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Background  

 Hundreds of measures/metrics in marketing literature & 
practicepractice
 Few have been linked to financial metrics associated 

with brand profitability or cash flow
 Some of the most costly activities have no 

intermediate outcome metrics that reliably predict 
“return” (eg Advertising and Store/Channel activities)
 Although historical performance can be linked

 It is often the case that measures of the same or 
similar name are quite different from one anothersimilar name are quite different from one another 
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Solution: The MASB Catalogue 

 Building on prior work (Handbooks, White Papers, Other)g p ( , p , )
 Define universe of marketing activities & measures/metrics 

used for evaluating outcomes
 Add the missing links for accountability vs MASB/MMAP g y

standards
 Relationship to Financial Metrics
 Reliability, Validity, Sensitivity

Id if ifi i h d l f Identify specific metrics that are good examples of 
categories of measures
 Good for measuring creative impact
 Good for predicting long term impact of new product 

launches
 Good for predicting advertising impact over time
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 Ones that illustrate important differences within 
categories (eg Recall vs awareness)



Hypotheses

S h t l ill id t tiSuch a catalogue will provide a more systematic way 
of  thinking about marketing metrics, the criteria for 

assessing their validity, sensitivity, relationships to one 
another and to measures of financial performanceanother and to measures of  financial performance.

Over time this discipline will reduce the number of  
metrics used from nearly 300 to just those that reliablymetrics used from nearly 300, to just those that reliably 
tie to financial performance, or to the drivers of  those 

that reliably tie to financial performance, etc                
(ie those which meet the MASB/MMAP Standards).  ( )
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Project Description

Identify metrics used in Marketing from the numerous 
books/handbooks of  measures and metrics recently published, 

those included in the ANA work and the current CMO Councilthose included in the ANA work and the current CMO Council 
initiative, with review/additions from MASB Board Members.

Document  for each metric, information about Source Data, How 
Derived, How Used, Strengths, Limitations, and Relationship to 

Financial Metrics.

Then add what is known about how each metric meets theThen add what is known about how each metric meets the 
MASB/MMAP Standards. 

The Catalogue will be dynamic in that new metrics and new 
i f ti b t i ti t i ill b dd d t ti llinformation about existing metrics will be added systematically…

…and will include all metrics known to be used in the practice of  
marketing.
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Current  

 Defined the relevant Dimensions
 Started with 400+ metrics Started with 400+ metrics
 MASB members prioritized the metrics for UCR Interns to 

work on July-September 2008
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Catalogue: Metric Dimensions 

 Definition
 Source Data
 How Derived
 How Used
 Strengths
 Limitations
 Relationship to Financial Metrics
 How Does it Meet MMAP Characteristics of an Ideal Metric (1-10)

(Validation and Causality Test)
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MMAP: 10 Characteristics of Ideal Metrics 

1. Relevant…addresses specific pending action 

2. Predictive…accurately predicts outcome of pending action

3. Objective…not subject to personal interpretation

4 Calibrated means the same across conditions & cultures4. Calibrated…means the same across conditions & cultures

5. Reliable…dependable & stable over time

6. Sensitive…identifies meaningful differences in outcomesg

7. Simple…uncomplicated meaning & implications clear

8. Causal…course of action leads to improvement

9. Transparent…subject to independent audit

10. Quality Assured…formal/on-going process to assure 1-9 
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MASB Ranking: Top 20

Top Ranked M etrics No of Votes Classification
Custom er Lifetim e Value 5 Consum er
Custom er Satisfaction 4 Consum er
Custom er Equity   4 Consum er
Brand Equity 4 Brand
Top of M ind Awareness 3 Brand
Share of voice 3 Media
Reach 3 Media
Baseline Sales 3 BrandBaseline Sales 3 Brand
Ad Awareness 3 Brand
Absolute Recall and Index of Recall 3 Brand
Absolute Persuasion and Index of Persuasion 3 Advertis ing Message
Absolute 'Likeability' and Index of 'Likeability' 3 Advertis ing Message
Absolute 'D ifferent' and Index of D ifference 3 Advertis ing Message
Retention rate 2 Brand
Recall 2 Brand
Purchase Intentions 2 Brand
Net Prom oter Score (R iechheld Concept) 2 Brand
Net present value 2 Brand
M k t Sh 2Market Share 2 Brand
Market Penetration 2 Brand
Gross Rating Points 2 Media
Effective Frequency 2 Media
Clickthrough Rate 2 Media
Brand Recall 2 Brand
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Brand Recall 2 Brand
Brand Experience Share (Integration) 2 Brand
Absolute 'New Inform ation' and Index of 'News' 2 Advertis ing Message



Overall Learning So Far 

 Our two interns are well engaged in the project but are encountering 
problems finding specific measures offered by commercial providers. This is 
not a problem in the academic literature, but not surprisingly, most p , p g y,
commercial providers offer little detail about specific measures they offer—
even their existence.

 Most of the publicly available information provided by research firms focuses 
on integrated suites of products and services with little technical informationon integrated suites of products and services with little technical information 
or reference to specific measures (a very different landscape compared to 25 
years ago). 

 Our catalog is at a very generic level, with a few very specific measures like 
Integration’s MCA and Reichheld’s NetPromoterIntegration s MCA and Reichheld s NetPromoter.  
 There is no single list of all the providers of a metric
 There are many differences in terminology, e.g., is persuasion the same as 

motivation to buy or intention to purchase?
 Each commercial firm produces a variety of measures and integrates into 

package for clients
 Many accountability/analytical firms (accenture/mma/msp/marketing evolution) 

work with what ever data they can get (from consumers/firms/media data) to 

MASBMASB
produce useful results that indicate performance against financial metrics 
(MMM/ROI) and are not connected to the originating metrics provider
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Examples 

 Brand Experience Share (Integration)
 Net Promoter Score (Reichheld)

 APM Facts (ARS Group)
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Example: Integration’s Brand Experience 
ShareShare 
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Integration “Validation Work”
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Example: Reitcheld’s Net Promoter Score
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Example: Net Promoter 

When we contacted the 
folks at NetPromoter.folks at NetPromoter. 
They referred us to Fred 
Reichheld’s book. We also 
have the paper that fails 
to find any validity. I 
have attached onehave attached one 
commentary that 
followed the Journal of 
Marketing validity study 
(the one that found no 
validity). It has an 
interesting quote: 
“defenders of 
NPS....argue that the 
original research doesn’toriginal research doesn t 
matter because NPS gets 
heads to nod in the 
boardroom.” 
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Example: APM Facts 

APM Facts

APM Facts (aka ARS Persuasion measure) is a behavioral measure of TV 
advertising's impact on consumer brand preference/choice collected before 
and after exposure

U i l d l l t d l b d f / h i

Both these relationships consistent with standard business quarter for 
reporting.

Source: 
A.  Summary of ARS Group's Global Validation and Business Implications - 
2004 UpdateUsing a large randomly selected rep sample, brand preference/choices are 

collected before and after incidental, clutter exposure to TV material
APM Facts = % Brand Preference Post - % Brand Preference Pre;
Variations exist for measuring advertising aimed at increasing household 
penetration (PM-P) and consumption (PM-C)
APM Facts is used to:
1.  Quantify likelihood and magnitude of TV advertising's impact on future 
brand preference, sales, market share, and market value
2.  Quantify approriate level of GRP spending for discrete executions to 
maximize media investments

2004 Update

APM Facts predicts the return of TV advertising (impact on sales, share, 
market value) plus risk/opportunity of alternative investments / ad plans
APM Facts (aka ARS Persuasion scores) predict TV advertising’s impact on 
market results at ~.90 level when the TV activity is isolated from the other 
elements of the marketing mix (about as high a  relationship as possible, 
given sampling probability).  Within the context of other marketing 
activities, APM Facts (aka ARS Persuasion scores) predict TV advertising’s 
impact on change in market share at the ~.70 level.  Also related to market 

APM Facts has withstood the test of time and been proven:
1.  Reliable (within sampling limits & sensitive to meaningful true 
differences)
2.  Relevant (addresses specific/pending actions) 
3.  Valid (accurate in predicting outcome of pending actions)
4.  Calibrated (means the same across conditions & cultures)
5.  Empowering (transparent; can be adopted/acted upon easily; 24/7 
desktop availability)
6.  Hygiened (ongoing quality assurance and improvement for above)

p g
value over time.

Source: 
A.  Summary of ARS Group's Global Validation and Business Implications - 
2004 Update

A difference of just two APM Facts is associated with a +0.5 market share 
increase over a 4-8 week period and +0.4 market share increase over a 
business quarter From Long term study a difference of just +1 2 points

Sources: 
A.  Summary of ARS Group's Global Validation and Business Implications - 
2004 Update 
B.   Global Reliability of the ARS Persuasion Measure, ARS Validated Drivers, 
and Diagnostic Measures - 2005
1. Currently applicable to only TV advertising
2. Limited validation for "new to the world" categories
APM Facts (aka ARS Persuasion scores) predict TV advertising’s impact on 
market results at ~.90 level when the TV activity is isolated from the other 

business quarter.  From Long-term study, a difference of just +1.2 points 
(+3.3 to +4.5) takes a brand from a sales decline to a “modest” sales 
increase over a five-year period.  A further improvement of +1.2 points 
(+4.5 to +5.7) leads to “substantial” growth over a five-year period.

Sources:
A.  Blair and Kuse, "Better Practices in Advertising Can Change a Cost of 
Doing Business to Wise Investments in the Business."  JAR-March 2004
B.  Blair and Rabuck, "Advertising Wearing and Wearout: Ten Years Later."  
JAR - Sept./Oct. 98y

elements of the marketing mix (about as high a  relationship as possible, 
given sampling probability).  Within the context of other marketing 
activities, APM Facts (aka ARS Persuasion scores) predict TV advertising’s 
impact on change in market share at the ~.70 level.  

APM Facts (aka ARS Persuasion scores) predict TV advertising’s impact on 
market results at ~.90 level when the TV activity is isolated from the other 
l t f th k ti i ( b t hi h l ti hi ibl

APM Facts is predictive of incremental impact and total impact on volume (as 
determined by MMM)
APM Facts is calibrated across brands, categories, and countries
APM Facts is a measure of outcome and TV advertising effectiveness
APM Facts is calibrated across brands, categories, and countries.
Predictive of TV advertising's impact on future brand preference, sales, 
market share and market value.
30+ years of documented RRVCE
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elements of the marketing mix (about as high a  relationship as possible, 
given sampling probability).  Within the context of other marketing 
activities, APM Facts (aka ARS Persuasion scores) predict TV advertising’s 
impact on change in market share at the ~.70 level.  (See Sheet 2)

See www.arswowww.com - Empirical Knowledge Library

Been managed to generally accepted RRVCE standards, subject to 
independent academic audits, and meets characteristics of an ideal measure



Next Steps (Catalogue)

 Chair & Pres align Catalogue Dimensions & MMAP 
Characteristics (Done 5/08)( )

 MASB Board Members review Index and select Top 20 
metrics based on expertise and needs (Done 6/08)

 Interns work on priority metrics (Jul/Aug)

 MASB and Guests discuss challenges and future at summit 
(Aug)(Aug)
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Thank-you!y

Marketing Accountability Standards Board
of  the Marketing Accountability FoundationMASBMASB


