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Reconsidering the Presence and Prominence of Sexual Content in Prime-Time Network 

Promos: An Extension and Update 

 

 
ABSTRACT:  A content analysis of prime-time on-air network promos aired on broadcast 
network television in 2007 revealed that 21.7% contained sexual content. However, only 7.6% of 
promos featured sexual content as a primary theme, and most sexual content was mild (e.g., 
flirtation and/or  innuendo). Among networks, 48.9% of CW promos contained sexual content, 
more than double the next closest network (ABC, 22%). Promos with sexual content appeared 
most frequently for drama (45%) and reality (31%) programming, and—most alarmingly—
during the so-called “family hour” (8-9 PM). Detailed findings and their implications are 
discussed. 
 
 
 

INTRODUCTION 

A recent network promo for the CW network’s teen drama 90210, a spin-off of Beverly 

Hills 90210, depicted 16-year-old lead character Annie Mills and her high school boyfriend 

passionately kissing and undressing in anticipation of Annie losing her virginity. In 2008, a 

similar lack of modesty in Gossip Girl promos also raised eyebrows within the industry and trade 

press (Steinberg, 2008). 

Past research indicates that these and other examples of sexual scenes and situations are 

prevalent in programming promotion and capture viewer interest. For example, Walker (2000) 

found sex to be the second most prevalent feature in network promos, and Davies (in press) 

reported that duration of sexual content within promos was positively linked to audience size. In 

addition to prevalence and effects, sex in network promos is important to consider because, as 

Walker (2000) points out, it tends to be gratuitous due to lack of context, bombards viewers with 

repetitive airing, and risks exposure among young and impressionable audiences. 

The present study seeks to add to this body of research by providing an extensive and up-

to-date examination of sexual content in network promotion. This study moves beyond previous 

analyses by incorporating coding protocol from content analyses of television programming that 
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is better suited for capturing and describing the nature and nuance of sexual content in on-air 

promos. The findings have implications for promotion and mass communication research and 

shed light on how networks employ sex to promote their programming. 

LITERATURE REVIEW 

Network promotions are important to the success of network programs. Defined as “on-

air messages about programs and media services that try to motivate viewers, listeners and users 

to watch or listen to specific programs or particular channels” (Eastman, Ferguson, and Klein, 

2006, p. 315), promos play an important role in publicizing new or upcoming programming 

(Steinberg, 2007). No recent estimates exist but in 2000, the four major networks invested over 

$4 billion in airtime for promos (Eastman, 2000). Fleming (1997) calculated that networks allot 

more than 4 minutes per prime-time hour to promotion spots. Limited research also indicates that 

promos can influence viewing: Nielsen studies confirmed a positive correlation between ratings 

and the airing of promos for specific programs (Eastman and Newton, 1999). 

Sex in Network Promos 

One area of research that has generated interest is the presence of sexual content in 

network promos. Early studies focused on print promos in TV Guide, but analyses were later 

expanded to on-air promos. Several studies attempted to link the presence of sexual content to 

actual viewership. 

Sex in TV Guide ads. In a general descriptive analysis, Reid and Soley (1983) examined 

577 program ads in six 1982 issues of TV Guide for visual and verbal references to sex and 

violence. Sexual elements were present in approximately 34% of network program ads. ABC led 

the major networks with 44% of its ads containing sexual content followed by NBC (40%) and 

CBS (35%). Employing the same methodology, Soley and Reid (1986) found almost no change 
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in the prevalence of sexual content between a separate 1982 sample of TV Guide ads compared 

to a 1983 sample. 

Later, Williams (1989) analyzed sexual appeals in a sample of TV Guide program ads (N 

= 625) taken from sweeps months in the years 1980-1985. Over 21% of the ads contained sexual 

content. Williams correlated the sexual content with corresponding Nielsen ratings to reveal that 

sex and violence do have the ability to attract viewers, but are not sufficient to maintain 

viewership beyond a program’s premiere. 

Sex in On-Air Promos. Aired network promos are much more common than print 

promos and have received more recent attention. Brown (1989) analyzed a week of 1984 

network promotions (N = 605) aired during prime-time on CBS, ABC, and NBC. Over 25% of 

promos contained sensuality expressed either physically or in words. Brown also reported that 

ABC promos contained sexual content of the longest duration. Analyzing a 1990 sample, Davis 

and Walker (1991) sought to provide a more detailed examination of sexual behavior during both 

prime- and non prime-time promos. Their sample (N = 1,204) included promos from both 

broadcast and leading cable networks. Overall, 12% of promos contained sexual behavior (i.e., 

kissing), but language was not coded in the study. NBC promos had the most sexual behavior 

(17%) with Fox having the least (9%). Reasons for such a low incidence of sexuality in this 

study relative to similar content analyses are that non prime-time promos were included and 

sexual language was not coded. 

Several studies have sought to determine if networks are more likely to air sexy promos 

during sweeps periods. For example, Shidler and Lowry (1995) compared sexual behavior in an 

October 1991 sample of prime-time program promotions to that of a sample collected during 

1992 February sweeps. The findings yielded mixed results: Overall, incidents of sexual 
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information decreased per hour during sweeps, yet, networks differed with ABC running fewer 

sexual promos and Fox airing twice as many during sweeps. Sapolsky, Tarbarlet and Kaye 

(1996) also compared sweep/non-sweep periods in a 1990 sample. Overall, 20.3% (2.96 per 

hour) of promos contained sexual material, with fewer promos of them airing during sweeps 

month (16%) compared to non-sweep months (22%; Tarbarlet & Gottshall, 1996). 

Sapolsky et al. also reported that non-criminal sex acts encompassed 55% of sexual 

incidents with kissing (1.12 per hour) being the most frequent act. Innuendo was the second most 

commonly occurring form of sexuality (0.96 per hour). Similar to previous studies they found 

network variation with NBC promos containing the most sexual content (4.63 per hour) and CBS 

containing the least (1.93 per hour). They also reported genre differences such that promos for 

drama and movies exhibited the highest incidence of sexuality compared to the overall 

percentage of promos (Sapolsky et al., 1996). 

More recent research shows an increase in sexual content in prime-time promos. Walker 

(2000) examined two sets of prime-time programming (1994, 1998) from ABC, CBS, NBC, and 

Fox. The percentage of promotional announcements containing sexual behavior rose sharply 

from 13% in 1994 to 21% in 1998 with subcategories of sexual contact and sexual intercourse 

representing the largest increases. Sexual language also surged from 11% to 23% over the four 

years with the subcategory of sexual innuendo rising significantly. Consistent with Sapolsky et 

al.’s (1996) findings, NBC promos contained the highest amount of sexual material in both 

years, but all networks showed a substantial increase. 

In the most recent update, Davies (in press) analyzed a 2003 February sweeps period 

sample from six networks: ABC, NBC, CBS, Fox, UPN, and WB. The 675 sampled promos 

were coded for visual and verbal sexual elements. Over 31% of promos featured some form of 
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sexual content with 23% containing visual elements and 15% presenting verbal elements. Davies 

also reported correlations between the use of sexual content in network promos and program 

viewing using Nielsen ratings. Duration of visual and verbal sexual appeals proved to be 

significant predictors of ratings as was intensity of sexual content after outliers were removed. 

Overall, previous research indicates that sexual content is a common element in network 

promos; with on-air incidence increasing from roughly 25% in 1984 (Brown, 1989) to 31% in 

2003 (Davies, in press). These findings vary, however, depending on sweeps period, network, 

and genre of promoted program. For example, Davies reported sex was more common in promos 

for reality shows than sitcoms or dramas. Previous analyses primarily categorize promos as 

either containing sexual content or not while providing some specificity in terms of type of 

sexual content (i.e., behavior or language). Just two studies include any indication of the relative 

presence of sexual content as measured by duration. 

RESEARCH QUESTIONS 

What is needed is a reasonably up-to-date analysis of sexual content in promos that 

represents a non-sweeps period—what viewers are most likely to see on a given night. The last 

reported non-sweeps sample was 1998 (Walker, 2000). The present study builds on previous 

research by categorizing the presence of sexual content by prominence, and accounting for 

specific types of sexual behavior, and sexual talk and text. 

RQ1: How common and prominent is sexual content in prime-time network promos? 

RQ2: What types of sexual content (i.e., sexual behavior, talk, dress) occur in network 

promos? 

Details describing where and when sexual content are shown in promos have been 

previously reported. Two recent studies reporting sexual content in promos by network indicated 
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that NBC typically runs the sexiest promos but there is variation (Sapolsky et al, 1996; Walker, 

2000). However, no study has examined this question since the CW network was launched in 

2006. In addition, sexual content has been found to vary by genre with drama and movies 

containing the highest percentage in 1990 compared to reality programming in 2003 (Davies, in 

press; Sapolsky et al., 1996). An update will provide a more clear picture of the genres promoted 

with sexual content. 

RQ3: Does sexual content in network promos vary by network and program genre? 

Last, previous analyses treat prime time as a complete entity although networks often 

require sexual commercials to run after 9 PM to reduce risk of exposure among young, 

impressionable audiences. Whether networks hold themselves to the same standards remains to 

be seen. In addition, there is very little reported information about the days of week most likely 

to contain sexual content. The present study attempts to provide information for both of these 

questions. 

RQ4: Does sexual content in network promos vary by prime-time viewing hour and 

week night? 

METHOD 

Sample 

All prime-time network promos for each of the five major broadcast networks (ABC, 

NBC, CBS, FOX, and CW) were recorded and analyzed for one week, May 21-25, 2007 

(Monday-Friday; N = 825). Recording was conducted from 8 PM to 11 PM EST. The sample 

included all program promotions during the entire 75 hours of prime-time programming 

excluding promos appearing during programs. Consistent with past research (e.g., Paek & 

Nelson, 2007), duplicate ads were included in the final analysis because they represent an overall 
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sense of the viewing landscape. Week night, hour, network and program genre were recorded for 

each promo. 

Coding 

Six graduate students (two male and four female) served as coders. All coders were 

trained together in multiple training sessions that consisted of mock coding, comparison, and 

discussion. Cohen’s Kappa was calculated and deemed acceptable for all variables in the study: 

Kappa ranged from .70 to .96. Fleiss (1981) described a Kappa rating of .4 to .6 as fair, a .6 to 

.75 as good, and a Kappa rating above .75 as excellent. The coders resolved discrepancies after 

determining reliability. 

Sexual Content Variables 

Published coding schemes from network promo research were utilized in the present 

study (Davies, in press; Sapolsky et al., 1996; Walker, 2000). In addition, coding schemes from 

advertising and mass communication research also were selected to accurately reflect the 

prominence and nature of sexual content in on-air network promos (Cope-Farrar & Kunkel, 

2002; Soley & Reid, 1988). Congruent with past research, sexual information included any 

visual and /or textual information that could reasonability be interpreted as sexual such as 

revealing displays of the body, sexual behavior, and any explicit talk or innuendo (Reichert, 

2003a). 

Presence and Prominence of Sexual Content. First, coders assessed the nature and extent 

of sexual information in each promo. If sexual content was present, its prominence was 

categorized at one of four ordinal levels: (1) primary, (2) minor, (3) background, and (4) 

ephemeral. “Primary” refers to instances in which sex was a primary theme of the promo. If sex 

was a secondary theme, the promo was categorized as “minor.” “Background” refers to instances 
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in which sexual information was displayed in the background but was not a theme. “Ephemeral” 

was coded if sexual content momentarily flashed on the screen. Kappa for this variable was .72. 

Sexual Behavior. The sexual behavior of actors was assessed with a five-category ordinal 

scale developed by Cope-Farrar and Kunkel (2002; Davies, in press). Again, the most explicit 

form of sexual behavior was coded for each promo. The categories were as follows: (1) 

suggestion/flirtation, (2) passionate kissing, (3) intimate touching, (4) intercourse implied, (5) 

intercourse depicted, and (6) other. Kappa for sexual behavior was .87. 

Sexual Talk. A variable in research analyzing sexual content in TV programming pertains 

to verbal discussions (or talk) about sex (see Cope-Farrar & Kunkel, 2002; Davies, in press). 

Talk may or may not be accompanied by sexual behavior but must pertain to sex. Sexual talk 

consisted of seven categories: (1) innuendo, (2) comments about sexual intentions, (3) comments 

about sexual intercourse/behavior, (4) talk toward sex, (5) talk about sex crimes, (6) expert 

advice/information, (7) sexual text/graphics, and (8) other. Kappa for Sexual Talk was .96. 

RESULTS 

RQ1 sought to determine the prevalence and prominence of sexual content in on-air 

network promos. As illustrated in Table 1, over one-fifth of network promos (21.7%) contained 

sexual content. Examination of prominence reveals that sexual content was a primary theme in 

7.6% of promos. Overall, when sexual content was present, it’s appearance was relatively minor 

or secondary (14%) within network promos. 

[Insert Tables 1 and 2 about here] 

The second research question (RQ2) pertained to the types of sexual content (e.g., 

behavior and talk) present in promos. As shown in Table 2, 16.6% of network promos contained 

images of sexual behavior. Suggestive and flirtatious behavior was most common (10.5%) 
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followed by depictions of implied intercourse (3.8%). Verbal references to sex (e.g., innuendo, 

talk, text) also were present in promos (10.7%). Overall, almost all verbal references pertained to 

sexual relationships between characters with very little reference to sex-related crime. 

RQ3 sought to determine if the presence of sexual content in promos varied by network 

and program genre. As shown in Table 1, there was substantial variation in the presence of 

sexual content by network, chi-square (4, N = 825) = 84.44, p < .001, V = .32. For example, only 

9.3% of CBS promos contained sexual content compared to 48.9% of CW promos. The 

difference is even more substantial when comparing the prominence of sexual content by 

network: No CBS promos featured sexual content as a primary theme compared to 24.5% of CW 

promos. Overall, broadcast networks varied widely in their use of sexual content in promos, both 

in regard to prevalence and prominence. 

In addition, there was wide variation in the use of sexual content by type of promoted 

program (see Table 3). Reality, drama, and local news programming were promoted most 

frequently (68% of all promos in the sample). Of those three, reality and drama were promoted 

most heavily by featuring sexual content from the program in on-air promos. 

[Insert Table 3 and 4 about here] 

Last, the present study asked if there was variation in sexual content by prime-time hour 

and weeknight (RQ4). Overall, there was variation by hour such that up one quarter of network 

promos aired between 8-9 PM contained sexual content compared to 16.4% aired from 10-11 

PM, chi-square (2, N = 825) = 7.29, p < .05, V = .09 (see Table 4). The findings reveal, however, 

no difference in the prevalence of sexual content in network promos by weeknight. 

DISCUSSION 

The purpose of the present study is to update and expand upon previous analyses of 
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sexual content in on-air network promos. As mentioned, the present analysis examines promos 

aired on the five major broadcast networks during a week of prime-time programming. In 

addition, this study utilizes measures of sexual content in TV programming to provide more 

detail about the prominence and nature of sexual content in promos, as well as information about 

sexual content in promos by prime-time hour and programming genre. Specifi findings and their 

relation to previous research, as well as their implications, are discussed in the following section. 

Prevalence and Prominence 

Despite changes in programming content over the decades, the present study’s findings 

with regard to prevalence of sexual content are in line with previous research. As reported, 

21.7% of network promos in the present sample contain sexual content (RQ1). A sample of 1984 

promos revealed that 25% contained sexual content (Brown, 1989). Similarly, Tarbarlet and 

Gottshall (1996) reported 22% of non-sweeps promos contained sexual behavior and/or 

language. Walker (2000) reported slightly higher percentages but it is not clear if his analysis 

was during sweeps week or not. Overall, it appears that from one-fifth to one-quarter of all of 

promos aired during non-sweeps periods contain some form of sexual content, despite 

differences due to decade, seasonal variation, and sampling of different days of the week. 

Perhaps more important, there is substantial variation in the prominence of sexual 

content. As reported, a little more than seven percent of network promos directly pertain to 

sexual content. In these instances, the promo directly pertains to sexual themes and content. For 

example, a promo touting the series premiere of the new CW show Hidden Palms contained 

several depictions of scantily clad characters while focusing on the relational outcomes and 

consequences of sexual intercourse between the characters. According to the findings, most 

sexual content in network promos (14%) is represented by either a minor or fleeting appearance. 
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For example, several promos for ABC’s Dancing with the Stars included clips of suggestively 

dressed contestants. This finding strongly suggests that sexual content in network promos is less 

prominent than previous work would suggest. 

Findings also reveal that sexual content primarily consists of images of sexual behavior 

(16%), with suggestive and flirtatious actions appearing in a little over 10% of all promos (RQ2). 

More explicit forms of sexual behavior involving physical contact are present in about 6% of 

promos. Verbal references to sex (10%) are less common than sexual imagery. In fact, almost 

half of all references to sex consist of innuendo between characters. Overall, the results suggest 

that sexual content, when it is present in promos, is either a secondary theme or consists of 

relatively benign behavior and references. 

Network and Genre Variation 

Although the presence of sexual content was expected to vary by network and 

programming genre (RQ3), the direction of that variation was less certain. At one point, ABC 

aired more sexually explicit promos (Brown, 1989), soon to be followed by NBC (Sapolsky et 

al., 1996; Walker, 2000). Revisiting Table 1 reveals that relative newcomer CW network features 

sexual content in 48.9% of its promos—almost 28% more than second-place ABC. It is evident 

that the prominence of sexual content varies by network as well. A secondary analysis reveals 

that the most explicit forms of sexual behavior and language also appear in CW promos—airing 

more scenes of implied intercourse, and the only depiction of intercourse—compared to any 

other network. 

A major reason for the high sexual content in CW promos is attributable to its 

programming which largely consists of dramatic series. As shown in Table 3, it is very clear 

which genres are most likely to feature sexual content in its promos: Reality-based programming 
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and dramatic series feature sexual content in anywhere from one-third to almost one-half of their 

promos. These findings are mostly congruent with previous research. As previously mentioned, 

dramatic series, movies, and reality shows are more likely to be promoted with sexual content 

compared to other genres (Davies, in press; Sapolsky et al., 1996). As Ferguson (2006) notes, 

producers typically select some of the most compelling scenes from programming to feature in 

its promos. It is interesting to note that humorous genres, specifically situation comedies, 

typically contain more sexual content from which to draw from than any other type of 

programming (Franzblau, Sprafkin, & Rubenstein, 1977; Sprafkin & Silverman, 1981). A closer 

look reveals that although promos for dramatic programming contain more sexual content, sex is 

usually a minor theme within the promo. On the other hand, sex is most likely to be the primary 

theme in promos for situation comedies (17.1%) and reality shows (14.6%). 

Hour and Night Variation 

Last, the analysis reveals that promos are more likely to contain sexual content in the first 

hour of prime time than the last hour (RQ4). Over a quarter of promos with sexual content air 

from 8-9 PM compared to a little over 16% airing from 10-11 PM. 

No previous work has examined the presence of sexual content in promos by hour. Doing 

so is important given that in 2001, the Parents Television Council and Congress appealed to the 

networks to re-institute 8-9 PM as “family hour.” Networks were encouraged to air programming 

void of sex, violence and explicit language before 9 PM because many children are still watching 

television. The networks responded by scheduling family-friendly programming for the first hour 

of prime-time and urging advertisers to follow suit (Parents Television Council, 2007). Overall, 

it appears that the networks have failed to consider their own forms of promotion. 
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In their defense, a secondary analysis reveals that sexual content is more explicit in later 

hours. For example, sexual behavior is more suggestive in the first hour compared to the second 

hour when instances of implied intercourse sharply increase. Overall, however, networks air 

more sexually-laden promos when children and teens are most likely to see them. Last, as Table 

4 reveals, there is no significant variation in the proportion of networks promos by weeknight. In 

other words, promos are as likely to contain sexual content on Monday night as they are on any 

other weeknight. 

Implications and Areas for Future Research 

The nature of the findings give rise to several interesting implications. To begin, it is 

interesting to consider why CW promos contain such as high level of sexual content. The CW 

was launched in 2006 with the stated goal of delivering the advertiser-coveted 18-34 market 

(Hibbard, 2007). However, the still-developing network’s top shows are skewed more toward the 

12-17 demographic since its launch in 2006, with sexy teen dramas that include Gossip Girls, 

90210, and One Tree Hill (Fitzgerald, 2007). These programs have consistently ranked #1 among 

female teens (Hibbard, 2007; CW, 2008). Apparently CW is airing—and promoting—

programming with sexually oriented themes in an attempt to appeal to teens and young adults. 

Research from advertising provides some evidence that marketers are more likely to use sexual 

appeals when targeting younger consumers (Reichert, 2003b). Such tactics should be called into 

question because of their potential to distort perceptions of normal teen sexual activity (Ward & 

Rivadeneyra, 1999). Given Davies’ (in press) work which provides evidence that sexual content, 

and the intensity of that content, is linked to viewership, future work may be able to determine if 

that effect is more pronounced for young viewers. 
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Second, networks may be overemphasizing the sexual content in their promos. In other 

words, promos can contain provocative scenes that are not in proportion to their presence in the 

programming. Research has revealed a similar phenomenon in the promotion of DVD rentals 

(Oliver & Kalyanaraman, 2006) and movie trailers (Oliver, Banjo, & Kim, 2003). Essentially, 

promotional material over represents the presence of sexual content in the film. Research that 

correlates the duration and prominence of sexual content in promos with programming may be 

able to determine if this is indeed the case with network promos. If so, it would strongly suggest 

that marketers believe in the audience-attracting properties of sexual content, and that they are 

willing to misrepresent its presence to woo viewers. 

The following limitations must be considered when generalizing this study’s findings. 

One, only one week of programming was analyzed. As a result, the findings may be influenced 

by the specific nature and type of programs aired and promoted during that week. Future 

research should sample programming from a season or year’s worth of programming. In 

addition, the present study included duplicate promos to provide an indication of what viewers 

see on a given night. It is possible that the results could be skewed by frequently aired promos. 

SUMMARY 

At one level, the present study reveals that the prevalence of sexual content during not-

sweeps weeks is similar to levels found in the 1980s and 1990s. As important, the study indicates 

that most sexual content in promos typically consists of secondary or fleeting scenes of 

suggestive behavior and verbal innuendo—for all but one network. Overall, almost half of the 

promos airing on CW contained sexual content that was more explicit and prominent than for all 

other networks. This finding is disconcerting given the CW network’s young audience. CW’s 

promos do reflect the nature of its programming, but much of the promotion airs during “family 



     Sex in network promos     15 

 

hour.” Further content analyses and effects research should be conducted to determine if 

networks are overemphasizing sexual content in promos in an effort to lure viewers. 
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Table 1: Sexual Content in Network Promos by Network and Prominence 
 
 Prominence of Sexual Content (%)b 

 
Network 

Presence of Sexual 
Content (%)a 

Primary 
Theme 

Minor 
Theme 

Sex in 
Background 

 
Ephemeral 

ABC 22.0    3.6 11.3  -- 7.1 
CBS   9.3     --   2.7  -- 5.5 
NBC 20.1    8.8   5.4 4.9 1.0 
Fox 12.1    2.3   8.3 0.8 0.8 
CW 48.9  24.5 15.8 1.4 7.2 

Overall              21.7%    7.6%   8.2% 1.6% 4.2% 

aFor presence of sexual content, chi-square (4, N = 825) = 84.44, p <.001, V =.32. 
bFor prominence of sexual content, chi-square goodness-of-fit (3, N =179) = 44.17, p <.001. 
  
 
 
Table 2: Type of Sexual Content in Network Promos by All Networks 
   
Sexual Behaviora % of promos # of promos 

Suggestive/Flirtatious Behavior 10.5 87 
Intimate Kissing   1.6 13 
Intimate Touch   0.5   4 
Implied Intercourse   3.8 31 
Depicted Intercourse   0.1   1 
Other   0.1   1 
 16.6% n = 137 
Sex Talkb   

Innuendo   5.0 41 
Comment about Sexual Intentions   2.1 17 
Talk About Intercourse   1.7 14 
Talk Toward Sex   0.8   7 
Talk About Sex Crimes   0.1   1 
Expert/Technical Advice    --   0 
Sexual Text/Graphics   0.8   7 
Other   0.1   1 
 10.7% n = 88 

Note: N = 825. 
aFor sexual behavior, chi-square goodness-of-fit (6, N =137) = 244.77, p < .001. 
bSexual talk, chi-square goodness-of-fit (6, N =88) = 92.25, p < .001. 
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Table 3: Presence of Sexual Content by Type of Promoted Program 
   
Genre % promos with sex # of promos 
 
Reality 

 
31.1 

 
212 

Drama 44.8 183 
Local News   2.5 162 
Talk Shows   6.7   45 
Variety/Comedy     --   42 
Situation Comedy   7.3   35 
General Network Promos   2.9   34 
Cartoons     --   26 
Game Shows   4.2   24 
Sports   4.2   24 
News Magazines   5.9   17 
Network News 26.7   15 
Movie 66.7     3 
Other 33.3     3 
 21.7% N = 825 

Note. For presence of sexual content by genre, chi-square (13, N = 825) = 155.89, p < .001, V = 
.44. 
 
 
 
Table 4: Sexual Content in Network Promos by Prime-time Hour and Evening 
 
Hour % of promos with sex # of promos 
8-9 PM 25.5 271 
9-10 PM 23.5 279 
10-11 PM 16.4 275 
     21.7%  N = 825 
Evening 
Monday 21.2 154 
Tuesday 20.1 158 
Wednesday 21.2 165 
Thursday 19.6 180 
Friday 17.9 168 
     21.7%  N = 825 
aFor presence of sexual content by hour, chi-square (2, N = 825) = 7.29, p < .05, V = .09. 
bBy night, chi-square = NS. 
 


