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MMAP Metrics Catalogue

Issue
Addressed

Project
Objective

Expected
Outcome

-
J
J
J

Metrics Catalogue

MMAP Audits
(TBD)

Costly activities have
few proven metrics
predictive of “return”

Persuade metric
providers to undergo
MMAP process/audit;

Populate Catalogue

More metrics that will

help marketers make

better decisions and
improve return

On-Going

Strategy
Persuade current
vendors to open
black boxes and

validate metrics...
AND welcome
new/hungrier vendors
who are willing to
learn and do so.
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MMAP: Conceptual Linking

MASB
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Marketing
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Marketing
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Intermediate
Marketing
Outcome
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Cash Flow
Driver

Intermediate
Marketing
Outcome

Source: The Boardroom Project 2006
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MMAP: 10 Characteristics of an Ideal Metric
I

. Relevant...addresses specific (pending) action
. Predictive...accurately predicts outcome of (pending) action
. Objective...not subject to personal interpretation

. Calibrated...means the same across conditions & cultures

1
2

3

4

5. Reliable...dependable & stable over time

6. Sensitive...identifies meaningful differences in outcomes
7. Simple...uncomplicated meaning & implications clear

8. Causal...course of action leads to improvement

9. Transparent...subject to independent audit

1

0. Quality Assured...formal/on-going processes to assure 1-9

Source: The Boardroom Project 2006
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Metrics Catalogue Milestones (through 2014)

I \Y
Framle-U Team 1 Research* \Y \
Prioritizee‘ Leadership / Resources Plan Acceptance* / Education*

Plan Execution

APM Facts 2009

F&F 2011
CE/CLV 2012
El Frame-Up 3/13

Leaders & Plan 5/13
Member Inventory 8/13 +
Action Plan 1/14 +

ARF Podium 3/14
MSI 4/14

ANA AFM Podium 5/14

BASES Agrees to Audit (9/14)
MASB 2 Others Agree (12/14)

* Paper, Deck or Publication Outputs/Posted

AMA Podium 10/14
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Milestones (2015 to date)
S

Il \Y,
Team 1] Research* \Y, Vi
Leadership / Resources Plan Acceptance* / Education*
Plan Execution

Finished Member Inventory 3/15

BASES begins 8/15

I
Frame-Up

Prioritize*

MB LINK begins 10/15

MSWeARS begins 11/15
MSWeARS 4/16

BASES 6/16
MRC Meetings 6, 9/16
KMB Link 2/17

MASB * Paper, Deck or Publication Outputs/Posted 7
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https://themasb.org/marketing-metric-audit-protocol/mmap-catalogue/brand-preference-choice-in-tracking/
https://themasb.org/marketing-metric-audit-protocol/mmap-catalogue/bases-forecasting-system/
https://themasb.org/marketing-metric-audit-protocol/mmap-catalogue/bases-forecasting-system/
https://themasb.org/marketing-metric-audit-protocol/mmap-catalogue/bases-forecasting-system/

LINK Copy Test: February 2017 Audit
o

Enjoyment,
Involvement,
And Branding

Questions

Awareness
Index

Long-term
Base Sales
Lift
Short-Term

Advertising Sales Lift
(STSL) Incremental

SEER
Consideration - Immediate

/ Cash Flow
for Brand Persuasion

AL ===l Demonstrated in audit
MASB == = Not demonstrated in audit8
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How


https://themasb.org/marketing-metric-audit-protocol/mmap-catalog/link-copy-test/

Expected Results
I

A Catalogue of marketing metrics profiled
according to MMAP and the 10 Characteristics
of an “ideal metric” will help marketers select
those that will help them make better business

decisions and improve financial return short-
term and over time.
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Metrics Catalogue Next Steps

Complete update of MASB member metric provider
inventory

Conduct 3+ MMAP Audits in 2016/2017

MASB

Millward Brown Link (February 2017 - done)
Behavioral Science Lab MINDGUIDE (in progress)
Millward Brown Equity Tracking Measures (3/177?)
Foresight ROl Shopper Marketing Metric?

Nielsen Consumer Neuroscience Measure?
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Thank-you!

M AS Marketing Accountability Standards Board
of the Marketing Accountability Foundation



