MRC Issues Draft Version of Outcomes and Data Quality Standards;
Opens 60-Day Public Comment Period
Standards cover Outcomes measures and approaches including attribution and Multi-Touch
Attribution (MTA), Market Mix Modeling (MMM) and experiments, as well as
underlying data quality associated with these methods
New York, NY (June 8, 2022): The Media Rating Council (MRC) announced today it has issued
a draft version of its Outcomes and Data Quality Standards. The announcement opens a 60-day
public comment period on the Standards.
The draft standards are the next phase of an ongoing project to standardize the measurement of
Outcomes resulting from advertising exposure.
MRC’s Outcomes Standards initiative was publicly announced in June 2020, with preliminary
guidance issued in March of 2021.
Since the release of this preliminary guidance, the MRC has been working with the Outcomes
Advisory Group (a large group of MRC members, practitioners and interested parties including
ANA, 4A’s, IAB and ACA) to produce a Public Comment Draft of the Standards.
The Standards address various Outcomes measures and approaches, including attribution and
Multi-Touch Attribution (MTA), Market Mix Modeling (MMM) and experiments, as well as the
underlying data quality associated with these methods.
Key provisions include:
•

Guidance and requirements related to incorporating viewability, invalid traffic (IVT)
filtration and audience measures into media and ad exposure attributed to Outcomes,
building on previous MRC Standards;

•

Definitions and requirements for “funnel” metrics from interaction, engagement, direct
outcomes and efficiency metrics;

•

Requirements for attribution approaches including MTA, such as decay curves,
regression approaches, determining weight or value and lookback windows;

•

Requirements for MMM approaches, such as coverage, spend data, modeling parameters
and external/environmental factors;

•

Requirements related to use of Test and Control approaches or experiments as validation,
in combination or hybrid approaches and on a standalone basis;

•

Detailed guidance and requirements for underlying data quality, including identification
and key privacy considerations.

The draft standard can be accessed at www.mediaratingcouncil.org. For additional information
and questions, please contact Ron Pinelli, Senior Vice President Digital Research and Standards,
MRC, at rpinelli@mediaratingcouncil.org.
MRC will consider the comments it receives during the 60-day public comment period, which
ends August 7th. Shortly after that date, MRC will produce a proposed final version of the
Standards for review by the working group. It is expected that the final version of the Standards
will be issued publicly before the end of Q3 2022.
About MRC
The Media Rating Council is a non-profit industry association established in 1963 comprised of leading television,
radio, print and digital media companies, as well as advertisers, advertising agencies and trade associations, whose
goal is to ensure measurement services that are valid, reliable and effective. Measurement services desiring MRC
accreditation are required to disclose to their customers all methodological aspects of their service; comply with the
MRC Minimum Standards for Media Rating Research as well as other applicable industry measurement guidelines;
and submit to MRC-designed audits to authenticate and illuminate their procedures. In addition, the MRC
membership actively pursues research issues they consider priorities in an effort to improve the quality of research
in the marketplace. Currently approximately 110 research products are audited by the MRC. Additional information
about MRC can be found at www.mediaratingcouncil.org.
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