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Marketing Metric Accountability Protocol

Project MMAP
(Ebben, Kuse)    

Project 

Objective

Expected

Outcome

More metrics and algorithms 

helping marketers make better 

decisions and improve return 

Issue

Addressed

Costly data and supporting 

algorithms/software and their 

relationship to “return” is 

uncertain

Persuade metric and software 

providers to undergo MMAP 

process/audit, achieve 

certification; populate Catalog 

OngoingWhen

Strategy

Persuade current 

vendors to open black 

boxes to validate 

metrics and 

algorithms… AND 

welcome new/hungrier 

vendors who are willing 

to learn and do so. 

Then help marketers 

implement their metric 

systems through 

effective reporting 

dashboards.
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It started with 3rd Party Measurement Providers:

◼ Measures oftentimes viewed as “black boxes”

◼ Questions regarding quality and connection to financial return

Solution: Marketing Metric Audit Protocol & Certification

◼ Provide confidence to marketers in the 3rd party metrics they use, especially 
regarding linkages to business outcomes.  

◼ Independent 3rd party “audit” which protected the trade secrets and other IP 
of the measurement providers. 

◼ It was a true Win-Win! 

◼ Standardized the language of marketing metric quality (UM dictionary)

◼ Resulted in the MMAP Catalog of MASB Certified Metrics
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The MMAP Metric Catalog

◼ A collection of reports profiling each metric that has undergone a MMAP 
assessment.

◼ These reports provide vendors and users of marketing performance metrics 
with:

◼ A systematic way of thinking about specific metrics

◼ Criteria for assessing their usefulness (i.e. predictive validity and 
sensitivity)

◼ Their relationship between one another

◼ Their relationships to measures of financial performance
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MMAP Metric Catalog on theMASB.org
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Universal Marketing Dictionary: 10 Characteristics Example
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MMAP: Conceptual Linking

Cash FlowCash Flow

DriverIntermediate

Marketing 

Outcome

Intermediate

Marketing 

Outcome

Intermediate

Marketing 

Outcome

Cash Flow

Driver

Marketing

Activity
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Example: Kantar’s Meaningful, Different and Salient Framework 

Metrics 
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◼ It is a certification not an accreditation

◼ Certifications independently verify that the 

claims have been demonstrated by the 

technique

◼ We REQUIRE a connection to financial 

outcomes

◼ This is unique in the marketing industry

◼ Accreditations require that the technique is 

consistently performed (to an established 

minimal level)

◼ They do not require a connection to 

financial outcomes
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It was then expanded to include marketers’ internally developed metrics

◼ Lack of confidence in ‘home grown’ measures

◼ Examples: aggregated social media, customer satisfaction, derived 
metrics

◼ Sometimes tenuous research connections to business outcomes

Solution: Apply the Marketing Metric Audit Protocol to these internal metrics

◼ These metrics assessments are not published publicly but are used within 
the firms
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Marketers also requested assistance with assessing their use of metrics 
across areas as reported on dashboards

Solution: Customized benchmarking of metrics in use and linkage to decision 
support (Marketing Metric Proprietary Inventory)

◼ Draws upon MMAP and other MASB knowledge sets

◼ Identify appropriateness

◼ Identify “gaps”

◼ Assess competitive context

◼ Review includes measures reported externally vs. internally



12 MASB Spring Summit ○ March 20-21, 2025 ○ Southern Methodist University Cox School of Business

Now, advanced digital intelligence platforms are playing a greater role in how 
metrics are developed and used, especially for optimizing plans and forecasting 
business outcomes, examples:

◼ Examples: Artificial Intelligence, Machine Learning, Big Data, Iterative 
Analysis 

Solution: Expand Marketing Metric Accountability Protocol to include 
Software/Algorithms

◼ Assessment includes how the software/algorithms augment marketing 
metrics to provide linkages to business outcomes

◼ Does not include review of metrics/training data going into system (still 
GIGO)

◼ Has its own MMAP Certification Seal
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MMAP: Current Conceptual Linking

Cash FlowCash Flow

Driver

Marketing

Metric

Marketing

Metric

Marketing

Metric

Cash Flow

Driver

Marketing

Activity
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Since the last summit, there have been:

◼ 2 new marketing metric assessments completed

◼ 1 marketing metric reassessment completed

◼ 2 more metric assessments in process

◼ 2 marketer Inventories completed

◼ 1 marketer Inventory in process

And the demand continues to grow!

We would welcome your participation on the team!
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MMC Team Members

Team Leaders 

Team Heroes 

Staff 

Erich Decker-Hoppen 
MASB Communication

Frank Findley
MASB ED
Sponsor

Karen Ebben
Global Marketing Impact

Dave Stewart 
LMU & MASB

Allan Kuse
MASB MMAP

Pam Forbus 
Mondelez

George Ivie
MRC

Brian Hamilton
DoubleCheck 
Advertising

Tim Gohmann
Strategic 

Partnerships, Inc.
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◼ We will now honor the measurement companies who have most recently 
received their MMAP Certifications

◼ A representative from each company will give a brief presentation on their 
certification

◼ They will then receive their award
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Service: Proof Causal.AI

Algorithms/Software: Decision Support Software platform

Representative: Mark Stouse
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Service: Meaningful, Different and Salient (MDS) Framework

Metrics: Meaningful, Different, Salient, Demand Power, Pricing Power, 
Activation Power, Future Power

Representative: Marc Glovsky
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Service: Reddify B2C Marketing Platform

Metrics: Catalyst Surge Ratio (CSR), Sentiment Score (SS), and Conversion 
Ratio (CR)

Representatives: Liz Lim Co-Founder & CEO and Isaiah Heng Co-Founder & CIO
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Thank You!
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