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The results are 'shaking up an industry already worried about
increasing Zcompetition from Internet radio stations, which allow
advertisers to gain fast, *reliable information about listeners’ habits.
Media buyer Chris Caldwell believes the new ratings system will *keep
radio on its toes and force broadcasters to Srespond to the needs of
listeners and advertisers. Some U.S. stations are already changing
8lormats to include more popular music styles like rock to improve
ratings. Advertisers are also rethinking — while their total ad 7budgets
for radio may not have changed, the way in which they are spent has.

In the United Kingdom, PPM B8irials by Rajar, the British
media ratings body, were recently ®abandoned. Rajar believes the
Wstrugeling Meommercial sector cannot afford the additional costs,
and that the new system has problems. Critics believe many people
forget to wear the PPM, especially in the morning. They also argue
that there are not enough participants in the trials to 2meet industry
standards for accuracy, There is, then, clearly "a long way to go
before the PPM will be used worldwide. Nevertheless, radio executive
Steve Sinicropi believes the new system can overcome the "obstacles,
He hopes, for example. that achieving Sacceptable sample sizes will
help broadcasters and advertisers have “more confidence in the ratings.”
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