Sample Marketing Report

From



Contents
Results from different marketing MediUm .......occuiii i e e rare e e e saareeeean 3
[CToTo =4[l Xo AV o o 3 PP PPP 4
ACTIVITY SUMIMIAIY ettt e e ettt e e e e s e s aab et e e e e e e e s assbeteeeeeeesansrbaeeeeeeessannseraaaaeessnnan 4
DLl 1] 1= I 2T oo o PSRRI 4
Last 3 Months Performance Graphs: ... iiiiii it e e e e e rae e e e erae e e e eareeas 4
e [ o ]| TSP TP P PP PPR PSRN 5
FAXo )Y YU T4 4]0 0 F= 1 oY PRt 5
DLl 1] 1= I 2T o Yo o SRS 5
Last 3 Months Performance Graphi.........oiiii it e e e rae e s s ae e e e nareeas 5
FACEDOOK AGS ...ttt ettt ettt e e bt e e s bt e s bt e e s a b e e s abe e e sabeesabeeebbeesabee e hteenabeesnaeesareenn 6
FANe 1)V 0 YU 11 010 0 F= 1 o Nt 6
L] =11 1= I 2T o Lo o SRR 6
Last 3 Months Performance Graph...........ouoi ittt et e e e e e erae e e e eareeas 6
BUYSEIAGS ...ttt ettt et e e ettt e e ettt e e et e e e e e sae et eeeenta e e e e abaeeeaant e e e e e ntaeeeeantaeeeenaareeeeantaaeeeannraaeans 7
ACTIVITY SUMIMIAIY ottt e ettt e e e e s e st b et e e e eesssasssbaaeeeessssasassbeaaeesssnsannsesaaaeesssnnas 7
L] =11 [=To I 2T oo o SRR 7
Last 3 Months Performance Graph...........ouoo ittt e e e bee e e erae e e e eareeas 7
YL LY =T = o = ST 8
ACTIVITY SUMIMIAIY ottt ettt e e s s e st et e e e e s es st bbe e e e eesesasssssbeaaeeesssssnssseaeeeesesssssenaaeeesssnnns 8
DLl =11 1= I 2T oo o PSP STS 8
Last 3 Months Performance Graph.........oooieiiiiiii ettt e e e e e e s eabae e e e eareeas 8
SOCHIAI IMBAIA ..ttt sttt e b e e s bt e s a e s at e st e e bt e bt e s b e e s aeeeaee et e e be e eheeeheeeabe e beenbeenes 9
LT LT OO PP PRP PP 9
FACEDOOK ...ttt b e bttt ettt e bt e bt e e at e st e bt e bt e bt e bt e ehe e eheeeareearean 10
Y Y8 = T o= 1] o] o To T- T e PSP 12

JE
=
_|
m
M



Results from different marketing medium

Adwords Adroll BuysellAds Facebook Email
Conversion
Adwords Adroll BuysellAds Facebook Email
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Google Adwords:

Activity Summary:

Detailed Report:

Ardords Campaign Clicks |Impressions| CTR | Avg.CPC

Cost
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Last 3 Months Performance Graphs:
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Adroll
Activity Summary:
Detailed Report:
5 d Total
Adroll Weekly pen . . . Click View Total o
) over [(Impressions| CPM Clicks | CTR CPC CPA  |Click CPA CTC Rate VTC Rate Conv.
Campaign Budget ) Conv. Conv. Conv.
Period Rate
Campaign #1
Campaign #2
Campaign #3
Total
Analytics Data
Visits

Bounce Rate
Conversions

Last 3 Months Performance Graph:
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Facebook Ads

Activity Summary:

Detailed Report:

Facebook
Campaign

Reach

Frequency |Impressions |CPM

Spend

Unique
Clicks Clicks

CTR

Unique
CTR CPC

Cost Per
Unique Click

Checkouts
(Conversion)

Cost per
Checkout

Campaign #1

Campaign #2

Campaign #3

Analytics Data

Visits

Bounce Rate

Conversions

Last 3 Months Performance Graph
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BuysellAds

Activity Summary:
Detailed Report:

Buysellads Banner ID site statys | CPMRate/ |lengthofl,  cions| clicks | cTr cpc | Spendover | o,

30 Day Rate | Period Period

2944213 Live
3347148 Live
3416088 Live
4202882 Live
4205129 Live
642850 Live
644689 Live
713001 Inactive
736279 Live
900911 Live
9052954 Live
2544258 Live
3200250 Live
3200251 Live
4275418 Live
4322117 iz
TOTAL

Analytics Data
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|Bounce Rate

Conversions

Last 3 Months Performance Graph
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Email Marketing

Activity Summary:

Detailed Report:

Email Campaign

Clicked

Recipients |Opened |Open Rate|Clicked |Unsubscribed |Bounced |on link

Clicked on
Facebook

Clicked on
Twitter Link

Clicked on
Google+

Campaign #1

Campaign #2

Campaign #3

Campaign #4

Analytics Data

Visits

Bounce Rate

Conversions

Last 3 Months Performance Graph
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Social Media

Twitter

Twitter : Keyword over time

Dec 01

Follower Growth - Count
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Total Followers: Average Daily Growth: Hew Followers:
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There may be data cutside your cument selected range
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Facebook
Facebook Insights : Snapshot ¥
Total Likes 7 Mew Likes 7 People Talking About This 7 Weekly Total Reach ?
4,067 72 35 515,820
*15% 3 daily avg  118.8% *56%
Facebook Insights : Daily Likes ¥
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Facebook Insights : Daily Post Feedback ¥
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Facebook Insights : Likes by Demographic - ¥ Facebook Insights : Likes by Region
Graphical
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Facebook Insights : Gender Summary
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Marketing Dashboard

Total Visits vs Leads === —"= o Leads
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