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Page Views Visits New Visits Time On Site Avg Visitor Bounce Rate Daily Visitors

v -14.04 % v-3.78 % v-3.75% v-0.95 % v -0.68 % 64.55 % v-10.84 %

151 4

Traffic By Day
Page Views Visits Time On Site Avg. Visitor Bounce Rate

Traffic By Week Traffic By Day Of Week
Page Views Visits Time On Site Avg. Visitor Bounce Rate Page Views Visits Time On Site Avg isitor Bounce Rate
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Main KPIs

Media Cost Impressions CPM Clicks CTR
48.60% $45.2K «24.72% 41M v-12.92% $1.09 410.35% 11! v -11.53% 0.03 %
($41.7K) (33M) ($1.26) (10K) (0.03 %)
CPC Total Conversions Conversion Rate Conversion CPA Revenue
v-1.58% $4.23 +16.08 % 4K v -6.93 % v-6.44% $12.74 418.28 % .41
($4.30) (3K) (0.01 %) ($13.61) ($76.44K)

Trending Analysis

Showing Data For Campaign: ALL Campaigns @ Showing Data For Site: ALL Sites

Note: Campaign with highest number of clicks, lowest CPC and highest CTR Site Name Campaign Name

Best Performing Campaign is
Camp4_Prod7 with CPC of $3.94 and 0.06 % CTR

Placement Name

Daily Trending: Spend & Engagement KPIs (Clicks & CPC) Daily Trending: Spend & Conversions KPIs (Total Conversions & CPA)
Media Cost Clicks CPC Media Cost Total Conversions Conversion CPA

I$3k $30 |$3K $60
0.8K |300
|$2x $20 |$2x $40
0.5 |z00
[E313 ) ,r =1 $10 |$1k : $20
0.3K I I “ 5 I |100
I$oKk I IIII III III H I $0 [ELIS $0
i 05 Jan 2016 12 Jan 2016 19 Jan 2016 26 Jan 2016 lo 05 Jan 2016 12 Jan 2016 19 Jan 2016 26 Jan 2016
Weekly Trending: Delivery & Response Rate (Imps, Clicks & CTR) Weekly Trending: Cost Efficiency & Response Rate (CPC vs. CTR)
Clicks Impressions CTR CPC CTR
0.03 % —_— 0.03 % 0.03 % - 0.03 %
3K 0.03 % |$6 0.03 %
.
lism L.
0.02 % 0.02 %
2K I — _ 0.02 % |34 0.02 %
|10m — | .
7
1K / 0.01 % |$2 0.01 %
|sm
0K 0% |$0 0%

IUM 28 Dec 2015 04 Jan 2016 11Jan 2016  18Jan 2016 25 Jan 2016 28 Dec 2015 04 Jan 2016 11Jan 2016 18 Jan 2016  25Jan 2016
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Campaign Analysis

Time Period: 01 Jan 2016 - 31 Jan 2016

Showing Data For Campaign: ALL Campaigns @ Showing Data For Site: ALL Sites

Campaign Name

Benchmark KPI's
(Benchmark For

Weekly Trend - Top 5 Campaigns Share of Spend
Media Cost

v All Activities)
B camp10_Prod10 @ camps_prrods @ camp3_Prod2 M Camp9_Prod9 B camp7_Prod7 B Ca
Media Cost
Generica: Mass-produced identical stores, ’ |7
N e
etc. throughout America. .
6K
CPM $2.4K $1.0K
Top 5 Campaigns - % Share Of Spend $1.09 [
Media Cost |$5K $1.3K
N -
$1.5K
5.42%
Camp.. _ CTR |¢4K .
- 1.6K
6.91% 0.03 % s
Camp... .
[ $1.1K
7.59% | 3K
Camp... — $1.3k -
995.0 $1.1K =
9.09% __ cpPC
Camp... ISZK - . $1.3K
$4.23
_ 61.79% . $993.0 $988.0 $1.0K
921% Others D - -
Camp... [$1K .
— T
Conversion C... $991.0 $941.0 .
$12.74 [ [
28Dec2015  04Jan2016  11%an2016  183an 2016 25 Jan 2016
Top 5 Campaigns by Spend (Clicks vs. CPC) Top 5 Campaigns by Spend (Conversions vs. CPA)
Media Cost Clicks CPC Media Cost Total Conversions Conversion CPA
|$aK — - . $10 |$4K R $20
1K . |400
$6.04 — R
|$2K $3.94 $3 §4.11 45 l$2K $10
. . . . .
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Benchmark For All Activities
Month =« Media Cost Impressions ﬂ Clicks m ﬂ Total Conversions Conversion CPA Revenue
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