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Figure 4.1:  Who Decides which Channel is Selected in the Family  
 October 2002 
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Fig. 5.1  Local Stations on which News Bulletin was watched  
on the Two Days prior to the Interview 
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Fig 6.1: Comparative Radio Station Ranking by Different Programme Segments (October 2002) 
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 Fig 6.2: Overall Preference for ‘Best Radio Station’  
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Fig 6.3:  Comparative TV Station Ranking by Different Programme Segments (October 2002) 
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Fig. 6.4:  Extent of Interest in Political Broadcasts  (October 2001 & 2002) 
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Figure 7.1: Daily Radio Average Audience Share 2002 
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Figure 7.2:  Highest Radio Station Peak Audience Share – October 2002 
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Fig  7.3: Radio Audiences - Monday 
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Fig  7.4: Radio Audiences – Tuesday 
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Fig  7.5: Radio Audiences – Wednesday 
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Fig  7.6: Radio Audiences – Thursday 
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Fig  7.7: Radio Audiences – Friday 
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Fig  7.8: Radio Audiences - Saturday 
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Fig  7.9: Radio Audiences - Sunday 
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October 2002 
Fig. 7.10: Daily Average Audience Radio Levels – All Available Time-Slots 
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Fig. 7.11: Daily Average Audience Radio Levels – October 2001 & October 2002  
(6 a.m. - Midnight) 
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Figure 8.1: Daily TV Average Audience Share – All Available Time-Slots  

(October 2002) 
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Figure 8.2:  Highest TV Channel Peak Audience Share - October 2002 
 

 



 
 
 
 

0
10
20
30
40
50
60
70
80

M
ID

N
IG

H
T

10
0

20
0

30
0

40
0

50
0

60
0

70
0

80
0

90
0

10
00

11
00

N
O

O
N

13
00

14
00

15
00

16
00

17
00

18
00

19
00

19
45

20
30

21
30

22
30

23
30

TIME

PE
R

C
EN

TA
G

E

TVM SUPER 1 NET TV MAX + SMASH RAI MEDIASET OTHER ITALIAN CHANNEL 12 CHANNEL 22 SATELLITE
  

 
Fig 8.3: TV Audience Shares: Monday 
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Fig 8.4: TV Audience Shares: Tuesday 
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Fig 8.5: TV Audience Shares: Wednesday  
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Fig 8.6: TV Audience Shares: Thursday 
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Fig 8.7: TV Audience Shares: Friday 

 
 
 

0
5

10
15
20
25
30
35
40
45

M
ID

N
IG

H
T

10
0

20
0

30
0

40
0

50
0

60
0

70
0

80
0

90
0

10
00

11
00

N
O

O
N

13
00

14
00

15
00

16
00

17
00

18
00

19
00

19
45

20
30

21
30

22
30

23
30

TIME

PE
R

C
EN

TA
G

E

TVM SUPER 1 NET TV MAX + SMASH RAI MEDIASET OTHER ITALIAN CHANNEL 12 CHANNEL 22 SATELLITE

 
Fig 8.8: TV Audience Shares: Saturday 
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Fig 8.9: TV Audience Shares: Sunday 
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 Fig. 8.10: Time Band 1: Daily Average Audience TV Levels – October 2002 

0600 HRS –NOON 
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Fig. 8.11-1: Time Band 1: TV Average Audience Share – October 2001 
0600 HRS – NOON 
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Fig. 8.11-2: Time Band 1: TV Average Audience Share – October 2002 
0600 HRS –NOON 
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Fig. 8.12: Time Band 2: Daily Average Audience TV Levels – October 2002 
NOON - 1900 HRS 
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Fig. 8.13-1: Time Band 2: TV Average Audience Share – October 2001 
NOON - 1900 HRS 

 

SATELLITE
17.4% TVM

22.3%

SUP  1
20.3%

NET
12.1%SMASH

1.2%

RAI
5.5%

CH 12
0.1%

OTHER ITALIAN
0.5%

CH 22
0.0%

MEDIASET
15.0%

MAX PLUS
5.7%

 
 

Fig. 8.13-2: Time Band 2: TV Average Audience Share – October 2002   
NOON – 1900 HRS 
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Fig. 8.14: Time Band 3: Daily Average Audience TV Levels – October 2002 

1900 HRS – MIDNIGHT 
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Fig. 8.15-1: Time Band 3: TV Average Audience Share – October 2001 
1900 HRS – MIDNIGHT 

 

SATELLITE
9.8%

TVM
33.4%

SUP  1
24.9%NET

12.6%

SMASH
0.4%

RAI
3.9%

CH 12
1.2%

OTHER ITALIAN
0.9%

CH 22
0.1%

MEDIASET
12.3%

MAX Plus
0.6%

 
 

Fig. 8.15-2: Time Band 3: TV Average Audience Share – October 2002 
1900 HRS –MIDNIGHT 
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Fig AC1: Time-Band 1: 0600 hrs – Noon 
Cable Network Only 
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Fig AC2: Time-Band 2:  Noon – 1900 hrs 
Cable Network Only 
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Fig. AC3: Time-Band 3:  1900 hrs – Midnight 
Cable Network Only  

 


	01-Figures.pdf
	October 2001October 2002
	�
	Fig  7.6: Radio Audiences – Thursday
	
	October 2001


	October 2002
	Fig. 7.11: Daily Average Audience Radio Levels – 

	Fig AC1: Time-Band 1: 0600 hrs – Noon
	Fig AC2: Time-Band 2:  Noon – 1900 hrs
	Fig. AC3: Time-Band 3:  1900 hrs – Midnight




