UNDERSTANDING THE BASICS OF

TELEVISION

Outmoded Assumptions

Amidst the excitement over DVR playback, YouTube
video streaming and iTunes downloads, it is easy to
write off television as an outmoded medium.

For television veterans, it is not the first time they have
heard about their pending, if not immediate, demise.
Cable television, with its countless channels, was sup-
posed to put free TV out of business long ago (or at
least inflict devastating damage.) Legions of youthful
TV viewers probably don't remember that cable, when
it was first introduced, was supposed to be a "commer-
cial free" medium.

The VCR, with its ability to playback movies uncut or
with its fast forwarding capabilities, was projected by
some to eventually have the same devastating effect
on television.

Today, it's the DVR's turn. With the advent of this
device, the advertising industry's staple-the 30-second
TV spot-seemed to face an uncertain future. But as we
all know now, it did not exactly happen that way. The
futurists, once again, had it all wrong. Nearly a decade
has passed since those rumors surfaced, and the DVR
has not even come close to
burying TV advertising.
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Old foes - the radio, newspapers and magazines - con-
tinue to battle TV ferociously. Yet, as experts debate if
and when "new media" will topple "old media," one
thing remains abundantly clear - TV is still king.

Despite all the emerging media alternatives, television
usage remained at record levels during the 2006-2007
television year, according to Nielsen Media Research's
annual analysis of TV viewing levels. The report, which
was released in October, showcased the lasting
supremacy of the tube. The total average time a house-
hold had a TV set tuned in last year was 8 hours and
14 minutes per day, about the same amount of time as
during the 2005-2006 season.

Perhaps most remarkable is that the DVR might
even be helping television. According to the
Nielsen findings, homes with DVRs watched an
average of 12% more television than the average
viewed in homes without DVRs.

Television clearly remains an important part of daily life
in the United States. The average person, according to
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since June, an indication
that people still hold
watching television dear.
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