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Background
In June of 2009, the Media Issues Subcommittee convened a task force to focus on the continuing issues with Arbitron’s PPM Methodology, which is currently used in 25 markets and slated for implementation in another 8 markets, for a total of 33 markets. Of the 33 markets, Arbitron has earned accreditation from the Media Ratings Council (MRC) for only two of the markets–Houston/Galveston and Riverside/San Bernardino. 

In an effort to better understand the issues and concerns surrounding the PPM Methodology, the PPM Task Force contacted the Media Ratings Council (MRC).  MRC provided an overview of the two services currently available, Arbitron and Nielsen. 

The Task Force then reached out to Nielsen and Arbitron, hoping to get further clarity and an understanding of the practices and tactics for rolling out the new technology.  Both agreed to speak with the Task Force, pending more clarity on how the Task Force and the FCC intended to use the data gathered.  The Task Force felt it was now necessary to reach out to other stakeholders, both internal, on the FAC, and external.   One-on-one  conversations were held with six stakeholders, representing broadcasters, advertisers, and trade groups.  Those conversations led to the following recommendation from the PPM Task Force:

Recommendation I
The PPM Task Force recommends that the FCC use its authority pursuant to § 403 of the Communications Act of 1934 to institute a 403 investigation to determine whether the ratings practices currently being employed in certain markets in the radio industry are having an inordinate negative effect on certain formats.  Also does this have any impact on diversity of ownership in radio? 
Specifically, the FCC should determine whether there is evidence that certain ratings methodologies, PPM, may be have a disproportionately adverse effect as a means of evaluating audiences for certain stations and formats.  Also, whether the practice of using phone-based sampling produces more or less reliable data, whether failing to recruit sampling participants in person impacts the accuracy of the data, and whether granular in-tab data on existing markets (for example, total numbers for Hispanic sampling, with detailed breakdown in tabs such as English-dominant vs. Spanish-dominant, number of 18-34 year olds, 18-49 yr olds, 35-54 yr olds, 55 plus) would produce more accurate representations of audience share.
 
