REGIONAL/NATIONAL FOOTBALL DIFFERENTIAL

To no ones surprise, local teams again racked up impressive ratings when compared to regular National Football League games in home markets.

Ratings for local teams jumped from an average rating of 30 to 32 in 1991 (6.8%).   CBS was the only network with an avg. ratings increase in 1991.

CBS' increased local ratings contrast well with the 1991 network  ratings, which declined for all three network.  ABC  dropped from 17.2 to 16.8 (-2.3%), CBS dropped from 13.5 to 13.1 (-2.9%) and NBC dropped from 11.0 to 10.9 (-1.0%).  ESPN had the largest drop from 11.0 to 9.1 (-17.3%).

Regionally, ABC telecasts averaged a 33/51, CBS 31/58, and NBC  32/57.  Local 30's ranged from $3,000 for Cincinnati Bengals (CBS) and Green Bay Packers (CBS & NBC) to $65,000 for ABC  N.Y. Giants and Jets spots.

Taken together, the regional games for all three networks averaged a 32 /57, reached 614,000 homes, and was priced at $17,876 per 30-sec. spot.

Our network-by-network data includes crossover games in which AFC games were televised on CBS and NFC games were carried on NBC.  CBS affiliate WISH received a 21 rating for a Chicago Bears vs. Indianapolis Colts game while NBC's WTHR averaged a 26 rating for regular Colts games.

Denver, long renowned as a football telecast leader, recorded lower ratings (-13% to -48%) by all three networks.  Lower ratings were also record by all three networks in L.A., N.Y., Pittsburgh, and Tampa Bay.

For the second consecutive year, the Bills had the highest ratings on both local ABC and NBC broadcasts.  However, 88 of the 155 analyzed programs (57%) had lower ratings in 1991

The Detroit Lions great season was reflected in the rating books as well as on the field.  While Monday Night Football had a rating drop of 43 in the motor city, Lions games jumped 53% on WJBK.

Minnesota's NBC affiliate KARE had the largest rating jump.  The stations NFL 1 (morning games) ratings jumped from a mere 2 in 1990 to a 10 in 1991 (400%).  KARE's increase was spurred by the decline in Viking ratings on WCCO, which fell from a 33 to a 22.

New Orleans' NBC affiliate had the greatest rating decline from 14 to 4  (-71%).  Denver had three broadcasts in the top ten decline list.

Green Bay stations WFRV and WBAY will be switching affiliations in March with WFRV becoming the CBS affiliate (carrying the Packers games) and WBAY becoming the ABC affiliate.  WBAY had lower ratings in 1991.

Average prices for 30's was relatively unchanged from 1990 figures.   The largest increase was the Philadelphia Eagles Monday Night Football games, which jumped from our 1990 estimate of $20,000 to  $50,000 (150%).

The second largest increase was turned in by KDKA's coverage of the Pittsburgh Steelers.  KDKA only carried one game in 1991 and that was against the Super Bowl Champions Washington Redskins, thus spot prices were raised from $6,000 to $14,000 (133%).

New York Giants games on WCBS had the largest decline in spot prices from an estimated $40,000 per spot on WCBS in 1990 to an avg. price of $25,000 (-38%) in 1991.  In total, 33 of the 155 price figures showed a decline(21%).

John, the following two blocks should be added to the five pages of graphs.
1991 LOCAL NFL TV RATINGS

The table below charts and compares the ratings, share and 30-sec. spot advertising costs for each NFL city  between 1990 and 1991.

It shows the November rating for each of the networks compared to the rating of each home team, if and when it appeared on that network.

The Buffalo Bills, for example, had a 55/70 rating share on ABC's Monday Night Football, which averaged a 27/40 in Buffalo for the season. WIVB football games only averaged a 12/24 while WGRZ, the Bills' home station, averaged a 28/56.

Changes abound between our first survey in 1990 and the 1991 survey.  In Atlanta, for example, NFL 2 (afternoon) games on WAGA showed a ratings drop from 22 to 19 (-14%).

Viewers who were tuning out WAGA's NFL 2 game, were switching channels to WXIA.  WXIA's NFL 2 game showed a dramatic increase from a 5 rating in 1990 to a 12 last year (+140%).

Sometimes the difference in ratings can show which station provides the best bang for an advertisers' buck.  Bears games on WLS and WBBM had lower ratings in 1991 while their spot prices increased.  However, WMAQ had a rating increase (10%) in 1991 while their spot price dropped 27 percent.

