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Pre-Planning & Post Planning  
Campaign Analysis

Business Questions Answered
• How often is my competitor running their campaign(s) 

during the last 6 media weeks?

• How can I view how much we spent on our campaign 
during each daypart?

• How can I pivot all the raw data to understand what 
percentage of the male population saw our ad?
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You can use the Solution to create a weekly, monthly, or 
quarterly calendar view based on your reporting frequency. 
This will allow you to easily view occurrence details behind a
campaign.

For your post planning analysis, leverage spend and GRP data
to validate that you hit your targets.



For my analysis, how often is my  competitor running their  
campaign(s) during the last 6 media weeks?



Access and Download your Offline Spend Report

Report Name

On the 
Navigation  

Menu, select 
My Exports

1

Select Offline to view
your offline reports

Select the elipsis
(three dots) to 
download your
report.
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View the Dashboard Tab in the Report
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Once the excel report 
loads, you will see the 
main dashboard tab, 
which will outline
where you rank 
against your 
competitors, the 
Share of Voice (SOV), 
and spending trends 
for the week.

Select the Detail Tab
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Utilize the Detail Tab
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When you download 
and open the report, 
the Detail tab 
breaks down the 
data by Occurrence.
You can view each 
individual airing.

6
You can filter and sort the data
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Pivot the Data Insert a Pivot Table to view the occurrence data by Run
Date. Run date is the date the ad ran in the marketplace.
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Double click on any cell in the Pivot Table to
view more occurrence level information
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Pre-Planning Campaign Analysis

Viewing the occurrences by
date, I can easily identify how 
often my competitor, Arby’s, is
running their campaigns during 
the last 6 media weeks.

They ran a lot of ads during the 
first three weeks in December
for the Arbynator sandwich,
then stopped advertising in the 
last week.

Arby’s also started advertising 
their Mint Chocolate Swirl
Shake during the last week of
the year.



Now that the campaign is complete, how can I view how much
we spent, during each daypart?

How can I pivot all the raw data to understand what
percentage of the male population saw our ad?



Utilize the Detail Tab in your Offline Report

When you 
download and 
open the 
report, the 
Detail tab 
breaks down
the data by 
Occurrence 
with GRP data*

1

*Note: GRP/TRP data availability is contingent on Nielsen Media Research’s confirmation that you are a licensed subscriber to Nielsen’s TV audience data.

Pivot all the raw data to view the spend
for each daypart.
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Pivot the Data to view Spend In your Pivot Table, you filter by media
type (Television) and Subcategory
(Chicken and Burgers) 
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For the month of December, we spent the most within these two subcategories. The 
dayparts we contributed the most spend to are: Late Night, Prime Time and Sports.
We spent the most on our Impossible Whopper campaign during the Sports
daypart.



Now that we know what we spent on our campaigns, 
let’s understand the GRP weighting to make sure we hit 

our target.

*Note: GRP/TRP data availability is contingent on Nielsen Media Research’s confirmation that you are a licensed subscriber to Nielsen’s TV audience data.



Utilize the Detail Tab in your Offline Report
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Go to the Detail 
tab and pivot all 
the raw data to 
understand the 
GRP weighting.

*Note: GRP/TRP data availability is contingent on Nielsen Media Research’s confirmation that you are a licensed subscriber to Nielsen’s TV audience data.



Pivot the Data to view Male Ratings
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In your Pivot Table, view the sum of the GRP ratings. 
For our analysis, we are viewing the total sum for the 
Male 18-48 rating in the Chicken and Burger 
Subcategories.

*Note: GRP/TRP data availability is contingent on Nielsen Media Research’s confirmation that you are a licensed subscriber to Nielsen’s TV audience data.



Post Planning Analysis
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Conducting a media analysis by viewing the daypart ratings for my campaigns, I can determine if we hit
our advertising targets.

This analysis can also help me request additional spend in order to optimize sales.
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vivvix support references

Simply email Vivvix’s Support team at
Support@vivvix.com with any questions.

Utilize the “Let’s Chat” to ask questions directly to a  
member of our support team. It is available in the 

bottom  right corner.

Live Chat Support Email

Within the solution there is a Help Center with step-by-
step playbooks, quick videos, and recorded trainings here.

Interactive general training available here.

mailto:Support@vivvix.com
https://help.www2.numerator.com/en/
https://sites.google.com/numerator.com/adtraining/home

