
 

1 Summary of Key Aspects 
 
The following represents a summary of key aspects of MRC’s Outcomes and Data Quality 
Standards. They are summarized with appropriate page and section references for ease of 
understanding and compliance. These aspects may have been paraphrased for presentation 
below; readers should consult the appropriate page and section referenced for the full details 
and requirements. 
 

Section Subject Detail Page # 
2.1 General Outcomes analyzed, associated or attributed to media 

and advertising activities should be relevant, logical 
and aligned with user goals, while supported by 
consistent definitions and approaches. 
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2.1.2 Qualified Leads Qualified leads are highly encouraged to be used in 
place of unqualified leads for targeting purposes; the 
basis of qualification must be disclosed, supported 
and demonstrable. 
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2.1.3.1 Search Direct product searches are encouraged to be given 
greater weight or priority than indirect searches by 
users that eventually purchase.  

• Measurement organizations are encouraged 
to segregate Paid Search from Organic Search 
for the reporting of Search metrics. 

8 

2.1.4 Intent Intent must be directly observable or inferred based 
on behavior using empirically supported approaches. 
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2.1.5 Interactions Interactions with ads and content must be clearly 
defined and empirically supported.  

• Measurers must consider the positive and 
negative aspects of social media interactions 
and account for their negative impact on 
Outcomes. 
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2.1.5, 
2.2.1.1, 
2.2.1.3 

Viewability/SIVT A base of viewable impressions is required as an 
option for attribution of Outcomes; SIVT filtration is 
also required.  

• Outcomes measures that do not incorporate 
viewability and SIVT filtration may still be 
reported so long as measurement consumers 
have the option to filter outcomes to only 
those that are downstream of viewable and 
fully filtered impressions. 

11, 18, 
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• Strong empirical support that is defensible and 

auditable is required to demonstrate that 
methodologies or studies do not require direct 
viewability measures. 

• Where IVT filtration is not directly used in 
certain environments, there shall be an active 
requirement to demonstrate immaterial 
impact of IVT.  

• Datasets purported to be “IVT-free” must still 
be subject to quality control inclusive of 
analysis for invalid activity by measurement 
services that use and rely on them. 

• Strong empirical support is required to 
demonstrate that methodologies or studies do 
not require direct IVT filtration. 

2.5 Clicks Measurers are encouraged to utilize the Received 
Click for Outcomes measurement.  

• Measurers should also report on events 
beyond this such as Resolved Clicks, Post-Click 
Activity and Conversions where feasible.  

• Use of user confirmation techniques (such as 
Confirmed Clicks) is strongly encouraged for 
Outcomes measurement. 
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2.1.7.1 CRM/Sales Datasets The source and nature of datasets must be generally 
disclosed to users along with details of collection 
parameters, editing and cleaning applied as well as 
known biases or limitations associated to it.  

• CRM datasets must be vetted prior to use or 
reliance initially and on a periodic basis.  

• Measurers ingesting or relying on these 
datasets must establish procedures and 
minimum requirements before accepting and 
using them. 
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2.1.8 ROI/ROAS Care must be taken to properly disclose the 
methodology for measuring and reporting ROI and 
ROAS and inferences associated with them.  

• The nature of the cost measurement should 
be disclosed, as should the true media cost.  

• If estimates are used, this must also be 
disclosed.  
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• The unit of currency of spend and cost must 

be taken into consideration and costs must be 
aggregated on a normalized basis. 

2.2.1 Cross-Media Coverage These Standards encourage Cross-Media coverage for 
measurement of ad and media exposure, but do not 
require all measures of Outcomes to be include Cross-
Media measurement.  

• Measures of Outcomes that do not account 
for one or more media in which the campaign 
or content is delivered must disclose this fact 
to end users.  

• The nature of any biases or errors associated 
with omission of one or more media should be 
generally disclosed and quantified.  

• Measurers are encouraged to measure all 
applicable media associated with a campaign 
or content delivery where possible. 
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2.2.1.2 Duration Ad Exposure within Outcomes services that includes 
Cross-Media campaigns and measurement must 
adhere to MRC reporting of ad duration and Viewable 
Duration requirements. 

18 

2.2.2 Audience Viewability should not be used to imply presence of a 
user or that an ad has been viewed/seen.  

• Measurers that signal the likelihood that a 
user is present are required for inclusion in 
Outcomes measurement.  

• Additional controls that provide further 
assurance of presence of a user are 
encouraged. 

20 

2.2.3 Attention Outcomes measurement providers should consider 
Advertising Exposure or contact by the consumer as 
well as their Attention or impact for any audience if 
causality is to be assessed.  

• Direct measurement of Attention is not 
required for Outcomes measurement in all 
cases due to feasibility and privacy 
considerations. 

• Attention measures that are not direct 
measures of physical or confirmed cognitive 
attention that are instead indirect measures 
for Attention, must be clearly distinguished 
from direct measures of Attention.  
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2.3.1 Single-Touch 

Attribution 
Single-touch attribution use cases are generally 
limited to a specific campaign objective/product type.  

• Use of such an approach must be suited to and 
aligned with the campaign objective and be 
clearly supported to be used based on 
precedence.  

• End-users of single-touch approaches must be 
provided full disclosure of the assumptions, 
biases and limitations of such approaches. 
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2.3.2 Multi-Touch 
Attribution (MTA) 

The process and support for determining which 
exposures are attributed and the weights or values 
assigned to them must be robust and demonstrable 
for audit purposes of MTA methodologies.  
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2.3.4.2 Time Decay Curves 
and Recency 

Use of time decay curves, lead/lag parameters or 
recency approaches must be suited to campaign 
objectives and goals and based on empirical support. 

• Re-creation and validation of research 
underlying curves utilized must be done. 
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2.3.4.4 Determining 
Attribution Weight 

The process to determine and assign value to or 
weight various exposures or touchpoints must fit the 
use case of the campaign objective, be empirically 
supported and disclosed.  

• Attribution methods involving only certain 
media and not others must disclose such 
qualifiers to measurement reporting end-users 

• Attempts must be made to study and account 
for less available data and external or non-
media factors if omitted or not considered. 

• Use of general or random statistical 
approaches to assigning weights in lieu of 
more robust correlation or evidence-based 
approaches must be explained and supported. 

25 

2.3.4.5 Attribution Lookback 
Window 

The attribution or lookback window must be 
supported and consistent across similar objectives.  

• These windows must be disclosed up front, in 
advance of campaign execution and as part of 
reported results.  

• Measurement providers must establish 
empirically supported limits to the length of a 
lookback period. 

• The basis for forecasts of campaigns over a 
period of time longer than the campaign 
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length itself must be disclosed and the 
methodology for extending shorter period 
results should be re-evaluated periodically. 

2.4 Test and Control 
Requirements 

The results of RCT exercises and non-experimental 
methodologies must be treated as estimates and 
must adhere to statistical and sample-based 
requirements of the MRC Minimum Standards. 

• The selection and stratification of variables 
must be supported and based on evidence of 
meaningfulness fit for the use case.  

• Analysis of biases and objective processes to 
take corrective action during the analytical 
process must be established. 

• RCT approaches and non-experimental 
methods are encouraged to be subject to peer 
review. 

• Care must be taken to ensure the control 
groups are comprehensive and that any 
limitations in coverage of the population being 
measured are accounted for.  

• The “exposed” and control groups must be 
validated to determine true exposure or lack 
thereof.  

• Validation of test and control approaches 
must (1) clearly identify and define treatment, 
(2) show that there was no contamination 
between group membership, and (3) provide 
evidence that treatment and control groups 
are equivalent and that any sampling biases 
are accounted for.  

26 

2.5-
2.5.7 

MMM Requirements Measurement services must try constantly to reduce 
the effects of bias, distortion and human error in all 
phases of its MMM activities. 

• Geographic areas used in MMM models or 
reporting must be clearly defined.  

• Geographic granularity must be made 
consistent or be appropriately considered 
among disparate datasets.  

• Minimum reporting standards should be 
applied to units of reporting and analysis 
granularity.  
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• The period used for the historical MMM basis 

must be known to measurement reporting 
end-users.  

• Sources of spend data must generally 
validated and vetted by the measurement 
services that rely upon them.  

• Currency and necessary conversions must be 
considered to ensure appropriate 
combinations and calculations.  

• To the extent that pricing changes and 
inflation are considered in models, the 
method of incorporating these aspects must 
be supported and fully disclosed. 

• Other influential factors must be included 
where variables are omitted, to account for 
resulting biases. 

• Model parameters should specify minimum 
data points for qualification and these 
minimums must be supported. 

3.1 General Model 
Requirements 

Models selected for Outcomes measurement must 
have empirical support that they are fit for purpose.  

• Empirical support must include policies to 
periodically validate and improve selected 
models.  

• Models must be subject to documented 
oversight and governance procedures. 

• Measurement organizations must develop and 
support training and test data source 
qualification requirements. 

• A process for algorithm training and test 
design must be developed and documented. 

• Algorithmic biases including any systematic 
exclusion or differential performance of any 
relevant cohort, group, demographic 
(especially as it relates to Racial and Ethnic 
groups) must be considered, disclosed and an 
attempt must be made to address. 

33 

3.2 Universe The source used for universe definitions must be from 
generally accepted independent third-party sources 
or derived by measurement vendors directly as part 
of high quality observation or surveys.  
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• This data shall be updated at regular periodic 

intervals.  
• Adjustments to universe estimates shall be 

subject to robust quality control.  
• Universes shall utilize units appropriate to the 

underlying metrics.  
• Methods to convert or translate persons or 

household level Universe Estimates shall be 
empirically supported. 

3.3 Coverage Measurement organizations shall be diligent about 
ensuring valid projections are made and that any 
sample is representative of the population measured.  

• Standard errors around sample-based 
projections shall be disclosed along with the 
impact of known non-systematic error/bias. 

• Limitations in measurement of the intended 
Universe shall be fully disclosed and 
quantified.  

• Measurement estimates shall not be projected 
to adjusted coverage, but instead to the 
Universe intended for measurement. 

• Measurers must periodically assess any 
measurement limitations and resulting biases. 

34 

4.1.2 Uniques and 
Identification 

To the extent measurement is reliant on matching 
disparate datasets, the match rate must be disclosed 
along with other statistical KPIs.  

• To the extent ID or matching is done on a level 
less granular than individual such as cohort, 
the reporting of the results of these processes 
should not claim a level of granularity more 
precise than the base data and processes.  

• Identifying users across devices has broad and 
significant privacy implications that must be 
considered. 
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4.1.3 Data Enrichment Data fields/variables used as links should have 
demonstrable power sufficient for the process.  

• Empirical analyses should support integration 
priorities including weights or distance. 

• When data or processing procedures change 
within upstream data sources, the measurer 
must identify these changes and adjust its 
down-stream processing on a timely basis.  

41 
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5.1 Data Rules The measurement organization shall monitor the 

extent of data rules applied within reported results.   
• Significant types of data rules shall be 

disclosed with accompanying volumes. 
• Data rules which arbitrarily exclude outliers 

must have empirical support to justify these 
policies; where the loss of sample is material, 
the measurer must comprehensively study this 
practice to support these data rules. 

44 

5.2 Data Quality Control Appropriate transaction records should be 
maintained for Outcomes measurements.  

• If changes are made to this information, these 
changes should be documented and care 
should be exercised to not bias or distort the 
measurement process. 

• Measurers should apply robust validation and 
quality control techniques continuously to 
collected and reported data.  

• Data Gaps should be considered in disclosures 
on the “projection validity” of the research as 
compared to the population being measured.  

45 

7.2 Privacy Outcomes measurers should consider whether proper 
permissions and access rights are present.  

• To the extent that there is “structured 
missingness” or biases related to privacy, 
these must be disclosed and quantified.  

• Measurers must consider privacy restrictions 
and permissions in their methodology and be 
prepared to demonstrate via audit how these 
are managed to the extent they impact 
reported results. 

• Measurers must periodically research the 
impact of privacy and permissions on their 
methodology and consider whether these can 
be addressed or mitigated.  

• Restrictions to report requests or data 
granularity related to differential privacy 
should be disclosed to reporting end-users 
upfront along with general guidance. 

• To the extent “noise” or synthetic/artificial 
records are injected into reported results to 
enhance privacy, this must also be disclosed; 
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such noise should be based on statistical 
techniques that seek to reduce bias and error, 
and the effects of such noise must be 
quantified related to reported results.  

8.5 Traffic Types For Outcomes measurement, all inorganic traffic 
categories should be segmented and disclosed.  

• Measurement organizations must present a 
segmentation of relevant measured activity 
differentiated by traffic categories.  

• These reporting requirements are applicable 
to the extent traffic is included within and 
reported as a part of Outcomes measurement 
services.  

• If traffic is not directly reported, these 
categories must be internally considered and 
differentially treated with regard to their 
impact on and attribution to Outcomes. 
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8.6 Data Retention Detailed collected data supporting Outcomes 
measurement shall generally be retained for at least 
eleven months after the release of data.   

• Obfuscated or truncated data may be 
maintained to satisfy this requirement, but 
shall be available at a detailed level to allow 
reprocessing of reported estimates where 
necessary. 

• Privacy or contractual restrictions on raw data 
may stipulate shorter retention periods; 
deviations shall be supported by the 
measurement organization’s privacy policy. 
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9 Disclosures Variability and reliability must be actively disclosed 
along with the quantification of impact on reported 
results.  

• The methods and validation used to dimension 
variability should also be disclosed. 

• Organizations that conduct pilots should 
ensure consistent and explicit protocols are 
stipulated in advance of these pilots and 
should provide documented policies to users 
regarding pilot set up, communication of 
results (including on an interim basis.  

54 

 


