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Brand activation report template

Let's face it: any serious business that wants to generate leads and revenue should have a marketing strategy that will help them in their search for profit. Today's digital data has given the average Internet user a huge amount of information that helps them choose between brands, products or offers,
making the market a highly competitive arena for the best to survive. An important part of a successful business strategy is the use of a modern tool for reporting and implementing a marketing report in its main procedures, which will become the core of customer acquisition, market research, providing
details for information about the most valuable information for each business: is our efficiency on the track? Ultimately, it will provide a clear picture of the KPIs concerned and build a solid foundation for increasing conversions. If you're reading this, it probably means you understand the importance of
tracking performance and developing it over time. Whether it's marketing, sales, finance or CEOs, reports are essential for evaluating your business and evaluating results. Manager Peter Drucker once said: If you can't measure it, you can't improve it - and he couldn't be more right. To know if you are
successful, you must first determine success and track it. As we already talked about in our previous blog post about sales reports for daily, weekly, or monthly reporting, you need to understand a few things when you launch and run a marketing campaign: will your efforts pay off? How do you know that?
If you're doing things the right way, do you have to do more than that? Or drastically change for another time? Using the right marketing KPIs (key performance metrics) is a good start - what's left now is to find a way to organize everything in a way that makes sense and brings value. That's why we'll
present annual, monthly, weekly, daily and digital marketing reports that you can use for your own promotional activities and increase your marketing efforts. But first, we will start with a basic definition and some tips for the creation of such types of reports. Let's dig deeper. What is a marketing report? A
marketing report is a set of data created to analyze the performance of a particular marketing campaign or effort. It is used to effectively communicate the company's marketing strategy, including research, promotional tactics, goals and expected results. Why are marketing reports important? To succeed
in today's digital environment, businesses of all sizes need to invest in marketing and promotional activities that would separate them from competition. However, marketing reports are extremely important because: They enable companies to consolidate data from access to marketing information from a
single access point. They offer information about the behavior and activities of the audience on the website, app, social media account, etc. They are fully countless working hours. They will ensure that you understand your marketing activities better and improve future performance. Ultimately, they will
help you achieve your business goals and optimize further. These points underline the importance of developing such reports, as they will save valuable time and improve accuracy in all areas. But there are certain types of reports that match different time intervals: enter monthly marketing reports,
weekly, daily, digital, and bonuses: annual. Let's dig deeper and look at the details. Types of marketing reports There are multiple types of marketing reports, depending on which data you need to monitor and analyze. Reports are usually done on an annual, monthly, weekly, or daily basis, but sometimes
you need to create an ad hoc KPI report for a specific purpose. That said, we'll look at the details of a marketing campaign report, provide a digital marketing report template, and look at marketing reports and analytics using carefully created dashboards. But let's go back to real data, starting with the
monthly marketing report. a) Monthly examples of marketing and templates The monthly marketing report is a management tool used by marketing professionals, agencies and managers to display relevant marketing results on a monthly basis. Metrics that are typically tracked target web analytics and
campaign performance, such as CPC or CPA. In this part, we would like to highlight the fact that you should also continue to look at the big picture. We have already stated that each report should be matched to the big picture in marketing and provide a stable relationship with sales, but looking on a
monthly basis can provide more insights than anything else. The weekly marketing report template we provided below in the article can be applied in a broader perspective and used for monthly solutions. The channel that brings in the most traffic isn't always the one that brings the best quality waters after
all - but it can't be known until a few weeks have passed. That's why the monthly marketing report is so useful, providing cross-disciplinary overview of several parameters embedded in a campaign that you can analyze jointly for greater accuracy. This first monthly marketing report below gives you a
broader sense of the effectiveness of your marketing campaigns based on web analytics — although, as we said, it may take too long to notice problems and fix. Therefore, each of these different reports should be used jointly to get the best possible ideas about the state of the entire department. 1) Web
Analytics report **click to zoom in** Just the web analytics dashboard will track all the traffic data on your website that you get thanks to Analytics (GA). GA is a great tool and provides a lot of accessible data for its visitors. Google Analytics's well-designed custom dashboards will give you a deeper
understanding and clarity about On this second monthly marketing report template shown above, you can track basic information such as the number of visitors over time, their behavior (new, return, page time, pages per session, ...), bounce rate, etc. Secondly, monitoring traffic sources is as important as
already mentioned above in this article. This way, you can customize your time and budget accordingly. Finally, the bottom row is the conversion. You want all those people who come to your site to take action and convert — regardless of what the conversion is, provided you've requested in advance:
sign up for a newsletter, start a free trial, watch a video, buy your product. Your monthly report should track these conversion rates and see what their performance is compared to the original goals. This web marketing report consolidates all your GA data, often the only roadmap you have to see how your
website is presented and how visitors behave. Monitoring the traffic source, whether paid, social, forwarding, or organic, will show you where potential buyers come from and learn how you can improve your website to offer the best possible user experience that will ultimately increase your conversions. 2)
Marketing Performance Report **click to increase** Our final monthly report is to provide a good overview of the performance of all your paid advertising campaigns. How much do you spend? Does it match what was originally planned? These are the questions you want to answer through this report. This
monthly marketing report template also wants to answer how much we spend to get a new customer? Cost-per-acquisition (CPA) is targeted at this question according to the campaign, and you can see which one is most profitable. Thanks to these insights, you know how to acquire a new client with a
minimum of investments and then replicate the best practices from this campaign. Essentially, this marketing campaign report template focuses on the cost of your paid promotional activities, which you can easily compare, break into parts of each campaign, and decide which strategy works best.
Monitoring the total budget spent, the number of clicks, and the total number of acquisitions, just to name a few, will certainly give you an idea of which campaign performs best, which haven't met your expectations, and why. Thanks to the data collected for this marketing campaign performance report,
you have everything to strategically decide where to allocate your money. (b) Weekly marketing examples and KPIs Weekly Marketing Report are used to collect, monitor and generate market data that can be triggered on a medium- and weekly basis, often focused on metrics such as traffic or leads.
Weekly reports are a status check for your launched campaign or published blog, for example, weekly monitoring of your traffic will ensure that there isn't impact on the overall progress of the month. The weekly report will collect data that may be critical to the overall marketing strategy. If you see on a
daily basis that your channels aren't effective the way you expected them, then the weekly summary can provide you with more information and create a basis for future solutions. Especially when reporting digital marketing, where data can change on a daily basis, but given the big picture, it is crucial for
a successful campaign. Now let's approach some new aspects of this type of report, on a weekly basis. 1) Blog traffic and blog leads Report Some studies show that within a week of publication, blog post traffic can fall by 90%. This is mainly due to the fact that you share the article on social media, which
explains the short-term traffic, and the fact that once you get several hundred visitors, depending on your scope, it can drop significantly. However, if it's optimized for SEO, you shouldn't stop measuring it after the first week, as it needs a few months to reach its cruise traffic, and you can get several
thousand monthly visits. Tracking weekly traffic development on the blog will show you how it actually takes off. You don't have to panic if you don't see the results right away, but keep in mind weekly progress to know when to take concrete action. If a blog post does not give immediate results, it should
not affect the whole marketing strategy, patience, in this case, is key. In our example, we can see which pages have the highest number of visitors, but you can also set up and easily filter by the number of leads. It's useful to track each week to see if traffic changes or leads will signal a longer trend. We
already know how important blogging is to companies, not just google rankings. The correlation is not limited to the number of company blogs and traffic they manage, but also to the number of leads they generate. Preparing a blog lead report gives a quick overview of how many leads you bring each
week with your articles. Sharpening the analysis, a little more, you can see which category of articles brings the most traffic, and focus on improving the quality of content in this category to attract even more. Also keep in mind regular search engine updates, such as those from Google, that affect your
traffic every time you do so. Sometimes you can be the biggest winner, but sometimes you need to adjust the content to get back to the top of your blog's performance. 2) Website traffic and channel leads, which we described above, may also apply to traffic on your website as a whole. Breaking channels
and analyzing which ones are potential may shed light on underperforming (or, on the contrary, super-efficient) channels that may need more attention and investment. The number of sessions by source or channel channel you can track your traffic in many different ways thanks to the Google Analytics
KPIs available in your Analytics account. Having an interactive reporting tool to establish your performance on a weekly basis can reduce the time it takes to consider additional actions or simply decide what the next step will be. Determine which channel of paid, organic, social, forwarding or other is your
precious treasure and increase the effectiveness of your strategies to increase traffic coming from it. While keep in mind that your long-term performance is one of the most important parameters to decide how you need to adjust your campaigns and efforts, weekly summaries can reduce the number of
interagency meetings between marketers and provide a faster way to analyze big data. 3) Online advertising efficiency If you decide to invest money to advertise online, you should also keep track of how it performs. The most common cost-per-click pricing (CPC) model, as shown in the photo above, is
used by major search engines such as Google Ads, Yahoo Search Marketing or Yandex Direct. In our example above, we focused on CPC performance and keywords, as well as quality results, to get a more comprehensive overview of our paid campaigns. You pay a fixed price for each click on your ad,
and the goal is to reduce that price over time, which will decrease as a result of your customer acquisition costs (until your conversion rate decreases). When you choose the right online advertising model for your business, you can also set your payment to CPM or CPA, it all depends on which platform
you want to advertise, how big your marketing budget is, and what goals you expect. For example, there are programmatic ad technologies that have their own sets of platforms on which your ad appears. Also, if you set up a branding campaign, it stands out from the standard paid search campaign. It all
depends on the overall marketing strategy and how it aligns with your general sales report, which you should keep in mind, as sales are directly related to marketing activities. In the example below, we can see the total amount of budget spent in relation to weeks and channels. Using this data can provide
information about whether your investments are stable or need more optimization to achieve specific goals. These datasets can be broken down into the specific week of interest, which means you can interactively track what happened in Week 11 in relation to Week 10. Although this data can also be
used in monthly or annual reports, this weekly marketing report template can be a source of input on how to track and analyze your own. Now that we've gone through some templates for weekly marketing reports, let's move on to a shorter look. Daily reports are not as common as monthly, especially for
SEO marketing, where you don't have to think too short-term. But let's see this through examples and a marketing report c) Daily examples of marketing report and KPI Daily Marketing Report is a set of marketing metrics tracked in a shorter period of time, usually used to confirm that promotional activity
develops as planned and without problems. This report focuses on daily traffic, social media engagement, etc. The overall purpose of our marketing reporting templates is to provide you with tools to make better informed decisions. The daily report will help you get it done faster. You can use it to create
an action plan every morning: what you've achieved before and what can be done better today. It can allow you to interact with your data almost in real time, so you can be positive that information, goals and strategies are fresh and on the way. While the overall outcome of the marketing strategy will not
be affected on a daily basis, the use of these types of reports can give more details in the day-to-day activities of the campaign setup. Every day a marketing report will allow you to experiment faster: conduct small operations to answer small questions. This causes everyone to proactively see a problem
early enough and adapt to avoid wasting money. Moreover, your team and yourself will know your numbers perfectly, seduce more confidence for everyone when you need to make a decision. On a daily basis, however, many things are out of your control – especially in marketing. One day it definitely
won't determine the outcome of a campaign, but a few days in a row can point to a trend. While you don't have to engage in too much daily reporting, checking multiple activities every day is best practice. Here are some examples of KPIs that you can track daily: 1) Traffic on the Incoming Marketing
website, website traffic is blood and pulse: you need to attract a certain audience (new or return) before turning them into perspectives and real customers. Once you've set a traffic target for the month, you can split it by the number of days per month to set your daily target and see if you're getting close
to it or not. For greater precision, you can also adjust according to your business if weekdays/weekends affect or not. Monitoring traffic on your website can help you detect a sudden rise or fall, act immediately, and encourage you to communicate with the sales team, whose number of leads and qualified
leads will also be affected. You can also filter specific traffic, which means you can instantly search for sources such as organic traffic, referrals, social media, email, or paid search, and see which channels perform well, and keep track of how they behave in terms of your goals so that you can optimize
them on time and prevent unnecessary budget costs. The important thing is to do not change all defined structures or goals just because your daily activity is not performed as expected. Let's look at an example. The example above shows the percentage of traffic sources obtained at a certain time
interval, in this case, on a daily basis. While organic demand definitely shows the greatest value of this particular performance, the display should not be overlooked simply because it wasn't that good on that particular day. But if this trend of almost 50% of the total accumulated traffic develops in the same
direction, it can be concluded that parts of the budget can be optimized for channels that are more efficient. 2) Social media engagement I never say enough, but engagement is key. For your brand to be known and your name saved, daily activity on different social news to your audience will not only
increase your chances of reaching a larger number of people over time, but will also increase your chances of engaging with them. No one discusses with a brand whose last social media post was three months ago. Inaction in today's prolific channels for discussion and channel sharing (Facebook,
Twitter, Instagram, but also LinkedIn, Snapchat and Pinterest) is digging its own grave. Find the channel that suits you better, but most importantly, you can reach your audience better (50-year-old business people don't use the same channels as teenagers who somehow tend to create and create trends,
so stay tuned). Communicate daily or every few days through it. Do not throw uninteresting news just to attract attention, or you will easily lose it; strategy and provide valuable content. Answer questions, add to relevant groups, interact with leads or customers, and listen to what the market and audience
say. If necessary, create a customer dashboard and inform all stakeholders about changes to social channels. Although it depends on the industry you are a part of, social media is a great tool for direct interaction, on a personal level, and building a community around your products or services. In doing
so, building a community management strategy can also provide an additional source of marketing activity that can be tracked and evaluated daily. By listening to your customers and customers, you can improve your product or service and generate more ideas that can be used and realized in other
marketing channels and activities. Studies have shown that content shared on Facebook and Twitter is live from 15 minutes to 6 hours - making it a good daily KPI for tracking. In one day, you can determine how engaged your post is and how much traffic it has brought to your website. Although digital
media metrics and algorithms change regularly, social media is still a pretty important part of the marketing strategy. By adapting social efforts to the right audience, it can still bring value and value to the You can also check out our social media reporting article and get a comprehensive overview of how
different SMes behave and how you can use them in the most effective way. d) Digital marketing reports and templates The marketing report focuses on monitoring and evaluating digital marketing efforts, often in terms of digital ads, content quality, or keyword performance. This report is completely
dependent on online tools and software, such as Google Ads or datapine. These examples can also help businesses create a digital marketing report. In this data-driven world, it is essential to maintain your digital efforts in a short, factual and representative way. Digital marketing has become obligated to
have part of the overall strategy, and to make sure that you have all your data in one place, the KPI dashboard software can track campaign performance in real time while setting an alarm so that you can be automatically notified when a particular digital marketing KPI changes course or meets lower
expectations. Let's see this through some examples. 1) Content quality control **click to enlarge** We all know old marketing content says: content is king, context is queen. To make sure that the production and engagement of your articles is on the way, this digital marketing example shows in an
interactive dashboard presenting the most important content creation data. With this marketing report template, you can get a clear overview of all stages of content before and after publication. Seeing how long a story should be written, you can conclude whether the writer is struggling or not having
enough time for the review process? The whole story can provide more in-depth data and therefore suppress the measurable actions of decision-makers. 2) Google Ads Digital Marketing Analysis Report Google is one of the most popular platforms for digital marketers looking for optimized search content
to rank, paid by cost-per-click (CPC) or mille price (CPM). We already expanded on paid options earlier in the article, but this section is dedicated to one of the largest search engines in the world: Google. Most marketers have advertised Google at some point in their careers. Although Google gives many
options to track and present your results, it has some limitations that can be easily solved with a comprehensive live dashboard. ** Click to zoom in** This dashboard shows the most famous Google AdWords metrics focused on analyzing keyword information and data. As you can see, the number of
clicks compares to the previous period, following a performance review during the selected weeks. The top keywords section will instantly show you what kind of keywords generate the highest number of clicks and where most of your budget is spent. The details of the average CTR per position make
sense to track, as this will help you create a benchmark for the keywords used, where you will whether you need additional adjustments or if your campaign is working well. Your ad position will affect the CTR and you should keep in mind that it is almost impossible to get a top position CTR. 3) LinkedIn
report, although we mentioned the importance of social media being included in your promotional efforts, we chose one network to present a holistic approach to reporting practices: LinkedIn. As we know, LinkedIn is a powerful business network that can generate multiple B2B promotional results such as
greater engagement, number of followers and ultimately leads. That's why it's important to keep track of social media as part of your promotional activities, as the possibilities are endless. **Click to enlarge** This extensive report highlights the company's invaluable work on this social network. One of the
best marketing reporting practices involves collecting LinkedIn's most important metrics and thoroughly looking at how they complement each other and what can be done to ensure the best possible results. In this case, we'll take a closer look at where your company is in terms of winning followers. By
understanding your audience, you'll have a better chance of creating compelling content and targeting their professional backgrounds, such as industry (you'll definitely create different content if you're targeting software enthusiasts or legal professionals). This is one of our dashboard ideas that will help
you consolidate all your LinkedIn company data under one roof, giving you details of the CTR, engagement rate, and a brief overview of the last 5 updates. (e) Bonus: Examples of annual marketing report for the market Annual Marketing Report is a set of analyses created over a longer period of time or
once a year to reflect the marketing results of the previous year and a plan for the next. It includes high and strategic indicators that are relevant to C-level managers. Marketing strategy reports, such as annual ones, focus on the biggest possible picture a department can have, usually with a high level of
metrics that will look at marketing activities across a broader spectrum, focusing on strategic developments and goals discussed by the highest marketing authorities a company can have as chief marketing officer (CMO). Achieving milestones and reflecting strengths and weaknesses will ensure that next
year will be fresh, full of new opportunities and identified opportunities that will ensure that you stay on the right path and achieve the best possible results from promotions. Let's see this through a sample of a marketing report focused on high-level metrics. 1) Marketing CMO report **click to enlarge**
This is one of the marketing reporting template for VPs, C-level and elderly people can use for their strategic advantage and interact with any metric shown on the screen. It shows how goals are presented in a monthly view, but the user can easily set this marketing dashboard to an annual time frame.
Framework. The CMO does not have time to look at every detail of the ad campaign, but to focus their resources on strategic goals of a company and this report shows us exactly what kind of metrics and statistics are needed to be successful. The layout of this marketing reporting template is clearly set to
guide the viewer if the most important metrics have reached their goals or additional adjustments are needed. The funnel shows the total number of users, leads, MQL, SQL, and customers compared to the previous period and in terms of the target. We can see that the number of our potential customers
has increased by 4% compared to the previous period, but we are still missing 6% for this purpose. Other indicators are also structured, giving the CMO a clear idea of which parts of the strategy need more attention. On the right side of this marketing report format, you can delve into the corresponding
costs: for each lead, for MQL, SQL, and customer, as well as the total cost and net income of each metric. This is useful as older people need to know and control customer costs and the quality of potential customers. In this way, they can compare their findings with overall sales targets and see if there is
a discrepancy, resulting in more adjustments at operating levels. 2) Marketing KPIs report **click to enlarge** This report example gives a good overview of the most important marketing KPIs at a glance: cost and revenue statistics. After all, that's what matters: enough boom for a dollar? The design of
this report for your marketing participants is clear and allows you to focus on the main metrics. Keep in mind that an indicator such as CTR (click-through rate) or the number of sessions should be understood in their global rather than absolute truth: increasing them will not systematically generate more
profit or increase the return on investment (return on investment) shown on this dashboard. That's why you need to dig deeper: analyze the acquisition profit you've made compared to the acquisition price over time. See which campaigns recruit the most customers, with the minimum of dollars invested in
them. The goal is to get the highest possible return on investment at the lowest cost, but you should not forget about the whole funnel and compare it with other reports you will create. In this particular example above, we can see how some of the metrics performed each week of the year, such as
acquisition income, that will help you create your future strategies and consolidate your operational goals (more on that later). This is one of our digital marketing reports that can also be viewed on a monthly basis, it's just a matter of filtering based on the desired time period. The point here is that the
examination of the different campaigns and channels using our online data analytics tool is key to having the overall picture and understanding what is happening. How to write a marketing report? We have all heard of this known end of the month when it is time to submit reports, be it in an agency or
While your keyboard is on fire and your fingers are trying to keep up with your brain and understand all the data you're writing about, using an interactive online data visualization tool to set specific time parameters or goals you're tracking can bring a lot of time saved and, therefore, a lot of money saved.
1. First - organize and prioritize your marketing data And just as you plan daily, weekly and monthly marketing activities, so you will create daily, weekly and monthly marketing reports. If you get the right practice and use some effective data-driven marketing strategy tips and tricks, a report can be
generated with just a few clicks. Below, in the article, we've rounded up some of the marketing report templates that can be easily used to improve data generation efficiency and reduce the time it takes to create them. 2. Use professional software There are countless reports digging into your marketing
data; the question is usually, where to start? Are there any major reports that can help me feel more comfortable with these mountains of aggregated data? To get started, you may need to obtain marketing BI software to analyze all your data and easily create professional reports. 3. Structure your metrics
as with any report, you may need to create, structure and apply metrics that will tell an interesting and educational data history is crucial in our digital age. We will get to know in detail each report below in the article, but it is important to bear in mind that low-level metrics, such as CPC or CTR, will not take
part in the strategic report, which focuses on customer costs. You have to decide which story you want to tell and to whom to tell: your colleagues, leader or DP? This way you can choose the best metrics for your case. 4. Regular data tracking Secondly, launching an achievable campaign is only worth it if
you regularly check them and see if you're on the road – waiting for the end of the campaign to see how it's run, unfortunately, a common mistake that people make and the worst practice. As stated in the Forbes article, there is no such thing as setting it up and forgetting it [in digital marketing]. Given that
something does not work as planned on the 7th day, instead of the 47th day, is a lot of time saved and less money is wasted. We've responded to what marketing reporting is, provided extensive examples, analyzed various reports, and given you tips on what to focus on when creating your own. Why is
there so much data analysis, after all? Just because we started this article with peter drucker's quote, what hasn't been measured can't be improved. These reports are slicing, slicing and while linking the dots between your marketing activities and the goals originally set. They help you draw conclusions
— but also tutorials! – from campaigns, various tests and errors. They help you spot problems, as well as opportunities to capture and To start taking advantage of your marketing data and creating professional dashboards, start our 14-day free trial and create reports with just a few clicks! Clicks!
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