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Executive Summary: Google Meridian MMM -   

Data Collection Playbook 

 

Purpose and Benefits 

Data Collection and Data Review are critical steps in the Google Meridian MMM process. They form the 

foundation for accurate modeling and actionable insights. When data collection and review are run well it 

provides for: 

• Data Accuracy: Complete, reviewed data drives reliable ROI estimates. 

• Efficiency: Structured, organized processes reduce delays and rework. 

This playbook focuses on enabling practitioners with a clear process to manage data collection of weekly 

media and non-media inputs, with an emphasis on communication and validation. 

 

Key Takeaways Include: 

• Starting Strong: Kick off Data Collection with a clear scope for your MMM, including temporal 
domain, geography, brand / product, and business questions. 

• Four Pillars of Data Collection:  

1. Tracking – Use trackers and folder structures to benchmark progress. 

2. Stakeholder Management – Weekly check-ins and summary emails keep all parties 
aligned. 

3. Validation – Confirm media and non-media data for completeness, granularity, and 
periodicity. 

4. Confirmation – Stakeholders align that the data collected is as complete as it can be prior 
to moving on to review. 

• Data Review: Validate spend and KPI completeness, discuss business question feasibility, and 
achieve stakeholder agreement before moving forward to modeling. 

 

Book a Meridian Data Readiness Consultation today. 
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Data Collections Playbook: Introduction 

Data Collection and Review in the Google Meridian MMM Process 

Data Collection and Review are critical steps in the Meridian MMM process because they form the 
foundation of the model. The process typically takes 4–6 weeks, but timing can vary based on project 
scope and other factors. 

Definitions 

• Data Collection: Gathering data from various sources and stakeholders. 
• Data Review: processing/transforming, reviewing, and aligning what will go into the model 

Data Collection and Review in the Google Meridian MMM Process 

• Data Collection and Review are critical steps in the Meridian MMM process because they form the 
foundation of the model. The process typically takes 4–6 weeks, but timing can vary based on project 
scope and other factors. 

Purpose of This Material 

This guide provides a Playbook for orchestrating a successful data collection process. 

Underlying Assumptions 

You are the person (or team lead) in charge of managing data collection as part of a Google Meridian 
MMM for your organization.  
 
You have scoped your Google Meridian MMM already, this includes: 

• Time Period of Interest: the general recommendation here is having a minimum of two years 
(104 weeks) worth of weekly data for geo-level models and 3 years of weekly data (156 Weeks) 
for national-level models. 

• Brand / Product of Interest 
• Geographic area(s) of Interest 
• Business Questions you aim to answer. 

1. Prior to Running a Data Collection Kick-Off  

Create a Working List of Media and Non-Media Variables to Collect 

Data Collection and Review are critical steps in the Meridian MMM process because they form the 
foundation of the model. The process typically takes 4–6 weeks, but timing can vary based on project 
scope and other factors. 

Media Variables (Weekly Data is the Standard) * 

• If you are unsure what was executed during the modeling period, you will need to approach 
potential stakeholders. 

• Structure variables as they would appear in the model for flexibility and easier consolidation. 
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Channel Platform Exposure 
Metric 

Spend Periodicity Geographic 
Level 

Reach and 
Frequency 

Social Social Platform 1 Impression Net Cost Weekly Yes   

Social Social Platform 2 Impression Net Cost Weekly Yes   

Digital YouTube Impression Net Cost Weekly Yes Yes 

Digital OTT Platform A Impression Net Cost Weekly No   

Digital OTT Platform B Impression Net Cost Weekly No   

Paid 
Search 

Google Impression Net Cost Weekly Yes   

Organic Google Query 
Volume (GQV) 

   None      

TV TV-Specialty-
French 

GRP Net Cost Weekly No  Yes 

Social Social Platform 1 Impression Net Cost Weekly Yes   

Social Social Platform 2 Impression Net Cost Weekly Yes   

Reach and Frequency Data 

• One of the key innovations that Google Meridian MMM offers is that it can include Reach and 
Frequency Data for better media planning guidance.  

• While this data is available for YouTube as part of your data pull from Google, if Reach and 
Frequency are available for other vehicles this data can be included as well. 

Google Query Volume (GQV)  

• Another advantage of the Google Meridian MMM is Google Query Volume (GQV). This data is 
organic search volume, indexed against a random value between branded/generic terms. This 
data is optional; however, you can request it as part of your Google Data pull. 

• GQV is not paid volume, but a control metric meant to normalize paid search impact by 
accounting for organic demand. Because the indexing value is random, the actual value itself is 
not important.  

• The shape of the trend is the main factor to consider.  
• Brand GQV is all organic search related specifically to the brand in question, and generic GQV is 

all terms in the same category as the brand, excluding the target brand.   

 

Non-Media Variables (Weekly Data is the Standard) * 

Sales Data - The Dependent Variable  
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• Typically includes:  
o Volume or Unit Sales 
o Currency Sales 

• This can vary by industry, but data should be weekly ideally.  
o Daily data is also acceptable and you can ladder that up to weekly. 

• This data most typically covers all sales for the brand / product of interest. 

Other Non-Media Variables 

Ask yourself, what outside of media affects sales? Examples include, but are not limited to: 
• Pricing 
• Distribution 
• Promotion Data  

o Temporary price reductions 
o Display 
o Multi-buy discount 
o Feature 
o Other mechanisms 

• Seasonality  
• Competitive Media Data 
• Other outside factors - if applicable: 

o Macroeconomic trends 
o Weather data  
o Etc. 

  
These lists will serve as discussion points in the kick-off meeting. There will likely be edits or questions 
during the meeting. 

Build a Data Collection Template 

Sharing an example of how you want to receive the data can be helpful. Data can come in many 
structures, attempting to provide a uniform set of columns can facilitate Data Collection and subsequent 
steps in the process.  Here are a couple of examples of how you might choose to structure your data for 
templates: 

Social: 

 

TV: 

 

Out of Home: 

 
 
 
 
*Note: If the data is not weekly, you will need to transform it to weekly, addressed later in this playbook 
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1a. Important: Minimum Observations and Data 

Granularity 

NOTE 

While you will want to account for any / all variables that could affect sales, it is important to keep in mind 
that you are constrained by the number of observations on your Dependent variable - in most cases this 
is sales. In Google Meridian, the rule of thumb to ensure statistical robustness, especially for national 
models, is to have a minimum of 15 observations per variable, although this is not a strict constraint. 
 
Assume you are running a 104 week national model - a single (1) geography - if you need 15 

observations minimum, your maximum variable count is 7. (This maximum includes Media + Non-media 

+ knots + any other variables) 

• The back of the envelope math for estimating the max variables with a minimum of 15 

observations: (104 * 1) / 15 = 6.9333, or approximately 7 

 

Level  Weeks  Geo  Weeks*geo 
= total 
observations 
(obs) 

Minimum obs per 
variable  

Max 
Variables =   
Total obs / 
Min obs per 
variable  

National  104  1  104  15  7  

 

What does this mean? 

You will likely want to get your sales data with geographic granularity. Doing so will allow you to more 
comfortably fit additional variables into your model. For example: 
  

• Meridian’s best practice for US advertisers is to model at a more granular level (e.g., top 50-100 
DMAs in the US) to fully leverage the hierarchical Bayesian framework. 

• You can go as granular as you like, however, this can have implications for how long the model 
may take to run.  

Media Variable Granularity for Google Meridian: 

• Meridian documentation advises keeping the number of media variables below 20.  

• This is to encourage significant enough variation to ensure good ROI estimates.  

• To this end, you may need to end up combining channels with lower spend and or rolling media 
variables up to a slightly higher level to be conscientious of variable count.  

• Making a table like the above with your potential media variables and their different levels of 
granularity, may assist in making it easier to think about how to “rollup” variables. 

 

2. Kick-Off Meeting or Call 
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Data Collection Kick-Off 

Audience 

Attendance varies by organization, but typically includes: 

• End Users of the Data  
o Usually the Insights function, sometimes Marketing or Brand teams. 

• Data Providers  
o Often a media agency, but you might need to include other agencies such as Public 

Relations. 
▪ Important consideration: If there was a change in data provider during the 

modeling period, you need a plan to access historical data from the previous 
agency. 

o In some cases, data may come from individuals within your organization; one example 
might be sales data coming from your finance team. 
 

A Typical Data Collection Kick-Off Agenda 

• Review of Scope for the MMM (for those who may be unfamiliar) 
o High level scope including temporal domain, geographic area(s), and product(s) / brand(s) 

of interest 
o General Deliverables and/or Methodology 
o Business Questions  

▪ Critical - because these questions define what the MMM is ultimately trying to 
answer. 
  

• Stakeholders’ Roles in the Data Collection Process 
o Agencies are responsible for sharing the data. 
o Internal stakeholders who will be either sharing data or compiling data for review. 

  

• Expectations for Data Collection 
o Data Requirements: What data is needed and in what format / periodicity / etc. again, 

providing a template can help facilitate this discussion 
o Timelines: When is the due date or close of data collection. 

  

• Next Steps 
o Communicate the full timeline so that the team knows what is coming next, most 

importantly the Data Review. Note that any delay in one milestone pushes 
subsequent milestones.  

▪ For example, a single model base case might look like:  

• Data Collection – 4 weeks 

• Data Review – 3 weeks (output: Data Review presentation / meeting) 

• Modeling – 5 weeks 

• Presentation of Results – 2 weeks 
o Ask for the media flowcharts for the modeling period. These serve as a basis for 

comparison while tracking.  

Goals for the data collection Kick-Off 

• Try to understand exactly who the stakeholders are for each piece of data and their contact 
details. 

o If you can determine or assign a single point of contact at each / the agency, and 
internal data sources that will greatly facilitate the process.  
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o That said, it isn’t always possible to do have single points of contact. 
• Get the media flowcharts or some level of benchmarking material as soon as you can, this 

greatly facilitates the data collection process 
• Share your templates if you have them available (addressed in earlier section) 

 
 

3. Data Collection: Overview 

The Data Collection Process Has Four Pillars 

 

Pillars 1-3 occur simultaneously before you move to pillar 4. Having an approach to each of these will 
allow you to run a more effective data collection process. Inevitably the approach will need to adapt to 
your set of circumstances, however, this section will provide helpful guidance. 

 

3a. Tracking Data Collection 

1. Build a Tracker 

There are multiple ways to organize a data collection tracker. Below is guidance for creating an effective 

one: 

• Get a Basis for Comparison or Historical Media Planning 
o If possible, obtain historical media plans, flowcharts, or flighting for the model’s time 

period.  
• These plans typically show spend by media flighting and yearly totals, which serve 

as targets for data collection. 
• You may not match these numbers exactly, but they help identify missing data for 

specific channels. 
o If media plans are not available, you be wholly reliant on the data received, so it is worth 

asking for some historical data against which to track data collection. This might come 
from the previous year's budget material or otherwise. 

o Assuming you do receive plans: 
• Important note: not all marketing data is included in media plans  

• Even if you do receive media plans, you will want to confirm whether there 
is non-media data and any other media not included in the plan (e.g., 
shopper marketing, e-commerce). 

• There are also sometimes media vehicles outside of the plan. 
• Use spend or impression totals for clarity on what data you have received vs. 

what data is still outstanding.  
• Spend is generally easier to track and understand for stakeholders. 
• Regardless of which metric you track against, remember that these are 

typically the planned execution and you will be collecting the actual 

1  

Tracking 

2  

Stakeholder 
Management 

3  

Data 
Validation 

4  

Final 
Confirmation 
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executional data. There may be some differences you will need to 
investigate. 

 

• Create a Tracker by Year for Each Relevant Media / Non-Media variable 
Include columns such as: 

o Data Type: Media / Non-Media / etc. 
o Media Channel (e.g., Digital Video) 
o Platform (e.g., YouTube) 
o Additional Granularity (if available / desirable - campaign, language, media region, 

placement type, etc.) 
o Spend from Historical Plans (most granular level available) 
o Spend Received 
o Percentage of Spend Received (Received ÷ Historical) 
o Amount of Spend Outstanding (Received – Historical; negative indicates shortfall) 
o Data Owner Name 
o Questions / Notes 

 

Example Tracker: 

 

 

2. Create a Folder Structure 

There will likely be iteration throughout Data Collection, multiple versions of files, updates, and notes. 
Keeping your data organized is essential.  
  
Every time you get a piece of data you will need to keep track of the original (raw) version, and any 
versions that you have used for validation or additional processing / transformation. 
  
There are multiple methods for organizing, however the key is to organize files so you know: 

1. The data type 
2. Who provided it 
3. When it was received 
4. Whether it is an original (raw) file, or something you edited 

  

Possible Structure 
• Main Folder: <Data Owner Name>  

o Subfolders:  
• <Data Type>  

▪ <Date Received>  
• Raw Data  

• Data File 
• Checked  

• Data File_Checked 
• Notes about data 

• Final Processed Data  
▪ Data File_Processed 

Example: 
• Main Folder: Peter F 

o Subfolders: 

Upper Channel Platform Year 1 Spend Year 2 Spend Total % Rec'd v Flowchart Total Amount outstanding Amount Out Year 1 Amount Out Year 2 Year 1 Spend Year 2 Spend Total Spend Data Owner Notes
Social Channel 1 400,000$             275,000$       675,000$   100% -$                                  -$                            -$                            400,000$       275,000$       675,000$         Sharon K Confirmed All in, some monthly
Social Channel 2 500,000$             375,000$       875,000$   97% (30,000)$                         -$                            (30,000)$                   500,000$       405,000$       905,000$         Sharon K Tracking well
Digital YouTube 537,000$             454,000$       991,000$   91% (100,000)$                       (20,000)$                   (80,000)$                   557,000$       534,000$       1,091,000$     Peter F Missing nearly 10%, check year 2
Digital Channel A OTT -$            0% (30,000)$                         -$                            (30,000)$                   -$                30,000$          30,000$           Sarah T have not received
Digital Channel B OTT -$            0% (557,000)$                       (527,000)$                 (30,000)$                   527,000$       30,000$          557,000$         Sarah T have not received
Paid Search Google 37,000$                109,000$       146,000$   100% -$                                  -$                            -$                            37,000$          109,000$       146,000$         Peter F Confirmed all in
TV TV 74,000$                200,000$       274,000$   68% (130,000)$                       (100,000)$                 (30,000)$                   174,000$       230,000$       404,000$         Peter F Need to double check actual with Peter

From FlowchartFrom Data Received Calculated Fields
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Stakeholder
Management

(1) 
Catch-Up 

Calls / 
Meeting

• Frequency:Weekly
• Purpose: Forum for the 

Data owners to Ask 
questions and talk 
through issues.

(2) 
Summary 

Emails

• Frequency:Weekly
• Purpose: Keeping the 

team updated on 
progress; consolidating 
overarching questions

(3) 
Validation 
Follow-up 

Emails

• Frequency: Always on 
within 24 of receiving 
data

• Purpose: Making sure 
data is accurate; any 
questions answered

•   Linear TV 
▪ 12 Aug 2024 

• LTV_Raw Data 
        linearTV.xls 

•  LTV_Checked 
        linearTV_copy_checked.xls 
        Notes_LinearTV_12Aug24.doc 

▪ 16 Aug 2024 
• LTV_Raw Data_round 2 

        linearTV.xls 
• LTV_Checked_round 2 

        linearTV_copy rd 2_checked.xls 
        Notes_LinearTV_16Aug24.doc 

• Final Linear TV Data 
▪ linearTV_copy rd 2_Processed 

 

 

3b. Stakeholder Management 

Stakeholder management during your Data Collection takes 3 forms, each described below, to ensure 
that during the Data Review at the end of the process there are few, if any, surprises. This is because the 
team and individual data owners will be kept up to date and aligned throughout data collection.    
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1. Data Collection Catch-Up Calls / Meetings 

Frequency 
• Weekly, usually starting the week after the Kick-Off. 

  
Purpose 

• Provide a forum to check in with stakeholders. 
• Discuss challenges or questions about data collection or specific data points. 
• Keep everyone informed of progress:  

o What has been received. 
o What is still outstanding. 
o Where questions exist about granularity, column structure, or other details. 

• Remind the team about the data collection deadline to maintain focus.  
o In Check-in calls it may become clear that extensions may be necessary, since major 

stakeholder are in attendance, this ensures quick alignment if needed. 
  

Audience 
• Internal project champion(s). 
• Media and/or other relevant agency partners providing data. 
• Internal stakeholders providing data. 
• Optional: Internal stakeholders with knowledge of certain media/data but not directly providing it.  

• Example: An E-Commerce Manager may not provide data but can confirm what e-
commerce media was used or what data points are typically available. 

 

2. Data Collection Summary Emails 

Frequency 
• Weekly, usually starting the week after the Kick-Off. 

  
Purpose 

• Keep everyone informed of data collection progress:  
o What you have. 
o What you do not have. 
o Where you have overarching questions. 

  
Audience 

• Internal Project Champions. 
• Media and/or relevant agency partners providing data. 
• Internal stakeholders providing data. 

  
Content 

• High-Level Tracker Summary:  
o What has been received, when it was received, and from whom. 
o What is outstanding and who is accountable. 
o Example: 

 

 

• Overarching Questions or Discrepancies:  
o Issues preventing answers to business questions. 
o Data received with monthly (not weekly) periodicity. 

 

Upper Channel Platform Year 1 Spend Year 2 Spend Total % Rec'd v Flowchart Total Data Owner Notes Data Received
Social Channel 1 400,000$             275,000$       675,000$   100% Sharon K Confirmed All in, some monthly 8-Aug
Social Channel 2 500,000$             375,000$       875,000$   97% Sharon K Tracking well 8-Aug
Digital YouTube 537,000$             454,000$       991,000$   91% Peter F Missing nearly 10%, check year 2 12-Aug
Digital Channel A OTT -$            0% Sarah T have not received
Digital Channel B OTT -$            0% Sarah T have not received
Paid Search Google 37,000$                109,000$       146,000$   100% Peter F Confirmed all in 8-Aug
TV TV 74,000$                200,000$       274,000$   68% Peter F Need to double check actual 12-Aug
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• Reminder about the data collection deadline. 
o If timing is important, then for any email you send about data collection you might consider 

including the deadline. 
 
 

3. Stakeholder Validation Follow-up Emails 

Frequency 
• Every time you receive a piece of data and validate it, usually within 24 hours is best so that it is 

closer to top of mind for the data owner. 
  

Purpose 
• Documenting what data you have received 
• Questions you have with the data (if any) 
• Aligning on next steps (if any) - new pieces of data needed, possible workarounds, or trade-offs 

for consideration 
  

Audience 
• The data owner 

  
Content 

• Key Questions or Discrepancies:  
o Anything you find during your while validating a piece of data where you would like to get 

the data owner's insight.  
• Potential next steps, for example: 

o A live discussion 
o Needing new data that is in a better format  

• Reminder about the data collection deadline. 
 

3c. Stakeholder Management 

Media Data Confirmation and Validation Checklist 

Each time you receive a piece of media data you will need to run it through a confirmation and validation 
checklist. This will ensure you have data that is relevant and usable in your Meridian MMM, and where 
you may want to start asking questions if you have uncertainties. 

Before You Begin 

• Create a copy of the data in question and operate within the copy only. 
• Keep the Raw Data that you receive from your stakeholders unedited and in the appropriate 

folder.  
o If there is a discrepancy at any point in the process you will need to know where it came 

from: your data processing/validation or the original data. 

Media Data Confirmation and Validation Checklist 

Below is a checklist that you can use while checking each piece of media. They can be divided into high-
level spot checks (level 1) or more detailed spreadsheet checks (level 2).  

Please continue reading below where each item is addressed below in a bit more detail, in addition 
to logic checks, and next steps. 



   

 

© 2026 Nielsen Consumer LLC. All Rights Reserved.  14 

✔ Level 1 – Spot Checks ✔ Level 2 – Spreadsheet Checks 

☐ Media is included in 
flowchart/media plans 

☐ Spend by platform (or most granular 
level) 

☐ Required granularity aside from 
channel name or platform is 

included in the data 

☐ Perform Weekly data Check 

☐ Model period is covered by the 
dates in the data 

☐ Each weekly entry has both spend 
and exposure 

(Exception: organic media will only 
have exposure) 

☐ Reach and frequency data (where 
available, e.g., YouTube) 

☐  The start and end days of the week 
are standard (e.g. Monday to 
Sunday; Sunday to Saturday) 

☐ There is an exposure metric: 
Impressions, GRP, or another 

relevant metric 

☐ If media vehicles are grouped, they 
have the same exposure metric 

☐ Spend amount is included 

(Exception: organic media) 

☐ Granularity is available to answer 
business questions 

☐ Each entry has a Start and End 
date  

☐ 
 

 

If a box is unchecked, you will need to follow up with the data owner.  
 

Validation Level 1 - Spot Checks 
 

Do the data have the following high-level information? 
 

• The media vehicle, platform, etc. is included within the flowchart / media plans  
o If not, while this isn't an immediate concern, you will need to confirm with the data owner 

why it is not in the flowchart and where it should be categorized. 
 

• The media vehicle, platform, and other needed granularity is included within the data 
o For example, details around geography or objective etc., if they are not there, confirm with 

the data owner. 
 

• The model period is covered by the dates in the data 
o If not you will need to connect with the data owner. 

 

• Reach and frequency data (where available - like YouTube) 
o Especially for Google data, you or whomever requests the pull should ensure that this 

data is included for YouTube. 
 

• There are impressions, GRP, or other media exposure metric  
o If not, push to the data owner to see if an exposure metric is available. 
o In Google Meridian, media exposure is effectively the amount of media that would 

influence a buyer to make a purchase of a product or service. 
 

• There is a spend amount 
o The exception here would be organic media, for example: social, PR or other "earned" 

media vehicles, since they generate media exposure, but do not have an associated 
spend. 
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• There is a start date and end date for each entry  
o If there is a single date column, you will need to confirm with the data owner whether this 

is the start date, the end date, or if the data is daily data, or otherwise. 
 

Validation Level 2 - Spreadsheet Checks 

To perform these quick basic validations, you will need to get your data into a spreadsheet program if it is 
not already. 

• What is the spend by platform (or most granular level available in the flowcharts)? 
o Enter this information in the appropriate column in your tracker, evaluate whether the 

percentage received is acceptable 
• Usually within a few percentage points is acceptable depending on the total media 

budget, anything more than ~10% is generally worth discussing with the data 
owner  

o Also, sometimes data granularity relative to media plans / flowcharts can vary since you 
are comparing the planned execution versus actual, among other reasons. Simply note 
down the total at the most granular level you can. 

o If the actual data granularity doesn't match up exactly, it is not an immediate concern, but 
worth a quick follow-up with the data owner to confirm. 
  

• Is it weekly data? (Weekly Data Check) 
o If you have a Start and End Date in date format, add a column to the end of your data 

called "week check". Subtract the Start Date from the End Date. 
• If not in date format, you may need to transform the values into proper dates, one 

way is to split the YYYY, MM, DD in three separate helper columns and then pull 
them back together in a fourth helper column using a DATE function in your 
spreadsheet package. 

o Then, add data filters to your column headers. Look at the filter for the "week check"; if 
you see numbers GREATER THAN 6, those entries are non-weekly data. 

• If you have non-weekly data, note it down in your Tracker, follow up with the data 
owner to see if there is weekly or daily data available for the entries that have 
greater than 6 in the "week check". 

• Here is an example: 

 

• Does each week have both spends and impressions (for the data that is weekly)? 
o Create a pivot table in a separate new sheet. 
o Put the End Date as your rows. 
o Get the impressions and spend as your values. 
o The media platforms will be your column headers. 
o For each row, scan to make sure that each spend column has impressions associated 

with it:  
• Note down areas where there are spends without impressions—note it down in 

your tracker and follow up with the data owner. 
• Also, if you see impressions without spend, this could indicate a value-added 

week, free media, or organic media. It is worth confirming these weeks with the 
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data owner. 
  

• What are the days for the Start and End of weeks? 
o If you have a clear Start and End Date, look at the “long date” format so that you can see 

the day of the week for each entry. 
o Typically, you would expect to see Sunday to Saturday, or Monday to Sunday weeks.  
o If you are seeing other days of the week, like Thursday to Wednesday, or other 

combinations that are less than weekly, you will likely need to transform the data 
eventually.  

• It is also worth noting this in your tracker and discussing it with the data owner. 
  

• Are there media vehicles grouped together? If so, do they have the same exposure metric? 
o If you have media grouped together at a high level, like "Paid Social", you may want to ask 

the data owner if there is more granular available. 
o Also, if they are NOT the same exposure metric, like TV clubbed with OOH in a 

"Traditional Media" bucket, note that TV is generally GRP and OOH is not typically GRP. 
So it is worth double checking whether media grouped together are actually the same 
exposure metric with the data owner. 

• It is not advisable to group channels with different metrics together.  
  

• Do I have the granularity necessary to answer my business questions? 
o If you have questions around campaign performance, you are going to need some 

indication of what data belongs to which campaign. If you do not have any indication, you 
will need to discuss this with the data owner. 

o Sometimes the data isn't available or it would take an exorbitant amount of time to procure 
it; in these cases you will need to communicate what is and is not answerable based on 
the data available. 

Next Steps Post Each Validation Run 

• Send a Stakeholder Validation Follow-Up Email – covered in the preceding section. 
• What do you do if you have questions about the data?  

o Anywhere above that mentions checking with the data owner is an instance where it is 
necessary to ask a question about the data.  

• You may even need to get an entirely new piece of data. 
o You will need to summarize, usually in email is sufficient, the data that you have received 

and the questions that you have with it. 
• If there are numerous questions, a call with the data owner might be a better 

way to get more clarity. 
o It can be helpful to take screen caps as illustrations, for example, the entries that have 

more than weekly data, to give the data owner an idea of where to begin their 
investigation. 

• The idea is to illustrate where there are issues in the data so that the owner can 
assess them quickly. 

• Here is an example of greater than weekly entries being highlighted: 

 

3d. Non - Media Data Validation 
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Non-Media Data Confirmation and Validation Checklist 

Each time you receive a piece of non-media data you will need to run it through a confirmation and 
validation checklist.  

This process is like media data but with some nuance since non-media data can take many more forms. 
The most important piece of non-media data is your Dependent Variable data (sales) data.  

The steps below will ensure you have data that is relevant and usable in your Meridian MMM, and where 
you may want to start asking questions if you have uncertainties. 

Validating Non-Media Data 

Below is a checklist that you can use to review each piece of data. They can be divided into high level 

spot checks (level 1) or more detailed spreadsheet checks (level 2).  

Please continue reading below where each item is addressed below in a bit more detail, in addition 

to logic checks, and next steps. 

✔ Level 1 – Spot Checks ✔ Level 2 – Spreadsheet Checks 

☐ There is geographic granularity where 
needed 

☐ There is a quantity for the KPI in each 
entry 

☐ There are KPIs of interest ☐ Perform Weekly data check 

☐ The model period is covered by the 
dates in the data 

☐ Weekly KPIs match up where 
applicable (Example: Dependent 

Variable – Sales Data has volume and 
revenue) 

☐ There is a start date and end date for 
each entry 

☐ The start and end days of the week are 
standard (e.g. Monday to Sunday; 

Sunday to Saturday) 

If any box is unchecked, it means you need to follow up with the data owner. 

Validation Level 1 - Spot Checks 

Do you have the following high-level information? 
1. There is geographic granularity where needed  

o Dependent variable - Sales data includes geographic details 
2. There are KPIs of interest*  

o These can vary; here are some examples:  
• For the dependent variable – Sales data – this is typically volume and revenue 

when you talk about consumer packaged goods, or if it is a service it might be 
sign-ups and revenue. Think about what you use internally to quantify sales 
performance. 

• For Promotion this could be volume and revenue, in addition to the mechanism 
(multibuy discount or BOGO for example). 

• For Distribution it could be a percentage of stores carrying a certain product. 
3. The model period is covered by the dates in the data 

o If not, you will need to connect with the data owner. 
4. There is a start date and end date for each entry  

o If there is a single date column, you will need to confirm with the data owner whether this 
is the start date, the end date, or the data is daily data. 

Validation Level 2 - Spreadsheet Checks 
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To perform these quick basic validations, you will need to get your data into a spreadsheet program if it is 
not already. 
  

• What is the quantity of each KPI received? 
o Enter this information in the appropriate column in your tracker. 
o Note: sometimes non-media data is not typically included in media plans / flowcharts. 

There isn't always a good source against which to check, so a quick follow-up with the 
data owner to confirm what you have received is helpful. 
  

• Is it weekly data? (Weekly Data Check) 
o If you have a Start and End Date in date format, add a column to the end of your data 

called "week check". Subtract the Start Date from the End Date. 
• If not in date format, you may need to transform the values into proper dates, one 

way is to split the YYYY, MM, DD in three separate helper columns and then pull 
them back together in a fourth helper column using a DATE function in your 
spreadsheet package. 

o Then, add data filters to your column headers. Look at the filter for the "week check"; if 
you see numbers GREATER THAN 6, those are non-weekly data. 

• If you have non-weekly data, note it down in your Tracker, follow up with the data 
owner to see if there is weekly or daily data available for the entries that have 
greater than 6 in the "week check". 

• Here is an example: 

 

• Do the KPIs match up where applicable? (Example: Dependent Variable – Sales Data) 
o Create a pivot table in a separate new sheet. 
o Put the End Date as your rows. 
o Get the KPIs as your values (volume and revenue, but again, this may vary across non-

media). 
o For each row, scan to make sure that each volume column has revenue associated with it: 

• Note down areas where you have Volume without Revenue or Revenue without 
Volume – note it down in your tracker and follow up with the data owner. 

 
• What are the days for the Start and End of weeks? 

o If you have a clear Start and End Date, look at the long date format so that you can see 
the day of the week for each entry. 

o Typically you would expect to see Sunday to Saturday, or Monday to Sunday weeks – 
especially for Dependent Variable data. If you are seeing other days of the week, like 
Thursday to Wednesday, you will likely need to process the data eventually. However, it is 
also worth noting this in your tracker and discussing it with the data owner. 

Next Steps Post Each Validation Run 

• Send a Stakeholder Validation Follow Up Email – covered in the preceding section. 
• What do you do if you have questions about the data?  

o Anywhere above that mentions checking with the data owner is an instance where it is 
necessary to ask a question about the data.  

• You may even need to get an entirely new piece of data. 
o You will need to summarize, usually in an email, the data that you have received and the 

questions that you have with it. 
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o It can be helpful to take screen caps as illustrations, for example, the entries that have 
more than weekly data, to give the data owner an idea of where to begin their 
investigation. 

  
*Non-media data may be binary like the presence of a promotion on a certain date. Data availability and 
types of KPIs may vary. 

3e. Final Confirmation 

How Do I Know When I Am Finished Collecting Data? 

You are ready to close data collection when the following conditions are met: 
1) You Have an Understanding of Each Piece of Data 

• Periodicity: Data is weekly or the best available frequency 
• Relevant KPIs:  

o Media Data: Includes spend and exposure  
• Exception: Organic channels do not require a spend 

o Sales Data: Includes revenue and volume. 
o Other Data: Includes relevant metrics. 

• Granularity: Data is detailed enough to answer business questions.  
o If not, this has been discussed with the data owner and communicated to stakeholders. 
o The amount of Dependent Variable (sales data) observations supports the number of 

intended media and non-media variables (discussed in section 1a) 
• If not, this ought to be a discussion point before moving to Data Review if possible. 
• You will need to understand how you might combine certain variables to lower the 

count, if needed. One possibility might be rolling up to the channel level (“Total 
Social” for example). 

 

2) Media Spend Totals Align with Flowcharts (If Available) 
• Generally, you are looking for spends to be within a few percentage points for each platform. 

o How much tolerance you may have will depend on the size of the total budget.  
o If the total media budget is $15 million and you are missing $300,000 in media, this is 

probably not a showstopper since there can be differences between planned and actual. 
However, if the budget is $2 million, that $300,000 might mean a more significant piece of 
the data is still outstanding.   

• If discrepancies exist, you have investigated them, understand why they exist and have aligned a 
way forward with the data owners. 

 

3) Non-Media and Sales Data Quantities Are Corroborated 
• If discrepancies exist, you have confirmed them, understand why they exist and aligned on way 

forward data owners. 
 

4) If data is missing, the team has aligned on the trade-off of waiting longer for that data 
or keeping on pace. 

• There are times when data is not available, and it may take too long to find or procure it.  
• You and your team will need to align whether it is worth waiting, or better to move forward without 

that data. 

Final Step 

Once you have validated that the available data meets (or is close) to expectations, send a final Data 
Collection Summary Email. 
This email: 

• Officially closes data collection. 
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• Signals the start of the Data Review Phase ~3weeks. 

4. Data Review Overview 

After you close the Data Collection, you will need to review the data. This involves 3 main steps: 
1. Data Processing / Transforming - getting the data into weekly or otherwise usable format for your 

Google Meridian MMM 
2. Building the Data Review Document - visualizing the data for review with your team 
3. Data Review Meeting - aligning on the data available that is ultimately going into the model 

o Ultimately you are looking to get sign-off / approval from Data Owners before moving to 
modeling. 

4a. Data Processing and Transformation 

Processing Data for Data Review 

The goal is to process your data into a format which is easy for you and other stakeholders to review 
during the Data Review Meeting. 
  
There are multiple methods for getting the data into this format—you can use a spreadsheet package, 
Python, or otherwise. This section aims to give you a relatively detailed understanding of how to get from 
disparate pieces of media data into a Data Review Document presentation. 
  
We will use the convention of Monday start date – Sunday end date for example purposes. 

Steps for Data Processing and Transforming 

1) Align the WEEK END DATE across data sources 
• This is a critical step since and is how your data will feed into the model. 
• Typically, this will align with your weekly Dependent Variable - sales data.  

o If your sales data is daily, then the guidance would be to set your week as Monday to 
Sunday or Sunday to Saturday, aligning with likely most of your media data to facilitate 
this exercise.  

o Again, the example we are using here is a Monday to Sunday week for simplicity. 

In some cases, aligning the Week End Date will necessitate data transformation, covered in point 2 
below. 

 

2) Ensure that all data is transformed into weekly format 

Example approaches for common weekly transformation issues: 
• Activity that has a Sunday to Saturday week:  

o Push the activity forward 1 day to the closest Sunday. 
• Daily data:  

o Push the activity forward to the closest Sunday. 
• Activity that starts on Thursday and ends on Wednesday (non-standard weekly data):  

o Divide the activity into two weeks:  
• Thursday to Sunday (4/7 * Spend, 4/7 * Exposure), it will go into the Sunday within 

this period. 
• Monday to Wednesday (3/7 * Spend, 3/7 * Exposure) push this activity to the 

following Sunday. 
o Here is an example: 
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• Activity is 2 weeks long:  

o Divide the spend and exposure by 2 and apportion half to each week in question. 

 
• Activity is 5 weeks long:  

o Divide the spend and exposure by 5 and apportion 1/5 to each week. 
o Same process as above. 

• For a certain media channel, you have weekly impressions, but only a total spend for that 
period 

o Apportion the spend according to the weight of impressions 
i. Sum the impressions to get the total number of impressions 
ii. In a helper column, divide each weekly number of impressions for the period in 

question by the total impressions, this is your weighting.  
iii. If you have done this right, your helper column will sum to 1 or 100% 
iv. In new column, multiply the spend for the period in question by the weight of 

impressions for each week (the helpful column above), the result will be the 
impression-weighted spend for that week.  

v. If you have done this right, the impression-weighted spends will sum to your total 
spend for the period in question  

 
3) Pivot the Data into Weekly Time Series 

• For each piece of data, set up a pivot:  
o Rows: your aligned week end dates. 
o Values: Appropriate KPIs:  

• Media: Impressions and Spend.  
▪ It is also useful to have CPM (cost per thousand impressions). Changes in 

CPM can indicate changes in strategy; it is also the cost part of the ROI 
equation. If your CPM rises 10% year-on-year, all other things equal, you 
would expect ROI to decrease. 

▪ To calculate CPM: Spend / Impressions * 1000 
• Sales: Volume and Revenue. 
• Other Data: Varies, but the idea is to illustrate when and what amount of a certain 

activity took place, and if available, at what cost. 
o Columns:  

• For Media: Likely down to your lowest level of granularity (for example, platform). 
• For Sales: You might not show the data down to the most granular geographic 

level; it might be laddered up to national or regional. 
• For Other Data: Identify the type (promotion, distribution, or otherwise). 

4b. Data Review Document 

Data Review Document: Key Deliverable 

This document is the key deliverable for Data Review. It will also be useful during model review since it 
has all of your visualized data in one place. 

Start Date End Date Week END DATE Platofrm Spend Impressions
Non Standard Weekly Thursday, September 5, 2024 Wednesday, September 11, 2024 Sunday, September 15, 2024 Social C 28,000                                               2,800,000                                   

4/7 in "Week 1" Thursday, September 5, 2024 Sunday, September 8, 2024 Sunday, September 8, 2024 Social C 16,000                                               1,600,000                                   
3/7 in "Week 2" Monday, September 9, 2024 Wednesday, September 11, 2024 Sunday, September 15, 2024 Social C 12,000                                               1,200,000                                   

Start Date End Date Platofrm Spend Impressions
This activity was 2 weeks long>>> Monday, September 1, 2025 Sunday, September 14, 2025 Social C 20,000           1,000,000                                         

"Week 1" Monday, September 1, 2025 Sunday, September 7, 2025 Social C 10,000           500,000                                             Week 1 is now 50%
"Week 2" Monday, September 8, 2025 Sunday, September 14, 2025 Social C 10,000           500,000                                             Week 2 is now 50%

Start Date End Date Platofrm Spend Impressions Weight of Impresions New Spend wtd by Imp
Monday, September 1, 2025 Sunday, September 7, 2025 Social B 5,000,000     33% 33,333$                                       
Monday, September 8, 2025 Sunday, September 14, 2025 Social B 2,500,000     17% 16,667$                                       

Monday, September 15, 2025 Sunday, September 21, 2025 Social B 7,500,000     50% 50,000$                                       
15,000,000   100% 100,000$                                    Totals for checking

Sums to 100% Matches with Period Spend

100,000$             

100,000 Spend covers 3 weeks of impressions
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Now that you have all of the data transformed and processed into neat time series format, you can chart 
it and perform Exploratory Data Analysis (EDA). 

Charting Your Data for Review 

1) Open Each Pivot 
• Use the pivots created during the Data Processing and Transformation section 

. 

2) Chart Each Variable (media, non-media, etc) 
• The title of the chart accordingly 

• For example, if you have Digital Video executions 
• Digital Video 

• This represents the data for the total channel 
• Digital Video by Platform 

• Including the data for each YouTube and other Digital Video platforms 
• X-Axis: All Week End Dates in the model (typically 104 or 156). 
• Primary Y-Axis (left):  

• Chart type: Bar 
• Data: Exposure for Media or Volume for Sales; other data may vary. 

• Secondary Y-Axis (right):  
• Chart Type: Line 
• Data: TOTAL Spend for Media, Revenue for Sales; other data may vary. 

 
 
 

• Here is an example: 
 
 

 
 
 
 
 
 
 
 
Recommendations: 

• For Media: If you have granularity, like multiple platforms –  
• Chart type for the exposure data for each platform is stacked bar. The idea is to show the 

total exposure by each platform on a given week.  
• Continue to use the Total Spend, since the stack bar will equal the total of the 

impressions. 
• For Sales: Showing some level of regionality is advisable, but National at a minimum. 

For slide / sheet economy: charts with more granularity (for example media by platform), you will 
want to ensure that the type of chart for the primary Y-axis is a stacked bar. 
 

3) Put Charts into Slides or Individual Sheets (if they are not already) 
• This will serve as the beginning of your Data Review Document on which you can perform 

Exploratory Data Analysis. 
  

4) Create Summary Tables 
• For each slide or sheet, show year-over-year totals and % change for key metrics (e.g., spend, 

impressions, CPM). 
• While optional, this helps visualize potential strategy changes during the modeling period. 
• Example: 
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Performing Exploratory Data Analysis (EDA) 

What you notice during EDA will be useful commentary on your slides and during your data review 
meeting. Here is a non-exhaustive, but instructive, list of what to watch for: 
  

General 
• Missing Data  

o Double-check that all collected data is in the document and that you have covered 
everything available to your knowledge. 

o If some data is unavailable, call this out in the Data Review. 
• Mismatches in Spend and Exposure for Media  

o A significant increase or decrease across time may indicate incomplete data or a change 
in strategy. 

o Also, you may find areas for paid media that are missing spend data, call these out, they 
might be value added exposure, indicate missing data, or otherwise. 

• Cases Where You Performed Transformations 
o Although you potentially discussed this with data owners and maybe the full team while 

validating, it is helpful to call attention to areas where you have made transformations to 
the data. Especially in cases where data covers longer than weekly periods.  

  

Strategy 
• Significant Increases or Decreases in Key Metrics  

o Especially CPM for media, which impacts ROI. Significant metric changes may indicate 
strategy shifts. General guidance would be +/- 10% to 20%, if you don’t see similar 
increases/decreases in exposure and / or spend. 

• Changes in Flighting of Media  
o Example: One year a certain channel has September–December activity, then in year 2 it 

is always-on. You will want to understand reasons behind these moves if any. 
• Changes in Channel Mix  

o Example: Linear TV is active in year 1, but all digital and no Linear TV the next; or heavy 
use of one social platform in year 1, then shifting to a more diversified approach in the 
year 2. 

 Modeling 
• Activity with Very Little or No Variation  

o A variable needs variation to show up in the model. Common with monthly data 
transformed into weekly. 

• Activity Highly Correlated with Each Other  
o Media or non-media rising and falling together over time. 

• Channels with Smaller Levels of Activity  
o These might need to be combined into an “All Other” bucket or excluded entirely. Discuss 

channels with small shares of spend/impressions as they will be difficult to estimate ROIs. 

4c. Data Review Meeting 

Audience 
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Attendance varies by organization, but typically includes: 
1. End Users of the Data  

o Usually the Insights function, sometimes Marketing or Brand teams. 
2. Data Providers  

o Often a media agency, but you might need to include other agencies such as Public 
Relations. 

• Important consideration: If there was a change in data provider during the 
modeling period, you need a plan to access historical data from the previous 
agency. 

o In some cases, data may come from individuals within your organization; one example 
might be sales data coming from your finance team. 

Purpose 

The data review meeting ensures the following: 
• Data is aligned: All inputs (spend, impressions, other metrics) are accurate and as complete as 

possible. 
• Model readiness: Variables (media, non-media, sales, etc.) are properly defined, transformations 

and other assumptions are aligned. 
• Stakeholder agreement: Everyone understands what data is included, what’s excluded, and 

why. 

Goals for the Data Review 

1. Final Validation of Data  
o Media inputs like spend, exposures and CPM / CPP all aligned at whatever level of 

granularity is necessary 
o Non-Media inputs like pricing, promotions, macroeconomic indicators, and Dependent 

Variable - data, ideally at weekly or daily granularity, are all correct 
o Missing values, outliers, and anomalies are discussed 
o Ensure alignment of weekly data (e.g. no missing weeks, or flighting out of place) 

2. Discuss Transformations 
o If you perform any transformations on the data while reviewing the data, take the time to 

explain and align them. This is especially important if you haven't already done so during 
the data collection process. 

3. Confirm Macroeconomic or other outside factors (if applicable) 
o Confirm any available data on economic activity, weather, or other possible factors 
o You may see peaks or valleys in the Dependent Variable – Sales data, these can indicate 

exogenous factors. 
4. Business Question Discussion 

o Which business questions are still addressable with the data available, which are not. 
Aligning this with key stakeholders at the data review is another to lessen surprise at later 
stages.  

Next Steps 

a. Finalize the Data Review Document before modeling 
i. Follow Up regarding any lingering questions 
ii. Add or remove data where aligned during the Data Review 
iii. Share the final Data Review Document  

b. Document the discussion from the data review and share it with key stakeholders 
c. Get sign-off on the Data Review from the Data Owners 

i. This ensures that all parties are aligned. 
d. Move on to modeling 
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About NIQ  

NielsenIQ (NIQ) is a leading consumer intelligence company, 

delivering the most complete understanding of consumer buying 

behavior and revealing new pathways to growth. Our global reach 

spans over 90 countries covering approximately 85% of the world's 

population and more than $7.2 trillion in global consumer spend. 

With a holistic retail read and the most comprehensive consumer 

insights—delivered with advanced analytics through state-of-the-art 

platforms—NIQ delivers the Full View .      

For more information, please visit www.niq.com. 
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