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Executive summary

This report provides an analysis of OzTAM audieand ratings data in order to inform the
Australian Communication and Media Authority (ACMAbout trends in the television
viewing patterns of Australian children since 200lkis analysis provides information on:

the amount of time children spent watching freeitgcommercial and subscription
television platforms;

the pattern of viewing over the day;

the most watched programs on free-to-air televisiomlifferent age groups within the
child audience; and

the most watched children’s programs broadcastemtb-air television, including
pre-school (P) and children’s (C) programs broadeasommercial networks.

Analysis of the audience and ratings data idetifiee following trends in the television
viewing patterns of Australian children.

Audience size

Children aged 0-14 comprise 20 per cent of therAlish population. As a result,
they represent a relatively small percentage ofdted potential viewing audience for
television.

From 2001 to June 2006, the average size of thé fieé-to-air audience decreased
by 24.6 per cent, from 281,000 in 2001 to 212,000une 2006.

Over the same period, the average size of the 8udince for commercial television
decreased by 25.5 per cent, from 216,000 in 2005610000 by June 2006.

The decrease from 2001 to 2006 was less among goehddren, with the average
size of 0—4 free to air audience decreasing byettent and the average size of the
0—4 commercial television audience decreasing bye2@ent.

Time spent viewing

Based on the average time spent (ATS) estimat2(o8, 0—14 year olds spent an
average of 142 minutes per day watching free tteewrision in 2006. Children aged
0—4 spent an average of 154 minutes per day watdérer-to-air television, children
aged 5-12 spent 130 and the ‘all people’ averagel®@ minutes.

Commercial television accounted for the majorityedévision viewing on free-to-air
television. Based on the ATS data for 2006, O—1aF wéds spent an average of 121
minutes per day watching commercial television.l@bkn aged 0—4 spent an average
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of 127 minutes watching commercial television, w12 year olds spent an average
of 112 minutes.

Based on the ATS data for 2006, children aged Oa-$dbscription television
households spent an average of 177 minutes pewdiming subscription television.
Children aged 0—4 in subscription television hoosghspent an average of 194
minutes per day watching subscription televisiohilev5—-12 year olds averaged 160
minutes.

From 2001 to 2006, the average amount of time dnldpent watching free-to-air
(including commercial) television decreased. In20thildren aged 0-14 spent an
average of 170 minutes per day watching free-teedavision. By 2006, this had
decreased to 142 minutes. The same trend was ¢Vaderommercial television. In
2001, children aged 0-14 spent an average of 14Qtes per day watching
commercial television. By 2006, this had decredeel®1 minutes.

Day-part viewing patterns

Analysis of the hourly viewing trends on weekdalyswvgs that the 0—14 age group
commercial television audience averages just 096raDO during the morning
timeslots of 7.00 to 9.00 am, with a peak of 118,0@wers during 8.00 to 9.00 am.
During 6.00 to 9.00 pm, the 0-14 year olds averagee than 400,000, reaching a
peak of 492,000 during 7.00 to 8.00 pm.

As a proportion of the total viewing audience aafalié for commercial television on
weekdays, the child audience peaks at approximéagelyer cent during the morning
timeslots of 7.00 to 9.00 am and at 7.00 to 8.00dpnng evening prime time.

On weekends, the 0-14 commercial television audigvas generally higher. The
child audience reached a morning peak around 0t8.10.00 am timeslot, with
average audience numbers of 186,000 to 192,06@mkined at well over 100,000
from 11.00 am to 5.00 pm, after which it rose fweak of 447,000 during the 7.00 to
8.00 pm timeslot.

On weekends, the child audience is a higher prapodf the total viewing audience
available for commercial television. The 0-14 andeaccounted for 30 per cent or
more of the total viewing audience in the 7.00@d0 am timeslots and remained at
15 per cent or over until 1.00 pm. In the weekeveheng timeslot of 7.00 to 8.00 pm,
the 0—14 audience represented 14.4 per cent ebtllecommercial television viewing
audience.

Programs children watch

Based on an analysis of the most watched progreons 2001 to June 2006, the
program genres that appealed most to children @g&d were reality television,
movies and comedy programs.

Willy Wonka & the Chocolate FactogndStuart Little 2topped the list of highest
rating programs for the 0—14 age group in 2005s&H#ms attracted audiences of
438,000 and 369,000 respectively.

The size of the 0-14 audience for the top 20 obiildr programs in 2006 ranged from
324,000 to 246,000. All of these programs wereheyABC Network, demonstrating
the significant role the ABC plays as a broadcastehildren’s programs.
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The top rating C programs with the 0-14 age grou@005 were the telemovies
Blinky Bill's White ChristmasndHildegarde, A Duck Down Undevhich attracted
audiences of 185,000 and 150,000 respectively.

The highest average 0-14s audience for an ongos®yi€s or P program was
achieved by the live action C dranfdipper and Lopakawith an audience of 84,000.

Programs specifically made for children dominatesltiewing habits of the 0—4 age
group. Forty-seven of the top 50 programs watchetthé 0—4 age group in 2005 were
categorised as children’s programs. All of thessypms were broadcast by the ABC.
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Background

Children’s Television Standards (CTS)

The development of standards for children’s program commercial free-to-air television
and monitoring compliance with these standardganeary functions of the Australian
Communications and Media Authority (ACMA) under Bmadcasting Services Act 1992.

A key objective of the CTS is to provide childrertiwaccess to a variety of quality television
programs made specifically for them, including Aakan drama and non-drama programs.
Commercial television licensees must broadcastzh @b at least 390 hours of C (children’s)
and P (preschool) programs per year, of whichatl260 hours must be C programs and 130
hours must be P programs. There is a requiremeB2fbours of first release C drama. For
the purposes of the CTS, children are people yauihge 14 years of age. All C and P
programs must be classified by ACMA prior to broastaon free-to-air commercial

television.

C programs must be broadcast during any of theviatig periods: 7.00 to 8.00 am, Monday
to Friday; 4.00 to 8.30 pm Monday to Friday; 7.00 @& 8.30 pm on weekends and school
holidays.

P programs must be broadcast during the periodah®t 4.30 pm, Monday to Friday.
Licensees must broadcast at least 30 mins of Rrarmand at least 30 mins of C programs
every weekday. All P programs must be Australian.

Commercial television licensees nominate in advanedime slots during which C and P
programs will be broadcast.

The C classification indicates to parents and céildhat a program has been specifically
produced for children in the 6 to 13 age rangeraedts the quality criteria set out in the
CTS. During C programs, parents should be abledbdonfident in allowing their children to
watch television without parental supervision. T}ES also contain special provisions
regarding the amount, content and presentatioomheercial material, which are intended to
meet some of the concerns about advertising duotdotehildren.

ACMA is undertaking a review of the CTS. This rasbgprovides an overview of the
viewing patterns of the child audience, to servaragput to the CTS review.
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Audience and ratings analysis

OzTAM television audience data

OzTAM (Australian Television Audience Measuremasthe official source of television
ratings information in Australia. OzTAM manages andrkets television audience ratings
data covering all channels for the five capitay aitetropolitan free-to-air television service
and the national subscription television service.

ACMA requested that OzTAM provide audience anchggidata for the following years:

2001, 2005 and January to June 2bTBese timeframes were selected at the commencement
of the project in order to provide a reasonablestpariod between measurement points—the
four years between 2001 and 2005—to establish ehétiere had been any change in
television viewing trends. Another consideratiorsvilae selection of the latest available

ratings data at the time of analysis.

The ratings data analysed for this report inclutkds averages (e.g., average time spent
viewing, average audience size) that have beenlesbd over a calendar year (or a specific
timeframe such as January to June 2006). As sudbes not draw a distinction between the
ratings and non-ratings periods which occur within eaderwdar year.

The audience and ratings data requested for thjegiris drawn from the five capital city
metropolitan markets. OzTAM started collectingmgt data for the subscription television
industry in August 2003, so ratings data for tkigvision platform was not available for the
2001 year.

The data file provided by OzTAM included data oe tbllowing variables:

broadcasting channel;

broadcast date;

program title;

country of origin;

program timeslot data (start, finish times);

average time spent viewing;

program rating;

viewer gender;

average size and reach of the child audience; and
average size and reach of the total viewing auéienc

! Throughout this report, the majority of the OzTAMdta for 2006 refers to the first six months of tatendar year, from January to June.
In some sections of the report, the 2006 figure eeen updated to reflect the results of a fuéradar year. These 2006 timeframe
differences have been noted in the text and tlesaal table headings.

2 The majority of the analyses presented in thismepere conducted in August to September 2006.

% The official OzTAM ratings are calculated using tiudience data from weeks seven to 48 (excludaaksv14 and 15 for Easter).
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CHILD AUDIENCE — AGE BAND BREAKDOWNS

As noted earlier, under the CTS, children are @efias people younger than 14 years of age.
For the purposes of this project, where relevaal, AM audience and ratings data are
reported for the following age bands: 0-14, 0—-4,%5-and where relevant, 13-17. The 0—4
age breakdown correlates with the pre-school agdiéor P programs and the 5-12 age
breakdown roughly correlates with the primary sdlamlience for C programs. As the
primary focus of this research report is to anabjs&ren’s viewing preferences in the
context of the CTS review, priority is given to peating the results for the 0-14 age band.
The presentation of findings for age bands 0-42533-17 is prioritised according to their
relevance to the issues raised by the CTS reviemefample, findings for the 0—4 age band
dominate discussion of audience data for P programntsey illustrate any interesting trends
in the data).

For the convenience of readers, a series of additidata tables reporting results for each age
band are presented in the appendix to this report.

ESTIMATION OF AVERAGE TIME SPENT VIEWING

The OzTAM data set provides two variables whiclnegte the average amount of time spent
viewing television in Australia. These variables average time spent (ATS) and average
time viewed (ATV) and are defined beltw

ATS reports the average number of hours or minsges of the program or time band
by people in the target market who have watchéeast one minute of that program
or time band.

ATV reports the average number of hours or minoféke program or time band seen
by all people in the target market in the estimgtepulation, whether they have
watched or not.

As a result, ATV values are lower than ATS valuastiie same program or time band. For
the purposes of this research report, both vasablk be used to provide a range of estimates
of the average time spent viewing by children irsthalia.

SAMPLE

The sample used by OzTAM to determine the rating#\tistralian television has been
selected to represent the population within eacimlarad capital city. A series of variables
have been used to characterise the sample inctyslrstcode, household size, number of
television sets, age, presence of children andigém station reception.

Viewing households are recruited to the OzTAM sttidpugh an establishment survey
which defines the population to be representeditantharacteristics. The survey is conducted
to a high standard via telephone interviews througlthe year. In managing the recruitment
process and monitoring turnover, the panel is adesido be an accurate representation of the
Australian population. There are two panels: théropelitan panel which is comprised of
3,035 homes (Sydney 765, Melbourne 705, Brisbabe Adelaide 475 and Perth 475) and
the National Subscription Television panel, whidmprises more than 1,000 subscription
television homes.

4 The description of these variables is based o®®#IBAM documentOzTAM Common terms and definitiansilable from the company
website atvww.oztam.com.auand the AGB Nielsen Media Research glossary aviailform the company website at
www.agbnielsen.net/glossary/glossary.afpe OzTAM document has also been reproduced appendix to this report.

® Based on the universe estimates data reported BAKdzthe proportion of subscription television hehslds in Australia was 24.9 per

cent in 2006.
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Findings

1. Audience size and amount of time spent viewingb vy
children

AUDIENCE SIZE TRENDS 2001 TO JUNE 2006

Free-to-air television

Children aged 0-14 comprise 20 per cent of theraliah population® As a result,
they represent a relatively small percentage ofdted potential viewing audience for
television. In 2005, 0-14 year olds made up onayed 3 per cent of the total
audience on free-to-air television, which was ddwm 15 per cent in 2001.

Figures 1.1 and 1.2 demonstrate that there hasassduction in the size of the
average child audience for free-to-air televisimmf 2001 to June 2006. Overall, the
size of the 0—14 free-to-air audience decreaseziilfy per cent from 2001 (281,000)
to June 2006 (212,000). In comparison, the all [geaperage audience for free-to-air
television decreased slightly from two million i6@L to 1.9 million in 2006.

As Figure 1.2 shows, from 2001 to June 2006, tleeamge size of the child audience
for free-to-air television decreased by 31 per éenb-12s and 26 per cent for 13-17
year olds. Although the size of the reduction waslger (17 per cent), the same trend
was observed among children aged 0—4 years.

Commercial television

Figures 1.3 and 1.4 provide the audience size srésrxdcommercial television over the
same period. As commercial television networks antéor the majority of free-to-air
television viewing, trends in audience size overpkriod from 2001 to June 2006 are
the same as those noted earlier for free-to-awigbn.

As Figure 1.4 shows, the size of the 0-14 commieacidience decreased by 25.5 per
cent from 2001 (216,000) to June 2006 (161,000¢omparison, the all people
average audience for commercial television decceslghtly from 1.6 million in

2001 to 1.5 million in 2006.

The average size of the child audience for comrakteievision decreased by 20 per
cent among 0—4s, 30 per cent among 5-12s and 2&pefor 13—17 year olds.

® Australian Bureau of Statistics 20@001 Census Community Profile Series: Australiatalogue 2001.0.
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Figure 1.1: Free-to-air television viewing — averag e audience (Monday—Sunday) size by age
group (0-4, 5-12, 13-17, 0-14, and all people), 200 1, 2005 and January—June 2006
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Figure 1.2: Free-to-air television viewing — averag e audience size by age group (0-4, 5-12, 13—
17 and 0-14), 2001, 2005 and January—June 2006
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Figure 1.3: Commercial television viewing — average audience (Monday—Sunday) size by age
group (0-4, 5-12, 13-17, 0-14 and all people), 2001 , 2005 and January—June 2006
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Figure 1.4: Commercial television viewing — average audience size by age group (04, 5-12,
13-17 and 0-14), 2001, 2005 and January—June 2006
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AMOUNT OF TIME SPENT VIEWING TRENDS 2001 TO 2006

In order to estimate the average amount of timiel@m spend viewing television in
Australia, OzTAM data on ATS and ATWvas analysed. The difference in the calculation of
these two variables was described eaflier.

Figures 1.5 to 1.7 present the ATS viewing foretiint television platforms for each age
group of interest over the period from 2001 to 2006

Figures 1.8 to 1.10 present the ATV viewing fofeliént television platforms for each age
group of interest over the period from 2001 to 2006

Average time spent (ATS)
Free-to-air television

The ATS viewing data in Figure 1.5 suggests thaty the five-year period from 2001
to 2006, children decreased the amount of time speyt viewing free-to-air
television. While children spend a significant ambaf time viewing television, on
average, they spend less time watching than adults.

In 2001, children aged 0-14 spent an average ofviiiQtes per day watching free to
air television. Children aged 0—4 spent an avecdd®?2 mins per day watching free-
to-air television. Children aged 5-12 and 13-1hsf&1 and 164 minutes
respectively. In comparison, the all people average 208 mins.

By 2006, the average time children spent viewieg-io-air television had decreased
across all of the age groups of interest. In 2@688dren aged 0-14 spent an average
of 142 minutes watching free-to-air television,aaerage decrease of 28 minutes over
the five years from 2001.

Children aged 0—4 spent an average of 154 mindggewatching free to air
television—an average decrease of 38 minutes bediite years from 2001. In 2006,
Children aged 5-12 and 13-17 averaged 130 and irf8#en of free-to-air television
per day, respectively—an average decrease of 22aminutes since 2001.

Commercial television

Commercial television networks account for the mgjof television viewing on
free-to-air television.

Figure 1.6 shows the decrease in the average arobtinte children spent viewing
commercial television each day over 2001 to 2006.

In 2006 (for the reader’s convenience, 2001 figuvilsappear in brackets after the
2006 data), children aged 0-14 spent an averag2lominutes watching commercial
television (2001: 140 minutes)—an average decreb$@ minutes.

Children aged 0—4 spent an average of 127 min@@l{ 150 mins) watching
commercial television—an average decrease of 28tesn In 2006, the 5-12s
averaged 112 minutes (2001: 124 mins) of commeteiaVision—an average
decrease of 12 minutes. The 13-17s averaged 123(8001: 151 mins)—an average

" The estimates of average time spent (ATS) and gedime viewed (ATV) provided by OzTAM are calc@dtusing a seven-day viewing
week (Monday to Sunday) and includes televisiomvirg within the 6.00 am to midnight timeslot.
8 Refer to the report section @stimation of average time spent viewing
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decrease of 23 minuté4n comparison, the all people average was 171 tesnu
(2001: 177 mins)—an average decrease of six minutes

Figure 1.5: Free-to-air television viewing — averag e time spent (ATS) viewing by age group (04,
5-12, 13-17 and 0-14), 2001, 2005 and 2006
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Figure 1.6: Commercial television viewing — average time spent (ATS) viewing by age group (0—
4,5-12, 13-17 and 0-14), 2001, 2005 and 2006
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® A breakdown of the average time spent viewing emttvork on Australian television (excluding subgtian television) by age group is
presented in the appendix.
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Subscription television

Based on the 2006 universe estimates reported BDAKz24.9 per cent of Australian
homes have access to subscription television.

As Figure 1.7 shows, children aged 0-14 spent arege of 177 minutes a day
watching subscription television in 2006. In costr@ trends for free-to-air and
commercial television, this was an increase of Irdutes per day from 2005.

Children aged 0—4 spent an average of 194 minaedgy watching subscription
television channels in 2006. The 5-12s and 13—1&saged 160 and 165 minutes
respectively.

The 0—4 age group recorded the largest increas@énspent viewing subscription
televisions from 2005 to 2006, with an increas@ binutes, with the 5-12s
increasing average time spent viewing subscrigetevision by 6 minutes and the
13-17s increasing average time spent viewing sidtger television by 10 minutes.

Figure 1.7: Subscription television viewing — avera  ge time spent (ATS) viewing by age group
(0-4, 5-12, 13-17 and 0-14), 2005 and 2006
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Average time viewed (ATV)

As noted earlier, time spent viewing can also basueed by the ATV variable. This variable
reports the average number of hours or minuteseoptogram or time band seen by all
people in the target market in the estimated pajuawhether they have watched or not. As
noted above, ATV values are lower than ATS valwesHe same program or time band.

The Figures 1.8 to 1.10 present the ATV data fothal age groups of interest from 2001 to
2006. The ATV data in Figures 1.8 and 1.9 mirrbesdaudience trends noted previously using
the ATS viewing data—that over the period from 2092006 children decreased the amount
of time they spent viewing free-to-air and commartelevision.

Free-to-air television

Based on ATV data for 2006, children aged 0-14 tspemverage of 84 minutes per
day watching free-to-air television.
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Children aged 0—4 spent an average of 102 mingedgy watching free-to-air
television. Children in the 5-12 and 13-17 age psdaoth spent on average 86 per
day, watching free-to-air television.

Figure 1.8: Free-to-air television viewing — averag e time viewed (ATV) by age group (0-4, 5-12,
13-17 and 0-14), 2001, 2005 and 2006
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Commercial television

Based on the ATV data for 2006, children aged Gsgeht an average of 64 minutes
per day viewing commercial television (Figure 1.9).

Children aged 0—4 spent an average of 70 minutedgyeviewing commercial
television. Among the 5-12s, the average time efving commercial television was
66 minutes, while for the 13-17s, the average véasinutes per day.

Subscription television

ATV figures for viewing of subscription televisi@re notably lower than ATS
figures, reflecting the penetration of rate of sulpgion television. The calculation of
the ATV for any program or time band on subscriptielevision takes into account
the target market in the estimated population efgfogram or time band in question,
including those without subscription television.

For 2006, ATV data (Figure 1.10) indicates thatdkerage time spent viewing
subscription television by the 0-14, 0—-4, 5-12 B8d17 age groups was around 30
minutes per day. The all people average was sjidgingher at 35 minutes.

Between 2005 and 2006 there was a small increaseenage time spent viewing
subscription television across all the age growpsiclered.
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Figure 1.9: Commercial television viewing — average time viewed (ATV) by age group (0-4, 5-
12, 13-17 and 0-14), 2001, 2005 and 2006

180

160

140

=
Ny
o

=
o
o

02001
B2005
W 2006

o]
o

Minutes per day

60

40 1

20

0-4 5-12 13-17 0-14 All People

Figure 1.10: Subscription television viewing —aver  age time viewed (ATV) by age group (0—4, 5—
12, 13-17 and 0-14), 2005 and 2006
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2. Day-part viewing

CHILD AUDIENCE PROFILES JANUARY-JUNE 2006 *°
Free-to-air television viewing
Monday to Sunday

The free-to-air television day-part viewing profdeer a seven-day week (Figure 2.1)
shows that the 0—14 audience for free-to-air telewireaches a peak of 262,000 in the
morning (8.00 to 9.00 am), falls away from 9.00tard.00 pm and then peaks at
532,000 in the early evening (7.00 to 8.00 pm).

Figure 2.2 shows that during these two timeslbis,0—14s accounted for 30.3 and
16.4 per cent respectively of the free-to-air viegvaudience.

Figure 2.1: Free-to-air television viewing — averag e audience (Monday—Sunday) size by hour
(6.00 am to midnight) and age group (0—4, 5-12, 13— 17 and 0-14), January—June 2006
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1% This section presents data on viewing trendsdor ige groups: 0-14, 0-4, 5-12 and 13-17. The Okd4ta is based on the hourly
viewing averages obtained in the five metropolitzarkets from 6.00 am to midnight, Monday to Sunday.
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Figure 2.2: Free-to-air television viewing — percen  tage of viewing audience (Monday—Sunday)
by age group, 0-4, 5-12, 13-17 and 0-14 for the per iod, January—June 2006
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Commercial television viewing
Monday to Sunday

Figure 2.3 shows that the average 0-14 audienaeacseven-day week reached a
morning peak of 134,000 during the 8.00 to 9.0Ctiameslot, falls away from 9.00 am
to 5.00 pm, then increases significantly after 0 reaching a peak of 480,000 in
the 7.00 to 8.00 pm timeslot.

Based on a seven-day week average (Figure 2.4)ghout most of the viewing day,
the 0—14s constitute less than 20 per cent ofahetercial television viewing
audience.

An exception to this trend is morning televisiorgute 2.4 shows that children in the
0-14 age band comprise 22.5 per cent of the t@aling audience for commercial
television from 7.00 to 8.00 am, followed by 20et pent between 8.00 and 9.00 am.

Children aged 0-14 account for proportionally lesthe commercial television
viewing audience from 9.00 am onwards and approtdin®.5 to nine per cent of the
total commercial television viewing audience betw2e0 and 6.00 pm. In the 6.00 to
7.00 pm period, the 0-14 age groups began to atémumore of the total viewing
audience (12.7 per cent), with a peak of 14.6 pat m the hour between 7.00 and
8.00 pm.
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Figure 2.3: Commercial television viewing — average audience (Monday—Sunday) size by hour
(6.00 am to midnight) and age group (0—4, 5-12, 13— 17 and 0-14), January—June 2006
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Figure 2.4: Commercial television viewing — percent  age of viewing audience (Monday—Sunday)
by age group, 0-4, 5-12, 13-17 and 0-14 for the per iod, January—June 2006
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Monday to Friday

Figure 2.5 shows that on weekdays, the 0-14 auelianeraged just over 100,000
during the morning timeslots of 7.00 to 9.00 anthvei peak of 114,000 viewers
during 8.00 to 9.00 am. The size of the 0-14 auwdieveraged more than 400,000
from 6.00 to 9.00 pm, reaching a peak of 492,00thduhe period 7.00 to 8.00 pm.
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Figure 2.5: Commercial television viewing — average audience (Monday-Friday) size by hour
(6.00 am to midnight) and age group (0—4, 5-12, 13— 17 and 0-14), January—June 2006
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Figure 2.6 presents the percentage of viewing agdidata for weekdays, Monday to
Friday. The child audience peaks at around 15 @etr during the morning timeslots
of 7.00 to 9.00 am and at 7.00 to 8.00 pm durireneng prime time.

Figure 2.6: Commercial television viewing — percent  age of viewing audience (Monday—Friday)
by age group, 0-4, 5-12, 13-17 and 0-14 for the per iod, January—June 2006
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Saturday and Sunday
Figure 2.7 shows that on average, the 0-14 audienc®@mmercial television was
generally higher on weekends. It reached a momp@ak on Saturdays and Sundays
around the 8.00 to 10.00 am timeslot, with avemg#ience numbers of 186,000 to
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192,000. The average 0-14 audience remained wedlX80,000 from 11.00 am to
5.00 pm, after which it rose to a peak of 447,000nd) the 7.00 to 8.00 pm timeslot.

Figure 2.8 illustrates children aged 0-14 as agregage of all people viewing
audience for commercial television on Saturday @ndday.

Figure 2.7: Commercial television viewing — average audience (Saturday—Sunday) size by hour
(6.00 am to midnight) and age group (0—4, 5-12, 13— 17 and 0-14), January—June 2006
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Figure 2.8: Commercial television viewing — percent  age of viewing audience (Saturday—
Sunday) by age group, 0-4, 5-12, 13-17 and 0-14, Ja nuary—June 2006
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Subscription television viewing

Monday to Sunday

Figure 2.9 profiles the average audience over arseay week for subscription
television by age group from 6.00 am to midnighshiows that in households with

subscription television, the average audience arpeongle aged 0—14 reaches a peak

of 67,000 during the morning (8.00 to 9.00 am).

Figure 2.9 also shows that the size of the avebadd subscription television
audience remains at just over 60,000 for the resteoviewing day until 3.00 pm,
when it increases to 74,000. From 4.00 pm to 8r0tpe 0—14 subscription

television audience totalled at least 100,000, wigfeak of 109,000 in the 5.00 to 6.00

pm timeslot.

It is worth noting that on average, for the 4.06100 pm timeslot, the 0-14
subscription television audience (100,000) washliygarger than its commercial

television counterpart (97,000). However, over3H@0 to 9.00 pm period, the average

size of the 0-14 audience starts to diverge sicantily, with commercial television
attracting an average 0-14 audience that is fowedithe size of the subscription
television 0-14 audience.

The subscription television day-part viewing prefg similar to the commercial
television profile presented earlier. Childrenhie D—14 age group are a significant
proportion of the viewing audience in the 7.00 1@0%am period. Figure 2.10 shows
that people aged 0-14 account for over 27 perafdahie total subscription television
viewing audience at this time.

Figure 2.9: Subscription television viewing —avera  ge audience (Monday—Sunday) size by hour
(6.00 am to midnight) and age group (0—4, 5-12, 13— 17 and 0-14), January—June 2006
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From 2.00 to 6.00 pm, the 0—14 audience group gygadreases as a proportion of the
total subscription television viewing audience—fr@f4 per cent to 20.8 per cent in the
5.00 to 6.00 pm period. As a proportion of theltstdoscription television viewing
audience, the 0-14s represent approximately 20gyerof viewers during the 5.00 to
7.00 pm timeslot.
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Figure 2.10: Subscription television viewing — perc

Sunday) by age group, 0-4, 5-12, 13-17 and 0-14 for

entage of viewing audience (Monday—

the period, January—June 2006
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CHILD AUDIENCE TRENDS: 2001, 2005 AND JANUARY-JUNE 2006

Free-to-air television

Monday to Sunday

Table 2.1 presents the average audience size dptepaged 0-14 audience who
watched free-to-air television from 6am to midnigiibnday to Sunday. A review of
the data from 2001 to June 2006 shows that thevdéan a decline in the average
size of the 0-14 audience watching free-to-ainislen over this period.

Figure 2.1: Free-to-air television viewing — averag

by hour (6.00 am to midnight, Monday—Sunday), 2001,

e audience (AUD) size for people aged 0-14

2005 and January—June 2006

Time band 06:00-07:00| 07:00-08:00| 08:00-09:00| 09:00-10:00| 10:00-11:00| 11:00-12:00
2001 53,000 308,000 380,000 283,000 182,000 137,000
2005 64,000 263,000 309,000 216,000 144,000 106,000
2006 52,000 224,000 262,000 186,000 123,000 94,000
200105 11,000 -45,000 -71,000 -67,000 -38,000 -31,000
2001-06 -1,000 -84,000 -118,000 -97,000 -59,000 -43,000
% change 2001-05 21% -15% -19% -24% -21% -23%
% change 2001-06 -2% -27% -31% -34% -32% -31%
Time band 12:00-13:00| 13:00-14:00| 14:00-15:00| 15:00-16:00| 16:00-17:00| 17:00-18:00
2001 127,000 123,000 123,000 205,000 337,000 434,000
2005 95,000 93,000 92,000 160,000 265,000 337,000
2006 86,000 84,000 83,000 135,000 221,000 309,000
2001-05 -32,000 -30,000 -31,000 -45,000 -72,000 -97,000
2001-06 -41,000 -39,000 -40,000 -70,000 -116,000 -125,000
% change 2001-05 -25% -24% -25% -22% -21% -22%
% change 2001-06 -32% -32% -33% -34% -34% -29%
Time band 18:00-19:00| 19:00-20:00| 20:00-21:00| 21:00-22:00| 22:00-23:00| 23:00-24:00
2001 573,000 645,000 554,000 350,000 181,000 66,000
2005 480,000 552,000 480,000 312,000 169,000 68,000
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2006 459,000 532,000 460,000 298,000 152,000 63,000
2001-05 -93,000 -93,000 -74,000 -38,000 -12,000 2,000
2001-06 -114,000 -113,000 -94,000 -52,000 -29,000 -3,000

% change 2001-05

-16%

-14%

-13%

-11%

-7%

3%

% change 2001-06

-20%

-18%

-17%

-15%

-16%

-5%

Commercial television

Monday to Sunday

Table 2.2 presents the average audience size éptgpaged 0—-14 who watched
commercial television from 6.00 am to midnight, May to Sunday. Between 2001 to
June 2006, there has been a decline in the aveizgef the 0-14 audience watching
commercial television over virtually all viewingres.

Table 2.2: Commercial television viewing — average
by hour (6.00 am to midnight, Monday—Sunday), 2001,

audience (AUD) size for people aged 0-14

2005 and January—June 2006

Time band 06:00-07:00| 07:00-08:00| 08:00-09:00| 09:00-10:00| 10:00-11:00| 11:00-12:00
2001 45,000 207,000 223,000 181,000 126,000 111,000
2005 27,000 124,000 142,000 101,000 82,000 79,000
2006 25,000 119,000 134,000 93,000 77,000 73,000
AUD change 2001-05 -18,000 -83,000 -81,000 -80,000 -44,000 -32,000
AUD change 2001-06 -20,000 -88,000 -89,000 -88,000 -49,000 -38,000
%Change 2001-05 -40% -40% -36% -44% -35% -29%
%Change 2001-06 -44% -43% -40% -49% -39% -34%
Time band 12:00-13:00| 13:00-14:00| 14:00-15:00| 15:00-16:00| 16:00-17:00| 17:00-18:00
2001 111,000 109,000 108,000 122,000 162,000 252,000
2005 84,000 83,000 82,000 98,000 106,000 179,000
2006 76,000 76,000 75,000 81,000 97,000 182,000
AUD change 2001-05 -27,000 -26,000 -26,000 -24,000 -56,000 -73,000
AUD change 2001-06 -35,000 -33,000 -33,000 -41,000 -65,000 -70,000
% change 2001-05 -24% -24% -24% -20% -35% -29%
% change 2001-06 -32% -30% -31% -34% -40% -28%
Time band 18:00-19:00| 19:00-20:00| 20:00-21:00| 21:00-22:00| 22:00-23:00| 23:00-24:00
2001 514,000 579,000 497,000 316,000 166,000 60,000
2005 438,000 487,000 422,000 279,000 153,000 61,000
2006 421,000 480,000 414,000 272,000 139,000 56,000
AUD change 2001-05 -76,000 -92,000 -75,000 -37,000 -13,000 1,000
AUD change 2001-06 -93,000 -99,000 -83,000 -44,000 -27,000 -4,000

% change 2001-05

-15%

-16%

-15%

-12%

-8%

2%

% change 2001-06

-18%

-17%

-17%

-14%

-16%

-7%

Table 2.2 shows that on average, the 8.00 to 9r0fimeslot attracted the highest
number of viewers in the 0—-14 age group. In 2004 ,800 to 9.00 am timeslot
attracted an average 0-14 audience of 223,000uBgy 2006, the average audience
for this timeslot had dropped to 134,000. This espnts a loss of approximately 40
per cent of the 0—14 children’s audience over #r@op from 2001 to June 2006.

In the 4.00 to 5.00 pm timeslot, commercial tel®mnshas lost an average of 65,000
viewers in the 0—14 age group from 2001 to Juné ZB0the 5.00 to 6.00 pm slot, the
average decline is 70,000). This represents areaaédidecline of 40 per cent over this

period.
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Subscription television

Monday to Sunday

Table 2.3: Subscription television viewing — averag

by hour (6.00 am to midnight, Monday—Sundayy), 2001,

e audience (AUD) size for people aged 0-14

2005 and January—June 2006

Time band 06:00-07:00| 07:00-08:00| 08:00-09:00| 09:00-10:00| 10:00-11:00| 11:00-12:00
2005 12,000 44,000 57,000 54,000 53,000 50,000
2006 15,000 51,000 67,000 66,000 64,000 63,000
AUD change 200506 3,000 7,000 10,000 12,000 11,000 13,000
% change 2005-06 25% 16% 18% 22% 21% 26%
Time band 12:00-13:00| 13:00-14:00| 14:00-15:00| 15:00-16:00| 16:00-17:00| 17:00-18:00
2005 49,000 48,000 46,000 55,000 77,000 84,000
2006 62,000 61,000 61,000 74,000 100,000 109,000
AUD change 2005-06 13,000 13,000 15,000 19,000 23,000 25,000
% change 2005-06 27% 27% 33% 35% 30% 30%
Time band 18:00-19:00| 19:00-20:00| 20:00-21:00| 21:00-22:00| 22:00-23:00| 23:00-24:00
2005 81,000 81,000 71,000 52,000 34,000 20,000
2006 106,000 103,000 91,000 66,000 43,000 26,000
AUD change 200506 25,000 22,000 20,000 14,000 9,000 6,000
% change 200506 31% 27% 28% 27% 26% 30%

Table 2.3 shows that there have been significameases across all timeslots in the
average size of the 0—14 audience over a sevemeel watching subscription

television. Data note: The percentage increasesrsihoTable 2.3 are not equivalent
in scale to the commercial television and freeitdigures reported in Table 2.1 and

2.2. This is a function of the difference in baselviewing audience for each
platform. As Table 2.3 shows, the average viewundjence for subscription

television in 2005 is much lower than the audidiocecommercial and free-to-air

television.

Comparing weekday viewing across free-to-air, comme
television for 0-14s

rcial and subscription

Table 2.4 reports the average 0—14 audience ofidrag, commercial and subscription
television for the weekday afternoon 4.00 to 5.60tpneslot.

Table 2.4 shows that there has been a 36 per eelinel in the 0-14 free-to-air
audience (a 48 per cent decline for commercialiglen) over the 2001 to June 2006

period.

While there appears to be an increase in the agemagber of 0-14s watching
subscription television, this finding should beesrmireted with caution as data is only
available for the 2005 to June 2006 period. Norlesize the average size of the 4.00 to
500 pm 0-14 audience watching subscription telemi$102,000) is greater than the
audience watching commercial television (79,00@hatsame time.

Table 2.4: Children’s weekday viewing patterns for

television — average audience (AUD) size for people

commercial, free-to-air and subscription

aged 0-14 by 4.00-5.00 pm timeslot

(Monday—Friday), 2001, 2005 and January—June 2006

Time band 16:00-17:00

Television platform Commercial Free-to-air Subscription

2001 152,000 387,000 na

2005 87,000 305,000 79,000

2006 79,000 246,000 102,000

AUD change 2001-05 -65,000 -82,000 na
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AUD change 2001-06 -73,000 -141,000 na
% change 2001-05 -43% -21% na
% change 2001-06 -48% -36% na
AUD change 2005-06 -8,000 -59,000 23,000
% change 2005-06 -9.20% -19.34% 29.11%

na=data not available

Comparing weekend viewing across free-to-air, comme
television for 0-14s

Under the CTS, C programs are able to be broatessseen 7.00 am to 8.30 pm on
weekends. Table 2.5 details the average size aftiiet audience aged 0-14n different
television platforms across the weekend timeskatsf6.00 to 11.00 am.

rcial and subscription

Table 2.5 shows that free-to-air television (inchgdcommercial television) attracts a
significant child audience to its weekend mornimggpamming. In the six months to
June 2006, the average 0—14 audience ranged ifreme286,000 (8.00 to 9.00 am)
to 185,000 (10.00 to 11.00 am).

A significant proportion of the weekend morningldraudience are watching
commercial television programming, with the average of the 0—14 audience
ranging from 140,000 (7.00 to 8.00 am) to 192,30 to 10.00 am).

As noted previously, there has been a declinedratlerage size of the 0-14 audience
watching free-to-air (including commercial) telgeis between 2001 and June 2006.
Table 2.5 analyses this reduction for the weekeathing timeslots. Overall, the 0-14
audience for free-to-air and commercial televidias decreased by approximately 30
per cent from 8.00 to 11.00 am. While the average &f the 0—14 audience
fluctuated in the earlier timeslot of 6.00 to 7408, the overall audience trend was
downward.

Based on the available data—for the 2005 to Jufé period—subscription
television reported an increase in the size of tlieerage 0—14 audience over all of
the weekend timeslots under review (6.00 to 11r@Q &his increase was in the 15—
20 per cent range and was equivalent to approxiyna000 extra viewers during
the 8.00 to 9.00 am timeslot.

Although there is evidence of consistent growtthm 0—14 child audience for
subscription television, their weekend morning aade remains smaller than the
commercial television audience. To illustrate, Jaauary to June 2006 data showed
that subscription television attracted an averdd®6,000 viewers aged 0—14 during
the 9.00 to 10.00 am weekend timeslots, while cororaltelevision drew 192,000
viewers.

Table 2.5: Children’s weekend viewing patterns for commercial, free-to-air and subscription

television — average audience (AUD) size for people  aged 0-14 by 6.00—11.00 am timeslot
(Saturday—Sunday), 2001, 2005 and January-June 2006

Commercial television

Time band 06:00-07:00| 07:00-08:00| 08:00—09:00 09:00-10:00 10:00-11:00
2001 35,000 178,000 264,000 263,000 233,000
2005 40,000 157,000 208,000 213,000 186,000
2006 33,000 140,000 186,000 192,000 163,000
AUD change 2001-05 5,000 -21,000 -56,000 -50,000 -47,000

1 A breakdown of the average audience size for teahd 5-12 age bands appears in the appendix.
12|n 2005, there was a small increase (of 5,008)énaverage size of the 0-14 audience for comneetévision during the early morning

6.00-7.00 am timeslot.

Australian Communications and Media Authority

26




AUD change 2001-06 -2,000 -38,000 -78,000 -71,000 -70,000
% change 2001-05 14% -12% -21% -19% -20%
% change 2001-06 -6% -21% -30% -27% -30%
Free-to-air television

Time band 06:00-07:00| 07:00-08:00| 08:00—09:00 09:00-10:00 10:00-11:00
2001 50,000 236,000 397,000 355,000 270,000
2005 55,000 230,000 337,000 268,000 214,000
2006 43,000 192,000 286,000 237,000 185,000
AUD change 2001-05 5,000 -6,000 -60,000 -87,000 -56,000
AUD Change 2001-06 -7,000 -44,000 -111,000 -118,000 -85,000
% change 2001-05 10% -3% -15% -25% -21%
% change 2001-06 -14% -19% -28% -33% -31%
Subscription television

Time band 06:00-07:00| 07:00-08:00| 08:00-09:00 09:00-10:00 10:00-11:00
2001 na na na na na
2005 13,000 43,000 75,000 89,000 86,000
2006 15,000 50,000 90,000 105,000 102,000
AUD change 2001-05 2,000 7,000 15,000 16,000 16,000
% change 2005-06 15% 16% 20% 18% 19%

na=data not available

3. HIGHEST RATING PROGRAMS AMONG AUSTRALIAN CHILDRE N

An analysis of the highest rating programs ovenaihe 0—14 age group over 2001, 2005
January—June 2006 was undertaken to identify trendsogramming characteristics and
audience levels. Further analysis of the most veatggrograms in 2005 was undertaken for
the age bands of interest, 0-14, 0-4, 5-12 and713-1

Table 3.1 shows that the main program genres wdtichehe 0—14 age group, based
on an analysis of the top 50 rating programs fr@®12o June 2006, are reality
television, movies and comedy programs. The retdigvision genre dominated the
list of high rating programs for 0—14 year olds;@mting for the highest number of
programs on the top 50 in 2001 and 2005 (and fafigwwomedy in the first six
months of 2006). Movies were the second most wdtgeare in 2001 and 2005.
Children’s program form a relatively small percentage of the top &tihg programs

for each period.

Table 3.1: Free-to-air television viewing — breakdo

programs among people aged 0-14 in 2001, 2005 and J anuary—June 2006

wn of program genre for the Top 50 rating

Program genre 2001 2005 June 2006
Children’s programs 6 9 3
Comedy 5 6 20
Drama 1 1 0
Infotainment 4 0 0
Light entertainment 0 1 4
Mini series 2 0 0
Movies: feature film 13 12 4
Reality television 17 16 15
Specials 0 1 1
Sports event 2 4 3
Total 50 50 50

Table 3.2 shows that Network Ten dominated theofisbp 50 programs for the 0-14 age
group for 2001, 2005 and the first six months dd&0

13 For the purposes of collecting ratings data, timeseprograms categorised by broadcasters asrehitdprograms’. It is important to note
that while this category would include C and P paogs, it includes many other programs identifiedhyadcasters as children’s
programs that are not C or P programs.
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Although Network Ten consistently provided a highpgmortion of the top rating programs
for the 0—14 age group, an analysis of top 50 gghrograms in the 0—4 age range (see
Table 3.3) highlights the dominant role played by ABC as a program provider for
preschoolers.

Table 3.2: Free-to-air television viewing — broadca  sters# of the top 50 rating programs among
people aged 0-14, 2001, 2005 and January—June 2006

Broadcast network 2001 2005 June 2006
ABC 7 9 3
Nine 9 9 7
Seven 13 5 2
Ten 21 27 38
Total 50 50 50

# Note: The SBS network does not appear in this table because it did not have a program in any of the age-based top 50 lists
analysed for this project.

Table 3.3: Free-to-air television viewing — broadca  sters# of the top 50 rating programs among
people aged 0—4, 2001, 2005 and January—June 2006

Broadcast network 2001 2005 June 2006
ABC 34 47 45
Nine 6 2 1
Seven 3 0 1
Ten 7 1 3
Total 50 50 50

# Note: The SBS network does not appear in this table because it did not have a program in any of the age-based top 50 lists
analysed for this project.

Table 3.4: Free-to-air television viewing — program production: country of origin for the top 50
rating programs among people aged 0-14, 2001, 2005 and January—June 2006

Country of origin 2001 2005 June 2006
Australia 25 21 24
Canada 0 1 0
Europe 1 1 0
United Kingdom 2 7 3
USA 22 19 23
Other overseas 0 1 0
Total 50 50 50

Table 3.4 demonstrates that over 2001, 2005 anfirsthdalf of 2006, Australia and the
USA were the main source of top ratings watcheft@sto-air television for the 0-14
age group.

In contrast, over the same period, the United Kamydls the main source of top rating
programs watched by the 0—4 age group, followeAdmstralia (see Table 3.5).

Table 3.5: Free-to-air television viewing — program production: country of origin for the top 50
rating programs among people aged 0—4, 2001, 2005 a nd January—June 2006

Country of origin 2001 2005 June 2006
Australia 21 7 13
Canada 1 4 4
Europe 1 1 2
United Kingdom 20 32 22
USA 6 6 9
Other overseas 1 0 0
Total 50 50 50

Highest rating programs by age group

This section analyses the top 50 rating programadwast on free-to-air television for
different age bands. OzTAM data for the 2005 caderygar was analysed as it represented
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the latest 12-month timeframe for which televisaudience data would be available at the
time the analysis was conductédlo facilitate presentation of the 2005 results, tthp 50
data for the 2001 year and the first six month2Q§f6 appear in the appendix to this report.

0-14 age group

A complete listing of the 2005 top 50 rating pragsafor the 0-14 age group is shown in
Table 3.6. The data shows:

The size of the 0-14 audience for these prograngedchfrom 438,000 to 263,000.

The list of highest rating programs for the 0—14swopped by two feature films
aimed at the child audiencélilly Wonka & the Chocolate Factoattracted an
audience of 438,000, whituart Little 2drew 369,000. Both programs were
broadcast by the Nine Network.

The most watched program genres represented arheriy-14 age group’s top 50
were reality television (representing 32 per cang) feature films (24 per cent).

A total of nine children’s programs (18 per cengdea the top 50 list. Other genre
categories included comedy (12 per cent) and spwdsts (four per cent).

Network Ten programs accounted for more than Hali@ programs on the 0-14 top
50 list (54 per cent). The ABC and Nine Network &vaext with nine programs each,
followed by the Seven Network with five.

The majority of programs were sourced from threeketa, Australia (21 programs);
USA (19) and the United Kingdom (seven).

The programs attracting the highest number of G«k4 olds were scheduled during
evening prime time, when children are viewing irganumbers (see day-part analysis
in section 2).

0—4 age group *°

The size of the 0—4 audience for the top 50 progren2005 ranged from 157,000 to
115,000.

The highest rating program in 2005 among the 0-e4gagup wag-ireman Sam,
broadcast by the ABC.

Programs specifically made for children dominatezltiewing habits of the 0—4 age
group. Forty-seven of the top 50 programs watchetthé 0—4s in 2005 were
categorised as children’s programs. All of thesmypms were broadcast by the ABC.
The remainder of the list consisted of a major spgrevent (Th&005 AFL Grand
Final) and two moviesWilly Wonka & the Chocolate FactogndStuart Little 3. All
three programs were broadcast on commercial tébevisetworks.

Programs were sourced from five markets, Aust(akaen programs); Canada (four);
Europe (one); United Kingdom (32) and the USA (s these figures show,
approximately 86 per cent of the programs beingked by the 0—4 age group were
produced overseas. Australian-made programs acéautite remaining 14 per cent
of the programs listed in the 0—4 top 50 list.

14 67TAM audience data at July 2006
A complete listing of the 2005 top 50 rating pragsafor the 0—4 age group appears in the appendix.

Australian Communications and Media Authority 29



Table 3.6: Free-to-air television viewing — top 50

rating programs for people aged 0-14 in 2005

2005 rank Top 50 programs, 0—14 age group Channel Country AUD

1 Willy Wonka & The Chocolate Factory — rpt Nine UK 438,000
2 Stuart Little 2 Nine USA 369,000
3 Ten’s AFL Finals: 2005 Grand Final Sydney V West Coast |Ten Australia 358,000
4 Australia’s Brainiest Comedians Ten Australia 345,000
5 Big Brother — The Winner Announced Ten Australia 343,000
6 Big Brother — The Final Eviction Ten Australia 340,000
7 Mythbusters — Jaws Special Seven Other OS 332,000
8 The All New Simpsons Ten USA 324,000
9 Wallace And Gromit: A Grand Day Out — pm ABC UK 324,000
10 Australian Idol — Audition 1 Ten Australia 322,000
11 M-Spy Kids 2: The Island Of Lost Dreams Seven USA 321,000
12 Big Brother — Live Surprise Ten Australia 318,000
13 Big Brother — Viewer's Verdict Ten Australia 315,000
14 Futurama Ten USA 310,000
15 Seven’s Tennis: 2005 Aust Open Finals — Men'’s Final Seven Australia 308,000
16 The Simpsons Tues Ep 1 Ten USA 307,000
17 Australian Idol — Audition 3 Ten Australia 306,000
18 Big Brother — Lies Exposed Ten Australia 306,000
19 The 2005 Grand Final Wrap Up Ten Australia 305,000
20 Bring It On — rpt Nine USA 301,000
21 The Simpsons Tues Ep 2 Ten USA 299,000
22 The All New Simpsons Mon Ten USA 298,000
23 Angelina Ballerina: The Show Must Go On — am ABC UK 298,000
24 Australian Idol Live From The Opera House Ten Australia 296,000
25 M-The Sword In The Stone Seven USA 292,000
26 The 2005 Grand Final Pre Match Ten Australia 292,000
27 Australian Idol — The Final Verdict Ten Australia 290,000
28 Australian Idol — Audition 2 Ten Australia 290,000
29 Australian Idol — Top 150 Ten Australia 289,000
30 The Simpsons Tues Ten USA 289,000
31 Harry Potter And The Chamber Of Secrets Nine UK 289,000
32 Australian Idol — Final 30 Ten Australia 287,000
33 Wallace And Gromit: The Wrong Trousers — pm ABC UK 285,000
34 Big Fat Liar Ten USA 280,000
35 Horrible Histories — pm ABC USA 280,000
36 Harry Potter And The Philosopher's Stone — rpt Nine USA 279,000
37 Lost: The Finale Seven USA 275,000
38 Chicken Run — rpt Nine USA 275,000
39 Little Lulu — pm ABC Canada 274,000
40 The X Factor Audition 1 Ten Australia 273,000
41 Mamemo — pm ABC European 272,000
42 Fairly Odd Parents — pm ABC USA 270,000
43 Big Brother — Opening Night Ten Australia 268,000
44 Cats & Dogs Nine USA 267,000
45 Bb3b — pm ABC UK 266,000
46 Shrek — rpt Nine USA 265,000
47 Bob The Builder Special: Bob’s Big Plan — am ABC UK 265,000
48 Antz — rpt Nine USA 264,000
49 Australian Idol — Audition 4 Ten Australia 263,000
50 Big Brother — Intruders Ten Australia 263,000

5-12 age group 10

The size of the 5-12 audience for their top 5Ggagirograms in 2005 ranged from
281,000 to 168,000.

16 A complete listing of the 2005 top 50 rating pragsafor the 5-12 age group appears in the appendix.
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The highest rating program in the 5-12 age grouptva movieWilly Wonka & the
Chocolate Factory

The most watched program genres among the 5—-12sma&vies and reality
television. These genres accounted for 30 (60 gat) of the top 50 rating programs
in 2005.

A total of eight children’s programs (16 per cam@de the top 50 list. Other genre
categories included comedy (12 per cent), lightainment (four per cent) and
sports-related programming (Six per cent).

As for the 0—14 age group, Network Ten programseveeieature of the 5-12 top 50
list, with the network accounting for 26 of the @ programs. The Nine Network
was next with 12 programs, followed by the ABC #mel Seven Network with eight
and four programs respectively.

Programs made in the United States of America adeduor almost half (23
programs) of the 5-12 top 50 programs. Australiadenprograms (20) made up 40
per cent of the list, with the United Kingdom (saf)d ‘Other overseas’ (one)
providing the remaining programs.

13-17 age group o
The size of the 13-17 audience for these programged from 230,000 to 122,000.

The highest rating program among the 13-17s waartheuncement of the winner of
the 2005 series dig Brother, broadcast by Network Ten.

The most watched program genre among this age graspeality television. This
genre accounted for 19 of the top 50 rating progran2005. The comedy genre also
performed well, accounting for 11 of the top 50tspo

Network Ten dominated the 13-17 top 50 programdistounting for 38 of the top-
rating programs broadcast (76 per cent). The SB\dwork was next with eight
programs, followed by the Nine Network with fouograms.

No ABC programs made the top 50 program list forlli3year old viewers in 2005.

Australia and the USA were the dominant sourcerofamming content for the 13—
17 top 50, with Australia providing just over haffthe programs (26), followed
closely by the USA (22).

4. AUDIENCES FOR CHILDREN'S PROGRAMS

Highest rating children’s programs in 2005

This section presents the OzTAM data on the avesilageence sizes for ‘children’s
programs’ broadcast in 2005. The data refers tgraras categorised as children’s programs
by free-to-air broadcasters, including C and P @o. As in the previous section, the
ratings data is based on the results for the 2@@ndar year as this was the latest 12-month
period for which television ratings data was a##aat the time the analysis was conducted.
Additional data on the highest rating children’sgmams for each commercial television
network is presented in the appendix.

Table 4.1 provides a complete listing of the 0—d4 group’s top 20 children’s programs
broadcast on free-to-air television in 2005.

A complete listing of the 2005 top 50 rating pragsafor the 13—17 age group appears in the appendix.

Australian Communications and Media Authority 31



Table 4.1: Free-to-air television viewing: Top 20 ¢ hildren’s programs in the 0-14 age group in
2005, ranked by size of average audience

2005 rank [ Top 20 children’s programs, free-to-air television, Episode counter Channel |AUD
0—14 age group [5 city metro]

1 Wallace And Gromit: A Grand Day Out — pm 1 ABC 324,000
2 Angelina Ballerina: The Show Must Go On — am 1 ABC 298,000
3 Wallace and Gromit: The Wrong Trousers — pm 1 ABC 285,000
4 Horrible Histories — pm 26 ABC 280,000
5 Little Lulu — pm 28 ABC 274,000
6 Mamemo — pm 1 ABC 272,000
7 Fairly Odd Parents — pm 27 ABC 270,000
8 Bb3b — pm 13 ABC 266,000
9 Bob the Builder Special — am 1 ABC 265,000
10 Chalk Zone — pm 26 ABC 258,000
11 Tutenstein — pm 22 ABC 258,000
12 Tupu — pm 27 ABC 257,000
13 Tracey McBean — pm 52 ABC 255,000
14 Blue Water High — pm 26 ABC 254,000
15 Being lan — pm 18 ABC 254,000
16 Olliver's Adventures — pm 53 ABC 253,000
17 Martin Morning — pm 53 ABC 250,000
18 Kenny the Shark — pm 25 ABC 248,000
19 Active Kidz — pm 12 ABC 247,000
20 Basil Brush — pm 13 ABC 246,000

ABC's role in broadcasting children’s programs

The size of the 0-14 audience for these prograngehfrom 324,000 to 246,000, with
all of the top 20 rating children’s programs braagtdoy the ABC Network. This table
clearly demonstrates the significant role playedhigyABC as a broadcaster of children’s
programs.

The top three rating programs were single one-afaticasts (two episodes of Wallace
and Gromitseries and a special episodeédofjelina Ballerind.

The ABC also attracted high average audiences (8209 for a number of their ongoing
children’s series such &orrible Histories, Little LuluandFairly Odd ParentsEach of
these series comprised at least 26 episodes, otk of the longer series, suchTaacey
McBean(50+ episodes), attracting average audiences of than 250,000 over the
course of the series broadcast.

Analysis of the Sydney market data showed thaAB€ screened a total of 316
children’s programs in 2005. This was the higheshber of children’s programs on free-
to-air television. All three commercial networksesened more than 30 or more children’s
programs, with Nine screening 52 programs, follolwgdhe Seven (42) and Ten (30).
SBS screened a total of four children’s programs.

Top 20 rating children’s programs on commercial tel evision — 2005

The size of the 0-14 audience for the childrentggpems on commercial television
ranged from 196,000 to 63,000.
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Compared with the earlier findings for the top 2ldren’s programs broadcast on free-
to-air (the ABC), the average ratings performaricine children’s programs broadcast on
commercial television was significantly lower.

The Seven Network dominated the 2005 top 20 chldrprograms list, with 14
programs, followed by the Nine Network with fouograms. Network Ten made the list
with its two children’s morning programspasted T\andCheez TV

The highest ratings for children’s programs on caruial television were achieved for
programs broadcast as part of a regular prograckldo Saturday morning. This is
demonstrated in the Seven Network’s ratings fogpmms such aSaturday Disney,
Disney Adventures, StanlapdThat’'s So Raven

Similarly, Network Ten’s regular weekday morninggram for childrenToasted TY
was one of the best performing children’s programterms of attracting people aged 0—
14 to the Network in 2005.

Table 4.2: Commercial television viewing: top 20 ch  ildren’s programs in the 0-14 age group in
2005, ranked by size of average audience

2005 | Top 20 children’s programs, commercial television, O— | Episode counter | Channel |AUD
rank 14 age group [5 city metro]
1 Saturday Disney 53 Seven 196,000
2 Stanley 52 Seven 196,000
3 Blinky Bill's White Christmas* 1 Seven 185,000
4 Disney Adventures 146 Seven 154,000
5 Hildegarde, A Duck Down Under* 1 Nine 150,000
6 Disney Adventures (R) 11 Seven 132,000
7 That's So Raven 31 Seven 109,000
8 K-Zone TV 8 Seven 88,000
9 Flipper And Lopaka — The Search For Neptune’s 26 Seven 84,000
Trident
10 Tribe: The New Tomorrow 26 Seven 77,000
11 Toasted TV 449 Ten 77,000
12 Jetix 32 Seven 75,000
13 The Book Of Pooh 18 Seven 74,000
14 Cheez TV 164 Ten 70,000
15 Fairy Tale Police 10 Seven 68,000
16 The Shapies — The Search For Rudolph — rpt 1 Nine 68,000
17 Tabaluga 38 Seven 67,000
18 The Fairies (R) 4 Seven 67,000
19 The Shapies — rpt 18 Nine 63,000
20 The Eggs — rpt 9 Nine 63,000

*C drama telemovie

Highest rating children’s C & P programs in 2005
The highest rating children’s C & P programs in 2@@e presented in Table 4%,

Blinky Bill's White ChristmasndHildegarde, A Duck Down Undexttracted the highest
0-14 audience for a C program. These telemoviesctttl audiences of 185,000
and150,000 respectively.

18 A complete listing of the 2005 top 20 children’sgrams broadcast by each commercial network ispted in the appendix.
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The highest average 0—14s audience for an ongoswyi€s or P program was achieved
by the live action C dram&lipper and Lopakawith an audience of 84,000.

First release Australian C drama achieved slighiyner ratings than C non-drama
programs-® The top 10 C and P children’s program list incllitigo P programsTihe
Fairies andHi-5), but no C non-drama prograrfs.

Table 4.3: Commercial television viewing: top 10 ch  ildren’s C & P programs and series in the
0-14 age group in 2005, ranked by size of average a udience

Top 10 children’s C & P programs and series, commercial Program C/P Channel [AUD
television, 0—14 age group — 2005 category

Blinky Bill's White Christmas* C drama Seven 185,000
Hildegarde, A Duck Down Under* C drama Nine 150,000
Flipper And Lopaka — The Search For Neptune’s Trident C drama Seven 84,000
Tribe: The New Tomorrow C drama Seven 77,000
Fairy Tale Police C drama Seven 68,000
Tabaluga C drama Seven 67,000
The Fairies (R) P Seven 67,000
The Shapies — rpt C drama Nine 63,000
The Eggs — rpt C drama Nine 63,000
Hi-5 P Nine 60,000

*C drama telemovie

On weekdays, C programs broadcast within the @030 pm timeslot are
predominantly C non-drama, which achieve very saadliences of around 30,000 (refer
to Table 4.6). The Nine Network and Network Tenhgmtemiered first release C drama
on Friday afternoon at 4.00 pm. Table 4.5 showsith2005, these programs on average,
attracted higher audiences than the C non-drangares usually broadcast in these
weekday timeslot&"

Tables 4.4 to 4.6 report on the average audiezeefar children’s C and P programs
achieved in 2005 for the various age groups. Oleha average audiences achieved by
these programs were significantly less than thohesaed for the top 20 ‘children’s
programs’ (specifically, those broadcast by the AB&fer Table 4.1) and the highest
rating programs for a specific age group, for exiame top 50 for 5-12s) .

Table 4.4: Audience size (0—4 years) for children’s P programs broadcast in five metropolitan
markets, 2005

Children’s P programs 2005 0—4 age group
Network Broadcast day | Schedule Episodes AUD

Hi-5 Nine Weekdays 3:30 pm 45 39,000
Playhouse Disney Seven Weekdays 9:00 am 111 33,000
The Fairies Seven Weekdays 9:00 am 4 29,000
Here's Humphrey Nine Weekdays 9:00 am 7 26,000
Bambaloo Seven Weekdays 9:00 am 105 22,000
New Macdonald’s Farm Nine Weekdays 3:30 pm 45 21,000
In The Box TEN Weekdays 8:30 am 129 19,000
The Book Place Seven Weekdays 9:00 am 15 17,000

1% This finding is consistent with the analysis of th audience presented?@ Years of C: Children’s television programs aedulation:
1979-1999pp.37-44.

20 A review of the OzTAM data indicates that the higthating C Non-Drama program in 2005 v@s Go Stopwhich attracted an average
Seven network audience of 49,000 over 46 (repgipdes (see Tables A18 to A20 in the appendiRisreport).

Z Table A21 in the appendix reports the latest aaigesults for first release Australian C dranmabcast in 2006.
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Table 4.5: Audience size (5-12 years) for children’
broadcast in five metropolitan markets, 2005

s first release Australian C drama programs

Children's C programs 2005

5-12 age group

first release Australian C drama Network Broadcast day | Schedule Episodes |AUD
Flipper And Lopaka — The Search For |Seven Weekends 7:00 am 26 53,000
Neptune’s Trident
Tribe: The New Tomorrow Seven Weekends 11:00 am 26 52,000
Faireez Ten Weekday 7:00 am 1 42,000
Faireez — Saturday Ten Weekends 7:00 am 13 32,000
Eggs Nine Weekends 8:00 am 13 21,000
Scooter: Secret Agent Ten Weekends 8:00 am 26 18,000
Faireez — Sunday Ten Weekends 7:30 am 12 13,000
Holly’s Heroes Nine Weekday 4:00 pm 26 12,000
Streetsmartz Nine Weekday 4:00 pm 13 6,000
Table 4.6: Audience size for children’s first relea  se Australian C non drama programs
broadcast in five metropolitan markets, 2005
Children’s C programs 2005 5-12 age group
first release Australian C non drama Network Broadcast Schedule Episodes AUD
day
Go Go Stop Seven Weekends 9:00 am 100 33,000
The Big Arvo Seven Weekday 4:00 pm 65 12,000
Download Nine Weekends 9:30 am 5 12,000
Scope Ten Weekday 4:00 pm 13 11,000
Totally Wild Ten Weekday 4.00 pm 178 11,000
[Hot] Source Nine Weekday 4:00 pm 193 10,000
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Appendixes

OzTAM common terms and definitions

Average time spent viewing by network — 2001 toeJ2606
Children’s weekend viewing patterns — 2001 to J20@6
Top 50 programs for children — 2001

Top 50 programs for children — 2005

Top 50 programs for children — January to June 2006
Top 20 children’s programs by commercial network
First release Australian C drama — 2006
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Appendix 1: OzTAM common terms and definitions
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Appendix 2: Average time spent viewing by network, 2001-
June 2006

Figure Al: Free-to-air television viewing — average time spent viewing by network for 0—4 age
group, 2001, 2005 and 2006
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Figure A2: Free-to-air television viewing — average time spent viewing by network for 5-12 age
group, 2001, 2005 and 2006
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Appendix 3: Children’s weekend viewing patterns, 20

June 2006

0-4 AGE GROUP

Table Al: Children’s weekend viewing patterns for ¢
(AUD) size for people aged 0—4 by 6.00 to 11.00 am

January—June 2006

01-

ommercial television — average audience
timeslot (Saturday—Sunday), 2001, 2005 and

Time band 06:00-07:00 07:00-08:00 08:00-09:00 09:00-10:00 10:00-11:00

2001 13,000 58,000 89,000 90,000 78,000
2005 17,000 64,000 82,000 83,000 71,000
2006 17,000 61,000 77,000 77,000 62,000
AUD change 2001-05 4,000 6,000 -7,000 -7,000 -7,000
AUD change 2001-06 4,000 3,000 -12,000 -13,000 -16,000
% change 2001-05 31% 10% -8% -8% -9%
% change 2001-06 31% 5% -13% -14% -21%

Table A2: Children’s weekend viewing patterns for f
(AUD) size for people aged 0—4 by 6.00 t011.00 am t

January-June 2006

ree-to-air television — average audience
imeslot (Saturday—Sunday), 2001, 2005 and

Time band 06:00-07:00 07:00-08:00 08:00-09:00 09:00-10:00 10:00-11:00
2001 21,000 87,000 145,000 125,000 94,000
2005 25,000 100,000 135,000 108,000 84,000
2006 22,000 88,000 118,000 97,000 72,000
AUD change 2001-05 4,000 13,000 -10,000 -17,000 -10,000
AUD change 2001-06 1,000 1,000 -27,000 -28,000 -22,000
% change 2001-05 19% 15% -71% -14% -11%
% change 2001-06 5% 1% -19% -22% -23%

Table A3: Children’s weekend viewing patterns for s
(AUD) size for people aged 0—4 by 6.00 to 11.00 am

January—June 2006

ubscription television — average audience
timeslot (Saturday—Sunday), 2001, 2005 and

Time band 06:00-07:00 07:00-08:00 08:00-09:00 09:00-10:00 10:00-11:00
2001 na na na na na
2005 4,000 15,000 28,000 32,000 28,000
2006 6,000 19,000 30,000 34,000 31,000
AUD change 2001-05 2,000 4,000 2,000 2,000 3,000
% change 2005-06 50% 27% 7% 6% 11%

na=data not available
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5-12 AGE GROUP

Table A4: Children’s weekend viewing patterns for ¢
(AUD) size for people aged 5-12 by 6.00 to 11.00 am
and January—June 2006

ommercial television — average audience
timeslot (Saturday—Sunday), 2001, 2005

Time band 06:00-07:00 07:00-08:00 08:00-09:00 09:00-10:00 10:00-11:00

2001 21,000 118,000 167,000 161,000 137,000
2005 23,000 93,000 124,000 124,000 104,000
2006 16,000 79,000 106,000 108,000 92,000
AUD change 2001-05 2,000 -25,000 -43,000 -37,000 -33,000
AUD change 2001-06 -5,000 -39,000 -61,000 -53,000 -45,000
% change 2001-05 10% -21% -26% -23% -24%
% change 2001-06 -24% -33% -37% -33% -33%

Table A5: Children’s weekend viewing patterns for f
(AUD) size for people aged 5-12 by 6.00 to 11.00 am
and January—June 2006

ree-to-air television — average audience
timeslot (Saturday—Sunday), 2001, 2005

Time band 06:00-07:00 07:00-08:00 08:00-09:00 09:00-10:00 10:00-11:00
2001 28,000 146,000 243,000 212,000 158,000
2005 30,000 131,000 198,000 151,000 117,000
2006 21,000 105,000 163,000 130,000 102,000
AUD change 2001-05 2,000 -15,000 -45,000 -61,000 -41,000
AUD change 2001-06 -7,000 -41,000 -80,000 -82,000 -56,000
% change 2001-05 7% -10% -19% -29% -26%
% change 2001-06 -25% -28% -33% -39% -35%

Table A6: Children’s weekend viewing patterns for s
(AUD) size for people aged 5-12 by 6.00 to 11.00 am
and January—June 2006

ubscription television — average audience
timeslot (Saturday—Sunday), 2001, 2005

Time band 06:00-07:00 07:00-08:00 08:00—-09:00 09:00-10:00 10:00-11:00
2001 na na na na na
2005 8,000 28,000 48,000 56,000 53,000
2006 9,000 30,000 56,000 66,000 63,000
AUD change 2001-05 1,000 2,000 8,000 10,000 10,000
% change 2005-06 13% 7% 17% 18% 19%

na=data not available
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Appendix 4: Top 50 programs for children, 2001

Table A7: Free-to-air television viewing — top 50 r

ating programs for people aged 0-14 in 2001

2001 rank Top 50 programs, 0—-14 age group Channel d ountry AUD
1 Big Brother Finale Ten Australia 502,000
2 Big Brother Sunday Final Ten Australia 490,000
3 The Rugrats Movie Ten USA 487,000
4 Willy Wonka & The Chocolate Factory — rpt Nine UK 441,000
5 Big Brother Eviction 8 Ten Australia 388,000
6 Jack And The Beanstalk: The Real Story P1 Nine USA 377,000
7 Jack And The Beanstalk: The Real Story P2 Nine USA 376,000
8 Big Brother — Special Event Ten European 375,000
9 Popstars Seven Australia 368,000
10 Big Brother Eviction 10 Ten Australia 359,000
11 M-The Parent Trap Seven USA 353,000
12 Survivor Il: The Australian Outback The Final Vote Nine USA 352,000
13 Big Brother Eviction 5 Ten Australia 349,000
14 M-Flubber Seven USA 345,000
15 Big Brother Eviction 7 Ten Australia 341,000
16 The Simpsons Wed Ten USA 331,000
17 All Aussie Adventures Ten Australia 323,000
18 Ground Force — Battle of the Nations 2 Seven Australia 321,000
19 Big Brother Launch Ten Australia 312,000
20 Our House Memories of Shirl Nine Australia 311,000
21 Big Brother Eviction 1 Ten Australia 311,000
22 Space Jam Nine USA 310,000
23 Always Greener Seven Australia 309,000
24 Small Soldiers Ten USA 308,000
25 Big Brother Eviction 2 Ten Australia 308,000
26 The Mole Seven Australia 307,000
27 Catdog — pm ABC USA 303,000
28 Big Brother Eviction 4 Ten Australia 301,000
29 Big Brother Live Ten Australia 301,000
30 M-Mary Poppins Seven USA 299,000
31 Ground Force — Battle of the Nations Seven Australia 298,000
32 Napoleon Ten Australia 297,000
33 Matilda Ten USA 296,000
34 Seven's AFL: 2001 Grand Final Seven Australia 296,000
35 M-George of the Jungle Seven USA 296,000
36 The All New Simpsons Ten USA 293,000
37 Wild Thornberrys — pm ABC USA 291,000
38 Little Lulu — pm ABC USA 290,000
39 Antz Nine USA 290,000
40 Big Brother Ten Australia 289,000
41 M-Return Of Jafar Seven USA 288,000
42 Saddleclub — pm ABC Australia 288,000
43 Rugrats — pm ABC USA 288,000
44 Daria — pm ABC USA 284,000
45 FINA World Swimming Championships D8 Nine Australia 284,000
46 Malcolm in the Middle Nine USA 282,000
47 Madeline — pm ABC UK 281,000
48 Room for Improvement Seven Australia 281,000
49 M-101 Dalmatians Seven USA 279,000
50 Big Brother Eviction 3 Ten Australia 279,000

Australian Communications and Media Authority

42




Table A8: Free-to-air television viewing — top 50 r

ating programs for people aged 0—4 in 2001

2001 rank Top 50 programs, 0—4 age group Channel do untry AUD
1 Bill And Ben The Flo —am ABC UK 150,000
2 Preston Pig — am ABC Australia 146,000
3 Cubeez —am ABC USA 144,000
4 Fireman Sam —am ABC Australia 141,000
5 Bob The Builder — am ABC UK 140,000
6 Titch —am ABC UK 136,000
7 Big Brother Finale Ten Australia 130,000
8 Our House Memories Of Shirl Nine Australia 128,000
9 The Rugrats Movie Ten USA 123,000
10 Johnson And Friends — am ABC Australia 119,000
11 Sheeep — pm ABC UK 119,000
12 Madeline — pm ABC UK 118,000
13 Preston Pig — pm ABC Australia 116,000
14 Bear In The Big Blue —am ABC USA 115,000
15 Sheeep —am ABC UK 115,000
16 Tales Of The Little — am ABC Australia 114,000
17 Little Lulu — pm ABC USA 114,000
18 Bananas In Pyjamas — pm ABC Australia 113,000
19 Backyard Blitz — rpt Nine Australia 112,000
20 Magic Mountain —am ABC Other OS 112,000
21 Titch — pm ABC UK 109,000
22 Wombles — pm ABC UK 109,000
23 Stickin Around ABC Canada 106,000
24 George And Martha — pm ABC UK 106,000
25 Big Brother Sunday Final Ten Australia 105,000
26 Animal Shelf —am ABC UK 105,000
27 Ground Force — Battle of the Nations 2 Seven Australia 105,000
28 Noddy — am ABC UK 105,000
29 Catdog — pm ABC USA 102,000
30 Big Brother — Special Event Ten European 101,000
31 Albie — pm ABC Australia 100,000
32 Oakie Doke — am ABC UK 100,000
33 Sitting Ducks — pm ABC UK 99,000
34 Backyard Blitz Nine Australia 98,000
35 Kipper — pm ABC UK 98,000
36 Big Brother Eviction 5 TEN Australia 97,000
37 Bob the Builder — pm ABC UK 96,000
38 Hi-5 Nine Australia 96,000
39 Arthur-Pm ABC UK 95,000
40 Lil Elvis Jones & —pm ABC Australia 94,000
41 Margaret Mahy Stories —am ABC Australia 93,000
42 Willy Wonka & The Chocolate Factory — rpt Nine UK 93,000
43 Big Brother Ten Australia 93,000
44 Hi-5 — rpt Nine Australia 93,000
45 Seven’s AFL: 2001 Grand Final Seven Australia 93,000
46 Kipper —am ABC UK 92,000
47 M-Beauty and the Beast — The Enchanted Christmas Seven USA 89,000
48 Thomas the Tank Engine — pm ABC UK 88,000
49 Big Brother Eviction 8 Ten Australia 88,000
50 Where’'s Wally? — pm ABC UK 88,000
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Table A9: Free-to-air television viewing —top 50 ra

ting programs for people aged 5-12 in 2001

2001 rank Top 50 programs, 5-12 age group Channel d ountry AUD
1 The Rugrats Movie Ten USA 354,000
2 Willy Wonka & the Chocolate Factory — rpt Nine UK 339,000
3 Big Brother Sunday Final Ten Australia 299,000
4 Big Brother Finale Ten Australia 295,000
5 Jack and the Beanstalk: The Real Story P1 Nine USA 287,000
6 Jack and the Beanstalk: The Real Story P2 Nine USA 280,000
7 M-Flubber Seven USA 275,000
8 M-The Parent Trap Seven USA 264,000
9 M-Mary Poppins Seven USA 251,000
10 Big Brother Eviction 10 Ten Australia 238,000
11 Survivor II: The Australian Outback the Final Vote Nine USA 235,000
12 Popstars Seven Australia 234,000
13 Napoleon Ten Australia 228,000
14 M-Return of Jafar Seven USA 226,000
15 Small Soldiers Ten USA 226,000
16 Matilda Ten USA 222,000
17 Space Jam Nine USA 220,000
18 Big Brother Eviction 8 Ten Australia 220,000
19 M-Home Alone 3 Seven USA 218,000
20 All Aussie Adventures Ten Australia 217,000
21 The Simpsons Wed Ten USA 216,000
22 Seven's AFL: 2001 Grand Final Seven Australia 214,000
23 Harriet The Spy Ten USA 209,000
24 Kindergarten Cop Ten USA 208,000
25 Catdog — pm ABC USA 205,000
26 Wild Thornberrys — pm ABC USA 204,000
27 Saddleclub-Pm ABC Australia 204,000
28 Big Brother — Special Event Ten European 203,000
29 Rugrats — pm ABC USA 201,000
30 M-Mrs. Doubtfire Seven USA 200,000
31 The Mole Seven Australia 199,000
32 Lil Elvis Jones & — pm ABC Australia 198,000
33 Always Greener Seven Australia 198,000
34 M-George of the Jungle Seven USA 198,000
35 Leave It to Beaver Ten USA 196,000
36 Little Lulu — pm ABC USA 194,000
37 Where's Wally? — pm ABC UK 194,000
38 ET — The Extraterrestrial Ten USA 194,000
39 Big Brother Eviction 5 Ten Australia 193,000
40 World's Greatest Commercials Seven USA 192,000
41 Big Brother Eviction 7 Ten Australia 192,000
42 M-101 Dalmatians Seven USA 191,000
43 Room for Improvement Seven Australia 191,000
44 Ground Force—- Battle of the Nations Seven Australia 189,000
45 Hey Arnold — pm ABC UK 188,000
46 Daria — pm ABC USA 188,000
47 Big Brother Launch Ten Australia 187,000
48 Great Spring ldeas Seven Australia 187,000
49 Big Brother Eviction 4 Ten Australia 186,000
50 The All New Simpsons Ten USA 185,000
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Table A10: Free-to-air television viewing — top 50
2001

rating programs for people aged 13-17 in

2001 Rank Top 50 Programs, 13-17 age group hannel Country AUD

1 BIG BROTHER SUNDAY FINAL TEN Australia 287,000
2 BIG BROTHER FINALE TEN Australia 268,000
3 BIG BROTHER EVICTION 8 TEN Australia 228,000
4 BIG BROTHER - SPECIAL EVENT TEN European 217,00
5 BIG BROTHER EVICTION 5 TEN Australia 207,000
6 BIG BROTHER EVICTION 10 TEN Australia 204,000
7 BIG BROTHER EVICTION 7 TEN Australia 184,000
8 BIG BROTHER EVICTION 2 TEN Australia 176,000
9 CAN'T HARDLY WAIT TEN USA 173,000
10 SURVIVOR II: THE AUSTRALIAN OUTBACK THE FINALTW¥O NINE USA 168,000
11 BIG BROTHER EVICTION 1 TEN Australia 167,000
12 BIG BROTHER LIVE TEN Australia 165,000
13 BIG BROTHER EVICTION 4 TEN Australia 164,000
14 BIG BROTHER EVICTION 9 TEN Australia 162,000
15 BIG BROTHER'S BEAUTIES & THE BEAST TEN Australi 160,000
16 POPSTARS SEVEN Australia 160,000
17 THE SIMPSONS WED TEN USA 158,000
18 BIG BROTHER EVICTION 6 TEN Australia 156,000
19 ROVE LIVE 2 HOUR SPECIAL TEN Australia 155,000
20 M-THE PARENT TRAP SEVEN USA 155,000
21 ALWAYS GREENER SEVEN Australia 150,000
22 MICHAEL JACKSON: 30TH ANNIVERSARY CELEBRATION E®EN USA 149,000
23 MALCOLM IN THE MIDDLE NINE USA 148,000
24 M-DR. DOLITTLE SEVEN USA 147,000
25 BIG BROTHER LAUNCH TEN Australia 147,000
26 BIG BROTHER EVICTION 3 TEN Australia 147,000
27 M-NOTTING HILL SEVEN UK 147,000
28 THE MOLE SEVEN Australia 145,000
29 CHARMED TEN USA 144,000
30 SAVING PRIVATE RYAN TEN USA 143,000
31 FOR RICHER OR POORER TEN USA 143,000
32 HOME AND AWAY SEVEN Australia 142,000
33 THE ALL NEW SIMPSONS TEN USA 142,000
34 SEVEN'S AFL: 2001 GRAND FINAL SEVEN Australia 142,000
35 SEARCH FOR A SUPERMODEL TEN Australia 141,00(
36 CRUEL INTENTIONS TEN USA 141,000
37 BIG BROTHER PANTOMIME TEN Australia 140,000
38 I STILL KNOW WHAT YOU DID LAST SUMMER TEN USA 40,000
39 GROSSE POINTE TEN USA 140,000
40 43RD ANNUAL TV WEEK LOGIE AWARDS NINE Australia 139,000
41 BILLY MADISON TEN USA 139,000
42 WIMBLEDON D14 NINE Australia 139,000
43 RUSH HOUR NINE USA 139,000
44 WILLY WONKA & THE CHOCOLATE FACTORY -RPT NINE KU 139,000
45 FRIENDS NINE USA 138,000
46 BIG BROTHER EVICTED TEN Australia 138,000
47 M-TITANIC SEVEN USA 135,000
48 PLEASANTVILLE NINE USA 135,000
49 M-SIX DAYS SEVEN NIGHTS SEVEN USA 133,000
50 JACK AND THE BEANSTALK: THE REAL STORY P2 NINE USA 133,000
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Appendix 5: Top 50 programs for children, 2005

Table Al1: Free-to-air television viewing — top 50

rating programs for people aged 0—4 in 2005

2005 rank Top 50 programs, 0—4 age group Channel do untry AUD
1 Fireman Sam —am ABC UK 157,000
2 Angelina Ballerina: The Show Must Go On —am ABC UK 152,000
3 Play School Concert (2004) — am ABC Australia 150,000
4 Jasper the Penguin — am ABC UK 147,000
5 Bob the Builder Special: Bob’s Big Plan —am ABC UK 147,000
6 Postman Pat — am ABC UK 145,000
7 Brum —am ABC UK 145,000
8 Gordon the Garden Gnome — am ABC UK 142,000
9 Bill and Ben the Flowerpot Men — am ABC UK 140,000
10 Binka The Cat —am ABC UK 140,000
11 Miffy and Friends —am ABC UK 137,000
12 Pablo the Little Red Fox — am ABC UK 136,000
13 Adventures of Bottle Top Bill and His Best Friend — am ABC Australia 135,000
14 Yoko! Jakamoko! Toto! — am ABC UK 134,000
15 Toddworld — am ABC USA 133,000
16 Wallace and Gromit: A Grand Day Out — pm ABC UK 133,000
17 Willy Wonka & the Chocolate Factory — rpt Nine UK 133,000
18 The Save-Ums —am ABC Canada 131,000
19 Play With Me Sesame — am ABC USA 129,000
20 Peppa Pig —am ABC UK 128,000
21 Sali Mali —am ABC UK 128,000
22 Franny’s Feet —am ABC Canada 127,000
23 Eddy and the Bear — am ABC UK 127,000
24 Connie the Cow — am ABC UK 125,000
25 Bear in the Big Blue House — am ABC USA 125,000
26 Sesame Street —am ABC USA 125,000
27 Wiggle Bay —am ABC Australia 124,000
28 The Koala Brothers —am ABC UK 123,000
29 Funky Valley —am ABC UK 122,000
30 Ten's AFL Finals: 2005 Grand Final Sydney V West Coast | Ten Australia 122,000
31 The Wiggles Show — am ABC Australia 121,000
32 The Fimbles —am ABC UK 121,000
33 Dragon —am ABC Canada 119,000
34 Stuart Little 2 Nine USA 119,000
35 Play School —am ABC Australia 119,000
36 Boo! —am ABC UK 119,000
37 The Koala Brothers Outback Christmas — am ABC UK 118,000
38 Andy Pandy — am ABC UK 118,000
39 El Nombre —am ABC UK 118,000
40 Fifi and the Flowertots — am ABC UK 118,000
41 Elmo’s World — am ABC USA 118,000
42 Postman Pat — pm ABC UK 117,000
43 Thomas and Friends — am ABC UK 116,000
44 Peppa Pig —pm ABC UK 116,000
45 Bob the Builder — am ABC UK 116,000
46 Pingu — am ABC European 116,000
47 Bananas In Pyjamas — am ABC Australia 115,000
48 Arthur —am ABC Canada 115,000
49 The Hydronauts — am ABC UK 115,000
50 Sheeep — pm ABC UK 115,000
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Table A12: Free-to-air television viewing — top 50

rating programs for people aged 5-12 in 2005

2005 Rank |Top 50 programs, 5-12 age group (hannel C| ountry AUD
1 Willy Wonka & the Chocolate Factory — rpt Nine UK 281,000
2 Ten's AFL Finals: 2005 Grand Final Sydney V West Coast | Ten Australia 248,000
3 M-Spy Kids 2: The Island of Lost Dreams Seven USA 242,000
4 Stuart Little 2 Nine USA 241,000
5 The 2005 Grand Final Wrap Up Ten Australia 223,000
6 The All New Simpsons Ten USA 211,000
7 Futurama Ten USA 210,000
8 Big Brother — The Winner Announced Ten Australia 210,000
9 Australia’s Brainiest Comedians Ten Australia 209,000
10 M-The Sword in the Stone Seven USA 205,000
11 Big Brother — The Final Eviction Ten Australia 202,000
12 Mythbusters — Jaws Special Seven Other OS 202,000
13 Big Brother — Live Surprise TEN Australia 201,000
14 Wallace and Gromit: A Grand Day Out — pm ABC UK 201,000
15 Australian Idol — Audition 3 Ten Australia 198,000
16 The All New Simpsons Mon Ten USA 196,000
17 Cats & Dogs Nine USA 195,000
18 The Simpsons Tues Ep 1 Ten USA 194,000
19 The 2005 Grand Final Pre Match Ten Australia 193,000
20 Australian Idol — Audition 1 Ten Australia 192,000
21 Australian Idol — Final 30 Ten Australia 192,000
22 The Simpsons Tues Ten USA 191,000
23 Harry Potter And The Philosopher's Stone — rpt Nine USA 191,000
24 The Simpsons Tues Ep 2 Ten USA 190,000
25 Australian Idol — The Final Verdict Ten Australia 190,000
26 Wallace and Gromit: The Wrong Trousers — pm ABC UK 190,000
27 Australian Idol Live from the Opera House Ten Australia 190,000
28 Big Fat Liar Ten USA 188,000
29 Jack and the Beanstalk: The Real Story — rpt Nine USA 185,000
30 Big Fat Liar — rpt Ten USA 183,000
31 Big Brother — Intruders Ten Australia 181,000
32 Antz — rpt Nine USA 180,000
33 Chicken Run —rpt Nine USA 179,000
34 Big Brother — Viewer's Verdict Ten Australia 178,000
35 Wallace and Gromit: A Close Shave — pm ABC UK 178,000
36 Australian Idol — Audition 2 Ten Australia 177,000
37 Harry Potter and the Chamber of Secrets Nine UK 177,000
38 Shrek — rpt Nine USA 176,000
39 Bb3b — pm ABC UK 175,000
40 Fairly Odd Parents — pm ABC USA 175,000
41 Big Brother — Lies Exposed Ten Australia 174,000
42 Australian Idol — Top 150 Ten Australia 173,000
43 Bring It On — rpt Nine USA 172,000
44 Horrible Histories — pm ABC USA 172,000
45 Blue Water High — pm ABC Australia 171,000
46 Kenny the Shark — pm ABC USA 170,000
a7 Richie Rich — rpt Nine USA 170,000
48 Australia’s Guinness World Records Seven Australia 169,000
49 Australian Idol — Audition 4 Ten Australia 169,000
50 Prince Charming — rpt t Nine USA 168,000
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Table A13: Free-to-air television viewing — top 50

rating programs for people aged 13-17 in

2005
2005 rank Top 50 programs, 13-17 age group Channel Country AUD
1 Big Brother — The Winner Announced Ten Australia 230,000
2 Lost: The Finale Seven USA 224,000
3 Desperate Housewives Finale Seven USA 188,000
4 Australian Idol — Audition 1 Ten Australia 185,000
5 Seven’s Tennis: 2005 Aust Open Finals — Day 14 Seven Australia 185,000
6 Everybody Loves Raymond — The Finale Ten USA 182,000
7 Big Brother — Lies Exposed Ten Australia 181,000
8 The All New Simpsons Mon Ten USA 179,000
9 Lost Seven USA 177,000
10 Australian Idol — Audition 2 Ten Australia 175,000
11 The O.C. Ten USA 172,000
12 The Adults Only Simpsons Ten USA 172,000
13 Australian Idol — Audition 3 Ten Australia 171,000
14 Desperate Housewives Seven USA 170,000
15 Ten's AFL Finals: 2005 Grand Final Sydney V West Coast | Ten Australia 168,000
16 Big Brother — Housemates Incoming! Ten Australia 166,000
17 Desperate Housewives: Sorting Out the Dirty Laundry Seven USA 165,000
18 Big Brother — Viewer's Verdict Ten Australia 164,000
19 Big Brother — The Final Eviction Ten Australia 164,000
20 The All New Simpsons Ten USA 163,000
21 Australian Idol — Audition 4 Ten Australia 159,000
22 Australia’s Brainiest Comedians Ten Australia 158,000
23 Big Brother — Intruders Ten Australia 157,000
24 The X Factor Audition 1 Ten Australia 156,000
25 Mythbusters — Jaws Special Seven Other OS 155,000
26 Big Brother — Live Surprise Ten Australia 154,000
27 The Simpsons Tues Ep 2 Ten USA 154,000
28 The Simpsons Tues Ep 1 Ten USA 151,000
29 Big Brother —Opening Night Ten Australia 151,000
30 The Simpsons Tues Ten USA 151,000
31 The 2005 Grand Final Wrap Up Ten Australia 149,000
32 Bring It On —rpt Nine USA 148,000
33 Big Brother — The Final Countdown Ten Australia 146,000
34 Futurama Ten USA 144,000
35 Australian Idol — Top 150 Ten Australia 142,000
36 Lost: The Journey Seven USA 140,000
37 Brainiac Ten UK 139,000
38 The 2005 Grand Final Pre Match Ten Australia 139,000
39 Rugby League Grand Final Nine Australia 139,000
40 Australian Idol — Semi Final 1 Ten Australia 136,000
41 Little Nicky Nine USA 136,000
42 MTV Video Music Awards 2005 Ten USA 133,000
43 Australian Idol — Final 30 Ten Australia 133,000
44 Australian Idol — The Final Verdict Ten Australia 132,000
45 The Nanny Reunion: A Nosh to Remember Ten USA 131,000
46 Star Wars: Episode Il — Attack of the Clones Ten USA 130,000
a7 Big Brother — Surprise Twin Eviction Ten Australia 127,000
48 House Wed Ten USA 125,000
49 Welcome To The O.C. — A Day in the Life Ten USA 124,000
50 State Of Origin Rugby League QId V NSW 3rd Nine Australia 122,000
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Appendix 6: Top 50 programs for children, January—J une
2006

Table Al4: Free-to-air television viewing — top 50  rating programs for people aged 0-14,
January—June 2006

2006 rank Top 50 programs, 0—-14 age group Channel d ountry AUD
1 The Biggest Loser — Finale Ten Australia 363,000
2 Melb 2006 Cmnwealth Games — Opening Ceremony Nine Australia 349,000
3 Futurama Mon Ep 1 Ten USA 329,000
4 Big Brother Launch Ten Australia 316,000
5 The Biggest Loser (Aus) — Elimination Fri Ten Australia 313,000
6 Futurama Wed Ten USA 306,000
7 The All New Simpsons Ten USA 303,000
8 The Biggest Loser — The Biggest Surprise Ten Australia 297,000
9 Thank God You're Here Ten Australia 286,000
10 Big Brother — Intruders Go In Ten Australia 277,000
11 The Simpsons Wed Ep 1 Ten USA 273,000
12 Jumaniji — rpt Ten USA 271,000
13 Thank God For The Simpsons Ten USA 269,000
14 The Wedge Ten Australia 266,000
15 Futurama Tues Ten USA 265,000
16 The Simpsons Wed Ep 2 Ten USA 262,000
17 The Simpsons Tues Ten USA 260,000
18 M-Ice Age Seven USA 260,000
19 Friday Night Games Ten Australia 259,000
20 Futurama Mon Ten USA 258,000
21 The Biggest Loser (Aus) — Elimination Ten Australia 258,000
22 Big Brother — Friday Night Live Ten Australia 257,000
23 The Simpsons Mon Ten USA 255,000
24 Big Brother — Intruders Incoming Ten Australia 254,000
25 Wallace And Gromit: The Wrong Trousers — pm ABC UK 251,000
26 The Biggest Loser (Aus) Ten Australia 247,000
27 Bob The Builder Special: Bob Snowed Under — pm ABC UK 247,000
28 Melb 2006 Cmnwealth Games — Closing Ceremony Nine Australia 246,000
29 Big Brother — Truth & Lies Ten Australia 246,000
30 The Simpsons Wed Ten USA 241,000
31 Futurama Ten USA 240,000
32 TV Week Logie Awards Arrivals Nine Australia 239,000
33 Big Brother — Surprise Eviction Ten Australia 236,000
34 Melb 2006 Cmnwealth Games — Opening Ceremony Nine Australia 235,000
35 The Simpsons Tues Ep 2 Ten USA 235,000
36 Cats & Dogs — rpt Nine USA 234,000
37 Futurama Mon Ep 2 Ten USA 233,000
38 The Simpsons Tues Ep 1 Ten USA 232,000
39 The Simpsons Ten USA 232,000
40 Wallace and Gromit: A Close Shave — pm ABC UK 231,000
41 Everybody Hates Chris Ten USA 230,000
42 Big Brother Ten Australia 227,000
43 My Name is Earl Seven USA 222,000
44 Big Brother Live Eviction Ten Australia 219,000
45 The Biggest Loser (Aus) — Launch Ten Australia 218,000
46 Australia’s Funniest Home Video Show Nine Australia 218,000
47 Scooby-Doo Nine USA 217,000
48 Australia’s Brainiest Housemate Ten Australia 215,000
49 Big Brother Sun Ten Australia 215,000
50 Futurama Sun Ten USA 214,000

Australian Communications and Media Authority 49



Table A15: Free-to-air television viewing — top 50

January—June 2006

rating programs for people aged 0—4,

2006 rank Top 50 Programs, 0-4 age group Channel Gou ntry AUD
1 Bob the Builder Special: Bob Snowed Under — pm ABC UK 120,000
2 M-Ice Age Seven USA 106,000
3 Thomas and Friends — am ABC UK 105,000
4 Rubbadubbers —am ABC UK 104,000
5 The Biggest Loser (Aus) — Elimination Fri Ten Australia 100,000
6 The Biggest Loser — The Biggest Surprise Ten Australia 98,000
7 Soupe Opera —am ABC European 98,000
8 Eddy and the Bear —am ABC UK 98,000
9 Adventures of Bottle Top Bill and his Best Friend — am ABC Australia 98,000
10 | Spy — am ABC USA 97,000
11 El Nombre —am ABC UK 97,000
12 Bob the Builder: Project Build It — am ABC UK 96,000
13 Peppa Pig —am ABC UK 95,000
14 Bob the Builder Special: When Bob Became a Builder ABC UK 94,000
15 Angelina Ballerina — pm ABC UK 93,000
16 Postman Pat —am ABC UK 93,000
17 Little Wolf's Book of Badness — pm ABC UK 93,000
18 Play School —am ABC Australia 93,000
19 Maisy — am ABC UK 93,000
20 Active Kidz Clips — pm ABC Australia 93,000
21 Pinky Dinky Doo — am ABC USA 93,000
22 The Save-Ums — am ABC Canada 92,000
23 Gerald McBoing Boing — pm ABC Canada 91,000
24 Jane and the Dragon — pm ABC Canada 91,000
25 Franny’s Feet — am ABC Canada 91,000
26 Bambaloo — am ABC Australia 90,000
27 Lazy Lucy —am ABC UK 90,000
28 Pocoyo — am ABC UK 90,000
29 Madeline — pm ABC USA 90,000
30 Elmo’s World — am ABC USA 90,000
31 Pop Pups —am ABC Australia 89,000
32 The Wild Thornberrys — pm ABC USA 89,000
33 Play School Concert (2004) — am ABC Australia 89,000
34 Adventures of Bottle Top Bill and His Best Friend — pm ABC Australia 88,000
35 Pablo the Little Red Fox — pm ABC UK 88,000
36 Lights, Camera, Action, Wiggles! —am ABC Australia 88,000
37 Ebb and Flo —am ABC UK 88,000
38 The Gnoufs — pm ABC UK 87,000
39 Wallace and Gromit: The Wrong Trousers — pm ABC UK 87,000
40 Lazy Lucy — pm ABC UK 87,000
41 Trotro — am ABC European 87,000
42 Play With Me Sesame — am ABC USA 87,000
43 Bananas in Pyjamas — am ABC Australia 86,000
44 Sesame Street — am ABC USA 86,000
45 Toddworld —am ABC USA 85,000
46 Charlie and Lola —am ABC UK 85,000
47 Roobarb and Custard Too — pm ABC UK 85,000
48 Australia’s Funniest Home Video Show Nine Australia 85,000
49 Postman Pat — pm ABC UK 85,000
50 The Biggest Loser — Finale Ten Australia 85,000
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Table A16: Free-to-air television viewing — top 50
January—June 2006

rating programs for people aged 5-12,

2006 Rank | Top 50 Programs, 5-12 age group Channel Co untry AUD
1 Melb 2006 Cmnwealth Games — Opening Ceremony Nine Australia 245,000
2 The Biggest Loser — Finale Ten Australia 241,000
3 Futurama Mon Ep 1 Ten USA 212,000
4 Big Brother Launch Ten Australia 212,000
5 Futurama Wed Ten USA 207,000
6 Jumanji — rpt Ten USA 202,000
7 The All New Simpsons Ten USA 188,000
8 Friday Night Games Ten Australia 187,000
9 The Biggest Loser (Aus) — Elimination Fri Ten Australia 186,000
10 The Biggest Loser — The Biggest Surprise Ten Australia 172,000
11 Big Brother — Friday Night Live Ten Australia 171,000
12 The Simpsons Tues Ten USA 171,000
13 Thank God You're Here Ten Australia 167,000
14 Futurama Tues Ten USA 166,000
15 The Simpsons Wed Ep 2 Ten USA 166,000
16 The Simpsons Wed Ep 1 Ten USA 165,000
17 Scooby-Doo Nine USA 164,000
18 Big Brother — Intruders Incoming Ten Australia 163,000
19 Big Brother — Truth & Lies Ten Australia 163,000
20 Futurama Ten USA 161,000
21 The Simpsons Wed Ten USA 157,000
22 The Wedge Ten Australia 156,000
23 Thank God for the Simpsons Ten USA 155,000
24 Australia’s Brainiest Footballer Ten Australia 155,000
25 Cats & Dogs — rpt Nine USA 153,000
26 Futurama Mon Ten USA 152,000
27 Melb 2006 Cmnwealth Games — Closing Ceremony Nine Australia 151,000
28 The Simpsons Mon Ten USA 151,000
29 Australia’s Brainiest Housemate Ten Australia 148,000
30 M-Ice Age Seven USA 147,000
31 Big Brother — Surprise Eviction Ten Australia 147,000
32 Everybody Hates Chris Ten USA 144,000
33 Melb 2006 Cmnwealth Games — Opening Ceremony Nine Australia 144,000
34 Big Brother — Intruders Go In Ten Australia 143,000
35 The Simpsons Ten USA 143,000
36 Futurama Mon Ep 2 Ten USA 143,000
37 The Master of Disguise Nine USA 142,000
38 The Biggest Loser (Aus) — Elimination Ten Australia 141,000
39 The Simpsons Tues Ep 1 Ten USA 140,000
40 Alice in Wonderland —Rpt Nine USA 140,000
41 The Biggest Loser (Aus) Ten Australia 140,000
42 The Simpsons Tues Ep 2 Ten USA 140,000
43 The All New Simpsons Thurs Ten USA 138,000
44 Wallace and Gromit: The Wrong Trousers — pm ABC UK 138,000
45 Futurama Fri Ten USA 135,000
46 Fairly Odd Parents — pm ABC USA 135,000
a7 Wallace and Gromit: A Close Shave — pm ABC UK 134,000
48 Smallville Ten USA 133,000
49 Angela Anaconda — pm ABC Canada 133,000
50 Futurama Sun Ten USA 132,000
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Table A17: Free-to-air television viewing — top 50

January—June 2006

rating programs for people aged 13-17,

2006 rank Top 50 programs, 13-17 age group Channel Country AUD
1 Big Brother Launch Ten Australia 178,000
2 Thank God for the Simpsons Ten USA 169,000
3 Thank God You're Here Ten Australia 159,000
4 The O.C. — rpt Ten USA 159,000
5 Futurama Mon Ep 1 Ten USA 154,000
6 Melb 2006 Cmnwealth Games — Opening Ceremony Nine Australia 151,000
7 The Wedge Ten Australia 150,000
8 The O.C. Ten USA 149,000
9 My Name is Earl Seven USA 147,000
10 Lost Seven USA 141,000
11 Big Brother — Intruders Go In Ten Australia 138,000
12 The All New Simpsons Ten USA 138,000
13 The Biggest Loser — Finale Ten Australia 137,000
14 Big Brother — Surprise Eviction Ten Australia 135,000
15 Futurama Tues Ten USA 133,000
16 The Biggest Loser — The Biggest Surprise Ten Australia 133,000
17 Futurama Wed Ten USA 132,000
18 Futurama Mon Ten USA 127,000
19 The Simpsons Tues Ep 2 Ten USA 127,000
20 Desperate Housewives Seven USA 125,000
21 Futurama Mon Ep 2 Ten USA 122,000
22 Australia’s Brainiest TV Star Ten Australia 122,000
23 Melb International Comedy Festival Gala 2006 Ten Australia 121,000
24 Family Guy — Early Seven USA 118,000
25 The Simpsons Tues Ep 1 Ten USA 118,000
26 The Simpsons Wed Ep 2 Ten USA 117,000
27 House Ten USA 117,000
28 How | Met Your Mother Seven USA 116,000
29 Futurama Ten USA 115,000
30 Lost: Revelation Seven USA 114,000
31 Prison Break Seven USA 114,000
32 The Simpsons Wed Ep 1 Ten USA 114,000
33 The Simpsons Tues Ten USA 113,000
34 Big Brother Live Eviction Ten Australia 113,000
35 State Of Origin 1 Rugby League NSW V QId Nine Australia 113,000
36 Big Brother Double Live Eviction Ten Australia 112,000
37 Big Brother — Intruders Incoming Ten Australia 111,000
38 Everybody Hates Chris Ten USA 111,000
39 Big Brother — Housemates on Trial Ten Australia 111,000
40 Australia’s Brainiest Housemate Ten Australia 110,000
41 Everybody Hates Chris Mon Ten USA 109,000
42 Big Brother Live Nomination Ten Australia 109,000
43 Futurama Mon Ep 3 Ten USA 107,000
44 Futurama Fri Ten USA 107,000
45 Australia’s Brainiest Footballer Ten Australia 105,000
46 Big Brother — Truth & Lies Ten Australia 105,000
47 The Simpsons Mon Ten USA 104,000
48 Melb 2006 Cmnwealth Games — Closing Ceremony Nine Australia 104,000
49 Australian Open 2006 Men's Final — Match Seven Australia 104,000
50 TV Week Logie Awards Arrivals Nine Australia 104,000
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Appendix 7: Top 20 children’s programs by commercia

network

Table A18: Commercial television viewing — Seven Ne
0-14 age group in 2005, by size of average audience

twork: Top 20 children’s programs in the

2005 Top 20 children's programs, 0-14 age Program Episode AUD Ave. daily
rank group C/P counter rch (1
category [5 city metro] min)
1 Saturday Disney na 53 196,000 486,000
2 Stanley na 52 196,000 279,000
3 Disney Adventures na 146 154,000 218,000
4 Disney Adventures (R) na 11 132,000 187,000
5 That's So Raven na 31 109,000 166,000
6 K-Zone TV na 8 88,000 196,000
7 Flipper And Lopaka — The Search for C drama 26 84,000 132,000
Neptune’s Trident
8 Tribe: The New Tomorrow C drama 26 77,000 128,000
9 Jetix na 32 75,000 120,000
10 The Book of Pooh na 18 74,000 134,000
11 Fairy Tale Police C drama 10 68,000 117,000
12 Tabaluga C drama 38 67,000 111,000
13 The Fairies (R) P 67,000 106,000
14 Blinky Bill's Around the World C drama 60,000 109,000
Adventures

15 Seaside Hotel C drama 13 57,000 92,000
16 Go Go Stop (R) C non drama 46 49,000 87,000
17 Go Go Stop C non drama 100 47,000 86,000
18 Duel Masters na 10 47,000 93,000
19 Short Cuts C drama 15 45,000 83,000
20 The Fairies P 26 43,000 72,000

Source: OzTAM Pty Ltd Ratings; ACMA Report: Compliance with Australian Content Standard & Children’s Television
Standards — 1 January—31 December 2005; na=data not applicable

Of the top 20 children’s programs in the 0—14 age group, broadcast by the Seven Network in 2005:

seven were C drama programs;
two were C non drama programs;

two were P programs (the first release and repeat series of The Fairies); and

nine were neither C nor P programs.
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Table A19: Commercial television viewing — Nine Net
14 age group in 2005, by size of average audience

work: top 20 children’s programs in the 0—

2005 Top 20 children's programs, 0-14 age Program Episode AUD Ave. daily
rank group C/P counter rch (1
category [5 city metro] min)

1 The Shapies — The Search For Rudolph C drama 1 68,000 115,000
2 Tfil’gtShapieS —rpt C drama 18 63,000 127,000
3 The Eggs — rpt C drama 9 63,000 134,000
4 Hi-5 P 45 60,000 107,000
5 Cushion Kids — rpt C drama 112 59,000 118,000
6 Snobs — rpt C drama 22 54,000 121,000
7 Hi-5 — rpt P 75 54,000 99,000
8 Kangaroo Creek Gang — rpt C drama 13 51,000 105,000
9 The Eggs C drama 13 49,000 99,000
10 What's New Scooby-Doo? — rpt na 7 45,000 103,000
11 Don't Blame Me — rpt C drama 21 45,000 91,000
12 New Macdonald’s Farm — rpt P 45 44,000 84,000
13 Escape Of The Artful Dodger — rpt C drama 13 42,000 103,000
14 Barney & Friends — rpt na 24 42,000 84,000
15 Silent Night na 1 42,000 141,000
16 Barney — rpt na 22 39,000 85,000
17 Here’'s Humphrey P 7 39,000 82,000
18 New Macdonald’s Farm P 45 32,000 63,000
19 Pig’s Breakfast — rpt C drama 2 31,000 85,000
20 Y? —rpt C non drama 68 31,000 82,000

Source: OzTAM Pty Ltd Ratings; ACMA Report: Compliance with Australian Content Standard & Children’s Television
Standards — 1 January—31 December 2005; na=data not applicable

Of the Top 20 children’s programs in the 0—14 age group, broadcast by the Nine Network in 2005:

10 were C drama programs;

one was a C non drama program;
five were P programs; and

four were neither C nor P programs.
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Table A20: Commercial television viewing — Ten Netw

ork: top 20 children’s programs in the 0—

14 age group in 2005, ranked by size of average aud ience
2005 Top 20 children's programs, 0-14 age Program Episode AUD Ave. daily
rank group C/P counter rch (1
category [5 city metro] min)

1 Toasted TV na 449 77,000 147,000
2 Cheez TV na 164 70,000 208,000
3 Faireez C drama 1 53,000 112,000
4 Faireez Sat C drama 13 49,000 95,000
5 Pirate Islands — rpt C drama 26 41,000 92,000
6 In The Box P 129 40,000 82,000
7 In The Box — rpt P 131 38,000 74,000
8 Ocean Star — rpt C drama 13 38,000 81,000
9 Yakkity Yak — rpt C drama 16 36,000 81,000
10 Toasted TV Sat na 134 35,000 69,000
11 Scooter: Secret Agent — rpt C drama 11 34,000 79,000
12 Totally Wild Sat C non drama 5 31,000 74,000
13 Totally Australia C non drama 31,000 108,000
14 Scooter: Secret Agent C drama 26 29,000 62,000
15 Totally Wild Sat — rpt C non drama 10 29,000 64,000
16 Totally Wild —pm rpt C non drama 3 27,000 66,000
17 The Big Cheez na 34 26,000 113,000
18 Totally Wild Weekend — rpt C non drama 1 25,000 77,000
19 Scope C non drama 13 25,000 54,000
20 Faireez Sun C drama 12 24,000 57,000

Source: OzTAM Pty Ltd Ratings; ACMA Report: Compliance with Australian Content Standard & Children’s Television
Standards — 1 January—31 December 2005; na=data not applicable

Of the Top 20 children’s programs in the 0-14 age group, broadcast by the Ten Network in 2005:

eight were C drama programs;
six were C non drama programs;

two were P programs (the first release and repeat series of In The Box); and

four were neither C nor P programs.
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Appendix 8: First release Australian C drama, 2006

Table A21: Average 0-14 audience for first release

Australian C drama — all networks, 2006

Program name Channel Episode counter 0-14 AUD
[5 city metro]
The Eggs Nine 3 61,000
Wicked Science Ten 10 27,000
Streetsmartz Nine 26 25,000
Maddigan’s Quest Nine 13 24,000
Seaside Hotel Seven 21 59,000
Mortified Nine 16 24,000
H20 — Just Add Water Ten 26 29,000
Deadly Nine 10 53,000
Erky Perky Seven 13 30,000
Dive Olly Dive Seven 11 43,000
Staines Down Drains Seven 15 69,000
| Got A Rocket Ten 11 18,000
M-Street Football Seven 1 89,000
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