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TV Viewing Among Kids at an Eight-Year High
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Patricia McDonough, SVP Insights, Analysis and Policy, The Nielsen Company

American children aged 2-11 are watching more and more television than they have in years. New findings from The Nielsen Company show kids aged
2-5 now spend more than 32 hours a week on average in front of a TV screen. The older segment of that group (ages 6-11) spend a little less time, about
28 hours per week watching TV, due in part that they are more likely to be attending school for longer hours.

Average Weekly TV And Peripheral Consumption
Among All Kids 2-5
Total TV DVR DVD VCR Game Console
Over 32 hrs 24hrs S1mins 1hr 29mins 4hrs 33mins 45mins 1hr 12mins
Among All Kids 6-11
Total TV DVR DVD VCR Game Console
Over 28 hrs 22hrs 9mins  59mins 2hrs 28mins 18mins 2hrs 23mins

This trend of increased viewing among children mirrors the overall increase in media consumption we’ve been tracking over the last two years across TV,
Internet, Games and Mobile phones. And much like their older family members, the majority of viewing for these kids is still done watching live TV.

Very Early Adopters

While 97% of kids’ viewing is through live TV, younger kids spend more time than the older group viewing via DVR, DVD and, to a lesser extent, VCR.
Four percent of kids aged 2-5 watch via those devices on average across total day compared to 2.3% for those aged 6-11. Their considerable use of these
devices at a young age points to them being able to adopt new devices comfortably as they grow up.

One more thing younger kids do more than those age 6-11 is watch more commercials. Young kids also watch commercials in playback mode more than
older kids and adults, as well as watch their favorite shows over and over and over on DVD, VOD and DVR.

% of Commercials Seen in Playback Mode by Age
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Older kids may not use the DVR, DVD and VCR as much as the very young, but they spend twice as much time playing video games — 2 hours 23
minutes a week compared to 1 hour 12 minutes for those 2-5. Internet usage among older kids is also significantly higher as nearly half of kids 6-11 spent
time on the Internet in August versus 20% of kids 2-5.

For more insights, download Nielsen reports and webinars, or contact us.
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children&amp; #039;s dvds

Yah.......... Really Young kids also watch commercials in playback mode more than older kids and adults, as well as watch their favorite shows over
and over and over on DVD, VOD and DVR. So will you please give me top dvd name???

children&amp; #039;s dvds

My sons favorite show at the moment is Mickey Mouse Clubhouse. I can't say that I really like it but it normally does have a lesson and shows how
to use objects.

Deborah McNelis

I am trilled to be able to share this information in an effort to help people realize the opportunity we are missing. It is my goal to create greater
understanding of how children's brains optimally develop. In this work, I continuously emphasize that interaction with real people and real objects
is what children's brains need most. We have a wonderful opportunity to positively impact the physical development of children's brains in the
early years, but for the most part we are not taking advantage of that opportunity. We all benefit from well developed brains. So, it is critical that

everyone realizes that what we need to promote most is loving interaction and play!

sheila knight

tv is used as a baby sitter where parents don't have to interact with their children. we say they are educational programs or vcr but we don't watch
with or interact with the child(ern). When they get a few years older they keep watching or playing games without us , this is still the baby sitter
(keeps them out of trouble we think) but what really are they learning. What quality time are they getting. what us time have they recieved.

shirley tarpley

Parents today are to preoccupied to take the time to pay attention to what their kids are acually doing. I believe television is kids substitute for the
parents.

M Subscribe by email S RSS

blog comments powered by DISQUS

Like

19k

Popular Threads

4/16/2012 3:09 PM



TV Viewing Among Kids at an Eight-Year High | Nielsen Wire http://blog.nielsen.com/nielsenwire/media_entertainment/tv-viewing-amo...

Video Gamers Eager for New Titles from Familiar Franchises this Year

38 comments - 3 days ago

Buzz and the Ballot Box: What is Social Media’s Relationship with Politics?

1 comment - 3 days ago

Smartphones Account for Half of all Mobile Phones, Dominate New Phone Purchases in the US

28 comments - 12 hours ago

Double Vision — Global Trends in Tablet and Smartphone Use while Watching TV

3 comments - 10 hours ago

The Global, Socially Conscious Consumer

6 comments - 2 weeks ago

Monthly Archive

‘ Select Month ‘

[l Nielsen Reports & Downloads

e Global Advertising Trends - Q4 2011

o Emerging Markets, Emerging Opportunities

o Fresh Ideas for Growth: Perishables and Profitability
L]

L]

The Diverse People of Africa
Marketing Effectiveness: Getting the Right Returns from Brand Investments

Top Ads

e About

o Careers

e Privacy Polic
e Contact

Recent Comments
e Hopskotch
GTAV comes out in 2013
Video Gamers Eager for New Titles from Familiar Franchises this Year - 3 days ago

e Bethannejackson

Are there any details to Customer Trust related to PPC?

Consumer Trust in Online, Social and Mobile Advertising Grows - 3 days ago

o Stevef

3 of 4 4/16/2012 3:09 PM



TV Viewing Among Kids at an Eight-Year High | Nielsen Wire http://blog.nielsen.com/nielsenwire/media_entertainment/tv-viewing-amo...

If you're a small business owner, don;t turn your back on...

Smartphones Account for Half of all Mobile Phones, Dominate New Phone Purchases in the US - 3 days ago

e Yataman
Oh great, you survied the buzz factor of video games....

Video Gamers Eager for New Titles from Familiar Franchises this Year - 3 days ago

e social bookmarking

When using social media one strategy is to keep in mind...

Buzz and the Ballot Box: What is Social Media’s Relationship with Politics? - 3 days ago

il Nielsen In The News

Africa's Diverse Consumers (Business Day)

A New Twist in B-School Recruiting (BusinessWeek)

Global Ad Spending Rose 6.2% in Fourth Quarter (Bloomberg)

China consumers upbeat on inflation, incomes (Reuters)

Pinterest Aiming to Unleash Digital Scrapbook Makers (New York Times)
Indian Men Increase Shopping (Economic Times of India)

Australians Increasing Multi-Screen Media Use (World Screen)

India's Leading Social Brands (Economic Times)

Does Your Portfolio Have a Jeremy Lin? (HBR)

Youths Are Watching, but Less Often on TV (NY Times)

© 2012 The Nielsen Company. All Rights Reserved. Terms of Use | Privacy Policy

4 of 4 4/16/2012 3:09 PM



