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LIVE TV VIEWING

Companies with primetime 
ads have  a greater 
commitment 
to quality.

Primetime ads are better at 
providing information that 
helps me decide what to buy.
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Live/linear TV is still the dominant way of using a TV set.  
While the level of use of a TV set hasn’t changed much since 
2004,  the source of content has changed significantly, with 
increases in playback viewing (DVR recordings, pay TV VOD, 
DVD/Blu-ray discs, VCR) and streaming on a TV set 
offsetting drops in live/linear network viewing.
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TV Use Among 18-49s, 8-9PM ET/PT (7-8PM CT/MT).

One of the main outcomes of this change in source of TV content is a trend 
toward more purposeful viewing.    

image of remote control.
Primetime advertising attitudes.
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Program switching during the selected program in 
2015 is significantly lower than 2004 and  2008.  
This is reflective of an increase in planned viewing 
and use of sources that don’t facilitate switching.

Planned viewing of the selected 
program is currently at its highest 
level since 2004. 
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Source:  GfK's How People Use®Media: Primetime TV 2015 report.  
All trend data shown is for persons 18-49. Full 2015 study data includes persons 13-64

People are 
viewing more 
of what they 
want to watch 
rather than 
settling for 
less attractive 
content.     

Streaming programs and 
movies on a TV went from 
non-existent in 2004 to 9% 
of users in this hour in 2015.

Live/linear viewing. of a TV channel during 8-9 
pm decreased significantly from 2004-2015. 

Watching recorded programs 
increased in 2012 and 2015 
compared with 2004/2008. 

Among nine advertising attitudes 
examined, these two show substantial 
gains from 2004 to 2015.
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