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One Commercial Break, Second-By-Second 

On average, viewership drops 5-15% 
at the beginning of commercial break 

Viewers return at the end of  
commercial break 
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Many Factors Influence Tune-Away 

Ads during commercial 
breaks at 30 and 60 minutes 
retain less audience 

Time during the hour affects tune-away 
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Many Factors Influence Tune-Away 

Ads retain audiences differently on different networks. 

Audiences on some networks are 
consistently more likely to tune-
away from ads 

Some networks show varied 
different audience retention, 
depending on other factors 

Audiences on some 
networks are consistently 
more likely to stay tuned 
to ads 
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Many Factors Influence Tune-Away 

Single Women are more likely than Single Men 
 to stay tuned to ads. 
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Viewers “vote” with their remote controls 

Some ads consistently retain audiences better than others. 
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Viewers “vote” with their remote controls 

Quantitative Set-Top Box data  
represents qualitative audience preferences. 
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DVR: Live viewing follows clear patterns 

Source: Google analysis in partnership with Echostar. This data is based on tuning patterns during the period of Nov 1 – Dec 1, 2008 

The same few networks  
are popular every day 

Prime time beats other  
dayparts on every network 

NFL Network – 
Thursday night game 

Niche networks  
never match the top 
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DVR expands viewers’ horizons 

Prime time not  
nearly so dominant 

Niche networks sometimes 
match the big names 

But, news and business  
networks are never recorded 
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Niche networks benefit from DVR disproportionately 

DVR adds relatively small 
percentage to total audience 

Highest proportion of total 
audience comes from DVR 
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Both live and DVR have a long tail 
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Live viewing is more concentrated in the top 50 

Source: Google analysis in partnership with Echostar. This data is based on tuning patterns during the period of Nov 1 – Dec 1, 2008 
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DVR viewership is more dispersed  
across niche networks 

Source: Google analysis in partnership with Echostar. This data is based on tuning patterns during the period of Nov 1 – Dec 1, 2008 


