
Digital Solutions Performance Report Client Budget: $5000 + $1000 social
Start Date October 12, 2020 Due to Agency: $5,361

The Estate
November 2020 - October 2021

KPI Nov Dec Jan Feb Mar Apr May June Jul Aug Sep Oct

Clicks 0 0 0 0 0 0 0 392 1153 1166 1058 958
Avg CPC $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $3.47 $2.71 $2.69 $2.99 $3.08
Conversion 0 0 0 0 0 0 0 73 76 92 144 161
Cost/Conv $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00 $1.83 $0.00 $0.00 $0.00 $0.00
Search CTR 0 0 0 0 0 0 0 2.95 3 4.12 3.78 3.47
Total Imp 0 0 0 0 0 0 0 21,436 66,377 134,731 197,034 162,325
Cost $0 $0 $0 $0 $0 $0 $0 $2,176 $4,992 $5,016 $5,062 $4,726
Display CTR 0 0 0 0 0 0 0 0.13 0.15 0.18 0.1 0.1
FB LinkClicks 0 0 0 0 0 0 0 586 1,098 630 630 94
FB Impressions 0 0 0 0 0 0 0 28,873 66,377 60,421 61,853 21,416
FB Cost 0 0 0 0 0 0 0 $448 $847 $970 $851 $634
FB Likes 0 0 0 0 0 0 0 0 0 0 0 0
Display Clicks 0 0 0 0 0 0 0 392 101 193 167 137
FB CPL 0 0 0 0 0 0 0 0 0 0 0 0
MUV 0 0 0 0 0 0 0 1150 2178 1810 1840 1247
FB CPC 0 0 0 0 0 0 0 0.81 0 0 0 0

NOTES:

05/31 - In May we switched during the last half of the month to local campaigns. Local campaigns do not report inidividual 
performance - search CTR, for example, but the campaign performance as a whole. That is why the number may look a little 
different in May. The purpose for local campaigns is to generate impressions - display, search, video - within a 50 mile radius 
of the business. It is connected to Google My Business accounts.

03/04 - I tweaked their campaign for keywords that aren't productive and added a responsive display ad with hopes of 
improving their visibility.

03/02 - Per client request on 2/15, we made changes to fine tune their campaigns for specific desired traffic. These changes 
resulted in fewer calls and lower numbers. We have met with the client to discuss adjusting these numbers back and putting 
all money in general search.

02/15 - added 2 new ad groups to search - competitors (based on the list of firms that Manion send) and insurance (based on 
Merlin Law). I also removed non-performing keywords from existing campaigns. We'll evaluate how these perform.



02/04 - changed bidding strategy to maximize clicks instead of conversions to see if that helps with search rankings.

02/03 - In late January we modified the geo area for the display ads (Hurricane) to just the coastal counties. January's 
improved numbers are a result of that. On 2/3 we added a new search ad that is not a 'call ad', but an ad designed to drive 
people to the website. It is also an ad that directly targets automobile accidents. We are hoping that this will alleviate some of 
the calls they are getting for services that do not want.

01/04 - We added a display ad targeting the Gulf Coast. It has had a successful CTR and we need to ad more sizes and 
push this display ad to more platforms. Overall this campaign is performing well with a strong search CTR and just under 200 
phone calls (clicks from the ad). This will improve even more with time.

10/31 - This is McHard's first month for advertising and they're off to a very strong start. WIth 170 call for the ad and a 3.47% 
CTR, they are above average in their results. This will improve month over month and will positively affect their organic 
search results.


