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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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