Who’s Watching?

Demographic Profile
% of A18+ vs. TV Population
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¥ ACTION is in the Top 5 digital stations against
key adult and male demos

¥ Top programs in Spring 2010 included:
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Demographic Profile

¥ Strong male skew

¥ Has a younger profile with 74% of viewers
under the age of 55
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¥ 28% live in households with kids under 12

¥ Viewers are more likely to be OMPs

ACTION viewers are comfortable with today®
technology and are financially responsible
while still enjoying life.

They are more likely to:

¥Purchase electronics including digital cameras and cell phones/smart phones in the
past year and play video games in the past 30 days

YSubscribe to roadside assistance programs, purchase automotive supplies and
given the choice would always choose full size or luxury automobiles

¥YReward themselves with snacks, and believe too much attention is placed on eating
only healthy foods

¥Enjoy a variety of beverages - including beer, soft drinks, fruit drinks and coffee B
and a variety of restaurants including pubs, burger joints and casual restaurants

¥YHave financial assets such as loans/lines of credit, RRSPs and mortgages

¥Have made improvements to their home in the past two years and have purchased
home accessories in the past year

Source: PMB 2010 Two Year Study, A18-54 who watch 1+hrs of Action wk indexed to English population
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