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“The Golden Girls” and Lifetime Television for Women

I have chosen to do my evaluation project focusing on the genre of commercial advertisements viewed in a thirty-minute program on National Cable.  More specifically, I singled out a television program that I regularly watch, “The Golden Girls.”  Over the course of one month, I watched the show, which appears daily on Lifetime Television for Women, twenty times.  My objective was to evaluate the relation between the viewing audience and the target audience of the advertisements.   


Lifetime Television was created in 1984, but was not donned  “Television for Women” until 1994 when the network redirected its focus toward public service initiatives specifically targeting women.  Since its creation, the network has experienced an astronomical jump in ratings with an increase of 121% in seven years (Lifetime Shows).  Lifetime is committed to providing interesting and valuable information regarding such issues as fitness, nutrition, hobbies, recipes, kids, relationships, career, and a host of other topics for today’s mothers, wives, and daughters. Due to a lack of resources, the demographic information presented is representative of the entire Lifetime network rather than belonging exclusively to “The Golden Girls.”  

Demographic and Traffic Information (Lifetime Shows: About Lifetime)
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Not surprisingly, the target market of Lifetime Television is the 18-34 year old female.  This information is imperative to understanding the viewing audience of “The Golden Girls” and the reasons why advertisers choose this spot to promote their products.   


The concept of a network that caters openly to women without regard to men seems more than a little risky.  However, given that “cable/satellite television is available to 75% of households… and that the average household television set is operating more than seven and one half hours a day, every day of the week, with viewers watching anywhere from 3 hours a day (teens 12-17) to almost 5 hours a day (women 18+), the idea does not seem quite so absurd (Nielson Media Research).  Though there are more women in the work force today, there is still a significant number who choose to stay at home for whatever reason.  These women play a significant role in the ratings and are the targets of such networks as Lifetime Television.

“The Golden Girls” shows twice daily on Lifetime Television throughout the week at 6pm and 11pm, and on Saturday at 11am and on Sunday at 1pm. The show portrays the lives of four middle aged single women living in Miami Beach, Florida.  The show first debuted in 1985 on NBC, and has since been nominated for 57 Emmy Awards, 10 of which were won, along with three Golden Globe Awards (Lifetime Shows: Golden Girls).  The long running success of the show and its reruns directly relates to the viewing audience.  It is likely that the ratings have maintained a high level because the show has had ample amount of time to establish loyal viewers, most of which are women.  

For my project, I kept a log of the advertisements that appeared on Lifetime Television during the 30-minute spot of “The Golden Girls.”  I enjoyed this part of the project more than any other because it surprised me.  I was completely unaware of the number or frequency of the commercials that air in such a short time period.  Because Lifetime is committed to enriching the lives of its female viewers, the network hosts a number of public service advertisements.  The most outstanding campaign I noticed while participating in the evaluation was the fight against Breast Cancer.  There were eleven different advertisements promoting self-awareness and “the need for women to help protect themselves” by performing breast examinations on a monthly basis.  I also noticed publicity given to a variety of non-profit organizations such as the National Multiple Sclerosis Society and the Women’s Political Caucus.  Obviously, Lifetime Television is the ideal media spot for such groups as they are self promoting.  

In recording the paid advertisements, I noticed a number of things I had previously ignored.  For example, I had no idea that advertisements were as frequent or repetitive as they actually are.  There were several ads that I had not seen before this project, but which I can now recite backwards. The most frequently appearing products were from Johnson and Johnson, Maybelline, Onhealth.com, Sears and Zeneca Pharmaceuticals.  While the repetitiveness bordered on annoying, I know that I have thought more about these companies and their products during this project because of the frequency in which they were repeated.  The specific target of Lifetime Television, along with the nature of the products being advertised, such as Invisalign Clear Braces, help to create successful campaigns.  After rereading my logbook, it became apparent to me that many of the products advertised would not do well if marketed to a wide variety of people for too long a period of time.  Advertisers choose to promote their products on Lifetime because they are tailored specifically to appeal to the character of a woman in her role as mother, wife and/or daughter.  The products averaged anywhere from 4 to 12 spots a week, but I found that every product was not advertised at the same time every day.  A few of the advertisements came on only twice a week.  


 Unfortunately, I could not find the specific cost of commercial spots on Lifetime Television. I did however find the national spot cost averages of individual industries.  Because the target of Lifetime Television is women, the majority of all products advertised were geared in the direction of beauty, fashion, and cosmetics.  This industry is thought to average a $282k 30 second spot cost (Hollywood Production). I did learn, mostly from just watching, that Lifetime Television uses many of the spots to advertise “television for women”, “Lifetime Intimate Portrait” and numerous other self-promotions.  


In general, I feel that the ad space during the 30-minute period of “The Golden Girls”, if used wisely, could be very valuable.  If the right products are marketed for a set number of weeks, and are frequently shown, the advertising would prove effective.  The narrowness of the target audience assures that a campaign will not flop, as many do because they try to reach too many people.  The spots are also a good and effective buy because loyal viewers of Lifetime programs such as “The Golden Girls” will be repeatedly exposed to the product.
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