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Looking for patterns and trends in PPM data as it rolls out in market after market is fraught with danger. Every time you think you find a consistent pattern, another market blows it up.


That said, I do think it is telling us a lot about radio brands. We have long seen, even in diary days, that complex branding is challenging. Ask any station that was "Howard Stern all morning, [fill in format name] all day." They could seldom get the second half of the story to attach itself.
One of the real surprises of PPM has been stations with 'no morning show' turning out to be highly competitive in morning drive. What are they doing instead? Basically, what they normally do. Whether it is Soft AC's playing familiar favorites, or all-news-all-the-time stations delivering 'Traffic and Weather Together Every Ten Minutes', stations that stay in format all 24 hours seem to be strengthened by their consistency.

Of course there are morning shows doing remarkably well in PPM. But by the same token a lot of stations that weren't getting much action in mornings with the diaries (especially Soft AC) are doing way better with passive measurement. Sadly, these findings have put a lot of talented morning performers 'on the beach.'

But isn't this maybe what we are being told: Maybe when you are the Classic Rock station people really want Classic Rock no matter when they tune in. And if you are the Big Morning Show station...maybe you should be the Big Midday Show station and the Big PM Drive Show station too. Maybe the industry should be re-deploying its fired shows into stacks on one station, instead of the history of them being spread around on each, all competing with one another.

If studying radio for 22 years has taught me anything, it is that brands matter. Maybe PPM is telling us this. Whatever that thing you are famous for might be -- maybe you should be "All that, All the time."

