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TABLE TR4: OTHER ITALIAN STATIONS AUDIENCE: TOURISTS
- BY GENDER, AGE & SOCIO-ECON GROUP
BASE = ALL

TABLE TRS5: SATELLITE STATIONS AUDIENCE: TOURISTS
- BY GENDER, AGE & SOCIO-ECON GROUP
BASE = ALL

TABLE TR6: RADIO 101 AUDIENCE: TOURISTS
- BY GENDER, AGE & SOCIO-ECON GROUP
BASE = ALL

TABLE TR7: ISLAND SOUND RADIO AUDIENCE: TOURISTS
- BY GENDER, AGE & SOCIO-ECON GROUP
BASE = ALL

TABLE TR8: BAY RADIO AUDIENCE: TOURISTS
- BY GENDER, AGE & SOCIO-ECON GROUP
BASE = ALL

TABLE TR9: SMASH RADIO AUDIENCE: TOURISTS
- BY GENDER, AGE & SOCIO-ECON GROUP
BASE = ALL

TABLE TR10: RADIO CALYPSO AUDIENCE: TOURISTS
- BY GENDER, AGE & SOCIO-ECON GROUP
BASE = ALL
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BROADCASTING AUTHORITY - MALTA: MEDIA AUDIT - FEBRUARY 1994

TABLE 1:

SANPLE PROFILE

- AGE BY GENDER AND SOCIO-ECONOMIC GROUP

TOTAL GENDER SOCIO-ECONOMIC GROUP
MALE |FEMALE| AB c1 c2 DE
TOTAL. . ceieaeeeea - 1050 511 539 134 397 237 282
AGE GROUP
14 - 17 eeiianana.. [44 42 35 9 32 18 18
................... 7.3%| 8.2%| 6.5%1 6.7%| 8.1%] 7.6x| 6.4
................... 100.0%{ 54.5%| 45.5%] 11.7%] 41.6%] 23.4%| 23.4%
18 - 30....cceainans 273 140 133 38 118 50 67
................... 26.0%) 27.4%] 24.7%| 28.4%| 29.7%| 21.1%| 23.8%
................... 100.0%| 51.3%| 48.7%| 13.9%| 43.2%] 18.3%| 24.5%
31 - 50...ciiennennnn 385 189 196 50 127 92 116
................... 36.7%| 37.0%| 36.4%] 37.3%| 32.0%| 38.8%| 41.1%
................... 100.0%] 49.1%| 50.9%] 13.0%| 33.0%| 23.9%| 30.1%
51 - 65.....iuan.. 189 84 105 25 77 42 45
................... 18.0%] 16.4%| 19.5%| 18.7%| 19.4%) 17.7%]| 16.0%
................... 100.0%| 44.4%) 55.6%] 13.2%| 40.7%| 22.2%]| 23.8%
OVER 65.......c..v..n 126 56 70 12 43 35 36
................... 12.0%| 11.0%] 13.0%] 9.0%[ 10.8%| 14.8%] 12.8%
................... 100.0%| 44.4%] 55.6%| 9.5%| 34.1%| 27.8%| 28.6%

FIRST ROW OF PERCENTAGES = COLUMN PERCENTAGES
SECOND ROW OF PERCENTAGES = ROW PERCENTAGES

BASE = ALL




BROADCASTING AUTHORITY - MALTA: MEDIA AUDIT - FEBRUARY 1994

TABLE 2: RADIO STATION MOST PREFERRED
- BY GENDER, AGE AND SOCIO-ECONOMIC GROUP

TOTAL GENDER AGE GROUP SOCIO-ECONOMIC GROUP
MALE |FEMALE| 14 - | 18 - | 31 - | 51 - | OVER AB c1 c2 DE
17 30 50 65 65
TOTAL...oieeecancnen 1050 511 539 77 273 385 189 126 134 397 237 282
NO SPECIAL PREFERENCE
FOR ANY ONE
STATION........... 36 17 19 0 10 13 6 7 [ 10 9 1"
................... 3.4% 3.3%] 3.5% Lol 3.7 3.4%] 3.2%| 5.6%] 4.5%| 2.5%] 3.8%] 3.9%
................... 100.0%| 47.2%| 52.8% L0%] 27.8%) 36.1%| 16.7%| 19.4%] 16.7%| 27.8%| 25.0%| 30.6%
RADIO MALTA 1........ 116 45 71 2 13 36 32 33 12 37 34 33
................... 11.0%] 8.8%| 13.2%| 2.6%] 4.8%| 9.4%| 16.9%| 26.2%| 9.0%| 9.3%| 14.3%| 11.7%
................... 100.0%] 38.8%) 61.2%] 1.7%] 11.2%] 31.0%] 27.6%| 28.4%| 10.3%] 31.9%| 29.3%| 28.4%
RADIO MALTA 2........ 45 20 25 1 6 12 12 14 5 14 17 9
................... 4.3%] 3.9%| 4.6x] 1.3%] 2.2%| 3.1%| 6.3%| 11.1%| 3.7%| 3.5%| 7.2%| 3.2%
................... 100.0%| 44.4%| 55.6%| 2.2%| 13.3%| 26.7%| 26.7%| 31.1%| 11.1%} 31.1%| 37.8%| 20.0%
RADIO SUPER 1........ 268 134 134 10 49 121 55 33 18 73 72 105
................... 25.5%] 26.2%| 24.9%] 13.0%) 17.9%| 31.4%| 29.1%] 26.2%| 13.4%| 18.4%| 30.4%] 37.2%
................... 100.0%] 50.0%] 50.0%| 3.7%] 18.3%] 45.1%] 20.5%] 12.3%| 6.7%| 27.2%| 26.9%| 39.2%
RADIO 101............ 77 43 34 4 28 25 15 5 12 33 18 14
................... 7.3%| 8.4%| 6.3%| 5.2%| 10.3%| 6.5%| 7.9%x| 4.0%| 9.0%| 8.3x) 7.6% S5.0%
................... 100.0%| 55.8%| 44.2%| 5.2%| 36.4%| 32.5%| 19.5%| 6.5%| 15.6%| 42.9%| 23.4%| 18.2%
RTK. ..o 150 45 105 1 25 64 36 24 28 62 25 35
................... 14.3%] 8.8%| 19.5%] 1.3%] 9.2%| 16.6%| 19.0%| 19.0%| 20.9%| 15.6%| 10.5%] 12.4%
................... 100.0%] 30.0%| 70.0% J7%] 16.7%| 42.7%) 24.0%| 16.0%| 18.7%| 41.3%| 16.7%] 23.3%
LIVE FM.............. 67 &b 23 3 14 34 11 5 1 1 10 15
................... 6.4%) 8.6%] 4.3%| 3.9x| 5.1%| 8.8%| 5.8%| 4.0%] 8.2%x| 7.8%| 4&.2%| 5.3%
................... 100.0%| 65.7%| 34.3%| 4.5%| 20.9%| 50.7%| 16.4%| 7.5%| 16.4%| 46.3%| 14.9%| 22.4%
ISLAND SOUND......... 38 21 17 1 13 15 7 2 12 17 5 4
................... 3.6%| 4.1%| 3.2%] 1.3%| 4.8%] 3.9%| 3.7%| 1.6%) 9.0%| 4.3%| 2.1%| 1.4%
................... 100.0%] 55.3%] &4.7%| 2.6%| 34.2%] 39.5%] 18.4%| 5.3%| 31.6%| 44.7%| 13.2%| 10.5%
BAY RADIO............ 56 35 21 3 25 19 7 2 11 30 7 8
................... 5.3%x| 6.8% 3.9%] 3.9%| 9.2%| 4.9%| 3.7x| 1.6%| 8.2%] 7.6x] 3.0%} 2.8%
................... 100.0%| 62.5% 37.5%| 5.4%| 44.6%| 33.9%] 12.5%| 3.6%| 19.6%] 53.6%| 12.5%| 14.3%

FIRST ROW OF PERCENTAGES = COLUMN PERCENTAGES
SECOND ROW OF PERCENTAGES = ROW PERCENTAGES
BASE = ALL

{continued)



BROADCASTING AUTHORITY - MALTA: MEDIA AUDIT - FEBRUARY 1994

TABLE 2: RADIO STATION MOST PREFERRED
~ BY GENDER, AGE AND SOCIO-ECONOMIC GROUP

TOTAL GENDER AGE GROUP SOCI0O-ECONOMIC GROUP
MALE |FEMALE| 14 - | 18 - | 31 - | 51 ~ | OVER AB c1 c2 DE
17 30 50 65 65
SMASH. . ......vvnen.nn 162 85 77 51 82 25 4 0 16 74 34 38
................... 15.4%| 16.6%| 14.3%| 66.2%( 30.0%| 6.5%f 2.1% S0%) 11.9%] 18.6%] 14.3%] 13.5%
................... 100.0%| 52.5%| 47.5%| 31.5%| 50.6%| 15.4%| 2.5% LO%p 9.9%| 45.7%) 21.0%) 23.5%
CALYPSO.........cu0nn 35 22 13 1 8 21 4 1 3 16 6 10
................... 3.3%] 4.3%] 2.4%] 1.3%] 2.9%] 5.5%| 2.1% B%p 2.2%| 4.0%| 2.5%] 3.5%
................... 100.0%) 62.9%] 37.1%| 2.9%| 22.9%| 60.0%) 11.4%] 2.9%] 8.6%| 45.7%| 17.1%] 28.6%

FIRST ROW OF PERCENTAGES = COLUMN PERCENTAGES
SECOND ROW OF PERCENTAGES = ROW PERCENTAGES
BASE = ALL




BROADCASTING AUTHORITY - MALTA: MEDIA AUDIT - FEBRUARY 1994

TABLE 3: WHY INDIVIDUAL RADIO STATIONS ARE MOST PREFERRED
-~ REASONS BY RADIO STATION

TOTAL
NO RADIO |RADIO RADIO JRADIOD | RTK LIVE [ISLAND| BAY |SMASH [CALYPS
SPECIA|MALTA IMALTA [SUPER | 101 FM | SOUND |RADIO 0
L 1 2 1
PREFER
ENCE
FOR
ANY
ONE
STATIO
N
TOTAL.. ..t ieiaaeaaa 1050 36 116 45 268 77 150 67 38 56 162 35
NO ANSWER............ 7 36 7 3 3 4 7 3 1 1 3 3

................... 6.8%|100.0%) 6.0% 6.7%] 1.1%X| 5.2%] 4.7%] 4.5%| 2.6%| 1.8%] 1.9%| 8.6%

................... 100.0%] SO.7%] 9.9%) &.2%| 4.2%] 5.6%] 9.9%] 4&.2%]| 1.4%| 1.4%] 4&.2%] 4.2%
PROGRAMMES ARE VARIED 228 0 38 13 96 18 36 8 3 15 1 0

................... 21.7% L0%| 32.8%| 28.9%] 35.8%| 23.4%| 24.0%| 11.9%| 7.9%| 26.8% 6% .0%

................... 100.0% 0% 16.7%]  5.7%] 42.1%| 7.9%| 15.8%| 3.5%| 1.3%] 6.6% 4% .0%
DISCUSSIONA &

PHONE-INS......... 100 0 10 3 18 2 24 40 2 1 0 0
................... 9.5% L0%) B.6%) 6.7%] 6.7%] 2.6%) 16.0%| 59.7%] 5.3%] 1.8% .0% .0%
................... 100.0% <0%] 10,04} 3.0%| 18.0%] 2.0%| 24.0%| 40.0%) 2.0%] 1.0% .0% 0%

HAS PROGRAMME FOR ALL

THE FAMILY...... .. 7 0 0 0 0 2 4 1 0 0 0 0
................. . % . 0% 0% .0% 0% 2.6%| 2.7%| 1.5% 0% 0% .0% 0%
.............. se...|100.0% .0% .0% .0% 0% 28.6%] 57.1%| 14.3% .0% .0% .0% .0%

RELIGIOUS PROGRAMMES. 27 0 1 0 2 0 24 0 0 0 0 0
.............. PN 2.6% -0% 9% . 0% LT% L0%) 16.0% .0% 0% .0% .0% .0%
................... 100.0% 0%l 3.7% 0% 7.4% .0%] 88.9% .0% .0% .0% 0% .0%

EDUCATIONAL

PROGRAMMES........ 26 0 7 0 3 0 14 2 0 0 0 0
................... 2.5% 0% 6.0% 0% 1.1% 0% 9.3%] 3.0% 0% .0% .0% .0%
........... veeves..|100.0% 0% 26.9% 0% 11.5% .0%] 53.8%| 7.7% 0% .0% .0% .0%

SPORTS....oiviiinnnnn 8 0 0 0 3 0 0 2 1 0 2 0
................... .8% . 0% .0% >4 B 4 0% 0%) 3.0%] 2.6% 0% 1.2% 0%
................... 100.0% . 0% . 0% .0%| 37.5% .0% .0%] 25.0%| 12.5% .0%| 25.0% .0%

FIRST ROW OF PERCENTAGES = COLUMN PERCENTAGES
SECOND ROW OF PERCENTAGES = ROW PERCENTAGES

BASE = ALL

(continued)
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BROADCASTING AUTHORITY - MALTA: MEDIA AUDIT - FEBRUARY 1994

TABLE 3: WHY INDIVIDUAL RADIO STATIONS ARE MOST PREFERRED
—- REASONS BY RADIO STATION

TOTAL
NO {RADIO |RADIO [RADIO |RADIO | RTK LIVE [ISLAND| BAY |SMASH {caLves
SPECIA|MALTA |MALTA |SuPer | 104 FM |SOUND [RADIO 0
L 1 2 1
PREFER
ENCE
FOR
ANY
ONE
STATIO
N
COMEDY SERIES........ 8 0 0 0 7 1 0 (] 0 (] 0 0
................... .8% 0% 0% L0%) 2.6%] 1.3% .0% .0% .0% 0% .0% . 0%
............... ... {100.0% 0% .0% .0%| 87.5%| 12.5% .0% .0% .0% .0% .0% .0%
READING OF MALTESE

NOVELS..... e 6 0 3 2 1 0 0 0 0 0 0 ]
................... . 6% L0%|  2.6%] 4.4% 4% . 0% .0% . 0% .0% .0% .0% 0%
............ veev...]100.0% .0%| 50.0%| 33.3%| 16.7% .0% 0% .0% .0% .0% .0% 0%

RADIC PLAYS.......... 3 ) 1 1 1 0 0 0 0 0 0 0
................... 3% L0% 9ul 2.2% 6% 0% .0% 0% .0% .0% .0% 0%
......... vereee....|100.0% L0%| 33.3%| 33.3%| 33.3% .0% L0% 0% 0% . 0% .0% 0%

ENGLISH SPEAKING..... 15 0 (] 0 0 0 0 0 14 0 1 0

................... 1.4% 0% .0% 0% 0% .0% . 0% .0%] 36.8% .0% .6% 0%
................... 100.0% . 0% . 0% . 0% . 0% .0% 0% .0%| 93.3% .0%]  6.7% 0%

BOTH ENGLISH & (

MALTESE ARE USED.. 2 ] o 0 0 i} 0 0 0 2 0 0
................... 2% . 0% .0% 0% 0% .0% .0% .0% 0% 3.6% .0% .03
e eeeeeaaaas 100.0% .0% .0% 0% 0% .0% 0% .0% .0%[100.0% .0% 0%

INTERESTING

PROGRAMMES........ 142 0 24 7 51 14 28 10 4 4 0 0
................... 13.5% .0%] 20.7%| 15.6%| 19.0%| 18.2%| 18.7%] 14.9%| 10.5%| 7.1% .0% .0%
................... 100.0% 0% 16.9%) 4.9%| 35.9%| 9.9%| 19.7%] 7.0%| 2.8%| 2.8% .0% .0%

GOOD NEWS PROGRAMMES. 54 0 4 2 36 6 1 1 1 3 0 0

................ . 5.1% 0% 3.4%| 4.4%) 13.4%| 7.8% 74l 1.8%{ 2.6%| 5.4% 0% .0%
................... 100.0% 0% 7.4%| 3.7%| 66.7%] 11.1%| 1.9%] 1.9%| 1.9%| 5.6% .0% .0%

FEW NEWS BULLETINS... 1 0 0 0 0 0 0 0 0 0 0 1
................... A% 0% .0% .0% .0% .0% .0% .0% .0% .0% 0% 2.9%

FIRST ROW OF PERCENTAGES = COLUMN PERCENTAGES
SECOND ROW OF PERCENTAGES = ROW PERCENTAGES
BASE = ALL

{continued)
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BROADCASTING AUTHORITY - MALTA: MEDIA AUDIT - FEBRUARY 1994

TABLE 3: WHY INDIVIDUAL RADIO STATIONS ARE MOST PREFERRED
- REASONS BY RADIO STATION

TOTAL
NO |[RADIO |RADIO JRADIO |RADIO | RTK LIVE [ISLAND| BAY |SMASH JCALYPS
SPECIA|{MALTA |MALTA }SUPER | 101 FM ]SOUND |RADIO 0
L 1 2 1
PREFER
ENCE
FOR
ANY
ONE
STATIO
N
................... 100.0% 0% .0% .0% .0% 0% .0% .0% 0% 0% .0%1100.0%
INFORMATIVE
PROGRAMMES........ 33 0 5 0 13 3 8 1 3 0 0 ]
................... 3.1% 0% 4.3% L0%| 4.9%] 3.9%| 5.3%] 1.5%| 7.9% 0% .0% 0%
................... 100.0% .0%] 15.2% L0%| 39.4%| 9.1%| 24.2%] 3.0%| 9.1% 0% .0% 0%
MUSIC......oniunnnnan 264 0 1 5 17 16 7 3 8 25 152 30
................... 25.1% 0% 9% 11.1%] 6.3%] 20.8%] 4.7%] 4.5%| 21.1%) 44.6%) 93.8%) 85.7%
................... 100.0% .0% L% 1.9%] 6.4%] 6.1%) 2.7%| 1.1%| 3.0%]  9.5%] 57.6%] 11.4%
UNBJASED / IMPARTIAL. 35 0 7 3 5 o 10 5 1 4 0 0
................... 3.3% L0%) 6.0%] 6.7%] 1.9% LO%| 6.7%| 7.5%| 2.6%] 7.1% . 0% .0%
................... 100.0% .0%| 20.0%| 8.6%] 14.3% L0%) 28.6%| 14.3%) 2.9%) 11.4% .0% 0%
NOT MANY COMMERCIALS
DURING PROGRAMMES. 5 0 (U 0 1 0 0 0 0 3 1 0
................... .5% .0% .0% .0% A% 0% 0% 0% 0% 5.4% -6% .0%
................... 100.0% .0% 0% .0%| 20.0% 0% 0% .0% .0%| 60.0%| 20.0% .0%
GOT USED TO LISTENING
TO IT....vveiune,s 29 0 17 5 5 1 0 0 0 0 1 0
................... 2.8% 0% 14.7%] 11.A%) 1.9%]  1.3% .0% 0% 0% 0% -6% 0%
................... 100.0% J0%] S8.6%] 17.24) 17.2%) 3.4% 0% 0% 0% 0% 3.4% .0%
FOR POLITICAL REASONS 49 0 1 1 37 9 1 0 0 0 0 0
................... 4.7% .0% 9% 2.2%) 13.8%] 11.7% 7% .0% .0% .0% .0% 0%
................... 100.0% 0% 2.0%] 2.0%| 75.5%] 18.4%| 2.0% .0% . 0% .0% 0% 0%
PRESENTERS ARE VERY
600D.......c.0nn 17 0 0 1 0 9 1 1 0 5 0 0
................... 1.6% 0% 0% 2.2% 0% 11.7% T4 1.5% .0%] 8.94 .0% 0%
................... 100.0% .0% 0% 5.9% L0%] 52.9%] 5.9%] 5.9% L0%| 29.4% .0% 0%
FIRST ROW OF PERCENTAGES = COLUMN PERCENTAGES
SECOND ROW OF PERCENTAGES = ROW PERCENTAGES
BASE = ALL

(continued)
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BROADCASTING AUTHORITY - MALTA: MEDIA AUDIT -~ FEBRUARY 1994

TABLE 3: WHY INDIVIDUAL RADIO STATIONS ARE MOST PREFERRED
~ REASONS BY RADIO STATION

TOTAL
NO [RADIO |RADIO |RADIO |RADIO | RTK LIVE [ISLAND| BAY [SMASH [CALYPS
SPECIA[MALTA |MALTA |SUPER | 101 FM |SOUND |RADIO 0
L 1 2 1
PREFER
ENCE
FOR
ANY
ONE
STATIO
N
NO POLITICS.......... 14 0 0 3 0 0 6 0 1 0 3 1
................... 1.3% 0% 0%] 6.7% 0% 0% 4.0% 0% 2.6% 0% 1.9%] 2.9%
................... 100.0% 0% L0%) 21.4% .0% .0%) 42.9% L0%] 7.1% 0% 21.4%) 7.1%
PROFESSIONAL RUN
STATION........... 5 0 1 0 0 2 0 0 2 0 0 0
................... .5% 0% .9% 0% 0% 2.6% 0% .0%] 5.3% . 0% .0% 0%
................... 100.0% .0%1 20.0% .0% L0%] 40.0% 0% .0%] 40.0% . 0% .0% 0%

FIRST ROW OF PERCENTAGES = COLUMN PERCENTAGES
SECOND ROW OF PERCENTAGES = ROW PERCENTAGES
BASE = ALL




BROADCASTING AUTHORITY - MALTA: MEDIA AUDIT - FEBRUARY 1994

TABLE 4:

TV STATION MOST PREFERRED

-~ BY GENDER, AGE AND SOCIO-ECONOMIC GROUP

TOTAL GENDER AGE GROUP SOLIO-ECONOMIT GROUP
MALE |FEMALE| 14 - 18 - 31 - 51 - OVER AB €1 c2 DE
17 30 50 65 65

TOTAL.comeeaaao.t 1050 511 539 77 273 385 189 126 134 397 237 282

K3 .

NO SPECIAL PREFERENCE 24 9 15 0 5 10 5 4 1 8 5 10
................... 2.3%| 1.8%| 2.8% 0% 1.8%] 2.6%] 2.6%] 3.2X% LT%) 2.0%) 2.1%] 3.5%
................... 100.0%| 37.5%] 62.5% L0%| 20.8%| 41.7%| 20.8%] 16.7%] 4.2%{ 33.3%{ 20.8%| 41.7%

LN N 278 131 147 4 52 108 61 53 27 80 67 104
................... 26.5%| 25.6%| 27.3%] 5.2%| 19.0%| 28.1%| 32.3%| 42.1%| 20.1%{ 20.2%| 28.3%| 36.9%
................... 100.0%) 47.1%) 52.9%| 1.4%] 18.7%| 38.8%| 21.9%] 19.1%] 9.7%| 28.8%| 24.1%| 37.4%

RAL...iiviiiinens 129 82 47 3 28 50 30 18 32 53 22 22
................... 12.3% 16.0%| 8.7% 3.9x) 10.3%| 13.0%| 15.9%| 14.3x) 23.9%]| 13.4x| 9.3%| 7.8%
................... 100.0%) 63.6%) 36.4%) 2.3%| 21.7%| 38.8%| 23.3%| 14.0%| 24.8%] 41.1%]| 17.1%| 17.1%

BERLUSCONE........... 532 238 254 60 154 187 84 47 64 211 135 122
................... 50.7%| 46.6%| 54.5%| 77.9%| 56.4%| 48.6%| 44.4%| 37.3%| 47.8%| 53.1%| 57.0%| 43.3%
................... 100.0%) 44.7%) 55.3%) 11.3%| 28.9%| 35.2%| 15.8%| 8.8%| 12.0%]| 39.7%| 25.4%| 22.9%

OTHER ITALIAN

STATIONS.......... 49 32 17 7 22 14 3 3 4 27 4 14
................... &.7% 6.3%] 3.2% 9.1%| 8.1%| 3.6%] 1.6%] 2.4x%| 3.0%| 6.8% 1.7%] 5.0%
................... 100.0%| 65.3%| 34.7%| 14.3%| 44.9%| 28.6%| 6.1%| 6.1%| 8.2%] 55.1%| 8.2%| 28.6%

SATELLITE STATIONS... 38 19 19 3 12 16 -] 1 ] 18 4 10
................... 3.6%) 3.7%] 3.5%] 3.9%| 4&.4%| 4&.2%| 3.2% .8%| 4.5%] 4.5%| 1.7%| 3.5%
................... 100.0%) 50.0%) 50.0%) 7.9%] 31.6%) 42.1%) 15.8%] 2.6%| 15.8%] 47.4%] 10.5%] 26.3%

FIRST ROW OF PERCENTAGES = COLUMN PERCENTAGES

SECOND ROW OF PERCENTAGES = ROW PERCENTAGES

BASE = ALL




BROADCASTING AUTHORITY - MALTA: MEDIA AUDIT - FEBRUARY 1994

TABLE 5: PREFERRED SOURCE FOR LOCAL NEWS
- BY GENDER, AGE AND SQCI0-ECONOMIC GROUP

TOTAL GENDER AGE GROUP SOCIO-ECONOMIC GROUP
MALE |FEMALE| 14 - | 18 - | 31 - | 51 - | OVER AB c1 c2 DE
17 30 50 65 65
TOTAL...cceeiiaea. o 1050 511 539 77 273 385 189 126 134 397 237 282
K4
LISTEN TO THEM ON THE
RADIO............. 159 67 92 8 29 64 35 23 23 57 36 43
................... 15.1%| 13.1%| 17.1%] 10.4%| 10.6%| 16.6%| 18.5%| 18.3%| 17.2%] 14.4%] 15.2%] 15.2%
................... 100.0%) 42.1%] 57.9%| 5.0%| 18.2%| 40.3%] 22.0%| 14.5%) 14.5%) 35.8%| 22.6%] 27.0%
WATCH THEM ON TV..... 705 340 365 46 179 258 129 93 84 258 163 200
................... 67.1%| 66.5%| 67.7%| 59.7%| 65.6%| &67.0%| 68.3%| 73.8%( 62.7%| 65.0%| 68.8%) 70.9%
................... 100.0%| 48.2%| 51.8%] 6.5%| 25.4%] 36.6%| 18.3%| 13.2%] 11.9%| 36.6%| 23.1%| 28.4%
READ THEM IN A
NEWSPAPER......... 107 63 &4 5 38 42 14 8 21 52 20 14
................... 10.2%| 12.3%] 8.2%) 6.5%| 13.9%) 10.9%| 7.4%| 6.3%] 15.7%] 13.1%| 8.4%] 5.0%
................... 100.0% 58.9%| 41.1%| &4.7%] 35.5%| 39.3%} 13.1%] 7.5%) 19.6%) 48.6%] 18.7%) 13.1%
NO SPECIAL PREFERENCE 79 41 38 18 27 21 1" 2 [ 30 18 25
................... 7.5%] 8.0%| 7.1%| 23.4%| 9.9%| 5.5%] 5.8%| 1.6%| 4.5%] T7.6%| 7.6%| 8.9%
................... 100.0%| 51.9%| 48.1%| 22.8%| 34.2%| 26.6%| 13.9%| 2.5%| 7.6%] 38.0%| 22.8%| 31.6%

FIRST ROW OF PERCENTAGES = COLUMN PERCENTAGES
SECOND ROW OF PERCENTAGES = ROW PERCENTAGES
BASE = ALL




BROADCASTING AUTHORITY - MALTA: MEDIA AUDIT - FEBRUARY 1994

TABLE 6: RANKING OF BEST THREE RADIO STATIONS FOR LOCAL NEUWS

TOTAL GENDER AGE GROUP SOCI0-ECONOMIC GROUP
MALE |FEMALE| 14 - | 18 - ] 31 - | 51 - | OVER AB (] €2 DE
17 30 50 65 65
TOTAL .- i iiciceaane 159 67 92 8 29 64 35 23 23 57 36 43
RABIO MALTA 1
NOT RANKED AMONG
FIRST THREE....... 111 50 61 7 22 45 23 14 14 41 28 28
................... 69.8%| 74.6%| 66.3% 4.4%] 13.8%| 28.3%| 14.5% 8.8%| 60.9%{ 71.9%| 77.8%) 65.1%
................... 100.0%] 45.0%| 55.0% 6.3%| 19.8%] 40.5%| 20.7%] 12.6%) 12.6%| 36.9%| 25.2%| 25.2%
FIRST..cvveonennosnns 15 3 12 0 4 5 3 3 1 7 3 4
................... 9.4%] 4.5%] 13.0% 0% 2.5%] 3.1% 1.9% 1.9% &.3%] 12.3% 8.3%| 9.3%
................... 100.0%| 20.0%| 80.0% L0%) 26.7%) 33.3%] 20.0%| 20.0%] 6.7%| 46.7%] 20.0%| 26.7%
SECOND.........cvuunn 19 5 14 0 1 7 7 4 [ 4 2 7
................... 11.9% 7.5%) 15.2% 0% 6% 4.4%] 4.4% 2.5%| 26.1% 7.0% 5.6%] 16.3%
................... 100.0%| 26.3%] 73.7% . 0% 5.3%] 36.8%| 36.8%] 21.1%] 31.6%| 21.1%| 10.5%| 36.8%
THIRD . oo vt vvnennnnnns 14 9 5 1 2 7 2 2 2 5 3 4
................... 8.8%] 13.4% 5.4% 6% 1.3%] 4.4% 1.3% 1.3% 8.7% 8.8% 8.3%| 9.3%
................... 100.0%] 64.3%) 35.7%] 7.1%] 14.3%] 50.0%| 14.3%] 14.3%] 14.3%] 35.7%] 21.4%] 28.6%
RADIO MALTA 2
NOT RANKED AMONG
FIRST THREE....... 122 56 66 7 21 51 25 18 16 43 28 35
................... 76.7%| 83.6%| 71.7% 4.6%) 13.2%| 32.1%| 15.7%] 11.3%| 69.6%| 75.4%) 77.8%| 81.4%
................... 76.7%| 35.2%| 41.5% 4x%] 13.2%| 32.1%| 15.7%] 11.3%| 10.1%] 27.0%| 17.6%| 22.0%
FIRST.'iiienrnnnnnns 3 2 0 0 2 1 0 1 0 1 1
................... 1.9%] 1.5 2.2% 0% 0% 1.3% .6% 0% 4.3% 0%l 2.8%) 2.3%
................... 1.9% 6% 1.3% .0% 0%l 1.3% .6% . 0% 6% 0% .6% 6%
SECOND....covvnunennn 19 [ 13 0 5 7 [ 3 0 10 6 3
................... 11.9% 9.0%]| 14.1% 0% 3.1%] &4.4% 2.5% 1.9% 0% 17.5%| 16.7% 7.0%
................... 11.9%| 3.8%] 8.2% 0%l 3.1%| 4.4%| 2.5%] 1.9% 0%l 6.3%] 3.8%] 1.9%
THIRD. . ceercnnnennns 15 4 11 1 3 4 5 2 6 4 1 4
................... 9.4%] 6.0%| 12.0% 6%l 1.9%1 2.5%1 3.kl 1.3%{ 26.1%] 7.0%] 2.8%] 9.3%
................... 9.4%| 2.5%] 6.9% 6% 1.9%] 2.5%| 3.1% 1.3% 3.8% 2.5% .6% 2.5%
SUPER ONE
NOT RANKED AMONG
FIRST THREE....... 77 32 45 4 15 34 14 10 16 32 16 13
................... 48 4%) 47.8%| 48.9% 2.5%| 9.4%| 21.4% 8.8%] 6.3%| 69.6%| 56.1%] 44.4%| 30.2%

FIRST ROW OF PERCENTAGES =
SECOND ROW OF PERCENTAGES
BASE = ALL WHO PREFER TO SOURCE LOCAL

COLUMN PERCENTAGES
= ROW PERCENTAGES
NEWS BY LISTENING TO THE RADIO

(continued)
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BROADCASTING AUTHORITY - MALTA: MEDIA AUDIT - FEBRUARY 1994

TABLE 6: RANKING OF BEST THREE RADIO STATIONS FOR LOCAL NEWS

TOTAL GENDER AGE GROUP SOC10-ECONOMIL GROUP
MALE |FEMALE| 14 - | 18 - | 31 - | 51 - { OVER AB c1 c2 DE
17 30 50 65 65
................... 100.0%] 41.6%| 58.4%| 5.2%| 19.5%| 44.2x| 18.2x| 13.0%] 20.8%| 41.6%| 20.8%| 16.9%
FIRST....cverencnnnnn 70 30 40 2 12 26 20 10 ] 22 17 25
................... 46.0%) 44.8%) £3.5%] 1.3%] 7.5%| 16.4%] 12.6%] 6.3%| 26.1%]| 38.6%| 47.2%] 58.1%
................... 100.0%) 42.9%| 57.1%] 2.9%| 17.1%] 37.1%] 28.6%] 14.3%] 8.6%| 31.4%| 24.3%) 35.7%
SECOND......cmveucnnn 10 5 5 0 2 & 1 3 1 3 2 4
................... 6.3%] 7.5%| 5.4% L0%] 1.3%] 2.5% 6% 1.9%| 4.3%] 5.3%| 5.6%| 9.3%
................... 160.0%| 50.0%f 50.0% 0%| 20.0%| 40.0%| 10.0%| 30.0%| 10.0%| 30.0%| 20.0%| 40.0%
THIRD....cevevuennnen 2 0 2 2 0 0 0 0 0 0 1 1
................... 1.3% 0% 2.2%) 1.3% 0% 0% 0% 0% 0% 0% 2.8%) 2.3%
................... 100.0% .0%1100.0%1100.0% .0% .0% 0% .0% .0% .0%] 50.0%] 50.0%
RADIO 101
NOT RANKED AMONG
FIRST THREE....... 131 56 75 [ 22 53 K3 19 19 46 29 37
................... 82.4%| 83.6%| 81.5%| 3.8%| 13.8%| 33.3%] 19.5%| 11.9%| 82.6%| 80.7%| 80.6%| 86.0%
................... 100.0%| 42.7%] 57.3%| &.6%| 16.8%| 40.5%| 23.7%| 14.5%| 14.5%| 35.1%| 22.1%| 28.2%
FIRST...ovvunmnnnann. 12 5 7 0 2 8 1 1 2 [ 3 1
................... 7.5%| 7.5%] 7.6% 0% 1.3%] 5.0% .6% 6% 8.7%( 10.5%| 8.3%] 2.3%
................... 100.0%| 41.7%| 58.3% .0%] 16.7%| 66.7%] 8.3%| 8.3%| 16.7%| 50.0%| 25.0%] 8.3%
SECOND......conunenn. 9 2 7 2 2 2 2 1 1 2 3 3
................... 5.7%| 3.0%] 7.6%| 1.3%| 1.3%| 1.3%] 1.3% 6% 4.3%) 3.5%| 8.3%] 7.0%
................... 100.0%| 22.2%| 77.8%| 22.2%| 22.2%| 22.2%| 22.2%| 11.1%| 11.1%| 22.2%| 33.3%| 33.3%
THIRD....convvemennn. 7 4 3 0 3 1 1 2 1 3 1 2
................... L.4%l 6.0%| 3.3% 0% 1.9% 6% 6% 1.3%| 4.3%] 5.3%] 2.8%] 4.7%
................... 100.0%| 57.1%| 42.9% 0%| 42.9%| 14.3%| 14.3%| 28.6%| 14.3%| 42.9%| 14.3%| 28.6%
RTK
NOT RANKED AMONG
FIRST THREE....... 92 &7 45 7 17 41 19 8 9 36 25 22
................... 57.9%| 70.1%| 48.9%] 4&.4%] 10.7%] 25.8%] 11.9%] 5.0%| 39.1%) 63.2%| 69.4%| 51.2%
................... 100.0%| 51.1%f 48.9%) 7.6%| 18.5%| 44.6%| 20.7%] 8.7%] 9.8%| 39.1%] 27.2%) 23.9%
FIRST....civenranannn 20 4 16 0 7 5 4 4 7 é 2 5
................... 12.6%] 6.0%| 17.4% 0% 4.4%| 3.1%| 2.5%] 2.5%| 30.4%| 10.5%| 5.6%| 11.6%
................... 100.0%| 20.0%| 80.0% .0%| 35.0%| 25.0%| 20.0%| 20.0%] 35.0%] 30.0%| 10.0%] 25.0%

FIRST ROW OF PERCENTAGES =
SECOND ROW OF PERCENTAGES
BASE = ALL WHO PREFER TO SOQURCE LOCAL

COLUMN PERCENTAGES
= ROW PERCENTAGES
NEWS BY LISTENING TO THE RADIQ

(continued)
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BROADCASTING AUTHORITY - MALTA: MEDIA AUDIT - FEBRUARY 1994

TABLE 6: RANKING OF BEST THREE RADIO STATIONS FOR LOCAL NEWS

TOTAL GENDER AGE GROUP SOCIO-ECONONIC GROUP
MALE |FEMALE] 14 - | 18 - | 31 - | 51 - ]| OVER AB €1 c2 DE
17 30 50 65 65
SECOND............... 24 7 17 1 3 1" 5 & 5 8 4 7
................... 15.1%| 10.4%| 18.5% L% 1.9%] 6.9%] Z.1x| 2.5%] 21.7%) 14.0%] 11.1%] 16.3%
................... 100.0%| 29.2%| 70.8%] 4.2%| 12.5%| 45.8%| 20.8%| 16.7%| 20.8%{ 33.3%| 16.7%| 29.2%
THIRD. . ciiiiiiaennn 23 9 14 0 2 7 7 7 2 7 5 9
................... 14.5%) 13.4%| 15.2% L0%) 1.3%]| A.4%| 4.4%] 4.4x| 8.7%| 12.3%] 13.9%| 20.9%
................... 100.0%) 39.1%] 60.9% L0%]  8.7%| 30.4%| 30.4%| 30.4%) 8.7%] 30.4%| 21.7%| 39.1%
RADIO LIVE FM
NOT RANKED AMONG
FIRST THREE....... 121 50 71 7 25 &7 25 17 17 42 31 3"
................... 76.1%) 74.6%) T7.2%| 4.4%| 15.7%| 29.6%) 15.7%| 10.7%| 73.9%| 73.7%| 86.1%| 72.1%
................... 100.0%| 41.3%] 58.7%| 5.8%| 20.7%| 38.8%] 20.7%| 14.0%| 14.0%) 34.7%] 25.6%| 25.6%
FIRSY.....oimvvennnn, 11 8 3 1 0 7 3 0 2 6 1 2
................... 6.9%! 11.9%] 3.3% . 6% 0% 4.4%) 1.9% 0%) 8.7%| 10.5%| 2.8%| 4.7%
................... 100.0%) 72.7%| 27.3%| 9.1% 0% 63.6%) 27.3% 0%] 18.2%) 54.5%) 9.1%| 18.2%
SECOND........ccn.... 15 7 8 0 3 6 2 4 1 6 2 6
................... 9.4%| 10.4%| 8.7% 0% 1.9% 3.8%| 1.3%] 2.5%| 4.3%| 10.5%] 5.6%| 14.0%
................... 100.0%| 46.7%) 53.3% -0%]| 20.0%] 40.0%| 13.3%| 26.7%| 6.7%| 40.0%| 13.3%| 40.0%
THIRD.....vveninan.s 12 2 10 0 1 4 5 2 3 3 2 4
................... 7.5%1 3.0%) 10.9% . 0% L6%] 2.5%) 3.1%| 1.3%] 13.0%] 5.3%| 5.6%| 9.3%
................... 100.0%{ 16.7%| 83.3% L0%)  8.3%) 33.3%} 41.7%] 16.7%] 25.0%) 25.0%] 16.7%] 33.3%
ISLAKD SOUND
NOT RANKED AMONG
FIRST THREE....... 144 58 86 6 26 59 32 21 21 51 31 41
................... 90.6%| 86.6%| 93.5%] 3.8%| 16.4%| 37.1%| 20.1%| 13.2%| 91.3%| 89.5%| 86.1%] 95.3%
................... 100.0%) 40.3%) 59.7%) 4.2%] 18.1%| 41.0%| 22.2%| 14.6%| 14.6%] 35.4%| 21.5%] 28.5%
FIRST..vevinieaaa, 6 5 1 1 0 1 2 2 1 2 2 1
................... 3.8% 7.5%] 1.1% .6% .0% 6% 1.3%1 1.3%] 4.3%] 3.5%] 5.6%) 2.3%
................... 100.0%] 83.3%] 16.7%| 16.7% L0%) 16.7%] 33.3x%x| 33.3%| 16.7%| 33.3%| 33.3%) 16.7%
SECOND............... 4 2 2 0 2] 1 1 0 0 2 1 1
................... 2.5%1 3.0%| 2.2% 0% 1.3% .6% .6% 0% 0% 3.5%| 2.8%| 2.3%
................... 100.0%) 50.0%| 50.0% .0%] 50.0%] 25.0%] 25.0% 0% L0%] 50.0%| 25.0%] 25.0%
THIRD...onivveennnnans 5 2 3 1 1 3 0 0 1 2 2 0
................... 3.1%] 3.0%] - 3.3% .6% %1 1.9% L0% L0%] 4.3%] 3.5%] 5.6% .0%

FIRST ROW OF PERCENTAGES =
SECOND ROW OF PERCENTAGES
BASE = ALL WHO PREFER TO SOURCE LOCAL

COLUMN PERCENTAGES
= ROW PERCENTAGES
NEWS BY LISTENING TO THE RADIO

(continued)
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BROADCASTING AUTHORITY - MALTA: MEDIA AUDIT - FEBRUARY 1994

TABLE 6: RANKING OF BEST THREE RADIO STATIONS FOR LOCAL NEUWS

TOTAL GENDER AGE GROUP SOCIO-ECONOMIC GROUP
MALE |FEMALE| 14 - | 18 ~ | 31 - | 51 - | OVER AB c1 c2 DE
17 30 50 65 65
................... 100.0%| 40.0%| 60.0%| 20.0%| 20.0%| 60.0% 0% -0%| 20.0%| 40.0%| 40.0% .0%
BAY RADIO
NOT RANKED AMONG
FIRST THREE....... 134 52 82 6 23 53 30 22 21 45 30 38
................... B4.3%| 77.6%| 89.1%] 3.8%| 14.5%| 33.3x| 18.9%] 13.8%] 91.3%| 78.9%| 83.3%| 88.4%
................... 100.0%| 38.8%| 61.2%| 4.5%| 17.2%| 39.6%| 22.4%| 16.4%] 15.7%| 33.6%| 22.4%| 28.4%
FIRST..... ..ot 6 3 3 0 2 3 0 1 1 3 1 1
................... 3.8%| 4.5%| 3.3x% L0%] 1.3%] 1.9% .0% 6% 4.3%] 5.3%| 2.8%| 2.3%
................... 100.0%| 50.0%| 50.0% -0%| 33.3%] 50.0% L0%) 16.7%] 16.7%] 50.0%| 16.7%| 16.7%
SECOND........cunnu.s 9 6 3 2 0 4 3 0 1 3 3 2
................... 5.7%4] 9.0%] 3.3%| 1.3% 0% 2.5%| 1.9% S0%f 4.3%| 5.3%| 8.3%] 4.7%
................... 100.0%] 66.7%| 33.3%| 22.2% L0%| 44.4%) 33.3% L0%| 11.1%| 33.3%| 33.3%| 22.2%
THIRD....ccivvnnnnn.. 10 6 4 0 4 4 2 0 0 6 2 2
................... 6.3%] 9.0%| 4.3% L0%] 2.5%] 2.5%] 1.3% .0% L0%| 10.5%| 5.6%| 4.7%
................... 100.0%}| 60.0%| 40.0% .0%] 40.0%[ 40.0%| 20.0% 0% -0%| 60.0%| 20.0%| 20.0%
SMASH RADIO
NOT RANKED AMONG
FIRST THREE....... 128 53 75 3 20 50 32 23 22 47 25 34
................... 80.5%| 79.1%| &81.5%| 1.9%| 12.6%| 31.4%| 20.1%| 14.5%| 95.7%| 82.5%| 69.4%| 79.1%
................... 100.0%| 41.4%| 58.6x] 2.3%| 15.6%| 39.1%) 25.0%) 18.0%| 17.2%| 36.7%| 19.5%| 26.6%
FIRST...ivviniinnnnn. 8 3 5 4 2 2 0 0 0 2 4 2
................... 5.0%| 4.5%| 5.4%| 2.5%| 1.3%] 1.3% .0% .0% 0% 3.5%) 11.1%|  4.7x%
................... 100.0%| 37.5%| 62.5%] 50.0%| 25.0%| 25.0% .0% .0% -0%) 25.0%] 50.0%| 25.0%
SECOND............... 11 8 3 1 4 4 2 0 0 ] 1 4
................... 6.9%| 11.9%| 3.3% 6% 2.5%| 2.5%] 1.3% .0% .0%) 10.5%] 2.8%] 9.3%
................... 100.0%( 72.7%( 27.3%] 9.1%| 36.4%| 36.4%| 18.2% 0% L0%| 54.5%] 9.1%| 36.4%
THIRD......cvveennn.. 12 3 9 0 3 8 1 0 1 2 6 3
................... 7.5%] 4.5%| 9.8% 0% 1.9%| 5.0% .6% L0 4.3x%|  3.5%| 16.7%| 7.0%
................... 100.0%| 25.0%| 75.0% .0%] 25.0%| 66.7%| 8.3% L0%)  8.3%| 16.7%| 50.0%| 25.0%
RADIO CALYPSO
NOT RANKED AMONG
FIRST THREE....... 149 62 87 8 29 58 34 20 22 54 33 40
................... 93.7%| 92.5%] 94.6%] 5.0%| 18.2%| 36.5%| 21.4%| 12.6%| 95.7x| 94.7%| 91.7%| 93.0%

FIRST ROW OF PERCENTAGES =
SECOND ROW OF PERCENTAGES
BASE = ALL WHO PREFER TO SOURCE LOCAL

COLUMN PERCENTAGES
= ROW PERCENTAGES
NEWS BY LISTENING TO THE RADIO

(continued)
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BROADCASTING AUTHORITY - MALTA: MEDIA AUDIT - FEBRUARY 1994

TABLE 4: TV STATION MOST PREFERRED

- BY GENDER, AGE AND SOCIO-ECONOMIC SROUP

TOTAL GENDER AGE GROUP SOCIO-ECONOMIC GROUP
MALE |FEMALE| 14 - [ 18 - | 31 - | 51 - | OVER AB ¢1 c2 DE
17 30 50 65 65

TOTAL..oreeemancaaas 1050 511 539 77 273 385 189 126 134 397 237 282

K3 .

NO SPECIAL PREFERENCE 24 9 15 0 5 10 5 4 1 8 5 10
................... 2.3%] 1.8%) 2.8% L0%| 1.8%] 2.6%) 2.6%] 3.2% X 2.0%] 2.1%) 3.5%
................... 100.0%| 37.5%] 62.5% L0%} 20.8%| 41.7%| 20.8%| 16.7%] 4.2x%] 33.3%) 20.8%] 41.7%

TV, e irieeieees 278 131 147 4 52 108 61 53 27 80 67 104
................... 26.5%] 25.6%| 27.3%| 5.2%| 19.0%{ 28.1%| 32.3%| 42.1%( 20.1%| 20.2%| 28.3%| 36.9%
................... 100.0%| 47.1%) 52.9%] 1.4%] 18.7%| 38.8%| 21.9%] 19.1%]| 9.7%| 28.8%| 24.1%| 37.4%

3, S 129 82 47 3 28 50 30 18 32 53 22 22
................... 12.3%] 16.0%| 8.7%| 3.9%| 10.3x] 13.0%] 15.9%) 14.3%) 23.9%] 13.4%] 9.3%| 7.8%
................... 100.0%) 63.6%) 36.4%) 2.3%] 21.7%| 38.8%| 23.3%| 14.0%| 24.8%] 41.9%) 17.1%) 17.1%

BERLUSCONE........... 532 238 294 60 154 187 84 47 64 211 135 122
................... 50.7%| 46.6%| 54.5%| 77.9%| 56.4%| 48.6%| 44.4%| 37.3%| 47.8%{ 53.1%{ 57.0%| 43.3%
................... 100.0%] 44.7%) 55.3%| 11.3%| 28.9%| 35.2%| 15.8%| 8.8%] 12.0%] 39.7x%] 25.4%| 22.9%

OTHER ITALIAN

STATIONS.......... 49 32 17 7 22 14 3 3 4 27 4 14
................... 4.7%] 6.3%) 3.2%| 9.1%] 8.1%] 3.6%] 1.6%) 2.4%] 3.0%] 6.8% 1.7%) 5.0%
................... 100.0%| 65.3%| 34.7%] 16.3%| 44.9%] 28.6%| 6.1%] 6.1%) 8.2%} 55.1%| 8.2%] 28.6%

SATELLITE STATIONS... 38 19 19 3 12 16 6 1 -] 18 4 10
................... 3.6%] 3.7%) 3.5%] 3.9%| 4.4%] 4.2%| 3.2% L8%( 4.5%] 4.5%| 1.7%] 3.5%
................... 100.0%] 50.0%] 50.0%| 7.9%] 31.6%| 42.1%| 15.8%| 2.6%] 15.8%| 47.4%] 10.5%] 26.3%

FIRST ROW OF PERCENTAGES = COLUMN PERCENTAGES
SECOND ROW OF PERCENTAGES = ROW PERCENTAGES
BASE = ALL




BROADCASTING AUTHORITY - MALTA: MEDIA AUDIT - FEBRUARY 1994

TABLE 6: RANKING OF BEST THREE RADIO STATIONS FOR LOCAL NEWS

TOTAL GENDER AGE GROUP SOCIO-ECONOMIC GROUP
MALE {FEMALE} 14 - | 18 - | 31 - | 51 - | OVER AB c1 €2 DE
17 30 50 65 65
................... 100.0%| 41.6%| 58.4%| 5.4%| 19.5%| 38.9%| 22.8%| 13.4%| 14.8%| 36.2%| 22.1%| 26.8%
FIRST....cocveecnnne. 2 2 0 0 0 2 0 0 0 2 0 0
................... 1.3%] 3.0%4 .0% 0% 0% 1.3% .0% .0% 0% 3.5% .0% 0%
................... 100.0%]100.0% 0% 0% .0%1100.0% 0% 0% .0%]100.0% 0% .0%
SECOND.....cvuuvennnn 5 1 4 0 0 3 1 1 1 1 2 1
................... 3.1%| 1.5%| 4.3% .0% 0% 1.9% .6% %] 4.3% 1.8%] 5.6%] 2.3%
................... 100.0%| 20.0%] 80.0% .0% .0%| 60.0%| 20.0x%| 20.0%| 20.0%] 20.0%| 40.0%| 20.0%
THIRD. . eeviivnnveannn 3 2 1 0 0 1 0 2 0 0 1 2
................... 1.9%] 3.0%] 1.1% .0% 0% 6% L0%) 1.3% .0% 0%| 2.8%] 4.7%
................... 100.0%) 66.74%] 33.3% . 0% .0%] 33.3% L0%) 66.7% 0% L0%] 33.3%] 66.74

FIRST ROW OF PERCENTAGES =
SECOND ROW OF PERCENTAGES
BASE = ALL WHO PREFER TO SOURCE LOCAL

COLUMN PERCENTAGES
= ROW PERCENTAGES
NEWS BY LISTENING TO THE RADIO




BROADCASTING AUTHORITY

TABLE 7A: WHY RADIO

- MALTA: MEDIA AUDIT - FEBRUARY 1994

MALTA 1 RANKS FIRST FOR LOCAL NEWS

- BY GENDER, AGE AND SOC10-ECONOMIC GROUP
TOTAL GENDER AGE GROUP SOCIO-ECONOMIC GROUP
MALE |FEMALE| 18 - | 31 - | 51 - | OVER AB c1 c2 DE
30 50 65 65
TOTAL .o eameeeainvaas 15 3 12 4 5 3 3 1 7 3 4
NO ANSWER............ 2 1 1 1 1 0 0 0 1 1 0
................... 13.3%| 33.3%] 8.3%| 25.0%] 20.0% .0% 0% 0% 14.3%] 33.3% .0%
................... 100.0%| 50.0%| 50.0%| 50.0%| 50.0% . 0% .0% .0%] 50.0%| 50.0% .0%
FAIR/UNBIASED NEWS
REPORTS........... 4 0 4 0 1 2 1 1 2 0 1
................... 26.7% .0%) 33.3% L0%| 20.0%] 66.7%] 33.3%]100.0%] 28.6% L0%] 25.0%
................... 100.0% .0%{100.0% .0%| 25.0%| 50.0%| 25.0%1 25.0%| 50.0% 0%y 25.0%
GOOD NEWS COVERAGE... 7 1 6 2 3 1 1 0 3 2 2
................... 46.7%] 33.3%| 50.0%| 50.0%| 60.0%| 33.3%| 33.3% .0%| 42.9%] 66.7%| 50.0%
................... 100.0%]| 14.3%] 85.7%| 28.6%| 42.9%| 14.3%]| 14.3% .0%] 42.9%| 28.6%| 28.6%
GOT USED TO LISTENING
TO ITo.iinnannn. 2 1 1 1 0 0 1 0 1 0 1
................... 13.3%1 33.3%| 8.3%| 25.0% .0% 0% 33.3% JO0%E 14.3% .0%] 25.0%
................... 100.0%] 50.0%| 50.0%| 50.0% .0% .0%| 50.0% .0%| 50.0% .0%} 50.0%

FIRST ROW OF PERCENTAGES = COLUMN PERCENTAGES

SECOND ROW OF PERCENTAGES = ROW PERCENTAGES

BASE = ALL WHO RANK RADIO MALTA 1 FIRST FOR LOCAL NEWS




BROADCASTING AUTHORITY - MALTA: MEDIA AUDIT - FEBRUARY 1994

TABLE 7B: WHY RADIO MALTA 2 RANKS FIRST FOR LOCAL NEWS
- BY GENDER, AGE AND SOCIO-ECONOMIC GROUP

TOTAL GENDER AGE GROUP |SOCIO-ECONOMIC GROUP
MALE |FEMALE| 31 - | 51 - AB €2 DE
50 65
TOTAL..-vomvvvecannnn 3 1 2 2 1 1 1 1
NO ANSWER............ 2 1 1 1 1 1 0 1

................... 66.7%(100.0%] 50.0%| 50.0%{100.0%}100.0% .0%]100.0%
................... 100.0%| 50.0%| 50.0%{ 50.0%{ 50.0%! 50.0% .0%} 50.0%

GOOD NEWS COVERAGE... 1 0 1 1 0 0 1 0

................... 33.3% .0%| 50.0%| 50.0% 0% .0%71100.0% .0%
................... 100.0% .0%]100.0%]100. 0% 0% -0%{100.0x% .0%

FIRST ROW OF PERCENTAGES = COLUMN PERCENTAGES
SECOND ROW OF PERCENTAGES = ROW PERCENTAGES
BASE = ALL WHO RANK RADIO MALTA 2 FIRST FOR LOCAL NEWS



BROADCASTING AUTHORITY - MALTA: MEDIA AUDIT - FEBRUARY 1994

TABLE 7C: WHY RADIO SUPER 1 RANKS FIRST FOR LOCAL NEUS
- BY GENDER, AGE AND SOCIO-ECONOMIC GROUP

TOTAL GENDER AGE GROUP SOCI0-ECONOMIC GROUP
MALE |FEMALE| 14 - | 18 - | 31 - | 51 - | OVER AB ] c2 DE
17 30 50 65 65
TOTAL...ccvmeeeannnan 70 30 40 2 12 26 20 10 (] 22 17 25
NO ANSWER............ 8 2 [ 0 0 (] 2 0 0 3 3 2
................... 11.4%] 6.7%] 15.0% 0% .0%] 23.1%}] 10.0% .0% .0%| 13.6%] 17.6%| 8.0%
................... 100.0%) 25.0%) 75.0% 0% L0%] 75.0%) 25.0% .0% .0%| 37.5%| 37.5%| 25.0%
FAIR/UNBIASED NEWS

REPORTS........... 2 1 1 0 0 1 0 1 0 0 0 2
................... 2.9%] 3.3% 2.5% .0% 0% 3.8% .0%] 10.0% .0% .0% .0%] 8.0%
................... 100.0%] 50.0%} 50.0% . 0% .0%] 50.0% .0%] 50.0% . 0% 0% .0%[100.0%

600D NEWS COVERAGE... 30 14 16 1 5 10 12 2 3 1" 6 10
................... 42.9%| 46.7%] 40.0%] 50.0%| 41.7%]| 38.5%] 60.0%| 20.0%| 50.0%] 50.0%| 35.3%] 40.0%
................... 100.0%) 46.7%) 53.3%] 3.3%] 16.7%| 33.3%] 40.0%] 6.7%] 10.0%] 36.7%| 20.0%| 33.3%

FOR POLITICAL REASONS 8 2 6 0 3 1 1 3 0 ] 2 0
................... 11.4%| 6.7%| 15.0% .0%] 25.0%] 3.8%] 5.0%| 30.0% L0%| 27.3%] 11.8% .0%
................... 100.0%| 25.0%| 75.0% .0%| 37.5%] 12.5%] 12.5%) 37.5% .0%| 75.0%| 25.0% .0%

GOT USED TO LISTENING

L2 T 3 1 2 0 0 2 2 1 0 0 1 2
................... 4.3%) 3.3%] 5.0% .0% 0% 7.7% .0%] 10.0% .0% L0%] 5.9%) 8.0%
................... 100.0%| 33.3%| 66.7% .0% 0%t 66.7% .0%] 33.3% 0% .0%! 33.3%| 66.7%

INFORMATIVE &

INTERESTING....... 5 2 3 1 0 2 1 1 2 1 0 2
................... 7.1%| 6.7%| 7.5%| 50.0% 0% 7.7%| 5.0%| 10.0%] 33.3%] 4.5% .0%] 8.0%
................... 100.0%| 40.0%] 60.0%| 20.0% .0%] 40.0%| 20.0%| 20.0%| 40.0%| 20.0% .0%] 40.0%

BELIEVE IT REPORTS

THE TRUTH......... 15 9 6 0 4 4 S 2 1 2 5 7
................... 21.4%| 30.0%] 15.0% .0%| 33.3%| 15.4%| 25.0%| 20.0%{ 16.7%| 9.1%| 29.4%| 28.0%
................... 100.0%) 60.0%| 40.0% L0%) 26.7%| 26.7%| 33.3%| 13.3%] 6.7%] 13.3%| 33.3%| 46.7%

FIRST ROW OF PERCENTAGES = COLUMN PERCENTAGES
SECOND ROW OF PERCENTAGES = ROW PERCENTAGES
BASE = ALL WHO RANK RADIO SUPER 1 FIRST FOR LOCAL NEWS




BROADCASTING AUTHORITY - MALTA: MEDIA AUDIT - FEBRUARY 1994

TABLE 7D: WHY RADIO 101 RANKS FIRST FOR LOCAL NEWS

- BY GENDER, AGE AND SOCIO-ECONOMIC GROUP
TOTAL GENDER AGE GROUP SOCIO-ECONOMIC GROUP
MALE |FEMALE| 18 - | 31 - | 59 - | ovER AB t1 c2 DE
30 50 65 65
TOTAL....ceneeeea... 12 5 7 2 8 1 1 2 -] 3 1
FAIR/UNBIASED NEWS

REPORTS........... 1 1 0 0 0 0 1 0 0 0 1
................... 8.3%| 20.0% . 0% .0% 0% .0%|100.0x% .0X .0% 0%|100.0%
................... 100.0%|100.0% .0% .0% .0% .0%1100.0% -0% .0% 0%]100.0%

GOOD NEWS COVERAGE.. 6 2 4 1 & 1 0 2 3 1 0
................... 50.0%| 40.0%| 57.1%] 50.0%| 50.0%|100.0% -0%{100.0%| 50.0%| 33.3% 0%
................... 100.0%| 33.3%| 66.7%| 16.7%| 66.7%| 16.7% .0%| 33.3%] 50.0%| 16.7% .0%

FOR POLITICAL REASONS 2 1 1 0 2 0 0 0 2 0 0
................... 16.7%| 20.0%| 14.3% .0%| 25.0% 0% 0% 0%| 33.3% .0% -0%
................... 100.0%| 50.0%| 50.0% .0%]1100.0% .0% .0% .0%]100.0% .0% 0%

INFORMATIVE &

INTERESTING....... 2 1 1 1 1 0 0 0 1 1 0
................... 16.7%] 20.0%| 14.3%| 50.0%| 12.5% .0% .0% 0% 16.7%| 33.3% .0%
................... 100.0%| 50.0%| 50.0%| 50.0%| 50.0% 0% .0% .0%] 50.0%| 50.0% .0%

GOOD PRESENTERS...... 1 0 1 1] 1 0 0 0 0 1 0
................... 8.3% L0%) 14.3% 0% 12.5% 0% .0% 0% .0%| 33.3% .0%
................... 100.0% .0%[100.0% .0%]100.0% .0% . 0% .0% .0%]100.0% .0%

FIRST ROW OF PERCENTAGES = COLUMN PERCENTAGES
SECOND ROW OF PERCENTAGES
BASE = ALL WHO RANK RADIO 101 FIRST FOR LOCAL NEWS

ROW PERCENTAGES




BROADCASTING AUTHORITY - MALTA: MEDIA AUDIT - FEBRUARY 1994

TABLE 7E: WHY RTK RANKS FIRST FOR LOCAL NEWS

- BY GENDER, AGE AND SOCIO-ECONOMIC GROUP

TOTAL GENDER AGE GROUP SOCIO-ECONOMIC GROUP
MALE |FEMALE| 18 - | 31 - | 51 - | OVER AB c1 c2 DE
30 50 65 65
TOTAL. .. ciiceeneneat 20 4 16 7 5 4 4 7 6 2 5
NO ANSWER............ 3 0 3 1 0 1 1 0 1 0 2
................... 15.0% L0%] 18.8%| 14.3% .0%| 25.0%| 25.0% 0%} 16.7% .0%) 40.0%
................... 100.0% .0%]100.0%| 33.3x% .0%] 33.3%| 33.3% L0%) 33.3% LO0%| 66.7%
FAIR/UNBIASED NEWS

REPORTS........... 7 2 5 3 3 1 0 3 3 0 1
................... 35.0%] 50.0%) 31.3%] 62.9%) 60.0%] 25.0% L0%| 42.9%] 50.0% .0%] 20.0%
................... 100.0%[ 28.6%1 71.4%) 42.9%) 42.9%] 14.3% L0%) 42.9%] 642.9% L0%) 14.3%

GOOD NEWS COVERAGE 8 2 6 3 2 0 3 4 2 1 1
................... 40.0%| 50.0%] 37.5%| 42.9%] 40.0% .0%) 75.0%) 57.1%] 33.3%| 50.0%| 20.0%
................... 100.0%] 25.0%] 75.0%| 37.5%| 25.0% -0%| 37.5%) 50.0%( 25.0%| 12.5%] 12.5%

INFORMATIVE &

INTERESTING....... 2 Y 2 0 0 2 0 1 0 0 1
................... 10.0% -0%] 12.5% .0% .0%] 50.0% L0%] 14.3% .0% 0%) 20.0%
................... 100.0% .0%]100.0% 0% .0%[100.0% .0%] 50.0% L0% .0%| 50.0%

GOOD PRESENTERS...... 1 1 0 0 1 0 0 0 0 1 0
................... 5.0%] 25.0% 0% .0%| 20.0% 0% .0% .0% .0%] 50.0% . 0%
................... 100.0%|100.0% 0% .0%]100.0% .0% .0% .0% .0%100.0% .0%

FIRST ROW OF PERCENTAGES = COLUMN PERCENTAGES
SECOND ROW OF PERCENTAGES = ROW PERCENTAGES
BASE = ALL WHO RANK RTK FIRST FOR LOCAL NEWS




BROADCASTING AUTHORITY - MALTA: MEDIA AUDIT - FEBRUARY 1994

TABLE 7F: WHY RADIO LIVE FM RANKS FIRST FOR LOCAL NEWS
~ BY GENDER, AGE AND SOCIO-ECONOMIC GROUP

TOTAL GENDER AGE GROUP SOCIO-ECONOMIC GROUP
MALE |FEMALE| 14 - | 31 - | 51 - AB €1 c2 DE
17 50 65
TOTAL.....cvnneena... 1 8 3 1 7 3 2 6 1 2
NO ANSWER............ 1 1 0 0 1 0 0 1 0 0
................... 9.1%] 12.5% 0% LOX[ 14.3% .0% 0% 16.7% .0% .0%
................... 100.0%|100.0% .0% .0%]100.0x .0% .0%]100.0% 0% .0%
FAIR/UNBIASED NEWS

REPORTS........... 1 0 1 0 1 0 0 1 0 0
................... 9.1% .0x%) 33.3% 0%] 14.3% .0% 0% 16.7% . 0% .0%
................... 100.0% .0%1100.0% .0%]100.0% 0% .0%]100.0% .0% .0%

GOOD NEWS COVERAGE 5 4 1 0 & 1 0 3 1 1
................... 45.5%) 50.0%] 33.3% L0%| 57.1%| 33.3% .0%| 50.0%[100.0%| 50.0%
................... 100.0%| 80.0%| 20.0% .0%| 80.0%| 20.0% -0%| 60.0%| 20.0%| 20.0%

INFORMATIVE &

INTERESTING....... 3 2 1 1 0 2 1 1 0 1
................... 27.3%| 25.0%| 33.3%|100.0% L0%} 66.7%| 50.0%| 16.7% .0%] 50.0%
................... 100.0%] 66.7%| 33.3%| 33.3x% L0%| 66.7%] 33.3%| 33.3x% L0%] 33.3%

GOOD PRESENTERS...... 1 1 0 0 1 0 1 0 0 0
................... 9.1%) 12.5% .0% 0% 14.3% .0%1 50.0% 0% .0% 0%
................... 100.0%]100.0% .0% .0%{100.0% .0%]100.0% . 0% 0% .0%

FIRST ROW OF PERCENTAGES = COLUMN PERCENTAGES
SECOND ROW OF PERCENTAGES = ROW PERCENTAGES
BASE = ALL WHO RANK RADIO LIVE FM FIRST FOR LOCAL NEWS




BROADCASTING AUTHORITY - MALTA: MEDIA AUDIT - FEBRUARY 1994

TABLE 76: WHY ISLAND SOUND RANKS FIRST FOR LOCAL NEMS
- BY GENDER, AGE AND SOCIO-ECONOMIC GROUP

TOTAL GENDER AGE GROUP SOCIO-ECONOMIC GROUP
MALE |FEMALE| 14 - | 31 - | 51 - | ovER AB ct c2 DE
17 50 65 65
TOTAL....cvveeeo.... 6 5 1 1 1 2 2 1 2 2 1
NO ANSWER............ 1 1 0 0 0 0 1 0 0 0 1
................... 16.7%] 20.0% .0% .0% . 0% .0%] 50.0% 0% .0% .0%]100.0%
................... 100.0%/100.0% .0% 0% 0% .0%1100.0% 0% .0% .0%{100.0%
GOOD NEWS COVERAGE... 4 3 1 1 1 2 0 1 2 1 0
................... 66.7%| 60.0%[100.0%|100.0%|100.0%|100.0% .0%1100.0%[{100.0%}| 50.0% .0%
................... 100.0%] 75.0%| 25.0%] 25.0%] 25.0%| 50.0% .0%| 25.0%] 50.0%| 25.0% .0%
ENGLISH NEWS......... 1 1 0 0 0 0 1 0 0 1 0
................... 16.7%] 20.0% .0% .0% .0% .0%| 50.0% .0% .0%| 50.0% 0%
................... 100.0%|100.0% . 0% .0% .0% .0%|100.0% 0% .0%}100.0% .0%

FIRST ROW OF PERCENTAGES = COLUMN PERCENTAGES

SECOND ROW OF PERCENTAGES = ROW PERCENTAGES
BASE = ALL WHO RANK ISLAND SOUND RADIO FIRST FOR LOCAL NEWS




BROADCASTING AUTHORITY - MALTA: MEDIA AUDIT - FEBRUARY 1994

TABLE 7H: WHY BAY RADIO RAMKS FIRST FOR LOCAL WEWS
- BY GENDER, AGE AND SOCIO-ECONOMIC GROUP

TOTAL GENDER AGE GROUP SOCIO-ECONOMIC GROUP

MALE |FEMALE| 18 - | 31 - | OVER AB c1 €2 DE
30 50 65

TOTAL..cccerinecncann [ 3 3 2 3 1 1 3 1 1
GOOD NEWS COVERAGE 1 1 0 0 1 0 0 1 0 0
................... 16.7%| 33.3% 0% L0%| 33.3% 0% .0x| 33.3% .0% . 0%
................... 100.0%|100.0% .0% .0%]100.0% 0% .0%]100.0% .0% 0%

INFORMATIVE &

INTERESTING....... 1 0 1 0 0 1 0 1 0 0
................... 16.7% L0%| 33.3% 0% .0%]100.0% 0%| 33.3% .0% .0%
................... 100.0% .0%]100.0% 0% .0%|100.0% .0%]100.0% .0% .0%

GOOD PRESENTERS...... 1 0 1 1 0 0 0 1 0 0
................... 16.7% .0%| 33.3%| 50.0% .0% 0% .0%{ 33.3% .0% .0%
................... 100.0% .0%]100.0%]100.0% .0% .0% .0%1100.0% .0% .0%

BRIEF NEWS REPORTS... 3 2 11 1 2 0 1 0 1 1
................... 50.0%| 66.7%| 33.3%| 50.0%| 66.7% .0%1100.0% .0%{100.0%[100.0%

................... 100.0%| &6.7%] 33.3%| 33.3%| 66.7% .0%| 33.3% .0%| 33.3%| 33.3%

FIRST ROW OF PERCENTAGES = COLUMN PERCENTAGES
SECOND ROW OF PERCENTAGES = ROW PERCENTAGES
BASE = ALL WHO RANK BAY RADIO FIRST FOR LOCAL NEWS




BROADCASTING AUTHORITY - MALTA: MEDIA AUDIT - FEBRUARY 1994

TABLE 71: WHY SMASH RADIO RANKS FIRST FOR LOCAL NEUS
- BY GENDER, AGE AND SOCIO-ECONOMIC GROUP

TOTAL GENDER AGE GROUP SOCIO-ECONOMIC GROUP
MALE |FEMALE| 14 - | 18 - | 31 - ¢1 c2 DE
17 30 50
TOTAL. .. ceeneaa s 8 3 5 4 2 2 2 4 2
NO ANSWER............ 1 0 1 0 1 0 1 0 0
................... 12.5% .0%| 20.0% .0%]| 50.0% .0%| 50.0% 0% .0%
................... 100.0% .0%]100.0% .0%]100.0% .0%[100.0x% 0% .0%
FAIR/UNBIASED NEWS
REPORTS........... 1 0 1 1 0 0 0 1 0
................... 12.5% -0%}] 20.0%| 25.0% .0% 0% -0%] 25.0% .0%
................... 100.0% .0%|100.0%|100. 0% .0% .0% .0%]100.0% .0%
GOT USED YO LISTENING
TO ITe.eeniann... 1 0 1 1 0 0 1 0 0
................... 12.5% -0%| 20.0%| 25.0% .0% .0%] 50.0% 0% .0%
................... 100.0% .0%1100.0%|100.0% 0% .0%{100.0% .0% .0%
BRIEF NEWS REPORTS... 5 3 2 2 1 2 0 3 2
................... 62.5%[100.0%] 40.0%| 50.0%| 50.0%[100.0% -0%| 75.0%{100.0%
................... 100.0%| 60.0%| 40.0%] 40.0%| 20.0%| 40.0% .0%) 60.0%| 40.0%

FIRST ROW OF PERCENTAGES =
SECOND ROW OF PERCENTAGES = ROW PERCENTAGES

COLUMN PERCENTAGES

BASE = ALL WHO RANK SMASH RADIO FIRST FOR LOCAL NEWS




BROADCASTING AUTHORITY - MALTA: MEDIA AUDIT - FEBRUARY 1994

TABLE 7J: WHY RADIO CALYPSO RANKS FIRST FOR LOCAL NEWS
- BY GENDER, AGE AND SOCIO-ECONOMIC GROUP

TOTAL |GENDER| AGE |SOCIO-
GROUP |ECONOM
| {4
GROUP

MALE | 31 - c1
50

GOOD NEWS COVERAGE... 1 1 1 1
.............. «e.s.f 50.0%] 50.0%| 50.0%| 50.0%
............... ++..|100.0%|100.0%{100.0%}100.0%

BRIEF NEWS REPORTS... 1 1 1 1
................... 50.0%] 50.0%| 50.0%| 50.0%
................... 100.0%]100.0%}100.0%|100.0%

FIRST ROW OF PERCENTAGES = COLUMN PERCENTAGES
SECOND ROW OF PERCENTAGES = ROW PERCENTAGES
BASE = ALL WHO RANK RADIO CALYSPO FIRST FOR LOCAL NEWS



BROADCASTING AUTHORITY - MALTA: MEDIA AUDIT - FEBRUARY 1994

TABLE 8: PREFERRED SOURCE FOR FOREIGN NEWS
-~ BY GENDER, AGE AND SOCIO-ECONOMIC GROUP

TOTAL GENDER AGE GROUP SOCIO-ECONOMIC GROUP
MALE |FEMALE| 14 - | 18 - | 31 - | 51 - | OVER AB €1 c2 DE
17 30 50 65 65
TOTAL..cooiiiacncanan 1050 511 539 77 273 385 189 126 134 397 237 282
K7
LISTEN TO THEM ON THE
RADIO.........vuns 84 35 49 6 19 27 21 11 12 28 18 26
................... 8.0%] 6.8%| 9.1%| 7.8x| 7.0%| 7.0%| 11.1x| 8.7%| 9.0%| 7.1%] 7.6%| 9.2%
................... 100.0%| 41.7%] 58.3%] 7.1%| 22.6%| 32.1%] 25.0%] 13.1%| 14.3%| 33.3%| 21.4%| 31.0%
WATCH THEM ON TV..... 794 377 417 45 197 303 146 103 102 297 175 220
................... 75.6%) 73.8%| 77.4%| 58.4%) 72.2%| 78.7%| 77.2%| 81.7%| 76.1%{ 74.8%| 73.8%| 78.0%
................... 100.0%| 47.5%| 52.5%| 5.7%| 24.8%| 38.2%| 18.4%| 13.0%| 12.8%] 37.4%| 22.0%| 27.7%
READ THEM IN A
NEWSPAPER......... 79 48 Ly 7 27 3 9 5 16 38 16 9
................... 7.5%] 9.4%) 5.8%| 9.1%| 9.9%| 8.1%] 4.8%| 4.0%| 11.9%| 9.6%| 6.8%] 3.2%
................... 100.0%| 60.8%| 39.2%] 8.9%| 34.2%| 39.2%| 11.46%] 6.3%] 20.3%] 48.1%] 20.3%| 11.4%
NO SPECIAL PREFERENCE 93 51 42 19 30 24 13 7 4 34 28 27
................... 8.9%| 10.0%| 7.8%| 24.7%| 11.0%] 6.2%] 6.9%| S5.6%| 3.0%| 8.6%| 11.8%| 9.6%
................... 100.0%| 54.8%| 45.2%| 20.4%| 32.3%| 25.8%| 14.0%| 7.5%| 4.3%] 36.6%| 30.1%] 29.0%

FIRST ROW OF PERCENTAGES = COLUMN PERCENTAGES
SECOND ROW OF PERCENTAGES = ROW PERCENTAGES
BASE = ALL ’




BROADCASTING AUTHORITY - MALTA: MEDIA AUDIT - FEBRUARY 1994

TABLE 9: RADIO STATION MOST PREFERRED FOR FOREIGN NEWS
- BY GENDER, AGE AND 30CID-ECONOMIC GROUP

TOTAL GENDER AGE GROUP SOCIO-ECONOMIC GROUP
MALE |FEMALE| 14 - | 18 - | 31 - | 51 - | OVER AB c1 c2 DE
17 30 50 65 65
TOTAL. o eeeenineaes 84 35 49 [ 19 27 21 " 12 28 18 26
NAME OF STATION
NO SPECIAL PREFERENCE
FOR ANY ONE
STATION........... 8 5 3 2 ] 3 3 0 0 5 2 1
................... 9.5%] 14.3%| 6.1%] 33.3% L0%] 11.1%] 14.3% 0% L0%| 17.9%] 11.1%| 3.8%
................... 100.0%] 62.5%| 37.5%| 25.0% .0%| 37.5%| 37.5% .0% 0%} 62.5%| 25.0%| 12.5%
RADIO MALTA 1........ 10 3 7 0 2 3 3 2 0 2 3 5
................... 11.9%] 8.6%| 14.3% L0%] 10.5%] 11.1%| 14.3%| 18.2% 0% 7.1%| 16.7%) 19.2%
................... 100.0%| 30.0%| 70.0% -0%] 20.0%| 30.0%| 30.0%| 20.0% .0%| 20.0%| 30.0%| 50.0%
RADIO MALTA 2........ 4 1 3 0 0 1 2 1 2 0 1 1
................... 4.8% 2.9%| 6.1x% .0% L0%p 3.7%| 9.5%] 9.1%| 16.7% 0% 5.6%| 3.8%
................... 100.0%| 25.0%| 75.0% .0% -0%| 25.0%| 50.0%| 25.0%] 50.0% .0%] 25.0%| 25.0%
RADIO SUPER 1........ 30 12 18 2 6 1 [ 5 3 9 5 13
................... 35.7%| 34.3%| 36.7%| 33.3%| 31.6%| 40.7%| 28.6%| 45.5%| 25.0%| 32.1%| 27.8%| 50.0%
................... 100.0%| 40.0%) 60.0%| 6.7%| 20.0%| 36.7%| 20.0%| 16.7%] 10.0%| 30.0%| 16.7%| 43.3%
RADIO 101............ 4 1 3 2 1 1 0 0 0 2 1 1
................... 4.8%) 2.9%] 6.1%| 33.3%] 5.3%| 3.7% .0% .0% 0% 7.1%| 5.6%] 3.8%
................... 100.0%} 25.0%| 75.0%| 50.0%| 25.0%| 25.0% 0% .0% -0%| 50.0%( 25.0%| 25.0%
RTK. eeeiiiiiieannan 13 5 8 0 6 2 3 2 5 4 2 2
................... 15.5%] 14.3%| 16.3% S0%] 31.6%| 7.4x%| 14.3%| 18.2%| 41.7%| 14.3%| 11.1%| 7.7%
................... 100.0%| 38.5%| 61.5% -0%] 46.2%| 15.4%| 23.1%| 15.4%| 38.5%} 30.8%| 15.4%| 15.4%
LIVE FM......ocuue.., 3 0 3 0 0 0 3 0 0 2 0 1
................... 3.6% 0% 6.1% .0% .0% L0%| 14.3% 0% 0% 7.1% 0% 3.8%
................... 100.0% .0%1100.0% 0% 0% .0%]100.0% .0% L0%| 66.7% .0%| 33.3%
ISLAND SOUND......... [ 4 2 0 2 2 1 1 1 2 2 1
................... T.1%| 11.4%] 4.1% L0%] 10.5%| 7.4%| 4.8%| 9.1%| 8.3%] 7.1%| 11.1%] 3.8%
................... 100.0%| 66.7%| 33.3% -0%] 33.3%| 33.3%| 16.7%] 16.7%| 16.7%| 33.3%| 33.3%| 16.7%
BAY RADIO............ 4 2 2 0 2 2 0 0 1 1 1 1
.......... eeevaannd] 4.8%] 5.7%| 4.1% L0%] 10.5%] 7.4% .0% .0%| 8.3%] 3.6%| 5.6%| 3.8%
................... 100.0%| 50.0%| 50.0% .0%| 50.0%] 50.0% .0% L0%] 25.0%| 25.0%| 25.0%| 25.0%

FIRST ROW OF PERCENTAGES = COLUMN PERCENTAGES
SECOND ROW OF PERCENTAGES = ROW PERCENTAGES
BASE = ALL WHO PREFER TO SOURCE FOREIGN NEWS BY LISTENING TO THE RADIO
(continued)



BROADCASTING AUTHORITY - MALTA: MEDIA AUDIT - FEBRUARY 1994

TABLE 9: RADIO STATION MOST PREFERRED FOR FOREIGN NEWS
= BY GENDER, AGE AND SOCIO-ECONOMIC GROUP

TOTAL GENDER AGE GROUP SOCIO-ECONOMIC GROUP
MALE |FEMALE| 14 - | 18 - | 31 - | 51 - | OVER AB c1 c2 DE
17 30 50 65 65
SMASH......... ..ol 1 1 0 0 0 1 0 0 0 0 1 ()
................... 1.2%f 2.9% .0% .0% 0% 3.7% 0% .0% .0% 0% 5.6% . 0%
................. ..1100.0%|100.0% . 0% 0% .0%1100.0% .0% 0% 0% .0%1100.0% .0%
CALYPSO..........c... 1 1 0 0 0 1 0 0 0 1 0 0
................... 1.2%] 2.9% .0% 0% 0% 3.7% .0% 0% 0%l 3.6% 0% .0%
................... 100.0%]100.0% .0% .0% -0%{100.0% .0% .0% -0%]100.0% .0% 0%

FIRST ROW OF PERCENTAGES = COLUMN PERCENTAGES
SECOND ROW OF PERCENTAGES = ROW PERCENTAGES
BASE = ALL WHO PREFER TO SOURCE FOREIGN NEWS BY LISTENING TO THE RADIO




BROADCASTING AUTHORITY - MALTA: MEDIA AUDIT - FEBRUARY 1994

TABLE 10: REASONS WHY PARTICULAR STATION 1S PREFERRED FOR FOREIGN NEUS
= BY RADIO STATION

TOTAL NAME OF STATION
NO |RADIO [RADIO JRADIDO |RADIO | RTK LIVE |ISLAND| BAY |SMASH |CALYPS
SPECIA|MALTA [MALTA [super | 101 FM  |SOUND [RADIO 0
L 1 2 1
PREFER
ENCE
FOR
ANY
ONE
STATIO
N
TOTAL...ovveoeiannn.. 84 8 10 4 30 4 13 3 6 4 1 1
NO ANSWER............ 18 8 2 1 2 0 3 0 0 0 1 1
................... 21.4%1100.0%) 20.0%) 25.0%] 6.7% L0%| 23.1% .0% .0% .0%]100.0%|100.0%
Ceedieaeareraeen 100.0%) &4.4%| 11.1%] 5.6%] 11.1% 0%] 16.7% 0% 0% 0% 5.6%] 5.6%
GOOD NEWS COVERAGE... 27 0 5 2 12 3 2 0 3 1] U 0
................... 32.1% -0%| 50.0%| 50.0%| 40.0%| 75.0%| 15.4% .0%] 50.0% 0% .0% . 0%
................. ..1100.0% L0%| 18.5%) 7.4%) 44.4%] 11.1%| 7.4% 0% 11.1% .0% 0% .0%
BBC NEWS IS RELAYED.. 6 0 0 1 1 0 4 0 0 0 0 0
................. Ll 70 -0% L0%] 25.0%) 3.3% .0%] 30.8% 0% . 0% 0% .0% 0%
................... 100.0% 0% 0%l 16.7%) 16.7% 0%) 66.7% 0% 0% 0% .0% -0%
FOR POLITICAL REASONS 2 0 0 0 2 0 0 0 0 0 0 0
................... 2.4% 0% .0% 0% 6.7% .0% .0% 0% 0% .0% .0% .0%
.............. ve...1100.0% . 0% .0% .0%]100.0% 0% .0% .0% . 0% 0% .0% -0%
INFORMATIVE &

INTERESTING....... 5 0 1 0 2 0 1 1 0 0 0 0
........ creenenaned| 6.0% .0%) 10.0% 0% 6.7% 0%} 7.7%) 33.3% 0% .0% .0% .0%
................... 100.0% .0%]| 20.0% .0%] 40.0% .0%1 20.0%( 20.0% 0% 0% 0% 0%

GOT USED TO LISTENING

LD O S 5 0 1 0 3 0 0 1 0 0 0 0
..... erensearenness| 6.0% .0%] 10.0% .0%) 10.0% . 0% .0%] 33.3% .0% .0% .0% 0%
Cehhiecaetecenannae 100.0% .0%] 20.0% .0%] 60.0% .0% .0%] 20.0% 0% . 0% .0% 0%

BELIEVE IT REPORTS

THE TRUTH......... 6 0 0 0 é 0 0 0 0 0 0 0
e reecimcaneaeaas 7.1% 0% .0% .0%| 20.0% .0% .0% .0% . 0% 0% .0% .0%
................... 100.0% 0% .0% .0%[100.0% .0% .0% .0% 0% 0% .0% .0%

FIRST ROW OF PERCENTAGES = COLUMN PERCENTAGES
SECOND ROW OF PERCENTAGES = ROW PERCENTAGES
BASE = ALL WHQ PREFER TO SOURCE FOREIGN NEWS BY LISTENING TO THE RADIO

(continued)
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BROADCASTING AUTHORITY - MALTA: MEDIA AUDIT - FEBRUARY 1994

TABLE 10: REASONS WHY PARTICULAR STATION 1S PREFERRED FOR FOREIGN NEUS

- BY RADIO STATION

TOTAL NAME OF STATION
NO [RADIO |RADIO |RADIO JRADIO ]| RTK LIVE |ISLAND| BAY |SMASH |CALYPS
SPECIAIMALTA |MALTA |SUPER | 101 FM |SOUND |RADIO o]
L 1 2 1
PREFER
ENCE
FOR
ANY
ONE
STATIO
N
GOOD PRESENTERS...... 4 0 0 0 1 1 0 0 1 1 0 0
chreeaeerranaus . 4.8% .0% .0% 0% 3.3%| 25.0% .0% L0%) 16.7%( 25.0% 0% 0%
................... 100.0% .0% .0% .0%| 25.0%| 25.0% .0% .0%]| 25.0%| 25.0% .0% .0%
RADIO IS LEFT ON THE
SAME STATION...... 4 0 1 0 0 0 2 1 0 0 0 0
teererereeenaes 4.8% .0%] 10.0% 0% .0% C0%| 15.4%) 33.3% .0% .0% -0% .0%
................... 100.0% L0%) 25.0% 0% .0% .0%] 50.0%] 25.0% 0% .0% .0% .0%
UNBIASED............. 3 0 0 0 1 0 1 0 1 0 0 0
................... 3.6% .0% . 0% 0% 3.3% 0%l 7.7% 0% 16.7% .0% .0% -0%
................... 100.0% .0% .0% .0%| 33.3% L0%) 33.3% 0% 33.3% 0% .0% .0%
BREIF NEWS REPORTS... 3 -0 0 0 0 0 0 0 0 3 0 0
................... 3.6% .0% .0% 0% 0% .0% .0% 0% .0%] 75.0% .0% .0%
................... 100.0% 0% .0% 0% .0% 0% .0% .0% .0%)100.0% .0% -0%
ENGLISH SPEAKING..... 1 0 0 0 0 0 0 0 1 0 0 0
................. .. 1.2% .0% .0% .0% .0% 0% L0% L0%] 16.7% .0% .0% 0%
................... 100.0% .0% -0% .0% 0% .0% .0% .0%]100.0% .0% - 0% .0%

FIRST ROW OF PERCENTAGES = COLUMN PERCENTAGES
SECOND ROW OF PERCENTAGES = ROW PERCENTAGES
BASE = ALL WHO PREFER TO SOURCE FOREIGN NEWS BY LISTENING TO THE RADIO




BROADCASTING AUTHORITY - MALTA: MEDIA AUDIT - FEBRUARY 1994

TABLE 11: TYPES OF RADIO PROGRAMMES LIKED
- BY GENDER, AGE AND SOCIO-ECONOMIC GROUP

TOTAL GENDER AGE GROUP SOCIO-ECONOMIC GROUP
MALE |FEMALE| 14 - | 18 - | 31 - | 51 - | OVER AB c1 €2 DE
17 30 50 65 65
L) £, 1050 511 539 77 273 385 189 126 134 397 237 282
NO ANSWER............ 32 16 16 0 10 14 3 5 5 7 8 12
................... 3.04| 3.1%| 3.0% 0% 3.7%| 3.6xp 1.6%| 4.0%| 3.7%| 1.8%) 3.4x%| 4.3%
................... 100.0%| 50.0%| 50.0% L0%| 31.3%) 43.8%| 9.4%| 15.6%] 15.6%] 21.9%] 25.0%| 37.5%
MUSIC....ocovevnnanen 709 370 339 73 227 264 99 46 85 284 162 178
................... 67.5%| 72.4%| 62.9%] 94.8%| 83.2%| 68.6%] 52.4%| 36.5%| 63.4%| 71.5%| 68.4%| 63.1%
................... 100.0%| 52.2%) 47.8%] 10.3%| 32.0%] 37.2%| 14.0%) 6.5%| 12.0%| 40.1%| 22.8%] 25.1%
NEWS...........0vnne. 573 281 292 20 123 232 114 84 76 210 134 153
................... 54.6%| 55.0%| 54.2%) 26.0%| 45.1x| 60.3%| 60.3%! 66.7%| 56.7%( 52.9%| 56.5%| 54.3%
................... 100.0%) 49.0%| 51.0%| 3.5%| 21.5%| 40.5%| 19.9%| 14.7%| 13.3%| 36.6%] 23.4%| 26.7%
LOCAL NEWS ANALYSIS.. 214 96 118 [ 44 9 43 27 35 72 47 60
................... 20.4%] 18.8%| 21.9%| 7.8%| 16.1%| 24.4%| 22.8%| 21.4%| 26.1%] 18.1%] 19.8%| 21.3%
................... 100.0%) 44.9%| 55.1%) 2.8%] 20.6%] 43.9%] 20.1%] 12.6%| 16.4%| 33.6%| 22.0%| 28.0%
FOREIGN NEWS ANALYSIS 139 63 76 5 30 60 28 16 23 50 28 38
................... 13.2%| 12.3%| 14.1%] 6.5%| 11.0%| 15.6%| 14.8%| 12.7%| 17.2%| 12.6%] 11.8%| 13.5%
................... 100.0%) 45.3%| 54.7%| 3.6%| 21.6%| 43.2%| 20.1%] 11.5%| 16.5%| 36.0%| 20.1%| 27.3%
DISCUSSIONS WITH
PHONE-INS......... 341 128 213 15 68 139 72 47 42 117 81 101
................... 32.5%| 25.0%) 39.5%| 19.5%| 24.9%) 36.1%| 38.1%| 37.3%| 31.3%| 29.5%| 34.2%| 35.8%
................... 100.0%| 37.5%| 62.5%| 4.4%] 19.9%] 40.8%] 21.1%] 13.8%| 12.3%] 36.3%| 23.8%| 29.6%
SPORTS....ovnvenennnn 276 212 64 26 73 103 46 28 28 110 68 70
................... 26.3%| 41.5%) 11.9%| 33.8%| 26.7%| 26.8%| 24.3x%| 22.2%| 20.9%| 27.7%| 28.7%| 24.8%
................... 100.0%} 76.8%| 23.2%| 9.4%| 26.4%| 37.3%| 16.7%]| 10.1%| 10.1%| 39.9%) 24.6%| 25.4%
NOVELS............... 227 56 171 10 41 89 50 37 18 67 68 74
................... 21.6%) 11.0%] 31.7%| 13.0%] 15.0%| 23.1%] 26.5%| 29.4%| 13.4%| 16.9%] 28.7%| 26.2%
................... 100.0%| 24.7%| 75.3%| 4.4%| 18.1%| 39.2%| 22.0%] 16.3%| 7.9%| 29.5%] 30.0%] 32.6%
RELIGIOUS PROGRAMMES. 288 92 196 5 53 102 63 65 35 95 76 82
................... 27.4%| 18.0%| 36.4%| 6.5%| 19.4%| 26.5%} 33.3%| 51.6%| 26.1%| 23.9%] 32.1%| 29.1%
................... 100.0%| 31.9%| 68.1%| 1.7%]| 18.4%| 35.4%| 21.9%] 22.6%| 12.2%| 33.0%| 26.4%| 28.5%

FIRST ROW OF PERCENTAGES = COLUMN PERCENTAGES
SECOND ROW OF PERCENTAGES = ROW PERCENTAGES
BASE = ALL

(continued)



BROADCASTING AUTHORITY ~ MALTA: MEDIA AUDIT - FEBRUARY 1994

TABLE 11: TYPES OF RADIO PROGRAMMES LIKED
- BY GENDER, AGE AND SOCIO-ECONOMIC GROUP

TOTAL GENDER AGE GROUP SOCIO-ECONOMIC GROUP
MALE |FEMALE| 14 - 18 - 31 - 51 - | OVER AB c1 c2 DE
17 30 50 65 65
HEALTH EDUCATION
PROGRAMMES. . ...... 410 149 261 9 93 169 89 50 49 157 105 99
................... 39.0%] 29.2%] 48.4%| 11.7%] 34.1%| 43.9%| 47.1%| 39.7%| 36.6%]| 39.5%| 44.3%) 35.1%
................... 100.0%| 36.3%| 63.7%| 2.2%| 22.7%) 41.2%| 21.7%] 12.2%| 12.0%| 38.3%| 25.6%| 24.1%
LOCAL HISTORY
PROGRAMAMES....... 264 120 144 13 52 116 51 32 43 9% 62 65
................... 25.1%| 23.5%) 26.7%| 16.9%] 19.0%| 30.1%] 27.0%| 25.4%| 32.1%| 23.7%| 26.2%| 23.0%
................... 100.0%] 45.5%| 54.5%| 4.9%| 19.7%| 43.9%| 19.3%| 12.1%| 16.3%[ 35.6%| 23.5%] 24.6%
PROGRAMMES OF A
POLITICAL NATURE.. 178 95 83 5 34 76 39 24 25 65 45 43
................... 17.0%| 18.6%| 15.4%] 6.5%| 12.5%| 19.7x%| 20.6%| 19.0%| 18.7%| 16.4%| 19.0%] 15.2%
................... 100.0%| 53.4%| 46.6%) 2.8%| 19.1%| 42.7%| 21.9%| 13.5%| 14.0%) 36.5%| 25.3%| 24.2%
PROGRAMMES ON FILMS
TO BE SCREENED ON .
L 115 59 56 1" 39 47 1 7 14 40 27 34
................... 11.0%| 11.5%[ 10.4%] 14.3%] 14.3%| 12.2%| 5.8%| 5.6%| 10.4%| 10.1%| 11.4%] 12.1%
................... 100.0%| 51.3%| 48.7% 9.6%] 33.9%| 40.9%| 9.6%| 6.1%] 12.2%| 34.8%| 23.5%| 29.6%
REVIEWS OF VIDEOS AND
CINEMA FILMS...... 64 34 30 7 30 19 4 4 9 27 12 16
................... 6.1% 6.7%] 5.6%| 9.1%| 11.0%| 4.9% 2.1x%| 3.2%| 6.7%| 6.8%x| s5.1%| 5.7%
................... 100.0%| 53.1%] 46.9%] 10.9%] 46.9%| 29.7%| 6.3%| 6.3%| 14.1%| 42.2%| 18.8%} 25.0%
PROGRAMMES ON THE
ENVIRONMENT....... 178 76 102 11 46 66 36 19 33 72 39 34
................... 17.0%] 14.9%] 18.9%| 14.3%] 16.8%| 17.1%| 19.0%| 15.1%]| 24.6%| 18.1%| 16.5%| 12.1%
................... 100.0%| 42.7%| 57.3%| 6.2%] 25.8%| 37.1%| 20.2%| 10.7%| 18.5%| 40.4%| 21.9%| 19.1%
DISCUSSIONS ON
PERSONAL ISSUES... 385 147 238 13 76 162 76 58 49 141 93 102
................... 36.7%| 28.8%| 44.2%| 16.9%| 27.8%| 42.1%| 40.2%| 46.0%] 36.6%| 35.5%| 39.2%] 36.2%
................... 100.0%| 38.2%| 61.8%| 3.4%] 19.7%| 42.1%| 19.7%| 15.1%| 12.7%] 36.6%| 24.2%| 26.5%
DISCUSSIONS ON
CURRENT AFFAIRS... 386 177 209 17 84 156 85 44 64 157 75 90
................... 36.8%| 34.6%| 38.8%| 22.1%| 30.8%| 40.5%| 45.0%| 34.9%| 47.8%| 39.5%] 31.6%) 31.9%
................... 100.0%| 45.9%] S&.1%| 4.4%| 21.8%]| 40.4%| 22.0%| 11.4%] 16.6%| 40.7%| 19.4%| 23.3%

FIRST ROW OF PERCENTAGES = COLUMN PERCENTAGES

SECOND ROW OF PERCENTAGES =

BASE = ALL

ROW PERCENTAGES

(continued)
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BROADCASTING AUTHORITY ~ MALTA: MEDIA AUDIT - FEBRUARY 1994

TABLE 11: TYPES OF RADIO PROGRAMMES LIKED
- BY GENDER, AGE AND SOCIO-ECONOMIC GROUP

TOTAL GENDER AGE GROUP SOCIO-ECONOMIL GROUP
MALE |FEMALE| 14 - | 18 - | 31 - | 51 - | OVER AB c1 c2 DE
17 30 50 65 65
RADID PLAYS.......... ) 0 ] 1 0 1 3 1 1 2 3 0
................... .6% 0% 1.1%| 1.3% . 0% 3% 1.6% .8% 7% Sl 1.3% .0%
................... 100.0% .0%])100.0%] 16.7% L0%| 16.7%]| 50.0%] 16.7%| 16.7x%| 33.3%| 50.0% .0%
EDUCATIONAL
PROGRAMMES........ 3 1 2 0 0 1 2 0 0 2 1 0
................... 3% 2% 4% 0% 0% 3% 1.1% 0% 0% .5% 4% .0%
................... 100.0%| 33.3%| 66.7% .0% 0% 33.3%] 66.7% .0% L0%) 66.7%) 33.3% 0%
PROGRAMMES FOR WOMEN. (] 0 6 0 1 3 2 0 1 2 1 2
................... .6% 0% 1.1% 0% 4% 8% 1.1% .0% LT .5% A% LT%
................... 100.0% -0%]100.0% .0%| 16.7%] 50.0%| 33.3% L0% 16.7%) 33.3%1 16.7%| 33.3%
OBITUAARIES.......... 3 2 1 0 1 1 0 1 0 2 0 1
................... 3% 4% 2% 0% A% 3% 0% .8% 0% .5% .0% 4%
................... 100.0%{ 66.7%| 33.3% .0%] 33.3%| 33.3% .0%) 33.3% .0%) 66.7% .0%) 33.3%
RECITATION OF ROSARY. 1 1 0 0 1 0 0 0 0 1 0 0
................... 1% .2% -0% .0% 4% .0% .0% .0% .0% 3% -0% 0%
................... 100.0%]100.0% .0% .0%]100.0% .0% 0% 0% .0%1100.0% .0% .0%
COMDEY. ... ...ovunnnns 3 1 2 1 0 1 1 0 0 0 2 1
................... 3% 2% A% 1.3% .0% 3% 5% 0% .0% .0% .8% 4%
................... 100.0%| 33.3%| 66.7%] 33.3% .0%) 33.3%] 33.3% 0% 0% L0%) 66.7%] 33.3%
QUIZZES....covnvunens 1 0 1 0 0 0 1 0 1 0 0 0
................... A% .0% -2% .0% 0% .0% .5% 0% 7% .0% -0% 0%
................... 100.0% -0%]100.0% .0% .0% .0%]100.0% .0%]100.0% 0% .0% .0%

FIRST ROW OF PERCENTAGES = COLUMN PERCENTAGES
SECOND ROW OF PERCENTAGES = ROW PERCENTAGES
BASE = ALL




BROADCASTING AUTHORITY - MALTA: MEDIA AUDIT - FEBRUARY 1994

TABLE 12: RADIO STATION COMPARISON ON A SET OF SIX PROGRAMME SECTORS
= BY AGE, GENDER AND SOCIO-ECONOMIC GROUP

TOTAL GENDER AGE GROUP SOCIO-ECONOMIC GROUP
MALE |FEMALE |14 - 17|18 - 30|31 - 50|51 - 65|OVER 65| AB c1 c2 DE
TOTAL...cceeeeninnnan 1050 511 539 77 273 385 189 126 134 397 237 282
NEWS
NO SPECIAL PREFERENCE
FOR ANY ONE
STATION........... 147 77 70 23 46 4é 18 16 16 59 39 33
................... 14.0%] 15.1%| 13.0%] 29.9%] 16.8%] 11.4% 9.5%] 12.7%| 11.9%| 14.9%| 16.5%| 11.7%
................... 100.0%| 52.4%| 47.6%| 15.6% 31.3%| 29.9%| 12.2%| 10.9%| 10.9%[ 40.1%| 26.5%) 22.4%
RADIO MALTA 1........ 139 52 87 4 20 45 40 30 21 46 37 35
................... 13.2%] 10.2%] 16.1% 5.2% 7.3%] 11.7%| 21.2%| 23.8%] 15.7%| 11.6%| 15.6%| 12.4%
................... 100.0%| 37.4%| 62.6% 2.9%| 14.4%| 32.4%| 28.8%| 21.6%| 15.1%| 33.1%| 26.6%] 25.2%
RADIO MALTA 2........ 49 18 31 1 1" 12 10 15 3 20 15 1
................... 4.7% 3.5% 5.8% 1.3% 4.0% 3.1% 5.3%] 11.9% 2.2% 5.0% 6.3% 3.9%
................... 100.0%| 36.7%] 63.3% 2.0%| 22.4%f 24.5%] 20.4%} 30.6% 6.1%] 40.8%| 30.6%| 22.4%
RADIO SUPER 1........ 296 148 148 11 59 136 55 35 19 80 82 115
................... 28.2%| 29.0%) 27.5%| 14.3%| 21.6%| 35.3%| 29.1%| 27.8%| 14.2%| 20.2%| 34.6%] 40.8%
................... 100.0%| 50.0%| 50.0% 3.7%] 19.9%| 45.9%| 18.6%| 11.8% 6.4%) 27.0%| 27.74| 38.9%
RADIO 101............ 95 54 41 8 39 28 16 4 16 43 21 15
................... 9.0%] 10.6% 7.6% 10.4%| 14.3% 7.3% 8.5% 3.2% 11.9%]| 10.8% 8.9% 5.3%
................... 100.0%{ 56.8%| 43.2% 8.4%| 41.1%] 29.5%| 16.8% 4.2%| 16.8%| 45.3%| 22.1%] 15.8%
ISLAND SOUND......... 32 17 15 1 10 13 7 1 1" 17 1 3
................... 3.0% 3.3% 2.8% 3% 3.7% 3.4% 3.7% 8% 8.2% 4.3% 4% 1.1%
................... 100.0%] 53.1%| 46.9% 3.1%] 31.3%] 40.6%| 21.9% 3.1%;  34.4%| 53.1% 3.1% 9.4%
BAY RADIO............ 59 33 26 6 25 20 ] 2 10 35 4 10
................... 5.6% 6.5% 4.8% 7.8% 9.2% 5.2% 2% 6% 7.5% 8.8% 1.7% 3.5%
................... 100.0%| 55.9%| 44.1%| 10.2%| &2.4%| 33.9%| 10.2% 3.4%F 16.9%] 59.3% 6.8%) 16.9%
RTK....iiiiiieianns 122 51 7 3 24 46 31 18 27 48 15 32
................... 11.6%] 10.0%| 13.2% 3.9% 8.8%| 11.9%) 16.4%| 14.3%] 20.1%| 12.1% 6.3% 11.3%
................... 100.0%| 41.8%| 58.2% 2.5%| 19.7%| 37.7%] 25.4%| 14.8%| 22.1%| 39.3%| 12.3%| 26.2%
LIVE FM.............. 57 34 23 2 18 27 5 5 9 26 13 9
................... 5.4% 6.7% 4.3% .6% 6.6% 7.0% 2.6% 4.0% 6.7% 6.5% 5.5% 3.2%
................... 100.0%| 59.6%| 40.4% 3.5%] 31.6%| 47.4% 8.8% 8.8%| 15.8%| 45.6%] 22.8%| 15.8%
SMASH. ............... 44 22 22 18 21 5 0 0 2 18 9 15

FIRST ROW OF PERCENTAGES = COLUMN PERCENTAGES
SECOND ROW OF PERCENTAGES = ROW PERCENTAGES
BASE = ALL
(continued)
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BROADCASTING AUTHORITY - MALTA: MEDIA AUDIT - FEBRUARY 1994

TABLE 12: RADIO STATION COMPARISON ONM A SET OF SIX PROGRAMME SECTORS
- BY AGE, GENDER AND SOCIO-ECONOMIC GROUP

TOTAL GENDER AGE GROUP SOCIO-ECONOMIC GROUP
MALE |FEMALE |14 - 17]18 - 30|31 - 50]51 - 65|0VER 65| AB t4 t2 DE
................... 6.2%|  4.3%  4.1%| 23.4%x| 7.7%|  1.3% .0% .0% 1.5%] 4.5%] 3.84] 5.3x%
................... 100.0%| 50.0%| 50.0%| 40.9%| 47.7%] 11.4x .0% .0x|  4.5%] 40.9%| 20.5%| 34.1%
CALYPSO....cocvrnnnnn 10 5 5 0 0 9 1 0 0 5 1 4
................... 1.0%] 1.0% 9% 0% 0% 2.3% .5% .0% 0% 1.3% 4% 1.4%
................... 100.0%] 50.0%| 50.0% 0% .0%| 90.0%] 10.0% .0% .0%] 50.0%| 10.0%| 40.0%
CULTURAL PROGRAMMES
NO SPECIAL PREFERENCE
FOR ANY ONE
STATION........... 262 131 131 29 76 89 41 27 29 106 68 59
................... 25.0%| 25.6%| 24.3%| 37.7x| 27.8%] 23.1%| 21.7%] 21.4x%| 21.6%| 26.7%| 28.7%| 20.9%
................... 100.0%] 50.0%| 50.0%] 11.1%] 29.0%| 34.0%] 15.6%| 10.3%| 11.1%] 40.5%| 26.0%| 22.5%
RADIO MALTA 1........ 146 58 88 3 25 49 40 29 18 56 33 39
................... 13.9%] 11.4%| 16.3x|  3.9%l  9.2x| 12.7x%| 21.2%| 23.0x| 13.4%] 14.1%| 13.9%] 13.8%
................... 100.0%| 39.7%| 60.3x] 2.1x| 17.1%| 33.6x| 27.4%| 19.9%| 12.3%| 38.4%| 22.6% 26.7%
RADIO MALTA 2........ 65 30 35 2 15 23 1% 11 5 25 21 14
................... 6.2%1 s.9x| 6.5%] 2.6%x] s5.5%| 6.0%| 7.4x| s.7%| 3.7%] 6.3%x| 8.9% 5.0%
................... 100.0%] 46.2%| 53.8%] 3.1%| 23.1%| 35.4%| 21.5%] 16.9% 7.7%| 38.5%] 32.3%| 21.5%
RADID SUPER f........ 199 95 104 13 43 80 37 26 12 53 54 80
................... 19.0%| 18.6%] 19.3%| 16.9%| 15.8%| 20.8%| 19.6x| 20.6x] 9.0x] 13.4x| 22.8%| 28.4x
................... 100.0%| «7.7%| 52.3x| 6.5%| 21.6x| 40.2%| 18.6%| 13.1%] 6.0%| 26.6%{ 27.1%| 40.2%)
RADIO 101............ 51 30 21 6 21 13 10 1 8 21 1" 11
................... 4.9%|] 5.9%| 3.9x| 7.8%| 7.7%| 3.4%] 5.3% .8% 6.0% 5.3%x|  4.6%] 3.9%
................... 100.0%) 58.8%| 41.2%] 11.8%] 41.2%] 25.5%| 19.6%] 2.0%| 15.7%| 41.2%] 21.6%| 21.6%
ISLAND SOUND......... 25 14 1 (] 7 10 5 3 9 9 2 5
................... 2,64 2.7%| 2.0% ox|l  2.ex|  2.6x|  2.6x]  2.4x%]  6.7%| 2.3% 8%l 1.8%
................... 100.0%| 56.0%| 44.0% .0x| 28.0%| 40.0%| 20.0%| 12.0%| 36.0%] 36.0%| 8.0%| =20.0%
BAY RADID............ 41 22 19 3 15 17 3 0 7 23 5 6
................... 3.9%] 4.3%] 3.5% 7.8% 5.5%|  4.4%| 1.6% 0%x|] s5.2%| s5.8%] 2.1%| 2.1%
................... 100.0%| 53.7%| 46.3%] 14.6%] 36.6%| 41.5%| 7.3% 0% 17.1%] 56.1%] 12.2%] 14.6%
RTK. ot iiieeneeinnns 171 75 96 6 36 71 31 27 28 70 25 48
................... 16.3% 14.7%] 17.8x| 7.8%| 13.2%x] 18.4x] 16.4x| 21.4%| 20.9%| 17.6%| 10.5%] 17.0%
................... 100.0%| 43.9x| s56.1%| 3.5%| 21.1%| 41.5%| 18.1%| 15.8%] 16.4%| 40.9%| 14.6%] 28.1%

FIRST ROW OF PERCENTAGES = COLUMN PERCENTAGES
SECOND ROW OF PERCENTAGES = ROW PERCENTAGES
BASE = ALL
(continued)
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BROADCASTING AUTHORITY - MALTA: MEDIA AUDIT - FEBRUARY 1994

TABLE 12: RADIO STATION COMPARISON ON A SET OF SIX PROGRAMME SECTORS
= BY AGE, GENDER AND SOCIO-ECONOMIC GROUP

TOTAL GENDER AGE GROUP SOC10-ECONOMIC GROUP
MALE FEMALE }14 - 17118 - 30]31 - 50 - 65)0VER 65 AB c1 c2 DE

LIVE FM........cvune. 63 41 22 5 25 26 5 2 13 24 11 15

................... 6.0% 8.0% 4.1% 6.5% 9.2% 6.8% 2.6% 1.6% 9.7% 6.0% 4.6% 5.3%

................... 100.0%] 65.1%| 34.9% 7.9% 39.7%| 41.3% 7.9% 3.2%| 20.6%| 38.1%| 17.5%| 23.8%
SMASH. ... .oneeennnnn 19 1" 8 7 10 2 0 1] 4 [ 5 4

................... 1.8% 2.2% 1.5% 9.1% 3.7% 5% 0% .0% 3.0% 1.5% 2.1% 1.4%

................... 100.0%] 57.9%F 42.1%] 36.8%] 52.6%] 10.5% 0% 0% 21.1%] 31.6%] 26.3%| 21.1%
CALYPSO.....cvvunennn 8 4 4 0 0 5 3 [1] 1 4 2 1

................... .8% .8% 7% 0% 0% 1.3% 1.6% .0% 7% 1.0% .8% Y

................... 100.0%] 50.0%| 50.0% .0% L0%]  62.5%| 37.5% .0%] 12.5%| 50.0%| 25.0%] 12.5%
SPORTS
NO SPECIAL PREFERENCE

FOR ANY ONE

STATION........... 342 134 208 29 79 121 66 47 44 139 81 78

................... 32.6%| 26.2%| 38.6%| 37.7%] 28.9%] 31.4%| 34.9x| 37.3%] 32.8%| 35.0%] 34.2%| 27.7%

................... 100.0%] 39.2%| 60.8% 8.5%] 23.1%| 35.4%| 19.3%| 13.7x| 12.9%] 40.6%| 23.7%| 22.8%
RADIOD MALTA 1........ 80 33 47 3 13 25 26 13 9 29 23 19

................... 7.6% 6.5% 8.7% 3.9% 4.8% 6.5%| 13.8%| 10.3% 6.7% 7.3% 9.7% 6.7%

................... 100.0%] 41.3%] 58.8% 3.8%) 16.3%] 31.3%| 32.5%| 16.3%] 11.3%| 36.3%] 28.8%] 23.8%
RADIO MALTA 2........ 42 20 22 1 14 16 6 5 7 15 1 9

................... 4.0% 3.9% 4. 1% 1.3% 5.1% 4.2% 3.2% 4.0% 5.2% 3.8% 4.6% 3.2%

................... 100.0%| 47.6%| 52.4% 2.4%| 33.3%] 38.1%| 14.3%| 11.9%] 16.7%] 35.7%] 26.2%| 21.4%
RADIO SUPER 1........ 217 119 98 11 45 97 36 28 15 57 63 82

................... 20.7%]) 23.3%] 18.2%| 14.3%] 16.5%| 25.2%| 19.0%| 22.2%] 11.2%| 14.4%] 26.6%| 29.1%

................... 100.0%] 54.8%] 45.2% S.1%] 20.7%] 44.7%] 16.6%] 12.9% 6.9%] 26.3%] 29.0%) 37.8%
RADIO 101......c..... 65 38 27 7 20 22 12 4 12 27 14 12

................... 6.2% 7.4% 5.0% 9.1% 7.3% 5.7% 6.3% 3.2% 9.0% 6.8% 5.9% 4.3%

................... 100.0%| 58.5%] 41.5%| 10.8%] 30.8%] 33.8%| 18.5% 6.2%| 18.5%] 41.5%] 21.5%| 18.5%
ISLAND SOUND......... 45 28 17 0 14 17 8 [ 9 21 5 10

................... 4.3% 5.5% 3.2% .0% 5.1% 4. 4% 4.2% 4.8% 6.7% 5.3% 2.1% 3.5%

................... 100.0%) 62.2%] 37.8% 0% 31.1%] 37.8%) 17.8%| 13.3%| 20.0%| 46.7%| 11.1%| 22.2%
BAY RADIO............ 52 32 20 3 26 16 3 4 7 314 6 8

................... 5.0% 6.3% 3.7% 3.9% 9.5% 4.2% 1.6% 3.2% 5.2% 7.8% 2.5% 2.8%

................... 100.0%] 61.5%] 38.5% 5.8%| 50.0%| 30.8% 5.8% 7.7%| 13.5%] 59.6x%| 11.5%| 15.4%

FIRST ROW OF PERCENTAGES = COLUMN PERCENTAGES
SECOND ROW OF PERCENTAGES = ROW PERCENTAGES
BASE = ALL
{continued)
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BROADCASTING AUTHORITY - MALTA: MEDIA AUDIT - FEBRUARY 1994

TABLE 12: RADIO STATION COMPARISON ON A SET OF SIX PROGRAMME SECTORS
- BY AGE, GENDER AND SOCIO-ECONOMIC GROUP

TOTAL GENDER AGE GROUP SOCIO-ECONOMIC GROUP
MALE |FEMALE [14 - 17{18 - 30}31 ~ 50|51 - 65|OVER 65] AB ¢1 €2 DE
1 1 96 43 53 4 15 39 23 15 19 35 13 29
................... 9.1% 8.4% 9.8% 5.2% 5.5%| 10.1%] 12.2%] 11.9%] 14.2% 8.8% 5.5%) 10.3%
................... 100.0%| 44.8%] 55.2% 4.2%2] 15.6%] 40.6%| 24.0%| 15.6x] 19.8%| 36.5%| 13.5%] 30.2%
LIVE FM.....cocecnnes 48 28 20 4 18 18 5 3 6 17 9 16
................... 4, 6% 5.5% 3.7% 5.2% 6.6% &.7% 2.6% 2.4% 4.5% 4.3% 3.8% 5.7%
................... 100.0%] 58.3%) 41.7% 8.3%| 37.5%] 37.5%] 10.4X 6.3%] 12.5%] 35.4%] 18.8%| 33.3%
SMASH......ocuvneunnn 52 29 23 15 26 9 1 1 3 21 12 16
................... 5.0% 5.7% 4.3%] 19.5% 9.5% 2.3% .5% .8% 2.2% 5.3% 5.1% 5.7%
................... 100.0%] 55.8%| 44.2%| 28.8%] 50.0%| 17.3% 1.9% 1.9% 5.8%| 40.4%| 23.1%| 30.8%
CALYPSO......cvvvnnn. 11 7 4 0 3 5 3 0 3 5 0 3
................... 1.0% 1.4% T4 0% 1.1% 1.3% 1.6% .0% 2.2% 1.3% 0% 1.1%
................... 100.0%] 63.6%] 36.4% L0%] 27.3%] 45.5%) 27.3% 0%) 27.3%] 45.5% 0% 27.3%
MUSIC
NO SPECIAL PREFERENCE
FOR ANY ONE
STATION........... 188 83 105 [ A 57 43 41 24 7 46 47
................... 17.9%] 16.2%] 19.5% 7.8%) 15.0%] 14.8%] 22.8%| 32.5%| 17.9%| 17.9%] 19.4%| 16.7%
................... 100.0%] &&.1%] 55.9% 3.2%) 21.8%] 30.3x%) 22.9%| 21.8%| 12.8%} 37.8%| 24.5%| 25.0%
RADIO MALTA 1........ 79 30 49 1 7 26 30 15 9 26 18 26
................... 7.5% 5.9% 9.1% 1.3% 2.6% 6.8%| 15.9%] 11.9% 6.7% 6.5% 7.6% 9.2%
................... 100.0%| 38.0%] 62.0% 1.3% 8.9%| 32.9%| 38.0%| 19.0%] 11.4%| 32.9%] 22.8%| 32.9%
RADIO MALTA 2........ 25 15 10 1 4 9 S 6 3 10 7 5
................... 2.4% 2.9% 1.9% 1.3% 1.5% 2.3% 2.6% 4.8% 2.2% 2.5% 3.0% 1.8%
................... 100.0%} 60.0%] 40.0% 4.0%) 16.0%) 36.0%] 20.0%] 24.0%] 12.0%] 40.0%| 28.0%| 20.0%
RADIO SUPER 1........ 184 85 99 5 31 80 39 29 8 44 60 72
................... 17.5%] 16.6%| 18.4% 6.5% 11.4%| 20.8x| 20.6%] 23.0% 6.0%| 11.1%| 25.3%} 25.5%
................... 100.0%| 46.2%| 53.8% 2.7%] 16.8%| 43.5%| 21.2%| 15.8% 4. 3% 23.9%| 32.6%| 39.1%
RADIO 101............ 54 29 25 3 21 18 8 4 7 25 11 11
................... 5.1% 5.7% 4.6% 3.9% 7.7% 4. 7% 4.2% 3.2% 5.2% 6.3% &.6% 3.9%
................... 100.0%] 53.7%| 46.3% 5.6%] 38.9%| 33.3%] 14.8% 7.4%) 13.0%[ 46.3%| 20.4%] 20.4%
ISLAND SOUND......... 38 20 18 1 12 14 7 4 10 18 4 6
................... 3.6% 3.9% 3.3% 1.3% 4.4% 3.6% 3.7% 3.2% 7.5% 4.5% 1.7% 2.1%
................... 100.0%] 52.6%] 47.4% 2.6%] 31.6%| 36.8%] 18.4%| 10.5%] 26.3%| 47.4%| 10.5%| 15.8%
FIRST ROW OF PERCENTAGES = COLUMN PERCENTAGES
SECOND ROW OF PERCENTAGES = ROW PERCENTAGES
BASE = ALL
(continued)
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BROADCASTING AUTHORITY ~ MALTA: MEDIA AUDIT - FEBRUARY 1994

TABLE 12: RADIO STATION COMPARISON ON A SET OF SIX PROGRAMME SECTORS
- BY AGE, GENDER AND SOCIO-ECONOMIC GROUP

TOTAL GENDER AGE GROUP SOCIO-ECONOMIC GROUP
MALE |FEMALE |14 - 17|18 - 30§31 - 50!51 - 65|ovER 65| AB c1 €2 DE
BAY RADIO............ 79 49 30 3 29 3 12 4 15 38 10 16
................... 7.5% 9.6% 5.6% 3.9%| 10.6% 8.1% 6.3% 3.2%] 11.2% 9.6% 4.2% 5.7%
................... 100.0%| 62.0%| 38.0% 3.8%| 36.7%| 39.2%| 15.2% 5.1%] 19.0%| 48.1%| 12.7%] 20.3%
RTK. e 90 35 55 0 11 40 24 15 21 34 14 21
................... 8.6% 6.8%) 10.2% .0% 4.0%] 10.4%] 12.7%| 11.9%| 15.7% 8.6% 5.9% 7.4%
................... 100.0%| 38.9%| 61.1% S0%) 12.2%] 44.4%| 26.7x| 16.7x| 23.3%| 37.8%x| 15.6%| 23.3%
LIVE FM.......cvenens 25 16 9 0 7 1 3 4 3 9 7 6
................... 2.4% 3.1% 1.7% .0% 2.6% 2.9% 1.6% 3.2% 2.2% 2.3% 3.0% 2.1%
................... 100.0%( 64.0%] 36.0% L0%| 28.0x%| 44.0%( 12.0%| 16.0%| 12.0% 36.0%| 28.0% 24.0%
SMASH................ 224 115 109 57 98 58 9 2 27 97 45 55
................... 21.3%| 22.5%| 20.2%| 74.0%] 35.9%} 15.1% 4.8% 1.6%] 20.1%| 24.4%| 19.0%| 19.5%
................... 100.0%| 51.3%] 48.7%| 25.4%| 43.8%| 25.9% 4.0% L% 12.1%]  43.3%]  20.1%| 24.6%
CALYPSO.............. 64 34 30 0 12 41 9 2 7 25 15 17
................... 6.1% 6.7% 5.6% .0% 4.4%] 10.6% 4.8% 1.6% 5.2% 6.3% 6.3% 6.0%
................... 100.0%] 53.1%| 46.9% L0X{ 18.8%] 64.1%| 14.1% 3.1%) 10.9%] 39.1%] 23.4%| 26.6%
DISCUSSIONS ON
CURRENT AFFAIRS
NO SPECIAL PREFERENCE
FOR ANY ONE
STATION........... 226 118 108 27 60 78 37 24 20 92 55 59
................... 21.5% 23.1%| 20.0% 35.1% 22.0%| 20.3%| 19.6x| 19.0%| 14.9% 23.2%| 23.2%| 20.9%
................... 100.0%( 52.2%| 47.8%| 11.9% 26.5%| 34.5%| 16.4%| 10.6% 8.8%{ 40.7x%| 24.3%| 26.1%
RADIO MALTA 1........ 115 47 48 5 15 37 28 30 15 40 26 34
................... 11.0% 9.2%4] 12.6% 6.5% 5.5% 9.6%] 14.8%| 23.8%] 11.2%] 10.1%| 11.0%] 12.1%
................... 100.0%| 40.9%] 59.1% 4.3% 13.0%] 32.2%| 26.3%| 26.1%] 13.0%| 34.8%| 22.6%| 29.6%
RADIO MALTA 2........ 42 21 21 2 12 10 7 1 0 21 11 10
................... 4.0% 4.1% 3.9% 2.6% 4.4% 2.6% 3.7% 8.7% 0% 5.3% 4.6% 3.5%
................... 100.0%{ 50.0%] 50.0% 4.8%| 28.6%| 23.8%| 16.7%| 26.2% 0% 50.0%| 26.2% 23.8%
RADIO SUPER 1........ 223 109 114 14 46 97 36 30 13 60 68 82
................... 21.2%[ 21.3%| 21.2%] 18.2%| 16.8x%| 25.2%] 19.0%| 23.8% 9.7%4] 15.1%| 28.7%| 29.1%
................... 100.0%| 48.9%| 51.1% 6.3%| 20.6x{ 43.5%| 16.1%| 13.5% 5.8%] 26.9%| 30.5%] 36.8%
RADIO 101............ 49 31 18 3 24 14 7 1 7 24 12 6
................... 4.7% 6.1% 3.3% 3.9% 8.8% 3.6% 3.7% .8% 5.2% 6.0% 5.1% 2.1%

FIRST ROW OF PERCENTAGES = COLUMN PERCENTAGES
SECOND ROW OF PERCENTAGES = ROW PERCENTAGES
BASE = ALL

(cont i nued)
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BROADCASTING AUTHORITY - MALTA: MEDIA AUDIT - FEBRUARY 1994

TABLE 12: RADIO STATION COMPARISON OM A SET OF SIX PROGRAMNE SECTORS
- BY AGE, GENDER AND SOCIO-ECONOMIC GROUP

TOTAL GENDER AGE GROUP SOCIO-ECONOMIC GROUP
MALE |FEMALE |14 - 17}18 - 30|31 - 50|51 - 65|0VER 65| AB c1 c2 DE
................... 100.0%| 63.3%] 36.7% 6.1%| 49.0%] 28.6%] 14.3% 2.0%] 14.3%| 49.0%| 24.5%| 12.2%
ISLAND SOUND......... 17 9 8 0 6 5 5 1 5 8 2 2
................... 1.6% 1.8% 1.5% 0% 2.2% 1.3% 2.6% .8% 3.7% 2.0% .8% 7%
................... 100.0%] 52.9%| 47.1% 0%) 35.3%| 29.4%| 29.4% 5.9%| 29.4%| 47.1%] 11.8%) 11.8%
BAY RADIO.......c..v.. 36 20 16 3 15 14 3 0 7 18 [ 5
................... 3.4% 3.9% 3.0% 5.2% 5.5% 3.6% 1.6% .0% 5.2% 4.5% 2.5% 1.8%
................... 100.0%] 55.6%| 44.4%] 11.1%| 41.7%] 38.9% 8.3% .0%| 19.4%| 50.0%] 16.7%| 13.9%
RTKeeriieriiinreennnn 159 62 97 ] 37 62 34 20 27 67 24 41
................... 15.1%] 12.1%] 18.0% 7.8%] 13.6%] 16.1%] 18.0%] 45.9%] 20.1%] 16.9%] 10.1%] 14.5%
................... 100.0%| 39.0%( 61.0% 3.8%0 23.3%| 39.0%| 21.4%| 12.6%) 17.0%| 42.1%] 15.1%) 25.8%
LIVE FM.....ovvnnnns 156 80 76 11 46 62 28 9 34 57 27 38
................... 14.9%| 15.7%] 14.1%] 146.3%] 16.8%| 16.1%| 14.8% 7.1%) 25.4%] 14.4%| 11.4%] 13.5%
................... 100.0%| 51.3%] 48.7% 7.1%| 29.5%] 39.7%| 17.9% 5.8%| 21.8%] 36.5%| 17.3%| 24.4%
SMASH. ........vennen 18 11 7 4 10 3 1 0 4 5 5 4
................... 1.7% 2.2% 1.3% 5.2% 3.7% .8% .5% 0% 3.0% 1.3% 2.1% 1.4%
................... 100.0%| 61.1%| 38.9%| 22.2%! 55.6%X] 16.7% 5.6% .0%l 22.2%| 27.8%| 27.8%] 22.2%
CALYPSO.....cnvuunnn- 9 3 6 1 2 3 3 0 2 5 1 1
................... 9% .6% 1.1% 1.3% 7% .8% 1.6% 0% 1.5% 1.3% Lh% R34
................... 100.0%] 33.3%| 66.7%] 11.1%| 22.2%| 33.3%] 33.3X% .0%]| 22.2%| 55.6%| 11.1%] 11.1%
DISCUSSIONS ON
GENERIC TOPICS
NO SPECIAL PREFERENCE
FOR ANY ONE
STATION........... 167 95 72 23 52 54 22 16 19 62 43 43
................... 15.9%| 18.6%| 13.4%] 29.9%| 19.0%| 14.0%| 11.6%| 12.7%] 14.2%] 15.6%| 18.1%| 15.2%
................... 100.0%] 56.9%| &43.1%| 13.8%] 31.1%] 32.3%| 13.2% 9.6%| 11.4%| 37.1%| 25.7%| 25.7%
RADIO MALTA 1........ 123 50 73 4 15 39 34 31 14 43 28 38
................... 11.7% 9.8%) 13.5% 5.2% 5.5%] 10.1%] 18.0%| 24.6%] 10.4%} 10.8%) 11.8%] 13.5%
................... 100.0%] 40.7%| 59.3% 3.3% 12.2%] 31.7%| 27.6%) 25.2%] 11.4%] 35.0%] 22.8%) 30.9%
RADIO MALTA 2........ 41 19 22 2 10 9 7 13 0 20 12 9
[ 3.9% 3.7% 4.1% 2.6% 3.7% 2.3% 3.7%] 10.3% 0% 5.0% 5.1% 3.2%
................... 100.0%] 46.3%] 53.7% 4.9%| 24.4%| 22.0%| 17.1%} 31.74 .0%)] 48.8%] 29.3%| 22.0%
FIRST ROW OF PERCENTAGES = COLUMN PERCENTAGES
SECOND ROW OF PERCENTAGES = ROW PERCENTAGES
BASE = ALL
(continued)
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TABLE 12: RADIO STATION COMPARISON ON A SET OF SIX PROGRAMME SECTORS

- BY AGE, GENDER AND SOCID-ECONOMIC GROUP

BROADCASTING AUTHORITY - MALTA: MEDIA AUDIT - FEBRUARY 1994

TOTAL GENDER AGE GROUP SOCIO-ECONOMIC GROUP
MALE |FEMALE [14 - 17{18 - 30{31 - 50|51 - 45|QVER 65] AB c1 c2 DE
RADIO SUPER 1........ 239 115 124 15 53 99 41 3 14 71 66 88
................... 22.8%| 22.5%| 23.0%| 19.5%| 19.4%| 25.7%| 21.7%| 24.6%| 10.4%| 17.9%| 27.8%| 31.2%
................... 100.0%] 48.1%| 51.9% 6.3x| 22.2%| 41.4%| 17.2%] 13.0% 5.9%4| 29.7%) 27.6%| 36.8%
RADIO 104............ 51 33 18 3 20 19 8 1 8 25 12 6
................... 4.9% 6.5% 3.3% 3.9% 7.3% 4.9% &.2% .8% 6.0% 6.3% 5.1% 2.1%
................... 100.0%{ 64.7%] 35.3% 5.9%x1 39.2%| 37.3%] 15.7% 2.0%] 15.7%| 49.0%] 23.5% 11.8%
ISLAND SOUND......... 21 12 9 1 7 7 5 1 5 10 3 3
................... 2.0% 2.3% 1.7% 1.3% 2.6% 1.8% 2.6% .8% 3.7% 2.5% 1.3% 1.1%
................... 100.0%| 57.1%] 42.9% 4.8%| 33.3%| 33.3%| 23.8% 4.8%| 23.8%| 47.6%] 14.3%| 14.3%
BAY RADIO............ 36 21 15 4 15 14 3 0 é 19 6 5
................... 3.4% 4.1% 2.8% 5.2% 5.5% 3.6% 1.6% 0% 4.5% 4.8% 2.5% 1.8%
................... 100.0%| 58.3%| 41.7% 11.1%| 41.7%x] 38.9% 8.3% 0% 16.7%| 52.8%) 16.7%| 13.9%
RTK. oo iineeaes 174 62 112 7 38 71 35 23 29 72 31 42
................... 16.6%) 12.1%] 20.8% 9.1%] 13.9%] 18.4%| 18.5%| 18.3%| 21.6%| 18.1%) 13.1%| 14.9%
................... 100.0%| 35.6%] 64.4% 4.0%) 21.8%| 40.8x| 20.1%] 13.2%| 16.7%| 41.4%] 17.8%] 24.1%
LIVE FM. ... .venne, 171 92 79 12 51 68 30 10 33 63 32 43
................... 16.3%| 18.0%| 14.7%] 15.6%] 18.7%| 17.7%] 15.9% 7.9%] 24.6%] 15.9%] 13.5%) 15.2%
................... 100.0%| 53.8%x| 46.2% 7.0%| 29.8% 39.8%] 17.5% 5.8%] 19.3%| 36.8%| 18.7%] 25.1%
SMASH. ... ... ..vinas 17 9 8 5 4 2 1 0 4 6 3 4
................... 1.6% 1.8% 1.5% 6.5% 3.3% 5% .5% -0% 3.0% 1.5% 1.3% 1.4%
................... 100.0%| 52.9%| 47.1%| 29.4%] 52.9%| 11.8% 5.9% .0%] 23.5%| 35.3%| 17.6%] 23.5%
CALYPSO. .....cvvneens 10 3 7 1 3 3 3 0 2 ] 1 1
................... 1.0% 6% 1.3% 1.3% 1.1% .8% 1.6% .0% 1.5% 1.5% 4% 4%
................... 100.0%| 30.0%[ 70.0%] 10.0%| 30.0%] 30.0%| 30.0% .0x%| 20.0%| 60.0%] 10.0%| 10.0%

FIRST ROW OF PERCENTAGES = COLUMN PERCENTAGES
SECOND ROW OF PERCENTAGES = ROW PERCENTAGES

BASE =

ALL




BROADCASTING AUTHORITY - MALTA: MEDIA AUDIT - FEBRUARY 1994

TABLE 13: VIEUS ON WHETHER NEWS ON RADIO STATIONS

IS GEMERALLY FAIR AND IMPARTIAL
~ BY GENDER, AGE AND SOCIO-ECONONIC GROUP

TOTAL GENDER AGE GROUP SOCIO-ECONOMIC GROUP
MALE |FEMALE| 14 - | 18 - | 31 - | 51 - | OVER AB c1 c2 DE
17 30 50 65 65

TOTAL..cncecvannan.. 1050 511 539 77 273 385 189 126 134 397 237 282

K17

DO NOT KNOM.......... 73 32 41 9 15 23 16 10 6 20 24 23
................... 7.0%| 6.3%| 7.6x%| 11.7%| 5.5%| 6.0x] 8.5%] 7.9%| 4.5%| 5.0%| 10.1%| 8.2%
................... 100.0%| 43.8%] 56.2%| 12.3%| 20.5%| 31.5%] 21.9%| 13.7%] 8.2%| 27.4x| 32.9%| 31.5%

YES. . ierirnnenanaaans 474 214 260 42 128 159 88 57 61 193 93 127
................... 45.1%| 41.9%| 48.2%| 54.5%| 46.9%| 41.3%| 46.6%| 45.2%| 45.5%| 48.6%; 39.2%| 45.0%
................... 100.0%| 45.1%] 54.9%| 8.9%] 27.0%| 33.5%] 18.6%| 12.0%| 12.9%] 40.7% 19.6%| 26.8%

o 503 265 238 26 130 203 85 59 67 184 120 132
................... 47.9%) 51.9%| 44.2x%| 33.8%| 47.6%| 52.7%] 45.0%| 46.8%| 50.0%| 46.3%| 50.6%| 46.8%
................... 100.0%| 52.7%| 47.3%| 5.2%| 25.8%) 40.4%| 16.9%| 11.7%| 13.3%]| 36.6%| 23.9%| 26.2%

FIRST ROW OF PERCENTAGES = COLUMN PERCENTAGES
SECOND ROW OF PERCENTAGES = ROW PERCENTAGES

BASE = ALL




BROADCASTING AUTHORITY - MALTA: MEDIA AUDIT - FEBRUARY 1994

TABLE 14: WHICH RADIO STATION 1S THOUGHT TO HAVE NEWS

BEST FAIRLY AND IMPARTIALLY REPORTED

- BY GENDER, AGE AND SOCIO-ECONOMIC GROUP

TOTAL GENDER AGE SROUP SOCID-ECONOMIC GROUP
MALE |FEMALE| 14 - 18 - 31 - 51 - OVER AB c1 €2 DE
17 30 50 65 65
TOTAL. .o einiieeennen 1050 511 539 77 273 385 189 126 134 397 237 282
DO NOT KNOW.......... 119 59 60 11 29 bk 19 16 15 38 35 n
................... 11.3%| 11.5%] 11.1%] 146.3%| 10.6%] 11.4%| 10.1%]| 12.7%] 11.2%| 9.6%] 14.8%| 11.0%
................... 100.0%| 49.6%| 50.4%f 9.2%| 24.4%] 37.0%| 16.0%] 13.4%| 12.6%| 31.9%| 29.4%| 26.1%
RADIO MALTA 1........ 135 57 78 4 19 40 42 30 15 52 37 n
................... 12.9%) 11.2%{ 14.5%] 5.2%| 7.0%] 10.4%] 22.2%| 23.8%| 11.2%] 13.1%| 15.6%( 11.0%
................... 100.0%) &42.2%| 57.8%] 3.0%| 14.1%] 29.6%| 31.1%] 22.2%| 11.1%] 38.5%| 27.4%] 23.0%
RADIO MALTA 2........ 45 17 28 1 8 14 10 12 4 15 13 13
................... 4.3%0 3.3%| 5.240 1.3%| 2.9%] 3.6%) 5.3%] 9.5%| 3.0%| 3.8%] 5.5%] 4.6%
................... 100.0%] 37.8%| 62.2%) 2.2%| 17.8%| 31.1%| 22.2%) 26.7%] 8.9%| 33.3%| 28.9%] 28.9%
RADIO SUPER 1........ 204 95 109 7 41 84 46 26 11 55 59 79
................... 19.4%| 18.6%] 20.2%F 9.1%| 15.0%| 21.8%| 24.3%} 20.6%| 8.2%| 13.9%| 24.9%4] 28.0%
................... 100.0%] 46.6%| 53.4%{ 3.4%| 20.1%| 41.2%| 22.5%| 12.7%| 5.4x%] 27.0%| 28.9%| 38.7%
RADIO 101............ 42 21 21 5 17 13 7 0 5 18 11 8
................... 4.0%] 4.1%) 3.9%] 6.5%] 6.2%| 3.4%| 3.7% L0%) 3.7%| 4.5%) 4.6%) 2.8%
................... 100.0%] 50.0%) 50.0%| 11.9%| 40.5%| 31.0%| 16.7% L0%) 11.9%] 42.9%] 26.2%) 19.0%
ISLAND SOUND......... 50 30 20 3 17 18 9 3 12 27 7 4
................... 4.8% 5.9%1 3.7% 3.9%] 6.2%] 4.7%| 4.8%| 2.4%] 9.0%| 46.8%1 3.0%| 1.4%
................... 100.0%] 60.0%| 40.0%| 6.0%| 34.0%| 36.0%| 18.0%| 6.0%| 24.0%} 54.0%| 14.0%| 8.0%
BAYA RADIO........... 57 39 18 7 25 18 5 2 8 37 5 7
................... 5.6%{  7.6%1 3.3%) 9.1%] 9.2%| 4.7%| 2.6% 1.6%| 6.0%F 9.3%| 2.1%| 2.5%
................... 100.0%| 68.4%) 31.6%) 12.3%| 43.9%4) 31.6x%| 8.8%} 3.5%| 14.0%| 64.9%| 8.8%| 12.3%
RTK. i 229 96 133 6 50 99 42 32 45 90 38 56
................... 21.8%| 18.8%] 24.7%) 7.8%| 18.3%] 25.7%) 22.2%] 25.4%| 33.6%] 22.7%] 16.0%| 19.9%
................... 100.0%| 41.9%) 58.1%] 2.6%| 21.8%) 43.2%( 18.3%| 14.0%] 19.7%| 39.3%| 16.6%] 24.5%
LIVE FM......oovenet, 67 41 26 18 35 [} 4 9 26 11 21
................... 6.4%| 8.0%] 4.8%| 5.2%] 6.6% 9.1%} 3.2%] 3.2%| 6.7%| 6.5%] 4.6%) 7.4%
................... 100.0%) 61.2%] 38.8%| 6.0%| 26.9%) 52.2%| 9.0%{ 6.0%| 13.4%| 38.8%| 16.4%| 31.3%
SMASH........cuienntn 80 42 38 29 40 8 2 1 8 31 16 25

FIRST ROW OF PERCENTAGES

SECOND ROW OF PERCENTAGES =

BASE =

= COLUMN PERCENTAGES
ROW PERCENTAGES
ALL

(continued)
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BROADCASTING AUTHORITY - MALTA: MEDIA AUDIT - FEBRUARY 1994

TABLE 14: WHICH RADIO STATION IS THOUGHT TO HAVE NEWS

BEST FAIRLY AND IMPARTIALLY REPORTED

- BY GENDER, AGE AND SOCIO-ECONOMIC GROUP

TOTAL GENDER AGE GROUP SOCIO-ECONOMIC GROUP
MALE |FEMALE{ 14 - | 18 - | 31 - 51 - | OVER AB c1 €2 DE
17 30 50 65 65

................... 7.6%) 8.2%) 7.1%| 37.7%] 14.7%| 2.1%} 1.1% 8% 6.0%{ 7.8%| 6.8% 8.9%
................... 100.0%| 52.5%) 47.5%| 36.3%| 50.0%] 10.0%| 2.5%] 1.3%| 10.0%| 38.8%| 20.0%{ 31.3%
CALYPSO.............. 22 14 8 0 9 12 1 0 2 8 5 7
e ecieaeeanaes 2.1%1 2.7% 1.5% 0% 3.3%] 3.1% .5% L0%]  1.5%| 2.0%} 2.1%] 2.5%
................... 100.0%| 63.6%] 36.4% L0%] 40.9%| 54.5%] 4.5% 0% 9.1%| 36.4%| 22.7%| 31.8%

FIRST ROW OF PERCENTAGES = COLUMN PERCENTAGES
SECOND ROW OF PERCENTAGES = ROW PERCENTAGES

BASE = ALL




BROADCASTING AUTHORITY ~ MALTA: MEDIA AUDIT - FEBRUARY 1994

TABLE 15: VIEWS ON WHETHER NEWS OM TVM IS GENERALLY FAIR AND IMPARTIAL
- BY GENDER, AGE AND SOCIO-ECONOMIC GROUP

TOTAL GENDER AGE GROUP SOCI0-ECONOMIC GROUP
MALE |FEMALE| 14 - | 18 - | 31 - | 51 - | OVER AB €1 €2 DE
17 30 50 65 65

TOTAL. . eeeneananann 1050 511 539 77 273 385 189 126 134 397 237 282

K19

DO NOT KNOW.......... 44 19 25 9 5 10 10 10 0 22 11 "
................... 4.2%4) 3.TA] 4.6%] 11.7%] 1.8%] 2.6%| 5.3%] 7.9x 0%| 5.5%| 4.6%] 3.9%
................... 100.0%] 43.2%) 56.8%] 20.5%) 11.4%| 22.7%| 22.7%) 22.7% .0%] 50.0%] 25.0%] 25.0%

YES.ooiiieiiiananes 547 255 292 49 159 170 96 73 81 201 115 150
................... 52.1%| 49.9%| 54.2%] 63.6%| 58.2%| 44.2%| 50.8%| 57.9%| 60.4%]| 50.6%| 48.5%| 53.2%
................... 100.0%| 46.6%| 53.4%] 9.0%] 29.1%] 31.1%] 17.6%| 13.3%| 14.8%] 36.7%| 21.0%| 27.4%

NO. ... 459 237 222 19 109 205 83 43 53 174 111 121
................... L3.T%] 46.4%| 41.2%) 24.7%] 39.9%| 53.2%| 43.9%| 34.1%| 39.6%] 43.8%| 46.8%| 42.9%
................... 100.0%) 51.6%] 48.4%] &.1%) 23.7%) 44.7%) 18.1%] 9.4%) 11.5%] 37.9%] 24.2%| 26.4%

FIRST ROW OF PERCENTAGES = COLUMN PERCENTAGES
SECOND ROW OF PERCENTAGES = ROW PERCENTAGES
BASE = ALL




BROADCASTING AUTHORITY - MALTA: MEDIA AUDIT - FEBRUARY 1994

TABLE 16: AREA IN WHICH TVH IS MOST FAIR AND IMPARTIAL
- BY GENDER, AGE AND SOCIO-ECONOMIC GROUP

TOTAL GENDER AGE GROUP SOCIO-ECONOMIC GROUP
MALE |FEMALE| 14 - | 18 - | 31 - | 51 - ]| OVER AB c1 c2 DE
17 30 50 65 65
TOTAL....oeeannnn.. 547 255 292 49 159 170 96 73 81 201 115 150
NO ANSWER............ 15 8 7 3 4 5 3 0 2 1 0 2
................... 2.7%) 3.1%| 2.4%] 6.1%| 2.5%] 2.9%x| 3.1x% 0%} 2.5%] 5.5% 0% 1.3%
................... 100.0%| 53.3%| 46.7%| 20.0%] 26.7%| 33.3%| 20.0% 0% 13.3%| 73.3% .0%1 13.3%
POLITICS............. 276 126 150 21 93 87 38 37 47 97 54 78
................... 50.5%| 49.4%] 51.4%| 42.9%| 58.5%| 51.2%| 39.6%| 50.7%| 58.0%| 48.3%| 47.0%| 52.0%
................... 100.0%| 45.7%| 54.3%) 7.6%| 33.7%| 31.5%] 13.8%| 13.4%| 17.0%| 35.1%| 19.6%| 28.3%
TRADE UNION ACTIVITY. 39 25 14 3 10 14 8 4 5 19 6 9
................... 7.1%| 9.8%) 4.8% 6.1%| 6.3% 8.2x%| 8.3x%| 5.5%| 6.2%| 9.5%| s5.2%| 6.0%
................... 100.0%| 64.1%| 35.9%| 7.7%| 25.6%| 35.9%| 20.5%| 10.3%]| 12.8%] 48.7%] 15.4%] 23.1%
RELIGIOUS ACTIVITIES. 79 34 45 2 20 18 17 22 13 22 24 20
.............. ceenn| 144} 13.3%| 15.4%] 4.1%| 12.6%] 10.6%]| 17.7%| 30.1%| 16.0%| 10.9%| 20.9% 13.3%
................... 100.0%( 43.0%| 57.0%) 2.5%| 25.3%| 22.8%| 21.5%| 27.8%| 16.5%| 27.8%| 30.4%] 25.3%
HUMAN RIGHTS ISSUES.. 81 36 - 45 13 20 26 16 6 9 29 22 21
................... 14.8%| 14.1%] 15.4%| 26.5%| 12.6%| 15.3%] 16.7%| 8.2%| 11.1%] 14.4%| 19.1%] 14.0%
................... 100.0%| 44.4%| 55.6%| 16.0%| 24.7%| 32.1%| 19.8%| 7.4%| 11.1%| 35.8%| 27.2%| 25.9%
MINORITY RIGHTS...... 14 4 10 3 4 4 1 2 1 [ 0 7
................... 2.6%1 1.6%| 3.4%] 6.1%| 2.5%] 2.4%| 1.0x| 2.7%] 1.2x%| 3.0% 0% 4.7%
................... 100.0%) 28.6%] 71.4%| 21.4%) 28.6%| 28.6%| 7.1%| 14.3%x] 7.1%| 42.9% .0%| 50.0%
CURRENT EVENTS....... 26 13 13 3 4 11 7 1 3 8 7 8
................... 4.8% 5.1%| 4.5% 6.1%| 2.5% 6.5%| 7.3%| 1.4%| 3.7%| 4.0x| 6.1% 5.3%
................... 100.0%] 50.0%| 50.0%| 11.5%| 15.4%| 42.3%| 26.9%| 3.8%| 11.5%] 30.8%| 26.9%| 30.8%
LOCAL NEWS REPORTS... 15 7 8 1 4 4 5 1 0 8 2 5
................... 2,74 2.7%] 2.7%| 2.0%| 2.5%] 2.4%| 5.2%] 1.4% 0% 4.0%1 1.7%] 3.3%
................... 100.0%| 46.7%] 53.3%| 6.7%| 26.7%| 26.7%| 33.3%| 6.7% L0%] 53.3%] 13.3%| 33.3%
FOREIGN NEWS REPORTS. 2 2 0 0 0 1 1 0 1 1 0 0
................... 4% .8% . 0% 0% .0% b% 1.0% 0% 1.2% .5% .0% . 0%
................... 100.0%(100.0% .0% 0% .0%| 50.0%| 50.0% .0%] 50.0%| 50.0% .0% .0%

FIRST ROW OF PERCENTAGES = COLUMN PERCENTAGES
SECOND ROW OF PERCENTAGES = ROW PERCENTAGES
BASE = ALL




BROADCASTING AUTHORITY - MALTA: MEDIA AUDIT - FEBRUARY 1994

TABLE 17: AREA IN WHICH TVM IS LEAST FAIR AND IMPARTIAL
- BY GENDER, AGE AND SOCIO-ECONOMIC GROUP

TOTAL GENDER AGE GROUP SOCIO-ECONOMIC GROUP
MALE |FEMALE| 14 - | 18 - | 31 - | 51 - | OovER AB c1 €2 DE
17 30 50 65 65
TOTAL...cmeanennnn... 459 237 222 19 109 205 83 43 53 174 111 121
NO ANSWER............ 33 14 19 2 10 10 8 3 9 12 7 5
................... 7.2% 5.9%| 8.6x| 10.5% 9.2%| 4.9%x] 9.6%] 7.0%| 17.0%] 6.9%] 6.3%| 4.1%
................... 100.0%| 42.4%| 57.6%| 6.1%| 30.3%| 30.3%| 24.2%| 9.1%| 27.3%| 36.4%| 21.2%| 15.2%
POLITICS............. 358 193 165 15 82 169 63 29 38 134 87 99
................... 78.0%] 81.4%| 74.3%| 78.9%) 75.2%] 82.4x%| 75.9%| 67.4%| 71.7%| 77.0x| 78.4%| 81.8%
................... 100.0%| 53.9%| 46.1%| 4.2%] 22.9%| 47.2%| 17.6x| 8.1%| 10.6%| 37.4%| 24.3%| 27.7%
TRADE UNION ACTIVITY. 7 4 3 0 3 1 1 2 2 1 1 3
................... 1.5%] 1.7%] 1.4% 0% 2.8% 5% 1.2%] 4.7%] 3.8% .6% 9% 2.5%
................... 100.0%| 57.1%| 42.9% S0%] 42.9%1 14.3%] 14.3%] 28.6%| 28.6%| 14.3x%| 14.3%| 42.9%
RELIGIOUS ACTIVITIES. 9 1 8 1 0 3 1 4 0 5 3 1
................... 2.0% A% 3.6%) 5.3% L0% 1.5%) 1.2%] 9.3% 0% 2.9%| 2.7% .8%
................... 100.0%{ 11.1%| 88.9%| 11.1% L0%| 33.3%| 11.1%| 44.4% .0%| 55.6%] 33.3%| 11.1%
HUMAN RIGHTS ISSUES.. 8 2 [ 0 2 4 1 1 0 5 1 2
................... 1.7% 8% 2.7% S0%) 1.8%) 2.0%| 1.2%] 2.3% 0% 2.9% 9% 1.7%
................... 100.0%| 25.0%| 75.0% .0%| 25.0%] 50.0%| 12.5%| 12.5% .0%| 62.5%] 12.5%| 25.0%
MINORITY RIGHTS...... 2 1 1 0 1 1 0 0 0 2 0 0
................... 4% 4% .5% .0% 9% .5% .0% .0% 0% 1.1% .0% .0%
................... 100.0%| 50.0%| 50.0% .0%] 50.0%| 50.0% . 0% 0% .0%]100.0% .0% .0%
CURRENT EVENTS....... 15 7 8 1 4 [ 2 2 0 7 4 4
................... 3.3%) 3.0%| 3.6%| 5.3%| 3.7%| 2.9%] 2.4%] 4.7% 0% 4.0%] 3.6%| 3.3%
................... 100.0%| 46.7%] 53.3%) 6.7%| 26.7%| 40.0%| 13.3%| 13.3% 0%| 46.7%| 26.7%| 26.7%
LOCAL NEWS REPORTS... 15 7 8 0 4 6 4 1 2 3 5 5
................... 3.3%] 3.0%] 3.6% L0%) 3.7x%] 2.9%) 4.8%| 2.3%| 3.8%| 1.7%| 4.5%| 4.1%
................... 100.0%| 46.7%| 53.3% L0%| 26.7%] 40.0%| 26.7%| 6.7%| 13.3%| 20.0%| 33.3%| 33.3%
SPORTS....cvvnvennnn. 7 6 1 0 3 2 2 0 2 3 1 1
................... 1.5%] 2.5% 5% L0%1 2.8%] 1.0%] 2.4% 0%} 3.8%| 1.7% .9% .8%
................... 100.0%| 85.7%| 14.3% .0%) 42.9%| 28.6%| 28.6% L0%| 28.6%] 42.9%| 14.3%| 14.3%
DISCUSSION PROGRAMMES 1 1 0 [ 0 1 0 0 0 1 0 0
................... 2% % .0% -0% .0% 5% 0% 0% .0% .6% 0% .0%

FIRST ROW OF PERCENTAGES = COLUMN PERCENTAGES

SECOND ROW OF PERCENTAGES = ROW PERCENTAGES

BASE = ALL
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BROADCASTING AUTHORITY - MALTA: MEDIA AUDIT - FEBRUARY 1994

TABLE 17: AREA IN WHICH TVM IS LEAST FAIR AND IMPARTIAL
~ BY GENDER, AGE AND SOCIO-ECONOMIC GROUP

TOTAL GENDER AGE GROUP SOCI0-ECONOMIC GROUP
MALE |FEMALE| 14 - | 18 - | 31 - | 51 - | OVER AB c1 €2 DE
17 30 50 é5 65
............. ve...-[100.0%]100.0% .0% 0% .0%|100.0% . 0% 0% .0%1100.0% .0% .0%
FILMS.......... [ 1 0 1 0 0 0 1 0 0 1 0 0
................... 2% .0% 5% .0% .0% 0% 1.2x% .0% .0% -6% .0% .0%
............. ven-..|100.0% .0%[100.0% 0% .0% .0%{100.0% 0% .0%]100.0% 0% 0%
CRIMINAL OFFENCES.... 3 1 2 0 0 2 ] 1 0 0 2 1
............. fanas 7% 4% 9% .0% 0% 1.0% 0% 2.3% .0% L0%] 1.8% .8%
................... 100.0%| 33.3%| 66.7% .0% .0%| 66.7% .0%| 33.3% .0% .0%] 66.7%| 33.3%

FIRST ROW OF PERCENTAGES = COLUMN PERCENTAGES
SECOND ROW OF PERCENTAGES =

BASE = ALL

ROW PERCENTAGES




BROADCASTING AUTHORITY - MALTA: MEDIA AUDIT - FEBRUARY 1994

TABLE 18: MAIK TASKS OF BROADCASTING AUTHORITY
- BY GENDER, AGE AND SOCIO-ECONOMIC SROUP

TOTAL GENDER AGE GROUP SOCIO-ECONOMIC GROUP
MALE [FEMALE| 14 - | 18 - | 31 - | 51 - | OVER AB c1 c2 DE
17 30 50 65 65

TOTAL...oiiiiieaaaaes 1050 511 539 77 273 385 189 126 134 397 237 282
DO NOT KNOW.......... 171 56 115 15 36 53 32 35 13 48 45 &5

................... 16.3% 11.0%| 21.3%| 19.5%| 13.2%} 13.8%] 16.9%| 27.8%| 9.7%} 12.1%| 19.0%| 23.0%

................... 100.0%| 32.7%| 67.3%) 8.8%] 21.1%| 31.0%| 18.7%| 20.5%| 7.6%| 28.1x%| 26.3%| 38.0%
MANAGE XANDIR MALTA

(PBS LTD.)........ 374 184 190 3 105 132 65 41 40 155 91 88

................... 35.6%| 36.0%1 35.3%| 40.3%| 38.5%f 34.3%| 34.4%| 32.5%| 29.9%| 39.0%| 38.4%] 31.2%

................... 100.0%| 49.2%| 50.8%| 8.3%| 28.1%| 35.3%| 17.4%| 11.0%| 10.7%| &41.4%) 24.3%] 23.5%
REGULATE THE

IMPARTIALITY &

BALANCE IN

BROADCASTING...... 598 317 281 30 163 226 115 64 88 240 127 143

................... 57.0%| 62.0%| 52.1%| 39.0%] 59.7x%| 58.7%| 60.8%| 50.8%| 65.7%] 60.5%] 53.6%| 50.7%

................... 100.0%| 53.0%| 47.0%] 5.0%) 27.3%| 37.8%| 19.2%| 10.7%| 14.7%| 40.1%| 21.2%| 23.9%
ISSUES LICENCES FOR

TV & RADIO

BROADCASTING...... 345 185 160 20 94 130 87 34 45 139 84 77

................... 32.9%| 36.2%} 29.7x%| 26.0%| 34.4%| 33.8%| 35.4%| 27.0%| 33.6%| 35.0%| 35.4%| 27.3%

................... 100.0%] 53.6%) 46.4%| 5.8%| 27.2%4| 37.7%) 19.4%| 9.9%| 13.0%| 40.3%| 24.3%} 22.3%
ENSURES HIGH LEVEL IN

BROADCASTING...... 634 322 312 38 179 233 116 68 100 251 141 142

................... 60.4%] 63.0% 57.9%| 49.4%| 65.6% 60.5%] 61.4%) 54.0%| 74.6%) 63.2% 59.5%} 50.4%

................... 100.0%] 50.8%| 49.2%| 6.0%) 28.2%| 36.8%| 18.3%| 10.7%| 15.8%| 39.6%| 22.2%| 22.4%
PREPARES NEWS FOR

BROADCASTING...... 410 201 209 32 115 141 74 48 42 169 97 102

................... 39.0%) 39.3%) 38.8%| 41.6%1 42.1%] 36.6%| 39.2%| 38.1%| 31.3%| 42.6%] 40.9%| 36.2%

................... 100.0%] 49.0%) 51.0%| 7.8%| 28.0%] 34.4%] 18.0%| 11.7%| 10.2%| 41.2%] 23.7%| 24.9%
PRODUCES POLITICAL

BROADCASTS........ 248 130 118 13 69 92 47 27 29 100 59 60

................... 23.6%) 25.46%) 21.9%) 16.9%| 25.3%| 23.9%| 24.9%| 21.4%| 21.6%| 25.2%| 24.9%| 21.3%

................... 100.0%| 52.4%| 47.6%) 5.2%| 27.8%] 37.1%} 19.0%| 10.9%| 11.7%| 40.3%| 23.8%| 24.2%

FIRST ROW OF PERCENTAGES = COLUMN PERCENTAGES

SECOND ROW OF PERCENTAGES =
BASE =

ALL

ROW PERCENTAGES



BROADCASTING AUTHORITY - MALTA: MEDIA AUDIT - FEBRUARY 1994

TABLE 19: MOST IMPORTANT TASK OF BROADCASTING AUTHORITY
- BY GENDER, AGE AND SOCID-ECONOMIC GROUP

TOTAL GENDER AGE GROUP SOCIO-ECONOMIC GROUP
MALE |FEMALE] 14 - | 18 - | 31 - | 51 - | OVER AB c1 €2 DE
17 30 50 65 65

TOTAL. .o eeeeiaeeae 1050 511 539 77 273 385 189 126 134 397 237 282
DO NOT KNOW.......... 173 55 118 15 34 55 33 36 1 52 46 64

................... 16.5%] 10.8%] 21.9%{ 19.5%] 12.5%| 14.3%| 17.5X| 28.6%] 8.2%{ 13.1%| 19.4%| 22.7%

................... 100.0%| 31.8%] 68.2%] 8.7%| 19.7%| 31.8%| 19.1%] 20.8%| 6.4%| 30.1%| 26.6%| 37.0%
MANAGE XANDIR MALTA

(PBS LTD.)........ 103 52 51 12 33 33 15 10 10 b4 20 29

................... 9.8%] 10.2%| 9.5%] 15.6%) 12.1%| 8.6%| 7.9%| 7.9%| 7.5%] 11.1%] 8.4%| 10.3%

................... 100.0%| 50.5%| 49.5%] 11.7%] 32.0%] 32.0%] 14.6%| 9.7%| 9.7%| 42.7%| 19.4%| 28.2%
REGULATE THE

IMPARTIALITY &

BALANCE IN

BROADCASTING...... 300 178 122 14 82 116 57 31 bk 115 64 77

................... 28.6%| 34.8%| 22.6%1 18.2%| 30.0%{ 30.1%| 30.2%| 24.6%| 32.8%| 29.0%] 27.0%] 27.3%

................... 100.0%| 59.3%| 40.7%| 4.7%| 27.3%( 38.7%} 19.0%| 10.3%| 14.7%| 38.3%| 21.3%| 25.7%
ISSUES LICENCES FOR

TV & RADIO

BROADCASTING...... 54 22 32 4 12 22 9 7 3 20 16 15

................... 5.1%) 4.3%1 5.9%| 5.2%| 4.4%] 5.7%| 4.8%] 5.6%] 2.2%] 5.0%| 6.8%| 5.3%

................... 100.0%( 40.7%| 59.3%] 7.4%| 22.2%f 40.7%| 16.7%| 13.0%| 5.6%] 37.0%| 29.6%] 27.8%
ENSURES HIGH LEVEL IN

BROADCASTING...... 326 155 171 23 92 119 58 34 59 128 64 75

................... 31.0%] 30.3%| 31.7%| 29.9%| 33.7%| 30.9%| 30.7%| 27.0%| 44.0%] 32.2%] 27.0%] 26.6%

................... 100.0%| 47.5%| 52.5%] 7.1%| 28.2%| 36.5%| 17.8%} 10.4%} 18.1%} 39.3%| 19.6%] 23.0%
PREPARES NEWS FOR

BROADCASTING...... 77 38 39 7 19 3 12 8 5 32 22 18

................... 7.3% 7.4%) 7.241 9.1%] T7.0%| 8.1%| 6.3%] 6.3%] 3.7%] 8.1%| 9.3%| 6.4%

................... 100.0%| 49.4%] 50.6%| 9.1%] 24.7%| 40.3%| 15.6%} 10.4X| 6.5%] 41.6%] 28.6%] 23.4X
PRODUCES POLITICAL

BROADCASTS........ 17 11 6 2 1 9 5 0 2 é 5 4

................... 1.6%] 2.2%] 1.1%| 2.6% A% 2.3%) 2.6% 0% 1.5%) 1.5%]  2.1%| 1.4%

................... 100.0%) 64.7%] 35.3%| 11.8%| 5.9%] 52.9%} 29.4% 0%} 11.8%] 35.3%] 29.4%| 23.5%

FIRST ROW OF PERCENTAGES = COLUMN PERCENTAGES
SECOND ROW OF PERCENTAGES = ROW PERCENTAGES

BASE = ALL





