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Corp % of GRPs Price Index Brand A 
Brand A 

 % GRPs Brand B 

Brand B% 

GRPs Brand C 

Brand C 

% GRPs 

Network 100% 117 100%   100%   100% 

ABC 43% 90 121 7% 115 36% 119 19% 

CBS 26% 103 130 28% 109 42% 120 58% 

FOX 9% 115 135 29% 125 0% 125 0% 

NBC 23% 92 116 35% 105 22% 113 23% 

        
Cable 58% 98 52%   43%   40% 

BRAV 9% 130 110 2% 112 2% 114 2% 

FOOD 10% 118 112 15% 129 2% 117 1% 

HGTV 14% 140 90 23% 109 9% 82 7% 

LIFE 1% 107 133 2% 109 4% 103 11% 

TBS 4% 87 105 2% 121 7% 131 1% 

TNT 4% 91 96 4% 98 2% 95 6% 

TVL 7% 65 113 2% 116 16% 100 4% 

USA 3% 81 98 2% 122 0% 107 9% 

AD SWM 4% 99 71 -- 89 0% 85 0% 

COMEDY 2% 111 76 -- 102 0% 132 0% 



Category Purchasers Brand  Loyalists  Brand Switchers  

Prime 

CPM 

Index 

Whole Day Prime 
  

Whole 

Day 
Prime 

  
Whole Day Prime 

ABC 90 108 117   107 95   116 118 

CBS 103 128 111   141 162   124 127 

FOX 115 134 134   148 133   125 120 

NBC 92 97 111   115 78   105 99 



Category Purchasers Brand  Loyalists  Brand Switchers  

Time Periods 

Brand A  

Share of $ 
CPM Index Whole Day 

  

Whole Day 

  

Whole Day 

TV LAND 1% 65 140   116   121 

USA 2% 81 121   146   115 

LIFETIME 1% 107 101   92   107 

TBS 1% 87 110   77   105 

HGTV 25% 140 98   127   100 

TNT 2% 91 106   98   106 

BRAVO 8% 130 75   55 

FOOD 18% 118 91   48   102 



Brand A 

Mix 

CABLE Current Proposed 

TV LAND 1% 5% 

USA 2% 15% 

LIFETIME 1% 7% 

TBS 1% 6% 

HGTV 25% 15% 

TNT 2% 2% 

BRAVO 8% 5% 

FOOD 18% 10% 

Category 

Purchasers Brand  Loyalists  Brand Switchers  

Whole Day 
  

Whole Day 
  

Whole Day 

Current Target 

Index* 101 103 105 

Revised Target 

Index 113 115 112 

Lift 13% 11% 7% 

Brand A 

Mix 

NETWORK Current Proposed 

ABC 4% 4% 

CBS 18% 40% 

FOX 48% 48% 

NBC 24% 8% 













 




