	Measurement Foundations
Core concepts that shape how cross-channel measurement evidence is defined, connected, and interpreted.

	Foundational Concept
	Definition
	Why It Matters for Cross-Channel Measurement
	Where It Affects the Library

	Identity Resolution
	Process of reconciling identifiers and signals to associate activity across devices, households, people, or other entities. May use deterministic, probabilistic, or hybrid methods.
	Determines the ability to deduplicate reach, measure frequency, connect exposure to outcomes, and reconcile audiences across platforms.
	Reach, Unique Reach, Incremental Reach, Frequency, Attribution, Closed-Loop Measurement

	Observed vs. Modeled
	Distinction between values directly recorded in available data and values estimated, inferred, or projected through modeling.
	Two measures carrying the same label may have materially different evidentiary bases.
	Reach, outcomes, attention, MMM outputs, cross-platform measurement

	Attribution Window
	Defined period during which an outcome may receive credit for a prior advertising interaction.
	Different windows can materially change attributed conversions, revenue, ROAS, CPA, and channel comparisons.
	Attributed outcomes and efficiency metrics

	Closed-Loop Measurement
	Measurement in which media exposure and downstream outcome data can be connected within the same data ecosystem or through an authorized matching process.
	Can improve observability and linkage, particularly in commerce media, but does not by itself establish causality.
	Attributed Sales, ROAS, Conversion Rate, commerce outcomes

	Outcome Observability
	Degree to which the relevant downstream outcome can be directly observed and, where needed, linked to media exposure.
	Platforms and channels often have unequal visibility into the same consumer journey, creating apparent performance differences.
	Attribution, closed-loop reporting, conversions, revenue

	Counterfactual / Incrementality
	Comparison between what occurred with advertising and the estimated outcome that would have occurred without it.
	Provides the basis for causal claims and separates what advertising was credited for from what advertising caused.
	Lift, Incremental Conversions, Incremental Revenue, iROAS, Incremental CPA, Incremental Customers



	Measurement Reference Library
Canonical metrics, outcomes, and measurement constructs used to evaluate cross-channel advertising performance and business impact.

	A. Delivery, Audience & Exposure

	Canonical Concept
	Type
	Common Names & Variants
	Definition
	Unit & Calculation
	Measurement Basis
	Measurement Methodology
	Applicable Environments
	Cross-Channel Comparability & Interpretation
	Dependencies & Identity Considerations
	Standards & Governance
	Relevant Decision Pathways

	Impressions
	Metric
	Delivered Impressions; Served Impressions; environment-specific terminology
	Count of qualifying ad delivery events within a media environment.
	Count; qualification rule varies by environment
	Primarily Observed
	Ad-server, platform, player, SDK, or other delivery logs
	Display, Video, CTV, Audio, Social, Search, Commerce, DOOH, Gaming, AI / LLM
	The same term can represent different qualifying events across environments. Do not aggregate mechanically without understanding the counting basis. See Environment Detail.
	Gross counts generally do not require person-level identity
	Applicable MRC/IAB/Tech Lab guidance; environment-specific standards to be linked
	P2, P4, P6

	Podcast Downloads
	Metric
	Downloads; Episode Downloads; Average Downloads per Episode
	Count of qualifying requests to download podcast content under the applicable podcast measurement methodology.
	Count; qualification and filtering rules determine which download requests are counted
	Observed
	Server-log measurement with filtering and qualification rules
	Podcasts
	A qualifying download indicates content delivery, not confirmed listening. Podcast Downloads should not be treated as equivalent to streaming plays, ad impressions, or completed listens without understanding the underlying measurement mechanics.
	Requires server-side request logs and filtering of invalid, duplicate, or otherwise non-qualifying requests; listener identity is not necessarily known
	IAB Tech Lab Podcast Measurement Guidelines; current version should be linked in final publication
	P4, P6

	Reach
	Metric
	Audience Reach; Delivered Reach
	Number of distinct audience entities exposed during a defined period and measurement scope.
	Count or % of population
	Observed, Modeled, or Hybrid
	Census/log data, panels, identity resolution, modeling
	Cross-media
	Compare only when audience unit, time period, exposure qualification, and deduplication basis are sufficiently aligned.
	May depend on device/household/person resolution
	Audience unit and methodology should be disclosed
	P1, P2, P4, P6

	Unique Reach
	Metric
	Deduplicated Reach; Unique Audience; Net Reach
	Number of distinct audience entities reached after removing duplication across the defined media sources or measurement scope.
	Count or %
	Calculated; Observed/Modeled/Hybrid inputs
	Deduplicated audience measurement
	Cross-media
	Particularly important cross-channel. “Unique” is meaningful only within the identity graph and media scope used for deduplication.
	Strong identity-resolution dependency
	Deduplication scope and audience unit should be disclosed
	P1, P2, P4

	Incremental Reach
	Metric
	Exclusive Reach; Incremental Audience
	Additional unique audience delivered beyond the audience already reached by a defined reference media set.
	Count or % increase
	Calculated
	Audience-overlap / deduplication analysis
	Cross-media
	Always relative to a specified reference set. Not interchangeable with total or Unique Reach.
	Requires consistent identity basis across compared media
	Reference set and identity basis should be disclosed
	P2, P4

	Frequency
	Metric
	Average Frequency; Exposure Frequency
	Average number of qualifying exposures among the reached audience during a defined period.
	Impressions ÷ Reach
	Calculated
	Delivery + audience measurement
	Cross-media
	Average frequency can hide highly uneven distributions. Cross-channel frequency requires compatible identity and exposure definitions.
	Identity often required for person/household-level frequency
	Distribution as well as average may be useful
	P2, P4, P6

	Audience Overlap / Duplication
	Metric Family
	Duplication Rate; Shared Audience
	Degree to which the same audience entities are reached by multiple media sources.
	Count or %; denominator varies
	Calculated
	Deduplicated audience analysis
	Cross-media
	Essential to understanding why channel-level reach cannot simply be summed. Percentage overlap depends on denominator.
	Strong identity-resolution dependency
	Calculation basis should be disclosed
	P2, P4

	Pacing
	Operational Measure
	Spend Pacing; Impression Pacing; Delivery Pacing
	Degree to which spend or delivery is progressing relative to plan over a campaign flight.
	% or variance vs. plan
	Observed
	Campaign/platform reporting
	Most campaign environments
	Operationally useful but does not establish effectiveness or incremental value.
	Requires planned budget/flight and actual delivery
	Platform definitions may vary
	P6

	Search Impression Share
	Metric
	Impression Share; Search IS
	Share of eligible search-ad opportunities in which an advertiser received an impression.
	Impressions Received ÷ Eligible Opportunities
	Observed / Calculated
	Platform auction reporting
	Paid Search; Retail/Commerce Search/AI / LLM
	Useful as a delivery/headroom diagnostic, not an outcome metric. “Eligible” is platform-defined.
	Depends on platform auction visibility
	Platform methodology should be disclosed
	P4, P6

	Exposure
	Measurement Construct
	Qualified Exposure; Opportunity to See/Hear where specifically defined
	Broad construct describing whether advertising met a defined condition indicating an opportunity for audience exposure.
	Varies
	Observed, Modeled, or Hybrid
	Environment-specific exposure measurement
	Cross-media
	Not one universal metric. A viewable digital impression, modeled DOOH OTS, and audio opportunity may make different evidentiary claims.
	Depends on visibility, audibility, presence, delivery, or modeling signals
	Environment-specific standards
	P2, P4, P5, P6

	Viewable Impressions
	Metric
	In-View Impressions
	Impressions meeting defined viewability criteria for portion of ad in view and duration.
	Count
	Observed
	Viewability instrumentation
	Display, Video, Mobile In-App
	Digital viewability is not interchangeable with OTS or other exposure constructs.
	Requires measurable impressions and supported instrumentation
	MRC Viewability guidance; OM SDK/OMID where applicable
	P4, P5, P6

	Viewability Rate
	Metric
	Viewable Rate; % Viewable
	Percentage of measurable impressions meeting applicable viewability criteria.
	Viewable Impressions ÷ Measurable Impressions
	Calculated
	Viewability measurement
	Primarily Display, Video, Mobile In-App
	Qualified exposure opportunity, not proof of attention or effectiveness. Denominator must be consistent.
	Requires measurable-impression denominator
	MRC Viewability guidance
	P4, P5, P6

	Completion Rate
	Metric
	Video Completion Rate; Audio Completion Rate; Listen-Through Rate where used; VTR in some usage
	Percentage of initiated plays reaching the defined completion point or playback milestone.
	Completed Plays ÷ Initiated Plays
	Calculated
	Playback-event reporting
	Video, CTV, Audio, Gaming
	Autoplay, duration, skippability, player behavior, and media environment can materially affect comparability. Streaming audio can support client-side playback measurement similar to digital video, while podcast measurement may rely more heavily on server-side delivery data and, where available, client-confirmed playback signals.
	Requires consistent playback-event definitions
	Relevant video/audio standards
	P5, P6

	B. Attention, Engagement & Behavioral Response

	Canonical Concept
	Type
	Common Names & Variants
	Definition
	Unit & Calculation
	Measurement Basis
	Measurement Methodology
	Applicable Environments
	Cross-Channel Comparability & Interpretation
	Dependencies & Identity Considerations
	Standards & Governance
	Relevant Decision Pathways

	Attention
	Measurement Construct / Metric Family
	Attention Rate; Active Attention; Passive Attention; Eyes-on-Screen; attention/media-quality scores
	Family of measures intended to estimate degree, duration, or quality of attention to advertising.
	Varies
	Observed, Modeled, or Hybrid
	Eye-tracking, panels, sensors, device signals, predictive models, provider methodologies
	Video, CTV, Display, Audio, Social and others where measurable
	No single universal attention currency. Duration measures, probability scores, direct observation and media-quality scores may answer related but different questions.
	Often requires specialized panels, sensors or modeled signals
	Emerging / methodology-specific
	P5, P6

	Attentive Seconds
	Metric
	Average Attentive Seconds; Attentive Seconds per 1,000 Impressions; Attention Per Mille (APM)
	Amount of time an audience member or audience is determined to be attending to advertising under the applicable methodology.
	Seconds; may be averaged or normalized to 1,000 impressions
	Observed, Modeled, or Hybrid
	Eye-tracking and/or modeled attention methodology
	Video, CTV, Display, Social, Audio where supported
	Qualification of a second as “attentive” differs by methodology. APM and similar normalized versions aid scale comparison but are not universally interchangeable with provider-specific scores such as AU.
	Requires attention signal plus exposure/delivery data
	Provider/method-specific; evolving standardization
	P5, P6

	Engagement / Interaction
	Metric Family
	Engagement; Interaction; Reactions; Shares; Saves; Expansions
	Family of observable user actions indicating interaction with an ad or related content.
	Count or rate
	Observed
	Platform/event reporting
	Social, Display, Video, Commerce, Interactive formats
	“Engagement” has no universal event definition. Different interaction types should not be treated as equivalent without qualification.
	Event instrumentation
	Platform definitions should be disclosed
	P5, P6

	CTR
	Metric Family
	Click-Through Rate; Viewable CTR (vCTR); Post-Citation CTR in AI/LLM environments
	Rate at which qualifying delivered advertising generates clicks.
	Clicks ÷ applicable impression/exposure denominator
	Observed / Calculated
	Click + delivery reporting
	Clickable digital environments
	The denominator and qualifying interaction must be explicit. vCTR uses Viewable Impressions rather than all applicable impressions and should not be equated directly with standard CTR, while Post-Citation CTR reflects clicks following an AI citation or mention. These variants should not be compared mechanically because they represent different exposure and interaction conditions.
	Click logs + corresponding denominator
	Relevant click-measurement guidance
	P4, P6

	Site Visits
	Metric
	Website Visits; Sessions; Landing-Page Visits
	Visits to an advertiser-owned digital property during a defined measurement period.
	Count or rate
	Observed; may later be Attributed
	First-party analytics
	Cross-media
	A visit can be observed without proving that advertising caused or deserves credit for it.
	Site analytics; identity needed for exposure linkage
	Analytics/attribution definitions should be disclosed
	P3, P4, P5, P6

	Add-to-Cart Rate
	Metric
	Cart Rate; Shopping Cart Add Rate
	Share of a defined eligible population adding a product to cart or similar shopping-intent state.
	Add-to-Cart Events ÷ stated denominator
	Observed / Calculated
	Commerce-event tracking
	Retail/Commerce Media; Social Commerce; AI / LLM
	Denominator may be users, PDP views, visits, clicks, etc.; must be stated. Strong intent signal, not equivalent to purchase.
	Commerce instrumentation
	Relevant commerce/retail guidance
	P4, P6

	Conversion Rate
	Metric Family
	CVR; Purchase Conversion Rate; Lead Conversion Rate
	Percentage of a defined eligible population completing a specified conversion action.
	Conversions ÷ stated eligible denominator
	Observed; may be Attributed
	Outcome-event reporting
	Cross-media
	Conversion event and denominator must be explicit. Observed Conversion Rate should not itself imply advertising credit or causation.
	Outcome tracking; identity for media linkage
	Attribution terms should be disclosed when applied
	P3, P4, P6

	Recall
	Metric Family / Outcome
	Aided Recall; Unaided Recall; Ad Recall; Brand Recall
	Degree to which respondents remember an ad or brand.
	%, score, or lift
	Observed survey response; Incremental when measured as lift
	Survey / research
	Cross-media
	Aided and unaided recall are distinct. Recall should not be treated as synonymous with awareness or attention.
	Survey/sample design
	Question wording and methodology should be disclosed
	P3, P5

	Recall
	Attitudinal Outcome / Metric Family
	Aided Recall; Unaided Recall; Ad Recall; Brand Recall
	Degree to which respondents remember an ad or brand.
	%, score, or lift
	Observed survey response; Incremental when measured as lift
	Survey / brand-lift research
	Cross-media
	Aided and unaided recall are distinct and should be identified explicitly. Recall is a memory outcome and should not be treated as synonymous with awareness or attention.
	Survey/sample design; exposure classification where measuring lift
	Question wording, sample design, and methodology should be disclosed
	P3, P5

	Awareness
	Attitudinal Outcome / Metric Family
	Brand Awareness; Aided Awareness; Unaided Awareness
	Degree to which a target population recognizes or is familiar with a brand or offering.
	%, score, or lift
	Observed survey response; Incremental when measured as lift
	Survey / brand-lift research
	Cross-media
	Awareness is an attitudinal outcome, not equivalent to exposure or recall. Comparisons require sufficiently consistent question wording, population, and methodology.
	Survey/sample design; exposure linkage where measuring lift
	Research methodology and question wording should be disclosed
	P1, P3, P5

	Consideration
	Attitudinal Outcome / Metric Family
	Brand Consideration; Purchase Consideration
	Degree to which consumers indicate willingness to consider a brand or offering when making a relevant choice.
	%, score, or lift
	Observed survey response; Incremental when measured as lift
	Survey / brand-lift research
	Cross-media
	Consideration is distinct from awareness and from stronger measures of stated purchase intent or observed behavior. Comparisons require consistent wording and population.
	Survey/sample design
	Research methodology and question wording should be disclosed
	P1, P3, P5

	Brand Favorability
	Attitudinal Outcome / Metric Family
	Favorability; Brand Opinion; Positive Brand Perception
	Degree to which consumers hold a favorable opinion or evaluation of a brand.
	%, score, index, or lift
	Observed survey response; Incremental when measured as lift
	Survey / brand-lift research
	Cross-media
	Favorability reflects brand evaluation rather than awareness, recall, or stated purchase intent. Scale construction and question wording can materially affect comparisons.
	Survey/sample design
	Research methodology, scale, and wording should be disclosed
	P1, P3, P5

	Purchase Intent
	Attitudinal Outcome / Metric Family
	Purchase Intention; Intent to Purchase; Buying Intent
	Degree to which consumers state that they are likely or inclined to purchase a brand, product, or service.
	%, score, index, or lift
	Observed survey response; Incremental when measured as lift
	Survey / brand-lift research
	Cross-media
	Purchase Intent is a stated attitudinal outcome, not an observed purchase. A lift in Purchase Intent should not be interpreted as equivalent to lift in actual conversions or sales.
	Survey/sample design
	Research methodology, time horizon, scale, and question wording should be disclosed
	P1, P3, P5

	C. Lift, Attribution & Causal Outcomes

	Canonical Concept
	Type
	Common Names & Variants
	Definition
	Unit & Calculation
	Measurement Basis
	Measurement Methodology
	Applicable Environments
	Cross-Channel Comparability & Interpretation
	Dependencies & Identity Considerations
	Standards & Governance
	Relevant Decision Pathways

	Lift
	Measurement Construct / Family
	Sales Lift; Conversion Lift; Search Lift; Absolute Lift; Relative Lift
	Difference in a specified outcome between treatment/exposed and an appropriate comparison or counterfactual.
	Absolute difference or relative %
	Incremental
	Randomized or quasi-experimental measurement; sometimes modeled baseline
	Cross-media
	“Lift” is incomplete unless the outcome and comparison basis are specified. Search Lift remains a recognized subtype.
	Requires credible comparison/counterfactual and outcome measurement
	Experimental methodology should be disclosed
	P3, P5, P6

	Brand Lift
	Measurement Construct / Family
	Awareness Lift; Consideration Lift; Preference Lift; Recall Lift
	Incremental change in a defined brand outcome associated with advertising exposure relative to control/comparison.
	Percentage points or relative %
	Incremental
	Survey-based experiment or quasi-experiment
	Cross-media
	Specific brand outcome must be identified. Recall Lift and Awareness Lift are not synonyms.
	Survey sample + exposure classification + control
	Methodology/significance should be disclosed
	P3, P5

	Conversions
	Metric / Outcome
	Conversion Events; Purchases where defined as conversion
	Count of observed events meeting a specified conversion definition.
	Count
	Observed
	First-party/platform/commerce/CRM reporting
	Cross-media
	Does not establish attribution or causation by itself.
	Outcome instrumentation; outcome observability
	Conversion definition should be explicit
	P3, P4, P6

	Attributed Conversions
	Metric / Attributed Outcome
	Credited Conversions
	Conversions credited to advertising under a specified attribution methodology/window.
	Count
	Attributed
	Attribution modeling/rules
	Cross-media
	Reflects crediting rules, not necessarily causal impact.
	Exposure-to-outcome linkage; identity matching; attribution window; data access
	Model/window/coverage should be disclosed
	P3, P4, P6

	Incremental Conversions
	Metric / Causal Outcome
	Incremental Purchases; Incremental Actions
	Additional conversions caused by advertising relative to the counterfactual.
	Count or lift
	Incremental
	Randomized experiment, holdout, geo experiment, or credible quasi-experiment
	Cross-media
	Causal claim; should not be interchanged with Attributed Conversions.
	Credible counterfactual + outcome observability
	Design and uncertainty should be disclosed
	P3, P4, P6

	Revenue / Sales Value
	Metric / Outcome
	Revenue; Sales Revenue
	Monetary value of qualifying sales/transactions during a defined period.
	Currency
	Observed
	Transaction / commerce / CRM data
	Cross-media
	Observed Revenue does not establish advertising credit or causality.
	Transaction data
	Gross/net revenue basis should be disclosed
	P1, P2, P3, P4

	Attributed Revenue / Sales
	Metric / Attributed Outcome
	Attributed Sales; Credited Revenue
	Revenue credited to advertising under a specified attribution methodology and window.
	Currency
	Attributed
	Attribution + transaction data
	Cross-media
	Closed-loop systems may see more outcomes than other channels. Attributed revenue is not incremental revenue.
	Identity/matching + transaction coverage
	Attribution logic and coverage should be disclosed
	P2, P3, P4

	Incremental Revenue / Sales
	Metric / Causal Outcome
	Incremental Sales
	Additional revenue caused by advertising relative to the counterfactual.
	Currency
	Incremental
	Experiment / causal inference
	Cross-media
	Strong causal outcome; comparison requires aligned outcome horizon and design.
	Counterfactual + outcome observability
	Methodology/uncertainty should be disclosed
	P1, P2, P3, P4

	Transactions / Purchases
	Metric / Outcome
	Orders; Purchases
	Count of completed purchase/transaction events.
	Count
	Observed
	Transaction systems
	Cross-media
	Distinct from Units Sold and Revenue.
	Transaction system
	Transaction definition should be explicit
	P2, P3, P4, P6

	Units Sold
	Metric / Outcome
	Unit Sales; Quantity Sold
	Number of individual product units sold.
	Count
	Observed
	Transaction/product systems
	Cross-media
	Not interchangeable with transaction count or revenue.
	Product-level transaction data
	Product scope should be explicit
	P2, P3, P4

	New Customers / Customer Acquisition
	Metric / Outcome
	First-Time Buyers; New-to-Brand Customers
	Number of customers meeting a stated definition of “new.”
	Count or rate
	Observed
	CRM / commerce / customer data
	Cross-media
	“New” must be explicitly scoped. Observed acquisition is not necessarily incremental.
	Customer identity/history
	Definition/lookback should be disclosed
	P1, P2, P3, P4

	Incremental New Customers
	Metric / Causal Outcome
	Incremental Customer Acquisition; Incremental New-to-Brand
	Additional new customers caused by advertising relative to the counterfactual.
	Count or rate
	Incremental
	Experiment / causal inference
	Cross-media
	Requires both a clear definition of “new” and a credible causal design.
	Customer identity/history + counterfactual
	Methodology + definition should be disclosed
	P1, P2, P3, P4

	
	
	
	
	
	
	
	
	
	
	
	

	D. Efficiency, Value & Investment

	Canonical Concept
	Type
	Common Names & Variants
	Definition
	Unit & Calculation
	Measurement Basis
	Measurement Methodology
	Applicable Environments
	Cross-Channel Comparability & Interpretation
	Dependencies & Identity Considerations
	Standards & Governance
	Relevant Decision Pathways

	CPM
	Metric
	Cost per Mille; Cost per Thousand
	Advertising cost per thousand qualifying impressions.
	Spend ÷ Impressions × 1,000
	Observed / Calculated
	Spend + delivery reporting
	Impression-based media
	Useful cost benchmark; does not indicate quality, effectiveness or return. Impression definition matters cross-channel.
	Spend + impressions
	Standard calculation; underlying impression definition should be explicit
	P2, P4, P6

	CPC
	Metric
	Cost per Click
	Advertising cost per recorded click.
	Spend ÷ Clicks
	Observed / Calculated
	Spend + click reporting
	Clickable digital media
	Lower CPC does not necessarily imply greater business value or incrementality.
	Click measurement
	Click-filtering rules should be disclosed where relevant
	P4, P6

	CPA
	Metric / Efficiency Measure
	Cost per Acquisition; Cost per Conversion
	Advertising cost per defined acquisition/conversion under the specified measurement basis.
	Spend ÷ Acquisitions/Conversions
	Usually Attributed
	Attribution + outcome reporting
	Cross-media
	Only as meaningful as its denominator. Do not interpret as cost per incremental acquisition unless denominator is incremental.
	Outcome linkage + attribution basis
	Basis should be explicit
	P2, P3, P4, P6

	Incremental CPA
	Metric / Causal Efficiency Measure
	iCPA; Cost per Incremental Acquisition
	Cost per additional acquisition/conversion caused by advertising.
	Spend ÷ Incremental Acquisitions
	Incremental
	Experiment / causal inference
	Cross-media
	Causally stronger than standard CPA; scope of spend and experimental population matters.
	Incremental-outcome measurement
	Methodology should be disclosed
	P2, P3, P4

	ROAS
	Metric Family
	Return on Ad Spend; Attributed ROAS; Incremental ROAS
	Revenue return relative to advertising spend, with revenue basis explicitly stated.
	Revenue ÷ Spend
	Attributed or Incremental depending on variant
	Attribution or causal measurement
	Cross-media
	“ROAS” should never silently imply causality. Attributed ROAS and iROAS answer different questions.
	Revenue + spend + applicable linkage/design
	Measurement basis should be explicit
	P1, P2, P3, P4

	Attributed ROAS
	Metric / Attributed Efficiency Measure
	Platform ROAS; Reported ROAS where attribution-based
	Attributed Revenue divided by advertising spend.
	Ratio
	Attributed
	Attribution
	Cross-media
	Sensitive to attribution windows, closed-loop visibility, identity coverage and platform methodology.
	Outcome linkage + attribution system
	Model/window should be disclosed
	P2, P3, P4

	Incremental ROAS (iROAS)
	Metric / Causal Efficiency Measure
	iROAS
	Incremental Revenue caused per unit of advertising spend.
	Incremental Revenue ÷ relevant Spend
	Incremental
	Experiment / causal inference
	Cross-media
	More appropriate for causal return questions; spend scope and outcome horizon must align.
	Incremental revenue + spend definition
	Causal methodology should be disclosed
	P1, P2, P3, P4

	ROI
	Metric Family
	Return on Investment; Marketing ROI
	Return generated relative to investment, typically incorporating a broader economic-value or profit concept than ROAS.
	Ratio or %; formula depends on return definition
	Observed and/or Modeled
	Financial analysis / modeling
	Cross-channel / enterprise investment
	Not equivalent to ROAS. Comparability depends on consistent cost and return definitions.
	Business financial inputs
	Return basis should be explicit
	P1, P2

	Marginal Return
	Analytical Measure / Family
	Marginal ROI; Marginal ROAS; Marginal Profit Return
	Expected additional return from the next increment of investment.
	Incremental value ÷ Incremental Spend
	Modeled, potentially Experiment-Calibrated
	MMM / response modeling / experimental calibration
	Cross-channel investment analysis
	More decision-relevant than average return for “next dollar” decisions. Investment Headroom is interpreted partly through Marginal Return.
	Spend/outcome history + model assumptions
	Model methodology/uncertainty should be documented
	P1, P2, P4

	Response Curve / Spend-Response Curve
	Analytical Construct
	Response Curve; Spend Curve
	Modeled relationship between investment level and expected outcome.
	Function / curve
	Modeled
	MMM / response modeling; may incorporate experimental calibration
	Cross-channel investment analysis
	Diminishing Returns, Saturation, and Investment Headroom should be interpreted within the curve rather than treated as standalone metrics.
	Historical variation + model assumptions + outcome data
	Methodology/uncertainty should be documented
	P1, P2, P4

	Net Present Value (NPV)
	Metric / Financial Value Measure
	NPV
	Present value of expected future economic benefits minus present value of required investment.
	Currency; discounted cash-flow calculation
	Modeled
	Financial modeling
	Long-term investment decisions
	Useful for comparing investments with different timing, but highly assumption-dependent.
	Future cash flows + discount rate
	Assumptions should be explicit
	P1

	Customer Lifetime Value (CLV/LTV)
	Metric Family / Outcome
	CLV; LTV
	Estimated economic value a customer is expected to generate over a defined relationship horizon.
	Currency per customer/cohort
	Observed and/or Modeled
	Historical cohort analysis / predictive modeling
	Cross-channel customer measurement
	Definitions vary by revenue/margin inclusion, horizon and retention assumptions.
	Customer identity + transactions + retention
	Formula/horizon should be disclosed
	P1, P2, P3

	Retention
	Outcome / Metric Family
	Customer Retention Rate; Repeat Purchase Rate where applicable
	Degree to which customers remain active or continue purchasing over a defined period.
	%, count, or cohort measure
	Observed
	Cohort / CRM analysis
	Cross-channel / CRM
	Definitions vary by category and purchase cycle.
	Customer identity/history
	Time horizon and active-customer definition should be disclosed
	P1, P3

	Market Share
	Outcome
	Share of Market; Revenue Share; Unit Share
	Brand/company sales relative to the defined total market over a specified period.
	%
	Observed and/or Estimated
	Business + market/category data
	Enterprise / cross-channel outcome
	Influenced by many non-advertising factors. Revenue share and unit share may differ materially.
	Reliable market/category denominator
	Market definition/source should be explicit
	P1, P2



	Environmental Detail
Environment-specific guidance for concepts whose counting, qualification, or interpretation materially differs across media and platform environments.

	
	
	
	
	

	Canonical Concept
	Environment
	Counting / Qualification Rule
	Cross-Environment Consideration
	Standard / Source

	Impressions
	Display / Web / App
	A qualifying digital ad delivery event under applicable impression-measurement rules, generally based on the ad beginning to render after applicable filtering and qualification.
	A served/rendered display impression should not be assumed equivalent to playback-based video/audio events, podcast delivery measures, or modeled audience exposures.
	MRC Desktop Display Impression Measurement Guidelines; applicable mobile guidance

	Impressions
	Digital Video / CTV
	A qualifying video ad impression based on applicable video delivery/playback rules. Player behavior, server-side ad insertion, autoplay, and other delivery conditions may affect qualification.
	Video impression mechanics differ from display, and CTV may involve server-side insertion or measurement limitations not present in browser-based video.
	MRC Digital Video Impression Measurement Guidelines; MRC OTT/CTV and SSAI Digital Video Measurement Guidelines; IAB Tech Lab VAST (IAB Tech Lab)

	Impressions
	Streaming Audio
	A qualifying audio ad delivery event under applicable digital-audio methodology. Persistent connections between the player/device and server can support client-side delivery and playback measurement.
	Streaming audio is closer mechanically to connected digital video than to download-based podcast measurement, but audio-specific player and audibility conditions should still be disclosed.
	MRC Digital Audio Measurement Standards (Media Rating Council)

	Podcast Downloads
	Podcasts
	Count of qualifying requests to download podcast content after applicable filtering and qualification under podcast measurement methodology.
	A qualifying download indicates content delivery and should not be treated as equivalent to a streaming play, ad impression, or completed listen without understanding the underlying measurement mechanics.
	IAB Tech Lab Podcast Measurement Guidelines v2.2 (IAB Tech Lab)

	Impressions
	Podcasts
	Podcast ad delivery may be measured through qualified server-side delivery/download activity under applicable podcast measurement rules.
	Server-qualified podcast ad delivery is not mechanically identical to client-confirmed ad playback in streaming audio or video.
	IAB Tech Lab Podcast Measurement Guidelines v2.2 (IAB Tech Lab)

	Viewable Impressions / Viewability Rate
	Display / Digital Video
	Qualifying impressions that satisfy applicable viewability requirements for the relevant creative and environment.
	Viewability is an additional qualification of a delivered impression and should not be treated as equivalent across environments without consistent standards and measurement capability.
	MRC Viewable Ad Impression Measurement Guidelines; MRC Mobile Viewable Ad Impression Measurement Guidelines (Media Rating Council)

	Viewable Impressions / Viewability Rate
	CTV
	Viewability may not be technically measurable in the same manner as browser/app-based digital display and video.
	A served CTV impression should not automatically be classified as viewable. Where viewability cannot be measured, the limitation and reporting basis should be disclosed.
	MRC OTT/CTV and SSAI Digital Video Measurement Guidelines; MRC Outcomes and Data Quality Standards (Media Rating Council)

	Exposure
	OOH / DOOH
	Exposure may be based on an opportunity-to-see or audience-exposure construct incorporating ad presence, location, visibility, audience presence, and applicable modeling.
	An OOH opportunity-to-see should not be treated as mechanically equivalent to a digital served impression, digital viewable impression, or confirmed attention.
	MRC Out-of-Home Measurement Standards

	Completion Rate
	Digital Video / CTV
	Completion is generally based on playback reaching the applicable completion point or milestone under the relevant player/ad-serving methodology.
	Autoplay, duration, skippability, continuous play, player behavior, and environment can materially affect comparability.
	MRC Digital Video Impression Measurement Guidelines; IAB Tech Lab VAST (IAB Tech Lab)

	Completion Rate
	Streaming Audio
	Completion may be measured using client-side playback events or milestones generated by the streaming player.
	Streaming audio can support client-side playback measurement similar to digital video, but differences in format, player behavior, duration, and listening context should be considered when comparing completion rates.
	MRC Digital Audio Measurement Standards (Media Rating Council)

	Completion Rate
	Podcasts
	Where available, completion may be based on client-confirmed playback milestones or other playback signals; a server-side download alone does not establish completion.
	Playback-based podcast measures should be distinguished from download-based delivery measures. Availability of client-side playback data may vary by platform and distribution environment.
	IAB Tech Lab Podcast Measurement Guidelines v2.2; applicable platform methodology (IAB Tech Lab)

	Attention / Attentive Seconds
	Video, Display, Social, Audio and other measurable environments
	Attention qualification may use direct observation, sensor/eye-tracking data, modeled attention, exposure characteristics, or other methodology-specific signals.
	There is not a single universally interchangeable attention measure. Attentive seconds, attention probabilities, provider-specific scores, and other approaches may answer related but different questions; cross-channel comparisons are strongest under a consistent methodology.
	MRC Attention Measurement Guidelines; provider methodology where applicable (Media Rating Council)

	Engagement / Interaction
	Social / Interactive Digital
	Engagement is based on qualifying user actions defined for the relevant environment or platform, such as reactions, shares, comments, saves, swipes, or other interactions.
	“Engagement” is not one consistent event across platforms. Engagement rates should not be compared without understanding the qualifying actions and denominator used.
	MRC Social Media Measurement Guidelines; applicable platform methodology (Media Rating Council)

	AI / LLM Visibility Metrics
	AI / LLM Discovery
	Organic AI visibility may be assessed using measures such as Mention Rate, Citation Rate, Position, Recommendation Strength, Content Utilization Rate, Attribution Clarity, and Post-Citation CTR, as defined in IAB’s Measuring Visibility in the AI Era.
	These measures complement rather than replace advertising delivery, outcome, attribution, and incrementality measures in the core Library. Many assess organic AI visibility rather than paid advertising performance, so they should not be treated as direct equivalents to paid-media metrics.
	IAB, Measuring Visibility in the AI Era (IAB)

	Paid Advertising Metrics
	AI / LLM Advertising
	Paid AI/LLM advertising should use applicable advertising measures from the core Library — such as Impressions, Reach, Exposure, CTR, Conversion Rate, attributed outcomes, and incremental outcomes — with environment-specific definitions disclosed as standards emerge.
	Paid advertising inside AI/LLM environments may differ materially from traditional display, search, or social advertising in how exposure, interaction, recommendation, and downstream action are generated. Existing metrics should therefore be carried forward cautiously rather than assumed directly equivalent.
	Emerging area; applicable future IAB/MRC/IAB Tech Lab guidance should be incorporated as standards develop



