A reliable month-to-month reporting template does two things directly. It assists in keeping your paid media
agency manner tight, and it makes the Jstomer suppose like the work has a clear narrative, not a pile of platform
screenshots. | even have watched reporting fail in two opposite methods: either the document is simply too

obscure to advisor decisions, or it's so metric-heavy that no person reads it past the primary page.

What follows is a sensible approach to build a monthly reporting template that works even if you run a tight paid
search company account with some campaigns or a broader paid advertisements supplier setup with Google Ads,
Microsoft Ads, social, buying groceries, and remarketing. The target will never be to provoke with charts. The

function is to help the Jstomer reply, “What converted, why it modified, and what we are going to do subsequent.”

Start with the patron’s choices, not the platforms

Before you layout sections, write down the judgements the customer desires through the conclusion of the

month. In most paid media supplier relationships, the ones selections more commonly consist of:

¢ regardless of whether to continue budgets in which they're or reallocate spend
* what to pause, what to escalate, and what experiments to fund
* no matter if performance is trending in the excellent direction or caught resulting from constraints
* what a higher month’s plan must prioritize, primarily based on evidence
Once you anchor the report round decisions, the template naturally avoids the entice of “platform reporting.” It

stops being a copy of what Google Ads indicates and turns into an organisation record: a established explanation

tied to outcomes.

| desire to call to mind the record as three layers. The high layer tells the story in plain language. The center layer
proves the tale with metrics and segment perspectives. The backside layer paperwork what you did, what you

transformed, and what you're tracking going ahead.

Choose a regular record “spine”

A per month reporting template wishes a predictable rhythm. Your group will thank you for it, and your clientele

will as a matter of fact start off anticipating the development, which improves engagement.
A reliable spine oftentimes seems like this:

® Executive precis (brief, determination-centered)

* Performance overview (excessive degree)

® Results by way of channel and crusade style (the place the story lives)

® Insights and prognosis (why outcome moved)

e Actions taken in the time of the month (what converted inside the account)

* Next month plan (what you can do and what have an impact on you anticipate)

* Appendix (export-level detail, difference logs, or dashboard links)

Even if your paid seek corporation is centered mostly on debts like Google Search, Shopping, and Microsoft

Search, this backbone still holds. The channels fluctuate, but the logic does no longer.

Build the govt precis like a briefing memo



The executive summary is where many agencies either shine or lose their consumers. It should be short, but it
won't be able to be standard. “Performance more advantageous month over month” isn't always enough. You

desire to call what improved, the place, and what drove the amendment.
A invaluable executive precis comprises those factors in paragraph sort:

1) what occurred (result picture) 2) what drove it (two to 3 drivers, no longer five) three) what it skill (is that this

perfect or harmful, and is it sustainable) four) what you can still do next (one or two priorities)

Try to avoid it to approximately one 3rd to 0.5 a page in a common purchaser-dealing with PDF, or a single reveal
if you proportion it as a dashboard narrative. If you are a % service provider, paid ads enterprise, or % leadership
service provider, here is in which you construct have confidence. Clients are procuring readability, now not just

statistics.

A realistic instance of choice language
Instead of writing, “CPC accelerated by means of rivalry,” you could possibly write whatever thing like:

“Average CPC rose approximately 12% in comparison with closing month, when conversion rate stayed flat. Most
of the CPC raise got here from non-emblem seek phrases wherein search extent expanded. Because the
conversion price held, we did no longer minimize budgets aggressively, but we narrowed fit kinds on the bottom-

intent segments to stay away from wasted clicks.”

That is the kind of narrative that makes a customer consider you might be guidance the send, not purely reporting
the tide.

Performance evaluate: coach the handful of metrics that matter

The efficiency review area is wherein you set up context. For so much paid media agency users, you'll comprise

three communities of metrics:

* Spend and efficiency (settlement according to click, charge consistent with lead, rate per acquisition, salary if
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acceptable)
® Volume (clicks, impressions, conversions, leads, purchases)

* Quality signs (conversion fee, lead-to-alternative charge if you have it, influence percentage or search

impression share if primary)

Be cautious with the metric range. If you embrace profit and ROAS for one channel yet not for every other, the
client will battle to examine. If you encompass 5 KPIs and none of them are naturally linked to commercial effects,

the report appears like a spreadsheet.

Segmenting beats dumping totals

One month could be a tale of two segments. Your totals could seem to be first-rate, yet a selected marketing
campaign group will be bleeding potency. If you've gotten ample tips, embrace at the very least one phase view

within the performance evaluate:

* model vs non-emblem for paid seek firm accounts

® new vs returning for remarketing

lead quality tier when you music it

product class for shopping



* tool split if it's miles driving significant differences

The trick is to store it readable. If you will have too many splits, you're going to drive the client to hunt for that

means.

Report results by using marketing campaign category, not by using
platform menus

Clients most commonly appreciate “what you did,” not “what tab you exported.” A paid advertisements

organization template may still replicate how the work is organized. If you architecture your account as:

* brand search

® non-emblem search

® searching and product feeds
e remarketing/display

® |ead gen landing pages (if that's part of your remit)
Then file in the ones terms. The crusade grouping will become the backbone of the tale.
Here is what to aim for in every one channel/marketing campaign-variety block:

* a brief narrative sentence about the change
® 3 to 5 metrics tied to the narrative

® one or two outstanding observations (viewers, query mix, funds pacing, touchdown web page

transformations, tracking adjustments)

If you give PPC leadership business enterprise capabilities, your clientele seemingly care approximately the
mechanics you use to regulate functionality, like bid process adjustments, query management, feed optimization,
or target market exclusions. Still, do now not overload them with mechanics. Tie these mechanics returned to

effects.

Include a area on “what converted” it really is greater than a exchange
log

Your Jstomer will need a clean view of what you probably did this month. They desire it for 2 purposes: duty and

context. But they do not wish an engineer’s changelog.
This phase works top while you summarize adjustments in undeniable language, grouped by using theme:

e funds and bidding changes

® targeting and viewers changes

® ad reproduction and imaginative changes
¢ feed and looking changes

* landing page or conversion monitoring differences (best in case you truly controlled them or coordinated

them)

If conversion tracking changed, say so explicitly. Otherwise, a patron might interpret a metric dip as marketing

overall performance while it can be actually dimension.



Provide prognosis and insights that present judgment

A reporting template will become efficient whilst it answers “why,” and why in a method that presentations you

exercised judgment.

If you truely express KPIs, you might be giving the consumer info. If you add prognosis, you might be giving the
client your reasoning. That reasoning is in most cases based totally on a small set of alerts:

* seek query combination shifts (more popular phrases, less motive)

® conversion rate changes through landing page experience

® impact share adjustments (funds limits or public sale competitiveness)

* target market saturation or listing satisfactory changes

® monitoring complications, missing conversions, or attribution shifts

This is wherein you restrict fake precision. If you won't confidently attribute a trade, one could body it as doubtless
drivers: “The such a lot consistent motive force was X, however we shall validate with Y subsequent month.” Clients

have fun with honesty greater than sure bet.

Document subsequent month’s plan with envisioned impact

The “subsequent month plan” area is wherein your template earns its retailer. A client must be ready to read it and

apprehend:

® what you would do
* what metric(s) it should always improve
* what threat or assumption is involved
® whether you anticipate instant wins or longer researching cycles
For example, whenever you would like to enlarge non-manufacturer seek, you may nation that CPC may rise

ahead of potency stabilizes, or that the 1st weeks will incorporate mastering for brand new ad communities. That

style of candor prevents surprises.

A 5-item listing for building the per 30 days reporting template
Use this as your inner template checklist earlier than you put up the consumer version.

1. Define the only to three business results the consumer cares approximately, and be sure that they appear

within the govt summary
2. Choose one ordinary KPI for each and every channel classification, plus two helping metrics
3. Include at the least one “why it modified” part with facts, now not just reviews
4. Add an moves taken section that organizations differences by topic, now not by way of platform tab

5. End with a next month plan that states anticipated influence and key assumptions

This listing is the scaffolding. The content material beneath every one area still desires to really feel adapted,

differently your template will become a fill-in variety.

Use tables sparingly, however make them do truly work

Tables could be glorious for evaluating crusade corporations due to the fact they scale back scanning time. They

additionally guide you standardize reporting throughout months. If you use a table, hinder it targeted.



A constructive desk might examine marketing campaign groups like “brand seek,” “non-model search,” and

“procuring,” with columns for spend, conversions, CPA or rate consistent with lead, and conversion price.

For illustration, you're able to create a “Top movers” table that reveals which campaigns advanced and which
declined, inclusive of the metric that moved most. This helps customers instantly awareness on the meaningful

transformations.

If you include tables, do now not turn the entire file into spreadsheets. The narrative sections must nevertheless

raise the tale.

Interpret metrics thoroughly, including the business-offs purchasers
hardly see

Many reporting disputes come from mismatched expectancies approximately what “fantastic” appears like. A
shopper may possibly pass judgement on achievement by CPA on my own, at the same time your broader

intention could contain capturing call for for lengthy-term worth, or declaring seek impression share to protect

logo improvement.

That is why your template need to come with a small “industry-offs and context” rationalization, even when you

store it brief. It prevents the conversation from transforming into hostile.
Here are customary examples the place judgment topics extra than uncooked numbers:
® You enrich finances and CPA rises quickly on account that learning accelerates and you escalate question

protection.

* You cut low-intent traffic and CPA improves, however lead amount dips, which the buyer may additionally

interpret as “worse overall performance.”

e Conversion cost drops after a touchdown web page replace, and the report have to replicate no matter if that

changed into an optimization or a regression.

* You pause a marketing campaign resulting from tracking anomalies, and the file may still express which you

did it to preserve resolution exceptional.

Common metrics: what they may be able to signal (and what they'll disguise)

When you label metrics and give an explanation for what drives them, you lend a hand users interpret your
paintings.
1. CPC can rise whenever you profit impact share in aggressive auctions, even though lead best improves

2. Conversion price on the whole reflects touchdown page journey and target market-task suit, now not just

advert focused on

3. CPA or expense per lead can look stable even although quantity shifts, which can also imply blended efficiency

throughout segments

4. Impression percentage and search impact proportion can display price range constraints that overall spend

does now not provide an explanation for

5. ROAS can fluctuate with attribution home windows and conversion lag, so fashion context topics

This section does not need to be long. It simply wishes to minimize confusion.

Tailor the template via account maturity



A template should still no longer really feel same across each and every patron relationship. Early-degree bills

desire diverse emphasis than mature money owed.
In a brand new dating, your document needs to prioritize:

® tracking healthiness and baseline metrics
* campaign setup high-quality (layout, fit varieties, feed hygiene)
® preliminary query and audience researching outcomes

* brief-time period experiments and learnings
In mature debts, your document should always prioritize:

¢ functionality trends and stability
® optimization that improves effectivity or expands scale safely
* budget pacing and manipulate levers
® aggressive changes and seek habits shifts
If you operate as a % management organisation, you likely already segment clientele by using complexity. Let your

reporting paid media agencies template reflect that complexity. The shape remains constant, but the intensity and

the “what we realized” emphasis alterations.

Handle aspect instances with out breaking the template

No template survives fact without area-case coping with. These complications arise almost always in paid search

and paid merchandising, and your file should still make it clear when they have an effect on interpretation.
Common area instances include:

* monitoring differences or conversion deduplication issues

® seasonality and promotions that have an effect on conversion behavior

¢ funds pacing obstacles that cap impression share

e finances shifts between campaigns that make month-over-month comparisons messy

* statistics lags for offline conversions or CRM updates

A remarkable frame of mind is to add a small “Notes and records concerns” phase within the core or near the stop.
Keep it concise, but distinct. “Conversion lag may also have an affect on remaining week's CPA" is greater

worthwhile than "Data can be delayed.”

Pick the true layout for the customer and your workflow

Your per month reporting template will probably be a PDF, a Google Slides deck, a Notion web page, or a

dashboard export with narrative text. The only format is dependent on how your customer consumes assistance.
Some life like information from event:

® |f your buyer comments in meetings, a slide deck structure facilitates. Keep it skimmable.
¢ |f your purchaser needs an audit path, a PDF with appended exchange data might be more desirable.
e |fyou run a overall performance evaluate asynchronously, a document with anchored sections saves time.

¢ |f you deal with diverse prospects as a PPC management visitors, you want a workflow that reduces handbook

formatting.
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One workflow that has a tendency to work good for paid seek organization groups is to generate the dashboard
numbers mechanically, then write the govt precis and analysis sections manually. That hybrid mind-set maintains

the reporting contemporary with no forcing your workforce to rebuild charts each and every month.

Suggested section map which you could adapt (without making it
robot)

You do now not desire to comply with a inflexible template each month, but you do want consistent headings paid
media agency so buyers recognize the place to appear. Here is a versatile part set that works for plenty of pay in

step with click on employer and paid media firm teams:

¢ C(Client and reporting length small print (marketing campaign grouping settings should still be protected)
® Executive summary narrative

® Performance assessment (commonplace KPIs plus helping metrics)

® Results with the aid of channel or crusade type

* Insights and analysis (why ameliorations passed off)

* Actions taken for the duration of the month

* Next month plan (priorities, experiments, envisioned effect)

* Notes and information considerations

* Appendix (hyperlinks, raw tables, query quantity excerpts when you share them)

Keep the government precis the front and middle, and save the "why” on the point of the “what occurred.” That
ordering reduces the returned-and-forth that takes place while clientele ask, “Why did this variety go?” long once

they have noticed the chart.

Build internal consistency with a reusable “remark library”

One of the most effective methods to make a month-to-month reporting template more straightforward is to
create a comment library your group can reuse responsibly. Instead of rewriting every part from scratch, you save
brief, top explanations for undemanding drivers, comparable to:

e affect proportion expanded simply by increased public sale participation

* conversion expense extended with the aid of more beneficial landing-web page relevance

e CPC rose through search time period enlargement into bigger-competitors queries

* finances pacing replaced after a bid approach adjustment
You nevertheless customize the remark to the purchaser, however the architecture and phrasing remain constant.

This reduces tone flow throughout months, relatively when more than one individuals contribute to reporting in a

paid ads company surroundings.

Quality manage: the guidelines you could run previously sending

Even good templates fall apart if the numbers are unsuitable, dates are inconsistent, or tracking notes are missing.
Your QC task ought to be dull and fast.

Do a very last bypass for:

® constant date degrees throughout systems and the dashboard
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® currency and sets (money per lead vs value consistent with acquisition)
* regardless of whether conversion counts embrace the equal attribution settings month to month
* even if any monitoring differences passed off and were documented

* whether or not your “next month plan” suits the moves you without a doubt took

If you may have offline conversion inputs, test files go with the flow for the reporting month. Clients will forgive a

studying curve, they hardly forgive silent size mess ups.

How to make the template feel “shopper-detailed” with no reinventing
it

The biggest misconception | see in reporting templates is that customization way rewriting the whole record. You

do not want to. You simply desire the desirable customization layer.
Here are three approaches to customize with out chaos:

* Use the buyer's language for effects (leads, bookings, qualified chances, profits) and match the identical
terminology every month.

¢ Highlight the customer’s enterprise cycle within the narrative. If the customer runs monthly promos, recognize
the have an impact on on conversion conduct.

® Focus the plan on what matters so much to them. A lead-gen purchaser wants check in step with qualified

lead traits, now not just typical conversion amount.

If you run a paid search firm or PPC management agency, you might be many times one in every of many owners.

Clear, consistent reporting with tailor-made interpretation is what differentiates you.

Final concepts on building a template that customers trust

A month-to-month reporting template seriously is not a report, it's far a machine for alignment. When it works,

prospects cease asking “what does this mean” and start asking “how will we scale this competently.”

If you store the govt precis selection-targeted, interpret the metrics with judgment, and record moves and next
steps with expected effect, you could turn out with reporting that seems like preparation. That is the entire
element, whether or not you name yourself a pay consistent with click company, paid media company, paid search
enterprise, % company, paid ads employer, p.c management manufacturer, or percent administration supplier. The

label concerns less than the readability.

If you desire, tell me what channels you document on (as an example, Google Ads only, or Google Ads plus
Microsoft Ads plus social) and what your imperative KPI is (lead, acquire, certified lead). | can suggest a phase

architecture and metric set adapted on your setup.



