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• 1,680 hours of television

• Fall 2005

• Coded all non-program content

•Ads

•Promos

•PSAs

•Other/Filler

Source: Kaiser Family Foundation, Shouting To Be Heard (2): Public Service Advertising in a Changing Television World, January 2008.
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Source: Kaiser Family Foundation, Shouting To Be Heard (2): Public Service Advertising in a Changing Television World, January 2008.
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FCC Definition of PSAFCC Definition of PSAFCC Definition of PSA

“[O]ne for which no charge is made and which promotes 

programs, activities, or services of federal, state, or local 

government…or programs, activities, or services of nonprofit 

organizations…or any other announcements regarded as 

serving community needs”

(47 U.S.C._73.1810(d)(4) 1984).

Source: Kaiser Family Foundation, Shouting To Be Heard (2): Public Service Advertising in a Changing Television World, January 2008.
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Scope of StudyScope of StudyScope of Study

1, 595 possible PSAs

• 969 donated PSAs

• 626 paid PSAs

Source: Kaiser Family Foundation, Shouting To Be Heard (2): Public Service Advertising in a Changing Television World, January 2008.





FindingsFindingsFindings
Proportion of time networks devote to:

73%
Programming

27%
Non-programming 

content

(16:25)

Source: Kaiser Family Foundation, Shouting To Be Heard (2): Public Service Advertising in a Changing Television World, January 2008.
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Findings – Donated PSAsFindings Findings –– Donated PSAsDonated PSAs
Proportion of time networks devote to:

73% Programming

21% Advertising

4%  Promos
2%  Infomercials

0.4%  Filler

0.5% Donated PSAs

Source: Kaiser Family Foundation, Shouting To Be Heard (2): Public Service Advertising in a Changing Television World, January 2008.



Findings – Donated PSAsFindings Findings –– Donated PSAsDonated PSAs
Amount of airtime donated to PSAs on TV:

Average – all stations: 0:17 seconds an hour
In prime time: 0:09 seconds an hour

Broadcast: 0:18 seconds an hour
In prime time: 0:06 seconds an hour

Cable: 0:15 seconds an hour
In prime time: 0:09 seconds an hour

Univision: 0:29 seconds an hour
In prime time: 0:23 seconds an hour

Source: Kaiser Family Foundation, Shouting To Be Heard (2): Public Service Advertising in a Changing Television World, January 2008.



Findings – Donated PSAsFindings Findings –– Donated PSAsDonated PSAs
Time of day donated PSAs aired:

17%
Noon to 6 p.m.

46%
Midnight to 6 a.m.

22%
6 a.m. to Noon

14%
6 p.m. to
Midnight

Source: Kaiser Family Foundation, Shouting To Be Heard (2): Public Service Advertising in a Changing Television World, January 2008.



Findings – Donated PSAsFindings Findings –– Donated PSAsDonated PSAs
Proportion of PSAs aired from midnight to 6 a.m.:

Broadcast Cable Univision

35%38%
60%

PSA ran from midnight to 6 a.m. PSA ran at other times

Source: Kaiser Family Foundation, Shouting To Be Heard (2): Public Service Advertising in a Changing Television World, January 2008.



Findings – Donated PSAsFindings Findings –– Donated PSAsDonated PSAs
Amount of time donated to PSAs per hour, on average:

2000: 0:15
2005: 0:17

Source: Kaiser Family Foundation, Shouting To Be Heard (2): Public Service Advertising in a Changing Television World, January 2008.



Findings – Donated PSAsFindings Findings –– Donated PSAsDonated PSAs
Amount of time donated to PSAs per hour, on average:

2000: 0:15
2005: 0:17

Proportion of donated PSAs that aired between midnight
and 6 a.m.:

2000: 43%
2005: 46%

Source: Kaiser Family Foundation, Shouting To Be Heard (2): Public Service Advertising in a Changing Television World, January 2008.



Findings – Donated PSAsFindings Findings –– Donated PSAsDonated PSAs
Amount of time donated to PSAs per hour, on average:

2000: 0:15
2005: 0:17

Proportion of donated PSAs that aired between midnight
and 6 a.m.:

2000: 43%
2005: 46%

Amount of time dedicated to non-program content per hour, on 
average:

2000: 15:35
2005: 16:25

Source: Kaiser Family Foundation, Shouting To Be Heard (2): Public Service Advertising in a Changing Television World, January 2008.



Findings – Donated PSAsFindings Findings –– Donated PSAsDonated PSAs
Amount of time donated to PSAs per hour, on average:

2000: 0:15
2005: 0:17

Proportion of donated PSAs that aired between midnight
and 6 a.m.:

2000: 43%
2005: 46%

Amount of time dedicated to non-program content per hour, on 
average:

2000: 15:35
2005: 16:25

Amount of time donated to PSAs per hour, on cable:
2000: 0:07
2005: 0:15

Source: Kaiser Family Foundation, Shouting To Be Heard (2): Public Service Advertising in a Changing Television World, January 2008.



Findings – Donated PSAs – Top IssuesFindings Findings –– Donated PSAs Donated PSAs –– Top IssuesTop Issues
Among donated PSAs, proportion devoted to each topic area:
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Source: Kaiser Family Foundation, Shouting To Be Heard (2): Public Service Advertising in a Changing Television World, January 2008.



Findings – Donated PSAs – Health IssuesFindings Findings –– Donated PSAs Donated PSAs –– Health IssuesHealth Issues
Among donated PSAs, proportion devoted to each health topic:
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Source: Kaiser Family Foundation, Shouting To Be Heard (2): Public Service Advertising in a Changing Television World, January 2008.



Findings – Donated PSAsFindings Findings –– Donated PSAsDonated PSAs
Among all networks, amount of time devoted to health topics, 
per week, on average:

Broadcast

Fitness: 2:52 per week

Cancer: 1:57 per week

HIV/AIDS: 1:31 per week

Source: Kaiser Family Foundation, Shouting To Be Heard (2): Public Service Advertising in a Changing Television World, January 2008.



Findings – Donated PSAs - SponsorsFindings Findings –– Donated PSAs Donated PSAs -- SponsorsSponsors
Among donated PSAs, proportion that are sponsored or 
co-sponsored by:
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Source: Kaiser Family Foundation, Shouting To Be Heard (2): Public Service Advertising in a Changing Television World, January 2008.



Findings – Donated PSAs - Local/NationalFindings Findings –– Donated PSAs Donated PSAs -- Local/NationalLocal/National
Among donated PSAs, proportion that are locally vs. nationally 
oriented:

20%
Locally 

oriented PSAs

80%
National/non-local 

PSAs

Source: Kaiser Family Foundation, Shouting To Be Heard (2): Public Service Advertising in a Changing Television World, January 2008.



Findings – Donated PSAs – Spot LengthFindings Findings –– Donated PSAs Donated PSAs –– Spot LengthSpot Length
Among donated PSAs, proportion that are:

30 seconds long

22%
69%

Less than 30 seconds
10%

Longer than 30 seconds

Source: Kaiser Family Foundation, Shouting To Be Heard (2): Public Service Advertising in a Changing Television World, January 2008.



Findings – Donated PSAs – SpokespersonsFindings Findings –– Donated PSAs Donated PSAs –– SpokespersonsSpokespersons
Among donated PSAs, proportion using a celebrity 
spokesperson:

Used a celebrity 
spokesperson

75%

25%

Did not use a celebrity 
spokesperson

Source: Kaiser Family Foundation, Shouting To Be Heard (2): Public Service Advertising in a Changing Television World, January 2008.



Findings – Donated PSAs – Follow-UpFindings Findings –– Donated PSAs Donated PSAs –– FollowFollow--UpUp
Among donated PSAs, proportion offering viewers follow-up 
information via:
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Source: Kaiser Family Foundation, Shouting To Be Heard (2): Public Service Advertising in a Changing Television World, January 2008.
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Findings – Paid PSAsFindings Findings –– Paid PSAsPaid PSAs

Amount of time devoted to paid PSAs per hour, on average:

2000: 0:09
2005: 0:10

Source: Kaiser Family Foundation, Shouting To Be Heard (2): Public Service Advertising in a Changing Television World, January 2008.



Findings – Donated vs. Paid PSAsFindings Findings –– Donated vs. Paid PSAsDonated vs. Paid PSAs
Proportion of spots aired from midnight to 6 a.m., paid versus 
donated PSAs:

Donated PSAs Paid PSAs

27%
46%

PSA ran from midnight to 6 a.m. PSA ran at other times

Source: Kaiser Family Foundation, Shouting To Be Heard (2): Public Service Advertising in a Changing Television World, January 2008.



Findings – Paid PSAs – Top IssuesFindings Findings –– Paid PSAs Paid PSAs –– Top IssuesTop Issues
Among paid PSAs, proportion devoted to each topic area:
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Source: Kaiser Family Foundation, Shouting To Be Heard (2): Public Service Advertising in a Changing Television World, January 2008.



Findings – Paid PSAs – Health IssuesFindings Findings –– Paid PSAs Paid PSAs –– Health IssuesHealth Issues
Among paid PSAs, amount of time devoted to health topics per 
week, over time:

Alcohol and Drug Abuse
2000: 2:55 per week
2005: 7:29 per week

Smoking
2000: 4:27 per week
2005: 3:22 per week

Sexual Health/HIV/STDs
2000: 0:16 per week
2005: 0:36 per week

Source: Kaiser Family Foundation, Shouting To Be Heard (2): Public Service Advertising in a Changing Television World, January 2008.




