, for every minute of a break during which programmes ended 
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on other channels, the increase in audience ratings rose by 0.6% for every 10% 
rating for the programmes ending on other channels. 

6.3.4 Programming of the break 

Length of the break (ß = 0.20) 
The probability of new viewers switching in was greater during longer breaks than 
during shorter ones. The increase in audience ratings was 1.2 percentage points 
during each additional minute of break length. This increase almost completely 
compensated for the decrease in ratings of 1.3 percentage points per extra minute. 
As a result, compared to shorter breaks, longer breaks appear to have almost no 
net loss of viewers. The effect of break length on the decrease and the increase in 
audience ratings is shown in figure 15. 

Figure 15 Decrease and increase in ratings for breaks with a different length 

35°/, 

0-5% 5-10% 10-15% 
Audience composition 

15-20% 20+% 

Ü 6-12 years 

13-19 years 

Discrepancy between the age of the product target group and the viewer profile for the pro
gramme following (ß= 0.05) 
An unexpected and relatively light effect was found for commercials that were 
aimed at an age group different from the age profile of the audience of the pro
gramme following the break, resulting in a slightly greater increase in ratings. No 
hypothesis was postulated for this unusual outcome. Here again, this may be an 
instance of an effect that occurred by chance. 
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6.3.5 Audience 

Audience composition: 35-49 years (ß=-0.06) 
Viewers aged 35 to 49 were less likely than other viewers to switch in and remain 

watching a break. The increase in ratings was 4 percentage points lower when all 

of the viewers who switched in during the first minute of a break were 35 to 49 

years old than when none of the viewers switching in during the first minute fell 

into this age category. 

6.4 Testing of the hypotheses 
The hypotheses formulated in chapter 3 were based on a review of the literature 

and together form a summary of the causes of switching behaviour confirmed in 

previous research and included in the current study. In the hypotheses, the ex

pected results were formulated with regard to the effects on switching during 

commercial breaks. This section examines which of these hypotheses can be ac

cepted and which should be rejected. 

6.4.1 Accepted hypotheses 
A hypothesis can be accepted when one or more of the explanatory variables in

volved has a significant effect on switching and is included in the model. Some of 

the hypotheses can be operationalised in various ways and can be tested using a 

number of explanatory variables. In table 6 in chapter 3, 55 hypotheses are sum

marised according to the expected positive or negative effect on the decrease and 

increase of viewers in commercial breaks. In appendix 9, an overview is presented 

in which all 225 explanatory variables are linked to the various hypotheses and 

the expected effect indicated by a plus or a minus sign. All effects from the two 

models are also given in appendix 9, indicating the basis for accepting or rejecting 

each hypothesis. 

Fourteen of the hypotheses that dealt with the decrease in audience ratings can 

be accepted entirely or in part; five hypotheses are confirmed in relation to the in

crease in audience ratings. An overview of the accepted hypotheses is presented in 

table 12. For both types of switching behaviour, the majority of accepted hypothe

ses deal with the effect of the programming on the channel on which the break is 

broadcast and on other channels at the time of the break. 
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Table 12 Overview of the hypotheses accepted (wholly or in part) 

Hypothesis Decrease in 
ratings 

Hyp. ß 

Increase in 
ratings 

Hyp. ß 

1. Placement of the break 
1 b Late at night (22.00-24.00 hrs.) 
3 Centre breaks 
2. Channel programming 
6a Length of the programme before the break 
6b Length of the programme after the break 
7c Break after information programmes (light infor

mation) 
12 Shift in audience profile: age composition 

12 Shift in audience profile: proportion of social class 
ABl 

3. Programming on the other channels 
13 Combined ratings of the other channels during the 

break 
14 Break's market share 

16 Audience size for programmes ending on other 
channels during the break 

18 Audience size for commercials on other channels 
during the break (commercial GRPs on other 
channels per minute) 

4. Programming of the break 
30 Length of the break 

5. Audience 
19 Male viewers 
28 Rating of the break 

29 Shared viewing (number of viewers per set) 

+ 0.17 
- -0.34 

+ 0.15 
+ 0.05 
- -0.07 

+ 0.17 
+ 0.07 

+ 0.17 

. -0.15 

0.05 + 

0.09 

0.05 

-0.11 

-0.09 

-0.16 

0.26 

0.08 

0.20 

0.20 

+: positive effect -: negative effect 

6.4.2 Rejected hypotheses 

When the results of research are made known, researchers, clients and other inter

ested parties are often disappointed to learn that expected results did not occur 

and that cherished theories must be rejected. The fact that the rejection of a theory 

is as relevant as the confirmation of one may offer little consolation. In this study, 

however, there is no question of an obligatory masking of disappointment over the 

results of the research on switching behaviour. By rejecting hypotheses, this study 

can help to refute a number of myths about viewing and switching behaviour and 

provide more clarity about the factors that affect it. 
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The two models in this study include only a limited number of variables that ac

count for switching behaviour during commercial breaks. The remaining variables 

failed to contribute enough to the model to be included. Most of the hypotheses 

formulated for this study can be rejected: 37 of the 51 hypotheses concerning de

crease in audience ratings and 41 of the 46 hypotheses concerning increase in 

audience ratings were not accepted. It appears that switching behaviour during 

commercial breaks is influenced by far fewer factors than is suggested by a review 

of the findings of previous research. 

As previously noted, the majority of the research hypotheses in this study were 

formulated on the basis of results of earlier studies (see chapter 3). One explana

tion for the fact that no significant effect was found in this study for factors that 

produced demonstrable effects in some previous research may be failure to use 

multivariate analysis in some of these studies. In other cases multivariate analysis 

was used41*, but usually with fewer explanatory variables than used in the current 

study. In both instances, this could result in direct effects being wrongly attributed 

to certain variables when, in fact, these effects were produced by other variables 

not included in the analysis. In this study, the large number of explanatory vari

ables included in the analysis reduces the possibility of this occurring. 

An overview of the rejected hypotheses is presented in appendix 9. Hypotheses 

were usually rejected because the expected effect was not found. The rejection of a 

number of hypotheses is especially noteworthy. In particular, the absence of a de

monstrable effect on switching behaviour from product and campaign characteris

tics and the consequent rejection of the related hypotheses was an unexpected and 

controversial outcome (see section 6.1). 

Also notable is the fact that, when other variables are kept constant, more 

switching in and away did not occur in the weekend (hypothesis 2) or when a 

change in programme category (hypothesis 4) or broadcast organisation (hypothe

sis 11) took place. 

Much audience research looks at differences in patterns of viewing behaviour 

among target groups. In the current study, however, background characteristics 

such as household size, social class, the amount of television watched, the use of a 

television guide or the number of television sets in the household did not contrib

ute to the model for switching behaviour (hypotheses 2 1 , 22, 25, 26 and 27). The 

fact that personal characteristics played a less significant role in this study than in 

previous research may be the result of the large number of variables involved in 

the study. For example, it is possible that the explanatory power of household size, 

an important explanatory factor for switching in many previous studies, is taken 

Multivariate analysis was used in eight of the 31 key studies reported in the research literature: 
Danaher (1995), Dronkers (1993), Van Meurs (1995), Olney, Holbrook and Batra (1991), Oomens, 
Roest and Vaessen (1993), Ottler (1998), Siddarth and Chattopadhyay (1998) and Vioen (1995). 
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over in this study by the more relevant factor social viewing, which was not in

cluded in previous studies. 

It would be an oversimplification to assert, on the basis of this study, that the 

absence of effects from the factors not included in the models means that everyone 

switches in and out about the same amount, regardless of background characteris

tics such as social class, or that the presence of a very frequently repeated com

mercial in a commercial break will never have an effect on switching during a 

commercial break. However, in the four months during which this study was car

ried out, such differences were not sufficiently present to enable us to talk about a 

significant, consistent or structural effect on switching during commercial breaks. 

6.4.3 Hypotheses with a contrary effect 

As noted above, all of the hypotheses that were rejected failed to demonstrate a 

significant effect on switching behaviour. In four instances, however, a significant 

effect was found in the model, but the direction of the effect was opposite to the 

expected outcome as formulated in the hypotheses. These four unusual outcomes 

are discussed in this section. 

Episodic character 

Previous studies indicated that viewers of commercial breaks preceding, following 

and especially during programmes with an episodic character switched away much 

less, not wanting to miss any part of their favourite programme (see section 3.2.4). 

In this study, however, this effect was not present for breaks after a programme 

with an episodic character. On the contrary, slightly more switching than normal 

takes place after such a programme. 

At first inspection, it would seem that programmes with an episodic structure 

draw a loyal audience of viewers who switch away directly following the end of a 

programme more frequently than is the case for other programmes. However, the 

definition of breaks after an episodic programme50 does not allow such a conclu

sion. The limitation of the definition used is illustrated in the following example of 

programming: 

• 18:00 News 

• 18:32 Break A 

• 18:35 The bold & the beautiful 

• 18:46 Break B 

• 18:48 The bold & the beautiful 

• 18:58 Break C 

• 19:00 Film 

In this example, "News" and "The Bold and the Beautiful" are programmes 

with an episodic structure. Breaks A and C, both end breaks, are by definition 

Variable P31: broadcast of the programme before the break in previous week. 
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breaks after a programme with an episodic structure. However, each segment of 

"The Bold and the Beautiful" is considered a separate programme here. As a con

sequence, Break B, a centre break, is also by definition a break following a pro

gramme with an episodic structure. As a result of this unintentional distortion in 

the operationalisation of break in this context, no distinction can be made between 

breaks during or after programmes with an episodic character, and no definite 

conclusions can be drawn from the results found. It is recommended that in subse

quent research on the effect of an episodic programme character on switching, a 

distinction be made between programme-interrupting centre breaks and breaks 

that precede or follow such programmes. 

News programmes 

A second result in an unexpected direction concerns switching in during breaks 

preceding a news programme. It was found that more switching in than average 

occurred during these commercial breaks. In fact, logically, this outcome could 

have been expected. For many viewers, news programmes serve as anchor points 

in programming and viewers deliberately switch to the channel on which the news 

programme is broadcast. The news is one of the few programmes that usually be

gins exactly on time. Viewers who switch to the news a minute or so early produce 

an increase in ratings for break that preceded the news. With hindsight, the hy

pothesis concerned should have taken this into account. It should be added that 

this effect may not be limited to breaks preceding news programmes, but may also 

hold true for breaks before other programmes that serve as anchor points in the 

programming and that are a fixed moment for many viewers to switch to the 

channel involved. Such programmes may include other horizontally programmed 

daily broadcasts such as soaps, quiz shows and current affairs programmes. It is 

recommended that the placement of commercial breaks preceding these pro

grammes be treated as a separate variable in subsequent research. 

Possession and use of a VCR 

The third and last hypothesis for which a contrary result was found concerned the 

ownership and use of a VCR. In previous research it was found that VCR owners 

switched more frequently than viewers without videos (see section 3.4.15). In the 

current study, the reverse was found true. When they watched actual broadcasts in 

"real t ime", viewers with a video recorder in the household were less likely to 

switch away from advertising than viewers without a VCR. 

A possible, although speculative, explanation for this unexpected result may be 

found in the control video recorder owners feel they have over the amount of tele

vision advertising they are confronted with. When watching a previously recorded 

broadcast, they have the ability to fast forward through advertising they do not 

want to watch (zipping, see section 2.5.2). When they watch television in real 

time, including advertising, it is because of their own choice. As a result, they may 
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feel themselves less put upon when confronted with unwanted advertising than 

viewers without a video recorder. Viewers without video recorders may feel they 

have less choice about being confronted by unwanted advertising and they may 

become irritated more quickly and even frustrated by the advertising forced upon 

them. Their only means of response is to switch away. This may be the reason that 

they make more use of switching as their weapon against advertising than VCR 

owners. The proposition that a feeling of control of what they watch can account 

for the switching behaviour of video recorder owners must be confirmed by fur

ther research. 

Discrepancy in age between the target group and the viewer profile 

A discrepancy between the profile of the audience of a break and the target group 

profiles of the commercials in the break might make a break unappealing to view

ers. In that case, people are less likely to continue watching such a break than a 

break with commercials more in line with the viewers' profile. However, a small 

but significant effect, indicating a greater than average increase in viewers during 

breaks with a discrepancy between the target group age and age in viewer profile, 

was found. 

6.4.4 Unexpected effects 

In the two models, a number of variables are included for which effects were 
found but for which no hypotheses had been formulated. These variables are listed 
in table 13. 

Table 13 Unexpected effects (ß) without hypotheses  

Decrease in Increase in 
ratings ratings 

Break after children's and youth programmes -0.17 
Non-programme items after the break 0.08 
Break after "other programmes" -0.07 
Break after cultural programmes -0.06 

Break before cultural programmes 0.05 

Time elapsed since previous break on the channel 0.07 
Audience after the break: 35-49 years -Q.Q6 

Four of the seven unexpected outcomes signal an effect on switching away re

lated to the type of the programme preceding and following the break. The strong

est effect was found for switching away during breaks following children's and 

youth programmes. The loss of ratings during these breaks was as much as 10.5 

percentage points lower than the average, forming one of the strongest effects on 

audience ratings. This result is discussed further below in section 6.4.5. 
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The remaining effects listed in table 13 are less strong and also more difficult to 

interpret. The fact that slightly more switching away than average occurred pre

ceding cultural programmes may be explained by the selective nature of the audi

ences for these programmes, but it is not clear why less switching away occurred 

following cultural programmes. The effect on switching away of the placing of a 

break following "other" programmes, the higher level of switching in relation to 

the time elapsed since the previous break, non-programme items after the break, 

and the reduced level of switching in the 35 to 49 age group cannot be directly ac

counted for. Further research into these factors may provide an explanation. It 

may also be the case that these effects occurred by chance. 

6.4.5 Children and youth 
In this study, a number of hypotheses were formulated dealing with variables spe

cifically concerned with the switching behaviour of children (6-12 years of age) 

and youth (13-19 years of age). Based on these hypotheses, 12 different variables 

related to children and youth were tested for their effect on switching. The correla

tions of these variables with switching and their effects in the models (ß) are sum

marised in table 14. 

Table 14 Relation of variables concerning children and youth with switching  
Decrease in Increase in ratings 

ratings 
Correlation ß Correlation ß 

2. Channel programming 
Break after children's and youth -0.10 -0.17 0.08 

programmes 
Break before children's and youth - - -

programmes 
4. Programming of the break 
Average age in the target groups - - -
First part: average age in the target groups - - - -
Last part: average age in the target groups 0.08 

5. Audience 
Audience before the break: 6-12 years -0.18 
Audience after the break: 6-12 years -0.16 
Audience before the break: 13-19 years -0.13 
Audience after the break: 13-19 years -0.15 - -0.09 

6. Products 
Candy bars and sweets - - 0.15 
Toys and games - - 0.12 

Music - ; ; -_ 

All Pearson correlations sign. > 0.05 (2-tailed); ß= factor in the model. 
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Figure 

The only significant effect to arise from the multivariate analysis that was re

lated to the age of the viewers or to the intended target group of programmes and 

commercial breaks, was the increased level of switching away during breaks fol

lowing children's and youth programmes. While interesting correlations were 

found between switching and other variables concerned children and youth (see 

table 14), all other variables were rejected in the multivariate analysis as not sig

nificant. 

There is a marked relationship between the percentage of children and young 

people in the audience shortly before and after a break and the decrease in audi

ence ratings for that break (see also figure 16). The decrease in ratings for breaks 

with audiences made up for 2 0 % or more of children 6-12 years old was 10 per

centage points lower than for breaks in which this age groups made up 5 % or less 

of the audience. For youth 13-19 years old, this figure was 8 percentage points. 

16 Decrease in ratings for breaks with a different audience composition 

It is interesting to note that the relationship of these and other variables dealing 

with children and youth are not included in the multivariate analysis, but are ap

parently taken over by other factors. Children and youth switch away less fre

quently during commercial breaks, but the only significant effect evidenced was 

for breaks following programmes specifically directed at these age groups. Appar

ently commercial breaks following children's and youth programmes are seen by 

viewers, and especially by young viewers, as being in some way different from 

commercial breaks following other types of programmes. Perhaps children's pro

grammes attract a special sort of viewer who switches relatively less often or per

haps these programmes lead their viewers into not switching away so quickly fol

lowing the end of the programme. However, the most likely explanation for the 

appearance of this variable in the model may lie in the contents of the commercial 

breaks concerned. 
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Commercial breaks following children's and youth programmes are very popu

lar among advertisers because they offer the unique opportunity to advertise 

products specifically intended for children. It is likely that breaks of advertising 

especially targeted at children are more interesting for children than breaks with 

more adult advertising. Children (and perhaps adults as well) may find this adver

tising interesting enough to remain watching such breaks for longer than they 

would during an ordinary commercial break. 

Closely related to this phenomenon are the effects of three other variables deal

ing with the product characteristics of advertising for "toys and games", "candy 

bars and sweets" and "music" (see table 14). The fact that no significant effect 

was found for these variables may be due to the fact that advertising for these 

products is not always aimed at children or youth, or it may be that these com

mercials were placed in breaks seen by many older viewers as well. 

Another potentially related variable is the age of the average profile of the prod

uct target group of the commercials in a break. However, this variable could not 

be tested in relation to children's switching behaviour because age in the profile of 

the product target group is only coded for 14 years or older. This means that the 

code cannot be used to identify advertising specifically aimed at children. 

Finally, a possible indirect effect on switching from one or more of the variables 

listed in table 14 cannot be ruled out (see appendix 10). 
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7 Conclusions and 
recommendations 
A great many conclusions can be drawn from this study of switching behaviour. 

The hypotheses that have been accepted on the basis of the results of the two 

models and those that have been rejected were reviewed in the previous chapter. 

As a result of the findings in this study, many of the outcomes predicted on the ba

sis of previous research need to be adjusted. In this chapter, the conclusions that 

can be drawn from this research are discussed and recommendations based on 

these conclusions are made. The relevance of this study for the field of communi

cation science is discussed in section 7.1. Section 7.2 examines the implications of 

this study for television broadcasters, sales houses, advertisers and media planners 

and offers practical recommendations. Finally, in section 7.3 recommendations are 

made for further research. 

7.1 Implications for communication science 

7.1.1 Are television viewers selective? 
In section 1.1 two contrasting theoretical approaches in communication science 

were discussed, one of which assumed that television viewing was passive and 

non-selective, the other emphasised the selective and active nature of television 

viewing behaviour. In 1985, Levy and Windahl called the question of whether the 

mass media audience is an active or passive participant in the communication pro

cess "one of the longest-lived controversies in the short history of communication 

research" (p. 109). Now, almost 15 years later, the debate might be less intense, 

but the question of whether television viewing is selective behaviour or not still 

cannot be considered to have been answered definitively. 

This study of switching behaviour does not provide an unequivocal answer to 

this question. On the basis of a 28.6% average decrease in audience ratings, it 

would be foolish to argue that 28.6% of the viewing behaviour during commercial 

breaks is selective or that the remaining 72.4% supports the claim that viewers are 

not selective. Every television viewer knows from personal experience that there 

are moments when one is very selective in choosing what to watch, while at other 

moments one will watch anything, including commercials, simply because it is on. 

Both types of television viewing take place and any attempts in communication 

science to achieve a theoretical understanding of either type of behaviour are justi

fied. 

This study can contribute more to this debate than just a demonstrated value for 
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the average decrease in audience ratings. The analysis of the large number of ex

planatory variables has provided some insight into the motivation of viewers in 

switching away or continuing to watch during a commercial break. The analysis 

indicates that viewers do not allow themselves to be bombarded by unwanted ad

vertising against their will and that a portion of the audience will switch away 

from commercial breaks. When switching occurs, it usually occurs directly at the 

start of the break (and thus is not dependent on the content of the break). Moreo

ver, in many instances of switching, there appears to be a strong relationship be

tween a viewer's decision to switch and the programming on the channel involved 

or that of other channels opposite it. In these instances, switching is not a response 

to specific commercials, but a choice that arises out of a general desire to avoid 

advertising or out of rational behaviour patterns directly related to the program

matic content of the medium. The factors in the model indicate that switching is 

active and selective behaviour, motivated by personal needs. 

Of all advertising GRPs, 89% are a result of viewers who do not switch, but 

continue watching through the entire break. The largest portion of the audience 

does not switch away during the break. This is not to say that these "stayers" are 

less selective than switchers. This study provides clear indication that not switch

ing away is also a form of selective behaviour in some instances. Despite how 

much people claim to object to television advertising, once in front of the televi

sion screen they are not easily driven away by one or more potentially irritating 

commercials. Viewers who continue to watch a commercial break should not be 

considered helpless victims of advertising terror; they may be motivated viewers 

who have consciously chosen to watch a specific programme on the channel in 

question and are not dissuaded from their choice by a commercial. From the 

analysis, it can be concluded that people do not watch advertising so much out of 

habit but that they base their choice to continue watching or to switch on the pro

gramming on offered at that moment. If selectivity in television viewing is defined 

as the conscious selection of a specific programme on the basis of the program

ming on various channels, then this study supports the proposition that television 

viewing in many instances is a selective activity, whether it involves deciding to 

switch away or not. The choice to switch or remain is largely based on the pro

gramming on the channel being watched and on the channels broadcasting oppo

site it. 

7.1.2 Effect of programme content 
Goodhardt, Ehrenberg and Collins (1975) argued that the time of broadcast was a 

more important factor than programme content in determining the flow of viewers 

(see sections 1.2.1 and 1.2.2). Gerbner summarised this position: "Most viewers 

watch by the clock and not by the program" (1979, p. 216). Elliot (1973) claimed 

that the most important reason why programmes were watched was their avail-
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ability. In contrast, Webster and Wakshlag (1983) argued that programme content 

was an important factor for viewers in selecting what to watch. 

Once again, more than enough examples can undoubtedly be found in everyday 

viewing behaviour to support both approaches. The results of this study provide 

some support for both positions, but the balance of the evidence favours Webster 

and Wakshlag. An effect from the factor time of broadcast was found, but it was 

very small. There was no effect from the content of the commercials in the breaks. 

Considerable evidence was found to indicate that programme content is the critical 

factor in viewer selectivity. The analysis indicates that programming on the chan

nel on which a break is broadcast and programming on other channels broad

casting opposite the break are the most important factors in determining switching 

during a commercial break. To paraphrase Gerbner, this study demonstrates that 

viewers switch by the programme, and not by the block or the clock. 

7.1.3 Moment of selectivity 
The three phases of selectivity in the model proposed by Levy and Windahl (1985) 

were discussed in section 1.2.2. These three phases are distinguished by the mo

ment of exposure to the medium and are advance expectation and choice, activity 

during the experience and selectivity in the post-exposure situation. The distinc

tion in moments of selectivity can also be applied to switching during commercial 

breaks. In section 5.1, it was reported that the average decrease rate in audience 

ratings for all breaks in the study was 0.88, indicating that the majority of viewers 

who switched away from a break did so at the start of the break or just before, 

during the last two minutes of the previous programme. From this, it can be con

cluded that the decision to switch away from a commercial break is more often 

made before rather than during the break. In the terms of Levy and Windahl's 

phase model, switching during commercial breaks is usually based on advance ex

pectation and choice made prior to the experience of the break and is much less 

often a selective activity during the experience itself. 

7.1.4 Bond with the medium 
The results of this study are of particular relevance to the new theoretical ap

proaches in communication science discussed in section 1.2.3. It appears that the 

increase over time in the amount of television available has been accompanied by 

an increase in the amount of channel switching and a decrease in the loyalty view

ers feel to the specific channels. This provides direct support for the proposition 

that with the increase in the amount of television on offer comes a weakening in 

the bond between the audience and the medium (the channels). 

In this regard, it is interesting to note that no direct effect on switching behav

iour during commercial breaks was demonstrated for overload, the multiple con

frontations with a single commercial. This would seem to indicate that the con-
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sumer has not lost the willingness to expend effort for the medium, despite the 

wide range of channel and programmes provided. Once a viewer has chosen to 

watch a specific channel, watching commercials is taken for granted, regardless of 

how often or how long commercials have been shown. This is also the case for 

commercials with little or no relevance for the audience; their presence in a break 

does not move the viewer to switch to another channel. The viewing audience is 

not only fragmented and segmented, but motivated as well. This study supports 

the proposition that, with respect to consumer use of the medium, television has 

transformed from an allocution medium into a consultation medium (see section 

1.2.3). 

7.1.5 The role of viewer characteristics 

Viewer demographics play a central role in many previous models of media use. 

Household characteristics such as social background and milieu, as well as per

sonal characteristics, have a prominent position in McQuail's "pragmatic" model 

of audience choice (1997). In this study, however, these characteristics only had a 

very minor role in accounting for switching behaviour. According to the analysis, 

switching during commercial breaks is best accounted for by "media side factors", 

characteristics related to the medium, such as programming, rather than by "audi

ence side factors". However, it should be noted that the personal characteristics 

included in the research were limited to standard background characteristics and a 

series of variables related to media use as described in section 3.4, such as the use 

of a TV guide or a VCR, social viewing, et cetera. Norms and attitudes can be ex

pected to play a role in explaining switching behaviour, but these personal vari

ables could not be included in the research (see also the sections 3.4.11 and 7.3). 

7.1.6 Scientific research and the people meter 

This study is of additional scientific value because of the fact that the analysis is 

based on behaviour as registered by the people meter in the CKO. Analysis using 

people meter data makes separate fieldwork unnecessary, and enables detailed 

analysis of large quantities of data measured with a high degree of precision and 

reliability. In social science research, the opportunity does not often arise to ob

serve human behaviour using electronic registration in a non-laboratory setting, 

thus avoiding the effects of memory and of socially desirable answers. However, it 

should be noted that the large amount of data in the CKO creates its own com

plexities. 

This study provides an example of the possibilities to extrapolate the large and 

very detailed body of data offered by the CKO to a more theoretical level of ab

straction. It is regrettable that not more advantage has been taken of the opportu

nities offered by people meter data registration. Since the introduction in 1987 of 

the people meter audience research in the Netherlands, no university level research 
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on viewing or switching behaviour based on people meter data has been carried 

out, with the exception of a few articles and a master's thesis. Vierkant's disserta

tion (1987) on viewing behaviour dates from the period that diaries were used to 

record viewing behaviour and, in her dissertation on heavy viewers, Frissen (1992) 

made use of interview data. Hopefully, this study of switching behaviour will in

spire further use of the research possibilities offered by the CKO. 

7.2 Practical applications 
In this section the practical utility of the results of this research on switching be

haviour for television channels and sales houses, advertisers and media planners is 

discussed. The interests these parties have in a better understanding of the factors 

that influence switching during commercial breaks was discussed in section 1.1. 

Practical applications of the research and the concrete measures needed to carry 

them out are presented below, based on the outcomes in the models for the in

crease and the decrease in ratings. 

For all of the measures discussed in the following sections, it is the case that the 

effects described can only be achieved if these measures are applied in moderation. 

The models on which these recommendations are based are only valid within the 

existing variation of the variables; extrapolation beyond the normal variation (to 

values that do not exist in the observed breaks, e.g. a break length of 10 minutes) 

is meaningless51. 

7.2.1 Recommendations for television channels 
Sales housesand television channels naturally have an interest in reducing the loss 

of viewers as a result of switching away during advertising. The stimulation of 

new viewers switching in can result in an increase in advertising GRPs. On the 

other hand, reducing both forms of switching, means that the viewer profile of the 

break could be kept stable, increasing the attractiveness of selective breaks to ad

vertisers. Channels have developed different strategies over the years to reduce the 

switching during breaks and the resulting loss of viewers. Sometimes the attempts 

are desperate. In a speech at an industry symposium in 1984, NBC research vice-

president William S. Ruben, urged his audience "to educate the viewers about how 

important it is to support those who bring free TV to them. When they catch a 

program they should make a point of viewing the commercials. It's a patriotic 

thing to do" (Nakra, 1991, p. 221). 

Appeals to patriotism aside, channels can use programming to influence viewers' 

switching behaviour. A better understanding of switching behaviour can provide 

those responsible for programming with the means to combine available pro

gramming in an optimal schedule that strives for the highest possible audience 

ratings as well as the lowest level of audience loss during advertising breaks. Con-

51 However, this has been done in some examples below, for the sake of clarity. 
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siderable gains in marketable advertising GRPs can be realised by reducing the de

crease in ratings during advertising breaks, while somewhat smaller gains can be 

expected from a stimulation of the increase in ratings for advertising. 

On the basis of the results of this study (as reported in table 10 and 11) four 

recommendations can be made for using programming to reduce the loss of rat

ings during advertising breaks resulting from switching behaviour52. 

Reduce changes in viewers profile 

Considerable switching occurs in the breaks between programmes as a result of 

shifts in programming directed at different groups of viewers. During those shifts 

in programme profiles, the number of new viewers (on average, 2 .8% of the view

ers in the first minute following the end of the break53) can only partially compen

sate for the loss of viewers (an average of 4.5 percentage points of the viewers 

during the second minute preceding the break). An additional 1.3 percent of the 

viewers watching the channel in the second minute preceding the break are lost in 

a break between programmes with audiences from different social classes. Ideally, 

if programming preceding and following the break attract an audience with the 

same age and social class categories, the average net loss of ratings during breaks 

can be reduced by 3 percentage points from 2 2 % to a loss of 19%. 

Shorter programmes 

More switching is likely to occur during breaks preceding and following long pro

grammes than during breaks preceding and following short programmes. Starting 

to watch a long programme demands relatively more commitment from a viewer 

In addition to these, the results of this study suggest a number of options that are not relevant in 
practice. For example, some programme categories have an effect on the switching behaviour in the 
preceding or following breaks. The number of viewers increases for breaks placed before the news 
(3.6% of the group of vieivers during the minute after the break) and less switching away occurs after 
light information programmes and "other programmes" However, it is unlikely that this effect can be 
manipulated. The increase in new viewers during breaks before news programmes will most likely only 
occur before specific news broadcasts and is not likely to occur for a channel with only news broad
casts. Similarly, no realistic recommendation can be based on the effect of series on switching behav
iour. Increased broadcasts of programmes with an episodic structure at the expense of one time broad
casts would require a substantial change in programming, but the effect on switching would be mini
mal. 

Programming for special target groups that appear in the model (such as VCR users) may have an 
effect on switching, but it is doubtful whether such a programme would attract a sufficiently selective 
audience. Moreover, further research into the reasons for a reduced switching behaviour among video 
recorder owners is needed before there can be any certainty that the desired effect would be achieved. 
A higher rating for a channel will result in a relatively greater reduction in the loss in ratings during a 
break. Normally, however, the maximising of a channel's ratings is an independent goal that takes 
precedence over the reduction of switching. When programming for a small audience (narrow casting), 
special interest channels need to be aware of the relatively large decline in viewers. 
The average level of effect defined as the mean of the explanatory variable multiplied by the B-
coefficient (see appendix 11). 
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and, at the end of a long programme, viewers may be curious about what they 

have been missing on other channels, or they have more need of a natural break 

than a commercial one. The loss in ratings was reduced by 2.5 percentage points 

for every ten minute reduction in programme length (average length is 21 min

utes)54. It is recommended, then, that the number of long programmes and their 

length should be limited. 

In principle, this recommendation for shorter programmes also applies to pro

gramme segments of programmes interrupted by centre breaks. In a separate 

analysis of centre breaks, it was found that the decrease in ratings for a break de

creased as the length of the preceding programme segment decreased". Shortening 

these programme segments implies introducing additional centre breaks. 

Reduce non-programme items 

Many viewers switch away when the announced programme does not begin di

rectly after a commercial break because of the broadcast of other material, such as 

a programme overview or the announcement of other programmes. A reduction of 

a minute in the amount of non-programme material broadcast following a break 

will reduce the loss of ratings by 2.7 percentage points. Eliminating these items 

(which now average 15 seconds per break) would have reduced the average loss of 

ratings for breaks by 0.7 percentage points. 

Programmes for specific target groups 

Broadcasting more programmes aimed at specific target groups can reduce 

switching away during advertising breaks. 

Noticeably less switching took place during commercial breaks following chil

dren's programmes (10% of all breaks). On average, the loss of ratings for these 

breaks was 10.5 percentage points lower than for breaks after other types of pro

grammes. 

Women switched away from advertising less often than men. A break whose audi

ence is entirely made up of women has a 7% lower decrease in ratings less than a 

comparable break with an audience composed solely of men. 

Less switching took place around family programmes and other sorts of pro

grammes that were watched by relatively large groups of people on a single televi

sion set. An increase with one extra viewer per set would have reduced the loss of 

ratings by 4.9 percentage points. 

This is the combined effect on switching behaviour in the breaks before and after a programme. 
The separate model for centre breaks was constructed with all variables that had been included in the 
model for the decrease in ratings for all breaks. The ß-value for the factor "length of the programme 
before the break " was even higher in the model for centre breaks (ß = 0.24) than in the model for all 
breaks. 
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7.2.2 Recommendations for sales houses 

Though restricted by some legal restrictions, sales houses, in consultation with 

channel managers, are free to place advertising breaks in the programming and fill 

these breaks with commercials, promos, leaders and other material. If they have 

access to such information, sales houses can take programming on other channels 

into account when programming commercial breaks. In theory, sales houses such 

as STER and IP, which work with more than one channel, are in a position to ad

just the programming on their various channels to take advantage of the potential 

effect on switching behaviour of programming on other channels opposite a break. 

Single channel broadcasters are only able to adjust the programming of breaks in 

line with programming on the other channels. 

Potentially, all of the effects relating to the placement of the break with respect 

to programming on the channel and on other channels opposite are relevant for 

sales houses. In order to avoid the loss of viewers as a result of switching, sales 

houses are advised to examine the results of this study, and apply the recommen

dations when scheduling advertising breaks in collaboration with channel pro

grammers. 

Increased revenues 

The financial reasons for evaluating the practical implications of this study and se

riously considering the recommendations made seem evident. The number of new 

viewers can be greatly increased by even a small decrease in the amount of 

switching. Each reduction in the decrease in audience ratings or growth in the in

crease in audience ratings produces a large number of extra advertising GRPs. In 

1995, for example, a reduction in switches that resulted in reducing the decrease in 

ratings with one percent point would have meant that the five channels involved in 

the study could have broadcast four and a half days without advertising without 

suffering a loss in advertising revenues5h. If channels had actually been able to sell 

the advertising time lost by one percentage point of the decrease in ratings in 

1995, this would have generated more than 5 million Euros in extra advertising 

Break length 

Once the commercial breaks have been scheduled, sales houses can do little to ac-

In the period from January through April 1995, NL123 and RTL45 lost 37,187 GRPs through a 
28.6% loss of ratings (see table 7 in section 5.3). Assuming the research period is representative, 3,900 
extra GRPs can be obtained on a yearly basis with each reduction of one percent point in the decrease 
in ratings. Given 54 minutes of advertising per day per channel and an average commercial rating of 
3.2%, this figure is the equivalent of the total number of advertising GRPs over a 4.5 day period. 
Given total net advertising revenues of approximately 445 million Euros for STER and IP in 1995 
(VEA/BBC), and a total of 327,000 GRPs for all five channels, the average yield from a single GRP 
(persons 6+) can be estimated at 1,400 Euros (700 Euros net per 30 seconds). 
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tually reduce the level of switching during commercial breaks. The only recom

mendation specifically directed at sales houses concerns break length and has only 

a limited effect on switching behaviour. The loss in ratings increases by 1.3 per

centage points for every extra minute that a commercial break lasts. However, 

there is also a comparable increase in ratings of 1.2 percentage points per minute. 

As a result, longer breaks have about the same net loss of viewers as shorter ones. 

Sales houses can increase the length of advertising breaks without having to worry 

about an extra loss of viewers58. A reduction in break length is useful only when it 

is important to keep the target group profile for the break constant. 

Controversial or irritating commercials 

In this study, no direct effect on switching behaviour from product sort or cam

paign overload was demonstrated. It appears to be possible to include a commer

cial for a controversial or irritating product and/or a frequently repeated commer

cial in a break, even at the start of an advertising break, without producing a di

rect increase in switching. Because of this, sales houses have greater flexibility in 

marketing the broadcasting time in advertising breaks. They can be lead by the 

needs and wishes of the advertisers, without the direct necessity of letting the con

tents of the break or the arrangement of the slots sold depend on the type of prod

uct or the number of times commercials have been repeated. 

However, the findings in this study should not be taken as carte blanche for the 

unlimited broadcast of commercials considered irritating or annoying without re

gard for the possible consequences for switching behaviour. While no direct effect 

on switching was found for product type or campaign overload, this says nothing 

about possible effects of other commercial characteristics that were not included in 

the research, such as "likeability". The study also did not examine possible indi

rect or delayed effects on switching behaviour. For example, while no direct effect 

was found related to campaign overload for specific products, the possibility that 

this overload will cause irritation and an aversion to advertising in general, lead

ing to the avoidance of television advertising, cannot be ruled out. The suggestion 

that some general avoidance behaviour pattern exists is supported by the finding 

in this study that the loss of ratings from switching takes place mainly at the start 

of a break rather than in the middle or end. In general, when viewers switch away, 

they do so as soon as it is clear an advertising break is about to begin; their deci

sion is not affected by the content of the break. 

In determining the content of a break, sales houses need to act responsibly and 

keep irritating factors to a minimum. Failure to do so may not result in a loss of 

audience for the breaks directly involved, but may contribute to a general irrita

tion with advertising and lead to increased avoidance of television advertising. 

Here again, it is the case that the model on ivhich the recommendations are based is valid only within 
the existing variation of the variables. Extrapolation beyond the normal values is meaningless. 
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7.2.3 Recommendations for media buyer and advertisers 

It is debatable whether advertisers have a direct economic interest in a general re
duction in switching during blocks of advertising. On the one hand, the cost of 
broadcasting time is based grosso modo on the audience attained. The loss of 
GRPs as a result of switching does not affect their costs. On the other hand, less 
switching during commercial breaks would make it easier for advertisers to reach 
their target audience. 

For advertisers, the direct benefit from this study comes from an increased un
derstanding of switching behaviour during commercial breaks on the part of me
dia agencies, who purchase advertising time for the advertisers. In planning adver
tising campaigns, media agencies may select breaks on the basis of availability, 
cost and anticipated audience size of the target groups specified. For this they need 
reliable forecasts of the ratings, including the patterns of switching during the 
break. 

This study has shown that considerable differences can exist between breaks in 
the extent of the inflow and outflow of viewers during a break. However, the re
sults of this study can be used to determine the ratings of a break, once the ratings 
of the programmes surrounding the break have been forecast. In addition, this 
study also provides criteria for selecting breaks with a stable viewer profile. These 
are discussed in the next section. 

Stability of viewer profiles 

In purchasing broadcasting time, the challenge for media planners is to use all 
available information in selecting the optimal breaks for an advertising campaign. 
There are no hard and fast rules in the selection phase of advertising time pur
chasing, but the findings of this study can play a useful role in it. After an initial 
selection of breaks has been made, a further selection among breaks of similar 
characteristics can be made based on the expected stability of the viewer profile. 
Breaks without a stable viewer profile might pose a risk for planning a campaign, 
because large groups of viewers with specific demographics switching away from 
or in to the break can cause significant changes in the viewer profile, making tar
get group planning within the break difficult". 

Based on the findings of this study, the following criteria should be applied in 
selecting zap-proof breaks with a stable viewer profile6". They are listed in order of 
the size of the effect of factor on switching during commercial breaks: 

In order to insure reaching the desired target group in breaks with unstable profiles, advertisers can 
purchase a guarantee of a "preferred position", a spot at the beginning or end of the break, but this is 
an expensive option. 
This list includes only those characteristics for which the ß-value for the decrease and increase in 
audience ratings is greater than 1.0. 
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1. centre breaks; 

2. breaks between programmes with the same age profile; 

3. short breaks; 

4. breaks not opposed by advertising breaks with large audiences on other 

channels; 

5. breaks broadcast before 22.00 hrs.; 

6. breaks with low ratings on the other channels; 

7. breaks with a large market share; 

8. breaks following children's programmes; no breaks preceding the news; 

9. breaks following short programmes; 

10. breaks with a high audience rating. 

7.3 Suggestions for further research 
As far as can be determined, the SPOT study of switching behaviour is unique in 

its design and breadth. No previous study in the Netherlands or elsewhere has re

searched the effects on switching behaviour of such a large number of variables in 

so many advertising breaks. A number of variables are included in this study 

whose effect on switching has not been previously investigated. In some instances, 

the variables have not been included in any previous research on television viewing 

behaviour. 

Among these new variables, effects on switching were found for the audience 

size for commercials on other channels during a break, the audience size for pro

grammes ending on other channels during the break and the discrepancy between 

the average age of the product target group for commercials in the break and the 

viewer profile for the programme directly following a break. It is recommended 

that these variables be incorporated in future research on switching behaviour, so 

that their effects can be further investigated. 

There are also limits to this study, and should the opportunity arise to repeat 

this research in an expanded form, a number of additions and adaptations should 

be considered. Some of the recommendations made below were considered in the 

design of the present study, but were not adopted at the time because of practical 

considerations. In any future repeat of this research, the need to follow these rec

ommendations will have to be weighed against the investment necessary to carry 

them out. 

Definition of switching behaviour 
In this study, switching behaviour was calculated per minute. It is possible, in the

ory, to do this on a per second basis. This would allow a more precise determina

tion of the switching behaviour. In order to make use of this detailed level of 

measurement, however, the starting and ending times for breaks and programmes 

also be determined precisely to the second. This option is not available with the 

current CKO methodology. A further constraint on per second registration in the 
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CKO is the 15 second persistence threshold. This produces a slight imprecision in 

measurement for series of rapid channel changes, so that some disturbances are in

evitable in a per second registration of viewing behaviour (see section 4.5). 

Furthermore, in defining the decrease in ratings, it is recommended to make a 

distinction between the decrease caused by viewers who switch away briefly but 

switch back during the break and that resulting from viewers who switch away 

and do not return. 

Existing explanatory variables 

Further differentiation should be considered in the definitions of a number of ex

planatory variables. In addition to the existing 24 categories of product brands, 

specific brands with controversial commercials (such as the feminine hygiene 

product brand Always) should be included separately. 

In the current study, campaign overload was operationalised in various ways. 

However, reach analysis was not used to determine how often viewers of each 

commercial had seen that commercial before. The enormous number of calcula

tions necessary to determine this prevented this operationalisation in the current 

study (see appendix 5, section 5.9). A more feasible recommendation involves 

splitting campaign overload among various product categories, to determine 

whether campaign overload for specific product types has an effect on switching. 

A further recommendation concerns the placement of advertising breaks around 

programmes that, like news broadcasts, serve as anchor points for viewers. As a 

result of horizontal programming and daily broadcast schedules, these pro

grammes, which include soaps, quiz programmes, magazine programmes and cur

rent affairs programmes, are fixed moments for switching to a particular channel 

for many viewers (see section 6.4.3). This type of programme should be included 

as a separate explanatory variable. 

The explanatory variables dealing with the effects of the episodic structure of 

programmes should be adjusted to allow for a distinction to be made between cen

tre breaks and end breaks (see section 6.4.3). 

A number of unexpected results were found in the current study that could not 

be fully interpreted. For example, it is not clear why less switching away occurs af

ter cultural programmes. Also, the effect on switching away of the placement of a 

break after programmes in the category "other", the higher levels of switching 

away resulting from longer periods of time between breaks and the lower level of 

switching in found in the age group 35-49 years of age cannot be directly ac

counted for (see section 6.4.4). Further research into these variables may well pro

duce an explanation. 

New explanatory variables 

In addition to the refinement of existing variables, the set of explanatory variables 
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could be expanded to include a number of characteristics that could be relevant, 

but that were excluded from the current study for practical reasons. For instance, 

because of the absence of an adequate data source, creative aspects of commercials 

and related factors such as "likeability" were not included (see section 3.5.10), de

spite the expectation that audience appreciation of commercials would have an ef

fect on switching during a break. Even more desirable would be the coupling of 

likeability with campaign overload, so that so-called commercial "wear out" could 

be included in the research design. It may be that viewers are less likely to switch 

away during an enjoyable advertisement, unless they have seen it too often. 

A further recommendation involves the expansion of the set of personal charac

teristics. This research was carried out on historical data, but in any future repeti

tion of the study, additional questions could be put to the television panel. In this 

way, for example, attitudes towards advertising in general (see section 3.4.11) 

could be elicited and included in the research design. Another characteristic not 

fully covered in the current study is the number of channels received per house

hold. It could be possible, for example, to compare the evoked set of channels, the 

channels that viewers are aware of or watch regularly, with the actual total num

ber of channels the household can receive. 

As well as including additional individual characteristics, future research could 

include more diverse target group characteristics. In the current study, characteris

tics that appear to be significant for switching behaviour, such as a break's audi

ence rating and market share and the audience rating for other channels during the 

break, are only calculated for persons 6+. The explanatory power of the models 

might be increased if these variables were split among other relevant target groups. 

A further step would involve establishing a separate model for diverse target 

groups. Experimentation on a limited scale has shown that switching models for 

different age groups are likely to differ (Alders, 1997). 

Data 

A further recommendation is the adaptation of the level of analysis discussed in 

section 4.2, in which personal characteristics are directly combined with pro

gramming, so that each viewer per commercial break, minute or spot counts as a 

separate observation. Because of the length of the sample period chosen for this 

study (January through April 1995), this option would have resulted in an un

manageable number of observations. However, such an analysis could be carried 

out over a shorter period of time. 

Statistical analysis 

The research could also be expanded by incorporating other means of analysis of 

the existing data. In section 1.3 it was noted that the explanatory model in the 

current study can be seen as a first phase in accounting for switching behaviour 
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during commercial breaks and creating an inventory of possible relevant explana
tory factors. In future studies, it is recommended that a structural causal model be 
defined, in which the relations among the explanatory variables, including all indi
rect effects, can be tested. 
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In 1994, a number of opinion polls in the Netherlands reported a marked increase 
in irritation with television advertising. Viewers claimed that they switched away 
more and more often during advertising. In 1995, STER and IP, working together 
in the Foundation for the Promotion and Optimisation of Television Advertising 
(SPOT), decided to research the extent of switching during television advertising to 
determine the causes of this behaviour and the possibilities of limiting the loss of 
viewers from switching. This research was set up in close consultation with inde
pendent media experts and representatives of advertisers, advertising agencies and 
media agencies and carried out by Intomart. This dissertation "Switching during 
commercial breaks" is based on the SPOT research. 

Earlier analyses of the data from the Continu KijkOnderzoek (CKO), the con
tinuous television audience research in the Netherlands, in which individual view
ing behaviour is electronically registered, had indicated that much less switching 
occurred during commercial breaks than the responses of those interviewed in the 
opinion polls would indicate. Apparently viewers' estimates of their own switching 
were strongly influenced by social desirability. This study of switching behaviour 
was based on data and results from the CKO, including the standard set of re
spondents' background characteristics. Constraints in the planning phase of the 
research meant that it was not possible to expand the set of background charac
teristics with data on respondents' attitudes towards television advertising and 
other issues specifically related to the research. 

The study included all of the 12,278 commercial breaks broadcast on the five 
major Dutch television channels (Netherlands 1, 2, and 3, RTL4 and RTL5) in the 
period from January through April 1995. Two different forms of switching be
haviour during breaks were defined: the loss of audience ratings as a result of 
switching away and the gain in audience ratings as a result of switching in. It was 
found that an average of 28.6% of viewers (from the group of viewers that were 
watching the channel in question two minutes before the start of the break) 
switched away during the break, while an average of 7.1% of the viewers (from 
the group of viewers watching the channel in question one minute after the end of 
the break) switched in as new viewers. 

The sum of the number of viewers for all commercial breaks can be expressed as 
the sum of the percentage of viewers of all advertising minutes (Gross Rating 
Points or GRPs). Of the total advertising GRPs, 89% were the result of viewers 
who did not switch away, but continued watching during the commercial break. 
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New viewers switching in produced 7% of the GRPs. It is clear that even a slight 

reduction in the number of people switching away can result in a large gain; if no 

one switched away, 3 6 % more GRPs would be achieved. 

The principle aim of this study was to determine the factors that cause and in

fluence the two forms of switching behaviour. For each commercial break, a total 

of 225 explanatory variables were formulated based on a large number of relevant 

characteristics of the break, programming on the channel on which the break is 

broadcast and on the other channels opposite the break, viewer characteristics, 

product types advertised in the commercials during the break and the number of 

times commercials had been previously broadcast (overload). 

From the analysis, it appears that the least amount of switching away occurred 

in breaks with the following characteristics, listed in order of the size of the effect: 

centre break; 

break after programmes for children and youth; 

a high market share (relative number of viewers) for the channel during the break; 

a high audience rating (absolute number of viewers) for the channel during the 

break; 

high number of viewers per television set (social viewing). 

The following five factors were primarily responsible for switching away: 

high audience rating for other channels during the break; 

a difference in age in the audience of the programmes before and after the break; 

break broadcast in the late evening (22.00-24.00 hrs.); 

break placed after a long programme; 

a long break. 

A large increase in audience ratings occurred during breaks with the following 

five characteristics: 

a difference in age in the audience of the programmes before and after the break; 

a large number of viewers for advertising broadcast during the break on channels 

opposite the break; 

a long break; 

break placed before news programme; 

end breaks (a break placed between two different programmes). 

No direct effect was found for product type or campaign overload. Viewers may 

have been irritated with commercials for specific types of products or with com

mercials that are repeated again and again, but these commercials did not drive 

them away from a break. This study refutes the myth that viewers always switch 

away in large numbers during ads for certain products, such as feminine hygiene 

products. However, this result should not be seen as a licence to repeatedly broad

cast the irritating commercials over and over. While viewers did not switch away 

directly when confronted with these sorts of commercials, the possibility that such 

commercials will produce a more general and indirect form of advertising avoid-
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ance cannot be dismissed. However, this issue is beyond the scope of this study. 

It was found that switching during commercial breaks was influenced by pro

gramming. Programmes are the reason for watching television, and viewers are 

not easily driven off by a commercial break, regardless of the kinds of commer

cials included in the break. When viewers switch away, they do so primarily at the 

start of the break or even before the break has begun. The majority of breaks oc

cur at the end of programmes and that is the moment for many viewers to switch 

the television off or to switch channels to see what is being broadcast on other 

channels, without regard to the content of the break from which they are switch

ing away. 

On the basis of this study, a number of practical recommendations are made for 

channels and their sales houses. Among other measures, the decrease in audience 

ratings during commercial breaks can be limited by placing breaks as soon after 

the end of programmes as possible and, on the commercial channels, by placing 

more advertising in programme-interrupting breaks rather than in breaks between 

two different programmes. It is also recommended that the age profiles for adja

cent programmes be better co-ordinated, shorter programmes be broadcast and 

commercial breaks be shortened, although these last three measures will not only 

reduce the decrease in audience ratings, they will reduce the increase in audience 

ratings from viewers switching in as well. 

Because of the fragmentation and segmentation of the television audience, the 

nature of television as an advertising medium has changed considerably for adver

tisers and media planners. Advertising on television produces an increasingly 

lower reach for the same number of advertising block, but it does offer media 

planners more opportunities through greater target group selectivity. In order to 

take advantage of these opportunities, however, a better understanding of the 

switching behaviour of viewers is necessary. Planning for television as an adver

tising medium is made difficult by the increase in switching during commercial 

breaks. On the basis of the findings in this study, advertisers and their media 

agencies should be able to select zap-proof breaks or make better predictions of 

switching during commercial breaks, enabling them to make more efficient use of 

television to reach the desired target groups. 

The value of this study is not limited to the practical commercial concerns dis

cussed above. For those to whom the television audience is more than a consumer 

or target group and who are interested in their selection and reception of media 

messages, this research can be used as a study of the motivation of the switching 

and selection behaviour of "the" Dutch television viewer. With the remote control 

as a navigational tool, viewers actively search for the most appropriate channel. 

For viewers, the decision to continue watching advertising or switch away is not 

dependent on the content of the commercial break. It is determined by the pro

gramming on offer: the programmes preceding and following the break on the 
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same channel, as well as the programming on other channels during the break. 

When they choose not to switch, they put up with the commercials in the break. 

Generally speaking, viewers are not passive beings who zap at random during 

commercial breaks. Their switching behaviour can largely be explained by the 

programmes on offer. 
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Appendix 1 
Overview of switching studies 

Key articles 
AGF (1997) 

AGB (1985) and Aitchison (1985) 

Asociación Espanola de Anunciantes (1995) 

Behaviour and Attitudes Ltd. (1987) 

Van den Berg and Rüster (1992) 

Billet Consultancy Ltd. (1992) 

Breemhaar (1992) 

Capocasa, Denon and Lucchi (1985) 

Danaher(1995) 

Dronkers (1993) 

Gehner(1993) 

Greene (1988) 

Harderwijk (1993) 

Heeter and Greenberg (1985) 

Horsley (1986) 

Hörzu Funkuhr (1992) 

ITV Network Centre (1993) 

Kitchen and Yorke (1986) 

Van der Laar and Breemhaar (1991) 

Van Meurs (1995) 

De Meyer, Hendriks and Fauconnier (1989) 

Olney, Holbrook and Batra (1991) 

Oomens, Roest and Vaessen (1993) 

Ottler (1998) 

Rakshit (1990) 

Sat.l SatellitenFernsehen GmbH (1997) 

Siddarth and Chattopadhyay (1998) 

Vioen (1995) 

Weiman (1995) 

Yorke and Kitchen (1985 

Zufryden, Pedrick and Sankaralingam (1993) 
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Country Method Sample Observations Definition Observed level Stayers 

Recall surveys 

Asociación Espanola de 

Anunciantes (1995) 

Spain Interview n=18 Breaks Switch away during 

break 

Only correlations 

Audits & Service (1984), 

cited in Media data (1995) 

USA Interview •> Breaks Zapping (?) Cable 45%, non 

cable 39% 

Barclay, Doub and McMurtrey 

(1965), cited in Abernethy 

(1990) 

USA Interview n=l ,629 Breaks Paying attention to 

TV while set is on 

34% 

Behaviour and Attitudes Ltd. 

(1987) 

Ireland Interview n=l ,200 Programmes and 

breaks 

Switch away during 

break 

61 C62%, 

e44% 

Van den Berg and Rüster 

(1992) 

NL Interview n=l,657 Breaks Switch away or 

leave room during 

break 

Centre: 48%, 

end:47% 

C52%, 

e53% 

Darkow (1985), cited in 

Media data (1995) 

Germany Interview ? Breaks Zapping (?) 20% 80% 

Doxa (1983), cited in Media 

data (1995) 

Italy Interview ? Breaks Zapping (?) «2 

Ehrenberg and Twyman 

(1967), cited in Abernethy 

(1990) 

UK Interview ? Breaks Leaving the room or 

stop watching 

Leave: 20%, stop: 

10% 

70% 

Greene (1988) USA Interview n=4,375 Breaks Switch away during 

break 

8% always, 16% 

sometimes 

76% 

Heeter and Greenberg (1985) USA Interview 6J Breaks Switch away during 

break 

Men 65%, women 

37% 

Hörzu Funkuhr (1992) Germany Interview 6,000 

hhM 

Breaks Zapping (?) 47% 53% 

Institut für Markt- und 

Sozialanalysen (1987), cited 

in Media data (1995) 

Germany Interview 7 Breaks Zapping (?) 18% 82% 

Interview (1993), cited in 

Stockmann (1993) 

NL Interview 3,105 6-

24 yrs 

Breaks Switch away during 

break 

34% 66% 

Interview (1995), cited in 

Weekbladpers (1996) 

NL Interview n=4,292 Breaks Switch away during 

break 

19% usually zaps, 

60% does 

something else 

21% 

Interview (1997), cited in 

Nieuwstribune (1997) 

NL Interview ± 3,000 

6-24 yrs 

Breaks Switch away during 

break 

56% 44% 

Interview (1998) NL Interview n=4,213 Breaks Switch away during 

break 

26% usually zaps, 

53% does 

something else 

21% 

Kaatz (1986), cited in 

Abernethy (1990) 

USA Interview 7 Breaks Switch away during 

break 

16%, 14%, 5% 

Kekeler&Timpe(1988), 

cited in Media data (1995) 

Germany Interview 7 Breaks Zapping (?) 55% 45% 

Kitchen and Yorke (1986) UK Interview 100 hh Breaks Likeliness to switch 

during break 

Centre: 23%, end: 

54% 

C77%, 

e46% 

Centre: 30% zaps often, 21% sometimes, end breaks: 43% often, 27% sometimes 
1 RAI and commercial channels: 35% & 47% (no remote), 44% and 58% (remote) 
' 1,500 adults, 400 children 
' hh = households 
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Country Method Sample Observations Definition Observed level Stayers 

Marton (1989), cited in Media USA Interview ? Breaks Zapping!?) Centre: 16% 

data (1995) (shows), 23% 

(sports) 

McCannEncson(1986), USA Interview ? Breaks Zapping (?) Centre: 5% C95% 

cited in Media data (1995) 

De Meyer, Hendriks and Belgium Interview 262 hh Breaks Different reactions Only correlations 

Fauconnier (1989) (Flanders) during break 

MGM (1992), cited in Media Germany Interview ? Breaks Zapping (?) Centre: 14% 86% 

data (1995) 

Mittel (1994) USA Interview n=203 Breaks Different reactions 

during break 

36% often zaps, 

24% sometimes 

60% 

Nuttall (1962), cited in UK Interview n=3,000 Breaks Leaving the room 24% 76% 
Abernethy (1990) during breaks 

Opaschowski (1991), cited in Germany Interview i Breaks Zapping (?) Men: 50%, women: 

Media data (1995) 38% 

Perse (1990) USA Interview n=566 Programmes and 

breaks 

Different reactions 

during break 

Only correlations 

Rakshit (1990) India Interview 7,600 hh Breaks n=20 Average break / 

programme after 

50% 50% 

Readers Digest (1984), cited USA Interview 7 Breaks Zapping (?) 64% 36% 
in Media data (1995) 

Research International (1994) NL Interview n=501 Breaks Switch away during 

break 

12% always zaps, 

28% often, 28% 

sometimes 

22% 

Rich, Owens and Ellenboge Canada Interview n=250 Breaks Leaving the room or Leave: 22%, stop: 30% 
(1978) stop watching 48% 

Roper (1985), cited in Bozell USA Interview 1 Breaks Different reactions 55 58% 
(1992) during break 

Roper Organisation & ABC USA Interview i Breaks Zapping (?) 11% 89% 

(1989), cited in Media data 

(1995) 

Sample Institut & TV Movie Germany Interview 1 Breaks Zapping (?) 33% 67% 
(1992), cited in Media date 

(1995) 

Sepstrup (1986), cited in Italy Interview 1 Breaks Zapping (?) 50% 50% 

Media date (1995) 

Simmons Market Research USA Interview i Breaks Switch away during 44% 56% 
(1986), cited in Media data break 

(1995) 

Smit (1999) NL Interview n=577 Breaks Switch away during 

break 

32% often, 5% 

always, 44% 

sometimes 

20% 

SMRB (1991), cited in Bozell USA Interview t Breaks Different reactions m 60% 
(1992) during break 

Stutts, Eure and Hunnicutt USA Interview n=310 Programmes Switch during Men: 76%, women: 

(1985), cited in Abernethy 

(1990) and Cobb-Walgren 

(1990) 

"'' Electronic zapping: 13%, physical: 29%, mental: 25%, non-zappers: 33% 
66 Electronic zapping: 22%, physical: 18%, mental: 27%, non-zappers: 33% 
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Country Method Sample Observations Definition Observed level Stayers 

Teleskopie (1985), cited in Germany Interview 

Media data (1995) 

Breaks Zapping (?) 

University of Göttingen 

(1992), cited in Media data 

(1995) 

Germany Interview Breaks Zapping (?) 

30% to 50% 50% to 

70% 

54% 56% 

Weiman (1995) Israel Interview 180 hh Programmes and Changing channels 

breaks 

Only correlations 

Wichers (1996) NL Interview n=199 Programmes and Different reactions 

breaks during break 

Yorke & Kitchen (1985) UK Interview Breaks 

Observational research 

Allen (1965), cited in 

Abernethy (1990) 

Obs. at 95 hh 

home + 

camera 

Breaks Breaks / pro

gramme 

60% 

Anderson et al. (1995), cited 

in Abernethy (1990) 

? Obs. at 99 hh: 5 Programmes and Looking at TV while 

home + year-olds breaks set is on 

camera 

67% 

Bechteletal. (1972), cited in 

Abernethy (1990) 

Obs. at 20 Programmes and 

home + homes breaks 

camera 

Breaks / pro

gramme 

54% 

Van den Berg and Rüster 

(1992) 
NL Obs. at 

home 

Programmes and 

breaks 

Bogart (1986), cited in 

Abernethy (1990) 
? Obs. at 100 hh Programmes and Presence in the 

home + breaks room 

camera 

85% 

Capocasa, Denon and Lucchi 

(1985) 

Compagnon Marktforschung Germany Obs. at 60 hh, 

(1988), cited in Media data home n=163 

(1995) 

Breaks At home with set on 

and watching 

ARD: 68%, ZDF: 

64% 

Horsley(1986) UK Obs. at 160 hh 

home 

Breaks n=56 Switch away during 

break 

Olney, Holbrook and Batra 

(1991) 
USA Obs. in n=52 Breaks 150 spots Viewing time to Only correlations 

labora- commercials 

tory 

Steiner (1966), cited in 

Abernethy (1990) 

? Obs. at 325 hh 

home 

Breaks 9 days 

People meter: counting the number of switchings 

AGB (1985), also cited in 

Aitchison (1985) 

UK People 200 hh 

meter 

Programmes and 

breaks 

Cunningham (1992) USA People 4,000 hh 

meter 

Progs 4 pro

grammes 

ITV Network Centre (1993) UK People n=140 

meter 

Pr+br 4 weeks 

Presence in the 

room 

47% 

Length of tune 

Length of tune 

Von Hasebnnk and Krotz 

(1993) 

Germany People 410 hh 

meter 

Programmes 

67 Switch: 39%, walk away: 16%, Jo something else: 31%, see all spots: 14% 
Of 76 breaks 52 were watched uninterrupted in 9 heavy zapping homes 

45% 

Zapping (?) Centre: 22%, end C78%, 

breaks: 41% e59% 

60% 

54% 

Italy Obs. at 500 hh Breaks 2 evenings Switch away during 80% stays tuned 80% 

home break 

cl7%,e 22% C83%, 

(remote control e78% 

homes) 

68% 

Length of tune Joining-leaving: 

c+1%, e+16% 

Length of tune 2.7 switchings per 

hour 
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Country Method Sample Observations Definition Observed level Stayers 

Mane (1993) USA People 4,000hh 

meter 

Progs 1 week Length of tune 

Van Meurs (1998) NL People 1,000 hh 

meter 

Progs 1 week Length of tune 78% 78% 

MGMÜ994) Germany People 3,960 hh Programmes and Length of tune Programmes: 2.5 

meter breaks and breaks 6.0 

Nielsen (1985), cited in 

Kaplan (1985) and Sylvester 

(1990) 

USA People 

meter 

Pr+br 1 week Length of tune Breaks: 56%, 

programmes: 45% 

Zufryden, Pednck and 

Sankaralmgam (1993) 

USA Set meter 584 hh Programmes and Length of tune 2.8 zaps per hour, 

breaks incl. 0.9 during 

breaks 
People meter: effects of switching on ratings 

AGFÜ997) 

Van den Berg and Rüster 

(1992) 

Germany People 4,400 hh Breaks n=7,895 Flow of ratings 

meter within break 

NL People 850 hh Pr+br 12 weeks Difference in ratings 

meter 

the Billet Consultancy Ltd. 

(1992) 
UK People 1,000 hh Programmes and Difference in ratings -8% (end: 18% E82% 

meter breaks decrease) 

Dronkers(1993) NL People 850 hh Progs 3 months 

meter 

Inheritance 60% 

Gehner (1993) NL People 850 hh 

meter 

Breaks Rating 1st vs. NL123: 90%, RTL4: 90%, 

lowest spot 95% 95% 
Harderwiik (1993) NL People 850 hh 

meter 

Breaks 1 year Flow of ratings 

within break 

IP Belgium (1994), cited in Belgium People 

Boelé and Van Niekerk (W) meter 

(1995) 

Breaks Loyalty index All: 72%, centre: 72% 

79%, end: 69% 

IRI-Media Services (1983), 

cited in Frank (1984)) 

USA Set meter Spots 20 weeks 

ITV Network Centre (1993) UK People 

meter 

Breaks 1 week 

"" 2.6% switched out, 94% 

3.0% in 

75% Loyalty index 75% (c85%, e64%) 

McCann-Encson (1983), cited USA Set meter 

in McSherry (1985)  
Pr+br 24 pro- Difference in ratings 

grammes  

-2.5% 

Nielsen (1983), cited in Frank USA Set meter 

(1984) 
Breaks 1 week Dial switching11 2.9% tuning away, 95% 

2.3% tuning in  
People meter: net fraction 

ITV Network Centre (1993) UK People 

meter 

Breaks 1 week Hold factor 85% (c91%, e78%) 

Ottler (1998) Germany People 4,400 hh Breaks 94 breaks 

meter 

Stick-value All: 82%, centre: 82% 

84%, end: 80% 
Ottler (1998) Germany People 4,400 hh Breaks 94 breaks Stick-value, 25% 

meter seen 

86% 

Siddarth and Chattopadhyay USA Set meter 350 hh 

(1998) 
Commercials Net fraction 87% 

Vioen (1995) NL People 1,000 hh Pr+br 1 month 

meter 

86% 

87% 

Net fraction NL123: 84%, RTL4: 84%, 

94% 94% 

Percentage of 30-second commercials switched away from after the first five seconds 
The percentage of sets tuning in or away during commercial minute 
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People meter: block factor 

Country Method Sample Observations Definition Observed level Stayers 

Van den Berg and Rüster 

(1992) 
NL People 850 hh Pr+br 12 weeks 

meter 

Breemhaar(1992) NL People 1,000 hh 

meter 
Pr+br n=74 Rating break / 2nd 

minute before 

Block factor Centre: 97%, end: C97%, 

84% e84% 

77% 77% 

Danaher (1995), also cited in New People 440 hh Pr+br 1 week Rating break/ 

Danaher & Bead (1994) Zealand meter programme before 

Van der Laar and Breemhaar NL People 1,000 hh 

(1991) meter 

90% 90% 

Ligthart (1998) NL People 1,000 hh Breaks 3 months 

meter 

Breaks n=74 Rating break / 2nd 

minute before 

77% 77% 

Block factor 78% 

Van Meurs (1995) 

Network Television 

Association (1992), cited in 

Danaher (1995) 

NL People 850 hh Breaks 3 months 

meter  

USA People ? 

meter 

Block factor 78% 78% 

Breaks Rating break / 

programme before 

95% 95% 

Oomens, Roest and Vaessen 

(1993) 
NL People 850 hh Breaks 1 month 

meter 
Ottler (1998) Germany People 4,400 hh Breaks n=94 Block factor 

meter 

Block factor Centre: 95%, end: c95%,e8 

83% 3% 

83% 83% 

Percy and Co (1988), cited m USA People 1,000 hh 

Danaher (1995), Kneale meter (NY) 

(1988) and Nakra (1991) 

Sat.l SatellitenFernsehen Germany People 4,760 hh 

GmbH (1997) meter 

Ted Bates London, cited in UK People ? 

Stockmann (1991) meter 

External data sources 

Bunn(1982) UK External 

Knealy (1988), cited in Nakra USA External 

(1991) 

Whalan (1986), cited in Nakra USA External 

(1991)  

Zipping 

Connell Communications 

(1989), cited in Gilmore and 

Secunda(1993)  

Cronin and Menelly (1992) 

USA Interview 

USA Obs. at n=83 

home 

Cronin and Menelly (1992) 

Horsley(1986) 

USA Obs. in n=32 

labora

tory 

UK Obs. at 160 hh 

home 

Levy (1980), cited in Potter, USA Interview 

Forrest, Sapolsky and Ware 

(1988) 

Metzger (1986) USA Interview n=l ,350 

Breaks 1 day Rating break / 

programme before 

90% 90% 

Pr+br ' Block factor 86% 86% 

Breaks Block factor (?) Centre: 73%, end: C73%, 

68% e68% 

Breaks n=21 Electricity demand 

Breaks " : Water pressure 

Breaks ; 
Water pressure 

Breaks Zipping 90% 10% 

Breaks 

Breaks 

Breaks 

Breaks 

Breaks 

Zipping 62% 38% 

Zipping 68% 32% 

Zipping 77% 23% 

Zipping 15% 85% 

Zipping 54% 46% 

711,340 broadcasts of 19 Sat.l programmes 
72 "I love Lucy" breaks in 1952 
' Blockbuster breaks 

150 



Overview of switching studies 

Mittal (1994) 

Country Method Sample Observations Definition Observed level Stayers 

Nielsen (1984), cited in 

Kaplan (1985) 

USA Interview n=203 Breaks Zipping 64% 
USA Diary 

36% 
Breaks Zipping > 50% < 50% 

Potter, Forrest, Sapolsky and 

Ware (1988) 

USA Interview n=415 Breaks Zipping Only correlations 

Yorke and Kitchen (1985), 

also cited in Kitchen (1985) 

UK Interview 100 hh Breaks Zipping 66% 34% 
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Appendix 2 
Yearly averages broadcast and viewing time 

Viewing time Broadcast time Channels 
received 

Viewing time 
commercials 

Commercial 
time 

1980 - - 3.8 - -
1981 - - 4.0 - -
1982 - - 4.3 - -
1983 - - 4.8 - -
1984 - - 5.1 - -
1985 - - 5.6 - -
1986 - - 6.5 - -
1987 - - 7.3 - -
1988 02:04 23 11.0 4.4 01:01 
1989 01:54 24 11.5 4.1 01:06 
1990 02:00 24 13.9 2.8 00:54 
1991 02:20 25 15.5 3.1 01:03 
1992 02:26 32 16.7 5.3 01:57 
1993 02:28 50 17.1 8.8 03:40 
1994 02:32 62 19.4 9.1 04:20 
1995 02:31 73 20.8 9.7 05:41 
1996 02:37 134 23.2 10.2 09:22 
1997 02:35 138 23.2 11.2 10:44 
1998 02:45 157 23.5 12.5 14:06 

Vieiuing time: persons 6+, daily average, all channels (hh:mm) 
Broadcast time: total broadcast time Dutch channels, daily average (hours) 
Channels received: viewers estimation about the number of channels they receive "with rea

sonably good reception", persons 13+ owning a television (Intomart, 1998a; NOS 
KLO, 1998) 

Viewing time commercials: persons 6+, daily average, Dutch channels (minutes) 
Commercial time: daily average, Dutch channels (hh:mm) 

Dutch channels: Nederland 1, 2 and 3 (NL 3 from 13/2/1988), KinderNet (from 1/3/1988), 
RTL4 (from 2/10/1988), RTL5 (from 2/10/1993), The Music Factory and TV10/Fox 
(both from 1/5/1995), SBS6 (from 28/8/1995), Veronica (from 1/9/1995), Sport7 (from 
18/8/1996 to 8/12/1996), Cartoon Network (from 30/6/1997) and Net5 (from 
1/3/1999, not included in this table). 
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Appendix 3 
Operationalisation of switching behaviour 

Decrease in ratings 
The decrease in ratings is defined as the relative loss of GRPs (viewers multiplied 
by length of time spent viewing) during the commercial break within the group of 
viewers watching the channel in question two minutes before the start of that 
break. n 

5>/ 
Decline in ratings = 1 /=1 

n*t 

where: 
tj = the number of minutes person i has been watching the break; 
n = the number of persons watching the channel two minutes before the start of 

the break; 
t = the length of the break in minutes. 

In the example in figure 17, the decrease in ratings is: 1 - (10/12) = 16.7%. 

Figure 17 Switching away 

Progr. before 

Leaving 

Coming back 

Staying 

Progr. after 
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Decrease in viewers 

The decrease in viewers is a relative measure of the number of persons in the 
group of viewers watching the channel in question two minutes before the start of 
the break who were not watching the channel one minute after the end of the 
break. 

Decrease in viewers = — 
n 

where: 

m = the number of persons in the group of viewers watching the channel in 

question two minutes before the start of the break who were not watching 

the channel one minute after the end of the break; 

n = the number of persons who were watching the channel two minutes before 

the start of the break. 

In the example given in figure 17, the decrease in viewers is: 1/3 = 3 3 % . 

Rate of decrease 
The rate of decrease is calculated by dividing the decrease in audience ratings by 
the decrease in viewers. In the example in figure 17, the rate of decrease is-
(l/6)/(l/3) = 0.5. 

Increase in ratings 

The increase in ratings is defined as the relative gain in GRPs (viewers multiplied 
by length of time spent viewing) during the commercial break due to the group of 
newcomers: viewers who were watching the channel one minute after the end of 
the break but who had not been watching the channel one minute before the start 
of the break. k 

£'; 
Increase in ratings = 1 -

k*t 
where: 

tj = the number of minutes person j has been watching the break; 

j = newcomers: viewers who were watching the channel one minute after the 

end of the break but who had not been watching that channel one minute 
before the start of the break; 

k = the number of persons watching the channel one minute after the end of the 

break; 

t = the length of the break in minutes. 

In the example in figure 18, the increase in ratings due to the newcomers is- 3/8 
= 37 .5%. 
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Figure 18 Influx of viewers 

' ,«,;-:ï '-

(In- and out) 

Progr. before Progr. after 

Staying 

Increase in viewers 
The increase in viewers is a relative measure of the number of persons in the group 

of viewers watching the channel in question one minute after the end of the break, 

who had not been watching the channel one minute before the start of the break. 

Increase in viewers L 

where: 
j = newcomers: viewers watching the channel one minute after the end of the 

block who had not been watching the channel one minute before the start 

of the break; 
k = the number of people who were watching the channel one minute after the 

end of the break. 

In the example given in figure 18, the increase in viewers is: 1/2 = 5 0 % . 

Rate of increase 
The rate of increase is calculated by dividing the increase in ratings by the in

crease in viewers. In the example given in figure 18, the rate of increase: (3/8)/(l/2) 

= 0.75. 
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Appendix 4 
Explanatory variables 

Placement of the break 
B04 Time elapsed since previous break on the channel 
B05 Part of the week 
B061 Monday 
B062 Tuesday 
B063 Wednesday 
B064 Thursday 
B065 Friday 
B066 Saturday 
B067 Sunday 
B081 Time of day: 2.00-10.00 hrs. 
B082 Time of day: 10.00-13.00 hrs. 
B083 Time of day: 13.00-16.00 hrs. 
B084 Time of day: 16.00-19.00 hrs. 
B085 Time of day: 19.00-20.00 hrs. 
B086 Time of day: 22.00-24.00 hrs. 
B087 Time of day: 24.00-26.00 hrs. 

Break between programmes and programme categories 
B01 Type of break (centre versus end breaks) 
P06 Shift in programme categories 

Programmes preceding, following or on the other channels during the break 
A01 Break's market share 
A02 Combined ratings of the other channels during the break 
A03 Amount of commercial time on other channels per minute during the 

break 
A04 Audience size (GRPs) for commercials on other channels per minute 

during the break 
A07 Number of programmes ending on other channels during the break 
A09 Audience size for programmes ending on other channels during the 

break 
P01 Length of the programme preceding the break 
P02 Length of the programme following the break 
P03 Non-programme items before the break 
P04 Non-programme items after the break 
P05 Shift in broadcasting organisation 
P08 Shift in proportion of males in the audience profile between the pro

grammes preceding and following the break 
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P09 Shift in age composition in the audience profile between the pro
grammes preceding and following the break 

P10 Shift in proportion of social class ABl in the audience profile between 
the programmes preceding and following the break 

PI 1 Break after news 
P12 Break after information 
P13 Break after light information 
P14 Break after Dutch drama 
P15 Break after foreign drama 
PI6 Break after amusement 
P17 Break after culture 
PI 8 Break after children's and youth programmes 
P I9 Break after sports 
P20 Break after other programmes 
P21 Break before news 
P22 Break before information 
P23 Break before light information 
P24 Break before Dutch drama 
P25 Break before foreign drama 
P26 Break before amusement 
P27 Break before culture 
P28 Break before children's and youth programmes 
P29 Break before sports 
P30 Break before other programmes 
P31 Broadcast of the preceding programme in previous week 
P32 Broadcast of the following programme in previous week 
P33 Appreciation of the preceding programme (NL123) 
P34 Appreciation of the following programme (NL123) 

Programming of the break 
B02 Length of the break 
C001 Complete break: programme promotion 
C016 Complete break: variance in age in the product target group profiles 
C017 Complete break: variance in the proportion of social class ABl in the 

product target group profiles 
CO 18 Complete break: variance in the proportion of males in the product tar

get group profiles 
CO 19 Complete break: variance in the three profiles of the product target 

groups 
C020 Complete break: discrepancy in age between the product target group 

profiles and the viewer profile for the preceding programme 
C021 Complete break: discrepancy in the proportion of social class ABl be

tween the product target group profiles and the viewer profile for the 
preceding programme 

C022 Complete break: discrepancy in the proportion of males between the 
product target group profiles and the viewer profile for the preceding 
programme 

C023 Complete break: discrepancy in age between the product target group 
profiles and the viewer profile for the following programme 
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C024 Complete break: discrepancy in the proportion of social class ABl be
tween the product target group profiles and the viewer profile for the 
following programme 

C025 Complete break: discrepancy in the proportion of males between the 
product target group profiles and the viewer profile for the following 
programme 

C101 First part of the break: programme promotion 
CI 16 First part of the break: variance in age in the product target group pro

files 
C117 First part of the break: variance in the proportion of social class ABl in 

the product target group profiles 
CI 18 First part of the break: variance in the proportion of males in the prod

uct target group profiles 
C I 19 First part of the break: variance in the three profiles of the product tar

get groups 
C120 First part of the break: discrepancy in age between the product target 

group profiles and the viewer profile for the preceding programme 
C121 First part of the break: discrepancy in the proportion of social class ABl 

between the product target group profiles and the viewer profile for the 
preceding programme 

CI22 First part of the break: discrepancy in the proportion of males between 
the product target group profiles and the viewer profile for the preced
ing programme 

C123 First part of the break: discrepancy in age between the product target 
group profiles and the viewer profile for the following programme 

C124 First part of the break: discrepancy in the proportion of social class ABl 
between the product target group profiles and the viewer profile for the 
following programme 

C125 First part of the break: discrepancy in the proportion of males between 
the product target group profiles and the viewer profile for the follow
ing programme 

C301 Last part of the break: programme promotion 
C316 Last part of the break: variance in age in the product target group pro

files 
C317 Last part of the break: variance in the proportion of social class ABl in 

the product target group profiles 
C318 Last part of the break: variance in the proportion of males in the prod

uct target group profiles 
C319 Last part of the break: variance in the three profiles of the product tar

get groups 
C320 Last part of the break: discrepancy in age between the product target 

group profiles and the viewer profile for the preceding programme 
C321 Last part of the break: discrepancy in the proportion of social class ABl 

between the product target group profiles and the viewer profile for the 
preceding programme 

C322 Last part of the break: discrepancy in the proportion of males between 
the product target group profiles and the viewer profile for the preced
ing programme 
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C323 Last part of the break: discrepancy in age between the product target 
group profiles and the viewer profile for the programme after the break 

C324 Last part of the break: discrepancy in the proportion of social class ABl 
between the product target group profiles and the viewer profile for the 
programme after the break 

C325 Last part of the break: discrepancy in the proportion of males between 
the product target group profiles and the viewer profile for the pro
gramme after the break 

C013 Complete break: average age in the product target group profiles 
C014 Complete break: average proportion of social class ABl in the product 

target group profiles 
CO 15 Complete break: average proportion of males in the product target 

group profiles 
CI 13 First part of the break: average age in the product target group profiles 
C I 14 First part of the break: average proportion of social class ABl in the 

product target group profiles 
CI 15 First part of the break: average proportion of males in the product tar

get group profiles 
C313 Last part of the break: average age in the product target group profiles 
C314 Last part of the break: average proportion of social class ABl in the 

product target group profiles 
C315 Last part of the break: average proportion of males in the product target 

group profiles 

Audience 
B09 Rating of the break 
K2 Shared viewing: number of viewers per set 
K001 Audience composition two minutes before the break: 6-12 years 
K002 Audience composition two minutes before the break: 13-19 years 
K003 Audience composition two minutes before the break: 20-34 years 
K004 Audience composition two minutes before the break: 35-49 years 
K005 Audience composition two minutes before the break: social class ABl 
K006 Audience composition two minutes before the break: men 
K007 Audience composition two minutes before the break: remote control 
K008 Audience composition two minutes before the break: 2nd TV set in the 

house 
K009 Audience composition two minutes before the break: using a TV guide 
K010 Audience composition two minutes before the break: heavy viewers 
K011 Audience composition two minutes before the break: VCR in the house 
K012 Audience composition two minutes before the break: household size 3+ 
K101 Audience composition one minute after the break: 6-12 years 
K102 Audience composition one minute after the break: 13-19 years 
K103 Audience composition one minute after the break: 20-34 years 
K104 Audience composition one minute after the break: 35-49 years 
K105 Audience composition one minute after the break: social class ABl 
K106 Audience composition one minute after the break: men 
K107 Audience composition one minute after the break: remote control 
K108 Audience composition one minute after the break: 2nd TV set in the 

house 
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K109 Audience composition one minute after the break: using a TV guide 
K110 Audience composition one minute after the break: heavy viewers 
K i l l Audience composition one minute after the break: VCR in the house 
K112 Audience composition one minute after the break: household size 3+ 

Products 
C0101 Complete break: clothing, shoes 
C0102 Complete break: foodstuff 
C0103 Complete break: diary products 
CO 104 Complete break: drinks 
C0105 Complete break: candy bars and sweets 
C0106 Complete break: personal care products 
CO 107 Complete break: feminine hygiene 
C0108 Complete break: shampoo 
C0109 Complete break: medicine 
C0110 Complete break: washing powder and detergent 
C0111 Complete break: home furnishings 
C0112 Complete break: household appliances 
C0113 Complete break: diapers 
C0114 Complete break: consumer electronics 
C0115 Complete break: transportation 
C0116 Complete break: tourism and air travel 
C0117 Complete break: finance 
C0118 Complete break: print media, film, theatre 
C0119 Complete break: office supplies 
C0120 Complete break: garden and home improvement 
C0121 Complete break: toys and games 
C0122 Complete break: music 
C0123 Complete break: radio and television 
CO 124 Complete break: others 
C H O I First part of the break: clothing, shoes 
C1102 First part of the break: foodstuff 
CI 103 First part of the break: diary products 
CI 104 First part of the break: drinks 
CI 105 First part of the break: candy bars and sweets 
CI 106 First part of the break: personal care products 
CI 107 First part of the break: feminine hygiene 
CI 108 First part of the break: shampoo 
C1109 First part of the break: medicine 
CI 110 First part of the break: washing powder and detergent 
C l l l l First part of the break: home furnishings 
CI 112 First part of the break: household appliances 
C1113 First part of the break: diapers 
C1114 First part of the break: consumer electronics 
C1115 First part of the break: transportation 
C1116 First part of the break: tourism and air travel 
CI 117 First part of the break: finance 
CI 118 First part of the break: print media, film, theatre 
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CI 119 First part of the break: office supplies 
CI 120 First part of the break: garden and home improvement 
CI 121 First part of the break: toys and games 
CI 122 First part of the break: music 
CI 123 First part of the break: radio and television 
CI 124 First part of the break: others 
C3101 Last part of the break: clothing, shoes 
C3102 Last part of the break: foodstuff 
C3103 Last part of the break: diary products 
C3104 Last part of the break: drinks 
C3105 Last part of the break: candy bars and sweets 
C3106 Last part of the break: personal care products 
C3107 Last part of the break: feminine hygiene 
C3108 Last part of the break: shampoo 
C3109 Last part of the break: medicine 
C3110 Last part of the break: washing powder and detergent 
C3111 Last part of the break: home furnishings 
C3112 Last part of the break: household appliances 
C3113 Last part of the break: diapers 
C3114 Last part of the break: consumer electronics 
C3115 Last part of the break: transportation 
C3116 Last part of the break: tourism and air travel 
C3117 Last part of the break: finance 
C3118 Last part of the break: print media, film, theatre 
C3119 Last part of the break: office supplies 
C3120 Last part of the break: garden and home improvement 
C3121 Last part of the break: toys and games 
C3122 Last part of the break: music 
C3123 Last part of the break: radio and television 
C3124 Last part of the break: others 

Campaigns 
Complete break: average commercial length 
Complete break: average frequency of broadcasts during the previous 
eight weeks 
Complete break: maximum frequency of broadcasts during the previous 
eight weeks 
Complete break: minimum frequency of broadcasts during the previous 
eight weeks 
Complete break: average probability of confrontation during the previ
ous eight weeks 
Complete break: maximum probability of confrontation during the pre
vious eight weeks 
Complete break: minimum probability of confrontation during the pre
vious eight weeks 
Complete break: average time elapsed since the previous broadcast 
Twin commercials 
Complete break: average frequency of broadcasts during the previous 
week 

C003 

C004 

C005 

C006 

C007 

C008 

C009 
C011 
C012 
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C102 First part of the break: average commercial length 
C103 First part of the break: average frequency of broadcasts during the pre

vious eight weeks 
C104 First part of the break: maximum frequency of broadcasts during the 

previous eight weeks 
CI05 First part of the break: minimum frequency of broadcasts during the 

previous eight weeks 
C106 First part of the break: average probability of confrontation during the 

previous eight weeks 
C107 First part of the break: maximum probability of confrontation during 

the previous eight weeks 
C108 First part of the break: minimum probability of confrontation during 

the previous eight weeks 
C109 First part of the break: average time elapsed since the previous broad

cast 
CI 12 First part of the break: average frequency of broadcasts during the pre

vious week 
C302 Last part of the break: average commercial length 
C303 Last part of the break: average frequency of broadcasts during the pre

vious eight weeks 
C304 Last part of the break: maximum frequency of broadcasts during the 

previous eight weeks 
C305 Last part of the break: minimum frequency of broadcasts during the 

previous eight weeks 
C306 Last part of the break: average probability of confrontation during the 

previous eight weeks 
C307 Last part of the break: maximum probability of confrontation during 

the previous eight weeks 
C308 Last part of the break: minimum probability of confrontation during the 

previous eight weeks 
C309 Last part of the break: average time elapsed since the previous broadcast 
C312 Last part of the break: average frequency of broadcasts during the pre

vious week 
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Appendix 5 
Operationalisation of explanatory variables 

In this appendix, a number of general issues concerning the operationalisation of 

the explanatory variables in this study are discussed. This is followed by a techni

cal description of the operationalisation of all 225 explanatory variables, with 

more detailed discussions of the operationalisation of several variables of special 

interest, including characteristics that, as far as could be determined, have not 

been discussed previously in the literature or whose effects on switching behaviour 

have not been investigated before. In the operationalisation, definitions currently 

in use in the CKO and in the programme files as reported by Intomart (Intomart, 

1998b) are adhered to whenever possible. 

The average and standard deviations for all variables are presented in appendix 

7. Tables showing the average levels of switching for breaks with various values 

(i.e., high, low and average) have been published previously for each explanatory 

variable (Intomart, 1996a), as have the frequency distribution for all variables (In

tomart, 1996b). 

5.1 Databases 
A number of databases are used in this research. Most of the data are drawn di

rectly from the CKO (see also chapter 4, section 4.1). In reality, the CKO is a col

lection of various databases and analyses. In addition to the electronic registration 

of audience data, a number of questionnaire surveys provide data for the CKO 

(see also Intomart, 1998b). These include a base questionnaire administered to all 

panel members in February of each year74, on which the respondents background 

characteristics are based. Data is also provided by Intomart's Radio Establishment 

Survey. This survey is carried out every year in September and October in 9,000 

households and includes a comprehensive set of questions covering a variety of 

topics, including audio visual equipment in the household and channel reception. 

In addition to the switching behaviour data and the background characteristics 

of panel members, the CKO also includes a number of databases covering a vari

ety of programme and commercial breaks characteristics (Intomart, 1998b). The 

programme database contains the titles and broadcast times for all programmes 

74 The information from this base survey is used in the CKO from April of the year in question through 
March of the following year. However, because the February 1995 survey best fitted with the research 
period for the switching behaviour study (January through April 1995), the information from this sur
vey was used for all four months of the research. 
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broadcast, as well as various programme classifications. The coding for pro

gramme classification is carried out by Intomart and the NOS. The commercial 

data base contains the characteristics of all commercials. Coding for commercial 

characteristics is carried out by Intomart and The Media Institute (HMI). The 

coding for product sort, brand and sub-brand (e.g., shaver, Philips, Philishave) are 

of special significance in the operationalisation of a number of explanatory vari

ables in this study. 

In addition to data sources directly related to the CKO, data from the Target 

Groups Research ("DoelGroepen Onderzoek": SUMMO, 1995) was used to es

tablish profiles of product users (see also section 5.7 of this appendix). In the 

SUMMO research, 13,245 respondents filled in a questionnaire covering, among 

other things, product use, purchasing behaviour, interests and activities. 

5.2 Programmes and commercial breaks 
All of the programmes and commercial breaks broadcast on the major channels 

are registered in the CKO. In this registration, commercial breaks are defined as a 

broadcast of one or more commercials and/or promotional films, preceded and 

followed by beginning and end leaders. Programmes are defined as a continuous 

broadcast lasting, as a rule, a minimum of five minutes. At the time this research 

was carried out, segments of programmes interrupted one or more times by com

mercial breaks were reported as separate programmes (see also footnote 13 on 

page 41). 

Other than commercial breaks, broadcasts lasting less than five minutes are gen

erally not registered as a separate programme. These include, for example, broad

casts between programmes and breaks of non-programme materials such as an

nouncer's messages, programme schedule information, previews of upcoming pro

grammes or channel calls ("continuity", see chapter 3, section 3.2.5). At the re

quest of the channel involved, some broadcasts lasting less than five minutes are 

registered as separate programmes in the CKO reports. These include individual 

music video clips, news bulletins and "Postbus 5 1 " (short governmental informa

tion broadcasts). These short programmes were discussed further in chapter 2, sec

tion 2.4.3. 

5.3 Calculating commercial characteristics 

In order to relate switching behaviour to the programming characteristics of 

commercial breaks, a large number of variables were constructed dealing with the 

commercials and promotional clips which make up each break. A number of tech

nical issues involved in the use of commercial characteristics in the calculation of 

the explanatory variables are discussed in this section. 
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Weighting 

It was assumed that longer commercials were more important determinants of the 

character of breaks than shorter ones. For this reason, weighting for the length of 

each commercial took place when commercial characteristics were assigned. In de

termining averages for breaks, a 40-second commercial counts twice as much as a 

20-second commercial. 

Parts of the break 

In using commercial characteristics to determine the effects of the features of a 

break on switching behaviour, the question arose whether commercials at the be

ginning of a break have a greater influence on switching behaviour than those 

placed in the middle or the end of a break. For this reason, a number of opera-

tionalised characteristics of commercial breaks were calculated for the beginning 

and end of a break as well as for the entire break. The break was divided in three 

equal parts for the purposes of calculating commercial characteristics per break 

segment. Commercials that spanned two break segments were split and were in

cluded in each break segment weighted proportionate to the number of seconds of 

the commercial that fell in the segment. Because of multicollinearity, characteris

tics assigned to break segments were only tested in beginning and end segments 

and not in middle segments (see also appendix 6, section 6.2.2). 

The division of breaks into three parts was only done for explanatory variables 

concerned with the content of the break. This division was not relevant for other 

variables. 

Commercial harmonisation 

For calculations at the level of individual commercials, it was necessary to harmo

nise the files containing characteristics from STER and IP commercials. Commer

cials from the various sources were counted as the same commercial on the basis 

of identical spot length and HMI product code. The Intomart Commercial Har

monisation code (IHC code) was also used, although at the time of the study the 

IHC code was still in an experimental state. At that time, commercials of 15 sec

onds and longer in length were harmonised using their digitised sound pattern, but 

the codes assigned on this basis had not been fully corrected. Since then, the IHC 

codes have been fully integrated in the CKO commercial database and the data 

have been corrected retrospectively through 1995. Because of corrections in this 

database made after this study was carried out, it is possible that some small dis

crepancy may appear for some dependent variables in a future re-calculation. 

However, assuming that these differences are randomly distributed, it is not ex

pected that they will have any significant effect on the research findings. 
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Missing values 

Four of the 12,278 breaks did not contain commercials, consisting entirely of 

promotional clips. These breaks were assigned the average score for the charac

teristic concerned of the remaining 12,274 breaks. The absence of commercials oc

curred more often in break segments (15 cases in the beginning of breaks and 586 

cases at the end of a break); the segments were entirely filled with promotional 

material. In these instances, the score of the other break segment was assigned for 

the characteristic concerned. 

5.4 Placement of the break 

Time of day 

Each commercial break was assigned to a time of day on the basis of the middle 

minute of the break. The broadcast day was divided into seven time periods: 

• 02.00-10.00 hrs.; 

• 10.00-13.00 hrs.; 

• 13.00-16.00 hrs.; 

• 16.00-19.00 hrs.; 

• 19.00-22.00 hrs.; 

• 22.00-24.00 hrs.; 

• 24.00-26.00 hrs. 

This division in time periods was based on the following considerations: 

• time periods corresponding to those used in the CKO; 

• homogeneous distribution of the number of breaks (= observations) per time of 
day; 

• as homogeneous a level of switching behaviour per time of day as possible (with 

special attention given to the distribution of the decrease in audience ratings). 

Part of the week and weekdays 

The day of broadcast for each break was entered as one of seven dichotomous 

variables corresponding to the days of the week. In the CKO, a day is defined as 

the period from 02.00 hrs. in the morning to 26.00 hrs. at night. In the division of 

the week into two parts, the weekend was defined as the period from Friday eve

ning 18.00 hrs. through Sunday night 26.00 hrs. 

Time elapsed since previous break on the channel 

The time elapsed since the broadcast of the previous commercial break on the 

channel was registered to the minute. The first break of the day was assigned the 

number of minutes between 02.00 hrs. at night and the time of the broadcast of 

the break as a score. 
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Centre versus end breaks 

In order to differentiate between commercial breaks between two different pro

grammes from breaks that interrupt a programme, a break was defined as "pro

gramme interrupting" when the title of the programmes preceding and following 

the break were identical75. 

Shift in programme categories 

Shift in programme category was defined as a change in the programme categories 

of the programmes preceding and following the break. A special classification was 

created for use in this study, based on the various programme classifications in use 

in the CKO. It included the following ten programme categories: 

1. news; 

2. serious information; 

3. light information; 

4. Dutch drama; 

5. foreign drama; 

6. amusement; 

7. culture; 

8. children and youth; 

9. sports; 

10. other. 

There appeared to be considerable overlap between the two explanatory vari

ables "type of break" (centre versus end breaks) and "shift in programme catego

ries". In order to distinguish between the two, centre breaks were not coded as 

having such a shift. 

5.5 Programmes preceding, following or on the other channels during the break 

Length of the programme preceding and following the break 

The lengths of programmes preceding and following the break were registered in 

minutes. As previously stated, the segments of programmes interrupted by com

mercial breaks were counted as separate programmes. 

Programme category preceding and following the break 

The ten programme categories used in the definition of the shift in programme 

categories were used to classify programmes preceding and following a break. 

75 The first eight letters of the title were used instead of the entire title, because in some instances of films 
or programmes interrupted by advertising, the segments of the broadcast may be numbered in the title. 
Despite this difference in the titles, these breaks were considered programme interrupting. 
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Non-programme items preceding and Mowing the break 

The programme files as reported by Intomart also formed the basis for identifying 

continuity broadcast preceding and following a break. When no programme was 

broadcast for at least one minute or more before or after a break, this "gap" was 

classified as continuity. In addition, a number of broadcasts were classified as con

tinuity in the programme classification. 

Programme appreciation 

Appreciation scores are registered for the majority of programmes on the Dutch 

public channels (Bekkers, 1992). When these programmes end, panel members are 

asked via the people meter monitor to enter an appreciation score on a scale of 1 

(very bad) to 10 (very good). This can be done simply, using the meter's remote 

control. Appreciation scores are not registered for programmes on the two com

mercial channels, RTL 4 and RTL5. 

Broadcast of the programme in previous weeks 

The characteristic "episodic structure" was assigned to a programme preceding or 

following a break if a programme with the same title was broadcast during one or 

more of the preceding weeks. This definition was designed to prevent the charac

teristic "episodic structure" being assigned to a one-time broadcast (e.g., a football 

game) that was repeated the next day. 

Shifts in broadcasting organisation 

Shifts in the broadcasting organisation of the programmes before and after the 

break were determined for breaks on the three public channels. N o changes in 

broadcasting organisation takes place in the programming on RTL4 and RTL5. 

Shifts in audience profile 

Shifts in audience profiles for programmes preceding and following a commercial 

break were calculated for the background characteristics sex, social class and age. 

Although the base target group used in the research included persons 6 years of 

age and older, the characteristics sex and social class for persons 13 years of age 

and older were used. This was in line with the standard target groups in the CKO 

reports. The shift in sex in the audience profile was defined as follows: 

shift,,,,,,, = 100 * I ((K,ma" /K,6+) - (Kx
ma" /K/+)) I 

where 

shiftmall : the shift in audience profile men; 

Ky
ma° : audience r a t i ng m e n 13+ for the p r o g r a m m e before the b reak ; 

K y
Ä + : audience rating persons 6+ for the programme before the break; 
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Kx"
,im : audience rating men 13+ for the programme after the break; 

Kx
6+ : audience rating persons 6+ for the programme after the break. 

The same method of calculation was used to determine the shift in social class in 

the audience profile of the programme preceding and following the break for the 

category ABl 13+. 

The shift in age in the audience profiles for the programmes preceding and fol

lowing the commercial break was calculated on the basis of the audience ratings 

for six age categories: 6-12, 13-19, 20-34, 35-49, 50-64 and 65+. Because these 

groups vary in size they were weighted for the size of the universe, so that each 

switching viewer counted the same in the calculation of the extent of switching, re

gardless of his or her age. For each of the age groups, a shift factor was first cal

culated using the method of calculation used for men and ABl. These factors were 

then combined as follows76: 

Shift in age in audience profile = ((1,310 !' shift612) + (1,350 * shift,,,,) + 

(3,730 * shift2034) + (3,320 * shift.,.,,,) + (2,210 * shift5064) + (1,810 * 

shift65+)) /13 ,730 

When interpreting the shift factors, it should be kept in mind that the method of 

calculation of the shift factor was selected so that it would make no difference 

whether the number of viewers in the category in question increased or decreased. 

Thus, a doubling of viewers, for example, yields the same value as a decrease of 

5 0 % . For example, if a programme preceding the break was a women's pro

gramme with a 2 0 % male audience and the programme following the break was a 

sports event with a 60% male audience, then the shift in the audience profile for 

the characteristic sex is 4 0 % (the absolute value of 2 0 % - 60%). The resulting fac

tor for the background characteristic sex would be the same if females rather than 

males were used as the reference group. In the example above, the shift factor for 

women is 80% - 4 0 % = 40%. 

In addition, the size of shift factors is partially determined by the proportion of 

the total audience formed by the category concerned. A marked decline within a 

group is only significant for switching in a break if the group in question forms a 

large part of the audience of that break. The tripling of the number of male view

ers in the example above would have produced a smaller shift factor if there were 

very few men in the audience to begin with. This would have represented only a 

marginal shift in the composition of the audience. 

The values for the universe per age group in the formula shown were for the period from January 1 
1995 through April 1 1995. In the CKO, the universes are adjusted every year in week 14, so that dif
ferent universes were used for breaks broadcast in the period from April 2-30, 1995. 
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Market share and combined ratings of the other channels 

Audience ratings for all persons six years of age and older were used to determine 

the market share and total audience rating for programming on other channels 

during a break. This included the audience figures for the five channels included in 

the study as well as all other channels, including video. 

Programming on the other channels 

A number of variables were defined that dealt with programming on other chan

nels opposite the commercial break. They concerned the number of programmes 

ending on other channels during the break and the amount of advertising on other 

channels during the break (see chapter 3, sections 3.3.2 and 3.3.3). The audience 

sizes for these programmes and breaks was also determined, as this would ultimately 

determine the extent of the inflow and outflow of viewers. This resulted in four 

variables: 

amount of advertising on the other channels during the break; 

number of people watching commercial breaks on other channels during the 

break; 

number of programmes ending on other channels during the break; 

number of people watching programmes ending on other channels during the 

break. 

A number of factors had to be taken into account in the operationalisation of 

these variables. First of all, these variables are dependent on the length of the 

break in question. The longer a break lasts, the more this occurs on other chan

nels. To compensate for the mutual dependence on the length of the break, the 

values for these four variables were divided by the length of the break in minutes. 

Secondly, because switching away at the end of programmes can take place be

fore the programme actually ends, the number of programmes ending on other 

channels during a commercial break was defined as the number of programmes 

(excluding breaks) on the other four channels for which the second minute before 

the end of the programme fell during the break in question. This is analogous to 

the definition used for the decrease in audience ratings (see appendix 3). 

In addition to the size of the audience for programmes ending on other channels, 

the strength of the effect of programmes ending on other channels on switching is 

dependent on the number of advertising minutes remaining in the break at the 

moment each programme ends. 

Only the data from the five channels involved in the research was used in deter

mining values for the variables dealing with programming on other channels. In 

reality, however, the programming on all of the channels received in the Nether

lands can be expected to have an effect. Nonetheless, limiting the variables to data 

from five channels was an acceptable simplification; together, these five channels 

had a dominant market share (77.4% in the period from January through and in-
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eluding April 1995, 02.00-26.00 hrs., persons 6+). Moreover, many of the other 

channels available in the Netherlands, such as CNN and MTV, have a fairly con

sistent programming whose potential effect on switching during breaks can be 

considered constant. 

The amount of advertising on other channels was defined both in terms of the 

number of minutes and in the number of viewers (GRPs). In this calculation, the 

number of minutes of advertising in commercial breaks on the other four channels 

during a break were multiplied by audience rating for these breaks (yielding the 

total GRPs on the other four channels during the break) and divided by the length 

of the break in question. 

In the following example, the number of programmes finishing on the other 

channels and the size of the audience for programmes ending on other channels is 

calculated for an imaginary break on RTL4 from 20.15 hrs. to and including 

20.17 hrs. The relevant broadcasts are: 

• Programme A: NL1 19.47-20.18; audience rating = 1%; time remaining 2 min

utes; 
• Programme B: NL2 19.32-20.17; audience rating = 3 % ; time remaining 3 minutes; 
• Programme C: NL3 20.17-20.19; audience rating = 4 % ; time remaining 1 minute. 

This yields the following values: 
• Number of programmes = 3, sum of the audience ratings = 8%, break length = 3 

• Number of programmes ending on the other channels: 3 / 3 = 1 

• Number of viewers of the programmes ending: ( l x 2 + 3 x 3 + 4 x l ) / 3 = 5 

5.6 The audience 

Rating of the break 
The total number of viewers per break was determined using the audience rating 

for the target group persons 6+. 

Audience composition 
In order to test the possible effect of viewers' personal characteristics on switching 

behaviour during the break, an audience profile was generated for each break 

based on the audience share for a number of groups whose switching behaviour 

was assumed to be typical (see chapter 3, section 3.4)77: 

• 6-12 years old; 

• 13-19 years old; 

• 20-34 years old; 

77 The selection of these characteristics was limited by the fact that only background characteristics 
known for all respondents at the time of the observations could be used. Constraints on the planning 
of the research meant that it was not possible to supplement the standard CKO background character
istics either before or during the observation period with a survey of CKO panel members containing 
questions specifically designed for the study. 
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• 35-49 years old (because of multicollinearity, the age group total 50+ was not in
cluded; see also appendix 6, section 6.2.2); 

• social class ABl persons 6+; 

• males 6+; 

• persons 6+ from households with three or more persons; 

• persons 6+ from households with a remote control for the family television set; 

• persons 6+ from households with two or more television sets; 

• persons 6+ from households with one or more video recorders; 

• persons 6+ who regularly used one of the broadcasting organisation television 

guides (more than the average reading probability for the combined group of the 

broadcasting organisation television guides during February 1995). 

• heavy television viewers (persons 6+ who spent more than the average amount of 

time watching television, based on viewing behaviour as registered for all channels 

in the period from January through March 1995). 

The audience profile for each break was based on the average percentage share 

of the total audience 6+ for each of these target groups. Because of the difference 

in the definitions of audience used for each of the two switching variants, the pro

file was calculated for both groups; viewers during the second minute preceding 

the break and viewers during the first minute following the end of the break. 

Social viewing: number of viewers per set 

The number of persons per television set was chosen as the measure of shared 

viewing (see chapter 3, section 3.4.20). This measure was based on the average 

number of viewers per set for television sets turned on during the break. In some 

instances, this was less than one. This occurred, for instance, when the audience 

for the break contained a relatively large number of viewers under the age of six, 

the age limit for calculating audience per television set. As a result of this limit, a 

television set watched only by one child under six would have an audience of zero 

persons. 

A second, less common cause of an audience of less than one was television sets 

turned on for which no viewers were registered. This can occur, for example, 

when the television is turned on as background noise during housework, without 

anyone actually watching the set. This seems to have been the case for a number 

of breaks with low audience ratings that were broadcast during the day. In the 

CKO, people only have to register as "viewer" if they are actually watching a 

broadcast. This is in contrast to the "presence in the room" definition of viewing 

used in many other countries. 
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5.7 Programming of the break 

Length of the break 
The length of a commercial break was calculated in minutes, as reported in the 

programme file. Promotional clips broadcast during the break were included as 

part of the break. 

Programme promotion 
The presence of promotional clips in a commercial break was noted dichoto-

mously without reference to the number of clips or the total length of promotional 

clips relative to the length of the break. 

Profile of the product target group 
In order to establish the target groups of the individual commercials in a break, a 

target group profile was determined for each of the products advertised in all of 

the commercials broadcast during the period of observation. The product target 

group profile forms the basis for the calculation of a number of explanatory vari

ables, including "average profile of the product target group", "variance of profile 

of the product target group" and "discrepancy product versus viewer profile". 

To determine the profile of the product target group for all of the commercials 

in each break and its segments (beginning and end), all 1,893 commercials broad

cast in the 12,278 breaks were sorted into 159 different branches on the basis of 

their HMI coding. The Target Groups Research 1995 (SUMMO, 1995) was used 

to determine product use for the products in each branch. Depending on the rele

vant information available for a product, use was operationalised as interest or 

purchase, use or visiting frequency. The product target group was defined for each 

commercial based on the following three personal characteristics: 

• average age of users, calculated according to the percentage of users in each of the 

age categories 14-19, 20-34, 35-49 and 50+ (the category 6-13 was not included in 

the SUMMO Study), weighted for their population size. For example, users of 

Dutch jenever (gin) are older, making this an "old" product, while anti-acne cream 

e.g. is a "young" product; 

• proportion of males 14+ in the total group of users; 

• proportion of social class ABl 14+ in the total group of users. 

Average profile of the product target group 
The product target group profile was calculated per break and its segment, based 

on the following characteristics: 

• average age of the target group of the advertised products; 

• average proportion of social class ABl in the target group of the advertised prod

ucts; 
• average proportion of males in the target group of the advertised products. 
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Variance of profile of the product target group 

The variation in the profile indicates the extent to which the commercials in the 

break are aimed at a similar target group. As a measure of variation, the standard 

deviation for the average age, proportion of social class ABl and the proportion of 

males 13+ s was calculated for each break and its segment. The variation variables 

were standardised " to allow a comparison of these three personal characteristics. 

A fourth variable was calculated in which the variations of the three characteristics 

were combined and averaged. For breaks containing only one commercial, the 

variance was nil. 

Viewer profiles 

To determine the discrepancy between the average product target group profile of 

the break and the audience profiles for the programmes preceding and following 

the break, audience profiles per programme were established based on the average 

age, the proportion social class ABl 13+ and the proportion of males 13+. These 

profiles were calculated by multiplying the audience rating for the target group 

concerned multiplied by their population size and divided by the total audience for 

the programme in question. Because these profiles were to be compared with 

product target group profiles calculated for consumers older than 13, viewers un

der 13 years of age were not included in the calculation. In calculating the average 

age, the audience ratings for the five age categories 13-19, 20-34, 35-49, 50-64 

and 65+ were related to the population size and the average age of each age cate
gory80 

Average age = ((1,350 * 15.91 * ra t ing m 9 ) + (3,730 * 27.20 * rating2034) + 
(3,320 ••' 41.77 * rating,,,,) + (2,210 * 56.62 * r a t i n g ^ ) + (1,810 * 73.35 
* ra t ings) ) / 12,420 

Discrepancy product versus viewer profile 

The extent of agreement between average profile of the product target groups for a 

commercial and the audience profile of the programmes preceding and following 

the break is an indication of how the average target group for the commercials in 

the break fits with the break's audience (see also chapter 3, section 3.5.7). A large 

age discrepancy between the profiles indicates that, on average, the products in the 

For practical reasons a limit of 13+, a standard age limit used in the audience research was used for the 
profdes instead of the limit of 14+. 

Because these variables were standardised, the size of this measure cannot be interpreted internally. 
However, the variables can be interpreted in relation to other variables in the analyses. 
The values for the universe per age group used in the formula shown were for the period from January 
1 1995 through April 1 1995. In the CKO, the universes are adjusted every year in week 14, so that 
different universes were used for breaks broadcast in the period from April 2-30, 1995 
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break have much younger or older users than the audience for the break (for ex

ample, a commercial for diapers targeted young users following the programme 

"Zo vader, zo zoon" which has a largely older audience). Because of the way the 

measure of discrepancy is defined, a high value expresses a large difference, re

gardless of the direction of that difference. A break with viewers younger than the 

target group for the products advertised can have the same value as a break whose 

audience is older than the intended target group. 

The measure of discrepancy was calculated for the break and break segments for 

the characteristics age, social class and sex. In order to standardise the results, the 

measures of discrepancy were calculated for each characteristic for each break and 

break segment by dividing the absolute value of the difference between audience 

profile and the product target group profile by the variance of the profile of the 

product target group (see also footnote 79 on page 178): 

D = 1 AP - PPTG I 

Where: 

D = measure of discrepancy; 

AP = audience profile; 

PPTG = profile of the product target group. 

5.8 Products 
To determine the effect of product type on switching, the products advertised in 

commercials in the entire break and the segments were identified (see chapter 3, 

section 3.5.6). All of the products advertised on television during the research pe

riod were then sorted according to a classification system created for this study. 

The categories in this system were based on HMI product codes (also used in es

tablishing product target group), and designed to meet the following criteria: 

• internally homogenous; 

• a sufficient number of commercials per category; 

• as high a degree of overlap as possible with the principle categories of the two 

product classifications most frequently used in the Netherlands, the HMI and the 

BBC product classifications (despite major differences between the two); 

• separate categories for products that have been related to switching behaviour or 

to irritation with advertising in previous research (see chapter 3, section 3.5.5). 

The presence or absence of commercials for each of the following product cate

gories was determined for each break and break segment. The percentage of 

blocks containing commercials in each category during the research period was: 
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textiles, shoes 7% 

foodstuff 3 7 % 

dairy products 14% 

drinks 2 6 % 

snacks 3 0 % 

body care 3 5 % 

feminine hygiene 14% 

shampoo 16% 

medical remedies 17% 

washing and cleaning products 2 6 % 

home furnishings and decoration 5 % 

household appliances 5 % 

diapers 12% 

consumer electronics 14% 

transport 2 0 % 

tourism and airlines 1 5 % 

finances and financial services 2 8 % 

print, film and theatre 1 3 % 

business and office items 1 5 % 

do-it-yourself, house and garden supplies 5 % 

toys and games 10% 

music 10% 

radio and TV 

(excluding programme promos) 5 % 

• others 36% 

5.9 Campaigns 

Commercial length 
The average length of spots (excluding promotional clips) per break or break seg

ment was calculated in seconds. Twin commercials were treated as separate com

mercials. 

Twin commercials 
At the time the research was carried out, the commercial databases of the CKO 

did not contain a separate coding for twin commercials. The presence of twin 

commercials in the break was operationalised as the presence of two or more 

commercials with the same HMI codes for product and brand in the same break. 

Overload: period of time since the last broadcast 
As a measure of overload, the period of time since the last broadcast was opera-
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tionalised as the number of hours since the previous broadcast of the commercial 

on one of the five channels involved in the study. The period of time since the last 

broadcast was calculated per break and break segment on the basis of the average 

number of hours passed since the previous broadcast of the commercial on one of 

the five channels. If a commercial was broadcast for the first time or if the last 

broadcast occurred more than a week earlier the variable is assigned the maximum 

value of 168, the number of hours in one week. 

Overload: frequency of broadcasting 

The frequency of broadcasting was operationalised as the number of times that a 

commercial concerned had previously been broadcast. The frequency of broad

casts was calculated as the number of times a commercial was broadcast in the 

previous eight weeks on any of the five channels included in the study, including 

earlier broadcasts on the same day. The average, lowest and highest frequency of 

broadcasts for commercials during the period of eight weeks prior to the broad

cast of the break were calculated per break and break segment. 

A similar calculation of the average, highest and lowest frequency of broadcasts 

was made per break and break segment for the seven days prior to the broadcast. 

Overload: probability of confrontation 

A third measure of overload, the probability of confrontation, was calculated as 

the accumulated number of viewers (the GRPs for all persons 13 years and older) 

that all the commercials in the break or break segments achieved on all five chan

nels in the eight weeks prior to the broadcast of the break, including earlier broad

casts on the same day the break was broadcast81. 

s' In principle, the probability of confrontation can also be calculated by determining the reach and 
average contact frequency per viewer instead of this summation of audience ratings. Other measures of 
overload can also calculated on the level of the individual. However, because the reach for a commer
cial increases with every broadcast, this method of calculation would require a separate reach analysis 
for each of the 70,702 spots. At the time of the study, the enormous calculation procedure that would 
have been necessary to carry this out was not feasible. For this reason, the calculation of the probabil
ity of confrontation was limited to the summation of audience ratings. 
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Appendix 6 
Statistical methodology 

No extraordinary statistical methods were used in the analysis; the regres-

siontechniques selected are standard methods used in social science research. 

However, a number of factors in the methodology of the research were certainly 

not standard and made adjustments in the statistical analysis necessary. These in

cluded: 

• a large number of explanatory variables; 

• a very large number of observations; 

• the use of commercial breaks as units of analysis. 

This appendix includes a discussion of the consequences of these features for the 

statistical methodology of the analysis. A number of general statistical features of 

the analysis are also discussed. 

6.1 Model 

6.1.1 Clusters 
Because of the large number of explanatory variables included in this study (225), 

it was not possible to generate a complete model for each of the two independent 

variables (the decrease and the increase in audience ratings) using all of the ex

planatory variables in a single run. For both cases, it was necessary to construct 

the model in two stages. 

Initially, all explanatory variables were divided into groups or clusters. The clus

ters are those shown in appendix 4. In total, the analyses were carried out for 

seven clusters. Explanatory models for the decrease and the increase in audience 

ratings were calculated for each of these clusters. In the second step, the significant 

explanatory variables in each cluster were taken together to form a variable set 

which was then used to calculate a model for each of the two independent vari

ables. 

6.1.2 Number of observations and power of the test 
The size of the data set made testing for significance difficult. The number of ob

servations, 12,278 commercial breaks, was so large that almost all relationships 

would be found to be significant, even with very small differences. The tests of the 

statistical methods used in social science research, as well as the restrictions on sta

tistical parameters normally applied in these methods, are generally based on 
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"normal" random sample research with smaller samples. With a much larger 

sample, the discriminatory power is too great. For a much larger number of cases, 

the "power of the test" is too strong and the test of significance can barely distin

guish between relevant and irrelevant outcomes. 

In this analysis, the power of the test was corrected by reducing the number of 

observations to an acceptable sample size of 1,000 by weighting all cases by a fac

tor of 1,000/12,27882. This weighting had no effect on the size of the estimated pa

rameters, but did affect the levels of significance reported in the testing to the de

sired level. In reporting the results, the ß-factor is given. Explanatory variables 

with a ß smaller than 1.0 should be interpreted with the necessary caution. 

6.1.3 Weighting 

In this study, the data were analysed on the block level. In principle, it would have 

been possible to weight breaks for length and/or audience ratings, so that long 

breaks or breaks with large audiences weighed more in the analysis. There are 

practical as well as methodological arguments to be made for and against weight

ing for these characteristics. Weighting for audience ratings offers interesting pos

sibilities in terms of the analysis. While analyses dealing primarily with character

istics of the average broadcast are best carried out without weighting, weighting 

for audience rating (the number of viewers per broadcast) is advisable when the 

aim is to make statements about the average viewer8'. 

Practical considerations argued against such a weighting in this study. The weight 

factors under consideration, block length and audience rating, were already included 

in the set of explanatory variables. For statistical reasons, it is not possible to weight 

for one or more factors that are included in or are closely related to the set of ex

planatory variables. 

Weighting does occur in the initial calculation of the CKO audience data used in 
this research. Viewing behaviour registered in the CKO panel is weighted for a 
number of household and personal characteristics in the daily calculations (Into-
mart, 1998b). 

6.1.4 Missing values for programme appreciation 

In the CKO, programme appreciation is only registered for the programmes of the 

public channels NL123. All of the programmes broadcast on the two RTL chan

nels have missing values for this factor. Because such a large number of missing 

S3 
Alternatively, the power of the test could have been reduced by adjusting the alpha level of the test. 
This can be made clearer using an analogy with another kind of research. In tests of the popularity of 
mayors, the unweighted difference in ratings provides an indication of the popularity of the average 
mayor. However, when the intention is to use this data to determine the level of satisfaction with their 
mayor among citizens in the whole of the country, the results per mayor should be weighted for the 
number of residence in the city, so that the popularity of mayors of large cities counts for more than 
mayors of smaller towns. 
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values was not desirable in the model, the effect of programme appreciation on 

switching was tested in separate models containing only the commercial breaks 

broadcast on the public channels NL123. After the two definitive models were es

tablished, an extra series of regression models were calculated including pro

gramme appreciation in addition to all other explanatory variables that had a sig

nificant effect on one or both forms of switching behaviour. In total, four different 

models were calculated: 

• increase in ratings for all commercial breaks on NL123 (n = 4,185); 

• decrease in ratings for all commercial breaks on NL123 (n = 4,361) 

• decrease in ratings for all commercial breaks with a minimum audience rating of 

2% in the second minute before the start of the break (n = 2,698); 

• increase in ratings for all commercial breaks with a minimum audience rating of 

2 % in the first minute after the end of the break (n = 2,273). 

The last two models were generated because of the small number of observa

tions of programme appreciation for programmes with a low audience rating. Af

ter all, only viewers give programme appreciation scores, and many programmes 

have only a few viewers. This selection resulted in a minimum of approximately 

50 viewers. 

6.1.5 Interpretation of the regression models 
Regression was selected as the method of multivariate analysis for the study. In the 

following sections further background information is provided concerning the sta

tistical methods used in the calculation of the regression models. The following co

efficients are significant in interpreting the contents of the regression models: 

R2: The coefficient of determination or, in other words, the goodness of fit of the 

model. This is also a measure of the proportion of the variation in the depend

ent variable explained by the model. The higher this value, the more precise the 

estimation of the model and the better and more complete the description of 

switching behaviour achieved by the model. Because of the large number of in

dependent variables in the models, the adjusted R2 is used. 

B: The regression coefficient, which indicates the extent to which the independent 

variable is influenced when the explanatory variable concerned changes by one 

unit. 

fl. Standardised value of the B-coefficient, allowing for comparison of this value 

between the variables in the set of explanatory variables. The larger the ß, the 

stronger the effect on the independent variable. The ß is defined as the ratio of 

the standard deviation of the independent variable to the standard deviation of 

the dependent variable. 

Constant: The level of the independent variable at which all explanatory variables 

have a value of zero. 
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6.2 Statistics 

Various statistical procedures were used to test the significance of the outcomes. 

An explanation of the tests used is given in the following section. 

6.2.1 Linear multiple regression 

As was noted in chapter 1 section 1.3, the statistical analysis of this study was 

limited to the investigation of direct effects. More elaborate estimation methods, 

such as LISREL, which test indirect effects and generate a structural model, were 

not used. The multivariate analyses were carried out using linear regression. The 

regression analyses were carried out stepwise (SPSS/PC+). In this type of analysis 

all non-significant variables are discarded and only significant relationships are 

reported. The complete specifications and outcomes of the models per cluster and 

for the two models are included in the table report (Intomart, 1996b). 

The regression models for each cluster and for the two models were controlled 

for multicollinearity and after the calculation, as discussed in the following sec

tion. A residual analysis was carried out on the models to check the linearity of the 

model (see section 6.2.3 of this appendix). 

6.2.2 Multicollinearity 

In setting up regression models, measures must be taken to prevent a strong inter

relationship exhibited between two or more explanatory variables from disturbing 

the estimation of the model. This problem is referred to as multicollinearity. In or

der to test for the extent of multicollinearity among the set of explanatory vari

ables, a correlation matrix was calculated for each of the seven clusters and for the 

set of variables selected in the two models. When a correlation of 0.8 or higher 

was found between variables, one of the pair of variables was excluded from the 

analysis. These correlation matrices are included in the table report (Intomart, 

1996b). The variables excluded from the regression analyses because of multi

collinearity are listed in appendix 8. 

It is also possible that a set of variables demonstrates multicollinearity by defini

tion. This is the case for a series of dichotomous variables that collectively repre

sent a single nominal variable; for example, the seven days of the week. In these 

instances, the variable showing the lowest correlation with the decrease in audi

ence ratings was excluded from the analysis (see appendix 8)84. 

As a final preventative measure, two factors were estimated for each model 

which trace multicollinearity in the data on a group basis (Norusis, 1990). 

The decrease in audience ratings, and not the increase, was used because of its larger impact on the 
amount of commercial GRPs. 
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Tolerance: If the tolerance for a variable is small, then this variable is almost cer

tainly a combination of other explanatory variables. The tolerance is 1-R2;, 

where R; is the multiple correlation coefficient of an estimation in which the ex

planatory variable i is predicted from the other independent variables. 

Variance inflation factor: VIF, = l/fl-R2,). A high VIF indicates multicollinearity. 

In these two measures, the tolerance between variables in the various models 

was never greater than 0.2, indicating that multicollinearity was no longer a 

problem in the analyses. 

6.2.3 Checks on linearity and residuals 
A number of controls were carried out in order to determine whether both models 

satisfy the initial assumptions of regression. These are discussed below. A com

plete report of the results of these controls is included in the tables report (Into-

mart, 1996b). 

Studentised residuals: In regression, a normal distribution of residuals is assumed. 

In the plotting of Studentised residuals, the actual distribution is compared to an 

ideal normal distribution. In this analysis, both models were found to have good 

normal distributions of residuals. 

Normal Probability Plot: A second test for the normal distribution of residuals is 

the "Normal Probability (P-P) Plot". In this test, a scatter plot is used to com

pare the distribution of the actual residuals with the ideal normal distribution. 

Here again, the results were satisfactory. 

Standardised scatter plot: Regression also assumes linearity and homogeneity, 

which means that no relationship may exist between the predicted value and the 

residuals. A standardised scatter plot showed that no such relationship was pres

ent in either model. 

Correlation of residuals with variable set: These control measures can be used for 

bi-variate as well as multivariate models. In order to check whether there was 

still a relationship between the residual and each of the explanatory variables, 

supplementary correlations with the residuals were calculated. Only the pro

gramme interrupting break (B01) was found to have a weak relationship with 

the residual. 
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Appendix 7 
Descriptives and correlations 

Mean Std. 
dev 

Zl Z2 Z3 Z4 Z5 Z6 

Switching variables 
Zl 28.56 18.58 1.000 ** 0.959 ** 0.140 ** 0.214 ** 0.301 ** -0.029 
Z2 32.56 20.5 0.959 ** 1.000 ** -0.035 0.208 ** 0.290 ** -0.030 
Z3 0.88 0.32 0.140 ** -0.035 1.000 ** -0.029 -0.004 -0.018 
Z4 7.12 7.43 0.214 ** 0.208 ** -0.029 1.000 ** 0.826 ** 0.447 ** 
Z5 17.52 16.06 0.301 ** 0.290 ** -0.004 0.826 ** 1.000 ** 0.087 ** 
Z6 0.39 0.26 -0.029 -0.030 -0.018 0.447 ** 0.087 ** 1.000 ** 

la. Placement of the break 
B04 66.05 174.03 0.120 ** 0.114 ** 0.008 0.134 ** 0.165 ** -0.023 
B05 0.32 0.47 0.051 0.038 0.016 -0.005 0.021 -0.031 
B061 0.16 0.36 -0.010 -0.010 0.008 0.004 -0.009 0.019 
B062 0.15 0.36 0.034 0.037 -0.016 0.039 0.035 0.003 
B063 0.15 0.36 -0.014 -0.006 -0.011 -0.016 -0.013 -0.005 
B064 0.15 0.36 -0.019 -0.021 0.008 -0.010 -0.010 0.011 
B065 0.16 0.37 0.007 0.008 0.006 0.007 0.004 0.014 
B066 0.12 0.32 0.001 -0.005 -0.001 -0.014 -0.007 -0.031 
B067 0.11 0.31 0.002 -0.005 0.007 -0.014 0.000 -0.017 
B081 0.00 0.01 -0.020 -0.016 -0.036 -0.012 -0.014 -0.019 
B082 0.18 0.39 -0.219 ** -0.188 ** -0.144 ** -0.078 * -0.135 ** 0.013 
B083 0.08 0.27 -0.093 ** -0.076 * -0.029 -0.024 -0.051 0.002 
B084 0.26 0.44 -0.021 -0.023 0.035 0.111 ** 0.128 ** 0.044 
B085 0.27 0.45 0.086 ** 0.056 0.121 ** 0.099 ** 0.112 ** 0.053 
B086 0.15 0.35 0.266 ** 0.252 ** 0.033 -0.080 * -0.038 -0.043 
B087 0.06 0.24 -0.055 -0.042 -0.071 * -0.117 ** -0.111 ** -0.140 ** 

lb. Break between programmes and programme categories 
B01 0.27 0.44 -0.419 ** -0.465 ** 0.172 ** -0.308 ** -0.336 ** -0.088 ** 
P06 0.31 0.46 -0.409 ** -0.448 * * 0.138 ** -0.306 ** -0.338 ** -0.083 ** 
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Mean Std. 
dev 

Zl Z2 Z3 Z4 Z5 Z6 

2. Programmes preceding, following or on the other channels during the break 
A01 19.70 13.57 -0.464 ** -0.434 ** -0.109 ** -0.171 ** -0.293 ** 0.127 ** 
A02 17.17 12.37 0.325 ** 0.280 ** 0.173 ** 0.130 ** 0.205 ** 0.024 
A03 0.38 0.57 0.179 ** 0.172 ** 0.030 0.318 ** 0.309 ** 0.099 ** 
A04 2.97 7.73 0.194 ** 0.187 ** 0.026 0.305 ** 0.294 ** 0.070 * 
A07 0.14 0.24 0.095 ** 0.086 ** 0.032 0.079 * 0.186 ** -0.072 * 
A09 1.20 2.83 0.157 ** 0.141 ** 0.056 0.201 ** 0.337 ** -0.058 
P01 20.81 15.07 0.248 ** 0.227 ** 0.062 0.012 0.028 -0.016 
P02 22.24 15.23 0.210 ** 0.209 ** 0.004 0.016 0.022 -0.002 
P03 0.28 0.56 0.193 ** 0.180 ** -0.011 0.149 ** 0.174 ** 0.036 
P04 0.25 0.54 0.297 ** 0.303 ** -0.017 0.169 ** 0.186 ** 0.049 
P05 0.25 0.44 0.249 ** 0.262 ** -0.052 0.232 ** 0.300 ** -0.020 
P08 14.60 14.77 0.233 ** 0.261 ** -0.081 * 0.181 ** 0.215 ** -0.056 
P09 29.01 20.33 0.387 ** 0.423 ** -0.118 ** 0.345 ** 0.405 * * -0.030 
P10 17.88 18.22 0.312 ** 0.334 ** -0.062 * 0.208 ** 0.259 ** -0.048 
Pll 0.12 0.33 0.014 0.045 -0.050 -0.116 ** -0.135 ** -0.017 
P12 0.11 0.32 0.175 ** 0.171 ** 0.008 0.041 0.081 * -0.023 
P13 0.20 0.40 -0.096 ** -0.078 * -0.057 0.040 0.044 0.017 
P14 0.04 0.20 0.060 0.050 0.014 0.056 0.028 0.046 
P15 0.26 0.44 -0.107 ** -0.151 ** 0.157 ** -0.112 ** -0.120 ** -0.049 
P16 0.10 0.30 0.104 ** 0.095 ** 0.029 0.063 * 0.071 * 0.023 
P17 0.02 0.15 0.055 0.056 -0.009 0.097 ** 0.121 ** 0.000 
P18 0.10 0.30 -0.097 ** -0.069 * -0.117 ** 0.084 ** 0.072 * 0.029 
P19 0.04 0.19 0.069 * 0.065 * 0.016 -0.043 -0.050 0.004 
P20 0.01 0.08 -0.106 ** -0.106 ** -0.118 ** -0.035 -0.042 0.021 
P21 0.13 0.33 -0.046 -0.052 -0.023 0.192 ** 0.227 ** 0.032 
P22 0.10 0.30 0.177 ** 0.176 ** -0.002 0.002 0.022 0.000 
P23 0.19 0.39 -0.051 -0.037 -0.038 -0.067 * -0.073 * -0.011 
P24 0.05 0.21 -0.044 -0.050 -0.036 0.040 0.004 0.060 
P25 0.27 0.45 -0.109 ** -0.132 ** 0.128 ** -0.166 ** -0.186 ** -0.048 
P26 0.10 0.30 0.074 * 0.080 * 0.003 0.053 0.041 0.012 
P27 0.03 0.16 0.181 ** 0.184 ** -0.006 0.024 0.032 -0.007 
P28 0.09 0.29 -0.014 0.005 -0.093 ** 0.038 0.047 -0.004 
P29 0.05 0.21 -0.018 -0.018 0.007 -0.017 -0.008 -0.007 
P30 0.01 0.08 -0.032 -0.028 -0.013 0.010 -0.005 0.032 
P31 0.85 0.36 -0.011 0.003 -0.056 0.027 0.019 0.029 
P32 0.84 0.36 -0.031 -0.026 -0.046 0.040 0.034 0.022 
P33 7.11 0.56 0.095 0.091 0.034 0.030 0.042 -0.013 
P34 7.06 0.58 0.084 0.071 0.027 0.056 0.067 -0.032 
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Mean Std. Zl 
dev 

Z2 Z3 Z4 Z5 Z6 

3. Programming of the break 

B02 2.65 1.24 0.214 ** 0.180 ** 0.163 ** 0.238 ** 0.290 ** 0.062 * 

C001 0.22 0.41 -0.123 ** -0.119 ** 0.005 -0.065 * -0.077 * -0.010 

C016 2.61 2.14 0.047 0.033 0.077 * 0.090 ** 0.099 ** 0.025 

C017 9.37 8.27 0.103 ** 0.075 * 0.122 ** 0.073 * 0.098 ** 0.018 

C018 2.99 2.42 0.111 ** 0.106 ** 0.048 0.103 ** 0.117 ** 0.030 

C019 1.20 0.79 0.110 ** 0.090 ** 0.104 ** 0.112 ** 0.133 ** 0.031 

C020 6.35 4.06 0.125 ** 0.131 ** -0.041 0.080 * 0.105 ** 0.012 

C021 14.68 9.82 -0.153 ** -0.137 ** -0.096 ** -0.043 -0.078 * 0.011 

C022 12.43 8.93 0.002 -0.002 0.016 -0.041 -0.036 -0.057 

C023 6.29 4.06 0.043 0.046 -0.047 0.143 ** 0.162 ** 0.029 

C024 14.51 9.76 -0.142 ** -0.117 ** -0.099 ** -0.058 -0.102 ** -0.001 

C025 12.45 8.86 0.026 0.018 0.042 -0.063 * -0.037 -0.076 * 

C101 0.12 0.32 -0.097 ** -0.091 ** -0.007 -0.032 -0.034 -0.011 

C116 1.35 1.75 0.119 ** 0.096 ** 0.084 ** 0.139 ** 0.157 ** 0.036 

C117 5.02 7.49 0.124 ** 0.098 ** 0.095 ** 0.095 ** 0.117 ** 0.026 

C118 1.60 2.10 0.167 ** 0.147 ** 0.079 * 0.137 ** 0.161 ** 0.035 

C119 0.73 0.82 0.166 ** 0.138 ** 0.105 ** 0.150 ** 0.176 ** 0.039 

C120 6.54 4.65 0.098 ** 0.101 ** -0.031 0.068 * 0.084 ** 0.017 

C121 16.53 10.79 -0.146 ** -0.133 ** -0.079 * -0.054 -0.088 ** 0.009 

C122 12.56 9.06 0.005 0.001 0.017 -0.042 -0.034 -0.057 

C123 6.49 4.66 0.034 0.035 -0.036 0.120 ** 0.134 ** 0.027 

C124 16.40 10.67 -0.133 ** -0.112 ** -0.084 * * -0.064 * -0.104 ** -0.002 

C125 12.58 8.99 0.030 0.023 0.043 -0.062 * -0.034 -0.075 * 

C301 0.15 0.36 -0.110 ** -0.102 ** -0.018 -0.053 -0.069 * -0.016 

C316 1.48 1.84 0.107 ** 0.083 ** 0.100 ** 0.119 ** 0.142 ** 0.034 

C317 5.32 7.78 0.101 ** 0.077 * 0.105 ** 0.081 * 0.105 ** 0.027 

C318 1.71 2.14 0.156 ** 0.138 ** 0.075 * 0.133 ** 0.165 ** 0.034 

C319 0.76 0.82 0.148 ** 0.121 ** 0.114 ** 0.135 ** 0.168 ** 0.039 

C320 8.33 8.97 -0.021 0.000 -0.074 * -0.030 -0.035 -0.032 

C321 16.90 11.13 -0.146 ** -0.126 ** -0.081 * -0.054 -0.095 ** 0.007 

C322 13.77 11.02 -0.028 -0.020 -0.014 -0.066 * -0.067 * -0.071 * 

C323 8.27 8.99 -0.058 -0.039 -0.075 * -0.002 -0.009 -0.023 

C324 16.66 11.02 -0.139 ** -0.117 ** -0.075 * -0.060 -0.104 ** -0.001 * 

C325 13.77 10.87 -0.013 -0.011 0.010 -0.083 ** -0.066 * -0.081 

C013 39.52 2.60 0.047 0.050 -0.018 -0.034 -0.027 -0.025 

C014 43.95 8.28 0.055 0.061 -0.028 0.002 0.012 0.000 

C015 34.63 3.03 0.014 0.033 -0.060 0.005 -0.002 0.009 

C113 39.45 3.80 0.042 0.047 -0.014 -0.016 -0.009 -0.012 
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Mean Std. Zl 
dev 

Z2 Z3 Z4 Z5 Z6 

C114 44.23 11.94 0.038 0.044 -0.027 0.006 0.013 0.011 
C115 34.66 4.29 0.014 0.031 -0.051 0.025 0.016 0.024 
C313 37.61 9.07 0.083 ** 0.065 * 0.053 0.051 0.069 * 0.028 
C314 41.45 15.10 0.093 ** 0.082 ** 0.034 0.051 0.071 * 0.017 
C315 32.93 8.31 0.078 * 0.066 * 0.039 0.056 0.071 * 0.026 

4. Audience 
B09 3.18 3.02 -0.161 ** -0.178 ** 0.070 * -0.061 -0.115 ** 0.132 ** 
K2 1.71 0.35 0.079 * 0.045 0.144 ** -0.026 -0.034 0.053 
KOOI 8.09 12.37 -0.180 ** -0.157 ** -0.080 * 0.010 -0.022 0.047 
K002 7.00 7.17 -0.131 ** -0.158 ** 0.106 ** -0.041 -0.056 -0.002 
K003 22.68 10.32 -0.023 -0.042 0.095 ** -0.054 -0.049 -0.041 
K004 24.46 9.46 0.012 0.016 -0.047 -0.137 ** -0.137 " -0.079 * 
K005 33.78 11.35 0.205 ** 0.192 ** 0.071 * 0.093 ** 0.151 ** -0.038 
K006 42.45 13.73 0.195 ** 0.184 ** 0.083 ** 0.027 0.068 * -0.051 
K007 87.16 6.76 -0.091 ** -0.084 ** -0.021 -0.004 -0.025 0.033 
K008 47.79 12.00 -0.199 ** -0.196 ** -0.010 -0.107 ** -0.149 ** 0.015 
K009 77.70 8.74 0.096 ** 0.081 * 0.025 0.030 0.041 0.010 
K010 16.90 7.43 0.169 ** 0.168 ** 0.036 0.122 ** 0.164 ** 0.010 
K011 69.53 11.10 -0.259 ** -0.239 ** -0.067 * -0.100 ** -0.144 ** 0.016 
KOI 2 48.90 17.81 -0.198 ** -0.186 ** -0.040 -0.085 ** -0.115 ** 0.017 
K101 7.98 12.16 -0.160 ** -0.143 ** -0.073 * -0.010 -0.046 0.040 
K102 6.67 7.22 -0.148 ** -0.173 ** 0.097 ** -0.086 ** -0.111 ** -0.001 
K103 22.85 11.01 0.033 0.016 0.083 ** -0.079 * -0.068 * -0.052 
K104 24.81 10.18 0.070 * 0.080 * -0.040 -0.132 ** -0.122 ** -0.079 * 
K105 33.28 12.20 0.207 ** 0.187 ** 0.071 * 0.079 * 0.134 ** -0.025 
K106 41.40 13.96 0.136 ** 0.116 ** 0.088 ** 0.031 0.091 ** -0.059 
K107 86.84 7.23 -0.112 ** -0.107 ** -0.028 0.009 0.001 0.040 
K108 47.65 12.74 -0.181 ** -0.175 ** -0.018 -0.122 ** -0.155 ** -0.003 
K109 77.97 9.48 0.087 ** 0.084 * * 0.009 0.060 0.073 * 0.012 
K110 16.62 7.93 0.169 ** 0.158 ** 0.045 0.143 ** 0.194 ** 0.017 
Kill 69.97 11.72 -0.198 ** -0.181 ** -0.057 -0.097 ** -0.134 ** 0.009 
K112 49.07 18.37 -0.139 ** -0.130 ** -0.038 -0.086 ** -0.116 ** 0.012 

5. Products 
C0101 0.07 0.25 0.047 0.032 0.061 0.039 0.048 0.011 
C0102 0.37 0.48 0.098 ** 0.084 ** 0.050 0.122 ** 0.141 ** 0.049 
C0103 0.14 0.35 0.072 * 0.061 0.045 0.063 * 0.062 0.033 
CO 104 0.26 0.44 0.150 ** 0.128 ** 0.074 * 0.094 ** 0.127 ** 0.005 
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Mean Std. 
dev 

Zl Z2 Z3 Z4 Z5 Z6 

C0105 0.30 0.46 0.072 * 0.058 0.050 0.148 ** 0.168 ** 0.040 

C0106 0.35 0.48 0.100 ** 0.070 * 0.106 ** 0.098 ** 0.113 ** 0.046 

C0107 0.14 0.34 0.010 -0.006 0.080 * 0.036 0.049 0.006 

C0108 0.16 0.36 0.101 ** 0.088 ** 0.045 0.079 * 0.099 ** 0.017 

C0109 0.17 0.38 0.069 * 0.061 0.027 0.082 ** 0.091 ** 0.039 

COllO 0.26 0.44 0.129 ** 0.108 ** 0.066 * 0.114 ** 0.139 ** 0.036 

com 0.05 0.21 0.020 0.009 0.028 0.023 0.024 0.016 

C0112 0.05 0.23 0.038 0.032 0.023 0.018 0.026 0.008 

C0113 0.12 0.32 0.056 0.053 0.013 0.062 * 0.059 0.010 

C0114 0.14 0.35 0.077 * 0.070 * 0.034 0.053 0.074 * -0.001 

C0115 0.20 0.40 0.172 ** 0.156 ** 0.061 0.063 * 0.108 ** -0.004 

C0116 0.15 0.36 0.100 ** 0.101 ** -0.008 0.094 ** 0.104 ** 0.034 

C0117 0.28 0.45 0.085 ** 0.088 ** 0.004 0.066 * 0.074 * 0.008 

C0118 0.13 0.33 0.017 0.009 0.035 0.025 0.030 0.010 

C0119 0.15 0.36 0.010 0.008 -0.013 -0.044 -0.042 -0.070 * 

C0120 0.05 0.22 0.011 0.007 0.013 0.003 0.002 0.007 

C0121 0.10 0.30 0.027 0.043 -0.068 * 0.120 ** 0.115 ** 0.034 

C0122 0.10 0.29 0.039 0.026 0.052 0.039 0.045 0.032 

C0123 0.05 0.22 -0.050 -0.053 0.036 -0.052 -0.062 0.006 

CO 124 0.36 0.48 0.069 * 0.056 0.062 0.074 * 0.085 ** 0.017 

CHOI 0.03 0.17 0.027 0.018 0.028 0.027 0.029 0.012 

C1102 0.20 0.40 0.058 0.050 0.034 0.067 * 0.068 * 0.031 

C1103 0.06 0.24 0.039 0.034 0.025 0.021 0.018 0.015 

C1104 0.14 0.34 0.078 * 0.064 * 0.053 0.045 0.065 * 0.003 

C1105 0.15 0.36 0.017 0.008 0.030 0.074 * 0.075 * 0.027 

C1106 0.17 0.38 0.067 * 0.049 0.065 * 0.059 0.071 * 0.024 

C1107 0.05 0.22 0.010 -0.001 0.042 0.021 0.030 -0.016 

C1108 0.07 0.25 0.054 0.043 0.037 0.024 0.038 0.006 

C1109 0.09 0.28 0.055 0.048 0.023 0.043 0.059 0.011 

ClllO 0.14 0.35 0.074 * 0.060 0.042 0.054 0.078 * 0.015 

Cllll 0.02 0.14 0.019 0.013 0.014 0.020 0.022 0.009 

C1112 0.03 0.16 0.008 0.006 0.008 0.001 0.006 0.003 

C1113 0.05 0.23 0.036 0.033 0.008 0.036 0.029 0.010 

C1114 0.07 0.25 0.054 0.052 0.011 0.035 0.044 0.012 

C1115 0.09 0.29 0.111 ** 0.103 ** 0.025 0.033 0.059 0.000 

C1116 0.07 0.25 0.045 0.046 -0.014 0.056 0.057 0.022 

C1117 0.15 0.36 0.041 0.049 -0.008 0.047 0.050 0.008 

C1118 0.05 0.23 0.009 0.002 0.025 0.020 0.027 0.002 

C1119 0.07 0.26 0.011 0.019 -0.045 -0.032 -0.039 -0.069 * 
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Mean Std. Zl 
dev 

Z2 Z3 Z4 Z5 Z6 

C1120 0.02 0.15 -0.009 -0.011 0.011 -0.005 -0.011 0.007 
C1121 0.07 0.25 0.022 0.036 -0.060 0.096 ** 0.094 ** 0.026 
C1122 0.03 0.18 0.023 0.016 0.027 0.029 0.037 0.015 
C1123 0.02 0.14 -0.034 -0.035 0.013 -0.024 -0.031 0.009 
C1124 0.18 0.38 0.034 0.028 0.023 0.042 0.043 0.011 
C3101 0.03 0.17 0.032 0.021 0.055 0.013 0.023 -0.005 
C3102 0.18 0.39 0.066 * 0.057 0.021 0.102 ** 0.123 ** 0.031 
C3103 0.07 0.25 0.038 0.031 0.029 0.039 0.039 0.023 
C3104 0.13 0.34 0.103 ** 0.089 ** 0.045 0.049 0.073 * -0.003 
C3105 0.15 0.35 0.058 0.050 0.020 0.109 ** 0.125 ** 0.020 
C3106 0.18 0.38 0.055 0.035 0.070 * 0.054 0.071 * 0.021 
C3107 0.07 0.25 -0.013 -0.024 0.060 0.006 0.006 0.018 
C3108 0.07 0.25 0.046 0.041 0.011 0.047 0.051 0.020 
C3109 0.08 0.27 0.037 0.034 0.007 0.057 0.058 0.034 
C3110 0.13 0.34 0.076 * 0.061 0.046 0.070 * 0.077 * 0.033 
C3111 0.02 0.14 -0.003 -0.010 0.012 0.008 0.007 0.004 
C3112 0.02 0.15 0.035 0.031 0.017 0.006 0.018 -0.002 
C3113 0.06 0.23 0.025 0.025 0.005 0.027 0.025 -0.005 
C3114 0.06 0.24 0.039 0.030 0.027 0.024 0.037 -0.017 
C3115 0.10 0.30 0.112 ** 0.098 ** 0.048 0.037 0.069 * -0.006 
C3116 0.07 0.26 0.054 0.053 -0.001 0.052 0.063 * 0.010 
C3117 0.15 0.35 0.042 0.049 -0.006 0.026 0.023 0.004 
C3118 0.06 0.24 0.008 0.003 0.011 0.010 0.009 0.003 
C3119 0.08 0.27 -0.023 -0.027 -0.011 -0.065 * -0.056 -0.066 * 
C3120 0.02 0.15 0.003 0.000 0.007 0.006 0.003 0.013 
C3121 0.06 0.24 0.029 0.044 -0.051 0.097 ** 0.090 ** 0.032 
C3122 0.05 0.22 0.013 0.004 0.039 0.003 0.002 0.018 
C3123 0.03 0.16 -0.033 -0.034 0.020 -0.048 -0.053 0.000 
C3124 0.21 0.40 0.044 0.038 0.034 0.047 0.055 0.011 

6. Campaigns 
C002 26.60 9.55 -0.004 -0.001 0.012 0.011 -0.006 0.039 
C003 71.85 67.76 -0.059 -0.049 -0.082 * * -0.068 * -0.072 * -0.114 ** 
C004 146.79 105.21 0.027 0.020 0.001 0.048 0.062 -0.064 * 
C005 30.32 68.09 -0.093 ** -0.076 * -0.109 ** -0.107 ** -0.120 ** -0.108 ** 
C006 215.74 138.91 0.035 0.024 0.016 -0.017 0.003 -0.053 
C007 476.43 340.16 0.141 ** 0.119 ** 0.078 * 0.126 ** 0.164 ** 0.003 
C008 73.30 117.72 -0.086 ** -0.076 * -0.077 * -0.121 ** -0.130 ** -0.083 ** 
C009 18.86 28.51 -0.055 -0.051 0.014 0.001 -0.005 0.037 
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Mean Std. Zl 

dev 

Z2 Z3 Z4 Z5 Z6 

COU 0.26 0.44 0.109 ** 0.104 ** 0.024 0.124 ** 0.142 ** 0.034 

C012 16.25 9.46 -0.046 -0.036 -0.071 * -0.047 -0.042 -0.097 ** 

C102 28.00 11.90 0.001 0.003 0.020 0.007 -0.001 0.026 

C103 72.55 76.78 -0.041 -0.033 -0.063 * -0.047 -0.058 -0.079 * 

C104 102.84 94.07 0.027 0.023 -0.018 0.033 0.031 -0.047 

C105 47.93 75.69 -0.096 ** -0.079 * -0.098 ** -0.102 ** -0.120 ** -0.095 ** 

C106 219.64 188.43 0.028 0.017 0.021 -0.023 -0.013 -0.034 

C107 329.75 291.30 0.114 ** 0.095 ** 0.060 0.066 * 0.090 ** -0.007 

C108 128.89 160.93 -0.078 * -0.073 * -0.043 -0.113 ** -0.120 ** -0.063 * 

C109 16.75 28.32 -0.037 -0.032 0.015 -0.004 -0.006 0.016 

C112 16.42 12.01 -0.034 -0.028 -0.054 -0.031 -0.035 -0.060 

C302 26.72 11.49 0.008 0.016 -0.006 0.017 0.002 0.031 

C303 64.69 70.80 -0.035 -0.036 -0.045 -0.040 -0.033 -0.080 * 

C304 103.15 96.09 0.007 0.007 -0.032 0.011 0.035 -0.092 ** 

C305 41.87 66.44 -0.096 ** -0.084 ** -0.093 ** -0.104 ** -0.120 ** -0.080 * 

C306 200.46 179.09 0.041 0.029 0.029 0.019 0.043 -0.024 

C307 327.69 285.45 0.104 ** 0.088 ** 0.049 0.101 ** 0.143 ** -0.014 

C308 117.43 149.90 -0.067 * -0.062 * -0.049 -0.101 ** -0.112 ** -0.048 

C309 16.67 29.18 -0.034 -0.038 0.025 0.025 0.018 0.038 

C312 14.70 10.96 -0.001 -0.001 -0.030 -0.012 0.007 -0.059 

Pearson correlation is significant at the 0.01 level (2-tailed). 

Pearson correlation is significant at the 0.05 level (2-tailed). 
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Appendix 8 
Multicollinearity 

The exclusion from the analysis of variables that were too closely related to an

other variable was discussed in appendix 6, section 6.2.2. Variables were excluded 

to avoid a distortion of the regression analysis as a result of multicollinearity. The 

variables excluded from the analysis because of multicollinearity are listed below. 

The clusters are those shown in appendix 4. 

Cluster 1 : Placement of the break 

No multicollinearity was found in the correlation matrix for this cluster. 

B066 was dropped for all of the days of the week. 

B084 was dropped for all time intervals. 

Cluster 2: Programmes preceding, Mowing or on the other channels during the break 

A03 with A04: A03 was dropped. The number of GRPs provided more informa

tion than the number of minutes. 

P l l was dropped for all programme categories before the break. 

P28 was dropped for all programme categories after the break. 

Cluster 3: Programming of the break 

C001 with C301: C301 was dropped, the whole break provided more information 

than the break segment(s). 
C016, C 0 1 7 , C018 with C019: C016, C017 and C018 were dropped, C019 is a 

combination of the three. 
C020 with C120: C120 was dropped, the whole break provided more information 

than the break segment(s). 
C022 with C122: C122 was dropped, the whole break provided more information 

than the break segment(s). 
C023 with C123: C123 was dropped, the whole break provided more information 

than the break segment(s). 
C025 with C125: C125 was dropped, the whole break provided more information 

than the break segment(s). 
CI 16, C117, C118 with C119: C116,C117 and C118 were dropped, C119 is a 

combination of the three. 
C317, C318 with C319: C317 and C318 were dropped, C319 is a combination of 

the two. 
C320 with C323: C323 was dropped, C320 is more closely related to Z l . 
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C313 with C315: C315 was dropped, advertising for diapers is more relevant to 

the discussion of irritation caused by advertising than advertising for airlines 

and travel agencies. 

Cluster 4: Audience 

K001 with K10: this multicollinearity is not relevant, these variables were not in

cluded in the same model. 

K002 with K102: this multicollinearity is not relevant, these variables were not in

cluded in the same model. 

K006 with K106: this multicollinearity is not relevant, these variables were not in

cluded in the same model. 

K011 with K i l l : this multicollinearity is not relevant, these variables were not in

cluded in the same model. 

K012 with K112: this multicollinearity is not relevant, these variables were not in

cluded in the same model. 

Cluster 5: Products 

No multicollinearity was found in the correlation matrix for this cluster. 

Cluster 6: Campaigns 

C003 with C005, C103, C105: C003 was dropped, the lowest broadcast fre

quency (C005) provided more specific information than the average. 

C005 with C105: C105 was dropped, the whole break provided more information 

than the break segment(s). 

C103 with C104, C105: C103 was dropped, the highest broadcast frequency 

(C104) provided more specific information than the average. 

C106 with C107: C106 was dropped, the highest number of GRPs provided more 

specific information than the average. 

C303 with C305: C303 was dropped, the lowest broadcast frequency (C305) pro

vided more specific information than the average. 

Relevance of the rejected variables 

To test the potential relevance of the rejected variables, each one was tested for ac

ceptance in the two models. None were accepted in the model for the decrease in 

ratings. However, two rejected variables were accepted in the model for the in

crease in ratings. The results are presented in table 15. 

In the table, the alternative models are: 

• model A, with A03 "Commercial minutes on other channels" instead of A04 

"Commercial GRPs on the other channels"; 

• model B, with P l l "Break after news"; 

• model C, with both A03 "Commercial minutes on other channels" and P l l 

"Break after news". 
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Table 15 Alternative models increase of ratings 

B 

Model Altern. A Altern. B Altern. C 

P B ß B p B p 

0.10 

0.19 

1.21 

0.26 0.10 0.27 0.09 0.26 0.09 0.26 

0.20 * * 0.19 0.20 

0.20 1.27 0.21 1.23 0.21 1.22 0.20 

2.50 0.19 * * 2.44 0.19 

-2.65 -0.16 -2.76 -0.16 -3.10 -0.18 -3.10 -0.18 

Shift in age of audience before 

and after the break 

Commercial GRPs on the other 

channels 

Length of the break 

Commercial minutes on other 

channels 

Type of break (centre versus end 

breaks) 

Break before news 

Audience size programmes 

ending on the other channels 

Break after news 

Time elapsed since previous 

break on the channel 

Audience after the break: 35-49 

years 

Discrepancy in age between the 

target group and the viewer 

profile for the following pro

gramme 

Constant 

Adjusted R2  

* Not included in the input for the model 

- Not significant 

Replacing the variable A04 "Commercial GRPs on the other channels" with its 
counterpart A03 "Commercial minutes on other channels" does not improve the 
fit of the model. When P l l "Break after news" is introduced, it replaces the vari
able K104 "Audience characteristics after the break: 35-49 years". This is only a 
marginal improvement; the fit of model C is only slightly better than the fit of the 
original model, and the ß-value of the alternative explanatory variable remains 
less than 1.0. 

3.60 

0.06 

0.00 

-0.04 

0.10 

0.73 
31.7 

0.16 
0.08 

0.07 

-0.06 

0.05 

3.31 0.15 3.20 0.14 2.72 0.12 
0.23 0.09 0.20 0.08 0.22 0.09 

* -1.83 -0.08 -1.97 -0.09 

0.00 0.07 0.00 0.08 0.00 0.07 

-0.04 -0.06 -

- 0.11 0.06 0.10 0.06 

0.89 
31.0 

0.07 
31.9 

-0.18 
31.6 
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Appendix 9 
Testing of the hypotheses 

The tables in this appendix presents all of the hypotheses and explanatory vari

ables tested in this study. Table 16 includes all of the hypotheses with component 

sub-hypotheses. It also includes the significant effects from the model for variables 

that had no hypotheses. Table 17 lists all 225 explanatory variables linked to the 

various hypotheses. In both tables, the direction of the expected effect for both 

forms of switching is indicated by a plus or a minus sign. All effects from the two 

models (ß) are also given, indicating the basis for accepting (S) or rejecting (*) 

each hypothesis. 

Table 16 Testing of the hypotheses 

Hypothesis Operationalisation Decrease in Increase in 

(only specified if ratings ratings 

relevant) 
Hyp. ß Hyp. ß 

Placement of the break 
la Morning + X 

lb Late at night 22.00-24.00 hrs. + • 0.17 

2 The weekend + X + X 

3 Centre breaks - • -0.34 - • -0.16 

Channel programming 
4 Shift in programme categories + X + X 

5 Time elapsed since previous break on the channel - X 0.07 

6a Length of the programme before the break + •/ 0.15 + X 

6b Length of the programme after the break + •/ 0.05 + X 

7a Break after news - X - X 

7b Break before news - X - x 0.16 

7c Break after information Light information - • -0.07 - X 

programmes 
7d Break before information programmes - X - X 

7e Break after drama + X + X 

7f Break before drama + X + X 

7g Break after amusement + X + X 

7h Break before amusement + X + X 

7i Break after sports programmes + X + X 
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Hypothesis Operationaiisation 

(only specified if 

relevant) 

Decrease in Increase in 

ratings ratings 

Hyp. ß Hyp. ß 

7j Break before sports programmes 

Break after culture 

Break before culture 

Break after children's and youth programmes 

Break after other programmes 

8a Before an episodic pro- Broadcast programme 

gramme before the break in 

previous week 

8b After an episodic programme 

9a Preceded by a programme with a high appreciation 

score 

9b Followed by a programme with a high appreciation 

score 

10a Preceded by non-programme material 

10b Followed by non-programme items 

11 Shift in broadcast organisations 

12 Shift in audience profile Age composition 

12 Shift in audience profile Proportion of social 

class ABl 

Programming on the other channels 

13 Combined ratings of the other channels during the 

break 

14 Break's market share 

15 Audience size for programmes ending on other 

channels during the break 

16 Number of viewers of programmes ending on other 

channels during the break 

-0.06 

0.05 

-0.17 

-0.07 

0.04 

+ x 

0.08 - x 

+ x 

+ • 0.17 + • 0.26 

+ • 0.07 + x 

+ • 0.17 - x 

- • -0.15 + x 
+ x + x 

+ • 0.08 

17 Commercials on the other channels + x + x 

18 Audience size for commer- Commercial GRPs on + • 0.05 + • 0.20 

cials on other channels other channels per 

during the break minute 

Audience 

19 Male viewers + • 0.05 

20 Young people + x 

Viewers 35-49 years -0.06 

21 Viewers in large households + x 

22 Viewers with a high social class + x 
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Hypothesis Operationalisation Decrease in Increase in 

(only specified if ratings ratings 

relevant) 

Hyp. ß Hyp. ß 

23 Viewers with a remote control + x 

24 Viewers with a VCR + x -0.07 

25 Heavy viewers + x 

26 Viewers reading a TV guide + x 

27 Viewers with more TV sets + x 

28 Rating of the break - • -0.11 + x 

29 Shared viewing Number of viewers per - • -0.09 X 

0.20 

set 

Programming of the break 

30 Length of the break + • 0.09 + 

31 Length of the commercials + x - x 

32 Promos + x - x 

Products 

33a Commercials for feminine hygiene + x - x 

33b Commercials for washing detergents + x - x 

33c Commercials for diapers + * - * 

34a Commercials of products for young people + x - x 

34b Commercials of products for men + x - x 

34c Commercials of products for those in a higher social - * + x 

class 

35 Variation in the commercials' target group profiles + * - * 

36 Discrepancy between the Complete break: age + x - x 0.05 

profile of the product target 

group and the viewer profile 

Campaigns 

37 Overload + x - x 

38 Twin commercials + x - x  

+: positive effect -: negative effect •<• accepted *: rejected 
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Table 17 Testing of the hypotheses for all explanatory variables 

Explanatory variable Decrease in 
ratings 

Hyp. ß 

Increase in 
ratings 

Hyp. ß 
Placement of the break 
la B081 Time of day: 2.00-10.00 hrs. + X 

- B082 Time of day: 10.00-13.00 hrs. 
- B083 Time of day: 13.00-16.00 hrs. 
- B084 Time of day: 16.00-19.00 hrs. 
- B085 Time of day: 19.00-20.00 hrs. 
lb B086 Time of day: 22.00-24.00 hrs. + • 0.17 
lb B087 Time of day: 24.00-26.00 hrs. + X 

2 B05 Part of the week + X + X 

- B061 Monday 
- B062 Tuesday 
- B063 Wednesday 
" B064 

B065 
Thursday 
Friday 

2 B066 Saturday + X + X 

2 B067 Sunday + X + X 

3 B01 Centre break - • -0.34 - • -0.16 
Channel programming 
4 P06 Shift in programme categories + X + X 

5 B04 Time elapsed since previous break - X 0.07 
6a P01 Length of the programme before the break + • 0.15 + X 

6b P02 Length of the programme after the break + • 0.05 + X 

7a p i r Break after news - -
7b P21 Break before news - X - x 0.16 
7c P12 Break after information - X - X 

7c P13 Break after light information - / -0.07 - X 

7d P22 Break before information - X - X 

7d P23 Break before light information - X - X 

7e P14 Break after Dutch drama + X + X 

7e P15 Break after foreign drama + X + X 

7f P24 Break before Dutch drama + X + X 

7f P25 Break before foreign drama + X + X 

7g P16 Break after amusement + X + X 

7h P26 Break before amusement + X + X 

7i P19 Break after sports + X + X 

7j P29 Break before sports + X + X 

- P17 Break after culture -0.06 
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Explanatory variable 

8a 

P27 
P18 

P28 

P20 
P30 
P31 

8b P32 

9a P33 

9b P34 

10a P03 

10b P04 
11 P05 
12 P08 

12 P09 

12 P10 

Decrease in 
ratings 

Hyp. ß 

Break before culture 
Break after children's and youth pro
grammes 
Break before children's and youth pro
grammes 

Break after other programmes 
Break before other programmes 
Broadcast of the preceding programme in 
previous week 
Broadcast of the following programme in 
previous week 
Appreciation of the preceding programme 
(NL123) 
Appreciation of the following programme 
(NL123) 

Non-programme items before the break 
Non-programme items after the break 
Shift in broadcasting organisation 
Shift in proportion of males in audience 
before and after the break 
Shift in age of audience before and after the 
break 
Shift in proportion of ABl in audience before 
and after the break 

Programming on the other channels 
13 A02 Ratings of the other channels 

Break's market share 
Programmes ending on the other channels 
Audience size programmes ending on the 
other channels 

Commercial minutes on other channels 
Commercial GRPs on the other channels 

Programming of the break 
30 B02 Length of the break 
32 C001 Programme promotion 
32 C101 First part: programme promotion 
32 C301 Last part: programme promotion 
34a C013 Average age in the target groups 

14 A01 
15 A07 
16 A09 

17 A03 
18 A04 

+ 
+ 

+ 
+ 

+ 
+ 
+ 
+ 
+ 

0.05 
-0.17 

-0.07 

0.04 

0.08 

y 0.17 

• 

v 

0.07 

0.17 
-0.15 

Increase in 
ratings 

Hyp. ß 

• 0.05 

V 0.09 + 

y 0.26 

y 0.08 

y 0.20 

• 0.20 
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Explanatory variable Decrease in 
ratings 

Hyp. ß 

Increase in 
ratings 

Hyp. ß 

34a C113 First part: average age in the target groups + 
34a C313 Last part: average age in the target groups + 
34b C015 Average proportion of males in the target + 

groups 
34b C115 First part: average proportion of males in + 

the target groups 
34b C315 Last part: average proportion of males in + 

the target groups 
35c C014 Average proportion of ABl in the target 

groups 
35c C114 First part: average proportion of ABl in the 

target groups 
35c C314 Last part: average proportion of ABl in the 

target groups 
35 C016 Variance in age in the target groups + 

35 CI 16 First part: variance in age in the target + 
groups 

35 C316 Last part: variance in age in the target + 
groups 

35 C017 Variance in proportion of ABl in the target + 
groups 

35 C117 First part: variance in proportion of ABl in + 

the target groups 
35 C317 Last part: variance in proportion of ABl in + 

the target groups 
35 C018 Variance in proportion of males in the target + 

groups 
35 CI 18 First part: variance in proportion of males in + 

the target groups 
35 C318 Last part: variance in proportion in males of + 

the target groups 
35 C019 Variance in the three profiles of the target + 

groups 
35 C119 First part: variance in the three profiles of + 

the target groups 
35 C319 Last part: variance in the three profiles of + 

the target groups  

+ x 
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Explanatory variable Decrease in 
ratings 

Hyp. ß  

Increase in 
ratings 

Hyp. ß 

36 C020 Discrepancy in age between the target 
group and the viewers for the preceding 
programme 

36 C120 First part: discrepancy in age between the 
target group and the viewers for the pre
ceding programme 

36 C320 Last part: discrepancy in age between the 
target group and the viewer profile for the 

preceding programme 
36 C021 Discrepancy in proportion of ABl between 

the target group and the viewers for the 

preceding programme 
36 C121 First part: discrepancy proportion of ABl 

between the target group and the viewers 
for the preceding programme 

36 C321 Last part: discrepancy in the proportion of 
ABl between the target group and the 
viewer profile for the preceding programme 

36 C022 Discrepancy proportion of males between 
the target group and the viewers for the 

preceding programme 
36 CI22 First part: discrepancy proportion of males 

between the target group and the viewers 
for the preceding programme 

36 C322 Last part: discrepancy in the proportion of 
males between the target group and the 
viewer profile for the preceding programme 

36 C023 Discrepancy in age between the target 
group and the viewer profile for the following 

programme 
36 C123 First part: discrepancy age between the 

target group and the viewer profile for the 
following programme 

36 C323 Last part: discrepancy in age between the 
target group and the viewer profile for the 
following programme _ _ 

0.05 
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Explanatory variable Decrease In 

ratings 

Hyp. ß 

Increase in 

ratings 

Hyp. ß 

36 C024 Discrepancy proportion of ABl between the 

target group and the viewer profile for the 

following programme 

36 C124 First part: discrepancy proportion of ABl 

between the target group and the viewer 

profile for the following programme 

36 C324 Last part: discrepancy in the proportion of 

ABl between the target group and the 

viewer profile for the following programme 

36 C025 Discrepancy proportion of males between 

the target group and the viewer profile for 

the following programme 

36 C125 First part: discrepancy proportion of males 

between the target group and the viewer 

profile for the following programme 

36 C325 Last part: discrepancy in the proportion of 

males between the target group and the 

viewer profile for the following programme 

Audience 

19 K006 Audience before the break: men 

19 K106 Audience after the break: men 

20 K001 Audience before the break: 6-12 years 

20 K101 Audience after the break: 6-12 years 

20 K002 Audience before the break: 13-19 years 

20 K102 Audience after the break: 13-19 years 

K003 Audience before the break: 20-34 years 

K103 Audience after the break: 20-34 years 

K004 Audience before the break: 35-49 years 

K104 Audience after the break: 35-49 years 

21 K012 Audience before the break: household size 

3+ 

21 K112 Audience after the break: household size 3+ 

22 K005 Audience before the break: ABl 

22 K105 Audience after the break: ABl 

23 K007 Audience before the break: remote control 

23 K107 Audience after the break: remote control 

24 K011 Audience before the break: VCR in the house 

24 K i l l Audience after the break: VCR in the house 

V 0.05 

-0.06 

x -0.07 
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Testing of the hypotheses 

Explanatory variable Decrease in Increase in 

ratings ratings 
Hyp. ß Hyp. ß 

25 K010 Audience before the break: heavy viewers + x 

25 Kl 10 Audience after the break: heavy viewers + x 

26 K009 Audience before the break: using a TV guide + x 

26 K109 Audience after the break: using a TV guide + x 

27 K008 Audience before the break: 2nd TV set in the + x 

house 
27 K108 Audience after the break: 2nd TV set in the + x 

house 
28 B09 Rating of the break • -0.11 + x 

29 K2 Number of viewers per set • -0.09 X 

Products 
C0101 Clothing, shoes 
CHOI First part: clothing, shoes 

C3101 Last part: clothing, shoes 

C0102 Foodstuff 
CI 102 First part: foodstuff 

C3102 Last part: foodstuff 

C0103 Diary products 
CI 103 First part: diary products 
C3103 Last part: diary products 

C0104 Drinks 
CI 104 First part: drinks 

C3104 Last part: drinks 
C0105 Candy bars and sweets 
CI 105 First part: candy bars and sweets 
C3105 Last part: candy bars and sweets 

C0106 Personal care products 
CI 106 First part: personal care products 
C3106 Last part: personal care products 

33a C0107 Feminine hygiene + x X 

33a CI 107 First part: feminine hygiene + x X 

33a C3107 Last part: feminine hygiene + x X 

C0108 Shampoo 
CI 108 First part: shampoo 

C3108 Last part: shampoo 
C0109 Medicine 
CI 109 First part: medicine 

C3109 Last part: medicine 
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Explanatory variable Decrease in Increase in 
ratings ratings 

Hyp. ß Hyp. ß 

33b C0110 Washing powder and detergent + x x 

33b CI 110 First part: washing powder and detergent + x x 
33b C3110 Last part: washing powder and detergent + * * 

C0111 Home furnishings 
C l l l l First part: home furnishings 
C3111 Last part: home furnishings 

C0112 Household appliances 
CI 112 First part: household appliances 
C3112 Last part: household appliances 

33c C0113 Diapers + x x 
33c CI 113 First part: diapers + x x 
33c C3113 Last part: diapers + x x 

C0114 Consumer electronics 
CI 114 First part: consumer electronics 
C3114 Last part: consumer electronics 
C0115 Transportation 
CI 115 First part: transportation 
C3115 Last part: transportation 

C0116 Tourism and air travel 
CI 116 First part: tourism and air travel 
C3116 Last part: tourism and air travel 

C0117 Finance 
C l l 17 First part: finance 
C3117 Last part: finance 
C0118 Print media, film, theatre 
CI 118 First part: print media, film, theatre 

C3118 Last part: print media, film, theatre 
C0119 Office supplies 
CI 119 First part: office supplies 

C3119 Last part: office supplies 
C0120 Garden and home improvement 
CI 120 First part: garden and home improvement 
C3120 Last part: garden and home improvement 

C0121 Toys and games 
CI 121 First part: toys and games 
C3121 Last part: toys and games 
C0122 Music 
CI 122 First part: music  
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Testing of the hypotheses 

Explanatory variable Decrease in 

ratings 

Hyp. ß 

Increase in 

ratings 

Hyp. ß 

C3122 
- C0123 
- C1123 
- C3123 
- C0124 
- C1124 
- C3124 

Campaigns 

31 C002 

31 C102 

31 C302 

37 C003 

37 C103 

37 C303 

37 C004 

37 C104 

37 C304 

37 C005 

37 C105 

37 C305 

37 C006 

37 C106 

37 C306 

37 C007 

Last part: music 

Radio and television 

First part: radio and television 

Last part: radio and television 

Others 

First part: others 

Last part: others 

Average commercial length 

First part: commercial length 

Last part: commercial length 

Average frequency of broadcasts during the 

previous eight weeks 

First part: average frequency of broadcasts 

during the previous eight weeks 

Last part: average frequency of broadcasts 

during the previous eight weeks 

Maximum frequency of broadcasts during 

the previous eight weeks 

First part: maximum frequency of broad

casts during the previous eight weeks 

Last part: maximum frequency of broad

casts during the previous eight weeks 

Minimum frequency of broadcasts during the 

previous eight weeks 

First part: minimum frequency of broadcasts 

during the previous eight weeks 

Last part: minimum frequency of broadcasts 

during the previous eight weeks 

Average probability of confrontation during 

the previous eight weeks 

First part: average probability of confronta

tion during the previous eight weeks 

Last part: average probability of confronta

tion during the previous eight weeks 

Maximum probability of confrontation during 

the previous eight weeks 

+ x 

+ x 

+ x 
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Explanatory variable Decrease in 

ratings 

Hyp. ß 

Increase in 

ratings 

Hyp. ß 

37 C107 First part: maximum probability of confronta

tion during the previous eight weeks 

37 C307 Last part: maximum probability of confronta

tion during the previous eight weeks 

37 C008 Minimum probability of confrontation during 

the previous eight weeks 

37 C108 First part: minimum probability of confronta

tion during the previous eight weeks 

37 C308 Last part: minimum probability of confronta

tion during the previous eight weeks 

37 C009 Average time elapsed since the previous 

broadcast 

37 C109 First part: average time elapsed since the 

previous broadcast 

37 C309 Last part: average time elapsed since the 

previous broadcast 

37 C012 Average frequency of broadcasts during the 

previous week 

37 C112 First part: average frequency of broadcasts 

during the previous week 

37 C312 Last part: average frequency of broadcasts 

during the previous week 

38 C011 Twin commercials 

+: positive effect -: negative effect »<• accepted *: rejected 
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Appendix 10 
Possible indirect effects of product and campaign characteristics 

One of the most remarkable findings in this study was the lack of any direct effect 

of product and campaign characteristics on switching during commercial breaks. 

As noted in section 1.3, the statistical analysis in this study was limited to the in

vestigation of direct effects on the dependent variable and did not deal with poten

tial indirect effects through other variables. These indirect effects can only be 

tested after defining a structural causal model in which the relations among the 

explanatory variables are defined and analysed. The defining and developing of 

such a model falls outside the aims of this research. 

Nonetheless, as a first step to taking indirect effects into account, an inventory 

of the correlations of all of the product and campaign characteristics included in 

the original set of explanatory variables with each of the significant explaining vari

ables of the two models is presented in this appendix. If there is an indirect effect 

from a product or campaign characteristic on switching behaviour during commer

cial breaks, there should be a correlation with one of the variables of the models. The 

table contains the correlations of product and campaign characteristics with all of 

the variables included in the two models. These are: 

• A01 Break's market share 

• A02 Ratings of the other channels 

• A04 Commercial GRPs on the other channels 

• A09 Audience size programmes ending on the other channels 

• B01 Centre break 

• B02 Length of the break 

• B04 Time elapsed since previous break 

• B086 Time of day: 22.00-24.00 hrs. 

• B09 Rating of the break 

• C023 Discrepancy in age between the target group and the viewer profile for the 

following programme 

• K006 Audience before the break: men 

• K011 Audience before the break: VCR in the house 

• K104 Audience after the break: 35-49 years 

• K2 Number of viewers per set 

• P01 Length of the programme before the break 

• P02 Length of the programme after the break 

• P04 Non-programme items after the break 
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Switching during commercial breaks 

• P09 Shift in age of audience before and after the break 

• P10 Shift in proportion of ABl in audience before and after the break 

• PI 3 Break after light information 

• P17 Break after culture 

• PI 8 Break after children's and youth programmes 

• P20 Break after other programmes 

• P21 Break before news 

• P27 Break before culture 

• P31 Broadcast of the preceding programme in previous week 

Correlations of product and campaign characteristics with a value of 0.2 or higher 

with explanatory variables that have a ß of 1.0 or higher in the models include the 

following: 

• C0110 "Washing powder and detergent" and C0106 "Personal care products" 

had a positive relationship with A02 "Ratings of the other channels"; 

• C0115 "Transportation" had a positive relationship with B086 "Time of day: 

22.00-24.00 hrs." and A02 "Ratings of the other channels". C3115 "Last part: 

transportation" had a positive relationship with A02 "Ratings of the other chan

nels"; 

• C0104 "Drinks" had a negative relationship with A01 "Break's market share"; 

• C0121 "Toys and games" had a positive relationship with P18 "Break after chil

dren's and youth programmes" and P09 "Shift in age of audience before and after 

the break". C1121 "First part: toys and games" and C3121 "Last part: toys and 

games" had a positive relationship with P18 "Break after children's and youth 

programmes"; 

• C005 "Minimum frequency of broadcasts during the previous eight weeks" had a 

negative relationship with A02 "Ratings of the other channels" (as well as a nega

tive correlation with B09 "Rating of the break"), as did C105 and C305 (the first 

and the last part of the break); 

• C007 "Maximum probability of confrontation during the previous eight weeks" 

had a positive relationship with A02 "Ratings of the other channels" (as well as a 

positive correlation with B09 "Rating of the break"), as did C107 and C307 (the 

first and the last part of the break). 

A number of product and campaign characteristics had strong correlations with 

the explanatory variables A02 "Ratings of the other channels"; A01 "Break's mar

ket share" and B09 "Rating of the break". The placement of commercials for 

these products is concentrated in commercial breaks with high or low ratings in 

late evening, and possibly also during daytime. Given the nature of the products, it 

is unlikely that these relationships indicate an indirect effect on switching behav

iour. As noted in chapter 6 section 6.4.5, an indirect effect on switching in relation 

to the category "toys and games" is less unlikely. 

The minimum frequency of broadcasts correlated negatively with the ratings of 
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Possible indirect effects of product and campaign characteristics 

the other channels and the rating of the break, while the maximum probability of 

confrontation had a positive correlation with these two variables. Both also cor

relate with the placement of the break in late evening. Apparently, the placement 

of relatively new commercials is concentrated in commercial breaks when the rat

ings on all channels are low, such as late evening, while commercials with a higher 

level of overload are found in prime time, when ratings are high. Although indirect 

causal effects from the minimum frequency of broadcasts and the maximum prob

ability of confrontation through the ratings of the other channels, the rating of the 

break or perhaps the time of day are unlikely, there is no basis for ruling them out. 

Correlations of product and campaign characteristics with the explanatory variables of the models 

A01 A02 A04 A09 B01 B02 B04 B086 B09 

C0101 -0.068 • 0.103 •• 0.085 ' • 0.081 ' 0.045 0.180 •• -0.016 0.012 0.057 

C0102 -0.048 0.198 •• 0.142 •* 0.152 •• -0.035 0.315 " -0.001 0.008 0.149 " 

C0103 -0.001 0.132 •• 0.070 * 0.080 * -0.018 0.223 •* -0.012 0.024 0.117 ' • 

C0104 -0.210 *• 0.251 *• 0.069 • 0.120 •• 0.025 0.348 ** 0.032 0.173 " 0.054 

C0105 -0.120 •• 0.168 •• 0.127 •• 0.137 ** -0.011 0.298 ** 0.061 -0.057 0.064 ' 

C0106 -0.121 - 0.267 •• 0.121 • ' 0.126 •* 0.084 " 0.399 •• 0.017 0.064 ' 0.178 •* 

C0107 -0.103 •• 0.103 •• 0.047 0.052 0.120 • ' 0.222 •• 0.035 -0.034 0.024 

C0108 -0.059 0.150 *• 0.097 ** 0.077 • 0.003 0.256 •* 0.035 0.022 0.070 * 

C0109 -0.040 0.135 •• 0.089 " 0.074 • -0.033 0.170 " 0.009 -0.013 0.120 *• 

C0110 -0.043 0.214 •• 0.146 •• 0.144 •• -0.024 0.381 " 0.001 0.037 0.148 " 

com -0.021 o.ioi •• 0.046 0.032 0.026 0.127 ** -0.036 0.030 0.095 " 

C0112 -0.022 0.047 0.038 0.027 -0.006 0.157 " -0.031 0.019 0.034 

C0113 0.030 -0.047 0.018 -0.001 -0.061 0.114 " 0.038 -0.025 -0.013 

C0114 -0.078 • 0.167 •• 0.087 •* 0.091 •• -0.027 0.223 " -0.015 0.072 • 0.119 *• 

C0115 -0.177 •• 0.312 ' • 0.090 " 0.125 •• -0.016 0.335 ** •0.049 0.241 •• 0.168 • ' 

C0116 -0.077 • 0.157 ** 0.050 0.061 -0.102 " 0.178 " 0.038 0.052 0.102 •* 

C0117 -0.016 -0.017 0.005 0.032 -0.095 ' * 0.113 •• -0.048 0.047 -0.041 

C0118 -0.002 0.077 • 0.030 0.034 -0.012 0.102 •• -0.034 0.010 0.080 • 

C0119 -0.091 • ' -0.021 0.018 -0.001 0.162 •• 0.010 -0.062 0.075 * •0.061 

C0120 -0.006 0.010 0.005 0.016 0.014 0.082 " -0.038 0.060 0.013 

C0121 0.021 -0.132 •• 0.012 -0.007 -0.144 ' • 0.032 0.144 *• -0.104 " -0.133 " 

CO 122 -0.011 0.107 " 0.090 " 0.064 * -0.002 0.153 " -0.041 -0.017 0.096 " 

C0123 -0.052 0.028 0.005 -0.006 0.131 •• 0.042 -0.024 0.005 •0.008 

CO 124 -0.095 ** 0.156 " 0.074 • 0.087 •• 0.008 0.213 '* -0.011 0.030 0.091 " 

ciioi -0.038 0.065 • 0.047 0.037 0.021 0.096 " -0.014 0.021 0.048 

C1102 -0.011 0.122 •• 0.098 " 0.098 •• -0.015 0.193 •* 0.004 -0.010 0.103 " 

C1103 0.018 0.064 ' 0.022 0.036 0.000 0.113 " 0.009 0.018 0.075 * 

CI 104 -0.143 *• 0.158 •• 0.031 0.081 • 0.051 0.212 " 0.013 0.127 •• 0.019 

C1105 -0.066 • 0.087 •• 0.069 • 0.075 • 0.012 0.172 •• 0.025 -0.040 0.027 
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AOl A02 A04 A09 BOl B02 B04 B086 B09 

C1106 -0.084 " 0.180 " 0.069 • 0.081 •• 0.061 0.254 •' 0.002 0.058 0.116 •* 

C1107 -0.060 0.045 0.025 0.024 0.083 •" 0.102 " 0.037 -0.033 -0.004 

C1108 -0.025 0.085 " 0.058 0.036 0.015 0.136 •' 0.005 0.002 0.052 

CI 109 -0.038 0.104 •• 0.044 0.044 -0.024 0.096 " 0.006 -0.001 0.070 • 

C1110 -0.015 0.130 •• 0.081 ' 0.084 " -0.003 0.241 •' 0.001 0.029 0.087 •• 

CI 111 -0.019 0.066 * 0.026 0.022 -0.001 0.066 ' -0.022 0.028 0.063 * 

C1112 -0.002 0.026 0.011 0.013 0.009 0.094 •• -0.019 0.007 0.031 

C1113 0.050 -0.053 0.007 -0.004 -0.049 0.050 -0.006 -0.032 -0.008 

C1114 -0.048 o.iii •• 0.066 * 0.064 • -0.031 0.132 •• -0.004 0.041 0.094 •• 

C1115 -0.121 •• 0.186 •• 0.050 0.065 * -0.009 0.187 " -0.029 0.176 •• 0.094 *' 

C1116 -0.041 0.087 " 0.015 0.018 -0.061 0.082 ** 0.025 0.021 0.053 

C1117 0.020 -0.060 -0.013 0.001 -0.095 *• -0.001 -0.023 -0.004 -0.067 • 

C1118 -0.013 0.035 0.025 0.012 -0.017 0.023 •0.008 0.003 0.030 

C1119 -0.039 •0.066 * 0.016 -0.023 0.054 -0.074 * -0.052 -0.005 -0.058 

CI 120 0.010 -0.021 -0.011 0.000 0.019 0.022 -0.029 0.029 -0.008 

C1121 0.017 -0.123 " -0.001 -0.011 -0.133 •• 0.019 0.148 *' -0.086 " -0.120 " 

CI 122 -0.018 0.080 * 0.067 • 0.038 •0.008 0.072 • -0.026 -0.015 0.051 

C1123 -0.024 -0.013 •0.010 -0.008 0.065 * -0.010 -0.015 -0.017 -0.026 

C1124 -0.042 0.073 ' 0.056 0.047 -0.019 o.ioo •• -0.019 0.006 0.044 

C3101 -0.056 0.069 * 0.049 0.049 0.037 0.110 •* -0.002 -0.008 0.023 

C3102 -0.033 0.119 •• 0.095 " 0.114 ' • -0.027 0.200 " -0.012 0.005 0.079 • 

C3103 0.009 0.088 • ' 0.061 0.074 • -0.010 0.144 " -0.027 0.004 0.090 •• 

C3104 -0.130 •• 0.165 •• 0.043 0.074 * 0.007 0.219 •• 0.007 0.122 •• 0.042 

C3105 -0.081 * 0.093 •• 0.080 * 0.070 • -0.029 0.174 •* 0.056 -0.050 0.036 

C3106 -0.072 ' 0.163 •• 0.078 ' 0.092 - 0.053 0.252 " 0.017 0.025 0.112 " 

C3107 -0.059 0.062 • 0.023 0.021 0.090 " 0.131 •• 0.025 -0.022 0.026 

C3108 -0.019 0.078 * 0.060 0.039 -0.002 0.134 •• 0.032 0.020 0.037 

C3109 -0.007 0.073 • 0.060 0.040 -0.035 0.090 " 0.003 -0.010 0.089 ** 

C3110 -0.004 0.126 •• 0.074 • 0.078 * -0.021 0.234 " 0.010 0.011 o.ioo •• 
C3111 -0.008 0.061 0.026 0.019 0.024 0.060 -0.026 -0.005 0.061 

C3112 -0.023 0.027 0.030 0.011 -0.013 0.091 " -0.025 0.012 0.011 

C3113 0.023 -0.058 0.000 -0.022 -0.043 0.037 0.041 -0.022 -0.029 

C3114 -0.049 0.101 ** 0.043 0.051 0.002 0.129 - -0.016 0.060 0.066 * 

C3115 -0.116 •• 0.202 " 0.052 0.084 ** 0.002 0.206 " -0.030 0.143 •• o.ioo •• 
C3116 •0.048 o.ioi •• 0.033 0.038 -0.061 0.109 " 0.017 0.042 0.071 • 

C3117 0.023 -0.062 • -0.012 -0.001 -0.077 • 0.043 -0.039 0.031 -0.046 

C3118 0.016 0.043 0.012 0.015 -0.011 0.061 -0.032 0.002 0.051 

C3119 -0.071 " -0.035 -0.015 -0.011 0.179 •• -0.015 -0.036 0.061 -0.068 * 

C3120 -O.003 0.005 0.009 0.013 0.010 0.048 -0.019 0.038 0.007 

C3121 0.008 -0.119 " -0.009 -0.018 -0.112 •• 0.027 0.128 •• -0.087 *• -0.121 •• 
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AOl A02 A04 A09 BOl B02 B04 B086 B09 

C3122 0.013 0.048 0.044 0.025 0.003 0.081 * -0.027 -0.012 0.054 

C3123 -0.039 0.030 0.013 -0.005 0.093 *' 0.027 -0.014 0.019 0.006 

C3124 -0.057 0.095 ** 0.040 0.056 0.014 0.111 ** -0.002 0.007 0.051 

C002 0.095 ** -0.125 *• -0055 -0.044 -0.082 •• 0.007 0.005 -0.028 -0.076 * 

C003 -0.006 -0.247 •• -0.068 * -0.088 " 0.120 •* -0.237 '• -0.015 -0.096 ** -0.205 " 

C004 -0.091 •• -0.063 * 0.052 0.021 0.110 " 0.093 *• -0.003 -0.048 -0.087 " 

C005 0.042 -0.266 ** -0.104 *• -0.112 ** 0.091 ** -0.335 ** -0.024 -0.090 ** -0.195 *' 

C006 -0.100 ** 0.110 ** 0.051 0.037 0.096 ** 0.010 -0.040 0.031 0.070 * 

C007 -0.169 '• 0.282 " 0.165 *' 0.164 ** 0.030 0.352 •' -0.004 0.066 * 0.173 ** 

C008 0.022 -0.147 *' -0.087 ** -0.096 ** 0.089 ** -0.327 " -0.036 -0.037 -0.097 ** 

C009 0.090 •• 0.000 -0.015 0.003 -0.004 0.033 0.006 -0.048 0.079 * 

con -0.083 " 0.143 ** o.ioo •• 0.106 ** -0.056 0.305 •* 0.047 0.012 0.075 * 

C012 -0.034 -0.191 •• -0.067 * -0.072 ' 0.088 " -0.189 ** 0.001 -0.063 * -0.200 " 

C102 0.069 • -0.101 •* -0.046 -0.030 -0.050 0.012 0.014 -0.021 -0.066 * 

C103 0.009 -0.212 ** -0.048 -0.071 • 0.086 *• -0.194 ** -0.010 -0.086 " -0.163 '* 

C104 -0.040 -0.096 '* 0.037 0.000 0.052 0.010 0.001 -0.070 * -0.090 '* 

C105 0.058 -0.288 *' -0.111 " -0.125 ** 0.088 " -0.345 *• -0,018 -0.095 ** -0.206 •• 

C106 -0.062 * 0.079 * 0.030 0.026 0.085 " 0.021 -0.030 0.034 0.066 • 

C107 -0.122 *' 0.202 ** 0.109 •• 0.110 ** 0.044 0.247 •• -0.012 0.049 0.124 ** 

C108 0.024 -0.102 *• -0.072 • -0.085 ** o.ioo *• -0.263 •• -0.033 -0.008 -0.046 

C109 0.067 • 0.005 0.000 0.005 -0.008 0.033 -0.005 -0.039 0.068 * 

C112 -0.009 -0.162 *- -0.048 -0.062 ' 0.051 -0.157 ** 0.005 -0.056 -0.157 ** 

C302 0.075 * -0.113 ** -0.047 O.042 -0.085 ** 0.006 0.006 -0.027 -0.064 ' 

C303 -0.016 -0.155 ** -0.041 -0.051 0.096 ** -0.117 •' 0.004 -0.059 -0.145 ** 

C304 -0.081 * -0.090 ** 0.008 0.004 0.116 *' 0.011 0.000 -0.050 -0.125 ** 

C305 0.065 * 0.262 ** -0.109 *• -0.121 *' 0.067 * -0.324 *' -0.005 -0.086 ** -0.189 *• 

C306 -0.082 ** 0.124 '* 0.065 * 0.056 0.055 0.088 *• -0.012 0.034 0.074 * 

C307 -0.141 " 0.210 •* 0.136 " 0.135 •* 0.032 0.254 " -0.010 0.041 0,112 *' 

C308 0.021 -0.084 ** -0.067 • -0.080 • 0.065 * -0.247 ** -0.014 -0.019 -0.047 

C309 0.063 ' 0.011 -0.007 0.006 -0.002 0.067 * 0.007 -0.046 0.067 * 

C312 -0.051 -0.078 * -0.029 -0.019 0.060 -0.037 0.009 -0.013 -0.120 *• 

C012 K006 KOll K104 K2 POl P02 P04 P09 

C0101 0.007 0.035 -0.033 -0.013 0.080 * 0.032 0.038 0.037 -0.032 

C0102 0.053 -0.044 -0.097 •' -0.064 * 0.124 *• 0.056 0.055 0.114 *• 0.000 

C0103 0.011 -0.020 -0.081 • 0.004 0.099 ** 0.067 * 0.077 ' 0.080 * -0.016 

C0104 -0.001 0.168 •• -0.040 0.022 0.179 •* 0.134 '• 0.109 ** 0.078 * 0.013 

C0105 0.019 0.090 " 0.029 -0.129 " 0.059 0.040 0.046 0.128 *• 0.063 ' 

C0106 -0.002 0.047 -0.074 * -0.055 0.201 ** 0.074 * 0.038 0.091 ** -0.069 * 

C0107 0.007 0.009 -0.001 •0.088 " 0.065 * 0.019 -0.005 0.041 -0.014 

C0108 -0.024 -0.028 -0.050 -0.053 0.096 " 0.083 *' 0.058 0.081 • 0.014 
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Switching during commercial breaks 

C012 K006 K011 K104 K2 POl P02 P04 P09 

C0109 0.056 -0.049 -0.113 •• -0.061 0.090 " 0.035 0.029 0.072 • 0.000 

C0110 0.011 -0.073 ' -0.116 •* -0.027 0.159 •• 0.120 •* 0.103 *• 0.131 •* -0.025 

com -0.007 -0.010 -0.039 0.003 o.ioi •• 0.032 0.051 0.012 -0.054 

C0112 0.028 -0.028 -0.039 0.031 0.034 0.034 0.026 0.031 -0.027 

con 3 0.121 •• -0.093 " -0.065 • 0.018 -0.056 0.006 -0.006 0.025 0.050 

C0114 0.029 0.084 " -0.052 0.003 0.125 •• 0.070 * 0.061 0.072 • -0.031 

C0115 0.049 0.220 •• -0.179 " 0.064 • 0.265 •• 0.102 •• 0.128 " 0.069 • -0.078 • 

C0116 0.068 * 0.073 • -0.025 -0.071 * 0.086 " 0.078 * 0.103 •• 0.105 •• 0.037 

C0117 -0.018 -0.009 -0.135 •• 0.054 -0.023 0.025 0.045 0.015 0.046 

C0118 0.002 -0.022 -0.057 -0.037 0.061 0.011 0.023 0.025 -0.040 

C0119 -0.077 * 0.083 • ' -0.031 0.192 ' • 0.075 • 0.026 0.043 -0.031 -0.054 

CO 120 0.025 0.011 -0.030 0.031 0.025 0.018 0.012 -0.009 -0.037 

C0121 -0.004 0.035 0.197 ' • -0.166 •• -0.256 " -0.014 -0.014 0.051 0.210 ** 

C0122 0.021 0.012 -0.010 -0.064 • 0.072 • 0.036 0.084 •• 0.081 • -0.031 

C0123 -0.089 " 0.069 • 0.062 • 0.004 0.034 -0.022 -0.010 -0.059 -0.052 

C0124 0.065 * 0.045 -0.090 • ' -0.012 0.120 •• 0.017 0.033 0.036 -0.043 

CHOI 0.014 0.017 -0.034 -0.002 0.055 0.013 0.017 0.029 -0.026 

C1102 0.027 -0.031 -0.072 • -0.032 0.078 • 0.033 0.022 0.063 * -0.017 

C1103 -0.004 -0.016 -0.041 0.019 0.057 0.043 0.022 0.049 -0.012 

C1104 -0.028 0.130 •* -0.001 0.026 0.117 •• 0.099 ** 0.060 0.027 -0.006 

C1105 -0.007 0.062 ' 0.070 • -0.094 •• 0.032 0.017 0.029 0.071 • 0.041 

C1106 0.008 0.045 -0.054 -0.026 0.141 •• 0.047 0.036 0.043 -0.056 

C1107 0.001 -0.011 0.010 •0.059 0.018 -0.004 -0.011 0.032 0.003 

C1108 -0.023 -0.018 -0.037 -0.029 0.061 0.039 0.030 0.044 0.001 

CI 109 0.055 -0.039 -0.078 ' -0.049 0.061 0.022 0.031 0.042 0.007 

C1110 -0.005 -0.054 -0.075 • -0.018 o.ioo •• 0.076 ' 0.066 • 0.082 *' -0.029 

Cl l l l 0.001 -0.010 -0.039 -0.005 0.063 • 0.010 0.039 0.011 -0.027 

C1112 0.015 -0.030 -0.031 0.027 0.024 0.030 0.017 0.011 -0.031 

C1113 0.104 ** -0.095 *' -0.050 0.007 -0.043 -0.001 0.006 0.030 0.023 

C1114 0.040 0.054 •0.038 -0.001 0.083 •• 0.064 • 0.030 0.041 -0.018 

C1115 0.041 0.160 " -0.118 " 0.056 0.170 •• 0.062 0.085 " 0.036 -0.045 

C1116 0.042 0.045 -0.006 -0.053 0.046 0.043 0.062 0.040 0.021 

C1117 -0.021 -0.027 -0.098 •* 0.041 -0.067 • -0.014 0.009 -0.003 0.055 

C1118 0.001 •0.004 -0.032 -0.022 0.024 -0.007 0.006 0.021 -0.018 

C1119 -0.053 0.023 -0.044 0.166 •• 0.016 0.024 0.032 -0.008 -0.005 

CI 120 0.021 -0.007 -0.009 0.037 0.000 -0.004 -0.002 -0.011 -0.021 

C1121 -0.009 0.042 0.186 •• -0.145 ** -0.232 •• -0.011 -0.017 0.049 0.188 ** 

C1122 0.014 0.025 -0.006 -0.039 0.046 0.025 0.059 0.052 0.006 

CI 123 •0.055 0.032 0.045 0.007 -0.010 -0.015 -0.007 -0.033 -0.016 

C1124 0.049 0.007 -0.046 •0.008 0.056 -0.004 0.022 0.021 -0.026 
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Possible indirect effects of product and campaign characteristics 

C012 K006 KOll K104 K2 POl P02 P04 P09 

C3101 -0.003 0.036 -0.007 0.000 0.048 0.025 0.030 0.010 -0.009 

C3102 0.046 -0.032 -0.065 * -0.044 0.072 • 0.041 0.048 0.102 ** 0.028 

C3103 0.014 -0.027 -0.051 -0.016 0.066 * 0.029 0.067 * 0.052 -0.024 

C3104 -0.001 0.121 *• -0.042 0.040 0.128 •* 0.082 " 0.073 • 0.055 0.002 

C3105 0.035 0.057 0.006 -0.092 " 0.014 0.031 0.026 0.102 *• 0.074 * 

C3106 -0.013 0.008 -0.040 -0.044 0.121 " 0.043 0.012 0.059 -0.042 

C3107 0.001 0.006 0.001 -0.063 * 0.048 0.005 -0.013 0.002 -0.024 

C3108 -0.018 -0.024 -0.017 -0.030 0.055 0.040 0.041 0.049 -0.001 

C3109 0.033 -0.041 -0.079 * -0.033 0.051 0.017 0.009 0.050 0.003 

C3110 -0.002 -0.060 -0.071 * -0.026 0.098 ** 0.077 * 0.065 * 0.080 * -0.024 

C3111 -0.014 -0.003 -0.013 0.001 0.062 0.013 0.031 0.001 -0.036 

C3112 0.021 -0.013 -0.025 0.022 0.012 0.022 0.015 0.025 -0.014 

C3113 0.090 •* -0.043 -0.049 0.027 -0.058 0.004 -0.033 -0.008 0.044 

C3114 0.011 0.057 -0.016 0.009 0.083 ** 0.032 0.030 0.026 -0.031 

C3115 0.025 0.141 •• -0.109 ** 0.032 0.166 *• 0.062 * 0.085 " 0.044 -0.053 

C3116 0.043 0.048 -0.022 -0.034 0.055 0.066 * 0.058 0.063 * 0.020 

C3117 -0.010 -0.032 -0.077 * 0.043 -0.045 0.010 0.025 -0.011 0.036 

C3118 -0.005 -0.032 -0.037 -0.015 0.036 0.012 0.019 -0.005 -0.026 

C3119 -0.072 * 0.087 ** -0.001 0.161 •• 0.044 0.009 0.012 -0.067 * -0.049 

C3120 0.014 0.002 -0.020 0.015 0.013 0.008 0.014 -0.016 -0.025 

C3121 -0.026 0.028 0.176 ** -0.156 '• -0.228 ** -0.004 -0.030 0.055 0.195 " 

C3122 0.011 -0.013 0.002 -0.056 0.030 0.011 0.042 0.032 -0.042 

C3123 -0.070 * 0.059 0.044 0.005 0.042 -0.016 -0.010 -0.045 -0.045 

C3124 0.026 0.048 -0.054 -0.015 0.069 * 0.001 0.014 0.021 -0.027 

C002 0.024 -0.082 *• -0.026 0.012 -0.108 *• -0.025 -0.017 -0.053 0.030 

C003 -0.094 ** -0.036 0.031 0.163 *' -0.136 ** -0.013 -0.029 -0.089 ** 0.076 * 

C004 -0.046 -0.017 -0.033 0.074 * -0.025 0.023 0.000 0.004 0.050 

C005 -0.097 ** -0.041 0.060 0.178 ** -0.146 *• -0.029 -0.033 -0.113 ** 0.062 

C006 -0.007 0.026 -0.112 " 0.063 • 0.145 ** 0.029 0.007 -0.002 -0.052 

COO 7 0.065 • 0.053 -0.159 ** -0.040 0.210 ** 0.078 * 0.052 0.106 ** -0.033 

C008 -0.072 * -0.024 0.018 0.130 •* -0.038 -0.040 -0.038 -0.107 ** -0.005 

C009 0.027 -0.028 0.000 -0.043 •0.006 -0.022 0.004 0.001 -0.045 

con -0.004 0.047 -0.039 -0.076 • 0.065 * 0.050 0.053 0.111 ** 0.048 

C012 -0.073 * -0.018 0.045 0.113 •* -0.118 " -0.002 -0.025 -0.058 0.088 '* 

C102 0.002 -0.058 -0.025 0.002 -0.083 *• -0.009 -0.034 -0.038 0.023 

C103 -0.089 •* -0.047 0.015 0.133 " -0.118 " -0.010 -0.025 -0.068 * 0.062 * 

CI 04 -0.047 -0.048 -0.030 0.080 • -0.059 0.018 0.003 0.002 0.060 

C105 -0.107 •* -0.048 0.052 0.159 *• -0.164 " -0.036 -0.042 -0.119 ** 0.062 

C106 -0.016 0.014 -0.089 '* 0.055 0.112 ** 0.030 -0.004 -0.007 -0.057 

C107 0.037 0.034 -0.132 '* -0.001 0.158 ** 0.068 * 0.038 0.067 * -0.034 
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Switching during commercial breaks 

C012 K0O6 K011 K104 K2 P01 P02 P04 P09 

C108 •0.076 • -0.011 0.003 0.108 *" 0.002 •0.023 •0.042 -0.099 •• -0.041 

C109 0.021 -0.018 0.001 •0.034 0.002 -0.011 0.012 0.002 -0.036 

C112 •0.065 • -0.026 0.030 0.077 • -0.099 *' -0.010 -0.024 -0.039 0.063 ' 

C302 0.045 •0.064 • -0.038 0.026 •0.095 " -0.018 0.004 •0.032 0.036 

C303 -0.057 •0.013 0.023 0.108 ** -0.094 •• -0.005 -0.026 -0.053 0.050 

C304 -0.049 0.009 -0.007 0.096 ** -0.046 0.023 •0.004 -0.018 0.071 • 

C305 -0.075 • •0.049 0.066 * 0.138 •• -0.165 ' • -0.044 -0.054 -o.iio •• 0.045 

C306 0.006 0.032 -0.089 •• 0.027 0.124 •• 0.028 0.011 0.027 -0.039 

C307 0.031 0.049 -0.119 •• -0.011 0.166 " 0.061 0.043 0.087 •• -0.005 

C308 •0.039 -0.010 0.000 0.089 •• •0.009 -0.036 -0.047 -0.082 ** •0.035 

C309 0.028 -0.017 -0.011 -0.042 •0.001 -0.004 0.011 0.005 -0.032 

C312 -0.037 0.007 0.020 0.064 • -0.058 0.017 -0.013 -0.017 0.063 * 

P10 P13 P17 P18 P20 P21 P27 P31 

C0101 -0.030 0.001 0.005 -0.050 0.019 -0.018 -0.005 0.005 

CO 102 0.004 0.059 0.033 -0.020 -0.040 -0.007 0.024 0.011 

C0103 -0.015 0.021 -0.003 •0.020 •0.013 -0.033 0.034 0.009 

C0104 0.020 -0.046 0.028 0.004 -0.033 -0.040 0.025 -o.iii •• 
C0105 0.004 -0.017 -0.006 0.119 ' • -0.031 -0.056 -0.008 0.041 

CO 106 -0.050 -0.001 0.000 -0.083 *• -0.031 -0.075 * 0.029 0.019 

C0107 •0.013 •0.035 -0.015 -0.021 •0.025 •0.044 -0.004 0.009 

C0108 0.010 0.007 0.024 -0.024 •0.002 -0.044 0.025 0.004 

C0109 0.009 0.046 0.005 -0.022 -0.024 -0.032 0.049 0.019 

C0110 •0.020 0.046 0.065 * -0.061 •0.010 •0.045 0.044 •0.014 

com •0.034 0.022 0.001 •0.035 •0.014 -O.005 0.007 0.001 

C0112 -0.017 0.029 0.000 -0.041 0.001 0.014 0.009 0.008 

C0113 0.032 -0.014 -0.001 -0.040 -0.016 0.048 0.037 0.023 

C0114 •0.014 •0.016 0.013 •0.016 0.004 -0.024 0.031 •0.021 

C0115 -0.035 -0.036 0.033 -0.117 •• -0.036 -0.025 0.037 -0.035 

C0116 0.017 -0.001 0.010 0.087 •• -0.020 -0.034 0.025 -0.058 

con 7 0.058 •0.022 0.007 -0.094 ' • •0.045 0.082 " 0.054 0.007 

C0118 •0.023 0.026 -0.005 •0.039 •0.024 0.011 0.004 -0.030 

C0119 0.006 0.033 -0.014 -0.108 *• -0.028 -0.023 •0.022 -0.026 

CO 120 -0.023 •0.005 -0.001 -0.057 -0.001 0.009 0.004 0.011 

C0121 0.114 •• -0.031 •0.014 0.321 •• •0.029 0.030 0.033 0.071 • 

C0122 -0.031 0.006 -0.007 -0.010 -0.011 -0.035 0.003 0.031 

C0123 -0.029 -0.029 -0.001 -0.045 0.003 •0.047 •0.027 -0.025 

CO 124 -0.015 -0.027 0.014 -0.105 '• •0.023 0.010 •0.002 0.003 

CHOI -0.018 0.017 0.004 •0.037 0.008 •0.007 0.000 0.001 

CI 102 -0.002 0.061 0.000 -0.026 -0.026 -0.015 0.012 0.017 

C1103 -0.013 0.034 0.000 -0.014 -0.002 -0.015 0.012 0.013 
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Possible indirect effects of product and campaign characteristics 

PIO P13 P17 P18 P20 P21 P27 P31 

CI 104 0.006 -0.044 0.029 0.006 -0.028 -0.022 0.010 -0.098 ** 

C1105 -0.014 -0.032 -0.007 0.110 *• -0.023 -0.043 -0.009 0.019 

C1106 -0.032 -0.001 0.005 -0.064 ' -0.019 -0.046 0.005 0.007 

C1107 -0.007 -0.032 -0.006 -0.009 -0.011 -0.027 0.006 -0.007 

C1108 0.007 0.001 0.009 -0.033 0.009 -0.038 0.008 0.002 

CI 109 0.006 0.021 0.024 -0.012 -0.016 -0.035 0.038 0.005 

C1110 -0.013 0.058 0.051 -0.043 -0.010 -0.042 0.030 -0.011 

ciiii -0.011 0.032 0.008 -0.026 -0006 0.002 0.001 0.015 

C1112 -0,021 0.035 -0.007 -0.037 0.016 0.005 0.003 0.004 

C1113 0.009 -0.027 0.005 -0.028 -0.012 0.036 0.023 0.022 

C1114 -0.006 -0.010 0.016 -0.010 0.007 -0.023 0.018 -0.011 

C1115 -0.017 -0.027 0.033 -0.078 * -0.021 -0.023 0.026 -0.023 

C1116 0.021 0.011 -0.001 0.070 ' -0.015 -0.020 0.018 -0.037 

C1117 0.053 -0.011 -0.002 -0.064 * -0.026 0.084 *• 0.043 0.014 

C1118 -0.006 0.020 0.001 -0.022 -0.012 0.018 -0.009 -0.024 

C1119 0.026 0.027 -0.003 -0.088 ** -0.016 -0.003 -0.025 -0.008 

C1120 -0.021 -0.010 -0.013 -0.036 -0.007 0.017 -0.001 -0.002 

C1121 0.103 '* -0.024 -0.011 0.295 •* -0.023 0.020 0.030 0.056 

C1122 -0.005 -0.006 -0.007 0.006 -0.005 -0.024 0.015 0.009 

C1123 -0.015 -0.035 -0.002 -0.024 0.008 -0.025 -0.023 -0.007 

C1124 -0.031 -0.040 0.000 -0.073 • -0001 0.022 0.005 0.019 

C3101 -0.018 -0.014 0.010 -0.024 0.014 -0.023 -0.012 -0.002 

C3102 0.014 0.040 0.036 0.001 -0.028 0.008 0.020 0.017 

C3103 -0.025 0.006 -0.013 -0.021 -0.004 -0.034 0.028 0.006 

C3104 0.012 -0.036 0.018 -0.004 -0.013 -0.017 0.017 -0.076 * 

C3105 0.026 0.003 0.001 0.088 ** -0.013 •0.039 -0.008 0.037 

C3106 -0.035 -0.010 0.000 -0.047 -0.011 -0.059 0.025 0.020 

C3107 -0.013 -0.020 -0.020 -0.021 -0.019 -0.025 -0.017 0.012 

C3108 -0.010 0.016 0.021 -0.006 0.008 -0.018 0.017 0.010 

C3109 0.006 0.041 -0.009 -0.005 -0.011 -0.015 0.030 0.011 

C3110 -0.016 0.042 0.031 -0.045 0.007 -0.013 0.032 0.002 

C3111 -0.023 -0.003 -0.010 -0.023 -0.006 -0.011 -0.002 -0,010 

C3112 -0.001 0.008 0.002 -0.022 -0.013 0.007 0.009 0.003 

C3113 0.044 -0.005 0.001 -0.035 -0.008 0.046 0.030 0.007 

C3114 -0.015 -0.021 -0.012 -0.006 0.002 0.001 0.015 -0.029 

C3115 -0.022 -0.018 0.027 -0.074 * -0.025 -0.015 0.014 -0.029 

C3116 0.000 -0.001 0.011 0.049 -0.005 -0.017 0.021 -0.041 

C3117 0.041 -0.025 0.017 -0.060 -0.035 0.048 0.018 0.023 

C3118 -0.019 0.015 -0.016 -0.028 -0.014 0.003 0.010 -0.016 

C3119 0.005 0.044 -0.023 -0.065 * -0.021 -0,056 -0.017 -0.017 
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Switching during commercial breaks 

PIO P13 P17 P18 P20 P21 P27 P31 

C3120 •0.019 0.001 0.011 -0.035 0.007 0.008 0.010 0.015 

C3121 0.097 *• -0.033 -0.017 0.265 " -0.022 0.010 0.009 0.053 

C3122 -0.037 0.009 -0.001 0.000 -0.010 -0.021 •0.008 0.032 

C3123 -0.027 -0.009 0.000 -0.029 0.004 -0.035 -0.013 -0.027 

C3124 -0.005 -0.022 0.019 -0.062 -0.015 0.009 -0.001 0.003 

C002 0.013 -0.055 0.017 -0.056 -0.021 0.084 " 0.031 •0.004 

C003 0.079 • 0.024 -0.012 -0.042 -0.006 •0.026 -0.036 0.011 

C004 0.059 0.024 -0.002 -0.067 ' -0.043 -0.002 -0.013 0.030 

C005 0.063 • 0.017 -0.022 -0.022 0.021 -0.033 -0.042 •0.005 

C006 -0.016 0.035 0.004 -0.141 " 0.025 •O.046 -0.019 0.003 

C007 -0.004 0.042 0.014 -0.113 *• -0.027 -0.038 0.013 0.021 

C008 0.007 0.012 -0.019 -0.070 ' 0.071 • -0.038 -0.044 -0.019 

C009 -0.036 0.040 -0.011 -0.019 -0.021 -0.008 -0.009 0.012 

con 0.033 0.005 0.014 0.019 -0.026 -0.037 0.039 0.036 

C012 0.073 • -0.005 -0.001 0.001 -0.010 0.000 -0.021 -0.012 

C102 0.019 -0.051 0.012 -0.048 -0.017 0.058 0.026 -0.012 

C103 0.069 • 0.010 -0.018 -0.045 -0.008 -0.014 -0.034 0.019 

C104 0.061 0.003 -0.013 -0.059 -0.029 0.005 -0.019 0.027 

C105 0.070 ' 0.016 -0.023 -0.026 0.014 •0.012 -0.041 0.005 

C106 -0.016 0.022 -0.009 -0.121 " 0.015 -0.043 -0.024 0.003 

C107 0.003 0.020 -0.003 -0.109 •• -0.015 -0.046 -0.001 0.009 

C108 -0.010 0.015 -0.022 -O.086 " 0.053 -0.026 -0.042 -0.015 

CI 09 -0.024 0.033 -0.002 -0.008 -0.009 -0.009 -0.008 0.011 

C112 0.056 -0.014 -0.005 -0.011 -0.017 0.022 -0.023 0.003 

C302 0.015 -0.032 0.017 -0.057 -0.021 0.075 ' 0.025 0.004 

C303 0.046 0.017 0.009 -0.022 -0.004 -O.016 -0.018 0.029 

C304 0.072 • 0.035 0.008 -O.032 -0.025 -0.034 -0.012 0.011 

C305 0.039 0.008 -0.009 -0.009 0.022 0.000 -0.034 0.016 

C306 -0.019 0.029 0.021 -0.091 *• 0.019 -0.022 -0.002 0.017 

C307 0.006 0.035 0.026 -0.079 • -0.013 -0.025 0.009 0.012 

C308 -0.020 0.010 -0.009 -0.064 • 0.064 ' -0.012 -0.029 -0.006 

C309 -0.032 0.030 -0.017 -0.023 -0.028 -0.006 -0.011 0.020 

C312 0.045 -0.012 0.017 0.016 0.003 -0.006 0.000 0.017 

•• Pearson correlation Is significant at the 0.01 level (2-tailed). 

* Pearson correlation is significant at the 0.05 level (2-tailed). 
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Appendix 11 
Average level of the effects on switching 

Table 18 lists the average level of the effect on switching during commercial 
breaks for each factor in the two explanatory models. The average level of these 
effects is calculated by multiplying the mean of the explanatory variable by the B-
coefficient. This is illustrated in the example below. 

The effect of the length of a break on the decrease in ratings is a 1.3 percentage 
point decrease for each minute of break length (the B-coefficient is 1.31). The av
erage length of all commercial breaks in the sample is 2.65 minutes, thus the aver
age effect of the length of the break on the decrease in ratings is 3.5 percentage 
points. The average decrease in ratings for the 12,278 commercial breaks regis
tered during the research period is 28.6%, of which 3.5 percentage points can be 
attributed to the length of these breaks. 

Table 18 Average level of the effects on switching 

Mean Effect on 

B 

decrease in ratings 1 

level* ß 

Effect on increase in 

B level* 

ratings 

B 

1. Placement of the break 

Centre break 0.27 -14.27 -3.9% -0.34 -2.65 -0.7% -0.16 

Time of day: 22.00-24.00 hrs. 0.15 8.71 1.3% 0.17 

2. Channel programming 

Broadcast of the preceding 

programme in previous week 

0.85 2.30 2.0% 0.04 

Length of the programme after the 

break 

22.24 0.06 1.4% 0.05 

Length of the programme before the 

break 

20.81 0.19 4.0% 0.15 

Non-programme items after the 

break 

0.25 2.71 0.7% 0.08 

Break before culture 0.03 6.28 0.2% 0.05 

Break before news 0.13 3.60 0.5% 0.16 

Break after children's and youth 

programmes 

0.10 -10.49 -1.0% -0.17 

Break after culture 

Break after light information 

0.02 

0.20 

-7.33 

-3.34 

-0.1% 

-0.7% 

-0.06 

-0.07 

Break after other programmes 0.01 -14.34 -0.1% -0.07 
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Mean Effect on decrease in ratings Effect on increase in ratings 

B level* ß B level* ß 

Shift in age of audience before and 29.01 0.15 4.5% 0.17 0.10 2.8% 0.26 

after the break 

Shift in proportion of ABl in audience 17.88 0.07 1.3% 0.07 

before and after the break 

Time elapsed since previous break 66.05 0.00 0.2% 0.07 

3. Programming on the other channels 

Commercial GRPs on the other 2.97 0.13 0.4% 0.05 0.19 0.6% 0.20 

channels 

Ratings of the other channels 17.17 0.26 4.5% 0.17 

Break's market share 19.70 -0.21 4.2% -0.15 

Audience size programmes ending 1.20 0.06 0.1% 0.08 

on the other channels 

4. Programming of the break 

Length of the break 2.65 1.31 3.5% 0.09 1.21 3.2% 0.20 

Discrepancy in age between the 6.29 0.10 0.6% 0.05 

target group and the viewer profile 

for the following programme 

5. Audience 

Rating of the break 3.18 -0.69 -2.2% -0.11 

Number of viewers per set 1.71 4 .91 -8.4% -0.09 

Audience before the break: VCR in 69.53 -0.11 -7.8% -0.07 

the house 

Audience after the break: 3549 24.81 -0.04 -1.0% -0.06 

years 

Audience before the break: men 42.45 0.07 3.1% 0.05  

Average level of effect: mean of the explaining variable x B-coefficient. 
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Samenvatting 

In 1994 bleek uit een aantal verschillende Nederlandse opinie-onderzoeken een 

sterke toename van de irritatie ten opzichte van televisiereclame. Kijkers zeiden 

steeds vaker weg te schakelen tijdens reclame. In 1995 besloten STER en IP, 

verenigd in de Stichting ter Promotie en Optimalisatie van Televisiereclame 

(SPOT), een onderzoek te houden naar de mate waarin er tijdens televisiereclame 

wordt geschakeld, de oorzaken van dit schakelgedrag, en de eventuele 

mogelijkheden het kijkersverlies ten gevolge van schakelen te beperken. Dit 

onderzoek werd uitgevoerd door Intomart en opgezet in nauw overleg met een 

aantal onafhankelijke deskundigen en vertegenwoordigers van adverteerders, 

reclamebureaus en mediabureaus. Dit proefschrift "Switching during commercial 

breaks" (Schakelen tijdens reclameblokken) is gebaseerd op het SPOT-onderzoek. 

Uit eerdere analyses van gegevens van het Continu Kijkonderzoek (CKO), 

waarbij het individuele kijkgedrag elektronisch wordt vastgelegd, bleek dat er veel 

minder geschakeld wordt tijdens reclameblokken dan uit de opgave van 

geïnterviewden van de opinie-onderzoeken opgemaakt kon worden. De eigen 

inschatting door kijkers van hun schakelgedrag blijkt sterk vertekend te zijn door 

sociale wenselijkheid. Het onderzoek naar schakelgedrag is dan ook gebaseerd op 

de uitkomsten van het CKO. Door het gebruik van deze gegevens en beperkingen 

ten gevolge van de planning van het onderzoek was het evenwel niet mogelijk de 

achtergrondskenmerken van de respondenten uit te breiden met speciaal op dit 

onderzoek toegesneden vragen naar bijvoorbeeld de attitude ten opzichte van 

televisiereclame. 

Het onderzoek betreft alle 12.278 reclameblokken die van januari tot en met 

april 1995 zijn uitgezonden op de vijf belangrijkste Nederlandse zenders uit die 

tijd; Nederland 1, 2, en 3, RTL4 en RTL5. Van deze blokken werd het 

schakelgedrag op twee verschillende wijzen gedefinieerd, namelijk als het verlies 

aan kijkdichtheid ten gevolge van wegschakelen en de winst in kijkdichtheid door 

het binnenschakelen. Het bleek dat tijdens een reclameblok gemiddeld 28,6% van 

de kijkers (die de tweede minuut voordat het blok begon naar de betreffende 

zender keken) tijdens het blok wegschakelt, terwijl 7 , 1 % van de kijkers (die de 

minuut na het blok naar de zender keken) als nieuwe kijker binnenschakelt. 

De som van het aantal kijkers naar alle reclameblokken kan worden uitgedrukt 

als de som van het percentage kijkers van alle minuten met reclame (Gross Rating 

Points of GRPs). Van alle GRPs was 89% het resultaat van kijkers die niet 

schakelen, maar blijven kijken tijdens het reclameblok. Nieuwe kijkers die 
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binnenschakelen resulteerden in 7% van de GRPs. Het bleek dat zelfs een kleine 

reductie van het aantal personen die wegschakelen kan leiden tot grote winst: als 

er in het geheel niet zou worden weggeschakeld zou dit resulteren in 36% meer 

GRPs. 

Het hoofddoel van het onderzoek was na te gaan door welke factoren de twee 

verschillende soorten schakelgedrag ontstaan en kunnen worden beïnvloed. In het 

totaal werden er voor elk van de reclameblokken 225 verklarende variabelen 

opgesteld op basis van een groot aantal relevante kenmerken van de blokken, de 

programmering op de betreffende zenders en het aanbod op de andere zenders, de 

kenmerken van de kijkers, de soorten producten die in elk blok werden 

uitgezonden en de mate waarin de commercials al eerder waren uitgezonden 

(overload). 

Uit de analyses blijkt dat het wegschakelen het minst voorkomt in blokken met 

de volgende vijf kenmerken (in volgorde van grootte van het effect): 

• programma-onderbrekende reclame; 

• blok na programma's voor kinderen of jongeren; 

• een hoog marktaandeel (relatief aantal kijkers) van de zender tijdens het blok; 

• een hoge kijkdichtheid (absoluut aantal kijkers) van de zender tijdens het blok; 

• veel kijkers per toestel (sociaal kijkgedrag). 

Het wegschakelen wordt vooral veroorzaakt door de volgende vijf factoren: 

• een hoge kijkdichtheid van de andere zenders tijdens het blok; 

• een verschil in leeftijd tussen de programma's voor en na het blok; 

• uitzending op een laat tijdstip (22.00-24.00 uur) 's avonds; 

• een lang programma voor het blok; 

• een lang reclameblok. 

Een hoge kijkdichtheidsgroei komt met name voor tijdens blokken met de 

volgende vijf kenmerken: 

• een verschil in leeftijd tussen de programma's voor en na het blok; 

• een groot aantal kijkers naar reclame uitgezonden tijdens het blok op de 

tegenoverliggende zenders; 

• een lang reclameblok; 

• plaatsing van het blok voor een journaal of nieuws; 

• plaatsing van het blok tussen twee verschillende programma's. 

Het blijkt dat er geen direct effect is van het soort product of de overload van de 

campagnes. Kijkers mogen zich misschien ergeren aan reclame voor bepaalde 

producten of de mate waarin zij keer op keer met sommige grijsgedraaide 

commercials worden geconfronteerd, maar kijkers laten zich niet wegjagen door 

dergelijke commercials. De mythe dat kijkers tijdens commercials voor 

bijvoorbeeld maandverband altijd in grote getale wegschakelen is met dit 

onderzoek ontzenuwd. Deze uitkomst kan echter niet worden gezien als een 

vrijbrief voor adverteerders om irriterende commercials eindeloos te laten 
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herhalen. Hoewel blijkt dat kijkers niet direct bij het zien hiervan wegschakelen, 

mag niet worden uitgesloten dat dergelijke commercials leiden tot een meer 

algemene en indirecte vorm van reclamevermijding. Het schakelonderzoek geeft 

daar echter geen inzicht in. 

Het blijkt dat het schakelgedrag tijdens blokken beïnvloed wordt door de 

programma's. Die zijn de reden om naar de televisie te kijken, en dan laat men 

zich niet makkelijk afschrikken door een reclameblok, ongeacht het soort 

commercials die daarin worden vertoond. Als kijkers wegschakelen doen zij dat 

vooral aan het begin van een blok of zelfs nog voordat het blok echt begonnen is. 

De meeste reclameblokken komen na het einde van een programma, en voor een 

groot deel van de kijkers is dat het moment om de televisie uit te zetten of te zien 

wat er op de andere zenders wordt uitgezonden, ongeacht de samenstelling van het 

reclameblok van waar wordt weggeschakeld. 

Op basis van het schakelonderzoek kunnen voor zenders en hun ver

koopmaatschappijen een aantal praktische aanbevelingen worden gedaan. Het 

kijkdichtheidsverlies tijdens reclameblokken kan worden beperkt door onder 

andere blokken zo snel mogelijk te laten aansluiten op de programma's, en het 

plaatsen van meer programma-onderbrekende reclame in plaats van blokken 

tussen twee verschillende programma's (op commerciële zenders). Het wordt ook 

aanbevolen de leeftijdsopbouw van opeenvolgende programma's beter op elkaar af 

te stemmen, kortere programma's uit te zenden en de reclameblokken in te korten. 

Door deze laatste drie maatregelen zal echter niet alleen het kijkdichtheidsverlies 

afnemen, maar ook de kijkdichtheidsgroei ten gevolge van kijkers die 

binnenschakelen. 

Door de fragmentatie en segmentatie van het publiek is de televisie als 

reclamemedium voor adverteerders en mediaplanners sterk veranderd. Adverteren 

op televisie geeft bij de inschakeling van een gelijk aantal blokken een steeds lager 

bereik, maar biedt mediaplanners door de grotere doelgroepselectiviteit ook steeds 

meer kansen. Deze kansen kan men echter pas aangrijpen indien er meer inzicht 

bestaat in het schakelgedrag van de kijkers. Het plannen van televisie als 

reclamemedium is lastiger geworden door de toename in schakelgedrag tijdens 

reclameblokken. Adverteerders en hun mediabureaus kunnen echter op basis van 

de bevindingen van dit onderzoek zap-vrije blokken selecteren of het 

schakelgedrag tijdens reclameblokken beter voorspellen, waardoor zij televisie 

effectiever kunnen inschakelen om de door hen gewenste doelgroep te bereiken. 

De waarde van het schakelonderzoek beperkt zich niet alleen tot de 

bovengenoemde praktische commerciële invalshoek. Voor wie het televisiepubliek 

niet alleen als consument en doelgroep beschouwt, maar ook geïnteresseerd is in 

hun selectie en ontvangst van mediaboodschappen, kan deze studie gebruiken als 

studie naar de motivatie van het schakel- en keuzegedrag van "de" Nederlandse 

televisiekijker. Met de afstandsbediening als navigatie-instrument zoeken kijkers 
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actief naar de voor hen meest geschikte zender. Kijkers laten hun beslissing wel of 
niet naar een reclameblok te kijken niet afhangen van de invulling van de 
reclameblokken. Deze wordt bepaald door de programma's voor en na het blok 
op dezelfde zender, maar ook de programmering op de andere zenders tijdens het 
reclameblok. Als ze kiezen om niet te schakelen, nemen ze het reclameblok op de 
koop toe. Televisiekijkers blijken over het algemeen geen passievelingen die 
lukraak zappen tijdens reclameblokken; dit schakelgedrag blijkt voor een groot 
deel verklaard te kunnen worden door het programma-aanbod. 
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The study described in this book examines the switching behaviour of Dutch television viewers 
during commercial breaks. Based on a SPOT study, the effects of two forms of switching 
- switching away and switching in - on the ratings of commercials breaks are determined. 
The factors causing switching during commercial breaks are also investigated: to what extent is 
switching influenced by characteristics of the commercials and of the viewers watching them? 
Is switching caused by the programmes before and after the break on the same channel, or by 
the programming on other channels opposite the break? 
The conclusions drawn in this study have implications for communication science. They also 
provide a basis for practical recommendations for advertisers, media-buyers, channels and their 
sales houses. Profiles are presented of commercial breaks during which switching is least likely 
and most likely to occur. The study offers practical measures and programming strategies to reduce 
viewer loss resulting from switching during commercial breaks. 
In an extensive review of the literature, the methodology and findings of a large number of studies 
from various countries dealing with switching during commercial breaks are examined and com
pared. The study also discusses issues in the definition and measurement of switching behaviour 
and related variables and offers suggestions for further comparative research in this area. 
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