Facts and Figures about our TV Habit

I. TV Undermines Family Life

1) TimeperdaythatTV is onin anaveragdJShome:7 hours 40 minutes

2 Amountof televisionthattheaveragémericanwatchegerday:over4 hours

3) Time spent daily with screen mediafor U.S. children age six and under: about 2 hours

4) Percentage of USfamilieswith children age 0-6 with at | east onetelevision: 99

5) Percentagef UShouseholdsvith 3 or moreTVs (2003):50

6) Percentagef parentsvhosaythatif theyhavesomethingmportantto do, it is likely thattheywill usetheTV to
occupy their child: 45

7 Percentage of Americanswho always or often watch television while eating dinner: 40

8) Percentagef Americanswvho saytheywatchtoomuchTV: 49

9 Time per week that parents spend in meaningful conversation with their children: 38.5 minutes

10) Percentagef 4-6 year-oldsvho,whenaskedwould ratherwatchTV thanspendimewith theirfathers’54

[I. TV Harms Children and Hampers Education

1) Average number of hours per week that American oneyear-old children watch television: 6

2 Number of hoursrecommended by the American Pediatric Association for childrentwo and under: 0

3) Averagedaily timeAmerican children under agetwo will spend in front of ascreen: 2 hours, 5 minutes

4) Averagetime per week that the American child ages 2-17 spendswatching television: 19 hours, 40 minutes
5) Hoursof TV watchingperweekshownto negativelyaffectacademi@achievementlOor more

6) Hours per week that non-African-American teens (12-17) spend watching primetime TV (8-11 p.m. daily): 5:26
7 Hours per week that African-American teens spend watching primetime TV: 7:37

8) PercentagdifferencgAfrican Americans/s.non-African-Americans40.2

9 Percentagef childrenages3-16whohaveaTV in theirbedroom56

10) Percentagef childrenage6 andunderwhohaveaTV in theirbedroom:36

1) Percentagef childrenage6 andunderwith aVCR or DVD playerin theirbedroom27

12) Percentage of those children who usually watch television in their bedroom: 30

13) Percentage of television-timethat children ages 2-7 spend watching alone and unsupervised: 81

14) Percent of total television-timethat children older than 7 spend without their parents: 95

15) Percentage of parentswhowould liketo limit their children@TV watching: 73

16) Percentage of day care centersthat use TV during atypical day: 70

17) Hours per year the average American youth spendsin school: 900

18) Hours per year the average American youth watchestelevision: 1,023

19) Percentage of self-professed educational TV that haslittle or no educational value: 21

20) ChancedhatanAmericanparentequirechildrento dotheirhomeworkbeforewatchingTV: 1in 12

21) AveragdimeperdayAmericanchildrenspendn front of ascreerof somekind: 4 hours 41 minutes

22) Percentage of young adultswho admit to postponing their bedtimefor theinternet or TV: 55

23) Percentagef 4-6yearoldsin homeswvheretheTV is usuallyor alwaysleft onwho canread:34

24) Percentagef 4-6 yearoldsin homeswvheretheTV is notusuallyor alwaysonwho canread:56

25) Amount of time children age 4-6 and under spend daily, on average, with screen media: 2:10 hours

26) Amount of time children age 6 and under spend daily, on average, reading or being read to: 41 minutes

lll. TV Promotes Obesity

1) Adultsin UStechnically obese: 1in3, or 62 million

2 Percentage of American children who were seriously overweight in 1964: 5; 2003: morethan 15

3) Amount of daily moderate physical activity recommended for children: 60 minutes

4) Percentage of young peoplewho report having had no recent physical activity: 14

5) Factorby whichmenwhowatchmorethan21 hoursof TV aweekincreaseheirrisk of Type2 diabetes2
6) Percentagehanceahatanoverweightadolescenill becomeanoverweightor obeseadult: 70%

7 Percentaghigherhealthcostfor KaiserPermanentenembersvith Body Massindexof 35or higher:44
8) Percentage of dollars spent on clothing for men and women@plussizes: 23

9 Economic cost of obesity inthe United Statesin 2000: $117 billion

V. TV Promotes Violence

1) Numberof violentactstheaveragémericanchild seeon TV by agel8:200,000

2 Number of murderswitnessed by children ontelevision by theage 18: 16,000

3 Percentage of youth violencedirectly attributableto TV viewing: 10

4) Percentage of Hollywood executiveswho believethereisalink between TV violence and real violence: 80
5) Percentage of children polled who said they felt QupsetOor GicaredOby violenceontelevision: 91

6) Percentncreasen networknewscoveragef homicidebetweerl993and1996:721

7 Percent reduction in theAmerican homicide rate between 1993 and 1996: 20

8) Percent increasein number of violent scenes per hour on 10 major channelsfrom 1992 to 1994: 41

9 Percentagef programghatshowthelong-termconsequencesf violence:16

10) Percentage of violent programsthat emphasize an anti-violencetheme: 4
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V. TV Promotes Overconsumption

1) Number of TV commercialsviewed by American children ayear: 40,000

2) Age by which children can develop brand loyalty: 2

3) Numberof TV commercialseerby theaveragémericanby age65: 2 million

4) Percentage of toy advertising dollars spent on television commercialsin 1997: 92

5) Amount spent on television advertisementsdirected at young childrenin 1997: $1.3 billion

6) Percentageflocal TV newsbroadcastime devotedo advertising:30

7 Total amount of money spent in 1999 to advertise on broadcast television: $40billion

8) Net worth of the typical middle-classAmerican household after accounting for debts: |essthan $10,000

9 Percentagef Americanchildrenagesix andunderwho haveproductshaseddn characterérom TV shows or movies: 97

V. TV Squelches Political Awareness

1) Money spent on adsfor themgjor presidential candidates between June 1, 2000 and September 13: $63 million
2 Money spent on issue ads between January 1, 1999 and August 30, 2000: over $342 million
3) Percentagef thosewhich wereattackads:61
4) Amount of time broadcasters must provide to candidates free of charge under the 1996 TelecommunicationsAct: 0
5) Valueof public airwavesallocated to broadcasters at no cost under the 1996 TelecommunicationsAct: $70 billion
6) Amount spent on lobbying by TV broadcasters and the National Association of Broadcastersin 1996: $4 million
Number of network news stories about the environment in 1990: 377; 1996: 113
8) Percentagef Americanswho cannameThe ThreeStooges59
9 Percentagef Americanavho cannamethreeSupremeCourtJustices17
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